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The Language Backfire Effect: How Frontline Employees Decr ease Customer

Satisfaction through Language Use

Extant marketing research holds that customersepribntline personnel to speak the
customers’ first language. Furthermore, current agenal practices instruct frontline
employees to either use the customers’ first lagguar, in international settings, to use
English. Through five studies in different retaridaservice contexts, we identify situations
where the opposite is true. The results of the five studies suggest that if customers initiate
contact in a second language, the frontline em@syswitch to the customer’s first language
constitutes an identity threat leading customerfetd less satisfied; an effect we term the
language backfire effect. Our third study extersé results to a domestic context to test for
the impact of linguistic acculturation on how immagt customers perceive frontline
employees’ language switch. The fourth study repdis the findings in a real-life retalil
context. These results present a paradox for magketsearch: although frontline employees
switch to customers’ first language to accommodiagen, these actions might not have the
desired consequences. Having identified and dexstiilve problem of the language backfire
effect, our final study introduces and verifies amagerially actionable solution: combining
the language switch with a language proficiency gliment offsets the language backfire

effect.

Keywords. frontline employees; language; organizational nfiiae; identity threat;
satisfaction



During the past decade, frontline employees inlheggand service contexts are confronted
with an increasingly diverse customer base. Thisrgity stems from two sources. First,
worldwide market liberalization and fewer travedtrections created a significant increase in
international trade and tourism (Kotabe and KotBafi6). Hence, frontline employees are
increasingly serving international customers analists. Second, changing demographics in
many countries as a result of immigration and ghoeitcertain ethnic groups (e.g. Hispanics
in the U.S.) contribute to more diversity (e.g. Bihaugh and Rosa 2009). Managers
concerned with the future of frontline retail maaagent should not only consider the role of
technological innovations and data availabilityd®al, Roggeveen and Nordfaldt, 2017), but
also consider how they will serve a changing custdbase.

Interactions between frontline employees and custerwith different backgrounds are
oftentimes complicated, as they may not alwayslsgfgasame language (Holmqgvist and
Gronroos 2012). In these situations, three optexnst. The employee accommodates the
customer and speaks the customer’s language; ftenser accommodates the employee and
speaks the employee’s language; or both switcHitaa franca (i.e. a third language they
both speak but that is different from both firsidgaages, these days often English; Crystal
2003). The vast majority of both marketing and shxguistic literature recommends
switching to the customer’s first language or astdo a lingua franca. Customers generally
prefer to interact in their first language (e.glidqvist 2011) and hold more favorable
attitudes toward persons who show efforts to spleik first language or a language in which
they feel more comfortable (Genesee and Bourhi8)Y198terestingly, employees tend to
switch to the language in which a customer feelsenaomfortable, regardless of the language
in which the customer initially addressed the emgéo(Callahan 2006).

To further illustrate this situation, we followedt€bring, Ringler, Sirianni, and

Gustafsson’s (2018) approach to start with anahgiudy to gather preconceptions about the



research topic. We sampled 231 US respondents {difitle,Mage = 37) on MTurk to ask
how they thought customers would respond to a lirenservice employee switching to the
customers’ first language. Half the respondentsvared about bilingual customers (e.qg.
Hispanics in the U.S.), the other half answerediabdourism context for international
customers (e.g. tourists who order at a restaumahe local language). Respondents were
asked about their expectations of how the custevoetd rate this experiencRespondents
thought a language switch would positively affeatisfaction, both in the retail context
(Mswitch = 7.62,Mno switch= 6.82,t = 3.07,p < .01; 10-point Likert-type satisfaction scale
anchored by 1 = “Completely disagree” to 10 = “Cdebgly agree”) and in the tourism
context Mswitch = 7.60,Mnpo switch= 6.57,t = 4.13,p < .01). Hence, people generally expect
customers to react favorably to a language switch.

The purpose of this paper is to challenge conveatiwisdom, current managerial
practices, and the extant literature on languagebyproposing that there are situations in
which customers donotwant to be served in their first language. Botleiinational customers
and domestic customers in multilingual countriey mifer to speak a second language for
several reasonssuch as wanting to fit in (Muziani 2006), avoigiry seen as outsiders or
immigrants in a new country (Krishnan and Berry 29@r because they want to practice
their second language (Clément, Baker, and Ma@ri2903). Customers starting an
interaction in a second language may consider tak®s sufficiently competent in that

language and thus be motivated to complete theaictien in that language. These customers

! The results of a pilot study with 127 adults (46&méle, My=38) from the US (85) and Asia (42) who
frequently visit other countries shows that 31% tréedl to speak the local language when abroadh€&¥e, a
majority (52%) had experienced a language switshfthe frontline service person. These results cupe
notion that customers may want to interact in teegond language, and that a language switch cquitee
common.We believe that these results are even somewhateoative, as we ran it with speakers of some of
the world’s most spoken languages (English, Mamjlavho often can get service in their own languaglsn
abroad.



might react negatively to a frontline employee shing to their first language or a lingua
franca.

Our research is intended to meet three key obgstivirst, we establish that customer
satisfaction decreases when frontline employeesspite having good intentions - switch to
the customer’s first language, which we refer tthaslanguage backfire effect. We
demonstrate this effect for switches both to d fasguage and to a lingua franca, across
different languages and retail contexts, and ftaractions with both international customers
(e.g. tourists in Paris) and domestic customegs tispanics in the U.S.). Second, we
identify the process underlying the language baeldifect. Building on self-determination
theory, we demonstrate that customers perceiviatiggiage switch to as a threat to their
identity. In so doing, we provide quantitative sagdor the relationship between language
and identity, hitherto approached predominantlyfta qualitative perspective (Heller 2003;
Jenks 2013). Finally, we identify a means by whiahlanguage backfire effect may be
offset: we demonstrate that providing identity-fersing information in the form of a
compliment about the customer’s language skillsnaiates the negative consequences
associated with a language switch.

Our research contributes to the literature by eitgdly demonstrating the negative
consequences of switching language during serviceunters. This contribution is in marked
contrast with both intuition and current literatune the role of language in organizational

frontlines (e.g. Holmqvist, Van Vaerenbergh andr@ods 2017).

