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BUILDING CUSTOMER LOYALTY IN INTERCULTURAL SERVICE ENCOUNTERS:

THE ROLE OF SERVICE EMPLOYEES’ CULTURAL INTELLIGENCE

Abstract

Intercultural service encounters, in which customers and service employees from different
cultures interact, are becoming more common in the market. Despite the importance of such
encounters for international marketers, limited research attention has been directed to this area.
Drawing on social exchange theory, this study examines how frontline empgloyéesal

intelligence (CQ) influences customer loyalty outcomes of service quality perceptions.
Specifically, the authors propose that the three components-efcG@nitive,

emotional/motivational, and physieahave differential moderating effects on the perceived
service quality RSQ-customer loyalty link and that these effects vary across two national
markets. Data collected with a multirespondent (i.e., frontline service employees and customers)
cross-cultural research design indicate that cognitive CQ negatively mitigates the impact of PSQ
on customer loyalty in an emerging market context while emotional/motivational C& has

positive moderating effect in a mature market setting. When service employees have high
physical CQ, the positive role of PSQ in creating and maintaining customer loyalty is

strengthened in both markets. The authors discuseithglications for theory and practice.

Keywords: cultural intelligence, intercultural service enatars, multilevel analysis, perceived service
guality, customer loyalty



Marketing scholars and practitioners are increasingly interastatercultural service encounters
(ICSEs)—that is, situations in which customers and service empldy@esdifferent cultures
interact with each other to determine the outcomes afahace delivery process (Demangeot,
Broderick, and Craig 2015; Sharma, Tam, and Kim 2009). The signifincrease in such semic
encounters is largely due to growing immigration and intemmalt tourism in these timex rapid
globalization (Johnson, Meyers, and Williams 2013). Accortbrthe United Nations (2017)
there are 28 million international migrants worldwide, more than 80% of whiorad in Asia,
Europe, and North America in 2017. The World Tourism Orgéniz§2018) reports that
international tourist arrivals soared to 1,323 billion@12, representing 7% of the global trade.
Furthermore, as service markets are rapidly globalizing, a growing number of commercial service
firms have increasingly spread their operations beyond their home market; exports increased by
8% in both developed and emerging markets in 2018 (World Trade Organization 2018).
Despite the enormous economic benefits, the increasingsitivim ICSES presents a
challenge for both individuals and organizationdeveloping multicultural adaptiveness to
facilitate acceptance, openness, and tolerance in iliteetunteractions (Demangeot, Broderick,
and Craig 2015). This challenge renders the wortd as flat as firms might often assume (Ang
et al. 2007)It is easy to imagine how in international service settiags,(hotels, restaurants,
transportation)service employees’ inability to function effectively due to various intercultural
barriers (e.g., language or cultural differences) could consigetat#riorate cross-cultural
interpersonal interactions, causing customer dissatisfamtionen anger and frustration (Hansen
et al. 2011; Johnson, Meyers, and Williams 2013; Sharam, and Kim 2009)Therefore,
service organizations are seeking strategies and guidariogfoving service quality and

retaining customers in an increasingly competitive and gldshlinarket.



Notably, empirical investigations into the relationshipugetn perceived service quality
(PSQ) and loyalty have yieddinconclusive findings across national mark&tany scholars (e.g.,
Fullerton 2014; Parasuraman and Grewal 2000; Zeithamty,Bend Parasuraman 1996) provide
empirical support for a positive link between different atgpetPSQ and loyalty in developed
market settings. However, other studies (e.g., Edward and&ap@12; Hu, Kandampully, and
Juwaheer 2009; Lai, Griffin, and Babin 2009) repareffect of PSQ on loyalty in the context of
emerging market3 his empirical ambiguity suggests not otihat thePSQ-customer loyalty link
is complex and not fully understood but also that PS€3 dot enhance customer loyalty under alll
circumstances and in all national markets. This issue isydarty important in ICSEs, which
involve service employees and customers from diverse cutac&brounds.

Research evidence suggests that service-related charastéeigiictypes, coproduction
processes, relationship strength) and contextual factorshigsgiesge-business vs. business-
consumer, cultural settings) exert moderating effects orotigeservice qualitytoyalty link (e.g.,
Diallo et al. 2018; Hogreve et al. 2017; Schneider and BoWw#&8)20ther researchers have
focused on customerbeliefs (e.g., inertia, normative commitment), service-rélperceptions
(e.g., perceived switching costs), and knowledge (e.g., investrpertiseasmoderators of the
PSQ-customer retention relationship (Bell, Auh, and Smalley 2008eiffon 2014)Although
prior work provides considerable insights into the boundamngitions of the impact of PSQ on
customer loyalty, the importance of service empleyskills and abilities has largely been
overlooked (Hogreve et al. 201 7his is surprising, given the key role of frontline service
employees in achieving customer-related objectives (Meegaic 2017), particularly in ICSEs.

To transcend cultural boundaries in ICSEs, employees namdi@ular skill and ability—

namely, cultural intelligenceCQ), or the capability of functioning and interacting effectivialy



culturally diverse settings (Ang et al. 2007; Earley and Mosakio2004). Previous conceptual
work but only a few empirical studies have proved the atitimle of CQ in cross-cultural
communication (Thomas et al. 2008), cultural adjustmentasidgerformance (Ang et al. 2007),
negotiation outcomes (Imai and Gelfand 2010), and export periom{dagnusson et al. 2013)
(for a review, see Appendix A). Despite the rich conceptudk worCQ in international human
resources and cross-cultural studies, to our knowledge, dieshave examined the moderating
role of service employees’ CQ in influencing the PSQ-customer loyalty link in international
service settings. The lack of empirical work on this fronits our undestanding of why some
service employees are more effective than others iratctieg with customers in culturally diverse
contexts, resulting ia stronger effect of PSQ on customer loyalty.

To fill these literaturgaps, we examine CQ, defined as a service employee’s capability of
adaptingo and functioning effectively in intercultural situations (Eardey Ang 2003), as a
potential boundary condition of the impact of PSQ and oustdoyalty. We take a multilevel
approach to examine whether three components of service employees’ CQ have distinct
moderating effects on the PSQyalty link across national markets.

This research makes three important contributions to egiktiowledge. Firstye provide
the first and unique empirical evidence of the moderatingofdB in the PSQoyalty link based
on a multilevel approach. Most studmsthe consequences of CQ have fexlsn internal
perspectives by exploring how CQ affects team knowledge sheearg,performance, and cross-
cultural sales (e.g., Chen and Lin 2013; Chen, Liu, and Pa20it3). By contrast, we explore the
impact ofCQ from an external perspective to understand how service employees’ CQ affects
customers' evaluations of service performance and custiimerelationship outcomes in ICSEs.

As these constructs have been scarcely examined in parafigividual ICSEs, little is known



about which components of service employ€&3 strengthen (vs. weaken) the relationship
between PSQ and loyalty. Our study fills this gap by usirdyaflic data reflects not only the
characteristics of the person providing the data (i.e., sezugdoyee) but also those of the partner
(i.e., customers) (Kenny and Cook 1999). This unique appeadiesus to provide more

rigorous empirical evidence of the role of CQ as an importaainpeter explaining the PSQ
customer loyalty link in ICSEs.

Secondwe apply a multidimensional conceptualization of CQ andh&urrinvestigate the
distinct moderating effects of these components on serviceroas. Specifically, we explore the
relationship between PSQ and customer loyalty under differesis of service empleys’ CQ
components, drawing on social exchange theory (Blau 1964; Goul@60) This framework
provides a theoretical lens through which to understandt®f PSQ in creating customer
loyalty in ICSEs with regard to levels of service employ€&s To our knowledge, no study has
yet explored service employees’ CQ as a critical source for customer retention in international
service providers. Our findings show that an extended antimensional approach is more
appropriate for uncovering the distinct effects of the CQ compis in cross-cultural service
interactions. Thus, this research contributes to the intenamarketing literature by extending a
fine-grained theoretical perspective to understand tha@giisshing effects of the CQ dimensions
on service outcomes in ICSEs.

Third, developed markets have become increasingly saturated, wightdiming to rapidly
growing emerging markets with renewed interest (Cavusgil ed&B)Z5iven this context,
success in these markets, which have moved from the periphengtthe core of service
marketing practice (Sheth 2011), is vital for the future afiyrfams in the globalized marketplace

(Ernst et al. 2015). Against this backdrop, we augment existioggledge on CQ by presenting



findings onanemerging market with a collectivist culture (i.e., Vietnam) ded treplicate the
study in a mature market with an individualist culture. (iFrance) to determine whether the
results are stable across different markets and cultardeing so, we thus answer calls in the
international marketing literature to examine marketing phenomesraerging market settings
and to compare findings with studies conducted in more advamagets (Burgess and
Steenkamp 2006; Sheth 2011). We demonstrate that the moderagirtg effCQ components on
the PSQloyalty link vary meaningfully across countries. Our study offers the first specific,
country-level recommendations pertaining to the effectiveneS® on the PSQoyalty link for
two distinct national markets (emerging vs. developed) byl&nmeously accounting for all three
CQ dimensions. Thuservice firms operating in international markets can gain gearzdly
relevant insights into the most effective CQ training strategigereasing customer retention as
well as how the investment in each CQ component pays off meEamtry.

