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298-305.

42) 792}, A7MA, p. 9

43) 244, A, A4S, (2010). QBAHIA AlFAe] StEEVE Ak, NS, 245
of mAl= FaF AU G A, 11(1), pp.209-236
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A, MR, 47IcshL vt pp23-24

45) Felson, R. B. (1992). Coming to See Ourselves: Social Sources of Self-Appraisals. in
Advances in Group Processes, E. ]. Lawler, B. Markovsky, C. Ridgeway,et al., eds.
Greenwich, CT: JAI, 185-20.

46) 231 €, MAA, pp. 215-216

47) Dixson, Marcia.,, & SteveW. Duck. (1993). Understanding Relationship Processes:
Uncovering the Human Search for Meaning. Newbury Park, CA: Sage, 175-206.

48) Duck, S. (1994). Meaningful Relationships: Talking, Sense, and Relating, Thousand Oaks,
CA: Sage, 99-101.

49) Goodwin, Cathy., & Dwayne D. Grembler. (1996). Friendship over the counter: how
social aspects of service encounters influence consumer service loyalty. in Advances in
Services Marketing and Management, Vol. 5, Teresa A. Swartz, David E. Bowen, and
Stephen W. Brown(Eds.), Greenwich, CT: JAI Press, 247-282.
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2-go] oo @2 AFEREE ZEdglel Ax Ho] ghrh(Ledoux
Hazelwood, 1985)50), 12y HZ+= T2 A4
AT=E uHA" EopollA= Aot Adel Wit et fojrt o]Fo)7]
2] Zotgom ofA7x] At ulEe Aotk (R, A, HAS,
2000050, ZE|1 HEo] A= FE FSUHThE FooA
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Gfeller, Lynn & Probble(1987)592 Z|HaAtet 13| Ao of
g A4S SOl dEs dAIA A71E skl HE57IXke 5ol
dojx g S F7HEctY §19e™, Harrigan & Rosenthal(198
3592 A AYe dAolA ARt H2E S5 fIo 1470
FES ARESte] 2ot ok AR ShAbE ThES Sk B
o Zoly tfE AR WAIE Hohal sHATE Krizer(19990)50)-2 %]
FAReE ghAbe] AoAg ATGE o v, we A4, AlE, 24 ¢l

50) LeDoux, ]. C., & Hazelwood, R. R. (1985). Police Attitudes and Beliefs Toward Rape,
Journal of Police Science and Administration, 13, 211-220.

51) AT <l, AWA, pp. 213-214

52) Labahn, D. W. (1996). Advertiser Perceptions of Fair Compensation, Confidentiality and
Rapport. Journal of Advertising Research, 36, 28-37.

53) B2, AAAL, pp.26-27

54) Gfeller, Jeffrey D., Steven Jay Lynn., & W. Eric Pribble. (1987). Enhancing Hypnotic
Susceptibility: Interpersonal and Rapport Factors. Journal of Personality and Social
Psychology, 52 (March), 586-95.

55) Harrigan, Jinni A., & Robert, Rosenthal. (1983). Physicians' Head and Body Positions as
Determinants of Persived Rapport. Journal of Applied Social Psychology, 13
(November—December), 496—509.

56) Krizer, Rachel. (1990). Rapport in Therapist—Client Interactions: An Ecological Analysis
of the Effects of Nonverbal Sensitivity and Interactional Synchrony. Doctoral dissertation,
Hofstra University. p.87
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1230 Bernieri et al.(1996)2 #HEZ+= A 23}, oS AR F+=
4= 7D 9o Ao digt ARl Bikof et Ao Age] o
Sff 187 dxor FSAEUATIL sHeh. olefetAl 11 BAQL HHAH
2712 W5 dAES T oided A2 =9E, 53, AR
A&, 59 4, U9 A, 2= B35S ®eE ol shlct
Tickle-Degnen et al.(1987)& wel 44 H[o]#] PFo] =z A
A% Adets A T shlew oo oS IF AFE 7919
24, A28 34, A8 23t A= E HE a4 ZgdEHOY
stlrh. el HA-oA dxe SA4A, ket A2 ol UEEe