Theoretical Background
Customer Perceptions of Frontline Employee’s Lamggudse
Service encounters are at the core of servicegaicinteractions between customers

and frontline employees (Surprenant and Solomo 1¥8ommunication between the



customer and the frontline employee is a crucial piethe service (Zeithaml, Berry, and
Parasuraman 1996). While the effects of languageunsonsumers in text processing have
been extensively studied (e.g. Krishna and Ahluava008; Luna and Peracchio 2005),
current marketing research long ignored situationghich customers actively interact with
frontline employees in a second language (Holmaanst Gronroos 2012). In the last decade,
however, several studies on customers’ languaderprees in different service contexts
have appeared, all arguing that customers prefeg tiseir first language. For example,
Callahan (2006) posit that service employees chamtyee customer’s language to
accommodate the customer, Holmqvist (2011) shoatsciistomers generally prefer service
in their first language across four language groups

Studies examining language in service encount@isally build upon speech
accommodation theory, positing that if one persomverges to (diverges from) the other
person’s first language, the other person deveatop® favorable (unfavorable) impressions
of the person who converges (diverges) (Giles, dragind Bourhis 1973). This speech
accommodation theory perspective on interactiomsden people who do not share the same
language received support in marketing studies; Waerenbergh and Holmqvist (2013)
show that customers are more likely to tip if teevice provider speaks the customer’s first
language. Later studies show that customers asdikedy to spread positive word-of-mouth
if the service provider does not serve custometieir first language (Balaji, Roy, and
Lassar 2017; Van Vaerenbergh and Holmqvist 2014).

In this paper, we posit instead that customers feaorably when being served in the
language thewantto speak, not necessarily their first language.|gie importance of
speaking one’s first language is likely to be higlmany contexts, there might also be
situations where customers are motivated to usegbeond language. When individuals visit

a foreign country or a region where another languagredominant, they often want to “go



local” and blend in with the local population (Muzia2006). Speaking the local language is a
way to do so. By speaking the local language, coste may feel that they fit in, and avoid
standing out by being identified as foreigners $knan and Berry 1992). Another possible
reason for wanting to speak the local languageasdustomers may have studied the
language as a second language, but seldom hawvppletunity to use it. This situation
presents a second incentive for customers to gsseand language, as they might enjoy
speaking it and feel good about themselves whentaldarry out an interaction in a second
language (Clément et al. 2003), or even want tevsifo by displaying their language skills
(Kraak and Holmqvist 2017).

Hence, there might be situations in which custohmemamal preference for their first
language is replaced by a desire to use a secngddge. Building on research suggesting
that customers sometime may want to speak a sdéangdage (Clément et al. 2003), we
hypothesize that customers may feel less satigffegh met with a response in their first
language after starting an interaction with the leiyge in their second language.

H1. Frontline employee language switch (versus nacéwieads to a decrease in

satisfaction when the customer initiates an intevaan their second language.

Self-Determination Theory as Theoretical Anchor

In this paper, we build on self-determination the(8DT) as a framework for investigating
the effects of a language switch in service ena@snSDT posits that individuals
continuously strive to satisfy the three compleragnbasic psychological needs for
autonomy (Deci 1975), competence (Harter 1978)raladledness (Baumeister and Leary
1995). Satisfying these needs leads to positiveoougs, such as perceptions of personal
success and control of outcomes. Even more imppgatsfaction of these needs is essential

for many identity aspects, including integratioogigsl development and personal well-being



(Luyckx et al. 2009; Ryan and Deci 2000). On ttleeohand, if the needs for autonomy and
competence are threatened, this threat leads ttimegutcomes, such as decreased intrinsic
motivation and poorer problem solving (Deci and IR2800).

Building on this understanding of SDT, we posittthastomers served in their first
language after initiating contact in a second laggumay perceive this language switch as a
threat to their needs for autonomy and competarsalting in negative outcomes. This
proposition is based on the notion that, as indotdéty SDT, autonomy and competence
constitute suitable components of identity, whidiew questioned may be experienced as an
identity threat, given that language proficiencgnis an integral part of people’s sense of
identity (Baker 2009).

Customers might thus feel that the language sveiihws a lack of consideration for
their efforts to speak the local language, and eéviampret it as a negative evaluation of their
language skills. Given that wanting to appear liggeht is one of the reasons for wanting to
speak a foreign language (Lim and Bowers 1991)laihguage switch may even be seen by
some customers as a judgement of their overalloizgsm Indeed, in a social environment,
research identifies individuals’ beliefs about hotliers see them as an identity threat (Leary
and Baumeister 2000). When individuals’ social tdgns viewed stereotypically or
negatively, they will experience social identityeht, resulting in negative consequences.
Since a switch by the frontline employee from theal language to customers’ first language
may be seen as a negative judgement of the cusatmlities to communicate in the local
language, customers could perceive the switch adeatity threat. Consumers display
negative reactions when they feel that their satige is questioned (Claus et al. 2012), and
this questioning of their self-image can resulamidentity threat (Gao, Wheeler and Shiv
2009). Hence, it may be likely that the identityeidu felt by customers following the

employee language switch results in lower satisfactVe hypothesize:



H2. Frontline employee language switch (versus nacéyieads to an increase in
customer’s perceived identity threat.
H3. The customer’s perceived identity threat medittesffect of the language

switch on satisfaction.

Acculturation

We propose that the language backfire effect odoursoth international customers wanting
to speak the local language (e.g. tourists visiags) and for domestic customers wanting to
speak the dominant language of the region. Drawpuan extant research, we posit that this
motivation to speak the local language may be @a#ily relevant for immigrant customers
as well as for customers belonging to minority gr@u~For immigrants, language and ethnicity
can influence consumer acculturation to the newketgiPefaloza 1994). As acculturation
refers to immigrants becoming more integrated @irthew country, sometimes to the point

of not wanting to be identified with their origineduntry (Berry and Krishnan 1992), we
believe acculturation, and particulaligguistic acculturation (Marin et al. 1987), to be an
important part of immigrants’ language preferen€&gen the close link between
acculturation and identity, examining whether theguage backfire effect occurs for highly
linguistically acculturated customers might provatlitional support for the identity-related
process underlying this effect.

Although consumers belonging to immigrant groug® athight react positively to
advertising directed to them in their first langeathis may not always be the case. Koslow,
Shamdasani, and Touchstone (1994) found that aseerent in Spanish to Spanish speakers
in the US could even lead to decreased affect wwer advertisement. Part of the reason for
this effect, as shown by Berry and Krishnan’s ()%88dy of acculturation among Indian

immigrants to the US, is that some consumers npghteive that the use of their first



language serves as an unwelcome sign of their iffegent. As immigrant customers
become more integrated and more acculturated inriee country, they may not want to
constantly be reminded that they are differenbthrer words, customers who consider
themselves highly acculturated might perceive acbwirom the local language to their first
language as a sign that they do not yet fully mabktelocal language, and hence are not yet
fully integrated. Conversely, the link between ldeaguage skills and identity might be less
strong for less linguistically acculturated custosng.aroche et al. 2003). These customers
might consider the switch from the local languagéheir first language less as an identity
threat, and hence react less negatively in ternesistbmer satisfaction.