CONCEPTUAL FRAMEWORK

Research in the fields of social and cognitive psychology amh resources managembat
extensively investigated CQ, but empirical work on its impaciustomers’ perceptions and
loyalty is scarce in international marketing (Magnusson @0dI3) Given the newness @Q, we
elaborate on (1) the theoretical conceptualization of fifgeomponents, (2) social exchange
theory andCQ, (3) the impact o€Q on customer relationshipand (4)CQ as a moderator.
Conceptualization of CQ

A review of the literature o€Q reveals significant ambiguity regarding the nature and
conceptualization o£Q. Taking a cognitive view, research increasingly refers to C@ apecies-
specific set of social cognitive skillgHerrmann et al. 2007, p. 136&)a person’s ability to

gather, interpret, and act on radical differences in @lltwes to function and adapt effectively in



a multicultural setting (Ang et al. 2007). Conversely, Easley Mosakowski (2004, p. 139) define
CQas “a seemingly natural ability to interpret someone’s unfamiliar and ambiguous gestures in

just the way that person’s compatriots and colleagues would, even to mirror therfi.Takinga

broader perspective, Thomas et al. (2008, p. 127) défgwes “a system of interacting knowledge
and skills, linked by cultural metacognition, which allgrepple to adapt to, select, and shape the
cultural aspects of their environmént.

Collectively, all these conceptualizationsQ) emphasize the specific domain of cultural
knowledge and competencies in a globalized marketplachkiainwrossing boundaries is routine.
However, they arbmited in that they are (1) inconsistent in specifying the esseature of CQ;
(2) are ambigousand lack precision in describing CQ, instead of explainiQg€ both an innate
ability and acquired knowledge and skills; (3) and circuibedhe scope of CQ (e.g., in regard to
activities, the exclusion ahe individuals’ mental processes such as acknowledging and sensing
when functioning in a cross-cultural context). Thus, buildingrevious definitions of CQ and
cultural competencies, we defi@&) asa person’s hatural and acquired ability to function
effectively in a culturally diverse setting by sensing, gatigeinterpreting, adoptingnd
behaving in congruence with acknowledgultural differenceOverall, scholars have
increasingly agreed that CQ is best understood as a mulisiomal construct (Earley and Ang
2003; Earley and Mosakowski 200Zhus in line with these studiesve contend that the service
employeeCQ construct includes three components: (1) cognitive, (2}ienad/motivational, and
(3) physical. In the view of Earley and Mosakowski (2004)thihee CQ components correspond
to the head, the heart, and the body, respectively.

Cognitive CQ, which reflects the head aspect, reféefkrtowledge of the norms, practices,

and conventions in different cultures acquired from educationpersonal experienfgg\ng et



al. 2007, p. 338)T'his component reflects service employees’ knowledge of certain economic,
legal, political, and social aspects of different cultures and subcultures and their acknowledgment
of the role of these cultural components in shaping the most appropriate way to conduct business
and interact with others in cross-cultural contexts (Van Dyne, Ang, and Livermore 2010). People
with high cognitive CQ are able to perceive and understand similarities and differences in
cultural norms and values associated with different cultures (Ang2&0x).

Emotional/motivationaCQ, which reflects the heart aspect;tise capability to direct
attention and energy toward learning and functioning in the isitigatharacterized by cultural
differenced (Ang et al. 2007, p. 338). This component focuses on the [ewveerest, effort,
emotion, and energy employees exhibit in overcoming culturaladéstand setbacks (Van Dyne
et al. 2012)It includes (1) seltfficacy, or one’s sense of confidence in mastering cross-cultural
communication (Bandura 2002); (2) intrinsic motivationlemels of enjoyment one derives from
working in culturally diverse situations (Deci and Ryan3)98nd (3) extrinsic motivation, or the
tangible benefits one obtains from culturally diverse expeeg (Van Dyne, Ang, and Livermore
2010) Service employees who are highly motivated to gain crosisralutapabilities personally
engage with and persevere in the face of cross-cultural challévige Dyne et al. 2012).

PhysicalCQ, which reflects the body aspect;ibe capability to exhibit appropriate verbal
and nonverbal actions when interacting with people from diffendture$ (Ang et al. 2007, p.
338).According to Hall (1960), knowledge of culaldiversity and motivation from mental
capabilities must be complemented with the ability to perfappropriate verbal and nonverbal
actions and adapt to various cultural settings. Service enggloyigh high physicaCQ exhibit

highly adaptive behaviors when interacting with customenrs fiifferent cultures by receiving
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and reciprocating culturally appropriate words, tones, gesamddacial expressions (Ng et al.
2012)
Social Exchange Theory and CQ
According to social exchange theory, parties must abide by certain “rules” of exchange
processes-better known aSreciprocity’ or “repaymerit—to ensure that their relationships
evolves over time into trust, loyg) and mutual commitment (Blau 196@ouldner (1960) posits
that without formal obligations for reciprocity, involved fpes are likely to rely on norms of
reciprocity to manage interactigmsaintain stability in social groups, and ensure the suc€ess o
their exchange®\lthough norms of reciprocity and repayment may be universaibpaed
evidence suggests that there are also cultural and indiddterences in the extent to which
people endorse and engage in acts of reciprocity (EmersonH&@pner, Griffith, and White
2015) In other words, reciprocity involves the cultural normd axpectations that people will get
what they deserve imsocial exchange process and thus may differ from culture toeultur
Social exchange theoiyfoundational to the concept of service employees’ CQ in ICSES.
According to Cropanzano and Mitchell (2005, p. 877), rulesnamms of exchange are considered
a “cultural mandate,” in which individuals should adapt their cognitive mindsetgudes, and
behaviors to the partnérailtures. Such adaptation can help the interacting partners feel respected
and valued. Marketing researchers (e.g., Hoppner, Griffith, antk\&015) hae shown how
cultural and individual differences moderate reciprocated exehatgfionships. We advance this
notion by arguing that service employees differ in the way ¢éinelorse and comply with the rules
and norms of customers’ cultures in ICSEs. More specifically, those with high CQ carefully use
cultural knowledge and express culturally appropriate reacioth$ehaviors in the social

exchange with customers from different cultures. In turn, dineas of reciprocity suggest that
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these customers will reciprocate by exhibiting a positivearese (high PSQ) and long-term
commitment (loyalty) to the employees or the group to wthely belong (e.g., the service
organization) to preserve the social exchange (Blau 1964; ¥manand Lam 2010). By contrast,
those low in CQ are less concerned about obligationswplgovith customers’ cultural values
and are less likely to care if exchanges are not culturaigroeated. This causes negative
reciprocity in which customers tend to return negativertreats for negative experiences, to view
service employees more malevolently, and to be more offer@epgnzano and Mitchell 2005)
Impact of CQ on Customer Relationships
Sharma, Tam, and Kim (2009) claim that lacking an appropmaterstanding of cultural diversity
can affect both the production and the consumption of sstvile a foreign business environment,
human actions, gestures, and language might be misinterpretea@sing the probability of
misunderstanding and ultimately leading to a failure in ni@peration (Earley and
Mosakowski 2004; Johnson, Meyers, and Williams 2013}atkle these problems, Van Dyne,
Ang, and Livermore (2010) note tHa@ enables service employees not only to understand diverse
needs and requirements of customers in multicultural coriiektdso to adjust their behaviors
appropriately when interacting cross-culturally. Tragsvice employees high in CQ will perform
better in enhancing customer satisfaction and loyalty thandbmipetitors in the globalized
market because of their flexibility and adaptability (Magnos=iaal. 2013).

The service literature stresses the importance of personal interactions in the “moment of
truth” when customers interact directly with service employees (Crosby, Evans, and Cowles 1990).
CQ is an important determinant of customer loyalty, drivethbyelevance of onte-one
marketing relationships in cross-cultural contexts (Ang andDiare 2015). Therefore, we

propose thaCQ, as an untapped but relevant service employee attribuddgtisd tacustomers’
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attitudinal and behavial loyalty in ICSEsWe argue that service employe€s) may reflect their
relevant competencies associated with the service trammsa¢#.g., cultural knowledge) in
customers’ eyes. The more service employees demonstrate their knowledge wfatsithemas,
accurate understanding of cultural diversity, and culturally@piate reactions, the more likely
customers are to obtain more services from the same praviflguie (Hansen et al. 2011). In
other words, successful ICSEs depend on the level of inteauttmpetence service employees
display in their interactions with customers (Sharma, Teard,Kim 2009).

CQ asaModerator

The foregoing discussion makesar that service employees’ CQ s a key success factor in
international marketing for realizing favorable outcomes oficeiprocesses and developing
successful customer relationships. However, research hasdeeant attention twow service
employees’ CQ moderateshe link between customers’ judgment of service quality and their

loyalty and whether these effects vary across national isaBexausé'service encounters are
first and foremost social encounte(®cCallum and Harrison 1985, p. 35), country-specific
characteristics inherent to many service industries magitrin changes in both the strength and
the direction of the PSQoyalty link (e.g., Diallo et al. 2018 hus, we propose that the complex
nature of this link in ICSEs can partly explained by service employees’ cultural knowledge and
skills. In other words, the different levels©f among service employees might serve as a
boundary condition of the effect of custosiezvaluations of the service performaincgheir
loyalty in different service environments. The R8®alty link tends to be stronger if service
employees can establish effective cross-cultural congation with customers from different
cultural backgrounds and weaker if service employees lackdbessary cultural competencies to

do so Moreover, the potential differential effects of tB® components emphasize the need to
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consider these independently (Ang et al. 200fgrefore, we focus on the distinct moderating
effectsof service employees’ CQ components on tHeSQ-customer loyalty link.
HYPOTHESES DEVELOPMENT
PSQ and Customer Loyalty
The conceptual framework of this study, shown in Figure 1, exeamsion of Bell, Auh, and
Smalleys (2005) customer relationship dynamic model, in which senuedity is a determinant
of customer loyalty. We follow the approach of Zeithamkrigeand Parasuraman (1996) and
conceptualize customer loyalty as the intentions to [d¢ate a higher share of wallet to a specific
service provider, (2) repeat purchase, and (3) engage invpasdrd of mouth. Loyalty intentions
are a‘forward-looking” evaluation of an offering that captures the current and future strength of a
customer relationship and thus provides firms with a manerete direction to proceed
(Gustafsson, Johnson, and Roos 2005, p. 211).
—Insert Figure 1 here

