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Management Summary 

Scholars agree that frontline employees (FLEs) have an important role within the 

innovation process as they can directly interact with the customer and, therewith, are able to 

gather relevant customer knowledge (e.g. Slåtten & Mehmetoglu, 2011; Hartline, Maxham 

III, & McKee, 2000). Furthermore, they are seen as important innovators, (Lages & Piercy, 

2012) as they can discover hidden needs and wants of the customer during employee-

customer interactions by being creative (Wang & Netemeyer, 2004). Although many 

characteristics are found to influence the interaction between FLE and customer, it is argued 

that two practices are mostly applied during employment, namely aesthetic labor (Pounders, 

Babin, & Close, 2015) and emotional labor (Tsaur, Luoh, & Syue, 2015). Although a lot of 

research has been conducted on the effects of aesthetic and emotional labor on service 

satisfaction, no research links these practices to obtained customer knowledge and innovative 

behavior of the employee. As FLEs are seen as important for the innovation process - because 

of their ability to gather customer knowledge (Slåtten & Mehmetoglu, 2011) and being 

creative (Wang & Netemeyer, 2004) - it is useful for managers to know whether aesthetic and 

emotional labor can help the company gather useful information to enhance the employee's 

creativity and innovativeness, and subsequently the customer service satisfaction. This 

knowledge can be used as input for innovations and, consequently, to stay competitive. 

Within this research, aesthetic labor is represented by the employee's attractiveness (both 

physical and through clothing), whereas emotional labor is represented by empathy. Many 

scholars looked into the direct effects of an employee's appearance and empathic skills on 

service satisfaction (e.g. Wieseke, et al., 2012; Aggarwal, et al., 2005) and job performance 

(e.g. Ahearne et al., 1999). Other scholars did research to the underlying reasons why these 

concepts have positive effects. Scholars mainly explain the effects of the appearance of 

employees by showing that physical attractiveness is associated with positive traits (Reis, 

Nezlek, & Wheeler, 1980). Ahearne et al. (1999) showed that the attractiveness of the 

employee is positively related to the perceived likeability and trustworthiness. Regarding the 

effects of empathy, Aggarwal et al. (2005) found similar results. Both articles consequently 

showed that these perceptions were positively related to a salesperson's performance as 

perceived by the customer. As the FLE has an important role in the innovation process not 

only by gathering relevant customer knowledge, but also by being innovative, this research 

investigates the link between aesthetic and emotional labor on the one hand and obtained 
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customer knowledge and, subsequently, innovative behavior of the employee on the other 

hand. The research model is visualized in Figure 1. 

 

Figure 1 - The research model 

The research was conducted at the company KPN. The company is renewing their stores 

and, therewith, introduces new company clothing. Furthermore, the FLEs receive extensive 

training targeting their soft skills, like empathy. During the sales process, the FLEs in the 

stores go through different phases: 1. Greeting the customer, 2. The analyzing phase - in 

which the employee needs to discover the actual wants and needs of the customer - and 3. 

Closing the sale. KPN is not satisfied about the quality of the analyzing phase, as output is 

not yet maximized for both the company and the customer: the hidden wants and needs are 

not yet discovered. KPN is interested in the effects of the mentioned changes, as they hope 

that the employees perform the analyzing phase with higher quality. Data was collected 

through a customer- and employee survey in 23 different stores. 504 useful responses from 

customers and 77 useful responses from employees were collected during five weeks of data 

collection. After controlling for Common Method Bias, hypotheses 1 to 8 and hypothesis 11 

were tested from a customer perspective with the customer data using multiple regression. 

60% of these hypotheses were accepted. Hypotheses 9 to 12 were explored using the 

employee data on store level (N = 23). 

The results show that empathic skills are the core influence on customer orientation, 

mediated by likeability, trustworthiness, and customer knowledge, and consequently results 
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in customer service satisfaction. These results are in line with previous research about 

empathy and add to extant research that more customer knowledge can be obtained when 

possessing empathic skills. Within the knowledge of the researcher, this is the first research 

looking at the link between aesthetic and emotional labor, and the amount of obtained 

customer knowledge. The significant effects of empathy on customer knowledge give a first 

clue about how to manage the frontline employee in order to continuously improve the 

provided service. 

Whereas the above results were expected, also unexpected results were found. A direct 

positive relationship was found between the attractiveness (both physical and clothing) and 

likeability, supporting the attractiveness hypothesis. This theory states that employees are 

perceived as possessing more positive attributes when being attractive in comparison with 

average looking employees (e.g. Ahearne, Gruen, & Jarvis, 1999; Sundaram & Webster, 

2000). However, a quadratic relationship was found between physical attractiveness and 

trustworthiness, which is in line with the match-up hypothesis. This theory states that for an 

attractive appearance to result in positive effects, the product or service should be related to 

beauty (Koernig & Page, 2002). Another significant, but unexpected relationship was found 

between the attractiveness of the employee's clothing and the trustworthiness of the employee 

as perceived by the customer, as this relationship was only found with older customers, 

whereas no relationship was found with younger customers.  

Although empathy was found to be highly significant when predicting customer 

knowledge, other variables did not have a significant relation. Attractiveness (both physical 

and clothing) did not have any relationship with customer knowledge, except for a 

moderation effect on the relationship between clothing and customer knowledge by the desire 

to make a purchase. Customers who come to the store to make a purchase share more 

information when the clothing of the employee is more attractive. As the customer needs to 

decide in the store which product fits their needs best, the customer needs to make clear what 

his/her needs are. Using the environment, and therewith the clothing of the employee 

(Hartline & Ferrell, 1996; Koernig & Page, 2002), the customer already makes a judgement 

about the service provided. Consequently, he/she might make an opinion whether more or 

less information should be shared in order for his/her needs to be satisfied. Also, likeability 

was found to be insignificant in predicting customer knowledge. The relationship between 

trustworthiness and customer knowledge was found to be quadratic, having an optimum 

when an average amount of trust is put in the employee. Although customer knowledge is 



VI 
 

marginally explained by the independent variables, a first step is made in finding the drivers 

for gaining more information about the customer. 

As the data of the employees (N = 77) needed to be aggregated to store level (N = 23) a 

very small sample was available for the analysis on the innovative behavior of the employee. 

Unfortunately, this small sample size refrained the researcher from using advanced analysis 

techniques, like multiple regression, as the models were found to be insignificant. As such, an 

exploratory analysis was done. The correlations suggested that support was found for the 

formulated hypotheses, except for the effects of service satisfaction on the company 

outcomes. The extreme low correlations between these variables suggest that this relationship 

might be more complex than a direct link or does not exist at all. Furthermore, it was found 

that the standard deviations of the amount of obtained customer knowledge among employees 

of one store were large, suggesting that employees of one particular store do not obtain 

similar amounts of information about the customer from similar conversations. 

Besides the hypotheses tested, two other interesting results were found. First, the reason 

for visiting the store was found to influence the obtained customer knowledge and the 

likeability of the employee. More information about the customer was obtained when 

customers came to the store to make a purchase or to gather information. Furthermore, 

customers with a complaint often like the employee less when compared with customers that 

visit the store for another purpose (i.e. making a purchase or gathering information). 

Secondly, age was found to not only moderate the relationship between clothing and 

customer knowledge, but also to be directly and positively related to both customer 

orientation and service satisfaction. 

From the results, three managerial recommendations were formed. First, it is advised that 

other functions than 'just being good-looking' should be taken into account when designing 

the company clothing, for example recognizability, professionalism, etc. Furthermore, 

managers should take the target group into account when applying company clothing. The 

customer should feel connected with or feel 'similar' to the employee in order for him/her to 

trust the employee and the company (Koernig & Page, 2002). Secondly, as empathy has 

strong and significant effects on the other variables, and it is found that empathy can be 

taught (Beigi & Shirmohammadi, 2011), it is advised to continuously update the employee 

with new training. Continuously training the employee gives them the opportunity to keep 

practicing, learning to deal with different situations, and to grow. Furthermore, these studies 

can be combined with lessons about obtaining customer knowledge in order to teach the 
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employee to gather useful customer information during the employee-customer interactions. 

This will enable them with knowledge about how to take advantage of spontaneous 

opportunities, discover and satisfy customer wants and needs. Last, since customers visiting 

KPN stores are relatively old (30% is over 60), it might be interesting to gather more 

information about the specific needs of these customer group. Being able to answer these 

questions does not only enable the employees to serve the customer better and to adapt their 

behavior according to the customer, but it might also enable the company to predict the type 

of customer of the future, and consequently adapt the way of selling and the innovation 

process.  
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1. Introduction 

The introduction starts by discussing the research question and the business context in 

which the research took place. Consequently, the research aim and contributions are 

described. Finally, it explains the structure of the remaining of this thesis. 

1.1.  Research Question 

In the competitive market of today, companies continuously have to innovate to be able to 

survive (Hauser, Tellis, & Griffin, 2006). In order to do so, companies need to discover the 

wants and needs of the customer that need to be satisfied (Ogawa & Piller, 2006). Therefore, 

companies get external parties involved, of which the customer itself is the most important 

one (e.g. Von Hippel, et al., 2011; Carbonell, et al., 2009). The frontline employee is seen as 

important in gathering relevant customer knowledge (e.g. Slåtten & Mehmetoglu, 2011), since 

they are the bridge between company and customer (Hartline, Maxham III, & McKee, 2000). 

Not only do these employees provide the company with important customer insights 

(Hartline, Maxham III, & McKee, 2000), they are also seen as important innovators since they 

are able to involve the end users of the service or product in the innovation process (Lages & 

Piercy, 2012).  

In order to boost their creativity, the frontline employee needs to gather relevant customer 

knowledge as this provides information about the wants and needs the employee needs to 

satisfy (Ogawa & Piller, 2006). It is argued that customers are often unable to tell what they 

really need (Ulwick, 2002), but that frontline employees can discover those needs during the 

employee-customer interaction (Wang & Netemeyer, 2004). Scholars have found that many 

characteristics of the frontline employee can influence this interaction (e.g. Lounsbury, et al., 

2012). Althought many characteristics are found, it is argued that managers take two of them 

into account during employment - as these two can be influenced by company rules. These 

two characteristics are firstly the attractiveness of the employees (Pounders, Babin, & Close, 

2015) and secondly their ability to show expected and desired emotions (Tsaur, Luoh, & 

Syue, 2015). 

The result of the two desired characteristics is a set of rules, referred to as aesthetic and 

emotional labor, trying to control the appearance and displayed emotions of the employee 

(Spiess & Waring, 2005). It is found that both practices do influence the employee-customer 

interaction. Research has found, for example, that attractive employees are assumed to 
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possess more positive personal attributes than average looking people do (e.g. Dion, 

Berscheid, & Walster, 1972; Luoh & Tsaur, 2009; Ahearne, Gruen, & Jarvis, 1999). Another 

example is the possession of empathetic skills leading to a better understanding of the 

customer's needs and wants, which need to be satisfied (Aggarwal, et al., 2005). Throughout 

the literature, a lot of research is done to the effects of these characteristics on the customer 

satisfaction. However, within the knowledge of the researcher, no research has been done on 

their effects on the amount of obtained customer knowledge and creativity of the employee. 

Research is needed in order to investigate whether practices like aesthetic and emotional labor 

do not only enhance the customer service satisfaction, but also increase the obtained customer 

knowledge and boost the creativity of the employee during the employee-customer 

interaction. 

1.2. Business Context 

The research question described above is also of interest to the company KPN, at which 

the research was executed. The salespeople of the KPN stores, who are the frontline 

employees in this setting, have to go through different phases of the sales process in order to 

provide a quality service. First, they need to greet the customer, letting them know they have 

been noticed and making them feel welcome. Thereafter, the employee goes through the 

analyzing phase. During this phase, the employee needs to discover the wants and needs of 

the customer in order to provide an advice and make suggestions that fit the customer’s 

requirements. Last, the employee needs to close the sale. Both greeting the customer and 

closing the deal are performed without any problem. The analyzing phase, however, lacks 

quality. Although the employee is able to provide the service as the customer requests and 

close the sale, the employee is not able to discover the hidden wants and needs of the 

customer. Consequently, the output of the sales process is not maximized, as more 

opportunities might be available when performing the analyzing phase correctly. Therefore, 

KPN is curious about the possibilities to increase the amount of obtained customer knowledge 

during the employee-customer interaction and boost the creativity of the employee. 

KPN has started to renew all its stores, including store appearance, employee appearance 

and employee skills. Not only do they want to make the stores more attractive, they also want 

to enhance their services by applying aesthetic and emotional labor.  

First of all, new company clothing will be introduced. Although these changes are already 

decided upon, KPN would like to know whether company clothing actually has a positive 

effect on the employee-customer interaction. Sundaram and Webster (2000) proposed that 
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dress codes, such as company clothing, increase the attractiveness of employees. As will be 

discussed later in Chapter 2, this increase in attractiveness results in the employees possessing 

more positive attributes as perceived by the customer, which will have positive effects (e.g. 

Dion, Berscheid, & Walster, 1972; Ahearne, Gruen, & Jarvis, 1999; Sundaram & Webster, 

2000). It is expected, for example, that the customer will share more information with the 

employee and, as a result, that the employee obtains more customer knowledge, leading to the 

discovery of hidden customer wants and needs. 

Secondly, employees are currently selected on different skills than they were before. In 

the past, candidates were rated based on their selling skills and received training in soft skills 

once selected, like empathic skills and customer handling. The employees were trained in the 

beginning of the employment, but they were not constantly updated with new knowledge. In 

the future, the employee will be selected on soft skills, like empathetic behavior and customer 

handling, and will receive training in selling skills. KPN would like to know whether skills 

like empathic behavior result in positive effects, like more obtained customer knowledge and 

a boost in employee creativity. As will be described more detailed in the next chapter, 

empathic skills are required for emotional labor, as it enables the employee to put him-/herself 

in the customers’ shoes (Aggarwal, et al., 2005), noticing and reacting properly to the 

customers’ thoughts and feelings (Wieseke, Geigenmüller, & Kraus, 2012).  It is expected that 

possessing these skills will open up the customer, who feels comfortable to share more 

information with the employee, giving the employee more clues about his/her wants and 

needs.  

In this way, the gap in quality of the analyzing phase might be closed, increasing the 

output for both customer and company, and the competitive advantage of the firm. Based on 

the results, it can be decided upon whether resources should be used to actively enhance the 

soft skills and appearance of frontline employees. 

1.3.  Research Aim 

As mentioned in the previous paragraphs and will be discussed in detail in Chapter 2, 

there is evidence pointing towards a significantly higher service satisfaction when aesthetic 

and emotional labor are applied correctly. However, no research has been done that links 

aesthetic and emotional labor to obtained customer knowledge and creativity. Since frontline 

employees frequently interact with customers, they are in the right position to gather customer 

knowledge (Slåtten & Mehmetoglu, 2011) and contribute to the innovation process (Lages & 

Piercy, 2012). Therefore, it is very useful to managers to know whether practices, like 
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aesthetic and emotional labor, can help the company gather useful information in order to 

enhance the employee's creativity and innovativeness, and subsequently the customer service 

satisfaction.  

In conclusion, this research looks at the effects of aesthetic labor (physical attractiveness 

and company clothing) and emotional labor (empathic behavior) of the employee on the 

perceptions and behavior of the customer. Understanding the effects of these two - commonly 

used - practices enables businesses to apply them correctly, maximizing its positive effects. 

Furthermore, including the effects of aesthetic and emotional labor on the amount of obtained 

customer knowledge and the employee's creativity adds a new dimension to the current 

literature.  

1.4.  Structure 

The remaining of this thesis is structured as following. At first, a literature review of the 

current research about frontline employee characteristics influencing the employee-customer 

interaction is given, with a focus on aesthetic and emotional labor of employees. Therewith, 

hypotheses supported by this literature review are described. Secondly, the methodology is 

outlined, and subsequently the data analysis and results are described. Finally, the results are 

discussed and recommendations are given. 
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2. Literature and Hypotheses 

This chapter discusses the theoretical framework of this thesis. First, the research scope is 

shortly outlined, explaining the role of frontline employees in the innovation process and 

introducing relevant employee characteristics. Second, the research model is introduced and 

discussed. Last, the hypotheses, supported by the literature, are formed. 

2.1. Research Scope 

In the innovation process, frontline employees (FLEs) have proven to be of high 

importance (Slåtten & Mehmetoglu, 2011). The FLE is the one providing a face-to-face or 

voice-to-voice service (Tsaur, Luoh, & Syue, 2015) and thus interacting with the customer 

frequently (Nickson et al., 2005; Sundaram & Webster, 2000). Subsequently, the FLE is 

defined as the one providing the service through direct interaction with the customer. This 

direct contact enables the employee to discover the wants and needs of the customer (Wang & 

Netemeyer, 2004; Bowers, 1989), and gather relevant customer knowledge (Slåtten & 

Mehmetoglu, 2011). This knowledge should serve as input for the innovation process (e.g. 

Hirst et al., 2015; Lages & Piercy, 2012; and Jang & Chung, 2015). 

As the FLE is marked as important for acquiring customer knowledge and for the 

innovation process, companies are interested in managing the employee, in order to influence 

the employee-customer interaction. Scholars have found many characteristics influencing the 

interaction between employee and customer, like consciousness (Brown, et al., 2002), self-

enhancement, openness (Sousa & Coelho, 2011), and intrinsic motivation (Lounsbury, et al., 

2012). However, as mentioned in the introduction, it is argued that managers mostly take two 

characteristics into account when trying to manage their employee during employment, 

namely their appearance and empathic behavior. These characteristics are assumed by 

managers to have an impact on the employee-customer interaction and are controlled by 

company rules. First, managers require employees to engage in Emotional Labor (EL), which 

is defined as the effort employees have to make in order to manage their emotions (Tsaur, 

Luoh, & Syue, 2015) and 'display socially desired emotions during service interactions' 

(Ashforth & Humphrey, 1993, pp. 98-99).  The second set of rules is called Aesthetic Labor 

(AL), which is the 'controlling of service providers' physical look based on premeditated 

management directives' (Pounders, Babin, & Close, 2015, p. 670). This research focuses on 

these two practices and their effects in order to explore how to maximize the output of the 

employee-customer interaction. 
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2.2. Research Model 

Both practices mentioned in chapter 2.1, EL and AL, are highly researched by scholars.  

2.2.1. Emotional Labor 

In order to understand customer needs, employees need to be able to manage both their 

own and their customer's emotions (Kurian, 2013). When looking at emotions within the 

employee-customer interaction, three different concepts can be found in the literature. The 

first is called Emotional Intelligence (EI) and can be defined as 'the capacity for recognizing 

our own feelings and those of others, for motivating ourselves, and for managing emotions 

well in ourselves and in our relationships' (Goleman, 1998, p. 317). Secondly, empathy is 

highly discussed, which is defined as the ability to 'sense and react to a customer's thoughts, 

feelings, and experiences during a service encounter' (Wieseke, Geigenmüller, & Kraus, 

2012, p. 317), as if the employee were in the customers position (Aggarwal, et al., 2005). 

Last, two types of EL strategies are distinguished, namely surface acting and deep acting. EL 

includes the effort of the employee needed to display the right emotions (Rathi, 2014). 

Surface acting implies that employees are not feeling the emotions that they are displaying, 

but just pretend. When applying deep acting, on the other hand, the employees shape their 

inner feeling in order to actually feel the emotions (Geng, et al., 2014).  

As can be found in the literature, these three concepts are interrelated. Empathy is both 

referred to as part of EI (Beigi & Shirmohammadi, 2011) and as a result of EI (Parasuraman, 

Zeithaml, & Berry, 1988). Since empathy does not always occur automatically, empathic 

effort, like EL, is sometimes required (Schumann, Zaki, & Dweck, 2014).  

This thesis aims to maximize the obtained customer knowledge during the employee-

customer interaction and, therefore, boost the creativity of the employee. Aggarwal et al. 

(2005) stated that this is exactly what empathy allows the FLE to do, since empathy is 

positively related to their listening skills. Therefore, the empathic skills of the FLE represents 

the concept of EL within this thesis. 