Building on these studies in the field of custoraeculturation, we hypothesize that the
more linguistically acculturated immigrants and arity customers are to the dominant
culture, the stronger the identity threat followiadganguage switch and the more negative the
reaction to the frontline service employee’s largguawitch will be. We hypothesize:

H4. Acculturation moderates the influence of frordgliamployee language switch
on identity threat, so that the more linguisticalgculturated immigrant customers

are, the stronger the negative effect of languagtels on identity threat will be.

Attenuating the language backfire effect througtglaage proficiency compliments

Last, in order to deal with the consequences ahguage switch, we posit that a compliment
about the customer’s second language skills magbthe language backfire effect. As
customers perceive the switch from the seconddditst language as an identity threat,
providing positive feedback about their second legg skills in the form of a compliment

may attenuate the negative reactions. A complimefets to a positive appraisal of assessable

attributes or characteristics (Golato 2005). Spesa&gkdifferent languages sometimes give



language proficiency compliments, especially togbeavho are perceived to be learning a
language or have not yet completely mastered aige(Jenks 2013).

Research on self-determination theory shows thsitipe feedback — such as a
compliment - satisfies people’s need for competeand hence triggers positive reactions
(Hagger, Koch, and Chatzisarantis 2015). This afadiem connects with studies in
linguistics, showing that language proficiency cdiimpnts enable people to construct their
linguistic identity (Jenks 2013). In this sensestomers receiving a compliment for their
language skills also receive affirmation that thes competent in their second language.
Hence, we expect that a language switch accompagiadcompliment attenuates the
language backfire effect. Against this backdrop hypothesize:

H5. The effect of a language switch on (5a) identityeat and (5b) customer
satisfaction is offset when the language switchagsompanied by a language

proficiency compliment.

Overview of Studies
Our five hypotheses lead to a conceptual framewathkned in Figure 1. We carried out a
series of experiments using a wide range of sangsldscontexts to test this framework.
Studies 1 and 2 establish the backfire effect birtg the impact of a frontline employee
language switch on satisfaction. Study 2 furthemeixes the potential mediating role of
identity threat on the effect of frontline employaaguage switch on customer satisfaction.
Study 3 replicates the previous studies in a damsstting and further explores the
moderating role of linguistic acculturation on #féect of frontline employees’ language
switch. Study 4 again replicates these findings ieal-life setting with customers who

recently experienced a language switch. Finallyd$$6 shows that complementing the

10



language switch with a language proficiency comphimmay offset the negative
consequences associated with a language gwitch

---Insert Figure 1 about here---

Study 1: Language Switch and Satisfaction

Procedure and Sample

Eighty-nine Scandinavian adults (57% femdgge= 28.88,SD = 13.12) participated in a
two-group scenario-based experiment. All partictpavere native Swedish speakers, either
from Sweden or from Finland. Only respondents wdported speaking at least some French
and English were included, as a basic knowledd®tf languages was required for the
study. The respondents are thus native Swedislkepgeaho are conversational in English
and have at least a rudimentary knowledge of French

In this first study, we wanted to test the effeaftthe language switch in a situation
where the frontline service employee switchesnewtral lingua franca, which today usually
means using English as a language of internatmramunication (Jenks 2013). The study
tests how Scandinavian customers trying to speakdfrwhile on holiday in France react to a
language switch to English. The conversation ofsttenario replicates an actual situation we
observed in a Parisian café: we observed a custeimekept talking in perfectly
understandable French albeit with an accent, whdd~rench waiter insisted on using
English. While both of them kept polite, the cusesi® frustration at the waiter’s language

switch was obvious. The scenario is as close tora\wy-word replication of the

? As fluent bilinguals can more easily activate blaihguages than less fluent bilinguals (Beauvilkid
Grainger, 1987), customer reactions to the langsagieh might be influenced by proficiency. We &bt
customers’ perceptions of their fluency in the ldaaguage as a covariate to the analyses inwiest. Given
that all conclusions drawn from the analyses regubin the set of studies remain stable when inoidr
excluding the covariate and given recent recomnt@mato use covariates sparsely (Becker et al.6p0ve
report the results without covariates.

11



conversation as we could retrieve from our noteghBersions of the scenario were read by
native French speakers fluent in English to make that there was no change in tone
between the two scenarios.

The participants were randomly assigned to onavofexperimental conditions. All
participants read a scenario where they imaginechslelves visiting Paris and going to a
café. The waiter addresses the customer in Fremchthe Scandinavian customer responds in
French, the local language. The waiter subsequegglyonds in French (condition 1) or in
English, the lingua franca (condition 2). A shasheersation follows and exactly the same
phrases are said in both scenarios.

After reading the scenario and evaluating somerfitems, participants reported their
overall satisfaction with the service € .89) on a three-item seven-point scale adoptad f
Maxham and Netemeyer (2002). A sample item isnflsatisfied with the overall experience
| had in this place”. They then rated their langragills on several seven-point scales. The
respondents indicate feeling much more comfortapé&aking EnglishM = 6.33,SD= 1.06)
than FrenchNl = 3.19,SD= 1.49,1(88) = 18.20p < .001), they speak English more
frequently M = 4.79,SD= 1.66) than they speak Fren®¥ £ 1.80,SD= 1.31,t(88) = 15.45,
p<.001) and read more English texit$ £ 5.75,SD= 1.31) than they read French texit <
2.06,SD=1.18,t(88) = 21.92p < .001). The sample is thus suited for a study bather
customers feel less satisfied when being answeredsiervice provider in their stronger
language, a lingua franca, after initiating conaéo in the local language. Finally, we
adopted Van Vaerenbergh, Vermeir, and Larivier2®L@) two-item seven-point Likert scale
measure of scenario realism=% .86): ‘This scenario seems realistic’ and ‘Whappens in
the scenario could also happen in real life’. legréints considered the scenarios as realistic

(M = 6.34,SD =.87).
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Results and Discussion

Table 1 lists the means and standard deviationsdon experimental condition. An
independent-samples t-te§8{) = 8.41p < .001,r = -.67) reveals that customers who are
served in French feel more satisfiddl £ 5.62) than customers served in English=3.77).
These results support our first hypothesis. Siadys1 indicates that customers being served
in their stronger language, an international linfraaca, feel less satisfied, the next study is
designed to replicate this finding for customergagiencing a switch to their first language,
and also tests whether identity threat might expllae customer dissatisfaction.

---Insert Table 1 about here---

Study 2: Testing the mediating effect of identity threat
Procedure and Sample

One-hundred and twenty French adults (46% fenalg, = 31.68,SD= 13.28)
participated in a two-group between-subjects expent and were randomly assigned to one
of the two conditions of language switch (languagéch versus control). Respondents were
recruited by research assistants, who administéeedurvey in a major French city. Before
participating, the respondents were asked wheliggrknew English, as a basic knowledge of
this language was required for the study. All resfants were native French speakers who
reported at least a basic knowledge of English.

