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ABSTRACT

Purpose: The purpose of this study was to investigate the relationship between employee authenticity and
customer loyalty. This study also examined whether rapport positively mediated the above relationship. In
addition this study address the moderating role of customer emotional intelligence in the relationship between
employee authenticity and rapport. By developing moderated a mediation model, we addressed indirect condi-
tional effect of customer emotional intelligence on the relationship between employee authenticity and custom-
er loyalty via rapport.

Methods: The survey data was collected by customers who used various services in Korea. The main hypoth-
eses were tested using a cross—sectional design, with questionnaires administered to 292 customers.
Results: The result of empirical analysis has shown that employee authenticity was significantly positively
related to customer loyalty. We have also found that rapport positively mediated the relationship between
employee authenticity and customer loyalty. While there was a significant moderating effect of customer
emotional intelligence on the relationship between employee authenticity and rapport, the moderated mediating
role of customer emotional intelligence was found.

Conclusion: The results provide useful theoretical and practical implications to the organizations and managers
who want to improve customer loyalty. Future research directions with the limitation of the study were
discussed.
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Table 1. Means, standard deviations, correlations, and reliabilities.

Variable Mean| SD 1 2 3 4 5 6 7 8 9
1. | Gender 0.52 10.50 -
2. | Age 39.21/10.90| -.017 -
3. | Education 15.08/2.01| .009 | .144= -
4. | Service Type 4.50|3.32| -.048 | .167+* | -.106 -

Monthly Average

3.82 | 2.46 |-.179%x| 2315k | 2105 | —.017 -
Income

6. | Employee Authenticity | 2.89 | 0.83 | -.063 | -.133%| -.025 | =.077 | .123%* | (.924)
7. | Rapport 2.8910.64| -.054 | .006 | -.113 | -.068 |.168#* |.486+*| (.907)

Customer Emotional

8. . 3.300.61| -.053 | .024 | .117% | =.024 | .151%* |.210%%x|.373%xx| (.872)
Intelligence

9. | Customer Loyalty 3.020.78 | =.077 | =.041 | =.030 | -.094 | .120% |.54d#wx| 617xx| 2625+ (.909)

#P<0.05, **P<0.01, ##*P<0.001(two-tailed test).
Values in parentheses along the diagonal are Cronbach’s alphas.

4.2 1A QEA

3

B ood3e= 3o1d Qo8 (confirmatory factor analysis, CFA)S Esto] A =dlo] A3} e}l
Atk TR 144, Ux, 1A AT, AT E o] tieh RS A skaL 2 Aol A A t
Rl waetglth, #AATRE <E 2> ARSIt #A A, Aljkd JPdREe] CFAZIE (C(dD=
=.955; RMR=.036; RMSEA=.044) .2 1}eltaL x*(chi square) H|=ES F3) A
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Table 2. Model fit statistics for measurement models.

2 x2(db) CFI | TLI | RMR |RMSEA AxA(dD)

Theoretical 4-factor model (AU, RA, EL LT) | 555.477(358) | .960 | .955 | .036 | .044

3-factor model (AU, RA & EI LT) 1054.936(361)| .859 | .842 | .069 | .081 |499.459(3)xxx*
2-factor model (AU & RA & EI, LT) 1661.075(363)| .737 | .706 | .085 | .111 |1105.598(5)xxx
1-factor model 1975.981(364)| .674 | .636 | .092 | .123 |1420.504(6)xxx

Note: AU: Employee Authenticity, RA: Rapport, EI: Customer Emotional Intelligence, LT: Customer Loyalty,
w06 p < 0.001
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Table 3. Results of confirmatory factor analysis.

