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Abstract: The inseparability of the production and consumption of services without quality control
makes it difficult to fully meet the diverse needs of customers. Despite a company’s continuous efforts
to satisfy customers with perceived quality aimed at service success, if the customers’ expectations
are not met, the customers will not be satisfied. This study empirically analyzed the effects of
customer tolerance and relationship commitment as psychological variables on the relationship
between customer participation and repurchase intentions. According to the results of the analysis,
relationship benefits, which are a motivation factor for customer participation, had significant effects
on customer participation. In addition, customer participation showed significant effects on customer
tolerance and relationship commitment. Furthermore, both customer participation and tolerance had
significant effects on repurchase intentions; however, relationship commitment was found to have no
significant effect on repurchase intentions. The results of this study indicate that customer tolerance
formed through customer participation behavior improves customers’ satisfaction with perceived
service quality thanks to the shared sense of responsibility that makes customers tolerate a failure
of the final service after the service encounter process, thereby increasing repurchase intentions,
which prevents the consumptive expenses invested into to recovering services after the company’s
service failure. As such, the results of this study provide meaningful implications for sustainable
management.

Keywords: relationship benefits; customer participation; customer tolerance; relationship commit-
ment; repurchase intention

1. Introduction

External environmental factors such as the corona virus pandemic have fueled the
acceleration of non-face-to-face consumption. Despite such a market environment, many
consumers have responded only to the personalized and customized marketing that they
are already accustomed to. This has led to an increased burden for companies trying to win
the hearts of new customers. In this respect, the service industry—where production and
consumption occur simultaneously—has struggled to satisfy the needs and expectations of
individual consumers and encourage them to become repeat customers. At the end of the
20th century, the service-dominant logic emerged, which states that services are a broad
concept that includes products and that all economic activities are a part of the service
economy (Vargo and Lusch 2004; Greer et al. 2016). This logic has led to the notion that
the service industry no longer plays an ancillary role of supporting the creation of the
value of products, and that marketing is integrated through services (Lee and Lee 2014).
Therefore, companies invest heavily to induce service success; however, service failure
can never be avoided entirely (Kaltcheva et al. 2013; Hart et al. 1990). The inseparability
of production and consumption is an essential characteristic of the service industry, one
that makes controlling quality in advance of consumption difficult (Hess et al. 2003). The
inseparability of service requires various levels of customer participation in the service
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production process (Hepp 2006; Bitner et al. 1997; Hubbert 1995), and negative emotions
or behavior against service failure are reinforced or alleviated depending on the degree
of customer participation behavior (Kaltcheva et al. 2013; Bitner et al. 1997; Hubbert 1995;
Bowen and Jones 1986; Larsson and Bowen 1989; Bendapudi and Leone 2003). Previous
studies on recovery from service failure indicated that, although it was clear that service
failure causes negative emotions in consumers, many customers hesitated to switch to
other service companies even after experiencing service failure (Kim 2012).

Is there some way to prevent service failures in advance; some way to get customers
to tolerate unmet expectations in the process of service development at a time in which
service production and consumption occur simultaneously? A previous study (Yagil
and Luria 2016) indicated that, in interactions between service providers and customers,
forgiving consumers made conscious decisions to pay attention to the positive aspects of
the interaction rather than focusing on the negative aspects of the experience, and showed a
positive relationship orientation towards trying to do the best for each other’s experiences
regardless of the service performance (Yagil and Luria 2016). In addition, the relevant
study indicated that forgiving customers showed signs of taking some responsibility for
the consequences of the failure or defending against such failures in the future (Yagil and
Luria 2016). In addition, According to a study by Lawler (2001), when a customer is faced
with a service exchange, the customer has the desire to control the service outcome by
himself, and strives for good results together with the service provider. In other words, the
perceived shared responsibility of the customer increases. This means that, when customers
participate in the service exchange, their consciousness and will to control the service result
by themselves appear, and they strive for the desired result together with service providers.
That is, customers’ perception of their own control over the service results is enhanced so
that the customers’ belief in a shared sense of responsibility is also enhanced (Berry et al.
1988; Seo et al. 2010). As such, service performance appears depending on the success
or failure of the service in the interactive relationship between service production and
consumption. Therefore, studies on customer emotions that can prevent service failure in
advance can be very important (Kim et al. 2022). The appraisal theory of emotion argues
that people’s emotional responses can appear differently depending on how they evaluate
and interpret incoming information about events (Lazarus 1991). That is, even if consumers
experience similar service dissatisfaction, the magnitude and direction of their unfavorable
emotions such as regret or switching intentions may vary depending on the individuals’
disposition and the level of situational context (Kim 2012; Meichenbaum and Deffenbacher
1988). Therefore, this study will examine the effects of relationship commitment and
customer tolerance on the relationship between customer participation and repurchase
intentions, with a view to identifying the effects of the psychological mechanism on the
process of interaction between customers and service providers.