Participants were asked to imagine they are t@uvisiting London. After some
sightseeing, they visit a restaurant where theawvaitldresses them in English, the local
language, and the customer responds in the samedge. In the control condition, the waiter
continues in English and a short basic conversatikes place in English. In the language
switch condition, the waiter switches languagerdfte respondent’s first phrase in English,

and the waiter then continues the conversatiomencéh. French is a compulsory subject in
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British schools, and approximately 23% of the Bhtpopulation reports being conversational
in French (Eurostat 2012). This observation ingesdke realism of the scenario as many
London waiters would have at least some knowledd&ench.

Exactly the same things are said in both scenahedanguage in which it is said is the
only difference. Both versions were read througmatyve French speakers fluent in English
to make sure that there was no change in tone batthe scenarios. The English spoken by
the customer is grammatically and lexically coryréobugh slightly literary to better reflect
how many people speak a second language they tearsehool. In order to increase
scenario realism, both scenarios start with a stestription of how the respondent arrives in
London and goes to visit some famous landmarkketity. The restaurant in which the
interaction takes place looks nice, the food tastglsand the price is moderate, in order to
isolate the language effect.

After reading the scenario, respondents weredsked some filler questions about the
restaurant and their experiences in London in aimlensure that they did not perceive the
guestionnaire to be about the language spokenebgdtvice employee. Next, the respondents
rated their satisfaction using the same scale &udy 1 ¢ = .81). We also administered a 7-
item identity threat scalex(= .81) adapted from Aquino and Douglas (2003)€eTWaiter
doubts my English skills’, ‘The waiter believesnhaot capable of speaking English’, ‘The
waiter believes my English is good’, ‘The waitedged me in an unjust matter’, ‘The waiter
did something to make me look bad’, ‘“This waiteesfioned my English skills’, ‘This waiter
regarded me in a negative manner’. We also meagamtidipants’ fluency in English using a
single-item measuré = 4.00,SD = 2.00). Participants also evaluated scenarigsraalsing
the same scale as in Studyd=.82); the scenarios were evaluated as rea(igtic 6.24,SD

=.94). All items were measured on a seven-poialesc
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Results

An independent-samples t-test (see Table 1 forrghtise statistics) reveals that participants
served in their second language felt more satigfed 5.60) than participants served in their
first language = 5.08,t(118) = 2.57p < .05,r = -.23). These results bring further support
for Hypothesis 1. Next, we performed a mediatioalgsis to test the mediating role of
identity threat in the frontline employee languagetch-satisfaction relationship (see Table
2). Using the Process macro (Model 4; Hayes 201fh) avbootstrapping procedure (5,000
samples), the language switch condition was indwethe independent variable (0 = no
switch, 1 = switch), identity threat as the mediatod satisfaction as the dependent variable.
Results revealed that the language switch leads tncrease in identity thregt € 1.68,

t(118) = 7.02p < .001), which in turn decreases customer satisfa¢ = -.38,t(117) = -
5.55,p < .001). As the relationship between the langusagéch and satisfaction becomes not
significant > .05), identity treat acts as a full mediator (ledir -.64, 95% CI = -1.00; -
.38). These findings support Hypotheses 2 and 3.

---Insert Table 2 about here---

Discussion

The results of Study 2 provide further supporttfer idea that a language switch by a
frontline employee can lead to a decrease in satish, even if the frontline employee
switches from the customer’s second language taul®mer’s first language. Moreover,
Study 2 shows that customers react negativelylaonguage switch as they perceive the
switch as an identity threat. While Studies 1 aquidide support for the language backfire
effect, they both focus on situations where thearusr visits another country. To test
whether the language backfire effect also occudoimestic interactions, Study 3 tests the

language backfire effect using a sample of Hispamnericans who initiate an interaction
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with a service provider in English within the UI8.addition, we also assess how the degree
of acculturation, specifically linguistic acculttian, influences their reactions to a language

switch.

Study 3: Language switch among acculturated customers

Procedure and sample
Two-hundred and eleven Hispanics living in the BdiStates were recruited through an
online panelist (Prolific). Only Hispanic Americangre recruited. We excluded ten
participants reporting a first language differdrdnt Spanish, leading to a final sample of 201
participants (41% femal®jage = 33.18,SD= 10.75). Participants were randomly assigned to
one of two conditions: no language switch versaglage switch. Participants were asked to
read a scenario, which manipulated the languageels\y a frontline service employee. The
scenario depicted a situation where a Hispanic Agaevisits a friend in New York. When
arriving in the city center, the person still ha® thours before meeting her/his friend and
decides to enter a restaurant. The waiter appreaaie greets the customer in English. The
participant responds using the same language. Nexmanipulated the language switch. In
the no-switch condition, the waiter continued tbaewersation in English. In the language
switch condition, the waiter switched to Spanish

After reading the scenario, participants were askembmplete the same measures of
satisfaction¢ = .77) and identity threat(= .93) as in Studies 1 and 2. They also completed
the Short Acculturation Scale for Hispanics devebbpy Marin et al. (1987). This 12-item
scale was preferred over more recent acculturatafes due its development for the specific

purpose of testing acculturation of Hispanics i thhited States. Relying on the criteria of

% In this study, we also contrasted a language bviitgerfect Spanish with a language switch to Samith
an American English accent. As both conditions poedl similar results, we aggregated both conditioms
only report results for the language switch versuganguage switch conditions. Detailed resulté wie
conditions broken out are available from the awghgron request.
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Eigenvalues higher than one (Hair et al. 2005ac#0i analysis using a Varimax rotation
supported the original tridimensional structurehaf scale. We reproduced the three initial
factors of ‘language used E .87), ‘media’ ¢ = .83), and ‘ethnic social relationsl € .73;
see Appendix E for the items). We also measureticgents’ fluency in EnglishNl = 5.69,
SD= 1.46) using the same item as in Study 2. Finalgymeasured scenario realisim=(.74)
using the same scale as in Studwil<5.08,SD = 1.39). All items were measured on a

seven-point scale.

