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CHAPTER 1

INTRODUCTION

A significant recent change in business markets involves the increasing
involvement of customers in new product developing and service delivering processes.
Increasingly, customers are actively engaged in value co-creation, either by serving
themselves (such as at an ATM) or by cooperating with frontline employees (e.g., health
care; Claycomb et al. 2001). Not surprisingly, a large body of marketing literature has

focused on customer participation and coproduction concepts.

According to Chan et al. (2010), encouraging customer participation may
represent the next frontier in competitive effectiveness and it reflects a major shift from a
good-centered to a service centered logic for marketing. This new service-dominant logic
views customers as proactive co-creators rather than as passive receivers of value and
views companies as facilitators of the value co-creation process rather than as producers

of standardized value (Payne et al. 2008).

Rafaeli (1989) suggests that customers have a great deal of immediate influence
over service providers. By its very nature, customer participation is difficult to manage

and represents a source of uncertainty for service providers (Argote 1982; Bowen and



Jones 1986; Ennew and Binks 1999). Customers may not understand the service offering or
their role in obtaining the service experience. When this occurs, frontline employees have to
spend more time with customers (Bowen and Ford 2002). Thus, as a result of customer

participation, employees would then have to fulfill the portion of job contents left undone by

customers.

A frontline employee (FLE) is a type of employee who works at the front desk or is
the first person that a customer comes in contact with in a business environment. Boundary
spanners are typically in empathetic relations with their employers and customers, and are
valuable sources of ideas on services to meet customer needs, and for how to best implement
new service strategies. Schneider and Bowen (1984) argue that frontline employees are
“boundary spanners with empathy both for the employing organization and the consumers

being served” (p. 87).

Customer participation is provided during the interaction between customers and
customer-contact employees. Thus, frontline employees are beneficiaries of customer
participation and may work as mediators who connect customer co-creating efforts to
positive organizational outcomes. In spite of the importance of the frontline employee’s role,
previous research has focused on the positive results of customer participation from the
customers’ and companies’ sides while the study of the effect of customer participation on
employee attitude and behavior is limited (Bendapudi and Leone 2003; Marzocchi and

Zammit 2006).

Thus, a large body of marketing literature has focused on customer participation,

creating a host of issues that require exploration. One of the challenges is how this increased



role affects employee’s behavioral responses and why these behaviors are different from each
other. One useful lens through which to view this issue is that of the job demands-resources
(JD-R) model, an example of a balanced approach that seeks to explain negative (burnout) as
well as positive (work engagement) aspects of well-being by linking it to a strain and

motivational process, respectively (Bakker and Demerouti 2007).

The Job Demands—Resources (JD-R) model is a heuristic and parsimonious model
that specifies how job strain (burnout) and betterment (work engagement) may be produced
by two specific sets of working conditions that can be found in every organizational context:
job demands and job resources. Job demands refer to those physical, social, or organizational
aspects of the job that require sustained physical and psychological (i.e., cognitive or
emotional) effort, and are therefore associated with certain physiological and psychological

costs (Demerouti, Bakker, Nachreiner, and Schaufeli 2001).

The second set of working conditions concerns the extent to which the job offers
resources to individual employees. Job resources refer to those physical, social, or
organizational aspects of the job that may: (1) reduce job demands and the associated
physiological and psychological costs, (2) be functional for achieving work goals, or (3)
stimulate personal growth, learning, and development (Demerouti, Bakker, Nachreiner, and

Schaufeli 2001).

1.1 Research Question
Customer participation is a required but voluntary behavior of customers for a seller’s

company. Regardless of a customer’s intention, frontline employees may perceive customer



participation either positively or negatively. For example, Yoon et al. (2004) suggest that,
from the contact employees' perspective, customer participation in a dyadic interaction
encounter is an important human factor that can influence employees' work efforts and
emotional states such as job satisfaction. Thus, customer participation can be the signal of a

relationship investment for a long-term relationship.

On the other hand, Hsieh, Yen and Chin (2004) explain that customer participation is
difficult to manage and represents a source of uncertainty for service providers (Argote 1982;
Bowen and Jones 1986) and it increases employee perceived work load and job stress. Thus,
from the employee’s perspective, previous research has shown inconsistent findings on the

effect of customer participation on employee’s perceptions.