In this research, customer forgiveness, a psychological variable similar to customer
tolerance, was studied as a variable in the dimension of service recovery related to service
failure after service results in previous studies. However, in some studies, it was defined as
a multidimensional concept including customer tolerance (Yagil and Luria 2016; Lv et al.
2021). The variable customer tolerance in this study is a psychological variable in the service
process and is different from customer forgiveness; however, it is difficult to argue that
customer tolerance and customer forgiveness are completely unrelated in that, through the
service process, customers’ satisfaction or dissatisfaction with perceived quality resulting
from met expectations and discrepancies from expectations leads to the final success or
failure of service. Therefore, this study aims to examine the relationship between the
relational benefit, which is a motivating factor for customer participation, and the influence
of customer participation behavior. Also, in the context of interaction according to customer
participation behavior, this study aims to examine the relationship between the effect of
customer participation on customer tolerance and relationship commitment, and the effect
of customer tolerance and relationship commitment on repurchase intention.
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The investigation of the influencing relationships among customer participation be-
havior, customer tolerance, and relationship commitment is thought to provide important
implications that will enable companies to realize sustainable management by minimizing
companies’ need to recover service, because the interaction between service providers and
customers through customer participation behavior plays a role in offsetting the discrepan-
cies in service results, thereby reducing eventual service failure.

2. Theoretical Background and Study Hypotheses
2.1. Relationship Benefits and Customer Participation

Gwinner et al. (1998) defined relationship benefits from the customer’s viewpoint
as ‘benefits obtained by customers through their long-term perspective beyond the core
service performance’. In addition, they said that, through the formation of relationships
with companies used by customers, customers can reduce various purchasing risks, enjoy
benefits following socialization, and expect benefits following personalization. Berry et al.
(1988) stated that the relationship benefits of both companies and customers are essential
for the continuation of the relationship between companies and customers because, when
both obtain benefits, not only can the relationship be maintained but, also, the quality
of the relationship can be improved. In addition, Gwinner et al. (1998) defined relation-
ship benefits as four different benefits: economic, social, psychological, and individuation
benefits. They defined social benefits as intimacy, consideration, friendship, personal recog-
nition, and social support between customers and companies, and psychological benefits
as feelings such as comfort and safety experienced by customers as they form relationships
with service providers. They defined economic benefits as benefits such as price incentives
presenting discounts and low prices and the reduction in information search time at the
decision-making stage, as well customized benefits such as preferential treatment, special
services, and special treatment, etc. (Gwinner et al. 1998). In this study, among the various
sub-dimensional factors of relationship benefits mentioned above, using the sub-variables
of relationship benefits excluding customized benefits, the effects of relationship benefits
on customer participation will be examined. The reason for this is that this study did not
separately control the strength and duration of the relationship between service customers
and service providers in investigating the influencing relationship between customer par-
ticipation and relationship benefits in the service encounter situations of beauty salon users.
Therefore, this study will verify the significant effects of social benefits, psychological
benefits, and economic benefits, which are three subdimensions of relationship benefits,
on customer participation excluding customized benefits defined as preferential treatment
and special service benefits.

Solomon et al. (1985), who are researchers of the concept of customer participation,
defined customer participation as the degree of effort and interest exerted by consumers
mentally and physically in cases where consumer participation is indispensable in the
process of production and delivery of services (Han et al. 2004). In addition, in a study
conducted by Cermak et al. (1994), customer participation was approached with a concept
of involvement according to how much time and effort the person invested in the service
delivery process, and, in a study conducted by Kellogg et al. (1997), customer participation
was studied from the viewpoint of service quality cost to create the excellent service
results expected by the consumer himself/herself. In a study conducted by Rodie and
Kleine (2000), consumer participation in the process of service delivery and production
was multidimensionally approached instead of through a single dimension and presented
as physical, emotional, and mental information inputs (Choi et al. 2020). In this study,
customer participation behavior will be defined and studied as inputs of essential and
active efforts for expected service results as a form of essential participation indispensable
for service production and consumption. Relationship benefits, which are dealt with as a
core predisposing factor of customer perspectives in relationship marketing studies, can
be said to be an important driver for customers to form and maintain relationships. That
is, the reason why service providers and the customer form and maintain a relationship
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should be that such a relationship is judged to be beneficial to both and, if benefits are
not created between them, such a relationship could hardly be maintained (Seo et al.
2010). Therefore, relationship benefits further improve customer participation behaviors
in the service delivery and production process, and, ultimately, the improved customer
participation behaviors facilitate interaction with service providers in encounter situations
(Seo et al. 2010). A study conducted by Dwyer et al. (1987) in the same vein indicated
that relationship benefits make customers more actively participate in their interactions
with service providers in service encounter situations and that these behaviors become
important causes of improvement of the quality of mutual relationships. Therefore, this
study presents the following hypotheses to identify the significant effects of social benefits,
psychological benefits, and economic benefits, which are sub-factors of relationship benefits,
as predisposing factors of customer participation.

Hypothesis 1 (H1). Social benefits will have a positive (+) effect on customer participation behavior.

Hypothesis 2 (H2). Psychological benefits will have a positive (+) effect on customer participation
behavior.

Hypothesis 3 (H3). Economic benefits will have a positive (+) effect on customer participation
behavior.