2 Qs &y Zgs] yepdtty o th(Tickle-Degnen, 1990).
Brooks(1989)«= o} 11740 Ao 2rgolA #l2e] AL FAHE
Alste AT FAEA o A2 st AlFolu AH| 2o
disf FuiE 2 4+ e =RES 7 QiHal shglew,
Marks(1994)58)2 wrfj¢lo] #|i25 FA5t7] Aol ARESioF k= 2 7t
A PESFAS Adoied B2, B on, Fo wheh FA]9
= 9% S Ajtetdloh 191
Wetiz & Castleberry(1992)= AAA 1748 27} FAE Tujdo]
oL & ¢844 BEdotal ottt
Ashforth & Humphrey(1993)592 143}t AMu|A AlF2L Atolo] ]
EE F2 ALY Fa%t dEPoEA &8 "ol st3ew, Ford
& Ltienne(1994)60= HEE FA5H] feid= ABIAE diste Abd

57) Allen, A., M. Montgomery, J. Tubman, L. Frazier., & L. Escovar. (2003). The Effects of
Assessment Feedback on Rapport—Builiding and Self-Enhancement Process. Journal of
Mental Health Counseling, 25(3), 165-182.

58) Marks, Ronald B. (1994). Personal selling. An Interactive Approac Boston: Allyn &
Bacon, 210-217.

59) Ashforth, B. E., & R. H. Humphrey. (1993). Emotional Labor in Service Roles: The
Influrnce of Identity. Academy of Management Review, 18(1), 88-115.

60) Ford, W. S. Z, & C. N. Etienne. (1994). Can I Help You? A Framework for the
Interdiscuplinary Research on Customer Service Encounters. Management Communication
Qiarterly, 7(May), 413-441.
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1. gAZS] 7id
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A% (commitmen) & A4FA 7] PAGAS 9§ B4 axolt. A
so gutHom wHTAATE] BA Ao g FAHolm WAH

MeFo g2 Aol rlojgktt(Dwyer, Schurr & Oh, 1987).

A&olgk “welk GARRF 7ho] TAX|ES| Tt BAA ofETo=m A9
=™ (Dwyer, Schurr & Oh 1987) o|#gt A& AdF2Ql A7 A
O] MAHAQ @0l 7|l o]elo] HAAS ol 7|70l ©7]H<l 5

¥ F= Aol ofyzt Al A=
el tH(Anderson & Weitz
1992)60), = =2 FAAY A& AUy A2 LAY d&EFFo o

)
i
of
ol
N
N,
2
)
(o]
il
of
o
filo
N
)
rid

A AL sl BHE AL A7

o AzS Jjolo] P=A A}

=as
_%
Aetn sy, 1w =, A%

2 1 EE ARt gAY B
2l 2 71431 o]9o] AALZ sl 71A
o] @Al IS At st oxE Zstela gt Eg AL
o]l =2 AR Y AR AU BAl SlojAl 71A0] 7HA]
Re SRS 2o BExstaar & ook Tlev AEskz] ZokAl &
A= Qe A& AR Ao o 73Fod =& H 4 ot
olfgt ALK OoRKE AA H= o]} Fgof tigt Q142 A& T

66) Anderson, E., & Weitz, B. (1992). The Use of Pledges to Build and Sustain Commitment
in Distribution Channels. Journal of Marketing Research, 29({February), pp18-34.

67) Becker, H. S. (1960). Notes on the concept of commiment. American Journal of
Sociology. 66 pp32-42.
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AE ol ATe ARdom sEdor aTsty 9t
EG &L 71 olo AEL 99 A7l ©I1A SIS Paata

Porter & Steers, 1982).69)

Au| A AlgAet 4naE Aol A& AAA 7Nk vigoR oF
2Hzpe] A717ke] WA A3F/d (Niehoff & Moorman, R0 #A 5
AEY A A&0] & sH(net benefi)o] == Zo] 2= Ave] &
Kog oler,

Berry & Gresham(1986)7)2 AT 4% AL 7Htoz IEH=
Aolgtnl FASHAA, 4BZAZF EARY B to] High S 7o] Hi=
2 ERE olfjt A% w2 Fol AWstAth ol AR 49 iE
T gt v FEiE ofu|sh= Zlo] ofd A& AR Jger 4
HoFATE. Assael(1987)722 A SAHAEE ‘B4 x| diet 45 o=
%! NAZA]

ol o, olzjgt Aol THly} FFA AH|A Ao)A
I (customer loyalty) o] 2]& <l As) g<lo]z}

ojAd AL 7HA Sl BAE FAAZIAL
Aolst 4= AdtHMoorman et al. 1992).73) FLufjz}e} mafjz} A o] A