2.2.2. Aesthetic Labor 

One of the most important tangible cues that might influence the customer in a service 

setting is the physical appearance of the employee providing the service (Koernig & Page, 

2002). Early social psychology already found that the appearance of a person is an important 

factor for the first impression of the other person (Byrne, London, & Reeves, 1968) and that 

this first impression highly influences the interaction that follows (Neuberg, 1989). Customers 
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might already form a judgment based on the appearance of the employee, regardless of the 

service provided (Berger, et al., 1977), because of the accessibility and visibility of this 

personal characteristic within the direct employee-customer interaction (Koernig & Page, 

2002). 

Many scholars researched the effects of employees' appearance on the employee-customer 

interaction. In their studies, different measurements of physical attractiveness were used. 

Sundaram and Webster (Sundaram & Webster, 2000) proposed appropriate dress codes in 

order to enhance the attractiveness of the employees, Kulesza et al. (2014) looked at the 

amount of make-up (for women), and Bashir and Rule (2014) used the facial height-width 

ratio as a measurement. Businesses often apply a dress code or introduce company clothing in 

order to control the appearance of the employee (Pounders, Babin, & Close, 2015). Sundaram 

and Webster (2000) argued that company clothing does not only creates identification with 

the company, but also enhances the appearance of the employee. Therefore, this research did 

not only look at the effects of physical attractiveness as perceived by the customer, but also at 

possible effects of the employee's clothing as a way to control their appearance. 

2.2.3. The Effects of Emotional and Aesthetic Labor 

Much research examined the direct effects of an employee's appearance and empathic 

skills on service satisfaction (e.g. Wieseke, et al., 2012; Aggarwal, et al., 2005) and job 

performance (e.g. Ahearne et al., 1999). They all concluded that, if applied correctly (Koernig 

& Page, 2002), these practices have a positive effect on service outcomes.  

Other scholars researched the underlying reasons of these positive effects. The effects of 

the appearance of employees are explained in several ways, but scholars mainly agree that an 

attractive employee is assumed to possess more positive personal attributes (Dion, Berscheid, 

& Walster, 1972), so physical attractiveness is associated with positive traits (Reis, Nezlek, & 

Wheeler, 1980). Furthermore, Tsaur, Luoh and Syue (2015) argued that customers who face a 

physically attractive employee experience more positive emotions. Ahearne et al. (1999) 

showed that the attractiveness of the employee is positively related to the perceived likeability 

and trustworthiness. Regarding the effects of empathy, Aggarwal et al. (2005) found similar 

results. They showed that customers thought of empathic employees to be more trustworthy 

and better listeners. Both articles showed that these perceptions were positively related to a 

salesperson's performance as perceived by the customer. Therefore, a combination of the 
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conceptual model of Ahearne et al. (1999) and Aggarwal et al. (2005) was taken as a basis for 

the conceptual model of this thesis.  

As this research aims to maximize the obtained customer knowledge - as a means to 

improve the provided service and as input for the innovation process - three variables were 

added to the combined model. The first variable is the obtained customer knowledge, as it is 

the aim to maximize this knowledge by managing FLEs through aesthetic and emotional 

labor. Furthermore, as it is argued that the FLE has an important role in the innovation 

process - not only by gathering relevant customer knowledge, but also by being innovative - 

this research investigates the link between the obtained knowledge about the customer and the 

innovative behavior of the employee. Therewith, a distinction has been made between being 

creative as a means of developing ideas for new innovations, and being able to improvise as a 

means of creating opportunities and dealing with the customer instantly. Third, the customer 

knowledge is not only important as input for the innovation process, but the information can 

also serve as input for improving the employee's service. In order to successfully deliver 

services, the employee needs to focus on meeting customer needs. This is called customer 

orientation (Brown, et al., 2002) and is the third variable that was added to the combined 

conceptual model. The resulting conceptual model of this research is shown in Figure 2. 

 

Figure 2 - The conceptual model 

As can be seen in Figure 2, some variables were measured on both individual and unit 

level. The extra unit level analysis might give extra insights from an employee perspective 



9 
 

and enables the researcher to link the outcomes directly to the Net Promoter Score (NPS) and 

sales figures. Both NPS and sales figures are company records - measured on unit level - 

which KPN prefers to include, since these links give them the opportunity to judge the impact 

of their employees' appearance and empathic skills on company goals.  

2.3. Hypotheses 

Based on the appearance of an employee, which is an important factor of the first 

impression the customer gets of the employee providing the service (Byrne, London, & 

Reeves, 1968), the customer instantly forms an early judgement of the provided service 

without the service actually being provided yet (Berger, et al., 1977). Besides the physical 

attractiveness of the employee, it is argued that clothing also has an influence on the 

appearance of the employee (Sundaram & Webster, 2000). Therefore, it is expected that the 

attractiveness of the employee's clothing also serves as input for the early judgments formed 

by the customer. Consequently, it is argued that a customer expects certain service quality, 

based on the physical attractiveness and the clothing of the FLE. Although the expectations as 

defined by Saxena (2011) are based on previous experiences, she showed that the expected 

service quality is positively related to customer participation. Customers are having an active 

role during the service interaction (Prahalad & Ramaswamy, 2004) and show behavior that 

will help them to reach their goals (Saxena, 2011). When customers expect high service 

quality, they will participate during the interaction to help the employee understand them 

better and provide that service quality. Saxena (2011), therewith, described three types of 

customer participation, in which sharing information with the employee is one of them. 

Consequently, it is argued that expectations of service quality, based on the physical 

appearance and clothing of the employee, is positively related to more sharing of information, 

and, therewith, more obtained customer knowledge. 

H1: The (a) physical attractiveness and (b) the clothing of the employee are positively 

related to the amount of obtained  customer knowledge. 

Another employee characteristic proven to have a positive influence on the employee-

customer interaction is an FLE’s level of empathy. In order to provide a service, the employee 

first needs to understand the wants and needs of the customer (Berry & Gresham, 1986). It 

was already argued in the introduction that customers are often not able to tell what they 

really need (Ulwick, 2002), leaving the employee with the task to discover these needs (Wang 

& Netemeyer, 2004). Aggarwal et al. (2005) stated that this is exactly what empathy allows 
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the FLE to do. Empathic skills enable the FLE to picture him-/herself in the customers’ shoes 

and to listen to the little things said by the customer (Aggarwal, et al., 2005). As the employee 

is able to listen to the little things said (Aggarwal, et al., 2005), he/she obtains more clues 

about the actual needs of the customer. These clues can be used in order to provide the right 

information and advice that meet the requirements of the customer. Not only is the employee 

able to gather more customer knowledge useful for providing a high-quality service, but by 

putting him-/herself in the customers’ shoes, the customer also feels understood. Since the 

FLE is able ‘to sense and react to a customer’s thoughts, feelings, and experiences during a 

service encounter’ (Wieseke, Geigenmüller, & Kraus, 2012, p. 317), the employee shows the 

customer that everything he/she says is taken into account and considered important. 

Although in the banking industry, the Dearborn Business Group found that customers who 

feel understood are more open and share more information with an employee (Meyers, 1994). 

Therefore, it is proposed that empathy is also positively related to the amount of obtained 

customer knowledge. 

H2: The level of empathy of the employee is positively related to the amount of obtained 

customer knowledge. 

It was argued before that both the physical attributes as well as the clothing of the 

employee can enhance his/her appearance, therewith both influencing the level of 

attractiveness of the employee (e.g. Kulesza, et al., 2014; Bashir & Rule, 2014; Sundaram & 

Webster, 2000). Many scholars have found that the attractiveness of FLEs has a positive 

effect on the employee-customer interaction and service outcomes, and, as a response to these 

findings, many research is done trying to explain why the appearance of FLEs has this impact. 

The attractiveness stereotype states that customers perceive an employee as possessing more 

positive attributes when being more attractive, in comparison with average looking employees 

(Sundaram & Webster, 2000; Ahearne, et al., 1999). Two attributes that are proven to have an 

effect on service outcomes are likeability and trustworthiness (Ahearne, et al., 1999).  

Likeability is defined as ‘the perception of the buyer that the salesperson is pleasant and 

enjoyable to be around’ (Ahearne, et al., 1999, p. 273). Mehrabian and Russell (1974) argued 

that people emotionally respond to environmental cues. As the appearance of the employee is 

part of the environment (Hartline & Ferrell, 1996), and an attractive employee is found to be 

appealing (Ryu & Jang, 2007), an attractive appearance creates a positive emotional response 

from the customer, such as pleasure and excitement (Tsaur, Luoh, & Syue, 2015). 
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Furthermore, the appearance of a person is an important factor for the first impression that 

others get of that person (Byrne, London, & Reeves, 1968), judging the employee before the 

actual service is provided (Berger, et al., 1977). Sundaram and Webster (2000) argued, for 

example, that attractive service providers are perceived as more friendly, credible, empathic 

and courteous. Consequently, it can be argued that the assumed employee attributes and 

positive emotions, such as pleasure, result in the perception about the employee to be pleasant 

and enjoyable to be around. It is therefore expected that the physical attractiveness and the 

clothing of an employee are positively related to the - by the customer - perceived likeability 

of that employee.  

Trustworthiness includes both having the right intentions (Ahearne, Gruen, & Jarvis, 

1999) as well as the right knowledge (Koernig & Page, 2002) in order to provide a quality 

service. The first impression by the customer results in an opinion about the reliability and 

integrity of the FLE, thereby judging his/her intentions (making sales or helping the customer) 

(Ahearne, et al., 1999). As the appearance of the employee is important for his/her first 

impression (Byrne, London, & Reeves, 1968), customers might already form a judgement 

about the trustworthiness of the employee by looking at them. Furthermore, the appearance of 

the FLE influences the confidence of the customer about the employee possessing the 

knowledge about the product and competing products necessary to provide a service that fits 

the wants and needs of the customer (Koernig & Page, 2002). As an opinion is made about 

both the intentions and possession of knowledge based on the appearance of the employee, 

and an attractive appearance is associated with possitive attributes (Dion, Berscheid, & 

Walster, 1972), it is also expected that both the physical attractiveness and the clothing of an 

employee have a positive effect on the employee’s trustworthiness as perceived by the 

customer. 

H3: The (a) physical attractiveness and (b) clothing of the employee are positively related 

to the perceived likeability of the employee. 

H4: The (a) physical attractiveness and (b) clothing of the employee are positively related 

to the perceived trustworthiness of the employee. 

Not only does the employee's attractiveness result in a higher employee likeability and 

trustworthiness, but empathy is also expected to be related to these perceived attributes. 

Lemmink and Mattsson (2002) stated that employee behavior like empathy during the 

employee-customer interaction creates a more positive service experience, which they found 
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is positively related to employee likeability. Empathic skills enable the employee to 

understand the thoughts and concerns of the customer, and their ability to listen, sense and 

react to their thoughts and feelings makes the customer feel like the employee cares (Ahearne, 

Gruen, & Jarvis, 1999). This results in a more positive employee-customer interaction and, 

consequently, the customer feels like the employee is pleasant and enjoyable to be around. 

Therefore, it is expected that empathy is positively related to likeability. 

Furthermore, as empathic behavior shows the customer that the employee cares about 

their point of view (Ahearne, Gruen, & Jarvis, 1999), the customer is more confident that the 

employee is helping him/her instead of just trying to close a sale (Aggarwal, et al., 2005). 

Also, Clow, Tripp and Kenny (1996) showed that measures of service quality, including 

empathy, are positively related to the perceived expertise of the employee. As the employee is 

listening carefully to and understanding the customer, the customer feels like less risk is 

involved with the service, and that the employee possesses the knowledge needed to serve the 

customer. Therefore, a positive relationship between empathy and trustworthiness is expected. 

H5: The level of empathy of the employee is positively related to the employee's (a) 

likeability and (b) trustworthiness as perceived by the customer. 

 As argued before, it is found that customers who feel understood are more open and share 

more information with the employee (Meyers, 1994). First of all, for a customer to feel 

understood, trust in the employee is necessary. As customers feel that the employee has the 

right intentions when serving him/her, the customer tends to show more customer 

commitment (Sirdeshmukh, Singh, & Sabol, 2002), therewith sharing more information with 

the employee (Saxena, 2011). Furthermore, it can be argued that when the customer perceives 

the employee as having the right knowledge in order to link products to their wants and needs, 

the customer feels like the employee is able to satisfy those wants and needs once he/she is 

familiar with them. As a consequence, the customer will share more information with the 

employee (Meyers, 1994).  

 When the employee is perceived as pleasant and enjoyable to be around, making the 

customer feel at ease, it is more likely that the customer is participating in a friendly ‘chat’ 

with the employee (Butcher, Sparks, & O'Callaghan, 2002).  As this social interaction takes 

place, more topics are often discussed than just the core subject (the first reason for the 

customer to come to the store). These off-core interactions ‘deal with the customer in a warm, 
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understanding, and personable manner’ (Butcher, Sparks, & O'Callaghan, 2002, p. 504), 

resulting in more information sharing (Meyers, 1994).  

 As more information is shared - as a result of the perceived trustworthiness and likeability 

- it is expected that more customer knowledge is obtained, mediating the relationship between 

both empathy and attractiveness, and the amount of obtained customer knowledge. 

H6: The employee (a) likeability and (b) trustworthiness as perceived by the customer are 

positively related to the amount of obtained customer knowledge. 

The employee’s customer orientation can be defined as the effort an employee takes in 

discovering and understanding the wants and needs of the customer (e.g. Liao & Subramony, 

2008; Susskind, et al., 2003) and the ability of the employee to be responsive to and meet 

those wants and needs (Olsen, Witell, & Gustafsson, 2014). Employees that possess a 

customer orientation put the customer’s interests in the first place (Deshpandé, Farley, & 

Webster, 1993), above the desire to close a sale. Therefore, in order for a customer to perceive 

the employee as customer oriented, he/she needs to trust the employee in having the right 

intentions. Furthermore, in order to react correctly to the wants and needs of the customer, the 

employee should have the right knowledge about products and offerings in order to satisfy 

those requirements (Ogawa & Piller, 2006). Consequently, a positive link between the 

trustworthiness of the employee and customer orientation is expected. 

Likeability is also a positively perceived attribute of the FLE. When the customer feels 

like the employee is pleasant and enjoyable to be around, the employee is perceived as 

friendly and nice (Doney & Cannon, 1997). A friendly service provider will usually try to 

make the customer feel they have a common goal and that he/she cares about the customer 

(Chen, Shi, & Dong, 2008). Being customer oriented, the employee will put the customer's 

interest in the first place, and meeting the wants and needs of the customer is the common 

goal when providing the service. Therefore, it is expected that more likeable employees are 

evaluated by the customer as more customer orientated. 

H7: The employee (a) likeability and (b) trustworthiness as perceived by the customer is 

positively related to customer orientation. 

As the aim of a customer orientation is to discover and satisfy the wants and needs of the 

customer (Liao & Subramony, 2008; Olsen, et al., 2014), information is needed in order to 

discover their actual wants and needs (Slåtten & Mehmetoglu, 2011). Obtained knowledge 
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about the customer contains clues about their actual requirements, giving the employee the 

opportunity to discover those issues that need to be satisfied. Thereafter, the customer 

oriented employee is able to react to these requirements in the right manner. Therefore, it is 

expected that obtained customer knowledge is positively related to customer orientation. 

H8: The amount of obtained customer knowledge is positively related to customer 

orientation. 

As FLEs frequently interact with customers having different wants and needs, they might 

need to be creative in order to satisfy those needs (Wang & Netemeyer, 2004). Amabile 

(1996) argued that creativity is influenced by social and environmental factors. As the 

employee is directly interacting with the customer, first-hand customer information can be 

collected (van der Heijden, et al., 2013). Combining this new knowledge with existing 

knowledge creates new perspectives, resulting in innovative behavior (Hirst, et al., 2015; Wu, 

Parker, & de Jong, 2014). This research distinguishes two types of innovative behavior, 

namely creativity and improvisation. 

Creativity is defined as the development of novel and useful ideas for products, 

processes, services and/or procedures (Shalley, Zhou, & Oldham, 2004). Woisetschläger et al. 

(2016) argue that new ideas can arise from 'observation, direct suggestions or off-hand 

comments from customers' (Woisetschläger, et al., 2016, p. 109). This is confirmed by Van 

der Heijden et al. (2013), who show that employees who actively search for new knowledge 

develop more innovative ideas. As more knowledge about the customer is obtained and, 

therewith, more information is added to the employee's current knowledge base, the employee 

is more likely to generate more ideas for improvement (Filipe, Augusto, & Lages, 2011). It is 

therefore expected that the amount of obtained customer knowledge is positively related to the 

creativity of the employee. 

Whereas creativity develops ideas which can be worked out and used by the company, 

improvisation involves combining the development and execution into real-time actions 

(Vera, et al., 2016). The ability to improvise is 'the ability to act spontaneously in trying to 

respond to problems and opportunities in a novel way' (Vera, et al., 2016, p. 1877). In order 

to improvise, external knowledge should be gathered, as improvising means recombining real-

time information which is available at that moment (Vera & Crossan, 2005). As the FLE 

obtains more customer knowledge, the resources upon which he/she can improvise increase 

(Vera, et al., 2016), and this brings new factors (Bresman, 2010). Consequently, new and 
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existing knowledge can be combined in an improvisational proccess (Vera, et al., 2016). It is 

therefore expected that the amount of obtained customer knowledge is positively related to the 

employee's ability to improvise. 

H9: The amount of obtained customer knowledge is positively related to (a) the 

employee's creativity and (b) ability to improvise. 

An employee who is customer oriented continuously tries to adopt his/her service delivery 

in order to anticipate and meet the needs of the customer (Susskind, et al., 2003). As FLEs 

frequently interact with customers having diverse needs, the employee needs to be creative to 

discover and act upon the real needs of the customer (Wang & Netemeyer, 2004). As a 

customer oriented employee continuously wants to discover the customer's wants and needs 

(Susskind, et al., 2003), it can be argued that he/she will have the desire to read the customer's 

needs, which is defined as 'the desire to pick up on customer's verbal and non-verbal 

communication' (Conavan, Brown, & Mowen, 2004, p. 132). Being this customer focused, 

reading customer needs is found to be positively related to generating and sharing new ideas, 

as this will improve customer service (Lages & Piercy, 2012). Therefore, it is expected that an 

employee's customer orientation positively affects the development of ideas and, therewith, 

the creativity of the employee. 

Not only does customer orientation influence the employee's creativity in means of 

developing new ideas, but also his/her ability to improvise. Being customer oriented focuses 

all the attention of the employee on satisfying the diverse needs of the customer (Sousa & 

Coelho, 2011). In order to do this, creative behavior is required in order to find solutions 

(Amabile, et al., 1996). This requirement does not only increase the amount of developed 

ideas that improve the service in the long run (Sousa & Coelho, 2011), but it can also be 

argued that solutions are developed to satisfy the customer needs during the employee-

customer interaction as this is the goal of the FLE. As the needs of the customer are diverse, 

the employees must be flexible and innovative while performing their jobs (Dubinsky, et al., 

1986) in order to customize their service and satisfy the needs of each customer (Sousa & 

Coelho, 2011). Therefore, it is expected that the customer orientation of the employee is 

positively related to his/her ability to improvise. 

H10: The customer orientation of the employee is positively related to (a) the employee's 

creativity and (b) ability to improvise. 
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Many scholars have found evidence for a positive link between customer orientation and 

customer satisfaction (e.g. Susskind, et al., 2003; He, Li, & Lai, 2011). As satisfaction is an 

emotional reaction to the perceived gap between the actual service provided and prior 

expectations of that service (Oliver, 1981), the customer’s expectations should be met in order 

for a customer to be satisfied about a provided service (Grewal & Sharma, 1991). An 

employee who is customer oriented continuously tries to adjust his/her service delivery in 

order to anticipate and meet the needs of the customer (Susskind, et al., 2003). As a customer 

orientation focuses on discovering and satisfying the customer’s wants and needs, it 

emphasizes on meeting the customer’s expectations (He, Li, & Lai, 2011). Consequently, it is 

expected that customer orientation is positively related to customer satisfaction.  

H11: Customer orientation is positively related to customer satisfaction. 