2.2. Customer Participation and Customer Tolerance

Keh and Teo (2001) defined customer tolerance as a ‘customer’s will to tolerate or
endure situations where the service has not been delivered as expected at the service
encounter’, and stated that customer tolerance of service failure is a core variable that
can enhance the performance of a company. The biggest factor of service switching in
the service industry can be said to be the failure of core services (Keaveney 1995). The
simultaneity of production and consumption, which is an inseparable characteristic of
services, should be viewed as making perfectly satisfying the diversified and advanced
service needs of customers. In the same vein, due to the service characteristics resulting
from service inseparability, services cannot always be successful at the time when the
services are provided, and it has been seen that service failure can be induced at any
time by elements of companies that cannot be controlled (Bitner et al. 1990; Smith et al.
1999; Tax et al. 1998). Therefore, customer forgiveness has been studied as an important
psychological variable in numerous studies on service recovery after service failure. As a
result, rather than a study of psychological variables of approaches to service recovery in
the consequential aspect after a service failure, this study is intended to empirically analyze
customer tolerance as a psychological variable in the process of customer participation
through the process of interaction between service providers and service customers (Kim
et al. 2022). The reason for setting the variable in this study as a variable of consumer
tolerance, not customer forgiveness, is that customer forgiveness is a variable in the recovery
perspective (Kim 2012) for the expression of failure of customers who have experienced
service failure. In addition, in this study, it is because customer tolerance was placed in the
role of psychological variables as a preventive point of view for potential service failures
that do not live up to expectations in the service process. In addition, the reason why we
focus on customer tolerance rather than customer forgiveness in this study is that recovery
from service failure can only give companies an opportunity to recover service when
the customer who has experienced service failure does not remain silent and expresses
service failure (Yen et al. 2004). For consumers who remain silent even after experiencing
service failure, the company does not have an opportunity to recover service, resulting
in a loss that can create service conversion customers. In a study by Koc et al. (2017),
which examined the effect of customer participation on service failure perception, it was
also found that customers who participated in service contact showed a softer and milder
response to failure.
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A study conducted by Lv et al. (2021) indicated that customer tolerance means positive
communication with service providers and refraining from negative responses beyond
passive acceptance or forgiveness of service failures. Therefore, interaction with employees
through customer participation behaviors led to employees’ efforts for customers resulting
in the formation of positive emotions of customers, which led to outcome variables such as
customer satisfaction, service quality, etc. (Bendapudi and Leone 2003; Han et al. 2004; Yen
et al. 2004; Koc et al. 2017; Park 2007; Ahn and Seo 2009). Therefore, it is understood that
customer participation behaviors play a major role in the formation of positive emotions of
customers by causing sympathetic interaction (Seo et al. 2010). Therefore, based on previous
studies indicating that the interaction between the service provider and the customer
through participation behavior is recognized as mutual effort for the successful exchange
of services, and that the service customer perceives the shared sense of responsibility
for service success which causes customer tolerance, this study established the following
hypothesis.

Hypothesis 4 (H4). Customer participation will have a positive (+) effect on customer tolerance.

2.3. Customer Participation and Relationship Commitment

Allen and Meyer (1990) developed and evaluated a scale of constructs in which
relationship commitment is divided into emotional commitment, continuous commitment,
and normative commitment (Seo et al. 2010; Allen and Meyer 1990). To explain the
foregoing in detail, first, emotional commitment means a psychological attachment based
on a preference for the organization and refers to a strong and positive attitude toward the
organization interaction (Seo et al. 2010; Mowday et al. 1982). In this regard, Allen and
Meyer (1990) emphasized the importance of emotional commitment, arguing that sensible
orientation toward the organization should be understood as emotional commitment and
emotional commitment should be viewed as an emotional bond to the relationship (Seo
et al. 2010; Allen and Meyer 1990). Second, continuous commitment refers to cases where a
person has a continuous emotional attachment to a group due to his/her economic and
social status (Allen and Meyer 1990; Gruen et al. 2000). That is, continuous commitment is a
psychological reinforcing action in customers to justify their participation by emphasizing
the strengths of the organization or group and explains the tendency of members of
an organization or group to remain in the organization considering the conversion cost.
In addition, the continuous commitment in the behavioral dimension was explained as
a feeling of restraint due to the sunk cost invested (Seo et al. 2010). Third, normative
commitment can be explained as psychological attachment based on the obligation to
continue the relationship (Hackett et al. 1994).