&2 JAMOl FAHALE FASt= Mde=r 8ot (Morgan & Hunt

=lad
Mo
>,
b
2
° 2
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-
)
kl

i

68) Dwyer, F. R., Schurr, P. H., & Oh, S. J. (1987). Output Sector Munificence Effects on
the Internal Political Economy of Marketing Channels. journal of Marketing Research, 22:
pp397-414.

69) Mowday, R. T., Porter, L. W., & Steers, R. M. (1982). Employee-organization linkages :
The psychology of commitment, absenteeism, and turnover. San Diego, CA @ Academic
Press. pp.57-59

70) Niehoff, B. P. & Moorman, R. (1993). Justice as A Mediator of the Relationship
Between Methods of Monitoring and Organizational Citizenship Behavior. Academy of
Management Journal, 36, 527-556.

71) Berry, L. L. & Gresham, L. G. (1986). Relationship retailing transform customer in to
clients. Business Horizons. November—December, pp43-47.

72) Assael, Henry(1998). Consumer Behavior and Marketing Action, South—Western College
Publishing. p.4

73) Moorman, R. H. (1991). Relationship between organizational justice and organizational
citizenship behavior : Do fairness perceptions influence employee citizenship?. Journal of
Applied Psychology, 76, pp 845-855.
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1994)74), 2|&2Q1 A4 2
)79 wepA d452 7Y

ofjzto 27tz 7+52 4= th(Gundlach, Gregory T., Ravi S. Achrol.,
& John, T. Mentzer, 1995).76)

2. IAZA L (commitment) 2] FALR A

Z(commitment) 9] 9 H T840 et AE ThfohA olF
011%%1”:}. Brown, ] Lusch & Nicholson (1994)772 ZA&S T2 2
Z(instrumental commitment) ¥ HFHZA ZAZ(hormativecommitment) S
2 FEsIF e, Kim, Keysuk & Bary(1997)78= ZA&9] A4S
2| &2 AZ(continuance commitment), Y54 A2z (behavior
commitment), QA& A< (affective commitment) 0.2 FLESF T
3t Young & Denize(1995)792 A&S ZAAY A5 gA2AAld
A fdE Z2A He AFA Zd&oz FESHYCH, Mathien &
Zajac(1999)802 &S AAA A&Eu ALY dLos FESH. £
2 P9 BolMe 2E5S HEA] A5 P4 d50s FESH Ut
(Staw, 19808D; Mowday et al., 198282); Allen & Meyer, 199083).

74) Morgan, R. M., & Hunt, S. D. (1994). The Measurement of Organizational
Commitment. Journal of Vocational Behavior, 14: pp224-2417.

75) Ganesan, S. (1994). Determinant of long—term orientation in buyer—seller relationship.
Journal of Marketing. 58: pp 1-10.

76) Gundlach, Gregory T., Ravi S. Achrol., & John, T. Mentzer. (1995). The Structure of
Commitment in Exchange. Journal of Marf(ermg, S9January), pp78-92.

77) Brown, J. R., Lusch, R. F., & Nicholson, C. Y. (1994). Power and relationship
commitment : Their impact on marketing channel member performance. Jjournal of
Retailing, 7I(winter), pp 363-392.

78) Kim, Keysuk., & Bary L. Frazier. (1997). Measurement of Distributor Commitment in
Industrial Channels of Distribution. Journal of Business Research, 40: pp 139-154.

79) Young, L., & Denize, S. (1995). A Concept of Commitment : Alternative Views of
Relational Continuity in Business Service Relationships. Journal of Business and Industrial
Marketing, 105), pp22-37.

80) Mathieu, J. E. & Zajac, D. M. (1990). A review and meta—analysis of the Antecedents,
correlates, and consequences of organizational commitment. Psychological Bulletin, 1082):
ppl71-194,

81) Staw, B. M. (1980). The consequences of turnover. Journal of Occupational Behavior, 1:
pp 253-273.