Results
An independent-samples t-test (see Table 1 forrgdise statistics) reveals that customers
exposed to a language switch from the frontline leyge are less satisfieM(= 5.03) than
customers not exposed to a language swikthk 6.48, t(199) = 2.65p < .01,r = -.18). This
result brings further support to Hypothesis 1. Naxinediation analysis (Process, Model 4,
5000 bootstrap samples, Hayes 2017) using langawaigeh as the independent variable,
identity threat as the mediating variable, ands&attion as the dependent variable (see Table
2) revealed a significant indirect effect of langaawitch on satisfaction through identity
threat (Indirect: -.42, 95% CI =-.63; -.25). A laragie switch leads to an increase in identity
threat f = 1.35,t = 5.78,p < .001), which in turn decreases satisfactpr €.31,t = -6.71,p
<.001). As the direct effect of language switchsatisfaction while controlling for identity
threat was not significanp & .05), identity threat acts as a full mediatotho$ relationship.
These findings support Hypotheses 2 and 3.

Turning to the hypothesized moderating role ofdiistjc acculturation, we ran a
regression using language switch as the indepenaeiable, identity threat as the dependent
variable and linguistic acculturation as the motlegavariable. The results did not reveal

main effects of language switch € -1.20,t =-1.44,p > .10) and linguistic acculturatiofi €
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.08,t = .48,p > .10), yet a significant interaction emerggd-(.59,t = 2.95,p < .01). We
graph this interaction in Figure 2 using the Johr$teyman technique for identifying
regions in the range of the moderator variable hictvthe effect of the independent variable
on the dependent variable is and is not signifi¢eiatyes and Matthes 2009). The Johnson—
Neyman point fop < .05 for the linguistic acculturation as a moderaccurs at a value of
2.99. This point indicates that a language swigdults in significantly higher levels of
identity threat than an absence of switch for alles of linguistic acculturation above 2.99.
These results support Hypothesis 4: the more Istgaily acculturated people are, the more
they perceive a language switch as an identityathre

---Insert Figure 2 about here--

In order to test the robustness of this effectyavetwo similar regressions using the other
dimensions of acculturation as moderating variapiesdia, and ethnic social relations). None
of the interaction terms between the two other disiens and language switch were
significant Bmediaxswitch= -09,t = .42,p > .10; fethnicxswiteh= -.06,t = -.37,p > .10). These
findings suggest that only the language use dimensi acculturation moderates the effect of
language switch on identity threat.

Next, we analyzed if linguistic acculturation alsoderates the mediating effect of
identity threat in the relationship between a laggiswitch and customer satisfaction. We
ran a moderated mediation analysis using ProcesdéM ; Hayes 2017), using the same
procedure as previously but with linguistic accrdtion as the moderator. Results revealed a
significant index of moderated mediation (Indirect9, 95% CI = -.37; -.04), indicating that
the mediating effect of identity threat is a fuoatiof linguistic acculturation. The mediating
effect of identity threat becomes stronger as listiriacculturation increases: the indirect

effect was not observed when linguistic accultoratvas low (-1 S.D.; Indirect: -.18, S.E. =
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.10, 95% CI = -.43; .00) but emerged when lingaiatculturation was high (+1 S.D.;

Indirect: -.59, S.E. = .14, 95% CIl = -.92; -.35).

Discussion

Replicating the findings in Studies 1 and 2, cugswho face a language switch perceive
greater identity threat and are less satisfied thase who are addressed in the local
language. In addition, we show that linguisticaigre acculturated customers respond more
negatively to a language switch than those whdeslinguistically acculturated. These
findings provide additional support for the ideyielated process underlying the language
backfire effect.

Up to this point, we have demonstrated the negatwisequences of a frontline service
employee switching language if the customer ire8atontact in the local language using
scenario-based experiments. This approach incraaeesal validity but at the cost of
external validity. To address this concern, Studgsts the language backfire effect and the
mediating role of perceived identity threat usitual customer experiences. Although not
hypothesized, we also examine whether a languagehsaffects customer reactions beyond
satisfaction and test the effect of the languag&hkven return intentions and word-of-mouth
intentions. Finding an effect on this set of valeahusing a sample of customers who actually
experienced a language switch would provide stroagelence for the language backfire

effect.

Study 4: Replicating the language backfire effect using actual customer experiences
Procedure and sample
In order to test how having experienced a langsagth in real life influenced customers,

we contacted foreign exchange students who had #peautumn at a French business
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school. The study was conducted in the form ofcaltestudy. This approach is considered as
a suitable way to study customers’ language useahlife contexts (Van Vaerenbergh and
Holmgvist 2013). We only included exchange studerite had been in France during the
semester prior to the survey to make sure that sdditap into recent experiences. All the
respondents recalled interactions no further baak &t maximum of three months, thus well
within the commonly used six-month frame for reiogllinteractions with frontline

employees (e.g. Liao 2007).

One-hundred and one exchange students participated survey. Fifty-eight respondents
who had never tried speaking French to a frongimployee were thanked for their
willingness to participate but not included in fireal sample. The remaining 43 respondents
(65% femaleMage = 27) had tried to speak French with a frontlingokoyee in a retail or
service setting. Respondents who had experiencedoseveral retail interactions with a
language switch were asked to recall one of thepereences. Respondents who had
managed the entire interaction in French werenm &isked to recall that situation. Twenty-
one respondents reported that the employee hadheadito English while 22 reported having
managed the entire interaction in Frehch

Respondents were asked to write down the condisan®unding this event and describe
as vividly as possible their feelings and thoughtgrding the interaction. Next, respondents
reported their satisfactiom € .84) using the same scale as in our previouseguWe also
measured their return intentions< .84) and positive word-of-mouth intentiors< .96)
using two three-item scales adopted from MaxhamNegtémeyer (2002; sample items: “If |
have the option, | will gladly return to this plaicethe future” and “I will recommend this
place to my friends”). Participants also compldtezlsame measure of identity threat(

.77) as in Studies 2 and 3. Similar to Study 1alge asked questions about respondents’

* While this sample might seem small, an a priomsie size calculation using G*Power 3.0 (Faul e2aD7),
and using a statistical power of .80, an alphatlef/€05 and the average effect size across tleethrevious
studies (satisfactiom:= -.36) as input, returns a recommended sampdeafid 3.
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language skills. The respondents indicate feelinghhnmore comfortable speaking English
(M =6.00,SD= 1.65) than FrenchM = 3.76,SD= 1.86,t(41) = 5.72p < .001), they speak
English more frequentlyM = 6.00,SD= 1.56) than they speak Frend¥ € 4.23,SD= 1.70,
t(42) = 4.37p<.001) and read more English text4 € 6.07,SD= 1.44) than they read
French textsNl = 3.28,SD=1.71,t(42) = 7.70p < .001). Finally, participants provided

demographic information.