Among the various constituent dimensions of relationship commitment as written
above, this study intends to use the constructs of emotional commitment, focusing on the
emotional dimension, as constructs in this study. The reason for this is that the purpose of
this study is to check the effect relationship of customer participation behavior on relation-
ship commitment through the interaction of the service contact situation between service
providers and service customers, and then to examine the significant effect of relationship
commitment on repurchase intention. Therefore, we conducted this study by limiting it to
the emotional dimension most closely related to the psychological variables of this study.
Previous studies demonstrated that customer participation behaviors significantly affect
relationship commitment (Seo et al. 2010; Ahn and Seo 2009; Ahn et al. 2013; Ahn 2014). In
the study conducted by Seo et al. (2010), the study conducted by Gilliland and Bello (2002)
was cited as an example to argue that customer relationship-specific investments have
positive effects on customer commitment, and relationship commitment occurs according
to the conversion cost following customers’ effort for relationships as a content of such
relationship-specific investments. That is, since customers’ various efforts in the process
of interaction, such as customer participation behaviors, can be understood as a sort of
investment concept, the more the investments as such are made, the further the customer
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commitment to maintain the relationship is enhanced. Also, in a structural study of cus-
tomer participation and relationship commitment, customer participation was found to
have a significantly positive (+) effect on emotional commitment, and a study on the role of
long-term relationships of customer participation in the interaction process derived results
which indicate that customer participation has significant positive effects on customer
commitment (Ahn et al. 2013; Ahn and Oh 2020). Therefore, the following hypothesis is
presented based on previous studies.

Hypothesis 5 (H5). Customer participation will have a positive (+) effect on relationship commitment.

2.4. Customer Participation and Repurchase Intention

Repurchase intentions in service situations were defined as the possibility for cus-
tomers to repeatedly use the service provider in the future (Kim and Oh 2002). In addition,
Engel and Blackwell (1982) stated that intention, as a general concept, includes individuals’
predicted or planned future behaviors, and is the probability for beliefs and attitudes to
be converted into behaviors (Kim et al. 2022; Engel and Blackwell 1982). Furthermore,
repurchase intention is recognized as a very important concept for marketers because it
can be used as a substitute for actual purchasing behaviors and is directly related to future
purchases (Maxham 2001). Cermak et al. (1994) mentioned that customer involvement is a
leading variable affecting repurchase intention, argued that customer participation behav-
ior will affect repurchase intentions by pointing out that customer participation behaviors
are a construct very similar to customer involvement, and proved that there is a strong
causal relationship between customer participation behaviors and customers’ repurchase
intentions through empirical studies (Kim et al. 2022; Cermak et al. 1994). Therefore, based
on the previous studies, this study presented the following hypothesis.

Hypothesis 6 (H6). Customer participation will have a positive (+) effect on repurchase intention.

2.5. Customer Tolerance and Repurchase Intention

Behaviors resulting from customer tolerance include not only not conducting any
action of revenge toward the other party, but also behaving favorably with good feelings
toward the other party (Enright et al. 1992; McCullough et al. 1997). There have been few
previous studies conducted thus far that investigated the direct effect of customer tolerance
on repurchase intentions. Therefore, this study is intended to examine the relationship
between customer tolerance and repurchase intentions by identifying the relationship
between perceived quality and behavioral intentions through the case of previous studies
on repurchase intentions according to service quality perception. According to the service
theory developed by the Nordic school of service marketing (NSSM) in Europe, service
quality is directly related to the behavioral intentions of customers (Gronroos 1990). Re-
searchers suggest that perceived quality is similar to attitudes. Gotlieb et al. (1994) used
the theoretical concept developed by Lazarus (1991) and Bagozzi (1992) to present the
relationships among perceived quality, satisfaction, and behavior intentions (Lazarus 1991;
Gotlieb et al. 1994; Bagozzi 1992; Yi and Gong 2005). Also, Lazarus (1991) suggested a
general framework of evaluation→ emotional response→ response, and Bagozzi (1992)
applied this framework to explain attitudes and behavior intentions (Lazarus 1991; Bagozzi
1992). In addition, Bagozzi (1992) proposed the concept of performance and need units,
said that individuals participate in activities such as service purchases due to their desire
to achieve a certain performance, and suggested that, when the evaluation of activities in
such situations is perceived as indicating that the planned performance was achieved, then
“need-performance fulfillment” exists and emotional responses such as satisfaction follow
in this case (Bagozzi 1992; Yi and Gong 2005). He explained that, therefore, the emotional
responses as such induce favorable behavior intentions such as repurchase intentions to
improve and maintain satisfaction levels (Yi and Gong 2005). Consistently with the ratio-
nale as such, many researchers indicate a relationship between service quality perception
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and repurchase intentions, and a positive (+) relationship between service quality percep-
tion and customer satisfaction. In addition, Zeithaml et al. (2002) argued that a positive
perception of service quality generates favorable word-of-mouth toward service companies
and influences customer behavior intentions in the form of increased purchase volumes
(Zeithaml et al. 2002). In addition, in a recent study examining the effects of customer
tolerance on the relationship between customer participation and repurchase intentions,
it was identified that customer tolerance had a significant positive effect on repurchase in-
tentions (Kim et al. 2022). Based on the background of this study, the hypothesis as follows
is presented because it was judged that customer tolerance, induced by the formation of
a shared sense of responsibility for service success through interaction between service
providers and customers in service encounter situations following customer participation,
has significant effects on repurchase intentions.

Hypothesis 7 (H7). Customer tolerance will have a positive (+) effect on repurchase intentions.

