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ABSTRACT

Thisstudyexaminestheindirecteffectofemployeeempathyonserviceloyaltythroughtheintervening
effect of trust in and satisfaction with service employees during service interactions. Data was
obtainedthroughaself-administeredquestionnairefromuniversitystudents.410useableresponses
wereusedtoperformdataanalysis.Confirmatoryfactoranalysis,structuralequationmodeling,and
bootstrappingforindirecteffectswereconductedtotestthehypotheses.Theresultsshowasignificant
impactofemployeeempathyontrustinserviceemployeeandsatisfactionwithserviceemployee
duringcustomer-employeeinteractions.Also,satisfactionwithaserviceemployeeshowedasignificant
effectonserviceloyaltyduringserviceinteractions.Thestudyenhancestheunderstandingofempathy
withinbankingservicesduringinteractionsbetweenserviceemployeeandcustomer.Italsoprovides
insightsforservicemanagersandfrontlineserviceemployeesonhowempathydevelopscustomer’s
trustandsatisfactionwithaserviceemployee.
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INTRoDUCTIoN

Servicesplayanessentialpartintoday’saggressivebusinessenvironmentandaredifficulttomanage
duetotheirintangiblenature(Bahadur,Aziz,&Zulfiqar,2018).Itiscomplicatedforacustomerto
appraiseserviceandisalsochallengingforaservicefirmtoprovidetheservicebeyondcustomer’s
expectations(Brady,Bourdeau,&Heskel,2005).Asserviceisco-producedbythecustomeranda
servicefirmduringtheprocessofservicedelivery,itisnecessarytofulfillcustomersdesiresduring
provision of services (Fellesson & Salomonson, 2016). Customers are directly affected through
employee’sattitudeandbehavioraffectingtheirsatisfactionandloyalty.Therefore,forsuccessful
servicedelivery,itisindispensableforaserviceemployeetoadoptsuchtraitsandbehaviorsthat
positivelyaffectscustomer’ssatisfaction(Itani&Inyang,2015).Employeeknowledge,empathy,
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expertise,andreliabilityareconsideredasessentialtraitsforsuccessfulserviceperformance(Rod,
Ashill,&Gibbs,2016).

Uponvisualizingapersonalservicesetting,forinstance,ahotel,bank,orrestaurantservice,it
canbenoticedthatcustomer’sandfrontlineserviceemployeesinteractwitheachothertoproduce
a service. During such interactions, if service employee provides extra courtesy, consideration,
andcompassion,thensuchcommunicationswilllikelybeabletoleadtowardsasatisfyingservice
encounter (Fellesson&Salomonson,2016).Authorsfurtherelaborate that, incontrast, ifduring
suchinteractionsthereisalackofindividualassociationandincapabilityofserviceemployeeto
takecustomerspointofviewthenitcouldleadtowardscustomer’sdissatisfactionorresultintoanger
andannoyance.Hence,duringserviceinteractions,adoptionofemployeeempathy,apersonaltrait
offrontlineserviceemployeecanleadtobuildingtrustinandsatisfactionwiththeserviceemployee
(Aggarwal,Castleberry,Ridnour,&Shepherd,2005).

Previousstudiesconsideredempathyasasignificantcharacteristicofserviceemployeesand
havebeenexaminedinvariousservicesettings(Rodetal.,2016).Moreover,studiesinthesales
andmarketingliteraturehaveemphasizedontheempathicbehaviorofemployeeforthesuccessof
servicebrand(Fellesson&Salomonson,2016).Particularly,previousresearchadvocatesthatfrontline
employees’ concern, as well as consideration for the customer stimulates customer satisfaction
(Markovic,Iglesias,Singh,&Sierra,2018).Employeeempathyasapositivetraitcanbuildtrustand
increasecustomersatisfactionwiththeserviceemployeethatcouldfurtherleadtoserviceloyalty
(Aggarwaletal.,2005).Therefore,itisvitalforaserviceemployeetoespouseempathicbehavior
throughoutemployee-customerinteractions.Moreover,displayofsuchtraitthatincreasescustomer
trust and satisfaction with service employee during interactions results into successful service
encounter(Parasuraman,Zeithaml,&Berry,1988).Consideringtheaboveliterature,employees’traits
canplayessentialroletowardsbuildingasustainedrelationshipwiththeservicebrand(Umasuthan,
Park,&Ryu,2017).

Relationshipmarketingliteraturehasestablishedtheroleoffrontlineemployeetraitsindeveloping
asustainedcustomer-employeerelationshipwhichisparticularlyvitalinthebankingsector(Abbasi&
Alvi,2013).Owingtocomplexfinancialservices,extremecompetition,andkindofservicesprovided
tothecustomerswithinbankingsector(Wieseke,Geigenmüller,&Kraus,2012),frontlineservice
employeespositivebehaviorandattitude,i.e.empathytowardscustomersduringinteractionsplays
apivotalroleinprovidingsatisfyingserviceexperience(Bahaduretal.,2018).Earlierinvestigation
in the financial services sector has established that tenuous relation with customers can have
deleteriouseffects(Abbasi&Alvi,2013;Bahaduretal.,2018;Wiesekeetal.,2012).Anotherstudy
inthefinancialservicesectorestablishedthattoacquireanewcustomeritisfivetimesexpensive
thanthatofsustainingtheconnectionwiththeexistingcustomer(Itani&Inyang,2015).Moreover,
inanotherstudy,conductedinthebankingsector,Athanassopoulou(2006)revealedthatimproved
relationshipsthroughempathicbehaviorofserviceemployeeswithcustomerswoulddecreasethe
possibility thatcustomerswillsubstituteforotherbanks(Wiesekeetal.,2012).Therelationship
betweenemployeetraits,relationshipwithserviceemployeeandtheservicebrandarescant;even
somestudiesexaminedvariousantecedentstothequalityrelationshipbetweenservicebrandand
customers(Markovicetal.,2018).

Asarelationalfactor,empathicbehaviorofserviceemployeeisoneofthecustomerexpectations
duringinteractionswithserviceemployees(Fellesson&Salomonson,2016).Hence,thisstudy,with
theinclusionofemployeeempathyasanindependentvariableexaminesitsindirectinfluenceon
serviceloyaltythroughthemediatingeffectoftrustinandsatisfactionwiththeserviceemployee.
Moreover,thisstudyaimstoinvestigatethatifemployeeempathyisusefulfordevelopingloyaltyof
customerduringserviceinteractions.Thenextsectionofthispaperexplainsthehypotheses.Then,
methodology,analysisandresultswillbepresented,andlastlytheconclusion,managerialimplications
andlimitationofthestudywillbepresented.
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