Results

Independent-samples t-tests show that customersadh@xperienced a language switch
reported lower satisfactioMsyicch= 4.40,Mno switech= 5.71,t(41)= 2.87p < .01,r = -.41),
lower return intentionsMsuwitch= 3.89,Mno switch= 5.85,t(41)= 5.18p < .001,r = -.63), and
lower word-of-mouth intentiondMswitch= 3.87,Mno switch= 5.45,t(41) = 3.59p < .001,r = -
.49) than respondents who did not experience ailggswitch. These findings support
Hypothesis 1. A mediation analysis using Processd@i4, 5000 bootstrap samples, Hayes
2017) supports the mediating role of identity thiaghe language switch-satisfaction
relationship (Indirect: -1.80, 95% CI =-2.939%7). As in previous studies, the frontline
employee language switch increases identity th{featl1.70,t = 5.60,p < .001), which in

turn decreases satisfactigh<-1.06,t = -6.22,p < .001). The direct effect of language switch
on satisfaction was non-significamt ¥ .10). Hence, identity threat acts as a full ratati of
this relationship. These findings support Hypotsezdand 3.

We obtained similar findings for return intenticarsd word-of-mouth intentions. A
frontline employee language switch has a significadirect effect on return intentions
(Indirect: -1.14, 95% CI = -2.08 ; -.48) and wordroouth intentions (Indirect: -1.24, 95% CI
=-2.23; -.53). The perceived identity threat ealisy the language switch € 1.70,t = 5.60,

p < .001) decreases return intentiofis=(-0.67,t = 4.04,p < .001) and word-of-mouth
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intentions = -0.74,t = 3.70,p < .01), respectively. The direct effect of langaagvitch on
return intentions and word-of-mouth intentions giases after controlling for identity threat

(bothp-values > .05), suggesting full mediation.

Discussion

We replicate the language backfire effect usintudysinvolving actual customer
experiences. These findings support the notionaHedntline employee language switch can
be an identity-threatening action that decreasesfaetion. Finally, this study also provides
evidence for the wide array of negative outcomas @dHanguage switch can bring, as
respondents who had experienced a language swéaah ot only less satisfied but also less
likely to come back and less likely to spread pesitvord-of-mouth. These negative
outcomes demonstrate the importance of carefullyagag a language switch. In Study 5,
we build upon the notion of a language switch aglantity-threatening process, and
demonstrate how a language switch complementedanNdhguage proficiency compliment

may offset the language backfire effect.

Study 5: Attenuating the language backfir e effect

Procedure and sample

We designed a three-group between-subjects exparime language switch, language
switch without language proficiency compliment,daage switch with language proficiency
compliment) to test the fifth hypothesis. A vigitda Parisian shoe store serves as context for
this study, hence we use a sample of customersspak French as a second language. Data
were collected using Prolific. Only respondents wpeak French as a second language were
allowed to participate. In order to test the effdabdth on customers who experience a switch

to their first language, as in Studies 2-3, andarusrs who experience a switch to a lingua
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franca, as in Study 1, we included both native Bhgdpeakers and people who speak neither
French nor English as their first language. Inl{d#@o-hundred thirty-one respondents
completed the study. Thirty-three respondents wareved from the sample as they had
French as their first language, leading to a feaathple of 198 participants (57% femd¥nge

= 32). Of these, about 59% of the respondents na&tiee English speakers, the remaining
41% of respondents had another language as firgtitge.

Participants were asked to read a scenario, whapulated the language switch by a
frontline service employee. The scenario depictsiliuation where the participant visits a
friend in Paris. The scenario then specifies tHagnwvarriving in the city center, the participant
still has two hours before meeting her/his friend ¢hus decides to enter a shoe store, after
seeing a nice pair of shoes in the window. Browsinggstore, the participant cannot find the
pair of shoes immediately and asks the frontlin@legee for help. The participant initiates
contact in French. Next, language switch as wethasuse of a compliment were
manipulated. In the no-switch condition, the frorélemployee continued the conversation in
French. In the language switch without languagdéig@emcy compliment condition, the
frontline employee switched to English. In the laage switch with language proficiency
compliment, the frontline employee first complimeshthe customer on his or her French
skills and indicated to the customer that he/shelgvoontinue in English in order to serve
him/her better. In the remainder of the scenahe,ftontline employee helps the customer in
finding the desired shoes. The shoes fit the custamell, so he/she decides to buy them.

After reading the scenario, participants were askembmplete the same measures of
satisfaction ¢ = .80), return intentionsi(= .81), word-of-mouth intentions. & .91), and
identity threat ¢ = .93) as in the previous studies. We also medstustomer fluency in both
French and English using the same items as in Studize respondents indicate feeling

much more comfortable speaking English=£ 6.56,SD =.92) than FrenchM = 5.11,SD =
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1.48 t(197) = 12.52p < .001), they speak English more frequeniily< 6.48,SD=1.21)

than they speak Frenchl(= 4.21,SD= 1.69,t(197) = 16.58p<.001) and read more English
texts M = 6.55,SD=.97) than they read French text4 € 3.58,SD= 1.75,t(197) = 21.03p
<.001). We also administered the same two-itemaoe realism measure as in Study(
.86). Participants evaluated the scenario as tieglM = 5.81,SD= 1.06). The sample is thus
suited for a study on whether customers feel latisfied when served by a frontline

employee in English when the conversation wasestart French.

Results
An analysis of variance (see Table 1 for descrgstatistics) revealed significant differences
in satisfaction between the three experimental timms (2, 195) = 14.13p < .001).
Customers served by a frontline employee who doeswitch language are more satisfied
(M = 5.81) than customers served by a frontline eggdavho switches languagd € 5.22;
post-hoc tesbnterroni P < .01,r = -.24), again supporting Hypotheses 1. Yet, when
language switch is accompanied by a language peatig compliment, the language backfire
effect is offset Mo switch = 5.81,Msuitch with complimen= 6.26, pOSt-hoc t&shterroni P > .05,r =
.22). This finding supports Hypothesis 5b. Simpatterns were observed for return intentions
(Mno switch = 5.61,Mswitch without compliment= 4-95, Mswitch without complimen= 5.97;F(2, 195) =
13.11,p < .001) and word-of-mouth intention®{o switch = 5.49,Msuitch without complimen= 4.85,
Msuitch without complimen= 5.90;F(2, 195) = 12.06p < .001).