In line with Dagger and Sweeney (2007) and Brady and €(@001), we defiePSQas
customers’ overall evaluation of three dimensions of the service encounter: (1) the customer—
employee interaction, (2) the physical environment of thécggrand (3) the outcome of the
overall service delivery. Research on service quality st improvements in quality
perceptions of a service encounter can lead to more favoetdtiemship outcomes (Cronin,
Brady, and Hult 2000; Fullerton 2014; Zeithaml, Berry, andSmeeman 1996), promote greater
customer retention, enhance market share, and increase prdfitaiBeand Smalley 2005;
Diallo et al. 2018)Considerable research in the services literature has readisshso®n the
positive effects of PSQ on customer loyalty over the life of a customer’s relationship with an

organization in developed markets (Zeithaml, Berry, and Parasin 1996). However, recent
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studies (e.g., Edward and Sahadev 2012; Hu, Kandampullyuaraheer 2009; Lai, Griffin, and
Babin 2009) in emerging market contexts report no significadnbetween PSQ and loyalty
raising the question of conditional factors related to tiie li

Emerging markets are characterized by high heterogeneity (dwealtoftagmented, low-
scale, and family-owned businesses) and unbranded competii®io(lack of product
accessibility, poor infrastructure, and low-income levels) f5R@11). As a result, customers in
emerging markets tend to report lower levels of PSQ, and frectrof PSQ on relationship
outcomes is also lower in these markets (Agarwal, Malhotra, aitainB2010) Similarly,
Morgeson, Sharma, and Hult (2015) suggest that in emerging s)arustomerput higher
importance athe price of a product or service thamits quality “performance,” given low-
income stability and the large gap between expectations @iypedoquality and actual
performance. As a result, these authors argue that the link peR&€g and service outcomes
(e.g., customer satisfaction and loyalty) could be dimidisimel investments in service quality
and performance may “pay off” less in the context of emerging markets. Therefore, cross-
national/cross-cultural variance in the effect of PSQ on customer loyalty likely exists. This
makes it more difficult for customers in emerging markets to render loyalty judgments based on
the quality “performance” of a service. As suchit is important to evaluate the PSiQyalty link in
emerging markets to determine whether existing findings, largetgdon the context of
developed countries, are applicable to IC3$EBese markets. Formally, we predict the following:

Hi: PSQ is positively related to customer loyalty in arergimg market setting.
Cognitive CQ and PSQ
In the context of ICSEs, in which service employees astbmers come from different cultures

and have distinct expectations shaped by their own cultonadshand values, the mismatch
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between defined roles and scripts could lead to conflietsinderstanding, service disruptions,
and dissatisfaction (Johnson, Meyers, and Williams 2013)idrcase, cognitiv€Q is vital for
identifying and satisfying custonsémeeds. The effects of cognitive CQ can be explained in
relation to the marketing concept‘@fkclarative knowledge,” defined as a database of categories
with a set of prototypes representing the essential and urhauacteristics of the categsy
members (e.g., Szymanski 1988)alpersonal selling context, for exampémployees use
declarative knowledge to interpret and identify customer netdsify the sales experience, and
adapt their behaviors (Sharma, Levy, and Kumar 2000).

As a specific and culturddeundform of declarative knowledge the context of ICSEs
service employees withhigh cognitive CQ tend to have richer internal cultural simes andh
finer capacity to comprehenslyaliscriminate among cultural categories. At the same time, higher
cognitive CQ enables employees to use a broader set of cultegdiasto classify customers
more precisely according to their cultural values and nornmeif®&h Levy, and Kumar 2000). As
a result, service employees with high cultural knowledgenare likely to categorzcustomer
interactions more accurfgebecause of their existing cultural memory repository. Titssdtep is
critical to discovering the determinants of selling suc®@sgmanski 1988), interacting effectively
with customers in culturally complex settings (Hansen edll Rand enhancing customer
satisfaction and value (Homburg, Wieseke, and Bornemann 2009).

In this study, we contend that fe@vice employees with a high cognitive CQ, the positive
connection between PSQ and customer loyalty is strongeauBe high levels of cognitive CQ are
associated with rich cultural knowledge atigh sense of cultural differences, customers are
more likely to experiencapersonal relationship with the employee and feel more valued an

appreciated. Thus, they may perceivwproved cultural interactions of the employee’s efforts with
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enhanced service performance ;aslsuch, become more committed to the service provider.
Conversely, service employees with EngognitiveCQ have relatively nonhierarchical cultural
knowledge structures and fewer cultural categories and tigins be less effective in delivering
the service and interacting with customéiigs mismatch between customers’ cultural
expectationand service employees’ cultural knowledge could render customers less likely to
choose this service provider for their next visit, regardiéfiseir perceptions of service quality.
The role of cognitive CQ is particularly important in emergingkeis in which

heterogeneity is high. The more accurately frontline emptogerse and acknowledge cultural
similarities and differences between themselves and custaimeraore effectively they should
categorize, interact, and build up stronger relationshigsaugtomers (Earley and Ang 2003)
consequently lowering the negative effect of market heteeitygBahadir, Bharadwaj, and
Srivastava 2015)n many cultures in the developing world, communication witstomers could
be more complex because the messages need to be moreestmsdcial issues, religious mores,
morality, and hierarchies as well as consistent and céntrgbrmation provision rather than
persuasion (Fletcher and Melewar 2002}his vein, Gao, Ren, and Miao (2018) stress the
importarce of cultural knowledge of “relational gatekeepers” (e.g., managers, service employees)
in developing and maintaining international exchange relatisistith Chinese customers.
Therefore, cognitive CQ strengttsghe impact of PSQ otustomers’ likelihood to return to the
service provider in the future in an emerging market contéxis

H2: The relationship between PSQ and customer loyalty in an emengirkgt setting is

strengthened (weakened) when service employees have higher logm=tive CQ.
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Emotional/Motivational CQ and PSQ

Kanfer and Heggestad (1997, p. 39) assert that emotionaatanal traits provide “agentic
control of affect, cognition, and behavior that facilitate goabenplishment. Pursuing this notion
further, Chen, Liu, and Portnoy (2012) argue that comparediigrCQ dimensions,
emotional/motivational CQ is a better predictor of emplayess-cultural task performance, thus
servingasafundamental basis for developing the cognitive and bela\i@) of employees
across various settings and tasks. Employees with highagraldmotivationalCQ are intrinsically
motivated to experience novel and varied cross-cultural etersyand they are tenacious and
confident in overcoming obstacles in adapting to alien cul{@@dey and Ang 2003). At the
same time, emotional/motivational triggersemployees’ cross-cultural adjustment by
stimulating and directing the transfer of their cultural kremlge and strategies into guided actions
in novel cultural experiences (Magnusson et al. 2013). In othielsyvemotional/motivation&Q
employees do not give up when confronting obstacles, setbaeksrofailure, and they can often
reengage with greater energy and effort (Earley and Mosak@@84). Consequently, they are
more capable of delivering better service and creating stroeigéonships and emotional
connections with customers, especially in culturally igecontexts.

We expect that in a cross-cultural context, in which custee@mnmonly experience
increagdstress and vulnerability due to the unfamiliar environmerstomers might pay more
attention to the emotional connections and communicat@yshiave with service employees. In
this context, a greater sense of long-term commitmenseovice firm derives from stronger
interpersonal relationships with service employees and Isetiéce employee performance, and
thus PSQ may exert greater influence in the case of high ealdtmtivational CQ. By contrast,

low emotional/motivational’Q reduces employees’ capability for cultural adjustnme (Ang et al.
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2007),leadingto tension and frustration in cross-cultural interactions eosequently, lower
customer loyalty intentions, even if customers perceive $segvice quality.

In emerging market settings often characterized by collsttultures, employees express
ahigh need for socialization by using proactive tactics (e .gdbfack seeking, information
seeking, relationship building), which could result in higdexwice quality and sales performance
(Auh et al. 2018; Menguc, Han, and Auh 200¥)plying these findings in ICSEs, we suggest that
collectivist service employees are more engaged in deaithgultural issues regarding
socialization not only with their coworkers but also witistomers in intercultural environments,
leading to a stronger impact of emotional/motivational C@herPSQloyalty link. Thus:

Hs: The relationship between PSQ and customer loyalty in an emengirgt setting is
strengthened (weakened) when service employees have higher (lower)
emotional/motivationaCQ.
Physical CQ and PSQ
PhysicalCQ entails making the appropriate verbal and nonverbal comntiveieaaptations in
cross-cultural settings (Ang et al. 2007; Van Dyne et dl22®eople havatendency either to
reduce interpersonal differences (a convergent approach)areotaate dissimilarities (a
divergent approach) between themselves and others during theinaraton process, as
proposed in communication accommodation theory (Giles et at).1@ile the convergent
communicative strategy aims to increase perceived siti@taand gain approval, the divergent
approach emphasizes the social distance between pedplg cemmunication (Gudykunst 2003)
Following the convergence strategy leads to higher perceivedrdiyréliad supportiveness,

resulting in a higher positive orientation amligher level of interpersonal certainty (Giles et al.
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1987) Indeedample empirical research evidences the positive effects obtivergence style on
communication outcomes, especially in cross-cultural setfagdykunst 2003).