2.6. Relationship Commitment and Repurchase Intention

In a study conducted by Kim and Cho (2007), which is a previous study of repurchase
intentions through relationship commitment, emotional commitment was shown to have a
significant effect on repurchase intentions, and, in a study conducted by Hong et al. (2008),
relationship commitment was shown to have a significant effect on repurchase intentions.
In addition, in a study that examined the effect of relationship commitment on customer
loyalty, which is a relational outcome variable of relationship commitment, relationship
commitment was found to have significant effects on customer loyalty (Seo et al. 2010). This
is consistent with the content of a study conducted by Palmatier et al. (2006) on relationship
marketing, which was conducted over many years, arguing that the role of relationship
commitment was identified as a relational parameter to explain loyalty and continued
use intentions. Therefore, based on the contents of the mentioned studies, the following
hypothesis is presented.

Hypothesis 8 (H8). Relationship commitment will have a positive (+) effect on repurchase intentions.

The study model established in this study based on the above study hypotheses is
presented as shown in Figure 1.
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Figure 1. Study model.

3. Study Method
3.1. Collection of Samples and Selection of Service Types

Samples were collected through a questionnaire survey to verify the hypotheses of
this study, and the questionnaire items for the questionnaire survey were developed based
on previous studies on related variables. Before conducting the main questionnaire survey
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using the developed items, 50 copies of the preliminary questionnaire were distributed
in June 2022 to conduct a pilot test. Afterwards, for this survey, a total of 430 online
questionnaires were distributed throughout Korea for one month from 1 July 2022, and
402 copies were collected. Of the 402 collected copies, 401 valid questionnaires were used
for analysis, excluding one insincere copy. As for the demographic characteristics of the
sample, the 50–59 age group accounted for the largest proportion, and the male–female
ratio was slightly higher for females (see Table 1).

Table 1. Demographic characteristics of samples (n = 401).

Division Frequency Percentage (%)

Gender
Male 190 47.4

Female 211 52.6

Age

Under 20 years 2 0.5

20–29 years 68 17.0

30–39 years 40 10.0

40–49 years 107 26.7

50–59 years 169 42.1

60 years or older 15 3.7

Educational
background

High school graduation or lower 68 17.0

Junior college graduation (including those
in school) 81 20.2

College graduation (including those
in school) 156 38.9

Graduate school graduation (including
those in school) 96 23.9

Marital status
Married 297 74.1

Single 104 25.9

Occupation

Self-employed 51 12.7

Housewife 37 9.2

Office worker 107 26.7

Public official 16 4.0

Salesperson 10 2.5

Professional 79 19.7

Student 47 11.7

Other 54 13.5

Beauty salons in the service industry were selected as a type of service to be surveyed.
The reason for this is that, based on previous studies, this study attempted to select a
service type in which service results can vary with the degree to which the services pursued
by consumers are accurately identified to satisfy consumers, rather than a service type in
which successful services are produced only depending on the professional competence
of the service provider (Bitner et al. 1997; Kelley et al. 1990; Mills and Morris 1986; Hsieh
and Chang 2004). That is, beauty salons were selected because, in the case of beauty salons,
customers’ provision of information and customer expectations for the perceived quality
of service results can affect the evaluation of service results, and service customers stay in
the physical service space for relatively long periods of time so that customer participation
behaviors can be elicited through sufficient interaction between the service provider and
service customers (Kim et al. 2022).
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3.2. Operational Definition of Variables

In this study, a total of seven variables were used, and the measurement items for
measuring individual variables were composed into Likert 5-point scales based on previous
studies. Relationship benefits, a leading variable in this study, were defined as the benefits
received by customers in forming a relationship with a service provider. To measure this
concept, the measurement items of Gwinner et al. (1998) and Kim and Seo (2006) were used.
Social benefits appear as a result of the formation of a relationship and refer to benefits
attained through friendly relationships between customers and service providers in the
process of delivery of core services. Psychological benefits refer to feeling psychologically
comfortable by using service providers, and economic benefits were defined as feeling
monetary cost savings and time cost savings. Customer participation behaviors were
defined as the essential and active effort and input of customers in the service delivery
and production processes and were measured with a total of nine items centered on three
dimensions, communicability, associability, and adaptability, used in studies conducted
by Rodie and Kleine (2000), Yoon et al. (2005), and Seo et al. (2010). Customer tolerance
was defined as customers’ will to tolerate or endure situations where services were not
delivered as expected at the service encounter based on studies conducted by Keh and
Teo (2001) and Kim and Cho (2011), and three items were revised to fit this study and
used in measurement. Customer tolerance, in this study, is a tolerant attitude based on
interaction with service providers, and supposes that customers are given a shared sense
of responsibility by accepting additional proposals from service providers. Relationship
commitment was defined as the efforts of the parties in a relationship to maintain their
relationship with each other and was measured with five items: attachment, friendliness,
the degree of closeness of the relationship, the personal meaning of the relationship, and
regarding the other party like oneself (Seo et al. 2010; Allen and Meyer 1990). In addition,
repurchase intention was measured using the scale used by Zeithaml et al. (1996), Headley
and Miller (1993), and Han et al. (2004), with revisions to fit this study such as whether or
not the beauty salon was reused.

Table 2, below, is a table of the operational definitions of variables that summarized their
contents.

Table 2. Operational definitions of variables.