Standardized .. Avgrage
Construct Item Factor Standard CI‘IU.CEﬂ Cor.lstljgct Variance Gogdness of
Loading Error Ratio Reliability | Extracted Fit Index
(AVE)
AU_1 0.852
Employee AU_2 0.883 0.054 19.544
Authenticity AU_3 0.867 0.053 18.973 0.934 0.781
AU_4 0.867 0.054 18.967
RA_1 0.605
RA_2 0.687 0.114 9.645
RA_3 0.496 0.097 7.450
RA_4 0.647 0.107 9.220
RA_S 0.732 0.119 10.095
Rapport RA_6 0.712 0.113 9.894 0.928 0.543
RA_7 0.807 0.123 10.793 X°= 555.477
RA_8 0.715 0.127 9.928 d.f= 358
RA_9 0.728 0.128 10.059 p=.000
RA_10 0.707 0.128 9.848 IF1=.960
RA_11 0.716 0.133 9.938 TLI=.955
EL1 0.513 CFI=.960
EL 2 0.534 0.176 6.930 GFI=.875
EL3 0.652 0.189 7.819 RMR=.036
Customer El 4 0.657 0.182 7.857 RMSEA=.044
Emotional EIL5 0.608 0.172 7.513 0.901 0.507
Intelligence EL6 0.762 0.182 8.471
EL7 0.777 0.208 8.550
EL8 0.696 0.189 8.101
EL9 0.687 0.186 8.045
LT 1 0.825
Customer LT 2 0.808 0.067 15.963
Loyalty LT3 0.828 0.068 16.533 0.924 0.710
LT 4 0.802 0.071 15.798
LT 5 0.826 0.067 16.488

T 3olA B Ao AA gelF @oliAe] AnE AAEirt 1 A3 x¥=555.477, d.f=358, p=.000,
IFI1=.960, TLI=.955, CFI=.960, GFI=.875, RMR=.036, RMSEA=.0440] =Z&% %t} AaFAFo A A A&}
AE AEAQ AFAF M9Ie IFL, TLL CFI, GFIE B 0.90 ©]/, RMSEA, RMRE 0.08 °]3t& F=3ljof 3l

31 TH(Hair, Black, Babin and Anderson, 2010). <3 3>¥} o] GFI7} HAREE A oA dF
& 7153 520]H(Wu, Ann and Shen, 2017; Seyal, Rahman and Rahim, 2002; Hsu and Lin,
A A 357F A Sfell E3hE o] 9lo] A Ao R $88 vk S Hola gt whEkA] AT R
o g1A QA Ante= F87bssittar & ¢ Qv wek 7t SAE AlREA A3 s AlF] E(construct
reliability: CR)9} 4543 Fh(average variance extracted: AVE)S 22} 0.7 o4, 0.5 o] o= AAg 7|5
& 53l th(Bagozzi and Yi, 1988). ob&d], 3t 891 AAA& &8st T Asstelon 1 A3
Anderson and Gerbing(1988)] A8 95% A&7 el A F-2]8k Aoz 2R1% G om 7F gl HFAFEX
7 AT Al Hugteoh 2 302 Veh spdEtd o] SR EATHFornell and Larcker, 1981).
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Table 4. Hierarchical multiple regression for rapport and customer loyalty.

Rapport Customer Loyalty
Variable

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6
Gender -.021 -.003 .019 -.058 -.037 -.035
Age -.003 .070 .072 -.049 .034 .002
Education -.163%x =143 —-.163%x -.060 -.038 .029
Service Type -.083 -.057 -.058 -.092 -.063 -.037
Monthly Average 1973 122s 102+ 132+ 047 -.009
Income
Employee Authenticity AT D 4095 D35k 316
Customer o
Emotional Intelligence 292
Rapport 46455
Employee Authenticity X
Customer Emotional 1255
Intelligence
R? .058 .270 .363 .033 .305 462
AR? AV .093 27 Dk 157k

Note: N=292. Standardized regression coefficients reported.
# p<0.05, ** p<0.01, *+#p<0.001.
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qAe) 2AENE BASACh BAAT, 29 304 FA0) AR 14 AT FEHEYE AL
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Figure 2. The moderating effect of customer emotional intelligence on the relationship
between employee authenticity and rapport.

Table 5. Moderated mediation results for conditional indirect effect.

Customer Emotional Boot Indirect 95% of Confidence Intervals
. Boot SE
Intelligence Effect Boot LLCI Boot ULCI
M -1SD 1250 .0365 .0559 1987
Mean 1777 .0332 1178 2478
M +1SD .2303 .0432 .1546 3239
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