In accordance with these arguments, service employees witplygltalCQ should
interact with customers from different cultural backgrounds reffestivdy by adapting their
verbal and nonverbal actions in an appropriate manner. Invatiids, employeésbility to
perceive and reciprocate auskrs’ cultural-specific gestures and behaviors is a vitally importan
aptitude and skill (Hansen et al. 2011). Physi@@lenables service employeesatipt new
cultural practiceso generate positive relationship outcomes, such as higher @rstetention,
increased service usage, enhanced service delivery, anduoyiisg, especially when crossing
boundaries is routine (Earley and Mosakowski 2004). In higBipalyCQ situations, customers
feel more comfortable and have good intercultural interacttihsservice employees, which
increases the likelihood of returning and repurchasing fromathe service provider (Cronin,
Brady, and Hult 2000). For low physical CQ, the marginal imp&BtSQ on relationship
outcomes is much weaker. Service employees who lack thiildgpzt displaying a flexible
range of behaviors might come acrossare offensive to others and thus are less likely to create
positive impressions and develop intercultural relationgj@pslykunst 2003). In this case, low
physicalCQ reduces the positive effect of PSQ on customer loyalty.

In general, people in emerging markets witiigh collectivist value orientation are
concerned about their social relationships with others ahohpre emphasis on group harmony
(Chen, Chen, and Meindl 1998). Accordingly, we expect colistservice employees who
embody a friend role to act in accordance with social nornmsefrdian organizational rules) to
facilitate cooperation and personal connections, induce Imoagrelationships with customers,

and initiate a cycle of reciprocity (Chan, Yim, and Lam 2@a#hchez-Burks et al. 2003). In other
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words, in emerging markets in which unbranded product/service titiompdominates (Sheth
2011) as interpersonal relationships with customers play a keyranproving customer
retention, service employees are more likely to act as @egpand cooperate with customers to
satisfy customers’ specific needs and to fulfil their own desires to do a good job (Menguc, Han,
and Auh 2007)Thus:

Ha4: The relationship between PSQ and customer loyalty in an emgengrket setting is

strengthened (weakened) when service employees have higher loyscalCQ.
RESEARCH METHOD
Empirical Setting and Data Collection
An appropriate context for examining the moderatiffgcts of service employees’ CQ on the
PSQ-customer loyalty link is one in which (1) there are cultyidiverse interactions between
employees and customers (including verbal and nonverbal exchangd®) frontline service
employees have a significant influerarethe service delivery process. The international
hospitality industry, characterized by close emplegastomer interactions, meets these criteria
well, and therefore we chose international hospitality as ourrobssgetting. In recent years,
international hospitality organizations have realized tiit survival and growth depend on
intensive and collaborative interactions between servicéogags and customers, which means
recognizing and respecting cultural differences when dealing ustiormers (Langford and
Weissenberg 2018pur investigation focused primarily on cross-cultural intecadibetween
frontline service employees and customers in interndtimitals.

We selected Vietham to empirically investigate our hypethégcause of its economic and

cultural characteristic¥ietnam isarapidly developing tourism market, with an estimated nine

million international tourists, and its average annualtitawvas6.7% in 2018 (World Travel &
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Tourism Council 2018)JsingHofstede’s (2003) classificationwe identified the Viethamese
culture as collectivist (e.g., close long-term commitnemroups, high desire for social
relationships, high perception of morality in organizatiohnigjlh in power distance (e.g., inherent
inequalities, hierarchical order, centralized decision nggkiow in uncertainty avoidance (e.g.,
risk-taking, high tolerance, high flexibility), and low in maaaty (e.g., low job stress, high
emphasis on compromise and negotiation, personal involvemsrguch, customeemployee
interactions in Vietnam could differ significantly from tleas mature markets.

We conductedwo cross-sectional field surveys for service employees aedhattonal
hotel customers in Vietnarm selecting the international hotels, we attempted to make n@esa
as balanced as possible by including hotels from differenidosain Vietnam to avoid any
potential bias due talocally clustered sample. The company’s portfolio included various
international hotel brands, with three-star (midmarket)fandstar (up-market) brands. To
achieve the highest response and matching rates (between ess@agecustomers), we collected
data with two survey questionnaires in parallel. These questires were administered by
research assistants, who we appropriately trained to condduetdi& in an unbiased way and to
be able to detect any potential issues withondents’ understanding of the items. At the end of
the data collection process, we found no such problems regkarch assistant reports.

The first questionnaire was personally delivered to frontlingl@yses of each hotel (i.e.,
receptionists) to stress the importance of genuine ands@tbanswers. The first survey included
measures ai CQ index as well as demographic and individual differencaias. All
respondents were given time to complete the survey during wdrkurg and were assured full
confidentiality. Given the strong support of the company’s work council, all frontline employees

who were present on the days of the field surveys agreed togmgialespite our explicit
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statement that participation was voluntary. Questionnaires @oenpleted in a private space
provided by each hotel, and questionnaires were collecteddrataly after completion.
Subsequentlytwo research assistants spent a full day in each of the tigegdeatels and
asked customers to complete the questionnaire focusitgeoimnteractions with frontline
employees. The research assistants personally administergdestionnaire to only leisure travel
customers from foreign countries, who constitute the ntgjofithe hotel customers. With respect
to the employeecustomer link, data from the two levels (employees and cusidmere then
matched using the employee code numbirs final matched sample in Vietnam consisted of 124
employees (with one employee per hotel) and 372 customes (thstomers per employee), dor
response rate of 81.22%
Construct Measurement and Validation
We adapted existing scales from previous studies, partictdam cross-cultural studies when
possible, to measure the variables in our conceptual frameWerkdopted th€Q scale of
Earley and Mosakowski (2004) for frontline service employatisthe three main CQ
componentscognitive emotional/motivational, and physical. We measured P8iQtiae scales
developedy Dagger and Sweeney (2007) and assessed customer loyaityheswork of
Sirdeshmukh, Singh, and Sabol (2Q@ven-point Likert scales were used (see Appendix B).
Control Variables. To rule out alternative explanatiornhefobserved relationships among
CQ, PSQ, and loyalty, we controlled for customer age, geaddrtravel experience (measured as
the number of countries to which respondents had gdvéVe also included service satisfaction
as a covariate, as studies have substantiated the stlobgtiveera customer’s satisfaction level
and his or her loyalty to a service provider across varialissiries and customer segments (e.g.,

Kumar, Pozza, and Ganesh 200k measured service satisfaction with three items prognsed
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Voss, Parasuraman, and Grewal (1998addition, we accouatifor employee age, gender, and
working experience (measured as years working in the haspitaustry).

Questionnaire Development. The original versions of thetmumnaires in English were
translated into Viethamese by native doctoral students whefluent in English and then back-
translated into English by other graduate students whoseswegre in linguistics. The back-
translated versions were then evaluated by three other d®ttatants (two British and one
Vietnamese) to assess the accuracy of the translatiorirdmsgation process was repeated until all
members reached agreement on the equivalence and companbiléyriginal and back-
translated versions. We presented the final versiongafustionnaire in English and Vietnamese
in two focus groups (n = 12) and pilot tests (n = 15). Respmaeere asked to evaluate and
identify any confusing or awkward words in the questions. Ddipg on the results from these
pretests, we made the necessary adaptations by refirddeseting several items with ambiguities
or that were culturt and socidl incompatible with our study context.

Validity and Reliability Table 1 shows the psychometric properties of the measures.
Cronbach’s alpha, composite reliability, and average variance extracted (AVE) values indicate
sufficientconvergent validity and reliability. Specifically, all Cronbach’s alpha and composite
reliability values are higher than .70, thus meeting the reemed thresholds (Bagozzi and Yi
1988) and all AVEs are greater than .50 (Fornell and Larcker 1984 assessed discriminant
validity of all construct using the Fornell and Larcker (1981hoe All AVES exceeddthe
squared correlations between every pair of constructs, prowadidgnce of discriminant validity
among the study constructs. In addition, the results fromoifi@matory factor analysis (CFA)
reveal a satisfactory fit to the datanfgoyee survey: ¥?/d.f. = 1.37, GFI = .92, CFIl = .97, TLI =.96,

RMSEA = .06; astomer survey: led.f. = 2.18, GFI =.96, CFI = .97, TLI = .96, RMSEA = .06).
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—Insert Table 1 here

Common Method Variance. Although the multilevel nature ofreadel mitigates some
concerns about common method bias (CMB) in survey-basadstpdtential CMB might be
present in the relationship between self-reported variabdesRSQ and loyalty intentions the
customer data set, which could distort the findings. Wenatied to address CMB iwb ways.
First,we applied different techniques to minimize CMBour questionnaire desigMacKenzie
and Podsakoff 2012). For example, we focused on service yeplavorking in international
hotels and customers from foreign countribss, we filtered out the interactions between service
employees and customers from the same cultures. Furthemmopéaced the items of the
dependent variable (i.e., customer loyalty) fisllowed by unrelated questions (e.g., traveling
experience sharing), and then included the independent vateahte(i.e. PSQ, to rule out the
possibility of respondents guessing the relationshipemningestigationin addition we
minimized survey lengttscale complexity, and ambiguity bgwording questions during the
pretest phase (Podsakoff et al. 2003)

Second, we included an unmeasured latent method factornmetgirement model to
detect any likely change in model fit due to the commoncsofiPodsakoff et al. 2003). We found
a nonsignificant chi-square difference between the stamd@agurement model and the model
containing the unmeasured common method fagtgr< 3.11, d.f. = 8; p > 90). In addition, all
the method factor loadings wetersignificant, and the indicators’ substantive variances were
substantially greater than their method variadces.