82) Mowday, R. T., Porter, L. W., & Steers, R. M. (1982). Employee—organization linkages :
The psychology of commitment, absenteeism, and turnover. San Diego, CA @ Academic
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AES dador HA ¢kl thaffle g Hopop Sk o= theRt
Ao A Zop B 4 9l=d], o2 Kim, Keysuk & Bary(1997)= A%
= 22 FH AAARJ Ak o5 SAste A2 AR &4
ZH A dase e & 4 vl sk oebs 2 4
NM= oAl BES ARESHY] dAFE Adsts, 2E&S =4, AEF
BAS 2= A &3 A9 AeA akdel A d&Kow
2oko] Argstarat gttt

ojA Y AFAuitt vtFeHA A&9 /e ot o, & =&
o A= Geysen(1996)84, Mathieu & Zajac(1990)899] ~L&of wat 7+
A2 A (affective) T} AAFA (Calculative) A& o2 FHSI] A5 A

Wstuzt gt

1) AP A2 (calculative commitment)

Ad AR Ao zRE Fhx) Qe ool WAL I %

AR A8 21 ARl 3 A 04Ee BAR Fak

A 252 FAA =T HE= H}%‘fﬂi 3= ™(Gundlach et
2]

al, 1995)87), BAHo g ALZ9

Press. Moorman.

83) Allen, N. ], & Meyer, J. P. (1990). The Measurement and Antecedents of Affective,
Continuance and Normative Commitment to the Organization. Journal of Occupational
Psychology, 63: ppl-18.

84) Ganesan, S. (1994). Determinants of Long—Term Orientation in Buyer—Seller
Relationships. Journal of Marketing, 58 : ppl-19.

85) Mathieu, J. E. & Zajac, D. M. (1990). A review and meta—analysis of the Antecedents,
correlates, and consequences of organizational commitment. Psychological Bulletin, 1082),
171-194.

86) Becker, H. S. (1960). Notes on the concept of commitment. American Journal of
Sociology. 66: pp32-42.
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BAA olsiEAl 719157 .

2) AXA Az (affective commitment)

AMA A& AHEld ofF(psychological attachment), L3}t
(identification), & (affiliation), 7Fx] ¥ *](value congruence) = HIE
o2 3t (Maertz, Griffeth, Campbell, & Allen, (2007)).89 ZA|A =
84S Hg R WAE AKShe AL A& 2 AAH 259 3
AMAFES NAAALRA] B oJs) AT os PAE A&t 27
YT Fofolld AAMA AL A9 ZHY THA], WA HollA A4l
ok 831 A 7F](instrumental worth)@F= H7jo] X Zof oist
AeA ofjztow AHoselrt. o] AH HA A A& A FAR I A
29| ZHY 7Hxo digt A 7HA[A Sto] Bk A=A o g Foist
A s, Aol disl 42l HEE ZA et

3. A+

D) EAELaRde] Hh dda+

A Aol A Sl At 2 ARE wEes
S GAStT A&stEs A2 olHet TAALES AdgAAt
o] ASER S s FFe TEH

A A5 dE mtEvete] A el et AexE SUMA &
714 ol 75 wiASHAl Hu, 718F0F 4] JAlet AAF A
Aol A A Hern AHor A P& THAA

t(Morgan & Humt, 1994).
TAZAEG diet AYAF=2 M= &
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<
o
o,
o
rlr
el
)
o
i)

87) Gundlach, Gregory T., Ravi S. Achrol., & John, T. Mentzer. (1995). The Structure of
Commitment in Exchange. journal of Marketing, 59: pp78-92.