Variable Operational Definition Source

Relationship
benefits

Social benefits

Benefit through the friendship that occurs between
the customer and the service provider in the process

of delivering the core service as a result of the
formation of a relationship Gwinner et al. (1998)

Kim and Seo (2006)
Psychological

benefits
Feeling psychological comfort by using a

service provider

Economic benefits Feeling monetary cost savings and time cost savings

Customer participation
Defined as essential and active efforts and input of
customers in the service delivery and production

processes of customers.

Rodie and Kleine (2000)
Yoon et al. (2005)

Customer tolerance
Customers’ will to tolerate or endure situations

where services were not delivered as expected at the
service encounter

Keh and Teo (2001)
Kim and Cho (2011)

Relationship commitment Efforts of the parties in a relationship to maintain
their relationship with each other

Allen and Meyer (1990)
Seo et al. (2010)

repurchase intention Whether the service was reused or not
Zeithaml et al. (1996)

Headley and Miller (1993)
Han et al. (2004)
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4. Analysis Results
4.1. Verification of Reliability and Validity

To verify the reliability and validity of the constructs and measurement tools in this
study, the reliability and validity were analyzed using SPSS 22.0 and AMOS 22.0 statistical
programs. As a result of verification of the internal consistency of the constructs (see
Table 3), the reliability was secured, as the Cronbach’s α coefficients were 0.714 to 0.880,
which were at least 0.7. The validity was verified with principal component analysis (PCA)
and orthogonal rotation (varimax) as factor analyses, and, according to the results, all
the factor loadings were at least 0.4 and seven factors accounted for 70.764% of the total
explanatory variance, meaning that the validity of the constructs was secured. Thereafter,
confirmatory factor analyses of latent variables were conducted and, according to the
results, the fitness indexes of the measurement models were shown to be x2 = 713.500
(df = 254, p = 0.000), CFI = 0.929, GFI = 0.868, NFI = 0.894, and RMR = 0.054, RMSEA = 0.067,
which were above or close to the acceptance level; therefore, the fitness was judged to be
good in general. In addition, the conceptual reliability (C.R.) values of the measurement
variables constituting the constructs were all at least 0.7, and the average variance extracted
(AVE) values were all at least 0.5; therefore, construct validity and convergent validity
were secured.

Table 3. Confirmatory factor analysis.

Division Measuring Variables Factor Loading AVE C.R. Cronbach α

Social benefits

Talk privately with the service provider 0.731

0.554 0.830 0.742
Interested in my life and family relationships 0.707

I think I am friendly with the service provider 0.885

The service provider remembers me 0.669

Psychological
benefits

I feel comfortable while I receive the service 0.786

0.716 0.909 0.880
I am less worried that the service would go wrong 0.729

The service provider is reliable 0.889

I was provided with a high level service 0.815

Economic benefits

I used the service cheaply thanks to a price
discount, etc. 0.738

0.513 0.758 0.880The service provides fast service to me 0.743

The price is lower than that of other service providers 0.621

Customer
participation

Accurately communicate requirements to
service providers 0.675

0.721 0.884 0.835

I ask questions to the service provider whenever I
have questions 0.575

I carefully listen to the service provider 0.710

I treat service providers politely 0.796

I make efforts to have good relationships with
service providers 0.792

I express praises and appreciation to
service providers 0.776

I do not interfere with the service provider’s act of
service provision 0.779

I actively follow when service providers request for
cooperation with regulations 0.790

I follow service procedures 0.759
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Table 3. Cont.

Division Measuring Variables Factor Loading AVE C.R. Cronbach α

Customer
tolerance

I accept different hair styles 0.774

0.628 0.835 0.714I accept different services 0.817

I accept additional proposals 0.742

Relationship
commitment

I am emotionally attached to service providers 0.922

0.713 0.925 0.931

I feel a friendship with the service provider 0.866

I feel that I am very close to the service provider 0.904

The beauty salon service is quite meaningful to me 0.766

I regard the service provider’s problem as my
problem 0.815

Repurchase
intention

I will keep using this beauty salon 0.864

0.541 0.767 0.816I do not use other beauty salons 0.540

I again use this beauty salon’s service 0.885

x2 = 713.500(df = 254, p = 0.000), CFI = 0.929, GFI = 0.868, NFI = 0.894, RMR = 0.054, RMSEA = 0.067

In addition, the smallest value among the average variance extracted (AVE) values for
individual constructs (economic benefits = 0.513) was shown to be smaller than the largest
value (ρ(psychological benefits and customer participation)2 = 0.446) of all square values
(ρ2) of the correlation coefficients between concepts, meaning that the discriminant validity
of all constructs was secured. See Table 4.

Table 4. Matrix of correlations between constructs.