An additional analysis of variance shows that glege switch is perceived as an
identity threat Mno switch = 2.77 ,Msuitch without complimen= 4.05, post-hoc tasherroni P < .001,r
= .44), yet this effect is attenuated when the lagg switch is accompanied with a language
proficiency complimentNino switch = 2.77, Msuitch with compliment= 2.89; pOSt-hoC t&Sterron; P

> .05,r =.03). These findings support Hypotheses 2 and 5a
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Next, a mediation analysis (Process, Model 4, S8ififistrap samples, Hayes, 2017)
using dummy variables for both types of languaggcéw(control group: no language switch)
as independent variables, identity threat as thdiatieg variable, and satisfaction as the
dependent variable revealed a significant indiedfeict of language switch on satisfaction
through identity threat for the language switchhaiit compliment (Indirect: -.56, 95% CI =-
.87; -.34), but not for the language switch witmgdiment (Indirect: -.05, 95% CI =-.25;
.16). A language switch increases identity thrgat (.27,t(195) = 5.40p < .001), which
then leads to a decrease in satisfaciion {.44,t(194) =-8.64p < .001). A language switch
complemented by a compliment does not influencetitfethreat § = .11,t(195) = .49p >
.05). As the relationship between a language svaitchsatisfaction is no longer significafit (
=-.03,t(194) =-.16p > .05), identity threat acts as a full mediatotho$ relationship. This
finding again supports Hypothesis 3.

If no compliment is offered with the language swita frontline employee language
switch also has a significant indirect effect oture intentions (Indirect: -.56, 95% CI = -.85 ;
-.33) and word-of-mouth intentions (Indirect: -1.8%% Cl =-2.23; -.53). The perceived
identity threat caused by the language switth (.27,t = 5.40,p < .001) decreases return
intentions ( = -0.44t = 8.22,p < .001) and word-of-mouth intentiong £ -0.44,t = 7.63,p <
.01). The direct effect of language switch on netatentions and word-of-mouth intentions
dissipates after controlling for identity threab{bp-values > .05), suggesting full mediation.
In case the language switch is accompanied by gloment, we do not find a mediating
effect of identity threat on the relationships bedw a language switch and return intentions
(Indirect: -.05, 95% CI = -.25; .16) and word-obuth intentions (Indirect: -.05, 95% CI = -
.26 ; .15).

Finally, given that we had both native English #@es and non-native English speakers

in our dataset, we could contrast the languagefiraafect for both groups. Adding the first

25



language (0=English as first language, 1= Englsthas first language) as a factor to our
analyses of variance did not return significantmedfects or interactions. In other words, the
effect of a language switch on customer satisfaciad identity threat was similar when the
frontline employee switched to the customer’s fiasiguage and when the frontline employee
switched to a lingua franca. These findings dematesthe robustness of the language

backfire effect.

Discussion

The results of the final study again support thgatige effect of a language switch on
satisfaction, return intentions, and word-of-momtientions, and support the mediating role
of identity threat. The final study again provigeklitional support for the language backfire
effect in a retail context. This time, however, @an also identify a solution to the problem of
the backfire effect: giving a small compliment tve tustomer’s language skills offsets the
negative effects of the language switch. The laggumackfire effect occurred both when

switching to customers’ first language and whertahving to a English as a lingua franca.

General Discussion

Consistent across five studies in different seftinging different methods and relying on
a wide variety of samples, we consistently fincegative reaction to the language switch. To
determine the magnitude of the language backffecefwe calculated the effect sizes (i.e.
correlations) for all four variables: satisfacti@tudy 1: -.67, Study 2: -.23, Study 3: -.18,
Study 4: -.41, Study 5: -.24), return intentioBsu@dy 4: -.63, Study 5: -.25), word-of-mouth
intentions (Study 4: -.49, Study 5: -.24) and ittgrthreat (Study 2: .54, Study 3: .38, Study
4: .66, Study 5: .44). Integrating these effecesigHunter and Schmidt 2004), we find an

average sample-size weighted, reliability-correctaaelation coefficient of -.32 for
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satisfaction, -.38 for return intentions, -.31 ¥awrd-of-mouth intentions, and .49 for identity
threat. These results show that switching langeagehave medium to strong effects on this
set of variables (Cohen 1988).

The language backfire effect thus represents achedlenge for retailers and service
providers wanting to deliver superior experiendgb@ organizational frontline (Singh, et al.
2017). Frontline employees switching to the custahfest language - as intuitive and as
recommended by prior literature as it might be [@en 2006; Holmgvist and Grénroos
2012) — may actually backfire if customers are nai@d to pursue the interaction in their
second language.

This paper contributes to the literature in thremmways. We first (i) identify and prove
the existence of a language backfire running coptathe extant literature, next (ii) explain
the reasons underlying this negative effect amglsfilow how this effect can be offset.
Identifying and proving that the frontline emploigelnguage switch leads to a decrease in
satisfaction, return intentions, and word-of-momitientions represents a first contribution to
the field as it stands in stark contrast to presistudies (Holmqvist 2011; Van Vaerenbergh
and Holmqvist 2014). These findings illustrate thastomers react favorably when being
served in the language thexantto speak, rather than being served in their fasglage.

From a theoretical point of view, we argue thatrii@ivations with which a person initiates a
conversation in a certain language - and its thealeunderpinning in the self-determination
theory (Deci and Ryan 2000; Ryan and Deci 200@ymfan important boundary condition to
the speech accommodation theory.

Second, customers experiencing a language switcleipe this switch as an identity
threat. Self-determination theory identifies thegsling as a basic psychological need for
competence (Harter 1978), and the language swhtelatens this self-perception. Connected

to identity threat, we further find an impact ofduistic acculturation for immigrant
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customers. In line with studies on acculturatiati¢ating that many acculturated immigrants
do not want to be identified by their language (Bend Krishnan 1992; Koslow et al. 1994),
we find that highly acculturated immigrants reacrennegatively to a language switch. These
results are easy to understand in the light oftitdetihreat, as more acculturated immigrants
feel more acculturated to the majority culture,lakpng their negative reaction to a language
switch.

From a methodological perspective, our studiesideoguantitative support for the
relationship between language and identity. THigretvas deemed necessary as the majority
of studies on language and identity are qualitaiiveature (Heller, 2003; Jenks, 2013).
Taking a broader perspective, our research reiafottee call for better understanding
identity-based consumer behavior (Reed, et al.2R0¥hile consumer research on gender
identity (e.g. Puntoni, Sweldens, and Tavassoll12@r ethnic identity (e.g. Hirschman,
1981) is quite common, this research shows theavafidurther exploring the role of
linguistic identity in customer behavior.