Data Analysis
Given the cross-level nature of our data, in which customerdustered with employees,

customers who interacted with the same service employeesdrigbnstrate a greater degree of
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conformity. Thus, the assumption of independence is violatedlit is necessary to test for the
suitability ofamultilevel analysis. To determine the necessity of a mudtilanalysis, we
calculated the intraclass correlation (ICC), which measuessatio of between-group variance to
within-group variance, for the dependent variable (Duncah @097). The estimated ICC w&g
for customer loyalty, and the between-group variance in lpydkntions vassignificantly
different from zero (p < .001). These results indicate thatiléilevel approach was tenable
(Raudenbush and Bryk 2002; Tabachnick and Fidell 2007). Tnerefe proceeded with a two-
level model in hierarchical linear modeling (HLM) 7.0 withl fulaximum likelihood to investigate
the hierarchical structure of the data.

Model DescriptionWe modeleda&vice employees’ CQ components as Level 2 variables
and modedd PSQ, customer loyalty, and service satisfaction as Levatidbles. As Figure 1
shows, loyalty is a function of PSQ and theee components of service employees’ CQ, as well as
their cross-level interaction effects, when we controtietomers’ and employees’ demographic
features and experienc@$us, the analysis consists of four sequential steps. $tepd basic
control model in which we addedstomers’ age, gender, traveling experience, and service
satisfaction at Level 1 and service employags, gender, and working experienc Level 2. In
Step 2, we adetithe regression of PSQ on loyaltythe basic control model at Level 1. In Step 3
the regression parameters (intercepts and slopes) frgn2 $&come the outcome variables, and
we regressed them on the three componsistavice employees’ CQ. Finally, to test the proposed
cross-level interactions, in Step 4, the slopesigtbmers’ PSQ atLevel 1 were functions of the
serviceemployees’ CQ components at Level 2. Predicting customer loyalty t2guthe following
multilevel models:

Level 1 modd (customer level):
LOYij = Boj + P1*(SF) + P2 (PSQy) + P3*(CAGE;) + P2*( CGENDER) + Bs*(TRAEXj) + .
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Level 2 mode (service employee level):

Boj = Yoo + yor*(cognitiveCQ) + yoz*(emotional/motivationaCQ) + yoz*(physicalCQ)
+v04*(EAGE) + v05*(EGENDER) + yoe*(WOEX;) + Wj,

B1j =710,

B2j = y20 + y21*(cognitive CQ) + y22*(emotional/motivationaCQ) + y23*(physicalCQ) + wj,
B3j =30,

Baj = vao,
Bsj =50,
where

LOYj = customer i’s loyalty when interacting with employee j;

SSj = customer i’s satisfaction when interacting with employee j;

PSQ = customer i’s perception of service quality when interacting with employee j;
CAGE; = customer i’s age when interacting with employee |;

CGENDER = customer i’s gender when interacting with employee j;

TRAEXj= customer i’s traveling experience when interacting with employee j;
rj = an error term assumed to be distributed at K0,

Cognitive CQ= the cognitive CQ of employee j;

Emotional/motivationaCQ = the emotional/motivational CQ of employee j;
PhysicalCQ = the physical CQ of employee j;

EAGE; = age of employee j;

EGENDER = gendenf employee j;

WOEX; = working experience of employee j;

Uoj, Upj = Level 2 (employee j) residuals;

Boj = the random Level 1 intercept;

B, B2j, Baj, Baj, Bsj = the fixed coefficients 08S;, PSQ, CAGEIij, CGENDER, and TRAEX,
respectively;

Yoo, Y10, Y20, Y30, Y40, Y50 = the Level 2 intercepts;

Yo1, Y02, Y03, Yo4, Yos, Yos = the coefficients of cognite CQ, emotional/motivationaCQ,
physicalCQ, EAGE;, EGENDER, and WOEX respectivelyand

Y21, Y22, Y23 = the coefficients for the interaction terms.

RESULTS

Model 1 in Table 2 shows that service satisfaction, as aiatgoositively affected customer
loyalty (3 =.35,p <.001), while other control variables had no significant éffen loyalty,
exceptcustomers’ travelingexperience (f = .17, p <.05). Consistent with prior work (e.g., Bell,
Auh, and Smalley 2005; Fullerton 2014), the results of M2denfirm the strong and positive
link between PSQ and customer loyafiy=.22, p <01) in ICSEs in the emerging market context
in support of H. As Model 3 showsjot all three components of frontline employees’ CQ had a

significant relationship to customer loyalty. Specificaligly cognitive and
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emotional/motivational CQ had significant and direct effect customer loyalty (cognitive CQ:
vo1 = .15; emotional/motivational CQg2 = .26; p < .05). Differences in these two components
explain 92% of the between-employees variance in custoysdty.
—Insert Table 2 here
Contrary to H, the interaction between service doypes’ cognitive CQ and PSQ was

significantly but negatively related to customer loyajty € —.21, p <.01). Ths surprising result

reveals that cognitive CQ weakened the impact of PSQ oongesstoyalty in ICSEs in the

emerging market context. In additighe interaction between emotional/motivational CQ and PSQ

was not significant, thus rejectingsiy.. = .06, p >.10). Conversely, we found a significant

moderating effect of physical CQ on the link between PSQaydty (s =.24,p < .01), in
support of H. In other words, the link between PSQ and loyalég significantly stronger
(weaker) when service employees had higher (lower) levelsysigath CQ. Figure 2 illustrates the
moderating effects of service employees’ CQ componentsnthe PSQ-loyalty link.

—Insert Figure 2 here
REPLICATIONIN A MATURE MARKET
Prior research suggests that customers from emerging anc: mmetrkets with different national
cultures have distinct attitudes toward and expectationgifitiberactions with service employees
(Barker and Hartel 2004; Johnson, Meyers, and Williams 2013aydition, studies reveal that the
impact of the three components of CQ on relationship outcantetask performance varies
across different national cultures (Ang et al. 2007; Ng et aR20Thus, the moderating effects of
thesethree components on the P3gyalty link may vary across emerging and mature markets for
two reasons. First, emerging market employees tend to betsads, have more interpersonal

knowledge, and are more sensitive and empathetic to theiomslaip partners than their mature
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market counterparts (Markus and Kitayama 1991). Converselgl psychologists (e.g., Cross,
Gore, and Morris 2003) argue that individualist and indep@nukople (i.e., usually found in
mature markets) report higher levels of authenticity assoctatiedelf-concept consistep
their relationships than interdependent individuals (eigtne¥mese), who have higher
expectations of authentic behavior, higher levels of expeddemmenony, and higher intimacy
levels in their relationships. Thus, in an emerging market gecactext, service employees
usually put more emphasis on interpersonal relationshipscwgtomers (Triandis 1989), which
leads to a stronger impact of cognitive and emotional/motivati@€lon the PSQoyalty link.

Second, regarding cultural distance in communication di@ggs, people from high-
power-distance cultures (e.g., Vietnam) follow rules of socabinthy more strictly, with
differential treatment toward prestige, power, and wealth (Hof&@d®8) By contrast, people in
more mature markets are more typically associated with tmepdistance cultures and respect a
sense of equality in the distribution of prestige, power vegadth. Therefore, collectivist service
employees tend to follow a more divergent communication apgpierat pay more intention to
indirect and relational cues, while individualists tentbéanore direct and convergent in their
communication style to minimize the cultural distancen¢Baz-Burks et al. 2003). As a result, we
expect that Viethamese service employees are more dynamilgiefl@nd responsive to
situational cues than their mature market counterpartgsadesult, the moderating effect of
physical CQ tends to be higher in the Viethamese context.

In light of these considerations, we tried to replicatetastithe stability of our conceptual
model in a mature market context. We selected France as#aale context because it represents
an individualist mature economy in which people tend to édbilv power distance (Hofstede

2003) In addition, France is a well-known and well-developedsoumarket. The World Travel
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& Tourism Council (2018) predicted that more than 89 miliraarnational tourists would visit
France, with an annual growth ratedof% in 2018. It is therefore an appropriate context to
conduct research on ICSEs and to test the stabiliyrafonceptual model.

We adopted the same procedures, measures, and data colemtiess as in the main
study. The questionnaire was carefully translated by Frencbrdbstudents who were fluent in
English and then back-translated into English by other gradtizdents whose majors were in
linguistics. Subsequently, the back-translated version vadgaged by three doctoral students (two
British and one French) who verified the accuracy and equivalgrtbe translation. We included
hotels from different locations in France and of differesut gtiality (i.e., 3, 4, and 5) to avoid any
potential bias. As in Vietham, data were collected fromltiastline employees and customers
by well-trained research assistants. The final matched samiptarnice consisted of 110
employees (with one employee per hotel) and 330 customess (thstomers per employee), for a
response rate of 72.11%.CFA confirmed the appropriateness of our measurement scates in t
French sample, as the model fit statistics indicated extétiémthe data (eployee survey:

led.f. =1.04, GFI =.93, CFl = .99, TLI = .99, RMSEA = .@lstomer survey: XZ/d.f. =1.14, GFI
=.97, CFI =.99, TLI = .99, RMSEA = .02). The factor loadingBability statistics, and AVE
values showdthat the measurement scales employed were both reliable andelid,
discriminant validity was also achieved (see Table 1). ditiad, as in the main study, veglopted
the procedure of Podsakoff et al. (2003) to test the effects of common method vavidnce
results revealing no particular issues for conéern.