Division Social
Benefits

Psychological
Benefits

Economic
Benefits

Customer
Participation

Customer
Tolerance

Customer
Commitment

Repurchase
Intention

Social
benefits 0.554

Psychological
benefits

0.597 **
(0.356) 0.716

Economic
benefits

0.371 **
(0.137)

0.495 **
(0.245) 0.513

Customer
participation

0.526 **
(0.276)

0.668 **
(0.446)

0.485 **
(0.235) 0.777

Customer
tolerance

0.307 **
(0.009)

0.369 **
(0.136)

0.388 **
(0.150)

0.418 **
(0.174) 0.628

Relationship
commitment

0.629 **
(0.0.395)

0.562 **
(0.315)

0.457 **
(0.208)

0.478 **
(0.228)

0.401 **
(0.160) 0.713 **

Repurchase
intention

0.489 **
(0.239)

0.632 **
(0.399)

0.480 **
(0.230)

0.579 **
(0.335)

0.417 **
(0.173)

0.549 **
(0.301) 0.541 **

** p < 0.01. The values in parentheses are the squared values of the correlation coefficients, and the shaded diagonal
means the average variance extracted (AVE) values.

4.2. Study Model’s Goodness of Fit

To verify the hypotheses of this study, the structural model was analyzed using AMOS
22.0. The goodness of fit indexes of the structural model were (x2 = 776.058, df = 263,
p = 0.000), CFI = 0.920, GFI = 0.852, NFI = 0.885, and RMR = 0.061, which were identified to
be acceptable. In addition, the default model (x2 = 356.867 df = 111) that does not include
customer tolerance and relationship commitment and the model that includes customer
tolerance and relationship commitment were compared and analyzed to compare the
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chi-squares and degrees of freedom of the two models, and, as a result, it was confirmed
that the model including customer tolerance and relationship commitment had better
explanatory power [x2 difference = 419.191(df = 152) > 124.34(df = 10)].

4.3. Verification of Study Hypotheses

To verify the study hypotheses, the hypotheses were verified through path analysis,
and the results are as shown in Table 5.

Table 5. Results of verification of hypotheses.

Hypothesis Path Estimate S.E. C.R. Whether Adopted

H1 social benefits→ customer participation 0.208 0.038 5.466 ** Adopted

H2 psychological benefits→ customer participation 0.429 0.057 7.546 *** Adopted

H3 economic benefits→ customer participation 0.173 0.036 4.754 *** Adopted

H4 customer participation→ customer tolerance 0.778 0.115 9.672 *** Adopted

H5 customer participation→ relationship commitment 1.225 0.097 12.652 *** Adopted

H6 customer participation→ repurchase intention 1.108 0.115 9.672 *** Adopted

H7 customer tolerance→ repurchase intention 0.107 0.045 2.379 *** Adopted

H8 relationship commitment→ repurchase intention −0.069 0.050 −1.371 Rejected

Goodness of fit x2 = 776.058, df = 263, p = 0.000), CFI = 0.920, GFI = 0.852, NFI = 0.885, TLI = 0.909, RMR = 0.061

** p < 0.01, *** p < 0.001.

Therefore, the results of analysis of the structural model in this study are as shown in
Figure 2.
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5. Discussion

The purpose of this study is to empirically analyze the relationship between customer
tolerance and relationship commitment as a mediating role of psychological variables
between customer participation and repurchase intention. The study results demonstrated
in this study can be summarized as follows.

First, it was identified that social benefits, psychological benefits, and economic ben-
efits, which are leading variables of customer participation behaviors, directly affect cus-
tomer participation behavior. This is consistent with a previous study conducted by Dwyer
et al. (1987), which indicates that relationship benefits make customers participate more
actively in the process of interaction with service providers in service encounter situations
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and such behavior becomes an important factor to improve the quality of the relationship.
Notably, psychological benefits were found to have statistically significantly greater effects
on customer participation than social benefits and economic benefits. The results, as such,
can be viewed to be consistent with the result of this study, indicating that customer satisfaction
is affected more by psychological elements than cognitive elements (Kim et al. 2022).

Second, customer participation had a positive (+) effect on customer tolerance. Service
failure means that service provision is discrepant from customer expectations (He and
Harris 2014; Newton et al. 2018). Customer participation, which is an interaction between
service providers and customers in the service encounter before the customer perceives the
quality of the service result as failure, causes customers to experience greater satisfaction
due to empirical elements than due to rational elements that require human judgment
(Gassin 1995). Therefore, customer participation instills a tolerant psychology, as evidenced
by the study results indicating that attitudes and behavior appear due to psychological
elements rather than cognitive elements (Kim 2014).

Third, Customer participation had a positive (+) effect on relationship commitment;
however, there was no mediating effect of relationship commitment on the relationship
between customer participation and repurchase intention.

Fourth, customer tolerance showed a positive (+) effect on repurchase intentions. This
is the core influencing relationship that this study was intended to elucidate, and customer
participation behavior through interaction between service providers and customers in
service encounters lead to mutual sympathy about and bearing of the responsibilities for
service results, causing customers to show tolerant attitudes toward service providers and
results, through which repurchase intentions increase (Kim et al. 2022).

Fifth, relationship commitment did not have any significant effect on repurchase
intentions. This result is consistent with a recent study that elucidated the influencing
relationship between customer commitment and repurchase intentions from the viewpoint
of relationship quality and is proof that relationship commitment can hardly have a signifi-
cant effect on repurchase in situations of low frequencies of contact with service providers
and short periods of relationships according to the characteristics of individual customers
by situation, leading to the recognition of the importance of customer tolerance rather
than relationship commitment in terms of the outcomes of repurchase intentions through
customer participation (Antwi 2021). That is, the effects of customer participation on repur-
chase intention are more clearly explained through customer tolerance than relationship
commitment.

