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Abstract

Purpose: The old axion to put the customers first (e.g., customers are king, customers are always right) has been taken for granted in
the service sector. In addition, many companies in South Korea are providing customer-first education for employees at their contact
points to strengthen their competitiveness. However, excessive increase in the psychological power of the customer can lead to a
problem of abuse of power, called ‘Gap-jil.” Despite these concerns, most companies hardly discard policies to give high priority to
customers because of the assumption that it enhances customer satisfaction leading to organizational performance. However, in recent
years, some franchise catering companies have posted warnings about the abuse of power by customers, and a movement to pursue a
power-balancing between service providers and their customers is spreading. Research design, data, and methodology: This research
is conducted to reconsider the principle of the customer-first perspective and to create a basis for arguments that can solve the problem
of abuse of power, which is recognized as a serious social problem. In this research, we test and analyze the effect of customers’
psychological power in the context of a restaurant on expectation for service and response to service failure. Result: The result of an
experimental study shows that the effect of psychological power on customer satisfaction can be somewhat negative. Also, customers
with high psychological power are more likely to have high service expectations. Especially high psychological power of customers
causes a difference in the expectation level of human factors such as employee attitude, while the difference in expectations of non-
human factors such as restaurant atmosphere was not statistically significant. In addition, when customers with high psychological
power encounter service failure situation, they are more likely to feel disappointment and regret with a service provider. Meanwhile, the
effect of psychological power on complaining behaviors are not significant. Conclusions: The findings of this research provide
meaningful implications that the service providers should reconsider their existing corporate culture and management policies that put
customers first. In addition, the result of this research is provided meaningful opportunities to review the management philosophy for
the company's customers and the education philosophy for the employee education.
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Appendixes

Appendix 1. Scenario and Power Messages Used in Study

You decide to serve a meal at a restaurant to a close friend you meet often. When you arrived at the restaurant with your
friend, the following <Customer Service Guide> was posted at the entrance. Please read the guide carefully and answer the

questions on the next page.

<dZ4 MH|A 2HHE>

X3l= AHIL OHEE HRM2Z 0)]1
NS OOl 2L

AHE2 X3l oArZ2 o 4010,
M2t ZMot= ols ULk

<High Power Message >

HE>

E 20IoH0
Helotn

Z U 0120l SHASAIZ HIZLICH

@,

<Neutral Message>

Appendix 2. Constructs and Measurement

Constructs

Item

Psychological Power

WN =

. I think you can have great power in this restaurant.

. | expect | will have the power to control what happens in this restaurant.

. | think | will be able to take the initiative in dealing with the problems that arise in this
restaurant.

Overalls 1. The quality of service in this restaurant will be excellent overall.
Servi 2. The dining experience at this restaurant will be generally satisfactory.
ervice
Expectatio Restaurant staff will pay close attention to customers.
n Contents This restaurant's service will come quickly.

Eall ol

The atmosphere of this restaurant will be attractive.
The restaurant’s hygiene will be clean.

1. | regret choosing this restaurant.
Disappointment & Regret 2. Choosing this restaurant was really wrong.
3. The service at this restaurant was not above my expectations.
Direct 1. I will complain to the employee about this situation.
Complaints 2. | will complain to the restaurant's boss or manager about this situation.
Complaining
Behaviors Indi 1. 1 will tell the people around me about my current bad experiences.
ndirect . . PP
Complaints 2.1 w!II adylse people around me not to VI.SIt this restaurant. ]
3. I will write negative comments about this restaurant on the online channel.
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