Scholars have found that customer satisfaction is directly and positively related to both 

customer loyalty (e.g. Dölarslan, 2014; Stan, et al., 2013) and performance (Williams & 

Naumann, 2011). Companies try to increase customer satisfaction as it is considered to 

increase profits and positive worth-of-mouth advertisement (Lam, et al., 2004). Furthermore, 

Pandey and Devasagayam (2012) showed that customer satisfaction leads to a relationship 

with the customer, and consequently to customer loyalty (Stan, Caemmerer, & Cattan-Jallet, 

2013). NPS measures to what extent customers recommend the company in question to 

friends and family and, therewith, this is a measurement of customer loyalty. As customer 

satisfaction is found to have a positive effect on customer loyalty, it is expected that it is also 

positively related to the NPS. 

It was also found that customer satisfaction results in a higher financial performance of all 

types. Williams and Naumann (2011) linked customer satisfaction with firm revenue, whereas 

Gruca and Rego (2005) linked it to shareholder value through measurement of the cash flow. 

Another financial performance measurement is the amount of sales done in a store. Gómez et 

al. (2004) decomposed overall satisfaction into customer service, quality, and value. They 

argued that an increase in either one of these components increases the amount of sales made 

by employees. Therefore, it is expected that an increase in customer satisfaction results in an 

increase in sales. 

H12: Customer satisfaction is positively related to (a) NPS and (b) sales. 
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As argued before, innovative behavior might be necessary when satisfying customer 

needs, as these needs can be highly diverse nowadays (Wang & Netemeyer, 2004). Both 

improvisation (e.g. Vera, et al., 2016) and creativity (e.g. Shalley, Zhou, & Oldham, 2004) are 

recognized as innovative behavior when it comes to FLEs. This behavior often results in an 

increase in service quality as both improvisation (Coelho & Henseler, 2012) and creativity 

(Shin, Hur, & Oh, 2015)  tend to improve procedures or processes. The improved service is 

found to result in the enhancement of customer loyalty (Gremler & Gwinner, 2000). The 

social exchange theory states that customers are loyal to a firm, as long as the current offer is 

more attractive than alternative offers with more than the transfer costs (Thibaut & Kelley, 

1959). As creativity and improvisation tend to improve the customer service, the transfer costs 

increase and the attraction of alternative offers decreases (Coelho & Henseler, 2012). It is 

therefore expected that both creativity and improvisation are positively related to NPS, as this 

is a measure of customer loyalty. 

Not only are creativity and improvisation expected to have a positive influence on NPS, 

but Rego et al. (2014) also find a positive relationship between innovative behavior and sales. 

As improvisation and the development of innovative ideas provide the customer with a better 

experience (Merlo, et al., 2006), as it enables employees to respond to shifting and diverse 

customer needs, customers tend to buy more (Rego, et al., 2014). Employees who are able to 

improvise are more likely to think about their products/services from different viewpoints and 

therefore talk their customers into a sale more easily, as they can point out more benefits of 

the product or service (Martinaityte & Sacramento, 2012). Similar results are found by Wang 

and Netemeyer (2004), who found a positive relationship between creativity and sales 

performance. They argue that creativity enables the employee to view the needs of the 

customer from different perspectives and help him/her in an unexpected way, which helps the 

employee to complete the sale. It is therefore expected that both improvisation and creativity 

are positively related to sales. 

H13: The employee's creativity is positively related to (a) NPS and (b) sales.  

H14: The employee's ability to improvise is positively related to (a) NPS and (b) sales. 
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3. Methodology 

This chapter describes how the research was conducted. First, the research setting and 

collected sample are described. Secondly, the data collection is discussed, explaining the 

collection method.  Last, the measurement of the different variables is outlined, discussing the 

scales and items of the measured variables. 

3.1.  Research Setting 

As stated before, the research was conducted at the company KPN. KPN offers different 

brands, of which just one was taken into account, namely KPN. The other brands of the 

company (XS4ALL, Telfort, Simyo and iBasis) were not within the scope of this thesis. KPN 

is not only the company name, but also the main brand of the company. The other four brands 

target different customer groups (e.g. budget market, highest quality), or do not offer fixed 

and mobile telephone- and TV services. KPN is positioned as the market leader by making 

quality available for everyone and offers a full range of products. The brand was used as field 

site for this study, as it has physical stores where research can be done on FLEs and their 

interaction with customers. Therewith, all employees in a store were taken into account, 

regardless of their gender, age, origin or residence. By focusing on one brand, several 

extraneous, uncontrollable variables are (partly) controlled (Prentice & King, 2011), such as 

brand goals and type of customer. Furthermore, since KPN is renewing their stores, three 

types of stores can be distinguished, namely 1.0 stores, 2.0 stores (the renewed 1.0 stores), 

and KPN XL stores. Only 1.0 stores were taken into account. The 2.0 stores have a totally 

different exterior than the 1.0 stores, targeting the customer experience, which might have an 

influence on the results of the research. Furthermore, the employees in these renewed stores 

participated in intensive courses targeting their empathic skills, which again might have an 

influence on the results. The KPN XL stores were also out of scope, since they mainly target 

the business customers, and have several extra facilities (such as relaxing waiting spaces and 

the ability to offer coffee) which might have an unwanted influence on the research results. 

As data was collected in the KPN stores, cooperation by the employees was needed. In 

order to get the required cooperation, the researcher attended three RBT (Regional Business 

Team) meetings, which are meetings with the region managers and the store managers of the 

particular region. During the meetings, the project was pitched, creating an understanding of 

the research and required actions. Almost all required stores agreed to cooperate during the 

project, creating a total of 24 participating stores. An overview of these stores can be found in 



19 
 

Appendix 7.1. Visiting these stores resulted in a sample of 507 customers ([11;36], µ = 21 per 

store) and 77 employees ([2;6], µ = 3 per store). After deleting the responses with missing 

data, a customer sample of 504 and employee sample of 77 were usable for the analysis. The 

characteristics of the respondents are reported in Table 2. The average age of the customers 

visiting the KPN stores is relatively high, as 31.5% of the customers is 60 years or older. This 

conforms with the impression of the employee that mostly older people visit the stores. 

Table 2 - Sample characteristics 

Variable Sample 1 

Customers 

N = 504 

Sample 2 

Employees 

N = 77 

Age (percentage)   

   < 20 3.8 - 

   20-30 16.7 58.4 

   30-40 10.9 24.7 

   40-50 17.5 11.7 

   50-60 19.6 3.9 

   60+ 31.5 1.3 

Gender (percentage)   

   Male 54.4 72.7 

   Female 45.6 27.3 

Type of Clothing (percentage)   

   Company Clothing 52 51.9 

   Own Clothing 48 48.1 

Level of Education (percentage)   

   Primary School 2.8 - 

   High School 13.7 5.2 

   MBO 39.1 39.0 

   HBO 32.1 51.9 

   University 11.1 3.9 

   PhD 1.2 - 

 

3.2. Data Collection 

As can be seen in the model (Figure 2), data was collected on two different levels. First of 

all, at an individual level from a customer perspective. Second, data was gathered from an 

employee perspective in order to aggregate data to a unit level, to obtain results from a 

different view and to be able to link to company records, which are measured on the unit 

level. 

3.2.1. Customer Data 

Since some of the variables are customer perceptions (e.g. Likeability, Trustworthiness, 

Attractiveness), first of all, data was gathered from a customer perspective. In order to get this 

data, customers were asked to fill in a survey about their visit to the KPN store. The 

researcher was present in the store herself, asking the customer to fill in the survey right after 
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the visit. In this way, the amount of data per time slot was maximized, in comparison with 

digitally sending the survey to the customers afterwards. During a period of five weeks, the 

researcher visited one store per day, maximizing the number of stores taken into account 

during the project. This was done in order to increase the number of stores for the analysis on 

unit level, which will be discussed in more detail in the next sub-chapter.  

In order to measure the effect of company clothing on the attractiveness of the employee, 

the stores that participated in the research were divided in half: the first half of the store 

employees was wearing KPN company clothing, as the second half of the store employees 

was wearing clothing of their own choice. To exclude some extraneous, uncontrollable 

variables that might influence the results, the stores were not split geographically, but in such 

a way that the samples are as comparable as possible (type of location, current NPS, etc.). The 

distribution can be found in Appendix 7.1. 

As a large number of surveys were collected, iPads were used for letting the customer fill 

in the survey digitally. This method of data collection comes with two advantages. First, in 

this way the data was processed automatically, saving time for the researcher in comparison 

with manually processing the data. Secondly, since customers were answering questions about 

the employees walking around in the same store, the iPad gave them some privacy, not giving 

the researcher or employee the opportunity to view their answers. This reassured the 

anonymity of their answers. 

3.2.2. Employee Survey 

Besides the data gathered from the customers, data from employees was collected. This 

data was used to do a unit analysis, which creates two opportunities for the researcher. First of 

all, a different view can be created as variables like Empathy and obtained Customer 

Knowledge can be measured from an employee perspective. Secondly, as company records - 

like NPS and sales figures - are measured on store level, aggregating data to store level 

enables the researcher to link the gathered data to company records. In order to gather data 

about - among others, Empathy and obtained Customer Knowledge - from an employee 

perspective, the employees of the participating stores were asked to fill in a survey. As 

employee data is gathered from 23 stores, the unit analysis is exploratory. 

3.3.  Measurement 

All variables were measured by several items, in order to create a measurement scale per 

variable. To decide on the used items, existing scales were studied in order to increase the 
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validity, and were adjusted in line with this research. However, two of the constructs to be 

measured were not available in the literature, namely Customer Knowledge and Clothing. In 

order to develop a measurement scale for Customer Knowledge, a shortened version of the 

method of Churchill (1979) was used. After specifying the construct, a sample of eleven items 

was generated, which can be found in Appendix 7.2. The items were generated by the 

researcher, together with a person who was a FLE himself in a Telecom store first and now 

works at KPN. The next step in the approach of Churchill (1979) is to collect data on all the 

generated items. Answers were collected from 37 respondents. This data was then used to see 

which items measure the construct best and to decrease the number of items used for the 

measurement scale. This was done by first calculating the Cronbach's Alpha for the scale 

existing out of the total of items. Next, the items were deleted from the scale one by one, 

decreasing the number of items and increasing the Cronbach's Alpha. This process can be 

found in Appendix 7.3. The result was a measurement scale of four items for Customer 

Knowledge. The construct Clothing was developed in accordance with two others: one did his 

masters in the Dutch language and the other person has a lot of experience in doing scientific 

research in the field of services. The items used for the other constructs were also fine-tuned - 

in collaboration with the same two people. The questions were developed in English and 

translated to Dutch afterwards. In order to measure the same items in Dutch as the original 

English formulations, the questions were translated to Dutch by the researcher, in 

collaboration with the same people who helped with the development of the scales. This was 

done to make sure that the meaning of the question was not affected by of the translation. The 

original items and their translations can be found in Appendix 7.4 (customer survey) and 

Appendix 7.5 (employee survey). 

3.3.1. Item selection 

During the validation process, some items (as presented in Appendix 7.4 and Appendix 

7.5) were deleted, as they failed to meet validity and reliability measures of the individual 

items or measurement scales. This sub-chapter describes the process of the first item selection 

of the data.  

3.3.1.1. Customer Data 

First, the Cronbach's Alpha for the different variables was calculated, which can be found 

in Appendix 7.6. When calculating these reliability scores, the 'Corrected Item - Total 

Correlation' was checked, as this is an indication whether an item is measuring the same 

construct as the other items. When the correlation coefficient is below 0.3, a researcher might 
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want to consider deleting this item (Laerd Statistics, 2015). Based on the Corrected Item - 

Total Correlation, three items were of concern, namely AttractivenessQ3reverse, 

TrustworthinessQ4 and TrustworthinessQ3reverse, as they had values below 0.3. Also, 

deleting the items would increase the Cronbach's Alpha with more than 0.2, resulting in a 

Cronbach's Alpha above 0.7. Therefore, these three items were deleted. Another item of 

concern was LikeabilityQ4. It was noticed during the data collection that this question was 

misunderstood by a lot of customers and the Cronbach's Alpha showed a large increase when 

this item would be deleted. However, since no measures failed to reach the minimum value 

(Cronbach's Alpha > 0.7, Corrected Item - Total Correlation > 0.3) the item was not yet 

deleted. 

Secondly, an Exploratory Factor Analysis (EFA) was performed on the customer data. As 

the EFA assumes that the number of variables is not known yet, it will calculate how many 

factors are needed and how much each item weighs on each of those factors (Preacher, et al., 

2013). Since it was known how many variables were measured through the data, this number 

of variables was forced (i.e. nine variables). The results of this forced EFA can be found in 

Appendix 7.7. LikeabilityQ4 was troubling again, since it was the only item weighing on the 

eighth factor. A quick test in AMOS through a Confirmatory Factor Analysis (CFA) also 

showed an increase in model fit when LikeabilityQ4 is excluded from the analysis (see Table 

3). Therefore, it was decided to delete this item. 

Table 3 - The model fit with and without LikeabilityQ4 

Model X2 Df X2/df GFI CFI TLI NFI RMSEA 

With 1174.889 558 2.106 .883 .952 .946 .913 .047 
Without 1084.494 524 2.070 .890 .956 .950 .918 .046 

 

Another EFA was performed to see the suggested distribution of items since the only item 

of factor eight was deleted. This EFA can be found in Appendix 7.8. Three variables showed 

inconsistency with the proposed item scales, namely Likeability, Trustworthiness and 

Empathy. The EFA proposed to combine the Likeability and Trustworthiness items within one 

scale and to split the Empathy items in two. As the EFA assumes that the number of variables 

is not known, a CFA was performed in order to test whether the EFA results should be taken 

into account. 

Performing the CFA, several models were tested, based on the results of the EFA. Model 

1 tested the variables as initially proposed (see Appendix 7.4). Model 2 kept the Likeability 
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and Trustworthiness items separated, but split the Empathy items in two, as proposed by the 

EFA (Empathize - EmpathyQ3, EmpathyQ4, EmpathyQ5; and Customer Needs - EmpathyQ1, 

EmpathyQ2). Model 3 combined the Likeability and Trustworthiness items, but kept the 

Empathy items as one. Model 4 tested the items as proposed by the EFA. The model fit of the 

different models can be found in Table 4. Although each model showed significant factor 

loadings above 0.5, Table 5 shows the factor loadings below 0.7, as they will be used when 

comparing the different models.  

Table 4 - The model fit measures of the different models (customer data) 

Model X2 Df X2/df GFI CFI TLI NFI RMSEA 

1 1084.494 524 2.070 .890 .956 .950 .918 .046 

2 1061.400 515 2.061 .892 .957 .950 .920 .046 

3 1255.229 532 2.359 .874 .943 .936 .906 .052 

4 1234.179 524 2.355 .876 .944 .937 .907 .052 

5 983.393 459 2.142 .893 .958 .951 .924 .048 

Table 5 - The factor loadings below 0.7 of different models (customer data) 

Item Model 1 Model 2 Model 3 Model4 Model 5 

EmpathyQ2 .539 .632 .539 .633  

EmpathyQ1 .524 .615 .524 .614  

InformationQ5 .632 .632 .632 .632 .632 

InformationQ4 .609 .610 .610 .610 .609 

InformationQ3 .682 .682 .682 .682 .634 

TrustworthinessQ5 .634 .633 .633 .578 .634 

TrustworthinessQ2   .698 .698  

TrustworthinessQ1   .691 .691  

CustomerOrientationQ3 .664 .664 .665 .665 .664 

 

As Table 4 and Table 5 show, Model 3 and Model 4 had the lowest model fit and factor 

loadings. Therefore, it was decided to keep the Likeability and Trustworthiness items 

separated in two different variables. Looking at Model 1 and Model 2, Model 2 had the best 

model fit and factor loadings. However, two problems occurred here. First, in the opinion of 

the researcher, the face validity decreases when the Empathy items are split in two. Secondly, 

splitting the Empathy items into two variables (Empathize and Customer Needs) resulted in 

the variable Customer Needs to fail in reaching the minimum value of the Cronbach's Alpha 

and Composite Reliability measures (see Table 6). Therefore, Model 5 was introduced, 

keeping Likeability and Trustworthiness as separate variables and measuring one Empathy 

variable through three items, deleting EmpathyQ1 and EmpathyQ2. The model fit and factor 

loadings below 0.7 can also be found in Table 4 and Table 5 respectively. As these results 

showed the best model fit and factor loadings, it was decided to delete EmpathyQ1 and 

EmpathyQ2 from the final model. The variables are described in the sub-chapter 3.3.2. 
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Table 6 - The Cronbach's Alpha and Composite Reliability of different models (customer data) 

Model Cronbach's Alpha Composite Reliability (AMOS) 

1 0.821 0.842 

2 CN = 0.550 

Empathize = 0.867 

CN = 0.560 

Empathize = 0.872 

5 0.867 0.872 

 

3.3.1.2. Employee Data 

The process of the first item selection of the employee data was similar to the process 

described for the customer data in section 3.3.1.1. 

First, the Cronbach's Alpha was calculated, which can be found in Appendix 7.6 (Table 

29). The only construct without a Cronbach's Alpha above 0.7 was Empathy. With a 

Corrected item - Total correlation of .035, EmpathyQ2 was deleted from the construct, 

increasing the Cronbach's Alpha to .602. No other items had values below 0.3 on the 

Corrected item - Total correlation measure. Also, deleting more questions did not increase the 

Cronbach's Alpha enough to reach 0.7. Therefore, it was decided to accept the value of .602. 

Secondly, an EFA was performed, of which the results can be found in Appendix 7.9. A 

similar pattern was found as with the customer data: the EFA suggests to combine 

Agreeableness and Conscientiousness and to split Empathy and Customer Knowledge into 

three factors, of which one exists both out of Empathy and Customer Knowledge items. As the 

EFA assumes that the number of variables is not known, a CFA was performed in order to test 

whether the EFA results should be taken into account. 

Performing the CFA, several models were tested, based on the results of the EFA. Model 

1 tested the variables as initially proposed (see Appendix 7.5). Model 2 kept the 

Agreeableness and Conscientiousness items separated, but has three factors created from the 

Empathy and Customer Knowledge items, as proposed by the EFA (Customer Knowledge - 

CustKnowQ3, CustKnowQ4, CustKnowQ5; Empathy - EmpathyQ4, EmpathyQ5; 

Acquaintance - CustKnowQ1, CustKnowQ2, EmpathyQ1, EmpathyQ3). Model 3 combined 

the Agreeableness and Conscientiousness items, but kept the Empathy and Customer 

Knowledge items as initially proposed. Finally, Model 4 tested the items as proposed by the 

EFA. The model fit of the different models can be found in Table 7. Table 8 shows the items 

that have a factor loading below 0.7, as they will be used to compare the models. As Table 7 

and Table 8 show, Model 3 and Model 4 had the lowest model fit and factor loadings. 

Therefore, it was decided to keep the Agreeableness and Conscientiousness items separated in 
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two different variables. Looking at Model 1 and Model 2, both models have a similar model 

fit. However - taking the factor loadings into account - Model 2 would be better, since all its 

factor loadings exceed the minimum value of 0.5, while Model 1 still has factor loadings 

below 0.5. However, combining items of Empathy and Customer Knowledge within one 

factor creates a problem for face validity, as these two variables are two very different 

constructs: one is an employee behavior, while the other is a preferred result of the employee-

customer interaction. As a result, one more model (Model 5) was tested, leaving the model as 

was initially proposed, but deleting EmpathyQ4 and EmpathyQ5, as they seem to be the 

problem of Model 1. The model fit and factor loadings below 0.7 can also be found in Table 7 

and Table 8 respectively. As these results showed the best model fit and similar factor 

loadings as Model 2, it was decided to delete EmpathyQ4 and EmpathyQ5 from the final 

model. The variables are described in the next sub-chapter. 