Third, our final contribution consists of identifig a possible solution for the language
backfire effect. Having drawn on self-determinatibaory to identify the role of an identity
threat, we studied whether the effect of a compiiheeunters the negative effects of identity
threat. Our results show that a language profigi@empliment is enough to completely
offset the identity threat as well as the negativect effects on satisfaction, word-of-mouth
and return intentions. These findings also compldragisting research, which mainly
examines the effects of giving customers complimentsales (Dunyon, et al. 2010) or
compliance with a suggestion (Jacob and Guégue)20kis research shows that a
compliment not only fosters positive reactions iimaty also attenuate negative customer

reactions like the language backfire effect.
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Managerial Implications

This study offers several insights for frontlinéaitmanagers regarding how employees’
language use influences interactions with custong@us results identify a problem with
current practices and also proposes a solutiodirigdo new key managerial implications.
First, the practice of switching language to accadate customers is commonplace, and no
doubt done with the best intentions (Callahan 2006) initial intuition study shows that
people believe this practice to be beneficial. Afer French minister even called on French
frontline employees to address foreigners in Fram&nglish. Our results suggest that the
minister was at least partly mistaken. Parisiamiseremployees following the minister’s
advice would end up making customers less satigfigeéad of the minister’s intention of
pleasing them. The combined findings of our paprengly suggest that this managerial
approach risks being mistaken. Rather than feglegsed, many customers end up feeling
dissatisfied, less likely to spread positive wofdvmuth and, crucially, less likely to return.
Our findings thus challenge current frontline maevég practices. We believe it to be
important to remedy this situation. As Ashley amabi (2014) showed, even small routines
such as how closing times are managed may leaaddite effects, as in the case of Oprah
Winfrey’s boycott of Hermeés due to being deniedentose to closing time. We believe the
language use of the retail frontline employeesssralar case that might lead to negative
consequences.

For retail managers, we offer two specific recomdagions. Predicting how customers
relate to frontline personnel is complicated (Holisty Guest and Gronroos 2015), but our
findings lead us to propose that a fairly safetsgyawould be to follow the customer’s lead.
If the customer initiates the interaction in a gatar language, frontline personnel should
adapt. In some cases, this strategy might be cigatlg for frontline employees as customers

might not be that fluent in their second languagel the customer could have problems
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completing the interaction in that language. Osguhs strongly suggest frontline employees
should still not take the lead in switching. Secahthey decide to do so, they should first
offer a small compliment on the customer’s langusights. This compliment completely
offsets the negative reaction, costs nothing argltakes a few seconds. If a strongly
negative customer reaction can be offset so edl#y, frontline retail managers would be
well advised to consider it. In summary, we thuremend managers in charge of stores
receiving international customers and/or domestgtamers in bilingual areas to reconsider

the current strategy of recommending frontline exyeés to switch language.

Limitations and Future Research
There are certain limitations in the current manpsc¢hat call for future research. A key
limitation is that all our studies take place imtxts in which communication tends to be
rather simple. Whether in a retail context suchw@agng shoes or a hospitality context such as
ordering from a waiter, relatively little communiim is involved, and the level of language
needed is rather basic. These contexts probabtgsept the most common contexts of
customer’s trying out their second language skillsimqvist and Van Vaerenbergh (2013)
showed that customers’ preference for using thengest language is most pronounced in
complex and important contexts such as visiting@at or signing a bank loan. Future
research might examine situations in which theauteis crucial and the vocabulary often
rather complicated. In addition, researchers ifiedtseveral reasons for why customers
might use their second language, such as blendjngacticing the language, or showing off,
among others. Future research might explore whetistomer reactions to a language switch
differ depending on the particular motivation fpeaking their second language.

Finally, this paper examines interactions betwaestamers and frontline employees. In

recent years, however, we are witnessing a surggcbhology infusion in organizational
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frontlines (De Keyser et al. 2019). Organizationg/adays are already experimenting with
translation apps that can facilitate the interacbetween customers and service employees
(De Wilde, Praet, and Van Vaerenbergh 2019), aridarfuture artificial intelligence-based
translation technologies and digital conversati@ggnts will become available. Future
research may examine whether customers still ptefstart an interaction in their second
language when communicating with robots. Converdbbse technologies will have to
decide in what language to address customers.d-tggearch on the role of technology is

necessary, as the findings might be used to helgramming these technologies.
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Figure 1: Conceptual model
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Figure 2: Identity threat as a function of frontline employee language switch and linguistic

acculturation (Study 3)
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Table 1: Descriptive statistics

Study 1 Study 2 Study 3 Study 4 Study 5
FELSconditions  FELSconditions  FELSconditions  FELS conditions FELS conditions
Switen  SWitch  guby Switch UM Switch Ut Switch  gie,  Switeh ca.ﬁifﬁ?rﬁvéﬁ?
Variable (n=42) (n=47) (n=60) (n=60) (n=65) (n=136) (n=22) (n=21) (n=66) (n=64) (n=68)
: 222  3.91*** 231  3.66*** 264 434 277 4.05 2.89***
Identity threat - -
(.94) (1.60) (1.42) (1.60) (.97) (1.02) (1.26) (1.34) (1.42)
Satisfaction 562  3.77*** 5.60 5.08* 5.48 5.03** 571 4.39** 5.81 5.22 6.26***
(.612) (1.30) (1.08) (1.12) (1.05) (1.15) (1.24) (1.73) (1.13) (133 (0.91)
Repurchase 589 389*** 561 4.95 5.97***
intentions (.83) (1.56) (114 (140 (0.88)
Word-of-mouth 545  387*** 549 4.85 5.90%**
intentions ) ) ) ) ) ) (112)  (L72) (120) (1.40) (1.06)

Note: FELS: Frontline Employee Language Switch. *: p <.05; **: p<.01; ***: p <.001 For each variable, means appear first, followed by

standard deviations in brackets.



Table 2: Direct and indirect effects (Studies 2-5)

Study 2 Study 3 Study 4 Study 5
. Parameter Parameter Parameter Parameter
Direct effects estimate SE p-value estimate SE. p-vaue estimate SE. p-vaue estimate SE. p-vaue
tah’;’ég’h = ldentity 1.68 24 < .001 1.35 23 <.001 1.70 30 < .001 1.27 24 <.001
Switch with
compliment > - - - - - - - - - A1 23 n.s.
Identity threat
Switch =
Satisfaction 13 21 n.s. -.03 A7 n.s. 48 44 n.s. -.03 .18 n.s.
Switch with
compliment > - - - - - - - - - 50 17 <.01
Satisfaction
Identity threat = .38 07 <.001 -31 05  <.001 106 A7 <.001 -44 05  <.001
Satisfaction
: Parameter o Parameter 0 Parameter 0 Parameter 0
Indirect effects etimate S.E. 95% ClI etimate SE 95% ClI estimate S.E. 95% ClI etimate SE.  95%Cl
Switch =
|dentity threat > -.64 16  [-1.00;-38] = -.42 10 [-63;-25 -1.80 50  [-2.93;-.97] -56 13 [-.87;-.34]
Satisfaction
Switch with
compliment 2> ] i i ] i ] i ] ] ) o
\dentity threat .05 10  [-.25;.16]
- Sdtisfaction

Note : Cl = Confidence Interval
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