88) Maertz, C. P., Griffeth, R. W., Campbell, N.S., & Allen, D. G. (2007). The effects of
perceived organizational support and perceived supervisor support on employee turnover.
Journal of Organizational Behavior, 29 ppl059-1075.
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%, BYe #AE&Lader AAPH. 12al Fmsh2002)0& A1E,
A, 9EE S AN,
rosby, Evans & Cowles(1990)9D= HJS|A}L AJH] Azhafjof| 4] 2]
vAL] dof| gt AFE Fol BidSHAREEAR FAMDT TAA o
YRGS E, G2, de4dodxe)7t gujddae] v A28
= dotH 7] s w742 A=t vhE
@A )= Aottt 2447 A=et whEe wojedate] njE 4
A gt Zdiofl FoH dd= vAl= Ae® YERHT
Doney & Cannon(1997)2 —tufztel @ofzp Ao Qlo] 412]e] 24
of e Aol wujr|de] B4 ddETAe] S0l ofEA Al
oF Aoargo TS HA=AE ZASHAH. e 7199 #AEAL
Qo= BH, R, UAMEIA AFoR], AEFF, ANV & A
3,

QA EAAQoR AR, W, SAE, G4, AR

2N
2
®)

A2 Wojr|del Ret Fuizte] gk Aujs AlFelA s Y]
Aol Aol SEAA T2 nAe Aoz yEra, duir|d GAAt
S

e U CIREE]

4]

283 Meyer & Allen(1991) $ARSES ©74 2%, Bed 2
&, A&HQ A% TR SHstAL o4 E7E A4S 3
AA Aek AR E44, TAHA A9 B 5 ANH AFoR
HEsgon dEd A4 AAH 4929 BHoE AYF ofF, U
A Fo BFsgon A4A A% 49U 1) BAS A% §A5

s
£ Yst= AHR 7Estn 2Asch 3 Kim, Keysuk &

Bary(1997), Gruen, Summers & Acito(2000)92% #TAAZLo] 1YL

.1

89) AT, (2005). TATIIT THAAZ PADLI AL AT AR, A7
o sk p.62

90) %L”]i}. (2003). SE-of3AL TAEAo] BAZAET A7IFGBA N vl I dArekehe
= AlEdiste ek, p.55

91) Crosby, L. A., Evans, K. R. & Cowles, D. (1990). Relationship Quality in Services Selling
‘An Inter personal Influence Perspective. Journal of Marketing, 54 : pp68-81.

92) Gruen, Thomas W., John O. Summers., & Frank, Action. (2000). Relationship Marketing
Activities, Commitment, and Membership Behaviors in Professional Associations. journal of
Marketing, 64 pp34-39.
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2173 (authenticity) o]zt APdA om|2 A “HA(FEN) Heoll &'
% Hsoke FGuAF AR o] o] ThEoldl "EA HEIL o =3t

=& %o Uty ohA] Toff Al BEEE AoE W
727 Sl AT o2 omlEo] ATh(AAFS, 2010)9%).

ol et IAFHEL MBIATZIAAA Uof T mlE FasHA Q1A Hof
231 S+ 84 5 StHo|U(Hennig-Thurau, Thorsten, Markus,
Michael & Dwayne, 2006), AeH(Hridegger, 1962; Sartre, 1943)3} A
2]5H(Cooley, 1902; James, 1890; Maslow, 1968, 1971; Mead, 1934;
Rogers, 1959, 1963)oll4 L efdEH thFojx ¢ 7HgolH 7[H9ol &
249 FAZE tiF = 2T B gl tigh =97t &Es] o]
FoiZ] 2 AP S, 2008)97.

Aol otk JHidel  AHoe  odstAl A=A Sl
Harter(2002)99+= 2178442 & 7idlo] A7) 24225 41 24 WHY
Azt 47, 7HAE Toll dAHEE BEche AS ulRithal shele
™, Harvey, Martinko & Gardner(2006)99+&= A3t zpolQlAlg ZX1et
o2 A AT, AlE, A4, A4 PEo] AR osiF=
USSR gdolef ettt 18]l Beverland(2005)100+= 1744
= 494 B0 71x517] Hoh AHREY] A% 7HAE Akste Aol

)

AL AOIsHAL, Snyder(1979)100= A2 A Aot I AAIE

96) A& (2010). i B= A0 £495 A Ad. HAek =g, Aetieh st

97) HPAY. (2008). =JHf9] /o] Hote] dHE 9 A Aol mixle el izt o
T AR =g, olstoiAithst dist. p-14-17

98) Harter, Susan. (2002). Authenticity. in Handbook of Positive Psychology, C. R. Snyder
and Shane J. Lopez(eds.), Oxford, UK: Oxford University Press, 382-394.