Table 7 - The model fit measures of the different models (employee data) 

Model X2 Df X2/df GFI CFI TLI NFI RMSEA 

1 463.266 303 1.529 .714 .876 .857 .719 .083 

2 459.656 296 1.553 .721 .874 .850 .721 .085 

3 556.166 309 1.800 .651 .810 .784 .663 .103 

4 555.844 303 1.834 .654 .805 .774 .663 .105 

5 368.056 254 1.449 .744 .908 .891 .760 .077 

Table 8 - The factor loadings below 0.7 of different models (employee data) 

Item 

Model 1 Model 2 Model 3 Model 4 Model 5 

CustKnowQ5 .534 .606 .540 .609 .528 

CustKnowQ4 .617 .693 .623 .696 .599 

CustKnowQ3 .681  .692  .671 

CustKnowQ1 .641  .631  .644 

EmpathyQ5 .417 .524 .424 .538  

EmpathyQ4 .371 .612 .377 .597  

EmpathyQ3 .694 .518 .694 .515 .663 

EmpathyQ1  .561  .557  

CreativityQ1 .644 .655 .648 .660 .644 

ConscientiousnessQ1   .653 .698  

ConscientiousnessQ4    .654 

 

3.3.2. Final item scales 

The first item selection was done based on model fit and factor loadings, as described in 

3.3.1. However, the item selection was finished with validity and reliability tests. Although 

this second process will be described in chapter 4.1.1 and 4.2.1 for the customer and 

employee data respectively, this sub-chapter describes the final variables as used during the 

analysis. 
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Attractiveness measures the appearance of the employee as perceived by the customer and 

thereby represents AL. The variable was measured through three items, adopted from 

Ahearne, Gruen, and Jarvis (1999). Empathy represents EL of the employee and was 

measured through three items, as adopted from Stock and Hoyer (2005). Five items were used 

to measure the variable Customer Knowledge, which is the amount of obtained knowledge 

about the customer during the employee-customer interaction. No similar measurements were 

found for this variable. Therefore, the scale was developed by the researcher herself, as 

described in chapter 3.3. The fourth variable is the Likeability of the employee as perceived 

by the customer. This variable was measured by four items, adopted from Ahearne, Gruen, 

and Jarvis (1999). The next variable, Trustworthiness, was adopted from the same authors, 

and represents the level of trust that customers put in the employee, measured by two items. 

Next, Customer Orientation measures the amount of effort that the employee spends to 

discover and act on the wants and needs of the customer by three items, as proposed by 

Wieseke, Geigenmüller, and Kraus (2012). Satisfaction includes to what extent the customer 

is satisfied with the provided service. This variable was measured by three items, similar to 

the measurement of Gustafsson, Johnson, and Roos (2005). Last, Clothing was measured to 

be able to do a manipulation check. This variable represents the attractiveness of the clothing 

of the employee as perceived by the customer and was measured by four items, which were 

developed as described in chapter 3.3. All measurements used a Likert scale, that ranged from 

'strongly disagree' to 'strongly agree'. In order to keep the attention of the respondent, a 

variation in length was applied. A 5-point Likert scale was used for Likeability and 

Trustworthiness, whereas Satisfaction used a 9-point Likert scale. The other variables used a 

7-point Likert scale. 

Next to the variables needed for testing the hypotheses, some control variables were also 

measured. The customer was asked to answer questions about their age, gender, reason for 

visiting, the gender of the employee, level of education and whether they actually purchased a 

product. Furthermore, the customer's level of Extraversion was measured by a four items 

scale adopted from Saucier (1994). Here, a 10-point Likert scale was used, low scores 

indicating high levels of extraversion and high scores indicating high levels of introversion. A 

complete list of all items and their properties can be found in Appendix 7.10. 

The survey of the employee measured three variables similar to those of the customer. 

First, Empathy was measured by two items adopted from Stock and Hoyer (2005). Secondly, 

the amount of gathered Customer Knowledge as perceived by the employee was measured. 



27 
 

Three items were used for this variable, which were developed as described in chapter 3.3. 

Last, the employee's Customer Orientation as perceived by the employee his-/herself was 

measured by a four-item scale, as used by Wieseke, Geigenmüller, and Kraus (2012). For all 

items, a 7-point Likert scale was used, ranging from 'strongly disagree' to 'strongly agree'. 

Additionally, two item scales represented the innovative behavior of the employee, namely 

Improvisation and Creativity. Improvisation - which is the ability of the employee to merge 

the design and execution of a new service in a real-time action (Vera, et al., 2016) - was 

measured by a three-item measure, as used by Vera et al. (2016). Furthermore, two items 

formed the scale of the Creativity of the employee. Both improvisation and creativity used a 

9-point Likert scale, ranging from 'strongly disagree' to 'strongly agree'. 

The control variables measured in the employee survey were age, gender and level of 

education. Next to this, two Big-Five personality measures were used, namely Agreeableness 

and Conscientious. Agreeableness and Conscientious were both measured by four items, 

adopted from Saucier (1994), using a 10-point Likert scale. Low scores indicated high levels 

of agreeableness and conscientiousness, whereas high scores indicated low levels of both 

personality traits. All items of the employee survey and their characteristics can be found in 

Appendix 7.11. 
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4. Results 

This chapter gives an overview of the results from the data analyses performed in SPSS. 

The results of the customer analysis and unit analysis are separated in different sub-chapters 

as the unit analysis is exploratory.  

This chapter will refer to two different types of research methods, namely Structural 

Equation Modelling (SEM) and Multiple Regression (MR). SEM was used for the validation 

process, whereas MR was used for the data analysis. Although SEM is a flexible method 

having several possible advantages over MR (Alavifar, Karimimalayer, & Anuar, 2012; 

Nachtigall, et al., 2003), using SEM should be carefully considered. SEM knows its own 

complexity and many pitfalls exist for unexperienced users (Nachtigall, et al., 2003). The 

researcher has no experience at all with SEM and the main purpose of MR is to evaluate 

(linear) relationships between constructs (Tabachnick & Fidell, 2007) - which is the aim of 

this research. Therewith, SEM requires extensive sample sizes (Nachtigall, et al., 2003), not 

giving the opportunity to explore the employee data with an exploratory unit analysis. 

Therefore, it was decided to use MR (SPSS) for the data analyses. That having said, as item 

scales were developed for the different constructs, CFA was required for the validation 

process. Furthermore, as the data could suffer from Common Method Bias (CMB), a latent 

factor test needed to be performed in order to correct the data when needed. Therefore, SEM 

was needed during the validation process as SPSS is not able to perform any of these two 

actions. This resulted in the usage of both SEM and MR during this research. 

4.1. Customer Analysis 

Before the hypotheses were tested, a MANOVA with the customer data was done in order 

to investigate whether there are differences in variables between the different stores. The 

stores are coded from 1 to 24 in order to keep their anonymity. The mean and standard 

variance of the variables per store can be found in Appendix 7.13. The variables were found 

to be statistically significant different between the stores, F(207, 3992) = 1.363, p = 0.001; 

Wilk's Λ = .563;  partial η2 = .062. Consequently, an ANOVA-test was conducted per 

variable to see which variables were significantly different between stores. Three variables 

were found significant different, namely Customer Orientation (F(23,480) = 1.915, p = .007; 

partial η2 = .084), Empathy (F(23,480) = 2.007, p = .004; partial η2 = .088) and 

Attractiveness (F(23,480) = 1.679, p = .026; partial η2 = .074). Thereafter, the Tukey post-hoc 

test showed the following results. There was a decrease in Customer Orientation from 3.7 +/- 
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0.4 in Store14 to 2.9 +/- 1.0 in Store12; A decrease of 0.8 (95% CI, -1.58 to -0.01), which was 

statistically significant (p = .042). Furthermore, a significantly decrease in Empathy was 

shown between Store23 and Store6 (decrease = 1.12, 95% CI (-2.16; -0.09), p = 0.018), 

between Store23 and Store15 (decrease = 1.27, 95% CI (-2.30; -0.25), p = 0.002), and 

between Store23 and Store20 (decrease = 1.25, 95% CI (-2.45; -0.05), p = 0.031. Although 

the MANOVA showed a significant difference of Attractiveness between stores, the post-hoc 

test did not show any significant results. 

4.1.1. Validity and Reliability 

Several measures were used in order to assess the validity and reliability. The measures 

were calculated with CFA in Amos, including the items of the control variable Extraversion 

and the manipulation check items (Clothing). As a result of violating the Discriminant 

Validity measures (MSV > AVE, AVE
2
 < Inter-Construct Correlation), two more items were 

deleted from the measurement scales, namely TrustworthinessQ5 and CustOrienQ3. The 

reliability measures of the remaining constructs can be found in Table 34 (Appendix 7.10), 

whereas the validity measures can be found in Table 9. Individual item reliabilities all had 

values a lot larger than 0.5, which is the suggested minimum for item reliabilities (Anderson 

& Gerbing, 1988) and the composite reliabilities all meet the minimum value of 0.7 

(Nunnally, 1978). Furthermore, the AVE (Average Variance Extracted) exceeded 0.5 for 

every measurement scale, which is the minimum value for AVE (Baumgartner & Homburg, 

1996). The values in Table 9 show that the proposed model is valid. The AVE was higher 

than both MSV (Maximum Shared Variance) and ASV (Average Shared Variance). Also, the 

squared AVE was higher than any other correlation in the matrix. 

Table 9 - Validity measurements of the item scales (customer data) 

 AVE MSV ASV Attrac. Cloth. Emp. Cust. 

Know. 

Extrav. Like. Trust. Cust. 

Orien. 

Satis. 

Attractive-

ness 

0,792 0,425 0,199 (0,890)         

Clothing 0,749 0,425 0,191 0,652 (0,866)        

Empathy 0,695 0,585 0,320 0,491 0,478 (0,833)       

Customer 

Knowledge 

0,544 0,147 0,089 0,295 0,33 0,383 (0,738)      

Extraversion 0,701 0,008 0,003 0,006 0,003 -0,033 0,088 (0,837)     

Likeability 0,750 0,610 0,339 0,54 0,526 0,722 0,341 -0,047 (0,866)    

Trustworthi-

ness 

0,703 0,610 0,265 0,359 0,359 0,623 0,243 -0,049 0,781 (0,839)   

Customer 

Orientation 

0,697 0,642 0,337 0,472 0,443 0,765 0,327 -0,044 0,688 0,682 (0,835)  

Satisfaction 0,761 0,642 0,285 0,442 0,404 0,667 0,279 -0,068 0,646 0,582 0,801 (0,872) 

1 The diagonal is the square of AVE.  



30 
 

As the variables were only evaluated by customers, Common Method Bias (CMB) was 

expected (Weijters, Schillewaert, & Geuens, 2008). A latent factor test was conducted in 

Amos in order to test whether the data suffered from CMB. As the factor loadings of several 

items differed more than .2 between the model with and without latent factor, it was 

concluded that the data suffered from CMB. In order to deal with the CMB, the Common 

Latent Factor has to be retained. The standard estimates of the model with the Common 

Latent Factor are lower, because some of the variance that they explained before is now 

explained by that Common Latent Factor. Amos provides a 'data imputation' function which 

uses the standard estimates of the model with the Common Latent Factor in order to create 

new composites. It therewith corrects the data as it partials out the variance that is actually 

explained by the method. This CMB-corrected data is used for further analyses. The overall 

fit statistics, after CMB correction, showed a good fit: X
2
 (397) = 826.1, CFI = .96, TLI = .96, 

RMSEA = .046.  

Table 9 shows high correlations between the different constructs. Therefore, the Variable 

Inflation Factors (VIF's) of the constructs were calculated in order to see whether multi-

collinearity could be problematic. The values can be found in Appendix 7.12. The highest VIF 

values were found with Customer Orientation (2.848 < VIF < 4.5). Although these values 

indicate some level of multi-collinearity, they are far below 10, which is the point where the 

multi-collinearity becomes problematic (Chatterjee & Hadi, 2012). Therefore, the VIFs 

indicate that multi-collinearity will not be a problem during the analysis. 

4.1.2. Hypothesis Testing 

Before testing the hypotheses, an ANOVA was performed to test whether company 

clothing and the employee's clothing of own choice were evaluated statistically different by 

the customer. No statistically significant differences in the attractiveness of the employee's 

Clothing as evaluated by the customer were found between company clothing and an 

employee's own choice of clothing, F(1,502) < 0.000, p = 0.984.  

Two models were created and tested during the analyses. Model 1 included all 

hypothesized and control variables. Model 2 extended Model 1 by adding moderators. To test 

the hypotheses, MR was used, of which an overview of the results can be found in Table 10. 

The first hypothesis expected that the level of employee physical Attractiveness (Hypothesis 

1a) and the attractiveness of the employee's Clothing (Hypothesis 1b) are positively related to 

the amount of obtained Customer Knowledge. The results were insignificant (p = .547 and p = 
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.118 respectively), thereby rejecting both Hypothesis 1a and Hypothesis 1b. Hypothesis 2, on 

the other hand was highly significant (p < .0005), accepting the expectation that the empathic 

skills of an employee - as perceived by the customer - are positively related to the amount of 

obtained Customer Knowledge. Hypothesis 3 stated that a more attractive employee 

(Hypothesis 3a) and an employee wearing more attractive clothing (Hypothesis 3b) are more 

liked by the customer. Both Hypothesis 3a and Hypothesis 3b were found to be significant (p 

= .019 and p = .002 respectively) and were accepted. The physical Attractiveness (Hypothesis 

4a) and the attractiveness of the employee's Clothing (Hypothesis 4b) were also expected to 

be positively related to the Trustworthiness of the employee as perceived by the customer. 

Although the results showed insignificant results for Hypothesis 4a, thereby rejecting the 

hypothesis (p = .197), the link between the employee's Clothing and Trustworthiness was 

found to be significant (p = .012). However, in contrast to the expected positive relationship, 

Clothing and Trustworthiness were found to be negatively related, thereby rejecting 

Hypothesis 4b. Hypothesis 5a, expecting a positive link between Empathy and Likeability, and 

Hypothesis 5b, expecting a positive link between Empathy and Trustworthiness, were both 

accepted with a p-value < .0005. Furthermore, it was expected that an employee more liked 

by the customer obtains more Customer Knowledge. The analysis showed an insignificant 

result (p = .596), therewith rejecting Hypothesis 6a. Also Hypothesis 6b, which expected a 

positive relationship between level of trust placed in the employee by the customer and the 

amount of obtained Customer Knowledge, was found to be significant (p = .010). However, as 

a positive relationship was expected, but a negative relationship was found, Hypothesis 6b 

was also rejected. Hypotheses 7a and 7b argued that the more an employee is liked and trusted 

by the customer, the more the employee is perceived as customer oriented. With the highly 

significant results for both hypotheses (p < .0005), both Hypothesis 7a and Hypothesis 7b 

were accepted. Furthermore, it was expected that the amount of obtained Customer 

Knowledge is positively related with the Customer Orientation as perceived by the customer 

(Hypothesis 8). Also this hypothesis was accepted with a significance level of p < .0005. 

Hypothesis 11 argued that the employee's Customer Orientation positively predicts the level 

of service Satisfaction of the customer. This link was found highly significant (p < .0005), 

thereby accepting Hypothesis 11. 

As described at the beginning of Chapter 4, a MANOVA revealed that some of the stores 

differed significantly in Customer Orientation and Empathy. In order to see whether these 

differences have an effect on the hypotheses tested, another multiple regression analysis  
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Table 10 - The results of the multiple regression at customer level 

 Customer 

Knowledge 

Likeability Trustworthiness Customer 

Orientation 

Satisfaction 

MODEL 1           

 B1 P-value B1 P-value B1 P-value B1 P-value B1 P-value 

Attractiveness .089 .547 .255 .019 .150 .197     

Clothing .086 .118 .121 .002 -.107 .012     

Empathy .326 .000 .384 .000 .323 .000     

Likeability .033 .596   .311 .000 .293 .000   

Trustworthiness -.151 .010 .275 .000   .483 .000   

Customer Knowledge       .187 .000   

Customer Orientation         .804 .000 

           

Control variables           

Extraversion .020 .681 -.157 .000 -.343 .000 .128 .001 -.015 .578 

Attractiveness^2 -.020 .895 -.128 .251 -.397 .001     

Age -.077 .085 .032 .332 .080 .022 .107 .001 .021 .435 

Education -.113 .009 .003 .918 -.099 .003 .027 .414 .050 .058 

GenderCust .033 .466 -.008 .799 .034 .333 -.078 .027 -.026 .363 

GenderSimilarity .047 .289 -.013 .697 -.004 .906 -.022 .531 .037 .168 

ClothingType .040 .335 .028 .357 -.027 .401 .011 .729 -.004 .868 

ReasonPurchase .254 .000 -.002 .968 -.029 .588 -.089 .098 .028 .511 

ReasonComplaint .065 .292 -.109 .015 .020 .683 .022 .640 -.095 .014 

ReasonOrientation .208 .001 -.002 .957 -.055 .256 -.085 .083 -.059 .129 

           

R2 .197  .566  .508  .506  .674  

Adjusted R2  .172  .553  .494  .494  .667  

           

MODEL 2 
*           

           

Moderators           

Attrac_x_GenderCust     .091 .116     

Cloth_x_Age     .086 .010     

Cloth_x_GenderCust     .085 .136     

Cloth_x_Purchase .163 .005         

           

R2 .209    .525      

Adjusted R2  .183    .508      
1 B is the standardized beta coefficient. 

* Only the significant moderators are shown in this table. Many more were tested individually, but all found insignificant. 

The R2 and Adjusted R2 represent the model including only the moderators which were found significant when tested 

individually. 

(Model 1) is performed on data without the six outliers (Store6, Store12, Store14, Store15, 

Store20 and Store 23). Deleting the data of the six stores results in a sample of N = 391. De 

results can be found in Appendix 7.14. Running the analysis with the reduced data only 

changed the results of two hypothesis tests, namely the link between Trustworthiness and 



33 
 

Customer Knowledge, which became insignificant (p = .103) and the link between 

Attractiveness and Likeability, which also became insignificant (p = .063). 

Furthermore, it was found during the process that adding the control variable Duration to 

the model changed the significance of the hypothesized variable Trustworthiness from 

significant to insignificant in its relationship with Customer Knowledge. Duration was added 

to the customer survey later in the process, resulting in missing data. As a result, performing 

the analyses with Duration uses a sample of N = 321, deleting 183 customer responses of nine 

stores. It is argued that larger data sets are more reliable than smaller data sets are, especially 

when more variables are used. It is, therefore, decided to not include Duration as a control 

variable in the analysis and base the hypothesis on the results as shown in Table 10. 

4.1.3. Extra (Moderator) Analysis 

Next to the hypothesized variables, Model 1 also tested the influence of control variables, 

of which the results can be found in Table 10. As Age and Education are ordinal scales, a 

higher score makes sense as it represents a higher level (higher age, longer duration or higher 

levels of education). Therefore, these variables were added as ordinal scales in the analysis. 

Furthermore, dummy variables were created for the gender of the customer, gender similarity 

between employee and customer, type of clothing and reason to visit the store. Several control 

variables explained (part of) the amount of obtained Customer Knowledge. When customers 

visited the store with the idea to make a purchase or to gather information, more information 

was shared with the employee (p < .0005 and p = .001 respectively). Furthermore, less 

Customer Knowledge was obtained when customers were higher educated than customers 

with lower level of education (p = .009). 

With regards to explaining the Likeability of an employee as perceived by the customer, 

two control variable were found to be significant, namely Extraversion and ReasonComplaint. 

It was found that customers who score higher on Extraversion - therewith being introvert as 

this variable is reverse coded - rated the employee as less likeable than extravert customers (p 

< .0005). An employee was also found to be less liked by customers who visit the store with a 

complaint (p = .015). Furthermore, Trustworthiness and Likeability were found to influence 

each other. It was not only found that Trustworthiness is significantly related to Likeability (p 

< .0005), but also that Likeability significantly explained Trustworthiness (p < .0005). Also 

Trustworthiness was explained more by adding other control variables to the multiple 

regression. Introvert customers do not only like the employee less than extravert persons do, 

but they also do not trust the employee as much (p < .0005). Furthermore, Trustworthiness 
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was found to have a significant negative relationship with Education. Customers with a higher 

level of education perceived the employee as less trustworthy in comparison with customers 

with lower levels of education. Also Age was found to influence Trustworthiness; Older 

customers were found to trust the employee more than younger customers do (p = .022). Last, 

a significant negative relationship was found between Attractiveness
2
 and Trustworthiness (p 

= .001) 

Regarding the Customer Orientation of the employee, Extraversion, Age and the gender 

of the customer were significantly related. First of all, introvert customers - a higher score on 

the variable Extraversion - perceived the employee as more customer orientated in 

comparison with extravert people (p = .001). Secondly, older customers were found to be 

positively related to the employee's Customer Orientation (p = .001). Last, male customer 

perceived the employee as less customer oriented (p = .027). 