Next, we assessed measurement invariance using multigroup CFA andsaodesteps as
proposed by Steenkamp and Baumgartner (1998). Marketing scfeotarsHioppner, Griffith, and

White 2015; Vandenberg and Lance 2000) recommend that partiad meariance be attained to



30

provide sufficient evidence to compare relationships acitssial samples. Table 3 presents the
measurement invariance tests for the two national samples.
—Insert Table 3 here

Weinitially estimated the two-group models to examine igumél invariance; the fit
statistics provided evidence of good fit at both the serviqgdagmee (CFI = .98, TLI = .98,
RMSEA = .03, and IFI = .98) and the customer (CFl =.99,7198, RMSEA = .03, and IFI =
.99) levels. Subsequently, we assessed metric invariarass dloe national samples, finding full
metric invariance across the two countries with satisfaditandices at both the service employee
(CF1=.98, TLI = .97, RMSEA = .03, and IFI = .98) and thstomer (CFI = .99, TLI = .98,
RMSEA = .03, and IFI = .99) levels. The chi-square differeests {providetonsignificant
results at botlthe service employee (Ay~ = 14.64d.f. = 9; p > .10 andcustomer (Ay~ = 9.55,d.f. =
8; p > 29) levels. Next, we found only partial scalar invariance at thecgeemployee level, with
good fit indices (CFI = .98, TLI = .97, RMSEA = .03, and IFB8), and a nonsignificant chi-
square difference test (Ay? = 23.17,d.f. = 15; p > .05). These results show support for configural
invariance and full metric invariance for all the latent J@da across samples, enabling reliable
comparisons between the Vietnamese and French samples.

As in the main study, we used HLM 7.0 with full maximum litkeod to analyze the data
in the French sample. Table 2 provides the results of theugdrierarchical models, and Figure 3
showsthe moderating effects of service employees’ CQ in the French sample. However, we relied
on the meta-analysis technique (e.g., Ou et al. 2014) tadpravnore powerful statistical test of
the summary effect for both samples. This technique empbdxite the effect and sample size of
the concerned links in statistical tests (Rosenthal 19#ilakows foracomparison of individual

effects from the two study contexts (Ou et al. 2014). As Tableows, the summary effect of PSQ
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on customer loyalty was significantly positive (.21, p < .0@t9viding evidence for the positive
link between PSQ and loyalty across national settings. ii@ddhe summary direct effects of
cognitive CQ (.30) and physical CQ ()@@ere significantly positive (p < .01), while that of
emotional/motivational CQ was not.
—Insert Figure 3 and Table 4 here

All the summary moderating effects of service employees’ CQ on the PSQ-loyalty link
were significant. Surprisingly, the interaction between tognCQ and PSQ was significant and
negatively related to customer loyalty, while the interastiof emotional/motivational and
physical CQ with PSQ positively affected loyalty. The honmeqfy tests for Q reveal that only the
effect of cognitive CQ on the PSIQyalty link varied significantly across the two nationearkets
(Q =3.07, p <.05). In other words, the moderating effeabghitive CQ was stronger in the
emerging (i.e., Vietnam) thangmature (i.e., France) market setting. In addition, the honaityen
tests for ¥ show 67.39% for the cognitive GOSQ interaction, indicating that 67.39% of the
variance of the cognitive C@SQ interaction stems from cultural differences betweetwihe
countries. Taken together, the homogeneity tests suggestémathough we cannot generalize the
moderating effects of all the componenfservice employees’ CQ on the PSQ-loyalty link, these
effects still exist in at least one of the studied natiorakets.
DISCUSSION
Theoretical Contributions
Although the international service literature emphasizesetegance of cultural factors, such as
cultural distance, intercultural sensitivity, and intenatat competence, in ICSEsystematic
empirical investigations into the nature@® and its effects on performance remain limited

(Magnusson et al. 2013; Ng et al. 2012). This study addressessth@tcomings in two ways.
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First, this study is one of the few attempts to investitheteCQ of frontline employees in the
international service industry, particularly in the intetoral hospitality industry, usirg
multilevel approach. Despite repeated assertions of theipartielevance of CQ in ICSEs (Ang
and Van Dyne 2015; Magnusson et al. 2013), empirical eviddribe role of CQ in services
settings, especially as a boundary condition of the imp&$@Q on loyalty in individual ICSEs, is
missing (Sharma, Tam, and Kim 2008y accounting for both the employee (i.e., the informant)
and customer (i.e., his/her partner) sides, we introduce apgwach to understanding the
influence of CQ on the PSQustomer loyalty link (Kenny and Cook 1999). Specificallyubing
dyadic data, this work contributes to a better understandingrodlifferent components of service
employees’ CQ affect the PSQloyalty link in cross-cultural settings from an external pezspe.

Moreover, the dyadic and cross-cultural matf the study enables us to generalize the
results to other ICSE settings in which service employgeract directly and closely during the
service delivery process. These types of settings are comm@ermational service industries
(e.g., restaurants, taxi services) in which service empla@yeesble to observe cultural differences
and then adapt their emotions and behaviors in ways thahea customer loyalty. The results
emphasize the special relevanceenfice employees’ CQ over and above PSQ in influencing
relationship marketing outcomes across the two national maBextause service firms are facing
increasing cultural diversity in their operations (Demangeaij@&ick, and Craig 2015), service
employees should not only acknowledge cultural differenatalbo engage in culturally
appropriate actions to better satisfy the needs of theirmasso

Second, this work contributes to the literature by applyingladimensional
conceptualization a£Q in the context of the international hospitality industryprifran extensive

review of the current literature &@Q (Ang et al. 2007; Earley and Mosakowski 2004; Van Dyne
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et al. 2012), we understa@{) as reflectingmployees’ diverse abilities to grasp, sense, reason,
and act in response ¢astomers’ cultural differences in ICSEs. Therefore, we posit that an
extended and multidimensional approack@is better able to reflect the complexity of
measuring various capabilities of service employees iaralllf diverse settings. More important,
this study goes beyond simple direct effects to investigatdistinct moderating roles of service
employees’ CQ componenti the PSQIoyalty link in an emerging market setting, while also
taking a step further by replicating the study in a matumehagetting to increase analytical rigor
and boost generalizability. As the results revib@ moderating effects of different components of
service employees’ CQ vary across the two countries we studied.

Cognitive CQ mitigates the influence of PSQ on loyalty imbestdifferently across the
national markets. We findnegative moderating effect of cognitive CQ on the A8ty link in
Vietnam but a nonsignificant effect in France. This surprisimdjrig provides evidence for a
common anecdote in ICSEsamely, customers are more stressful and vulnerable in cyiturall
unfamiliar settings, especially in emerging markBessearch suggests that in cross-cultural
contexts, customers are less likely to be psychologicitigteed to the provider because of
incongruent cultural values and norms (Ang and Van Dyne 20h8)efore, they tend to pay
more attention to intercultural interactions with servicelegges and might easily ignore the
inadequate physical infrastructure or service flaws in emergargets. In other words, rich
cultural knowledge schemas aatigh sense of culture differences of frontline employees gatisf
customersneeds to be culturally recognized and respected in ICBEs result, service
employees’ cognitive CQ becomes a more important factor in creatingmestloyalty than other

aspects of service quality in culturally diverse settings.
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We also find that the moderating effects of emotional/motimatiand physical CQ differ
across the two national cultures. To explain the countryfspaederating role of these two
components, we take an initial step by considering the unitaraaeristics of each cultural
setting. Srvice employees’ emotional/motivational CQ strengthens the relationship betR&s)
and loyalty in ICSEs in France, but its moderating efenbt significant in Vietnanirhis pattern
of results supports our contention that/ice employees’ ability to demonstrate their
emotional/motivational adaptation and convey dedicatedt&ffocross-cultural interactions with
customers are especially important for enhancing custopweesptions of service quality and
ultimately winning customer loyalty. France, as an indigicgst and low-power-distance country,
puts more emphast the personal legitimacy of service employees thainstitutional
legitimacy (Agarwal, Malhotra, and Bolton 2010). Personalmamication and close relationship
development based on emotions and mutual understanding, ekni@xdedging cultural
differences, are important for providing better service aquiamng customer loyalty in
individualist and low-power-distance cultur&notional/ motivational CQ allows firms to build a
solid partnership with customers, which provides greater édaoimess and reciprocity in the
transactions, in turn reducing the fear of opportunism angrgetest (Morgan and Hunt 1994)
Thus, service organizations should focus more on trainingyatiolg, and empowering service
employees to actively and confidently interact with custsnmecross-cultural contexts.

Moreover, we finda significant direct impact of emotional/motivational CQloyalty but
a nonsignificant moderating effect of emotional/motivatidd@l on the PSQoyalty link in
Vietnam. This is a curious finding in our research, as itehgés the conventional belief that
emotion is more likely to regulate interpersonal relatngps in collectivist than individualist

cultures (Markus and Kitayama 199¥)etnamese employees from this higher-power-distance
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culture more strictly follow a social hierarchy that empresdifferential rules pertaining to
prestige, power, and wealth (Hofstede 2003). As collectiwsetnamese people also tend to be
more interdependent in developing and nurturing relationshign@is 1989)Cur findings show
that thoughservice employees’ emotional/motivational CQ directly affects customer loyaitour
Viethamese sample, it does not significantly mitigatertipgortant role of service quality in
customers’ intentions to remain loyal to the service provider. Onaliknexplanation is that the
firm—customer partnerships derived from PSQ may be perceivedsallydy customers in our
Vietnamese sample, regardless of the level of service employees’ emotional/motivational CQ.
Furthermore, although the display of employees’ emotion and energy when interacting with
foreign customers can establish high levels of custeengployee rapport and future loyalty
intentions, they cannot fully substitute for well-organized tnorough services or adequate
infrastructures (Hennig-Thurau et al. 2006).