Therefore, this study intends to present the following implications based on the results
of the empirical analysis mentioned above. First, among the theoretical implications,
studies on mediator variables through customer participation thus far have derived a
influencing relationship between customer participation and outcome variables using
service quality, service value, relationship commitment, and emotional empathy as main
parameters (Kim et al. 2022). This study can be viewed to have newly presented an
academic study agenda termed customer tolerance through customer participation by
enhancing the importance of customer participation by empirically investing the effect of
the psychological variable customer tolerance following the interaction between service
providers and service customers in service encounters through customer participation,
which is an inseparable characteristic of the service industry. That is, previous studies on
customer tolerance concentrated on customer tolerance as a psychological variable through
customers’ citizen behaviors (behaviors outside the role); however, this study studied
customer tolerance as a psychological variable in the process of customer participation
(behavior within the role), which is essentially carried out instead of behaviors outside the
role, thereby widening the breadth of studies on customer tolerance. Second, this study is
quite meaningful in that it is not a study of psychological variables in the service recovery
process after service result failure, but instead demonstrated significant effects of ‘customer
tolerance,’ a major psychological mechanism expressed to defend service failure in the
process of interaction between service providers and service customers during the service
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process. That is, this study presented the direction of marketing strategy planning through
customer participation by substantiating previous studies which indicated that consumer
behaviors are affected by psychological elements based on experience rather than cognitive
elements despite the ever-changing consumer psychology. In addition, this study identified,
through empirical study, the reason why companies’ limited resources should be focused
on customer tolerance rather than being concentrated on relationship commitment, thereby
expanding the potential of related studies hereafter.

As a practical implication, this study identified, through empirical studies, that the
performance of service marketing through customer participation in the field of the service
industry is still important in today’s market situations where non-contact consumption is
becoming commonplace along with changes in the external environment. For example,
service providers and marketing managers of small self-employed businesses in the service
field, which is a field where the success or failure of service in the service industry is most
realistically felt, should develop motivation factors for practically applicable customer
participation behaviors to induce customer participation. This will create a shared sense of
responsibility through the interaction between the service provider and the customer to
make the psychology of the customer tolerant, thereby offsetting the customer’s dissatisfac-
tion with the perceived service quality to derive the outcome of repurchase. In addition,
service providers should be provided with specific manuals on customer participation
behaviors, and quality mutual relationships should be induced through related training.
In conclusion, by reducing unproductive competition for companies’ creation of new cus-
tomers and intensively investing companies’ limited resources into customer participation
that will enable customized interactions between service providers and individual cus-
tomers, companies can induce customer tolerance for perceived service quality to secure
loyal customers through continuous relationships with existing customers along with the
favorable function of reducing the time and cost invested in the creation of new customers,
and this can be an important cornerstone for the sustainable management of companies.

Despite the meaningful implication of customer tolerance through customer partic-
ipation, this study has the following limitations. First, the results of the study of one
field of beauty service, biased regionally, have limitations in generalization to the entire
service industry. Second, in this study, the strength of the relationship between service
customers and service providers—the frequency of contact with the service provider and
the length of the relationship—was not controlled, which is a limitation of the study, since
the strength of the relationship between service customers and service providers should
be controlled because it can affect the difference in the interaction effect between existing
and new customers. Third, customers’ satisfaction or dissatisfaction when customers’
expectations were met or unmet in the process of interaction between service providers
and service customers was not concretely measured with a questionnaire. This implies the
premise that customer expectations are always unmet and, in studies hereafter, customers
with unmet expectations for perceived service quality should be selected. Fourth, the fact
that the period of use of beauty salons according to the special situation where the use of
beauty salon services was restricted due to the coronavirus pandemic was not included in
the measurement through the questionnaire survey and, thus, can be cited as a limitation.
Fifth, in the situation where academic studies on customer tolerance, a core psychological
variable in this study, are insufficient, there is a lack of constructs that can clearly reveal the
psychological mechanism by which service customers create customer tolerance through
customer participation, which is another limitation of this study. In future studies, a scale
for customer tolerance that can more clearly reveal the psychological mechanism of cus-
tomer tolerance by overcoming these limitations should be developed and the effects of
exogenous variables should be controlled. In addition, follow-up studies should consider
the introduction of various forms of customer participation methods that combine AI-based
virtual reality following the growth of the emergence of digital service environments.
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6. Conclusions

The conclusion of this study is as follows. First, it was identified that social benefits,
psychological benefits, and economic benefits, which are leading variables of customer
participation behaviors, directly affect customer participation behavior. Second, customer
participation had a positive (+) effect on customer tolerance. Third, customer participation
had a positive (+) effect on relationship commitment; however, there was no mediating
effect of relationship commitment on the relationship between customer participation and
repurchase intention. Fourth, customer tolerance showed a positive (+) effect on repurchase
intentions. Fifth, relationship commitment did not have any significant effect on repurchase
intentions.
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