As Table 10 shows, only ReasonComplaint was significantly related to the Satisfaction of 

the customer. Customers coming to the store with a complaint or defect are less satisfied than 

customers coming to the store for another purpose (i.e. making a purchase of gathering 

information). 

In Model 2 moderators were added. It was chosen to test moderators with the rejected 

hypotheses (Hypothesis 1a + 1b, Hypothesis 4a + 4b, and Hypothesis 6a + 6b) in order to 

explore whether their insignificance could be explained. The relationship between Clothing 

and Customer Knowledge was found to be moderated by ReasonPurchase (p = 0.005). The 

moderator effect is visualized in Figure 3. Customers who come to the store to make a 

purchase do provide more information when they find the Clothing of the employee attractive. 

However, customers who come to the store for a different reason are slightly negatively 

influenced by the attractiveness of the employee's Clothing. 

                         

Figure 3 - The moderator effect     Figure 4 - The moderator effect 
                  (DV = Customer Knowledge)     (DV = Trustworthiness) 
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Another significant moderator was found on the relationship between Clothing and 

Trustworthiness (p = 0.010), which is visualized in Figure 3 4. Although only small influences 

of Clothing on Trustworthiness are visible, its effect is opposite when younger customers are 

compared with older customers. Older customers trust the employee more when he/she finds 

the Clothing of the employee attractive. Younger customers, on the other hand, trust the 

employee less in that case. 

Other significant moderators were not found 
1
. 

 

  

                                                            
1 A lot of moderators were tested (Age, Education, Duration, Gender, combination of gender between 
customer and employee, ClothingType, three dummies for reason to visit and Extraversion) on Hypothesis 1a + 
1b, Hypothesis 4a + 4b, and Hypothesis 6a + 6b. 
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4.2. Store Analysis 

Next to the analysis on the customer data, as described in Chapter 4.1, an analysis was 

done with employee data on store level. As the data of the employees (N = 77) needed to be 

aggregated to store level (N = 23) a very small sample was available for this analysis. 

Unfortunately, this small sample size refrained the researcher from using advanced analysis 

techniques, like MR, as the models were found to be insignificant. As such, an exploratory 

analysis was done, discussing the differences between the customer and employee data, the 

correlation matrix of the store level data and the standard deviations of the employee data per 

store. 

4.2.1. Validity and Reliability 

Approximately the same procedure for assessing the validity and reliability was used for 

the unit analysis as for the customer analysis. A CFA was used to calculate the reliability and 

validity measures. As the CFA did not run on already aggregated data (N = 23), the employee 

data was validated in its original form (N = 77). The item reliabilities and composite 

reliability of the employee data can be found in Appendix 7.11. The item reliabilities were all 

well above .5. Regarding composite reliability, one construct was found to be below .7, 

namely Empathy (CR = .688). As this value was near .7 and the unit analysis is exploratory, 

this composite reliability was accepted. Another construct violating the validity measures was 

Customer Knowledge (AVE < MSV, AVE < .5, AVE
2
 < Inter-Construct Correlations). 

Therefore, CustKnowQ5 was deleted. Although the measurements improved, AVE was still 

found to be below .5 (AVE = .470). In order to fix this violation, also CustKnowQ4 was 

deleted, resulting in the construct meeting all the reliability and validity measures (see Table 

11). The last construct violating validity measures was Creativity, as its AVE had a value of 

.331 (< .5). Deleting CreativityQ1 solved this problem, increasing the AVE to .748. 

Similar as with the customer data, the employee data was self-evaluated and could 

therefore suffer from CMB. A latent factor analysis in Amos was used to test this expectation, 

but no items were suffering from the bias. Therefore, the employee data was not CMB-

corrected, keeping the data in its original form. The overall fit statistics, after the last item 

selection, showed an acceptable fit: X
2
 (188) = 289.0, CFI = .91, TLI = .89, RMSEA = .084. 
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Table 11 - Validity measurements of the item scales (employee data) 

 AVE MSV ASV Cust. 

Orien. 

Open. Consc. Crea. Agree. Cust. 

Know. 

Emp. 

Customer 

Orientation 

0,699 0,228 0,064 (0,836)       

Improvisation 0,785 0,055 0,020 0,235 (0,886)      

Conscientious 0,713 0,582 0,131 -0,159 0,121 (0,844)     

Creativity 0,748 0,160 0,045 -0,045 0,115 -0,400 (0,865)    

Agreeableness 0,783 0,582 0,119 0,017 0,073 0,763 -0,261 (0,885)   

Customer 

Knowledge 

0,534 0,368 0,104 0,477 0,144 -0,014 0,031 -0,092 (0,731)  

Empathy 0,524 0,368 0,089 0,273 0,109 -0,061 -0,161 -0,223 0,607 (0,724) 

1 The diagonal is the square of AVE. 

In order to test for multi-collinearity, the VIF's of the constructs were calculated. The 

values can be found in Appendix 7.12. As no VIF value exceeded 3, it was concluded that 

multi-collinearity would not give problems during the analyses (Chatterjee & Hadi, 2012). 

Furthermore, the employee data and the variable Satisfaction of the customer data - as this 

variable also needed to be linked to company outcomes - need to be aggregated to unit level in 

order to perform the analysis on unit level. Therefore, the Interclass Correlation Coefficient 

(ICC) was calculated, which can be found in Appendix 7.15. The ICC is an indication that 

parts of the variance in a variable comes from the differences between the groups where an 

individual belongs to (Cohen, et al., 2003). In this case the variance in a variable would come 

from the store an individual employee belongs to. When this variance between groups is 

present, a multilevel analysis should be performed in order control for this influence of the 

groups. The ICC values range from .088 to .396. Although .088 is small, ICCs as small as .05 

already point at multilevel testing (Cohen, 2003). Therefore, the data was aggregated to unit 

(store) level. 

4.2.2. Customer data vs. employee data 

Three variables were measured both from a customer and an employee perspective, 

namely Empathy, Customer Knowledge, and Customer Orientation. An independent t-test 

was performed in order to see whether the means of these variables significantly differed 

between the customer and employee data. The assumption of homogeneity of variance was 

violated with all three variables, as assessed by Levene's test for equality of variances (p = 

.001, p = .000 and p = .000 respectively). Therefore, the results of the Welch t-test were 

needed (Welch, 1947), which are automatically calculated by SPSS when performing an 

independent t-test. The results can be found in Table 12. 



38 
 

Table 12 - The results of the t-test 

Construct Mean 

Customer 

Std. Dev. 

Customer 

Std. Error 

Mean 

Customer 

Mean 

Employee 

Std. Dev. 

Employee 

Std. Error 

Mean 

Employee 

Sig. Mean 

Difference 

Std. Error 

Difference 

Empathy 6.019 1.065 .047 6.276 .091 .104 .026 .257 .114 

Customer 

Knowledge 

3.569 1.633 .073 5.628 .914 .104 .000 2.058 .127 

Customer 

Orientation 

6.094 1.013 .045 6.546 .467 .053 .000 .452 .070 

 

As shown in Table 12, all three variables were significantly different between the 

customer and employee data, in which the employees gave higher ratings. All three variables 

were measured on a Likert scale from one to seven. Therewith, it can be calculated which 

percentage the employee data is rated higher than the customer data. Empathy was rated 

higher with (.257 / 7 =) 3.67% by the employee, whereas Customer Knowledge and Customer 

Orientation were rated (2.058 / 7 =) 29.4% and (.452 / 7 =) 6.46% higher respectively. 

4.2.3. Correlation matrix 

As the data of the employee - aggregated to store level - only could be explored, the 

correlation matrix was used in order to explore the remaining hypotheses (Hypothesis 9, 

Hypothesis 10, Hypothesis 13 and Hypothesis 14). Although evaluated by the customer, 

Satisfaction was also added to this correlation matrix in order to be able to explore Hypothesis 

12, which suggests a positively relationship between Satisfaction and the company outcomes 

NPS and Sales. The correlation matrix can be found in Table 13.  

First, the correlation matrix is checked in order to see what can be found about the 

remaining hypotheses. Hypothesis 9 stated that the amount of obtained Customer Knowledge 

is positively related to Creativity and Improvisation. The correlation table shows moderate 

correlations (.328 and .338 respectively), indicating that there might be a relationship between 

the variables. Hypothesis 10 argued that Customer Orientation is also positively related to 

Creativity and Improvisation. The correlations between these variables is a lot lower (.145 and 

.044  respectively). Based on these number, it might be argued that no relationship would 

exist between Customer Orientation and the variables measuring the innovative behavior of 

the employee. The third remaining hypothesis is Hypothesis 13, arguing that innovative 

behavior of the employee positively influences customer loyalty as measured by NPS. As the 

correlation matrix shows a low negative correlation between Improvisation and NPS (-.030), 

and a moderate negative correlation between Creativity and NPS (-.369), these numbers draw 

different expectations than the hypothesis. The correlations indicate that no or a negative 

relationship would exist. Last, Hypothesis 14 states that Improvisation and Creativity are  



 
 

Table 13 - Correlation matrix of the aggregated data 

  1 2 3 4 5 6 7 8 9 10 11 12 13 14 

1 Empathy -              

2 CustKnow .650 -             

3 CustOrien .594 .614 -            

4 Agreeableness -.516 -.203 .016 -           

5 Conscientiousness -.436 -.348 -.403 .627 -          

6 Improvisation .215 .338 .044 -.158 .057 -         

7 Creativity .120 .328 .145 -.221 -.395 .428 -        

8 Satisfaction -.174 -.120 -.090 .017 -.116 -.136 .209 -       

9 NPS -.055 -.052 .057 .353 .428 -.033 -.369 .075 -      

10 TotalSales .413 .363 .372 -.144 -.040 .335 .372 .011 -.385 -     

11 Compleet .356 .375 .394 -.206 -.225 .500 .548 -.088 -.002 .493 -    

12 Internet .332 .242 .374 .065 .169 .362 .288 .062 -.157 .765 .352 -   

13 MobielNieuw .514 .038 .307 -.278 -.266 -.080 -.122 -.089 -.070 .343 .090 .202 -  

14 MobielRetentie .108 .249 .113 -.036 .094 .213 .294 .086 -.480 .862 .202 .558 -.025 - 

 

positively related with Sales. All sales data was expressed in the percentage of target sales that was actually realized. Looking at TotalSales, 

which is the total realization of sales in general, moderated correlations are found (.335 and .372 for Improvisation and Creativity respectively). 

This point at a possible positive relationship. Looking closer at the sales - by splitting the sales into the different categories of products/service - 

moderate and high correlations are found, leading to the same prospect, except for MobielNieuw. This category has low and negative correlations 

with the innovative behavior of the employee, indicating that no relationship would exist. Next to exploring the hypothesis based on employee 

data, one other hypothesis is left to explore, namely Hypothesis 12, which argues that a positively relationship exist between Satisfaction and the 

company outcomes. The correlation table shows only very small correlations between these variables, suggesting that no relationship would 

exist. 
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Next to the remaining hypothesis, a look can also be taken at the hypotheses between 

Empathy, Customer Knowledge and Customer Orientation from an employee perspective. 

Both Empathy and Customer Knowledge, and Customer Knowledge and Customer 

Orientation show strong correlations, namely .650 and .614 respectively. This indicates that 

the hypothesis concerning these variables, which were already confirmed by the customer 

data, would also be present when tested on employee data. 

The last correlations that will be discussed are related to the influence of Agreeableness 

and Conscientiousness. Both variables are reverse coded, indicating high levels of 

Agreeableness and Conscientiousness with low values. Several high (with Empathy, -.436 and 

Customer Orientation, -.403) and moderate (with Customer Knowledge, -.348 and Creativity, 

-.395) are found with Conscientiousness. These correlations suggest that high levels of 

employee Conscientiousness (low values of the measurement scale) would have positive 

effects on the other variables. Looking at Agreeableness, only one strong correlation was 

found, namely with Empathy (-.516). 

4.2.4. Standard deviations of the variables per store 

As mentioned before, three variables are measured both by customer data and by 

employee data, namely Empathy, Customer Knowledge, and Customer Orientation. Looking 

at their standard deviations within the employee data gives the researcher the opportunity to 

explore whether customers can expect the same service as determined by these variables 

regardless which employee provides the service. As the store can have an influence on the 

variable levels of the employee, the standard deviation is explored per store. The standard 

deviations can be found in Table 14 and Table 15.  

Table 14 - Standard deviations of store 1 to 13 

 1 2 3 4 5 6 7 8 9 10 11 12 13 

Empathy 0 0,25 0,764 0,5 0,577 0,25 0,548 0,447 0 0 0,577 0 0,577 

Knowledge 0,839 0,333 2,037 1,072 1,732 0,569 0,753 0,691 0,577 0,882 0,833 0,385 1,54 

Customer 

Orientation 

0,52 0,144 3,215 0,25 0,382 0,125 0,671 1,866 0,25 0,289 0,125 0,289 0,52 

Table 15 - Standard deviations of store 14 to 23 

Store 14 15 16 17 18 19 20 21 22 23 

Empathy 0,289 0 0,125 0,408 0,57 0,577 0 0,5 0,289 0,5 

Knowledge 0,333 0,707 0 1,186 0,989 0,739 0 0,385 1,02 0,839 

Customer 

Orientation 

0,289 0 0,884 0,657 0,395 0,657 0 0,433 0,144 1,127 
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Looking at Empathy, it can be seen that the variation between employees of one store is 

small. The employees within one store have similar levels of empathic skills, so the customer 

can expect similar levels of understanding when visiting the store. Customer Orientation is 

quite steady across employees. However, two stores (Store3 and Store8) have high levels of 

variation between the employees of a store. These two stores are presented by employees who 

highly differ in Customer Orientation and therewith their effort to discover and satisfy the 

wants and needs of the customer. This might have an effect on the evaluations of customers 

within these stores. Looking at Customer Knowledge, many large standard deviations can be 

found, indicating that employee largely differ in the amount of customer knowledge they 

obtain during the employee-customer interaction. 
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5. Discussion 

Scholars agree that FLEs have an important role within the innovation process, as they can 

directly interact with the customer. Many characteristics are found that can influence the 

interaction between FLE and customer, but two practices are mostly applied during 

employment, namely AL (Pounders, Babin, & Close, 2015) and EL (Tsaur, Luoh, & Syue, 

2015). Although a lot of research has been conducted on the effects of AL and EL on service 

satisfaction, no research links these practices to obtained customer knowledge and innovative 

behavior of the employee. This research aimed to investigate the effects of AL and EL, not 

only at employee and service evaluations, but also at customer behavior and specifically the 

amount of customer knowledge obtained during the employee-customer interaction. 

Furthermore, it explores the indirect effects on the innovative behavior of the employee 

through of that customer knowledge. The research model is visualized in Figure 5. Data was 

collected through a customer and employee survey in 23 different KPN stores. 504 useful 

responses from customers and 77 useful responses from employees were collected during five 

weeks of data collection. After controlling for CMB, hypotheses 1 to 8 and hypothesis 11 

were tested from a customer perspective with the customer data using MR, of which 60% was 

accepted. The results are visualized in Figure 5. Hypothesis 9, hypothesis 10, and hypotheses 

12 to 14 were explored using the employee data on store level (N = 23). 

 

Figure 5 - The research model including results 



43 
 

5.1.  Theoretical implications 

Empathy 

Empathy was found to be the core employee characteristic in terms of influencing the 

employee-customer interaction. As expected, empathy increases the customer orientation of 

the employee as perceived by the customer, mediated by trustworthiness, likeability and the 

amount of obtained customer knowledge, and consequently the service satisfaction. 

Empathic skills enable the employee to put him-/herself in the customer's point of view 

(Aggarwal, et al., 2005). As a result, the listening skills of the employee increase (Aggarwal, 

et al., 2005), allowing him/her to obtain more clues about the actual needs of the customer, 

therewith gaining more customer knowledge. Furthermore, as the FLE is able 'to sense and 

react to a customer's thoughts, feelings, and experiences' (Wieseke, Geigenmüller, & Kraus, 

2012, p. 317), he/she makes the customer feel important and understood. Consequently, the 

customer will open up and share more information (Meyers, 1994). The obtained customer 

knowledge provides more information about the hidden wants and needs, enabling the FLE to 

discover those needs and act appropriately on them. This will result in the employee being 

evaluated by the customer as being good in customer orientation.  

Empathic skills also have a positive effect on the perceived likeability and trustworthiness. 

Being able to sense and react to the thoughts and feelings of the customer creates a positive 

service experience (Lemmink & Mattsson, 2002). Consequently, the employee is perceived as 

pleasant and enjoyable to be around, increasing the likeability. Likeable employees are 

perceived as friendly (Doney & Cannon, 1997) and will make the customer feel like they have 

a common goal (Chen, Shi, & Dong, 2008). This common goal is discovering and meeting the 

wants and needs of the customer, which is the aim of a customer oriented employee. 

Besides increasing the number of clues about the customer's needs, another result of the 

increased listening skills is that the customer feels like less risk is involved with the service 

and that the employee possesses the knowledge needed to serve the customer. Furthermore, 

the customer is more confident that the employee puts his/her interests first (Ahearne, Gruen, 

& Jarvis, 1999), trusting the FLE to help the customer instead of just trying to close a sale 

(Aggarwal, et al., 2005). Both the increased trust and perceived expertise result in an 

increased trustworthiness. As customer oriented FLEs put the customer's interests first 

(Deshpandé, Farley, & Webster, 1993), trusting the employee having the right intentions is 

needed for the customer to perceive him/her as customer oriented. Thereafter, the right 

knowledge about products and offerings is needed to act on the customer needs. 
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Consequently, employees perceived as trustworthy will also be perceived as customer 

oriented. 

It was mentioned before that empathy results in customer orientation, mediated by 

trustworthiness, likeability and customer knowledge, and afterwards increasing the customer 

service satisfaction. The expectations of a customer should be met in order to become 

satisfied with the service (Grewal & Sharma, 1991). As a customer orientation focuses on 

discovering and satisfying customer's wants and needs, it emphasizes on meeting customer's 

expectations (He, Li, & Lai, 2011), resulting in the customer being satisfied with the provided 

service. 

The accepted hypotheses described above show that empathic behavior by the employee is 

not only important for direct positive outcomes (customer orientation and service 

satisfaction), but also to gather customer knowledge as input for the provided service and the 

innovation process. This gives away a first clue about how to manage the FLE in order to 

continuously improve the provided service. 

Attractiveness 

Regarding the physical attractiveness and clothing of the employee, support was found for 

the attractiveness stereotype. This theory states that attractive employees are perceived as 

possessive of more positive attributes when being more attractive in comparison with average 

looking employees (Sundaram & Webster, 2000; Ahearne, et al., 1999). The appearance of a 

person is an important factor for the first impression that others get of that person (Byrne, 

London, & Reeves, 1968), judging the employee even before the service is provided (Berger, 

et al., 1977). As expected, more attractive employees were liked better by the customer. 

Although the results above show support for the attractiveness stereotype, a quadratic 

relationship was found between attractiveness and trustworthiness, supporting the match-up 

hypothesis. This theory states that for an attractive appearance to result in positive effects, the 

product or service should be related to beauty (Koernig & Page, 2002). If this is not the case, 

an average looking employee will yield the best results (Koernig & Page, 2002). The 

quadratic relationship between physical attractiveness and trustworthiness suggests that the 

services of KPN are not beauty related and follow the match-up hypothesis. Although an 

average looking employee is more trusted than an employee low in physical attractiveness, an 

employee that is too attractive will result in the customer having thoughts like 'He's too good 

looking to trust' (Koernig & Page, 2002), therewith decreasing the trustworthiness. 
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Another significant, but surprising relationship was found between the attractiveness of 

the employees clothing and trustworthiness, as this relationship was found to be moderated by 

age. The expected positive linear relationship was only found at customers of a higher age, 

whereas no relationship was found at young customers. One explanation could be that youth 

is raised less traditional than in past generations. Many differences exist between people and, 

nowadays, this is shown, for example through clothing styles. The youth is raised to accept 

these differences and not judge someone based on their 'taste'. Not having the same clothing 

style does not mean someone is uneducated or cunning. Older people might have a more 

traditional view on what clothing says about a person. 