Our results show that physical CQ fagsositive impact on the PS@yalty link in both
collectivist (Vietnam) and individualist (France) countri@se plausible explanation is that both
Viethnamese and French respondents may have taken certaitetasgibcts of the service
experiencesgrvice employees’ behaviors and speech) as a proxy for developing their eiaisiat
of service performance and forming their loyalty intenti@maployees with high physical CQ
exhibit flexible and culturally appropriate actions in culliyrdiverse situations, which strengthens
the role of PSQ in customer intentions to repurchase/rensipeoduces positive word of mouth
for the service provider. This may be pronounced in inten@llinteractions, in which customers
give more importance to the more tangible component of CQhweimlsances the role of service

quality in forming customer loyalty intentions, regardleseational settings.
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Managerial Implications

The study’s results hold fruitful implications for international service managers to more effectively
control customer perceptions of service quality and loyaltglturally diverse service settingss
Demangeot, Broderick, and Craig (2015) note, the success skavige provider depends on how
it acknowledges and interacts with customers from differeniresito continuously satisfy
customer needs and, ultimately, to gain a competitive edbe global market. Global customers,
with diverse cultural norms and values, often have strikiddfgrent construals of the self and of
others, leading to different expectations and various teeggaluate service performance (Barker
and Hartel 2004). In this context, service providers need topag attention to developing
specific capabilities to accommodate cusiss’ culturally based needs and tap into the
increasingly lucrative market of international travelers (Larbéord Weissenberg 2018).

First, the results of this investigation emphasize thd teeescruit service employees who
are capable of functioning effectively in cross-cultural intévast fostering cultural empathy, and
sharing this with customers. Human resources managers $amilidrize themselves with the
concept of CQ and then integrate specialized tools toatedlne three CQ components of
potential applicants during the screening pradessexample, recruitment procedures might
include aptitude and personality tests (e.g., Big Five perspdalnains), CQ index measurement,
and simulation games to evaluate cultural knowledge andvebszctions of candidates when
encountering cultural diversity in ICSEs to better assessGlagievel.

Second, referring t€Q as an individual capability suggests t6& components can be
broadened and developed by appropriate training programs (Earl@gtamdon 2004). Indeed,
scholars recommend different techniques for intercultraading, such as lecture methods, in

which participants are taught passively about culture-relapgcst¢Fowler and Blohm 2004), or
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more experiential methods (e.g., intercultural simulation gamédtural experiential learniipg
(Fischer 2011)A wide range of CQ training approaches that intesnatiservice firms could adopt
are available. For example, Garn (2017) proposesgh of mobile micro learning not only to
deliver the theoretical aspects but also to practioss-cultural communication skills by breaking
down the content into shorter and more specificlag chucks. Another example is the Culture Plus
Consultings (2015) cultural diversity training program, whidtéieson developing CQ
knowledge, CQ drive, CQ strategy, and CQ actiomaekshops (including theoretical knowledge,
case studies, and acting sessions). With a moerageapproach, the IESE Business School (2018)
suggests that individuals can develop their cogni@Q via newspapers, movies, and books and
their emotional and behavioral CQ via experiei¢iaining (e.g., traveling to other countries, being
friends with foreigners, studying or working in faye cultures). More important, organizations
should try to enhancanployees’ abilities to apply their cultural knowledge appropriatelgt atso
to modify their emotions and behaviossdifferent customers’ cultural backgrounds in their daily
tasks by employing incentive schemes to learn new languagesgagde in new cultural
experiences. Equally important is the coaching of service esgdog appropriate response skills
basedn accurate interpretations afstomers’ verbal and nonverbal cultural cues and signals.
Third, in recognizing cultural diversity as a potentiadewf competitive advantage, the PSQ
measuremenshould include assessments of service employees’ CQ components in correlation with
interaction and communication quality in ICSEs. Meegpservice providers should develop
mechanisms to match customers with preferred inenémployees on the basis of prior evaluations
to ensure better customer experience and effeativenunication (Chan, Yim, and Lam 2010).
Fourth, our results also suggest that it is crucakervice providers to adapt their loyalty

strategies across different national cultures. &operating in collectivist cultures should focuas o
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improving their service employees’ cultural competences in terms of cognitive and physical CQ to
create and maintain customer loyalty in ICSEs. Managenslividualist cultures should invest more
in developing emotional/motivational and physical &f@heir service employees. By doing so, the
firms are likely to be rewarded with increased cooloyalty.

LIMITATIONSAND FUTURE RESEARCH DIRECTIONS

We recommend caution in generalizing the study’s findings because of several unresolved issues,
which could provide useful directions for further researctst faiswe employed loyalty intentions
as a measure to compare customer loyalty across coutitedmdings might not reflect actual
loyalty behavior as a metric of firm performance. Therefore, wgesidghat researchers explore
novel dimensions and adequate measurements of loyaltyibehs a comparison criterion across
different countries. Further primary studies might examinetiaddi, and neglected, dimensions
of loyalty, such as the propensity to switch, the willingrtespay more, and customer responses to
service failures. Second, PSQ is a malleable and culpealfie construct, which could evolve in
its configuration (Agarwal, Malhotra, and Bolton 201®}jle service employees’ CQ may vary

over time. Thus, a longitudinal study that tracks the oalatiips among service employe€g),
PSQ, and customer loyalty, especially before and after spaifing programs, would prove
worthwhile. Future studies might add to current knowledge lBsiiyating the effectiveness of
specific training programs for develop service employees’ CQ and its effects orcustomers’

PSQ and loyalty across service categories and natiomietsarhird, international service
settings such as international hotels involve high custonméaato Thus, our results might be
limited to international service environments in whichliwal competencies are crucial for a
serviceorganization’s marketing strategy. Further research should examine whether ourcande

be applied to manufacturing contexts characterized by low custamtzrct (e.g., overseas
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assembly plantsfinally, the multilevel approach across the two nationaketarallows us to test
our hypotheses with some degree of generalizability. Nevertheless, previous studies have argued
that the way customers evaluate different aspects of service performance differs across service
industries and national markets (Agarwal, Malhotra, and Bolton 2010). Future work could
enhance the external validity of our findings by replicating this study in other international
service industries and national contexts.

Given the increasingly important role of CQ in multiculturedrketplaces, the study
contributes to service research and the broader researtérivational marketing by shifting
attention to the differential moderating roles of three GQmonents of service employees in
determining service outcomes across two cultural contextscaditribution is considerable, as we
find that the link between PSQ and customer loyalty variesfisigntly across national contexts
and even becomes more unpredictable in ICSEs sfithig adds service employees’ CQ to this
discussion and highlights its importance in the successavhational service marketing
strategies. As such, this study can serve as a foundatibatfoscholars interested in ICSEs and

marketing managers responsible for the provision of interraltszrvice.

ENDNOTES

1. Although these results suggest that CMB is not a serious concers gtuttly, we conducted additional analysis
by testing the hypothesized associations while controlling for CMB. Tésepce of the common method factor in
the analysis did not materially change the significance and strendité logpothesized links in the model. This adds
further confidence in the results and conclusions extracted in this stud

2. The results of a chi-square difference test revealed that the standarcemeasunodel was not significantly better
in terms of fit than the model with the unmeasured latent method factor (Ay? = 2.60, d.f. = 8; p > .90), while all loadings
from the method factor were not significant. Thus, CMB is not a conoghe French sample. We also conducted

additional analysis by using the unmeasured latent method factor in the Hilydem The results showed that CMB
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was not a major issue of concern because the strength andcaiggef of the hypothesized associations did not

materially change after we controlled for CMB.
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Table 1. Correlations, Summary Statistics, Reliability, and Validity
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Vietnam
Constructs 1 2 3 4 5 6 7 8 9
Correlations
1. Age 1
2. Gender -.09 1
3. Traveling experience .28" -.15" 1
4. Cognitive CQ -.04 -.07 -.03 1
5. Emotional/motivational CQ .00 -.07 .06 AT 1
6. Physical CQ -.07 -.03 -.01 52" 55" 1
7. Service satisfaction .10* -.16" 14" .20" 25" A7 1
8. PSQ .01 -.05 .16 43" 49” 46" .39" 1
9. Customer loyalty .03 -.09 A7 327 .38" .307 52" 57" 1
Summary Statistics, Reliability, and Validity
M - - - 4.50 4,73 4.54 4.47 4.80 4.57
SD - - - 1.24 1.19 1.21 1.14 1.19 1.15
Cronbach’s alpha (a) - - - .81 .86 .83 .80 .82 .84
Composite reliability (p) - - - .81 .86 .83 .82 .82 .84
AVE - - - 52 .61 .56 .60 .54 .57
France
Constructs 1 2 3 4 5 6 7 8 9
Correlations
1. Age 1
2. Gender .07 1
3. Traveling experience .06 -.20" 1
4. Cognitive CQ A3 .02 .03 1
5. Emotional/motivational CQ .12 .02 .05 49" 1
6. Physical CQ .06 -.07 .01 22" .34 1
7. Service satisfaction -.02 15" -.09 16" A1 15" 1
8. PSQ A7 .01 -.09 45" 33 2 27" 1
9. Customer loyalty .16 .03 -.05 51" 46" 19" .28" 62" 1
Summary Statistics, Reliability, and Validity
M - - - 4.78 4.68 4.99 5.08 5.06 4.97
SD - - - .84 .84 .80 .96 .94 .96
Cronbach’s alpha (o) - - - .79 .85 g7 75 .82 .86
Composite reliability (p) - - - .81 .84 .81 75 .83 .86
AVE - - - 51 .58 52 51 .54 .60

Notes: Age, gender, and travel experience are catedj variables.

Correlations, summary statistics, reliability, and vafidvere computed at the customer level for both thetndém (372) and French (33amples.