99) Harvey, P., Martinko, M.]., & Gardner, W. L. (2006). Promoting Authentic Behavior in
Organizations: An Attributional Perspective. Journal of Leadership and Organizational
Studies, 12(3), 1-3.

100) Beverland, M. (2005). Brand management and the challenge of Authenticity. Journal of
product and Brand management, 14(7), 460-461.

101) Snyder, Mark. (1979). Self-Monitoring Processes. in Advances in Experimental Social
Psychology, Leoolod Berkowitz (eds.), New York: Academic Press, 12, 85-128.
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go] 18 AEA ﬁﬂo] ofd FA oA o]
= = BY Hol AoEfx]A] ¢
M 2O Fofo wet AP F8 HA4L t=2A e Uthd
A, 2013)102, Ju HEH] SHeR HS o AFAE uirhe]
oA 2ozt yEehal AT 27| Q1A (self-awareness) o 7|24
(self-regulation)o|2t= 7 712 SHoA = F54<Q WaFdo] veual
QITHG AT, 2013)109), Harter(2002)%= #47] 1A1S @z 2pAlo] AAleH
ZpotE QIASH= Aoz Yetliy 2p4lo) 4, Ex, A4 7HAE, @
= A&HAo= olffste HAol=t st 1E|1 AT 2HES A
ol AAPE AL RA Z|E T datof] 7]
He AE 7MY EY9A AEE Wrkehes ZolH, dito] mE YA
€ ff7l sl BT FeES Sibke AL ujeita gt
(Stajkovie & Luthans, 1998)104, thA] el z}7]142 217] ZH419] 7]
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ABSTRACT

A Study on the Moderating Effect of Authenticity on the
Relationship between Rapport and Relationship

commitment

— Focusing on the Hotel Customer —

Jung, Rae Kang

Major in Food Service Management

Dept. of Hotel, Tourism and Restaurant
Management

Graduate School of Business Administration

Hansung University

Hotel Industry in the case of a greater level of service
differentiation and complexity of relationships with customers and
will vary depending on how the form will be . However, the
exchange of customer and not a temporary lead in the future to be
able to continue the relationship is formed. Thus, any relationship
with the customer is critical. In this regard, Gremler and Brown
(1998) the strengthening of cohesion factors in the study of trust and
a feeling of familiarity , interest , intimacy, was presented Rapport
strengthen the unity of the five kinds of factors in recent years have
been used widely in relation to a variety of Rapport . In this study,
the relationship between Rapport hotel their effect on bond for
customers who would like to conduct research .

From the perspective of the customer does not have the

authenticity emotions can be recognized as a forgery of the end
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customer does not induce a positive response can be In this study,
perceptions of employees in customer relationship based on sincerity
on Rapport aware of how solidarity is to analyze whether the
empirical .

In order to achieve the objectives of this study population, with
hotel experience for customers , and the sample size of the hotel
guests due to the temporal and spatial limits of five—star hotel in
Seoul, limited to customers who have experience with the
questionnaire method was used. The following study results were
derived.

First, the relationship between Rapport and relationship
commitment and relationship commitment verification of the
computational results Rapport defined in solidarity (+) appeared to
influence the direction of . That is a good relationship between the
customer and the employees' perception more personal bond for the
high computational showed higher bond . Personal relationships ,
especially compared to a good bond affects were larger . However,
the relationship between Reforma and emotional bonds of solidarity
that does not affect the statistical showed .

Next by Rapport impact on the relationship emotional authenticity
in the regulation of the relationship between Lefort results verify the
effectiveness of the computational emotional impact of cohesion in
authenticity control effects were seen . Employees' Rapport for the
customer if high perceived authenticity , the higher the perception of
increased computational bond that can be seen. Rapport , but in the
authenticity and emotional impact of cohesion , in part, to control
effect was seen . Rapport personal bond that only the component of
the emotional impact of cohesion in authenticity control effect was
seen . Two employees of the customer 's personal bond for Rapport
, if highly perceptive and emotional authenticity , the higher the

perception of increased solidarity that can be seen.

_78_



Thus, the hotel companies to strengthen relationships with
customers and employees conduct themselves to the Reforma
motivation and authenticity will be provided with a variety of

environments based on the Rapport will be to act .

[Keyword] authenticity, enjoyable interaction, personal connection

Rapport, affective commitment, calculative commitment
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