These results show that, although an attractive appearance makes the employee liked 

better, giving the employee an advantage during the employee-customer interaction, other 

relationships are not found to be linearly related. As trustworthiness has a bigger effect than 

likeability, and customer knowledge is important for further innovation processes, this 

research adds to the theory of the match-up hypothesis. 

Customer knowledge 

The highly significant effect of empathy on customer knowledge was discussed before. 

However, although it was hypothesized that the employee's attractiveness (both clothing and 

physical), likeability and trustworthiness were also positively related to the amount of 

obtained customer knowledge, no significant relationships were found between these 

variables.  

First of all, no relationship was found between attractiveness (physical and clothing) and 

customer knowledge. Saxena (2011) showed that expectations based on previous experiences 

resulted in the customer sharing more information with the employee. As it was argued that 

the customer also expects a certain service quality based on the appearance of the employee, it 

was hypothesized that an attractive appearance of the employee would also result in more 

information sharing. An explanation of the insignificant results could be that the expectations 

formed by the customer based on appearance are person-based instead of service-based. More 

research has shown that the attractiveness has an influence on perceived traits of the employee 

(Ahearne, Gruen, & Jarvis, 1999; Sundaram & Webster, 2000). Although these might have an 

influence on the service quality in the end, leading to customer knowledge through different 

paths, the appearance of the employee does not have a direct effect on the obtained customer 

knowledge. Furthermore, the items for the amount of obtained customer knowledge  used in 
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this research was based on the types of information shared (feedback about services and 

products, and the personal life of the customer). However, the items of Saxena (2011) were 

based on the frequency of information sharing and whether this was a two-way process. This 

could have an effect on the relationship. 

This said, ReasonPurchase was found to moderate the relationship between clothing and 

customer knowledge. Customers coming to the store to make a purchase are influenced by the 

attractiveness of the employee's clothing when it comes to sharing information. In this 

situation, the customer is planning to decide which product fits their needs best in the store. In 

order for the employee to give the best advice possible, the customer needs to make clear 

what his/her needs are. Using the environment, and therewith the clothing of the employee 

(Hartline & Ferrell, 1996; Koernig & Page, 2002), the customer already makes a judgement 

about the service provided. Consequently, he/she might form an opinion whether more or less 

information should be shared in order for his/her needs to be satisfied. 

Secondly, likeability was found insignificant in predicting the amount of obtained 

customer knowledge. It was argued that customers who like the employee participate in a 

friendly chat, therewith discussing off-core subjects. These off-core subjects would affect the 

customer in a warm, understanding, and personal manner and therefore result in information 

sharing. However, it can also be argued that the topics discussed during a friendly chat are not 

the ones providing customer information useful to the employee, but just chitchat like the 

weather, politics, or the news. These chats are 'friendly', but do not give information about the 

customer and his/her wants and needs. 

Last, a quadratic relationship between trustworthiness and customer knowledge was found 

instead of the expected positive relationship. At first, the relationship is as hypothesized: as 

customers trust the employee, they feel that the employee has the right intentions and the right 

knowledge in order to link products or services to their wants and needs once the employee is 

familiar with them. Consequently, the customer tends to show more customer commitment, 

therewith sharing more information. After a certain point, this effect is found to turn around. 

As the customer puts more and more trust in the employee, he/she stops sharing information. 

One explanation could be that the customer has thoughts like 'He knows it all', therefor shortly 

telling where he/she comes for and expects afterwards that the employee will know which 

product or service the customer needs. In this phase, the trustworthiness is negatively related 

to the sharing of information. 
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This research is the first to look into the management of FLEs with regards to obtaining 

customer information and the innovative behavior of the employee. Although customer 

knowledge is only little explained by the independent variables, a first step is made in finding 

the drives for gaining information about the customer. 

Reason of visiting and age 

The effects of two control variables will be discussed here, namely the reason of visiting 

the store and the age of the customer, as these will be interesting for both theory and practice. 

A significant and positive direct effect was found between both coming to the store in 

order to make a purchase and to get more information, and the amount of information shared 

with the employee. This effect was not found between ReasonComplaint and customer 

knowledge. When customers want to purchase something or get information in order to make 

a decision later on, they need to be clear about what exactly they want or need for the 

employee to provide a good advice that fits those wants and needs. As the need of a customer 

who comes to the store with a complaint or defect is more straightforward - 'Fix my problem' - 

he/she probably does not feel like there is a need to share more information in order to 

perceive a higher quality service.  

Although coming to the store with a complaint or defect did not predict customer 

knowledge, the variable was found to be related to the likeability of the employee. In case the 

customer comes to the store with a complaint or defect, it is found that this customer likes the 

employee less than coming to the store for another purpose. The FLE forms the bridge 

between customer and organization (Hartline, Maxham III, & McKee, 2000) and, therewith, is 

the contact point for customers. Although the FLE may not be responsible for the failure, 

mistake or defect, recovery activities fall into their working domain (Sparks & McColl-

Kennedy, 2001). As positive experiences result in positive emotions (Lemmink & Mattsson, 

2002), it can be argued that negative experiences can result in negative emotions. As the FLE 

is the face of the company, the customer will place these negative emotions towards the 

employee, thereby liking the employee less. 

These results show the differences of the opportunities and problems during employee-

customer interactions between different visiting purposes. In combination with the other 

results, plans can be made to take advantage of the opportunity or deal with the problem. For 

example, possessing empathic skills is extra important when dealing with complaining 

customers - as they like the employee less - since empathy increases likeability and positively 

influences other aspects of the interaction.  
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Furthermore, age was found to be positively related to both trustworthiness and customer 

orientation. As older people grew up without technology and younger people grew up 

surrounded by technology, elderly are dependent of the knowledge of the employee. Older 

customers might be aware of the high amount of knowledge the employee possesses in 

comparison with themselves and, consequently, put more trust in the employee. As they often 

struggle with 'simple' problems, their needs and wants are relatively easy to discover and 

satisfy, in comparison with someone having all kinds of different requirements regarding a 

product. Therefore, it can be argued that older people also evaluate the employee more as 

customer oriented. 

Research has already been conducted about the effect of the digital age. The results 

described above add to this research, as they show that people of different ages evaluate the 

FLE differently, as they own a different amount of knowledge and therewith have other 

references. Furthermore, as the customers of the KPN stores are relatively old (>30% is 60+), 

these results suggest that these older customers have different needs than the younger 

customers. 

5.2. Managerial implications 

This research is executed in collaboration with KPN. Three recommendations regarding 

the appearance of the employee, the empathy of the employee and the age of the customer are 

given based on the results. 

Recommendations 

The results show that there is no difference in the customer evaluations between company 

clothing and an employee's own clothing. Furthermore, the type of clothing was not found to 

have direct effects on any variable or have any moderation effects. Also, the attractiveness of 

the clothing was found to have only small significant effects on the dependent variables. 

However, although Attractiveness and Clothing were hypothesized to have the same effects as 

they form the appearance of an employee together, Clothing was found to have different 

effects than Attractiveness did. This suggests that clothing has more 'functions' than just 

creating a good-looking appearance. Although the attractiveness of the company clothing is 

shown to not be that important, managers should still introduce company clothing as it 

contributes in different ways. For example, company clothing makes the employee 

recognizable for customers. Observations during the data collection showed that customers 

were not showing any initiative when company clothing was missing and often gave 

comments like 'Without company clothing I do not know who can help me and whether there 
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are available employees'. Therefore, managers should introduce clothing that is easily 

recognizable for customers. Furthermore, customers often gave signals like ´As long as you do 

not put them in a suit!'. These comments focused on the amount of distance a suit would 

create between the customer and employee. Therefore, managers should take the target group 

into account when applying company clothing. The customer should feel connected with or 

feel 'similar' to the employee in order for him/her to trust the employee and the company 

(Koernig, 2000). Giving the employee formal clothing, like a suit, might look very beautiful, 

but the customer is not able to identify him-/herself with the employee, and consequently with 

the company. On the other hand, a simple t-shirt might implicate a budget service. Therefore, 

managers should evaluate their target group and the vision they want to communicate, and 

translate this to the company clothing.  

Empathy only has strong and significant effects on the other variables. Managers are 

advised to take empathic skills of potential employees into account during selection, as 

empathic skills result in many positive effects during the employee-customer interaction. 

Furthermore, employees should not only be selected based on empathic skills, but employees 

should also practice this skill frequently in order to stay up-to-date. As earlier research already 

found that empathic skills can be taught (Beigi & Shirmohammadi, 2011), companies should 

invest in frequent training to strengthen the empathic skills of their employees, learning them 

how to deal with different situations and different types of customers. Furthermore, empathy 

is found to be highly significant and positively related to the amount of customer knowledge. 

However, the standard deviations of customer knowledge per store reveal that not every 

employee is able to obtain as much useful customer knowledge from the conversations with 

customers as others. Therefore, managers should combine the studies of empathy with the 

skill of obtaining useful information from conversations with customers. Employees can be 

taught which signals they should look for during the conversation of the customer, what kind 

of information is useful and how, etc. Managers can do different cases with their employees in 

order to practice linking customer information to certain advice, opportunities and products or 

services. Since customer knowledge is also positively related to customer orientation, 

teaching employees these skills will enable them to take advantage of spontaneous 

opportunities, discover and satisfy customer wants and needs. 

Looking at the characteristics of the sample, over 30% of the customers visiting KPN 

stores has an age over 60. As outlined in the theoretical part of the discussion, these older 

customers probably have different wants and needs, evaluating the employee and the provided 
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service in a different manner than younger customers do. Managers should invest in 

discovering what the exact differences between young and old customer are in order to 

anticipate on these differences. Why do these groups come to the store and what do they 

expect? What type of employee do they wish to be helped by? Being familiar with the 

differences between their customers, employees can better adjust the provided service to the 

wants and needs of the customer. This information can be gathered, for example, by creating 

awareness about the differences among the employees. Employees who are aware that 

differences exist may pay more effort in discovering the differences between customers in 

order to adjust their service. Managers can also invest in a formal research project, creating 

different customer profiles. Namely, this information does not only enable the employees to 

serve the customer better and adapt their behavior accordingly, but may also enable the 

company to predict the type of customer in the future. A hot topic in research is the 

digitalization, transforming selling processes into digital processes. Is the web going to 

change the needs of current customers or maybe it has already changed the customer? 

Looking closely at the types of customer in relation to the developments of the digital age 

creates opportunities for managers to adapt the way of selling  and the innovation process. 

5.3. Limitations and future research 

As with all research, this research knows its limitations. These will be discussed here, 

resulting in suggestions for future research. 

First of all, although a large sample size was established for the analysis on individual 

level, the data was collected from customers and employees of a single telecom company. 

Furthermore, only stores in the east of the Netherlands participated. Both aspects of the 

sample may limit the generalizability of the results. The results regarding empathy can be 

seen as robust as they are in line with, therewith confirming, the results of existing research 

(e.g. Wieseke, et al, 2012; Aggarwal, et al, 2005; Berry & Gresham, 1986). However, 

regarding the effects of the appearance of the FLE, existing research finds contradicting 

results (e.g. Tsaur, Luoh, & Syue, 2015; Koernig & Page, 2002). The differences in findings 

are mostly explained by the match-up hypothesis, which distinguishes beauty-related and not 

beauty-related industries. However, within the knowledge of the researcher this is the first 

study to look into the effects of emotional and aesthetic labor on obtained customer 

knowledge and, subsequently, innovative behavior of employees. As data is used from a 

single company, future research should include data from different industries to check the 

generalizability of the findings of this research. Also, it might be interesting to see whether 
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differences exist between different brands, as this would suggest influences from other 

variables worthy to research. Furthermore, as only a part of the Netherlands is included in the 

research, and the ICC values suggest that the store - where a respondent belongs to - might 

explain an amount of variance in the model, it would be interesting for future research to see 

whether differences in results can be found at different locations. For example, do customers 

in Amsterdam responds differently to the appearance and empathy of the employee than 

customers in Sneek do? Also, future research could expand the results outside the 

Netherlands, investigating similar relationships in other countries and different cultures.  

Second, a very small sample (N=23) was used for the relationships around the innovative 

behavior of the FLEs. Therefore, an exploratory analysis was performed to explore the 

hypothesized relationships, as the small sample size refrained the researcher to use more 

advanced techniques, like MR. Although the correlations suggest support for most of the 

hypothesized relationships, future research is needed to confirm these relationships. In order 

to do so, a larger sample size should be collected including a higher amount of employees or 

stores. Furthermore, as the correlations between both service satisfaction and innovative 

behavior of the employee, and company outcomes suggested that the link between these 

variables is more complex than expected or no link exist at all, future research should use 

more advanced analyzing technique in order to explain these unexpected results. 

Third, the data of the customer could not be linked to the data of the employee, but only to 

a specific store. Mainly because customers were already uncomfortable with evaluating the 

employee - particularly their appearance - while still being in the store, it was chosen to not 

link their answers to a particular employee, but only to the store that they visited. This 

research looked at the appearance and the empathic skills of the employee during the 

employee-customer interaction. However, many other employee characteristics are found to 

influence the employee-customer interaction, and, therewith, possibly the amount of obtained 

customer knowledge and innovative behavior of the employee. In order to explain more of 

these two variables, future research needs to link customer evaluations to specific employees, 

as this enables the researcher to link other characteristics. For example, personality traits - like 

conscientiousness (Lounsbury, et al., 2012) and agreeability (Brown, et al., 2002) - or cultural 

dimensions - like long-term orientation and individualism - might have effects. Furthermore, 

being able to link customers to an employee enables a multilevel analysis with three levels, 

namely customer level, employee level, store level. This might result in additional interesting 

conclusions. 



52 
 

Last, this research looked at company clothing as a means of enhancing the attractiveness 

of the employee. While not the focus of this study, customers often noted the importance of 

company clothing in a different manner. For example, the ability to easily recognize 

employees and evaluate whether employees where available was mentioned a lot as a big 

advantages of company clothing. But also comments like ´As long as you do not put them in a 

suit!' were given, suggesting different functions of company clothing than just enhancing the 

attractiveness of the employee. The last comment suggests support for the findings of Koernig 

(2000), who found that - particularly with risky services - similarity between customer and 

employee is necessary. All with all, as little significant results were found between the 

attractiveness of the employee's clothing and other variables, future research is needed to look 

at company clothing from a different perspective. The other functions of company clothing - 

suggested by the customers during data collection - might have effects on the amount of 

obtained customer knowledge, employee likeability, or employee trustworthiness, which were 

not found in this research as the focus was on enhancing the appearance of the employee.  
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7. Appendices 

7.1.  Store characteristics 

Table 16 - Store characteristics 

Nr. Store Region 1 Visiting Date # Response 

Customer 

# Response 

Employee 

Type of 

Clothing 2 

1 Almelo Mid-East 12-1-2017 15 3 Own 

2 Arnhem Centrum Mid-South 21-1-2017 21 3 Company 

3 Arnhem Ketelstraat Mid-South 27-1-2017 21 3 Own 

4 Arnhem Kronenburg Mid-South 20-1-2017 22 3 Company 

5 Assen North-East 6-2-2017 21 3 Company 

6 Den Bosch Mid-South 24-1-2017 20 4 Own 

7 Deventer Mid-East 9-1-2017 

10-1-2017 

36 6 Company 

8 Doetinchem Mid-South 26-1-2017 21 - Own 

9 Drachten North-East 3-2-2017 23 5 Own 

10 Ede Mid-South 25-1-2017 22 3 Company 

11 Emmeloord North-East 2-2-2017 18 3 Own 

12 Emmen North-East 7-2-2017 19 4 Company 

13 Enschede Mid-East 8-1-2017 22 3 Company 

14 Heerenveen North-East 10-2-2017 20 3 Own 

15 Hoogeveen North-East 8-2-2017 24 3 Company 

16 Leeuwarden North-East 1-2-2017 21 2 Own 

17 Meppel Mid-East 19-1-2017 13 2 Company 

18 Nijmegen Dukenburg Mid-South 31-1-2017 18 4 Own 

19 Oldenzaal Mid-East 13-1-2017 

11-2-2017 

29 5 Company 

20 Oss Mid-South 28-1-2017 25 4 Own 

21 Sneek North-East 9-2-2017 11 2 Company 

22 Uden Mid-South 23-1-2017 24 3 Company 

23 Winterswijk Mid-East 14-1-2017 26 3 Own 

24 Zutphen Mid-East 17-1-2017 15 3 Own 

1 Region managers: Mid-East = Rob Sievers, Mid-South = Monique Derkzen, North-East = Vinod Autar. 

2 For the research two groups are created; One wearing KPN company clothing and one wearing clothing of own choice. 
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7.2.  The items generated for the Customer Knowledge construct 

Data was collected on the following items in order to be able to develop the final construct 

Customer Knowledge: 

 Question 1 - I discuss my needs with this salesperson. 

 Question 2 - This salesperson and I talk about personal interests. 

 Question 3 - I describe my home situation to this salesperson in order for him/her to 

understand my situation. 

 Question 4 - I feel like this salesperson knows a lot about me. 

 Question 5 - I tell this salesperson more than just what I want. 

 Question 6 - I had a friendly chat with this salesperson. 

 Question 7 - I discuss my way of living with this salesperson. 

 Question 8 - I discuss my requirements with this salesperson. 

 Question 9 - I try to explain why I want or need something. 

 Question 10 - I just tell the salesperson what I need and further nothing. 

 Question 11 - I do not want the salesperson to know anything about me personally. 
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7.3.  Process of developing the Customer Knowledge construct 

The Cornbach's Alpha was used to delete items from the scale one by one. Finally, four items 

formed the construct Customer Knowledge. This appendix shows the process of calculating 

Cronbach's Alpha en deleting items. When all items were included the construct had a 

Cronbach's Alpha of .383. 

Table 17 - Cronbach's Alpha of Customer Knowledge (11 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 1 .037 .387  

Question 2 .358 .255  

Question 3 .345 .264  

Question 4 .344 .288  

Question 5 .439 .257  

Question 6 .374 .269  

Question 7 .580 .157  

Question 8 .340 .276  

Question 9 .106 .372  

Question 10 -.521 .568  

Question 11 -.478 .589 X 

 

Table 18 - Cronbach's Alpha of Customer Knowledge (10 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 1 .097 .594  

Question 2 .440 .510  

Question 3 .395 .525  

Question 4 .396 .533  

Question 5 .483 .514  

Question 6 .428 .522  

Question 7 .604 .463  

Question 8 .334 .545  

Question 9 .227 .573  

Question 10 -.571 .738 X 

 

Table 19 - Cronbach's Alpha of Customer Knowledge (9 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 1 .069 .754 X 

Question 2 .518 .694  

Question 3 .406 .717  

Question 4 .455 .708  

Question 5 .534 .696  

Question 6 .467 .705  

Question 7 .669 .664  

Question 8 .348 .726  

Question 9 .199 .744  
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Table 20 - Cronbach's of Customer Knowledge (8 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 2 .548 .708  

Question 3 .393 .741  

Question 4 .495 .721  

Question 5 .559 .712  

Question 6 .464 .726  

Question 7 .677 .682  

Question 8 .312 .754  

Question 9 .176 .768 X 

 

Table 21 - Cronbach's Alpha of Customer Knowledge (7 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 2 .562 .723  

Question 3 .348 .772  

Question 4 .536 .732  

Question 5 .591 .723  

Question 6 .473 .742  

Question 7 .689 .694  

Question 8 .289 .779 X 

 

Table 22 - Cronbach's Alpha of Customer Knowledge (6 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 2 .610 .724  

Question 3 .302 .807 X 

Question 4 .588 .734  

Question 5 .667 .717  

Question 6 .391 .777  

Question 7 .679 .706  

 

Table 23 - Cronbach's Alpha of Customer Knowledge (5 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 2 .659 .751  

Question 4 .652 .755  

Question 5 .694 .745  

Question 6 .373 .832 X 

Question 7 .636 .756  

 

Table 24 - Cronbach's Alpha of Customer Knowledge (4 items) 

Question Corrected Item - Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

Will be 

deleted 

Question 2 .550 .852  

Question 4 .710 .771  

Question 5 .742 .761  

Question 7 .699 .770  

 

From this process a construct Customer Orientation with four items was developed.  