To fill the significant gap in the literature, this study suggests the following questions
about this phenomenon. When do frontline employees regard customer participation as
customer positive supports or negative workload? What is the psychological process of the

frontline employee after he/she experiences customer participation?

The research questions for this dissertation are the following.

1. When do frontline employees evaluate customer participation as a positive

resource or a negative job demand?

2. What are the unique resources from a frontline employees’ perspective?

3. To what extent do frontline employee’s unique resources (CO, frontline
employee-customer fit) impact the relationship between customer participation

and employee’s work engagement?



4. What are the emotional and behavioral consequences of perceived customer

participation?

The central tenet of the JD-R model is that job demands may evoke a strain or health
impairment process, whereas job resources induce a motivational process (Bakker and

Demerouti 2007; Schaufeli and Bakker 2004).

In this research, I suggest, when frontline employees perceive the level of customer
participation as moderate, customer participation can be a unique job resource suggested by
customers who are one of the important interactional sources from the frontline employees’
perspective. Thus, if employees consider the degree of customer participation as sufficient,
customer participation can be regarded as a job resource. However, if employees regard the
degree of customer participation as insufficient or excessive, customer participation can be
interpreted as a job demand. Based on the Job demands and resources (JD-R) model, I
suggest the dynamic role of perceived customer participation results in different effects on

work engagement.

The JD-R model suggests two psychological processes. The first, strain process is
driven by employees’ perceived stress by a trade-off between the protection of their
performance goals (benefits) and the mental effort that has to be invested in order to achieve
these goals (costs). When job demands increase, regulatory problems occur in the sense that
compensatory effort has to be mobilized to deal with the increased demands while

maintaining performance levels.

The second, motivational process is driven by the availability of job resources, which

by definition, play a motivational role because they foster employees’ growth, learning, and



development, because they are instrumental in achieving work goals. In the motivational
process, the motivational role of job resources might be explained by the effort-recovery
approach (Meijman and Mulder 1998). According to this approach, work environments that
offer abundant resources foster the willingness of employees to dedicate their efforts and

abilities to the work task.

Generally, working environments of frontline employees are much different from
others. Because of their boundary spanning roles, frontline employees play a crucial role in
service delivery and building relationships with customers. They are always exposed to the

interaction with customers.

Thus, I also suggest different types of unique resources (CO and PCF) that can be
applied only to frontline employees and examine the effect of these resources to frontline
employee’s work engagement based on strain and motivational process assumptions of the

JD-R model.

1.2 Contribution to the Literature

The research questions have theoretical and managerial implications and
contributions. The primary contribution of this dissertation is a better understanding of
frontline employee’s psychological processes when they experience customer participation.
Previous research on customer participation has advanced our understanding by suggesting
the positive results of customer participation from the customers’ and companies’ sides.
However, the lack of research examining the employee’s perspective of customer

participation is a significant gap in the literature.



In this dissertation, I suggest the positive and negative role of customer participation
in the frontline employee’s perspective simultaneously. This research will provide empirical
evidence in support of the curvilinear relationship between PCP and employees’ work
engagement. To tap the positive and negative side of customer participation, this study

suggests new response anchors for the measurement scales.

Another important contribution is the provision of different types of resources that are
unique to customer contact employees. Despite significant research about employee job
demands and resources, it did not include the unique characteristics of frontline employees in
the JD-R model. Thus, in this research, not only customer participation but CO and person-

customer fit (PCF) that are applicable only to frontline employees are suggested.

First, customer participation can be regarded as a job resource or job demand
depending on the degree of amounts from the frontline employee’s perspective. Social
support is one of the conditions in the Maslach et al. (2001) model. A study by Schaufeli and
Bakker (2004) found that a measure of job resources that includes support from colleagues
predicted engagement. A lack of social support has also consistently been found to be related
to burnout (Maslach et al. 2001). In the past, two variables that are likely to capture the
essence of social support are perceived organizational support (POS) and perceived
supervisor support (PSS). However, considering the importance of interaction between
customers and employees in sales contexts, interaction with customers is one of the important
job characteristics unique to frontline employees. Although organization support or
supervisor support has been found to be related to a number of favorable employee outcomes

(Rhoades and Eisenberger 2002), no previous study attempted to examine the effect of



customer participation as a specific type of job resource on the frontline employee work

engagement.

