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Abstract

Purpose: The hotel industry needs a leader who can actively demonstrate leadership to respond to and accept changes in the organization
in a highly competitive and fast-changing environment. Therefore, the role of leaders who instill clear vision and goals of the organization

in their members, listen to their opinions, and empathize is paramount. Leaders should encourage successful organizational activities

based on active participation by employees and create the best environment for working with a sense of mission and responsibility. This

study aims to identify the relationship between empathy leadership and job engagement as a result variable of team cohesion in the hotel
culinary department and conduct empirical studies on the role of empathy leadership and job engagement. Research design, data, and
methodology: The data were collected from employees who work in culinary department at a five-star franchise hotel located in the
Seoul metropolitan area. Because it is difficult to conduct a survey through face-to-face contact with employees due to the COVID-19
pandemic, the online survey was conducted from February 1 to February 28, 2020. A total of 330 questionnaires through online were
distributed and 268 employees completed the survey, yielding a response rate of 81%. Of the 268 returned responses, 27 responses were
not usable due to missing information. Thus, a total of 241 responses were used for analysis. Results: The study results are as follows.

First, it has been shown that the empathy leadership of culinary department in hotel companies has a significant positive impact on the job
engagement. Second, it has been shown that job engagement has a significant positive effect on members' team cohesiveness. Third,

empathy leadership of hotel companies' culinary department has a significant positive impact on members' team cohesiveness. Fourth, job
engagement has a significant positive (+) mediating effect in the relationship between empathy leadership and team cohesiveness in

culinary department. Conclusion: This study supports the theory that an emotional and empathic leader's behavior or ability can change

the effectiveness or atmosphere of a rapidly changing hotel culinary team organization by presenting a research model on the effect of
empathic leadership on job engagement and team cohesiveness. And hotel chefs should be more aware of the importance of empathic
leadership and make them a human resource of the organization through formal and informal communication with culinary employees.
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Effects of Shop Selection Attributes, Lifestyle on Customer Satisfaction and Relationship Orientation of Franchise Beauty Shop Users

Attributes

A™SIRUCT (See Figure 1).
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Appendixes

Appendix 1: Demographic Profiles (n = 217)

Category n %
Male 54 24.9
Gender Female 163 75.1
20-29 17 7.8
30-39 41 18.9
Age 40-49 51 235
50-59 87 40.1
Over 60 21 9.7
Below high school 40 18.4
. Two years university 51 235
Education Four years university 80 36.9
Over graduate school 46 21.2
Student 6 2.8
Housewife 33 15.2
Professional 54 24.9
Officer 8 3.7
Job Office manager 56 25.8
Self-employment 26 12.0
Sales/Service 27 124
Production/Technician 2 0.9
Inoccupation 3 1.4
Other 2 0.9
Less than 2 million 8 3.7
2 million - Less than 3 million 18 8.3
3 million - Less than 4 million 29 13.4
Monthly (won) 4 million - Less than 5 million 32 14.7
5 million - Less than 6 million 31 14.3
6 million - Less than 7 million 14 6.5
7 million - Less than 8 million 14 6.5
More than 8 million 71 32.7
Type of beauty shop Skin care shop 85 39.2
visited Hair shop 132 60.8
2 or more times a week 12 5.5
Once a week 25 11.5
Using cycle Once every other week 18 8.3
Once a month 93 42.9
Irregular (when you need it) 69 31.8
less than 6 months 29 13.4
6 months - Less than 1 year 26 12.0
Period of use 1 year - Less than 2 years 25 11.5
2 year - Less than 3 years 29 13.4
More than 3 years 108 49.8
Recommendations from people around 65 30.0
Beauty shop located nearby 34 15.7
Because of the beauty shop stands out 5 2.3
Reason for use Use during the event (promotion) period 8 3.7
According to my needs 98 45.2
Look at promotional media (Instagram, Facebook, etc.) 6 2.8
Other 1 0.5
Reasons for Beauty improvement 62 28.6
being managed Maintain healthy beauty 69 31.8
by a beauty Image enhancement 68 31.3
shop A change of pace 18 8.3




Yean-Hwa HWANG, Moon-Ju KIM /Korean Journal of Franchise Management 12-3 (2021) 7-19