64 
 

7.4. The original items and their translations (customer survey) 

Table 25 - The original items of the customer survey and their translations 

Original item Transformed item Translated item 

   

General information store visit 

- - Welke winkel heeft u bezocht? 

(Drop-down menu) 

- - Wat was de reden van uw bezoek? 

(Ter oriëntatie, 

Aankoop/bestelling/abonnement, Een 

storing/klacht, Anders namelijk...) 

- - Wat is de waarde van de 

bestelling/aankoop? 

- - De werknemer die mij hielp was een... 

(Man/Vrouw) 

   

Construct: Attractiveness 

Source: (Ahearne, Gruen, & Jarvis, 1999) 

My sales representative would 

generally be thought of as 

beautiful/handsome. 

The employee I met would generally 

be thought of as beautiful/handsome. 

De medewerker die ik sprak, vond ik 

knap. 

My sales representative has an 

attractive appearance. 

The employee I met had an attractive 

appearance. 

De medewerker die ik sprak, had een 

aantrekkelijke uitstraling. 

My sales representative could be 

considered unattractive (r). 

The employee I met could be 

considered unattractive (r). 

De medewerker die ik sprak, zou je als 

onaantrekkelijk kunnen omschrijven 

(r). 

My sales representative is very good 

looking. 

The employee I met was very good 

looking. 

De medewerker die ik sprak, zag er 

goed uit. 

   

Manipulation check: Attractiveness of clothing  

Source: Developed as described in chapter 3.3  

- - De medewerker die ik sprak, had 

mooie kleding aan. 

- - Ik vond de kleding van de medewerker 

representatief. 

- - Ik ben zeer positief over de kleding van 

de medewerker. 

- - De kleding die de medewerker droeg 

zou je als aantrekkelijk kunnen 

beschrijven. 

   

Construct: Empathy   

Source: (Stock & Hoyer, 2005)   

This salesperson has a high level of 

empathy with respect to our needs as 

customers. 

The employee I met had a high level of 

empathy with respect to my needs as a 

customer. 

De medewerker die ik sprak toonde 

begrip voor mijn klantbehoeften. 

It is not difficult for this salesperson to 

find out our needs. 

It was not difficult for this employee to 

find out our needs. 

De medewerker had geen moeite om 

mijn klantbehoeften te achterhalen. 

This salesperson tries to find out our 

needs by adopting our perspective. 

The employee tried to find out our 

needs by adopting our perspective. 

De medewerker probeerde mijn 

klantbehoeften te achterhalen door zich 

in the leven in mijn situatie. 

This salesperson finds it easy to adopt 

our perspective as customers. 

The employee found it easy to adopt 

my perspective as customer. 

De medewerker kon zich eenvoudig 

inleven in mijn situatie. 

This salesperson is able to adapt his or 

her interaction to our needs in different 

situations. 

The employee was able to adapt his/her 

interaction to my needs in different 

situations. 

De medewerker paste zijn/haar 

communicatie aan mijn persoonlijke 

situatie aan. 
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Construct: Obtained Customer Knowledge 

Source: Developed as described in chapter 3.3  

- This salesperson and I talk about 

personal interests. 

De medewerker en ik bespraken 

persoonlijke interesses. 

- I feel like this salesperson knows a lot 

about me. 

Ik heb het gevoel dat de medewerker 

veel over mij te weten gekomen is. 

- I tell this salesperson more than just 

what I want. 

Tijdens dit bezoek heb ik meer verteld 

over mijn ervaringen met 

telecomproducten of -diensten dan 

noodzakelijk was. 

- I discuss my way of living with this 

salesperson. 

Ik heb mijn thuissituatie besproken met 

de medewerker. 

- - Tijdens dit bezoek heb ik uitgebreid 

mijn mening gegeven over een 

telecomproduct of -dienst. 

   

Construct: Extraversion   

Source: (Saucier, 1994)   

Talkative <...> Shy - Spraakzaam <...> Verlegen 

Extroverted <...> Quiet - Extravert <...> Stil 

Bold <...> Bashful - Moedig <...> Schuchter 

Energetic <...> Withdrawn - Energiek <...> Teruggetrokken 

   

Construct: Likeability   

Source: (Ahearne, Gruen, & Jarvis, 1999)  

My sales representative is easy to like. The employee is easy to like. De medewerker was sympathiek. 

My sales representative is a fun person 

to be around. 

The employee is a fun person to be 

around. 

De medewerker was een leuk persoon. 

My sales representative is liked by 

others in my office. 

I feel like this employee is liked by 

many others. 

Ik denk dat de medewerker door veel 

mensen sympathiek gevonden wordt. 

My sales representative is a good 

friend. 

The employee could be a friend of 

mine. 

De medewerker zou een vriend van me 

kunnen zijn. 

My sales representative is a very nice 

person. 

The employee is a very nice person. De medewerker was een attent 

persoon. 

   

Construct: Trustworthiness   

Source: (Ahearne, Gruen, & Jarvis, 1999)  

My sales representative is always 

honest in his/her dealings with me. 

The employee was honest in his/her 

dealings with me. 

Ik denk dat de medewerker eerlijk 

tegen me was. 

My sales representative is someone I 

feel I can trust. 

The employee is someone I feel I can 

trust. 

De medewerker was iemand die ik kan 

vertrouwen. 

My sales representative is not always 

'up front' with me (r). 

The employee is not always 'up front' 

with me (r). 

Ik denk dat de medewerker niet 

oprecht was (r). 

My sales representative never tries to 

mislead me. 

The employee never tries to mislead 

me. 

Ik heb niet het idee dat de medewerker 

me probeerde te misleiden. 

- - Ik heb het idee dat ik erop kan 

vertrouwen dat de medewerker genoeg 

kennis bezit. 

   

Construct: Customer Orientation   

Source: (Wieseke, Geigenmüller, & Kraus, 2012)  

The travel agent has the customer's 

best interests in mind. 

The employee had the customer's best 

interests in mind. 

De medewerker heeft vanuit mijn 

belang gehandeld. 

The travel agent takes a problem-

solving approach in selling products or 

services to customers. 

The employee took a problem-solving 

approach during the interaction. 

De medewerker is oplossingsgericht te 

werk gegaan. 

The travel agent recommends products 

or services that are best suited to 

solving problems. 

The employee recommended 

products/services that are best suited to 

solving problems. 

De medewerker heeft hulp/producten 

op maat aanbevolen. 

My sales representative is able to The employee is able to recommend De medewerker was in staat om 
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recommend new treatment regimens 

for dealing with difficult cases. 

new treatment regimens for dealings 

with difficult cases. 

passende oplossingen voor moeilijke 

problemen te vinden. 

   

Construct: Customer Satisfaction   

Source: (Gustafsson, Johnson, & Roos, 2005)  

Overall satisfaction - In hoeverre bent u tevreden over de 

verleende service? 

Expectancy disconfirmation - In hoeverre voldeed de service aan uw 

verwachtingen? 

Customer's ideal service provider in 

this category 

- In hoeverre was de medewerker de 

ideale dienstverlener binnen de 

telecomwinkel? 

   

Control variables   

- - Wat is uw leeftijd? 

(<20, 20-30, 30-40, 40-50, 50-60, 60+) 

- - Wat is uw geslacht? 

(Man/Vrouw) 

- - Wat is uw hoogst genoten opleiding? 

(Basisschool, Middelbare school, 

MBO, HBO, Universiteit, PhD) 
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7.5.  The original items and their translations (employee survey) 

Table 26 - The original items of the employee survey and their translations 

Original item Transformed item Translated item 

   

Construct: Empathy   

Source: (Stock & Hoyer, 2005)   

This salesperson has a high level of 

empathy with respect to our needs as 

customers. 

The employee I met had a high level of 

empathy with respect to my needs as a 

customer. 

De medewerker die ik sprak toonde 

begrip voor mijn klantbehoeften. 

It is not difficult for this salesperson to 

find out our needs. 

It was not difficult for this employee to 

find out our needs. 

De medewerker had geen moeite om 

mijn klantbehoeften te achterhalen. 

This salesperson tries to find out our 

needs by adopting our perspective. 

The employee tried to find out our 

needs by adopting our perspective. 

De medewerker probeerde mijn 

klantbehoeften te achterhalen door zich 

in the leven in mijn situatie. 

This salesperson finds it easy to adopt 

our perspective as customers. 

The employee found it easy to adopt 

my perspective as customer. 

De medewerker kon zich eenvoudig 

inleven in mijn situatie. 

This salesperson is able to adapt his or 

her interaction to our needs in different 

situations. 

The employee was able to adapt his/her 

interaction to my needs in different 

situations. 

De medewerker paste zijn/haar 

communicatie aan mijn persoonlijke 

situatie aan. 

   

Construct: Obtained Customer Knowledge  

Source: Developed as described in chapter 3.3  

- This salesperson and I talk about 

personal interests. 

De medewerker en ik bespraken 

persoonlijke interesses. 

- I feel like this salesperson knows a lot 

about me. 

Ik heb het gevoel dat de medewerker 

veel over mij te weten gekomen is. 

- I tell this salesperson more than just 

what I want. 

Tijdens dit bezoek heb ik meer verteld 

over mijn ervaringen met 

telecomproducten of -diensten dan 

noodzakelijk was. 

- I discuss my way of living with this 

salesperson. 

Ik heb mijn thuissituatie besproken met 

de medewerker. 

- - Tijdens dit bezoek heb ik uitgebreid 

mijn mening gegeven over een 

telecomproduct of -dienst. 

   

Construct: Customer Orientation   

Source: (Wieseke, Geigenmüller, & Kraus, 2012)  

The travel agent has the customer's 

best interests in mind. 

The employee had the customer's best 

interests in mind. 

De medewerker heeft vanuit mijn 

belang gehandeld. 

The travel agent takes a problem-

solving approach in selling products or 

services to customers. 

The employee took a problem-solving 

approach during the interaction. 

De medewerker is oplossingsgericht te 

werk gegaan. 

The travel agent recommends products 

or services that are best suited to 

solving problems. 

The employee recommended 

products/services that are best suited to 

solving problems. 

De medewerker heeft hulp/producten 

op maat aanbevolen. 

My sales representative is able to 

recommend new treatment regimens 

for dealing with difficult cases. 

The employee is able to recommend 

new treatment regimens for dealings 

with difficult cases. 

De medewerker was in staat om 

passende oplossingen voor moeilijke 

problemen te vinden. 

   

Construct: Agreeableness   

Source: (Saucier, 1994)  

Sympathetic <...> Cold - Sympathiek <...> Afstandelijk 

Warm <...> Unsympathetic - Warmhartig <...> Onsympathiek 

Kind <...> Rude - Vriendelijk <...> Onbeleefd 

Cooperative <...> Harsh - Samenwerked <...> Wreed 
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Construct: Conscientious 

Source: (Saucier, 1994)   

Organized <...> Disorganized - Georganiseerd <...> Ongeorganiseerd 

Efficient <...> Sloppy - Efficiënt <...> Slordig 

Systematic <...> Inefficient - Systematisch <...> Inefficiënt 

Practical <...> Careless - Praktisch <...> Nonchalant 

   

Construct: Improvisation   

Source: (Vera, Nemanich, Vélez-Castrillón, & Werner, 2016) 

I am very good at dealing 

spontaneously with unanticipated 

problems. 

- Ik kan goed omgaan met onvoorziene 

problemen. 

I am very capable at responding to 

unexpected opportunities without 

preparation. 

- Ik ben in staat om in te spelen op 

onverwachte mogelijkheden zonder 

voorbereiding. 

I have a strong capability to creatively 

improvise. 

- Ik ben in staat om creatief te 

improviseren. 

   

Construct: Creativity   

Source: (Schepers, Nijssen, & van der Heijden, 2016) 

To what extent have you generated 

ideas in the last 6 months about new 

methods to achieve quality and 

efficiency goals? 

- In hoeverre heb je de afgelopen 6 

maanden ideeën bedacht voor nieuwe 

methoden om kwaliteit- en efficiëntie 

doelen te bereiken? 

To what extent have you generated 

ideas in the last 6 months about ways 

to improve the company's services and 

accompanying products? 

- In hoeverre heb je de afgelopen 6 

maanden ideeën bedacht voor 

manieren om de diensten en producten 

van KPN te verbeteren? 

To what extent have you generated 

ideas in the last 6 months about new 

work procedures? 

- In hoeverre heb je de afgelopen 6 

maanden ideeën bedacht voor nieuwe 

werk procedures? 

   

Control variables   

- - Wat is uw leeftijd? 

(<20, 20-30, 30-40, 40-50, 50-60, 60+) 

- - Wat is uw geslacht? 

(Man/Vrouw) 

- - Wat is uw hoogst genoten opleiding? 

(Basisschool, Middelbare school, 

MBO, HBO, Universiteit, PhD) 

- - In welke winkel werkt u? 

(Drop-down menu) 
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7.6.  Cronbach's Alpha of the different constructs 

Table 27 - The Cronbach's Alpha before CFA (customer data) 

Construct # items Cronbach's α
 

Deleted items Remarks 

Attractiveness 3 .914 Question3Reverse Corrected item - Total correlation Q3 

= .153 

Clothing 4 .920 -  

Empathy 5 .821 -  

Customer Knowledge 5 .855 -  

Extraversion 4 .901 -  

Likeability 5 .875 -  

Trustworthiness 3 .778 Question4 

Question3Reverse 

Corrected item - Total correlation Q4 

= .115 

Corrected item - Total correlation Q3 

= .129 

Customer Orientation 4 .865 -  

Satisfaction 3 .904 -  

 

 

Table 28 - The Cronbach's Alpha after CFA (customer data) 

Construct # items Cronbach's α
 

Deleted items Remarks 

Attractiveness 3 .914 Question3Reverse  

Clothing 4 .920 -  

Empathy 3 .868 Question1 

Question2 

Deleting Question1 and Question2 

created a better model. 

Customer Knowledge 5 .856 -  

Extraversion 4 .902 -  

Likeability 4 .921 Question4 Deleting Question4 created a better 

model. 

Trustworthiness 2 .819 Question4 

Question3Reverse 

Question5 

Question5 was deleted since it 

violated validity and/or reliability 

measures. 

Customer Orientation 3 .860 Question3 Question3 was deleted since it 

violated validity and/or reliability 

measures. 

Satisfaction 3 .903 -  

 

 

Table 29 - The Cronbach's Alpha before CFA (employee data) 

Construct # items Cronbach's α
 

Deleted items Remarks 

Empathy 4 .602 Question2 Corrected item - Total correlation Q3 

= .035 

Customer Knowledge 5 .781 -  

Customer Orientation 4 .902 -  

Agreeableness 4 .933 -  

Conscientious 4 .903 -  

Improvisation 3 .915 -  

Creativity 3 .833 -  
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Table 30 - The Cronbach's Alpha after CFA (employee data) 

Construct # items Cronbach's α
 

Deleted items Remarks 

Empathy 2 .681 Question2 

Question4 

Question5 

Deleting Question4 and Question5 

created a better model. 

Customer Knowledge 3 .694 Question5 

Question4 

Question4 and Question5 were 

deleted since they violated validity 

and/or reliability measures. 

Customer Orientation 4 .902 -  

Agreeableness 4 .933 -  

Conscientious 4 .903 -  

Improvisation 3 .915 -  

Creativity 2 .839 Question1 Question1 was deleted since it 

violated validity and/or reliability 

measures. 
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7.7.  Exploratory Factor Analysis customer data (version 1) 

Table 31 - The results of the EFA (customer data - version 1) 

 F1 F2 F3 F4 F5 F6 F7 F8 F9 Commun-

alities 

KMO 

Overall           .930 

TrustworthinessQ1 .834         .774 .942 

TrustworthinessQ2 .802         .727 .943 

LikeabilityQ2 .539       -.393  .815 .949 

LikeabilityQ1 .530       -.355  .785 .949 

LikeabilityQ3 .512       -.378  .761 .962 

TrustworthinessQ5 .478         .505 .973 

LikeabilityQ5 .469       -.307  .729 .978 

ExtraversionQ4  .906        .827 .748 

ExtraversionQ3  .898        .814 .744 

ExtraversionQ1  .864        .760 .833 

ExtraversionQ2  .853    .323    .735 .834 

ClothingQ3   -.980       .890 .889 

ClothingQ2   -.905       .816 .927 

ClothingQ4   -.848       .779 .943 

ClothingQ1   -.779       .785 .951 

CustKnowQ3    .814    .331  .663 .873 

CustKnowQ5    .805      .659 .861 

CustKnowQ2    .796      .749 .846 

CustKnowQ4    .778      .601 .868 

CustKnowQ1    .708      .679 .866 

SatisfactionQ2     .888     .866 .922 

SatisfactionQ1     .884     .843 .926 

SatisfactionQ3     .702     .784 .962 

EmpathyQ2      .706    .598 .953 

EmpathyQ1      .644    .607 .949 

EmpathyQ4      .586    .766 .944 

EmpathyQ5      .539    .680 .967 

EmpathyQ3      .494   -.411 .756 .943 

AttractivenessQ1       .927   .898 .883 

AttractivenessQ2       .923   .899 .891 

AttractivenessQ4       .807   .764 .968 

LikeabilityQ4        -.521  .599 .960 

CustOrienQ3         -.716 .678 .953 

CustOrienQ4         -.667 .725 .951 

CustOrienQ2         -.553 .756 .948 

CustOrienQ1     .311    -.440 .718 .950 

Extraction Method: Principal Component Analysis. 

Rotation Method: Oblimin with Kaiser Normalization.  
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7.8. Exploratory Factor Analysis customer data (version 2) 

Table 32 - The results of the EFA (customer data - version 2) 

 F1 F2 F3 F4 F5 F6 F7 F8 F9 Commun-

alities 

KMO 

Overall           .928 

TrustworthinessQ2 .776         .709 .942 

LikeabilityQ2 .763         .830 .947 

TrustworthinessQ1 .752         .750 .942 

LikeabilityQ1 .735         .801 .948 

LikeabilityQ3 .722         .752 .964 

LikeabilityQ5 .632         .715 .980 

TrustworthinessQ5 .481         .502 .973 

ExtraversionQ4  .906        .827 .748 

ExtraversionQ3  .898        .814 .745 

ExtraversionQ1  .862        .760 .835 

ExtraversionQ2  .854        .735 .835 

ClothingQ3   -.971       .890 .889 

ClothingQ2   -.892       .818 .928 

ClothingQ4   -.842       .779 .941 

ClothingQ1   -.774       .788 .951 

CustKnowQ3    .811      .665 .869 

CustKnowQ2    .805      .764 .840 

CustKnowQ5    .798      .671 .856 

CustKnowQ4    .769      .600 .865 

CustKnowQ1    .718      .700 .866 

SatisfactionQ1     -.883     .849 .926 

SatisfactionQ2     -.882     .868 .922 

SatisfactionQ3     -.702     .789 .961 

EmpathyQ1      .810    .707 .947 

EmpathyQ2      .696    .609 .957 

AttractivenessQ1       .905   .898 .880 

AttractivenessQ2       .901   .899 .888 

AttractivenessQ4       .782   .764 .967 

CustOrienQ4        .734  .752 .954 

CustOrienQ3        .729  .676 .956 

CustOrienQ2        .570  .759 .947 

CustOrienQ1     -.304   .463  .710 .949 

EmpathyQ5      .316   -.467 .690 .966 

EmpathyQ4      .369   -.458 .770 .943 

EmpathyQ3        .358 -.445 .760 .942 

Extraction Method: Principal Component Analysis. 

