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The mechanism of customer response to highly attentive service: A theoreti—
cal analysis from the persuasion knowledge perspective

®

LIU Wen+ing' YUAN Yi—ge'" LIU Bing-sheng’
1. School of Economics and Management Tsinghua University Beijing 100084 China;
2. School of Public Policy and Administration Chongqing University Chongqing 400030 China

Abstract: Highly attentive service refers to fact that service personnel actively provides consumers with great
care attention and information with high frequency or enthusiasm which are beyond customer needs in service
contacts. The attentive service practice of online and offline enterprises has been rising increasingly with the
rapid growth of China’s “three new economy” in recent years. However there has been a lack of a systematic
investigation into highly attentive service in marketing and the mechanism and moderating factors of customer
response to highly attentive service have not been comprehensively analyzed. This paper offers a literature re—
view and a conceptualization of highly attentive service based on the practice of China’ s service industry.

Three dimensional characteristics of highly attentive service and their different manifestations for online and off-
line services are put forward. From the perspective of persuasive knowledge theory the paper finds that highly
attentive service plays a role by influencing customer responses such as satisfaction and purchase intentions

through consumer suspicion. The moderating factors in this process include service sincerity consumers’

sense of power and customer relationship types. Therefore this paper builds a systematic theoretical framework
for understanding the emerging practice of highly attentive service provides new ideas for the researches in the
fields of service contact persuasion knowledge customer empowerment and customer relationship and has
important practical values for enterprises in managing their services and reducing consumer suspicion in the age

of transformation.

Key words: highly attentive service, consumer suspicion; service encounter; service sincerity; sense of power