"p<.05" p<.0L.
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Table 2. Results of HLM Analyses: Main and Interactive Effects in Vietnam and France

Vietnam France
Predictor Dependent Variable: Customer Loyalty?
Model 1: Control Moded 2. Model 3:With Mode 4: Model 1: Control  Model 2: Model 3: With Model 4:
Variables With PSQ EmployeeCQ Interaction Variables WithPSQ Employee CQ Interaction
Intercept (yoo) 4.00™ 411" 3.86™ 3.87" 5.21™ 5.22" 5.13" 5.08"
Customer-level variables
Customer agey) -.01 -.01 -.01 -.01 .04" .04" .04" .04"
Customer gendep) -.07 -.09 -.05 -.07 .06 .05 .04 .05
Traveling experience/{) A7 A4 15 .16 -.07 -.06 -.07 -.09
Service satisfactiory() .35™ 31 32" 32" A1 .09” .09” 07"
PSQ {20 27 2T 207 197 197 22"
Frontline service employee variables
Employee agey(,) .03 .03 .01 .02 .02 .02 -.02 -.02
Employee genden) -.16 -.16 =11 -.10 15 .15 .18 .20
Working experiencey(s) .28 .28 .35 .35 -42 -42 =27 -.26
Cognitive CQ foy) A5 A5 43" 43"
Emotional/motivational CQy{,) 26" .26™ 26" .26
Physical CQ ) .05 .05 .08 .08
Cross-level interaction
Cognitive CQ x PSQyf) =217 -.08
Emotional/motivational CQ x PSQ.{) .06 16
Physical CQ x PSQ4) 24" 207
Variance dimensions
Within-team (L1) variance 73 71 71 .65 .19 .18 .18 .14
Intercept (L2) variance 43 .45 .23 .24 .61 .61 .36 .36
Additional information
-2 log-likelihood (FIML) 1065.52 1057.83 1010.32 992.82 652.44 63876 587.02 554.95
Number of estimating parameters 10 11 14 19 10 11 14 19
R? within-team (L1) A1 A1 .29 .33 .09 .10 .39 43
R? between-team (L2) .86 .85 .92 .92 A1 A3 .73 .73
Pseudo-R .16 .18 .18 .25 14 .18 .18 .36

Notes:n = 372 individual customers and 124 employee-level ggdn Vietnam and n = 330 individual customers and drhiployee-level groups in France. ICC of customerligya.34 in Vietham and .76 in
France, a mean ofgy across groups = .86 and .82 for customer loyalty inndi@tand France, respectively.
"p < .05, two-tailed." p < .01, two-tailed:™ p < .001, two-tailed3Using HLM, we report unstandardized coefficient estimates withsosiandard error8Pseudo-Ris the proportional reduction of prediction error

for Level 1 (compared with a fully unconstrained modeke (2004)).
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Table 3. Measurement Invariance Tests: Vietnam and France

22 df. RMSEA TLI CFlI IFI Ay?  Adf. P~ ACFI
value

Level 1: Customers

Configural invariance 126.61 82 .03 98 99 .99

Metric invariance 136.16 90 .03 98 99 99 0955 8 .000 .000

Level 2: Frontline service

employees

Configural invariance 121.29 102 .03 .98 .98 .98

Metric invariance 135.93 111 .03 97 98 98 1464 9 .000 .000

Partial scalar invariance 144.46 117 .03 97 98 98 2317 15 .000 .000

Table 4. Results of the Meta-Analysis Across the Two National Markets

. ] Summary 95% Cl Homogeneity Homogeneity
Dependent Variable: Loyalty Effecta (lower bound/ Test QF Teg |20
upper bound)
PSQ 21 [.19, .23] A7 0
Cognitive CQ .307 [.08, .51] 1653™ 93.95%
Emotional/motivationaCQ .27 - - -
Physical CQ .06 [.04, .09] .16 0
Cognitive CQ x PSQ -15™ [-.24, -.06] 3.07 67.39%
Emotional/motivational CQ x PSQ A1 [.04, .18] 1.78 43.81%
Physical CQ x PSQ 23" [.20, .25] 31 0

2Null hypothesis: The summary effect is zero.

®Null hypothesis: Countries share the same summary effect.
¢The proportion of heterogeneity occurs between camtwhen Q < degree of freedorh=10 (Huedo-Medina et al. 2006)
p < .05, two-tailed." p < .01, two-tailed.™ p < .001, two-tailed.
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Appendix A. Selected Empirical Studies on CQ in International Marketing

Research  CQ Components

Study Samples Context Studied M ethodology Major Findings
Ang et al. 593 students, 9€ US and Metacognitive CQ Field and - Metacognitive CQ and cognitive CQ
(2007) international Singapore Cognitive CQ online surveys predict cultural judgment and decisior
managers, and Motivational CQ making.
103 foreign Behavioral CQ - Motivational CQ and behavioral CQ
professionals predict cultural adaptation.
and their - Metacognitive CQ and behavioral C
supervisors predict task performance.
Shapiro, 28 buyers North General CQ In-depth A four-stage process of cultural
Ozanne, and America interviews sensitivity and intelligence (CQ)
Saatcioglu includes the phases of romantic
(2008) sojourner, foreign worker, skilled
worker, and partner.
Gregory, 31 interviews Germany  Cognitive CQ In- depth Cognitive, motivational, and behavadr
Prifling, and  with project Motivational CQ single case CQ are important drivers for the
Beck (2009) managers Behavioral CQ study development of a negotiated culture,
characterized by trust-based
interpersonal relationships, shared
understanding, and the effective
resolution of conflicts in IT offshore
outsourcing projects.
Imai and 124 negotiators America General CQ Online survey CQ is a key predictor of the
Gelfand and East intercultural negotiation effectiveness
(2010) Asia
Chen, Liu, 305 real estate  US Individual and Field and Motivational CQis positively related to
and Portnoy agents firm motivational online surveys cultural sales, whicks strengthened by
(2012) CQ the firm’s motivational CQ and
diversity climate.
Magnusson 153 exporting us Metacognitive CQ Online survey - Metacognitive CQ positively
et al. (2013) firms Motivational CQ moderagsthe relationship between
marketing-mix adaptations and expor
performance.

- Motivational CQ positively
moderates the relationship between
environmental differences and
marketing-mix adaptations.
Charoensuk 129exporters Thailand Metacognitive CQ Online survey CQ of entrepreneurs hagpositive

mongkol Cognitive CQ impact on the quality of a firm's
(2015) Motivational CQ relationships with foreign customers,
Behavioral CQ foreign suppliers, and foreign
competitors, which in turn affect expo
performance.
Pekertiand 286 individuals, Australia General CQ Field and Migrants hae higherCQ among native
Arli (2017) including native and online surveys people.
people and Indonesia
migrants
Lorenz etal. 296 prospective US MetacognitiveCQ Experiment Metacognitive CQ significantly
(2017) restaurant moderates the effects of perceived
service cultural differences and out-group
employees status on service employées

willingness to adapt their behaviors in
service encounters.




52

Appendix B. Measurement Models

Vietham France
Constructsand Items Factor t- Eactor t-
Loading Values Loading Values

Frontline Service Employee-L evel Survey (n=124) (n=110)
CcQ
Cognitive CQ
1. Before | interact with people from a new culture, | ask myself wi

: .70 * .70 *
hope to achieve.
2. If I encounter something unexpected while working in a new &l
| use this experience to figure out new ways to approach othearesuin 73 6.94 .65 5.81
the future.
3. I plan how I'm going to relate to people from a different culture be 74 7.00 74 6.47
| meet them.
4. When | come |n't0 a new cultural S|tuat'|on,. | can immediately s 72 6.81 77 6.65
whether something is going well or something is wrong.
Emotional/MotivationalCQ
1. | have confidence that | can deal well with people from a diffe 77 * 80 N
culture. ' '
2_. | am certain that | can befriend people whose cultural backgrount 74 8.21 78 8.19
different from mine.
3. | can adapt to the lifestyle of a different culture with relative ease. T7 8.57 77 8.05
4.1 am confident that | can deal with a cultural situation that's unfanr .83 9.18 .68 7.06
Physical CQ
1. It's easy for me to change my body language (e.g., eye cont 79 . 85 .

posture) to suit people from a different culture.

2. | can alter my expression when a cultural encounter requires it. .76 8.36 .69 6.90
3.1 modify my speech style (e.g., accent or tone) to suit peophe &

; 74 8.17 .62 6.14
different culture.
4.1 e.as[ly change the way | act when a cross-cultural encounter set 69 7.48 71 7.06
require it.
Customer-L evel Survey (n=372) (n=330)
Service satisfaction
1. | am very satisfied with the hotel. .75 * 72 *
2. | am very satisfied with my hotel choice. .88 13.51 72 9.43
3. I am very satisfied with the hotel’s quality. .70 8.68 .70 9.39
PSQ
1. The overall quality of the service provided by the hotel is exceller 71 * .76 *
2. The quality of the service provided at the hotel is impressive. .79 13.26 T7 13.11
3. The service provided by the hotel is of a high standard. .78 13.13 T7 13.19
4. | believe the hotel offers service that is superior in every way. 64 11.06 .64 10.96
Loyalty intentions
1. | take more than 50% of my stays on this hotel. 75 * 75 *
2. 1 do most of my future stay on this hotel. .80 14.69 .83 14.61
3. | use this hotel the very next time | need an accommodation. 74 13.74 .79 13.89
4. 1 recommend this hotel to friends, neighbors, and relatives. 73 13.39 74 13.00

* ltem was fixed to 1 to set the scale.

Notes: Vietnam- employee survey?/d.f. = 1.37, GFI = .92, CFl = .97, TLI = .96, RMS&E .06; customer survey%/d.f. = 2.18, GFI = .96, CFI = .97, TLI =
.96, RMSEA = .06.

France- employee survey?d.f. = 1.04, GFIl = .93, CFl = .99, TLI = .99, RMSE .01, customer survey4d.f. = 1.14, GFI = .97, CFI = .99, TLI = .99,
RMSEA = .02.