Appendix 2: Measurement Model Resulting from Confirmatory Factor Analysis *

17

Standardized

Items Factor Loadings CCR® AVE® Cronbach a
Accessibility .887 .726 .834
Beauty shops, public transportation and transportation are convenient. .688
Beauty shop signs and information signs are often visible. .883
The parking facilities of the beauty shop are convenient. 792
The flow line to the entrance at the parking lot is convenient.* -
Atmosphere .901 .696 .904
The interior is getting better. 722
The brightness of the lighting is appropriate. .800
Convenience such as waiting room and toilet is good. .805
The table and treatment chair (bed) are comfortable. .870
Service Price .867 .621 .860
Service and treatment price are appropriate. .782
We have a wide range of services / treatment products in various price 783
ranges.
You can receive services and treatments that are worth the price. .862
You can get discounts at various prices. .707
Sales Promotion 757 441 .876
Offer gift items. 744
Earn mileage points. .836
Promote diverse customer profit events. .889
Offer discounts and complimentary coupons. .687
Sociality-Oriented Type 729 478 .739
| like to match up with family and friends on holidays. .560
Actively participate in private clubs and meetings. .755
| look good on other people. 781
| am confident that | can do anything well. - -
Beauty-Oriented Type 732 A1 .730
| think that makeup makes the appearance stand out. .552
| am interested in cosmetology to make looks. .787
| strive to create a slim and beautiful figure. .686
When | watch TV or movies, | see a lot of the performers. 541
Trend-Oriented Type .839 .567 .873
| am the one who strives to read the trends of each season. .790
| often live because of my curiosity to see new products. .838
| am the one who accepts new fashions and trends early and is ahead of 778
others.
| am the one who tries the latest fashion style once. 767
Show-Off Type .900 .694 .908
| own about one luxury brand product. .738
| place more importance on the brand name than the price. .865
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| think the higher the quality of my product, the better the quality. .814
| am the one who buys famous brands even if it's a burden. .897
Customer Satisfaction .941 .798 .814
| am satisfied with the management services provided by the beauty 830
shops | mainly use. )
| am satisfied with the management technology (specialty) provided by
. .848
the beauty shop that | mainly use.
| am satisfied with the customer service (human consideration) of the
. . .885
employees who are engaged in the beauty shop that | mainly use.
Overall satisfied with the beauty shop that | mainly use. .849
Relationship Orientation .881 .651 .922
The beauty shop that | mainly use keeps my promises to customers well. .815
The beauty shop | mainly use is honest and reliable. .858
The services of the beauty shop that | mainly use do not disappoint. .872
The beauty shops that we mainly use use good products for our 662
customers. '

* ltems were deleted during confirmatory factor analysis.

ax% =919.491 (df = 671, x* /df = 1.370, p = .000), CFI = .953, GF| = .832, TLI = .945, IFI = .954, RMSEA = .041
® CCR (Composite Construct Reliability)

° AVE (Average Variance Extracted)

Appendix 3: Intercorrelations, Mean, and Standard Deviation

1 2 3 4 5 6 7 8 9 10
1 Accessibility .726°
.257**
2 Atmosphere (.066)b .696
. . .245** .600**
3 Service Price (.060) (.360) .621
. .099 AT72%* A479**
4 Sales Promotion (.010) (223) (.229) 441
- . .144* .166* .188** .083
5 Sociality Oriented Type (.021) (.028) (.035) (.007) 478
.041 .284** .165* .326** .268**

6 Beauty Oriented Type 411

(002) | (081) | (027) | (108) | (.072)

.004 .284* .204** .361** .286** .621**

(000) | (081) | (042) | (130) | (.082) | (.386) 567

7 Trend-Oriented Type

.040 .218** .158* .150* 191 .298* .307**

(002) | (048) | (025) | (023) | (036) | (089) | (o9ay | %4

8 Show-Off Type

.332* .662** .642* .361* 211 .268** .220** .245%

(110) | (438) | (412) | (130) | (045) | (072) | (o048) | (oe0) | 798

9 Customer Satisfaction

.250™ 479 .526™* .340™* 247 247 .280** .259** .690**

10 Relationship Orientation | 5eay | (959) | (277) | (116) | (061) | (081) | .078) | (067) | .476) -651
Mean 4.24 3.85 3.71 2.88 3.63 3.64 3.05 3.45 4.01 3.68
SD 700 840 820 | 1230 | .840 760 980 910 740 830

**p <0.01, *p < 0.05
2 The bolded diagonal lines are marked with AVE,
® In parentheses, the square value of the correlation coefficient is indicated.
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Appendix 4: Regression Analysis Results
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. Dependent Non-standardized Standardized
H Independent variable VR coefficients coefficients t-value p-value Results
H1-1 Accessibility .358 .071 334 5.073 .000 Supported
H1-2 Atmosphere .588 .047 .665 12.499 .000 Supported
Customer
H1-3 Service Price Satisfaction 615 051 664 12.122 .000 Supported
H1-4 Sales Promotion 224 .041 .368 5.511 .000 Supported
H2-1 Accessibility 291 244 .244 3.573 .000 Supported
H2-2 Atmosphere Relationship .509 517 517 8.396 .000 Supported
H2-3 Service Price Orientation 619 601 601 10.148 000 | Supported
H2-4 Sales Promotion .254 .375 375 5.565 .000 Supported
H3-1 Sociality 217 242 242 3.531 .001 Supported
H3-2 Beauty .258 .265 .265 3.856 .000 Supported
Customer
H3-3 Trend Satisfaction .165 217 217 3.168 .002 Supported
H3-4 Show-Off .210 .256 .256 3.786 .000 Supported
H4-1 Sociality 272 272 272 3.969 .000 Supported
H4-2 Beauty Relationship 274 .253 .253 3.628 .000 Supported
H4-3 Trend Orientation 238 281 281 4.129 .000 Supported
H4-4 Show-Off 223 244 244 3.552 .000 Supported
H5 Customer Satisfaction Roe'.aﬁc’”s.hip 794 714 714 14.227 000 Supported
rientation