Rotation Method: Oblimin with Kaiser Normalization.  
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7.9.  Exploratory Factor Analysis employee data 

Table 33 - The results of the EFA (employee data) 

 F1 F2 F3 F4 F5 F6 F7 Commun-

alities 

KMO 

Overall         .727 

AgreeablenessQ3 .929       .847 .760 

AgreeablenessQ2 .880       .853 .755 

AgreeablenessQ1 .838       .752 .818 

AgreeablenessQ4 .834       .769 .841 

ConscientiousnessQ3 .822       .852 .789 

ConscientiousnessQ2 .813       .761 .797 

ConscientiousnessQ1 .735       .722 .861 

ConscientiousnessQ4 .632       .661 .780 

CustOrienQ2  .875      .797 .705 

CustOrienQ1  .857      .817 .671 

CustOrienQ4  .852      .852 .667 

CustOrienQ3  .847      .808 .738 

CreativityQ3   .863     .839 .624 

CreativityQ1   .831     .705 .599 

CreativityQ2   .773     .716 .740 

ImprovisationQ2    .924    .879 .684 

ImprovisationQ3    .898    .869 .610 

ImprovisationQ1    .893    .854 .666 

CustKnowQ1     .718   .709 .769 

CustKnowQ2     .664  -.363 .785 .757 

EmpathyQ1     .372  -.339 .503 .696 

EmpathyQ3     .336   .446 .659 

EmpathyQ4      .806  .717 .598 

EmpathyQ5      .745  .722 .442 

CustKnowQ5       -.917 .770 .666 

CustKnowQ3       -.692 .659 .695 

CustKnowQ4      .337 -.541 .657 .676 

Extraction Method: Principal Component Analysis. 

Rotation Method: Oblimin with Kaiser Normalization. 
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7.10. Scale items of the customer survey 

Table 34 - Scale items of the customer data constructs 

Construct # Item Item 

Reliability 
1 

Composite 

reliability 
1 

Average 

Variance 

Extracted 
1 

Attractiveness Q1 De medewerker die ik sprak, vond ik knap. 0.932 0.919 0.792 

 Q2 De medewerker die ik sprak, had een aantrekkelijke 

uitstraling. 

0.952   

 Q4 De medewerker die ik sprak, zag er goed uit. 0.776   

Clothing Q1 De medewerker die ik sprak, had mooie kleding aan. 0.826 0.923 0.749 

 Q2 Ik vond de kleding van de medewerker representatief. 0.865   

 Q3 Ik ben zeer positief over de kleding van de 

medewerker. 

0.925   

 Q4 De kleding die de medewerker droeg zou je als 

aantrekkelijk kunnen beschrijven. 

0.843   

Empathy Q3 De medewerker probeerde mijn klantbehoeften te 

achterhalen door zich in the leven in mijn situatie. 

0.872 0.872 0.695 

 Q4 De medewerker kon zich eenvoudig inleven in mijn 

situatie. 

0.867   

 Q5 De medewerker paste zijn/haar communicatie aan 

mijn persoonlijke situatie aan. 

0.756   

Customer 

Knowledge 

Q1 De medewerker en ik bespraken persoonlijke 

interesses. 

0.826 0.853 0.544 

 Q2 Ik heb het gevoel dat de medewerker veel over mij te 

weten gekomen is. 

0.896   

 Q3 Tijdens dit bezoek heb ik meer verteld over mijn 

ervaringen met telecom producten of -diensten dan 

noodzakelijk was. 

0.682   

 Q4 Ik heb mijn thuissituatie besproken met de 

medewerker. 

0.609   

 Q5 Tijdens dit bezoek heb ik uitgebreid mijn mening 

gegeven over een telecom product of -dienst. 

0.632   

Likeability Q1 De medewerker was sympathiek. 0.892 0.923 0.750 

 Q2 De medewerker was een leuk persoon. 0.908   

 Q3 Ik denk dat de medewerker door veel mensen 

sympathiek gevonden wordt. 

0.841   

 Q5 De medewerker was een attent persoon. 0.819   

Trustworthiness Q1 Ik denk dat de medewerker eerlijk tegen me was. 0.849 0.826 0.703 

 Q2 De medewerker is iemand die ik kan vertrouwen. 0.828   

Customer 

Orientation 

Q1 

 

De medewerker heeft vanuit mijn belang gehandeld. 0.866 0.873 0.697 

 Q2 De medewerker is oplossingsgericht te werk gegaan. 0.894   

 Q4 De medewerker was i staat om passende oplossingen 

voor moeilijke problemen te vinden. 

0.737   

Satisfaction Q1 In hoeverre bent u tevreden over de verleende 

service? 

0.864 0.905 0.761 

 Q2 In hoeverre voldeed de service aan uw 

verwachtingen? 

0.898   

 Q3 In hoeverre was de medewerker de ideale 

dienstverlener binnen de telecomwinkel? 

0.854   

Extraversion Q1 Ik beschouw mezelf als spraakzaam <...> verlegen. 0.773 0.903 0.701 

 Q2 Ik beschouw mezelf als extravert <...> stil. 0.755   

 Q3 Ik beschouw mezelf als moedig <...> schuchter. 0.895   

 Q4 Ik beschouw mezelf als energiek <...> teruggetrokken. 0.913   
1 Numbers are calculated through a Confirmatory Factor Analysis in Amos. 
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7.11. Scale items of the employee survey 

Table 35 - Scale items of the employee data constructs 

Construct  Item Item 

Reliability 
1 

Composite 

reliability 
1 

Average 

Variance 

Extracted 
1 

Empathy Q1 Ik toon begrip voor klantbehoeften van de personen die 

ik help. 

0.780 0.686 0.524 

 Q3 Ik probeer klantbehoeften te achterhalen door me in te 

leven in de situatie van de klant. 

0.663   

Customer 

Knowledge 

Q1 

 

De klant en ik bespreken persoonlijke interesses. 0.677 0.769 0.534 

 Q2 

 

Ik heb het gevoel dat ik veel over de klant die ik help te 

weten kom. 

0.899   

 Q3 De klant verteld mij meestal meer over zijn/haar 

ervaringen met telecom producten- of diensten dan  

noodzakelijk is. 

0.580   

Customer 

Orientation 

Q1 

 

Ik handel vanuit het beste belang voor de klant. 0.797 0.903 0.699 

 Q2 Ik ga oplossingsgericht te werk. 0.846   

 Q3 Ik beveel producten/hulp op maat aan. 0.863   

 Q4 Ik ben in staat om passende oplossingen voor moeilijke 

problemen te vinden. 

0.838   

Agreeableness Q1 Ik beschouw mezelf als sympathiek <...> afstandelijk. 0.833 0.935 0.783 

 Q2 Ik beschouw mezelf als warmhartig <...> 

onsympathiek. 

0.928   

 Q3 Ik beschouw mezelf als vriendelijk <...> onbeleefd. 0.917   

 Q4 Ik beschouw mezelf als samenwerkend <...> wreed. 0.859   

Conscientious Q1 Ik beschouw mezelf als georganiseerd <...> 

ongeorganiseerd. 

0.834 0.908 0.713 

 Q2 Ik beschouw mezelf als efficiënt <...> slordig. 0.840   

 Q3 Ik beschouw mezelf als systematisch <...> inefficiënt. 0.950   

 Q4 Ik beschouw mezelf als praktisch <...> nonchalant. 0.740   

Improvisation Q1 Ik kan goed omgaan met onvoorziene problemen. 0.861 0.916 0.785 

 Q2 Ik ben in staat om in te spelen op onverwachte 

mogelijkheden zonder voorbereiding. 

0.939   

 Q3 Ik ben in staat om creatief te improviseren. 0.856   

Creativity Q2 In hoeverre heb je de afgelopen 6 maanden ideeën 

bedacht voor manieren om de diensten van KPN te 

verbeteren? 

0.747 0.850 0.748 

 Q3 In hoeverre heb je de afgelopen 6 maanden ideeën 

bedacht voor nieuwe werk procedures. 

0.968   

1 Numbers are calculated through a Confirmatory Factor Analysis in Amos. 
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7.12. Variable Inflation Factors 

Table 36 - The VIF values of the customer data 

 Attrac. Clothing Empathy CustKnow Extrav. Like. Trust. CustOrien Satisfaction 

Attractiveness - 1.391 1.773 1.777 1.765 1.740 1.663 1.759 1.774 

Clothing 1.322 - 1.684 1.669 1.684 1.660 1.663 1.686 1.689 

Empathy 2.813 2.812 - 2.737 2.806 2.487 2.816 2.278 2.812 

CustKnow 1.163 1.149 1.128 - 1.161 1.161 1.142 1.159 1.162 

Extraversion 1.409 1.415 1.412 1.417 - 1.364 1.214 1.413 1.416 

Likeability 2.306 2.317 2.078 2.353 2.264 - 2.186 2.303 2.234 

Trustworthiness 2.249 2.367 2.401 2.362 2.058 2.230 - 2.130 2.404 

CustOrien 4.449 4.490 3.632 4.484 4.478 4.395 3.985 - 2.848 

Satisfaction 3.101 3.108 3.099 3.107 3.101 2.946 3.108 1.968 - 

 
Table 37 - The VIF values of the employee data 

 Empathy CustKnow CustOrien Agreeableness Conscientious. Improvisation Creativity 

Empathy - 1.128 1.346 1.294 1.341 1.343 1.338 

CustKnow 1.301 - 1.317 1.545 1.538 1.542 1.548 

CustOrien 1.335 1.132 - 1.294 1.266 1.299 1.322 

Agreeableness 2.030 2.102 2.047 - 1.164 2.111 2.111 

Conscientiousness 2.376 2.362 2.261 1.314 - 2.297 2.087 

Improvisation 1.136 1.131 1.108 1.138 1.097 - 1.097 

Creativity 1.264 1.268 1.260 1.271 1.114 1.226 - 
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7.13.  The descriptives of the variables per store 

Table 38 - The descriptives of the variables per store 

 Store N Mean 

Satis. 

Std.Dev. 

Satis. 

Mean 

Cust.Orien. 

Std.Dev. 

Cust.Orien. 

Mean 

Trust. 

Std.Dev. 

Trust. 

Mean 

Like. 

Std.Dev. 

Like. 

Mean 

Extra. 

Std.Dev. 

Extra. 

Mean 

Info. 

Std.Dev. 

Info. 

1 Store12 22 4,112 1,345 2,937 1,023 1,353 0,3423 1,784 0,418 0,907 1,401 1,494 1,434 

2 Store7 36 4,931 0,803 3,653 0,553 1,446 0,342 1,892 0,294 1,198 1,748 1,427 1,824 

3 Store1 15 4,747 0,846 3,480 0,689 1,366 0,371 1,860 0,439 0,895 1,964 1,448 1,411 

4 Store18 28 4,590 1,090 3,317 0,816 1,461 0,268 1,885 0,296 0,507 1,413 1,854 1,534 

5 Store22 26 4,752 0,879 3,477 0,649 1,509 0,276 1,920 0,404 0,847 1,797 1,519 1,346 

6 Store23 15 4,163 1,906 2,900 1,407 1,290 0,339 1,557 0,685 1,310 1,779 0,879 1,420 

7 Store16 13 4,476 1,287 3,313 0,681 1,343 0,316 1,762 0,402 0,723 1,364 0,615 1,603 

8 Store4 22 4,567 0,981 3,267 0,862 1,426 0,366 1,834 0,412 1,482 1,838 1,677 1,449 

9 Store2 31 4,828 0,685 3,497 0,663 1,434 0,288 1,812 0,395 1,132 1,902 1,279 1,429 

10 Store21 24 4,630 0,771 3,443 0,520 1,464 0,216 1,723 0,325 2,177 1,836 1,683 1,651 

11 Store6 20 4,845 0,704 3,670 0,546 1,597 0,220 1,803 0,488 0,620 1,560 1,890 1,841 

12 Store9 22 4,427 1,165 3,235 0,946 1,401 0,364 1,744 0,459 1,288 1,644 0,762 1,530 

13 Store24 21 4,669 0,851 3,441 0,659 1,476 0,243 1,881 0,372 1,280 1,659 1,449 1,609 

14 Store3 11 4,930 0,714 3,613 0,673 1,600 0,199 1,951 0,283 1,043 1,962 0,994 1,803 

15 Store19 25 4,502 0,879 3,169 0,763 1,410 0,280 1,809 0,441 1,440 1,564 1,021 1,239 

16 Store17 18 4,886 1,211 3,566 0,710 1,594 0,202 1,992 0,253 1,009 2,062 2,067 1,830 

17 Store15 21 5,056 0,949 3,706 0,896 1,435 0,322 1,937 0,391 1,036 1,778 1,982 1,465 

18 Store10 18 4,586 0,747 3,423 0,680 1,507 0,226 1,865 0,252 1,798 1,673 1,652 1,336 

19 Store8 23 4,596 0,855 3,490 0,524 1,504 0,222 1,845 0,298 1,379 1,860 1,030 1,814 

20 Store5 20 4,646 0,695 3,419 0,561 1,410 0,284 1,790 0,444 1,429 1,709 1,408 1,416 

21 Store11 19 4,858 0,776 3,525 0,710 1,519 0,181 1,920 0,354 1,499 1,664 1,809 1,443 

22 Store14 24 4,841 0,957 3,734 0,423 1,558 0,236 1,935 0,337 1,493 1,640 1,264 1,769 

23 Store20 11 5,157 0,593 3,867 0,240 1,585 0,192 2,022 0,313 0,734 1,421 1,239 1,595 

24 Store13 19 4,591 0,935 3,485 0,645 1,505 0,253 1,883 0,358 1,216 1,834 1,508 1,486 
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Table 39 - Continued: The descriptives of the variables per store 

 Store N Mean 

Emp. 

Std.Dev. 

Emp. 

Mean 

Cloth. 

Std.Dev. 

Cloth. 

Mean 

Attrac. 

Std.Dev. 

Attrac. 

1 Store12 22 3,434 1,030 2,526 0,753 3,002 1,044 

2 Store7 36 3,969 0,664 2,690 0,806 3,412 1,019 

3 Store1 15 3,781 0,807 2,333 0,796 3,659 0,862 

4 Store18 28 3,747 0,751 2,366 0,881 3,209 1,009 

5 Store22 26 3,944 0,828 2,406 0,701 3,331 0,969 

6 Store23 15 3,049 1,410 2,542 0,754 3,518 1,130 

7 Store16 13 3,260 0,932 2,128 1,066 3,700 0,750 

8 Store4 22 3,756 1,213 2,253 1,036 3,315 0,753 

9 Store2 31 3,781 0,807 1,943 0,869 2,998 0,816 

10 Store21 24 3,847 0,470 2,255 0,808 2,933 1,133 

11 Store6 20 4,170 0,605 1,862 0,884 2,799 1,019 

12 Store9 22 3,654 1,014 1,952 0,919 2,445 1,125 

13 Store24 21 3,821 0,720 2,527 0,877 3,079 1,282 

14 Store3 11 3,907 0,545 2,425 1,097 3,348 0,902 

15 Store19 25 3,621 0,957 2,257 0,747 3,056 1,072 

16 Store17 18 4,011 0,750 2,560 0,968 3,408 0,958 

17 Store15 21 4,321 0,711 2,572 1,020 3,107 1,434 

18 Store10 18 3,909 0,619 2,053 0,900 2,916 0,823 

19 Store8 23 3,890 0,658 2,307 1,069 2,982 1,280 

20 Store5 20 3,709 0,774 2,347 0,942 3,112 1,118 

21 Store11 19 3,918 0,792 2,506 0,694 3,223 0,859 

22 Store14 24 3,870 0,955 2,248 0,848 2,501 1,541 

23 Store20 11 4,298 0,431 2,318 0,824 2,781 1,325 

24 Store13 19 3,972 0,643 2,259 0,907 3,325 0,905 
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7.14. Results multiple regression with data without outliers of the 

variable Store 

Table 40 - Results of the regression analysis without the outliers of the variables Store 

 Customer 

Knowledge 

Likeability Trustworthiness Customer 

Orientation 

Satisfaction 

 B1 P-value B1 P-value B1 P-value B1 P-value B1 P-value 

Attractiveness -.004 .985 .254 .063 .243 .106     

Clothing .087 .171 .111 .012 -.136 .005     

Empathy .292 .000 .357 .000 .369 .000     

Likeability .030 .685   .307 .000 .298 .000   

Trustworthiness -.111 .103 .255 .000   .552 .000   

Customer Knowledge       .192 .000   

Customer Orientation         .788 .000 

           

Control variables           

Extraversion .069 .244 -.194 .000 -.345 .000 .135 .001 -.003 .937 

Attractiveness^2 ..072 .720 -.079 .538 -.446 .003     

Age -.107 .041 .062 .082 .029 .464 .062 .082 -.011 .735 

Education -.102 .043 -.009 .792 -.124 .001 .025 .473 .042 .195 

GenderCust .051 .326 -.015 .677 .046 .246 -.084 .025 -.015 .657 

GenderSimilarity .048 .357 -.014 .695 -.002 .963 .001 .988 ..021 .539 

ClothingType .073 .130 -.025 .459 -.035 .334 .041 .236 .009 .774 

ReasonPurchase .230 .004 -.004 .946 -.030 .622 -.050 .388 .030 .568 

ReasonComplaint .064 .371 -.128 .009 .027 .618 .055 .279 -.097 .039 

ReasonOrientation .202 .006 -.004 .985 -.018 .742 -.027 .600 -.078 .106 

           

R2 .171  .603  .521  .572  .630  

Adjusted R2  .138  .589  .504  .558  .620  
1 B is the standardized beta coefficient.  
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7.15. ICC(1) and ICC(2) calculations 

Table 41 - ICC(1) and ICC(2) calculations of the customer data 

Construct Attractiveness Clothing Empathy CustKnow Extraversion Likeability Trustworthiness CustOrien Satisfaction 

Sample size 504 504 504 504 504 504 504 504 504 

Number of teams 24 24 24 24 24 24 24 24 24 

Average team size 21 21 21 21 21 21 21 21 21 

          

MSbetween 1.925 1.026 1.378 3.02 3.165 0.159 0.113 1.011 1.17 

MSwithin 1.147 0.776 0.687 2.434 2.963 0.149 0.08 0.528 0.928 

          

CR 0.904 0.911 0.841 0.844 0.899 0.868 0.696 0.844 0.89 

          

ICC 2 0.404 0.244 0.501 0.194 0.064 0.063 0.292 0.478 0.207 

 0.778 0.250 0.691 0.586 0.202 0.010 0.033 0.483 0.242 

 24.865 16.546 15.118 51.700 62.425 3.139 1.713 11.571 19.730 

ICC1 0.031 0.015 0.046 0.011 0.003 0.003 0.019 0.042 0.012 

 2.312 1.450 2.294 7.974 6.285 0.413 0.511 1.730 2.144 

 21.775 14.846 12.133 43.140 55.938 2.716 1.169 9.358 17.344 

ICC1 corrected 0.03 0.02 0.05 0.01 0.00 0.00 0.03 0.05 0.01 

ICC2 corrected 0.43 0.26 0.54 0.22 0.07 0.07 0.37 0.52 0.23 
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Table 42 - ICC(1) and ICC(2) calculations of the employee data 

Construct Empathy CustKnow CustOrien Agreeableness Conscientiousness Improvisation Creativity 

Sample size 77 77 77 77 77 77 77 

Number of teams 23 23 23 23 23 23 23 

Average team size 3.347826 3.347826087 3.347826087 3.347826087 3.347826087 3.347826087 3.347826087 

        

MSbetween 0.243 0.727 0.768 2.454 2.669 3.451 6.025 

MSwithin 0.208 0.881 0.853 2.142 2.454 4.634 3.865 

        

CR 0.686 0.769 0.903 0.935 0.907 0.916 0.853 

        

ICC 2 0.144 -0.212 -0.111 0.127 0.081 -0.343 0.359 

 0.035 -0.154 -0.085 0.312 0.215 -1.183 2.160 

 0.731 2.795 2.771 7.483 8.431 14.331 15.099 

ICC1 0.048 -0.055 -0.031 0.042 0.026 -0.083 0.143 

 0.219 0.681 0.277 0.466 0.764 1.303 1.902 

 0.478 2.268 2.579 6.705 7.452 14.211 11.037 

ICC1 corrected 0.07 -0.07 -0.03 0.04 0.03 -0.09 0.16 

ICC2 corrected 0.20 -0.29 -0.12 0.13 0.09 -0.39 0.40 

 