Customers may not understand the service offering or their role in obtaining the
service experience. When this occurs, frontline employees have to spend more time with
customers (Bowen and Ford 2002). Thus, as a result of customer participation, employees
would then have to fulfill the portion of job contents left undone by customers. Hsieh and
Yen (2004) found that the higher the degree of customer participation, the higher the service
employees' perceived workload as a result of increasing psychological burden. Thus,

customer participation also can be a job demand from the employee perspective.

To find the answer for differences in employee perceptions, I suggest that the level of
customer participation has to be considered. Due to the dynamic characteristics of customer
participation, the perception of the employee can be changed positively or negatively. Thus,
this study explains that researchers must consider the positive and negative sides of customer
participation simultaneously, because frontline employee PCP can be changed depending on

the level of participation provided by customers.

Second, this research also shows that CO can be assumed as a personal resource in the
work engagement process. Burisch (2002) underscores the importance of personality traits in
the burnout process, however, the current prominent view suggests that burnout and work
engagement primarily result from the characteristics of the work environment where
environmental factors overpower individual differences (Moore 2000, Babakus, Yavas and
Asshill 2009). In this context, I focus on frontline employee customer orientation (CO) that

can be perceived as a personal resource by employees. De Jonge and Dormann (2006)



explain that CO serves as a stress coping resource in the JD-R model that views the role of

CO as a personal resource.

This study will clearly show that the extent of employee work engagement depends on
the interaction between CO and PCP. Based on this, firms have a better chance of exploiting
the positive and alleviating the negative effect of customer participation, if they remain

sensitive to employee’s CO.

Third, I also explain employee’s perceived fit with the customer (PCF) as an
environmental resource. In an organizational context, organizational behavior researchers
have approached the notion of fit between worker and environment in several ways, such as
person-organization fit (Cable and Judge 1997), person-job fit (Vogel and Feldman 2009)
and person-coworker fit (Adkins, Ravlin, and Meglino 1996). In the marketing area,
researchers also suggest the importance of customer identification with the salesperson or
with organizations. When we consider the boundary spanning role of the salesperson,
perceived fit with the customer is another important factor for understanding the
salesperson’s behavior. Maslach and colleagues (2001) suggest that the greater the gap, or
mismatch, between the person and environment, the greater the likelihood of burnout;
conversely, the greater the match (or fit), the greater the likelihood of engagement with work
(Maslach et al.2001). It may be worthwhile to match employees and customers by their

interpersonal compatibility to enhance frontline employee work engagement.

This study examines the emerging service-dominant logic of viewing customers as

proactive cocreators of value during the service process. This study provides managerial



contributions as well by providing information that can guide managers to understand their

frontline employees’ psychological processes when customers participate in the process.

1.3 Organization of the Dissertation

This dissertation is organized into five chapters. This chapter provided an introduction and
brief overview of the research, foundation of the topic under investigation, the primary
questions of this research, and the contribution to the literature. Chapter 2 is a review of the
job demands-resources model and uses them as the theoretical bases for eight hypotheses.
The chapter also provides a review of the literature on customer participation, employee’s
work engagement, customer orientation (CO), and frontline employee-customer fit. Chapter
3 presents the research methodology used, and the methods used for data collection and
analysis. A through presentation of the results is provided in Chapter 4. In this Chapter, I also
provide the information about person-customer fit measurement properties such as
dimensionality and discriminant validity. I also investigate the dynamic characteristics of
customer participation. A discussion of the results of the analysis, theoretical and managerial
implications of the findings, limitations of the study, and additional research needed is
presented in Chapter 5. Additional information including detailed tables of data and research

survey instrument are included in the appendices.

10



CHAPTER I

REVIEW OF LITERATURE

The purpose of this chapter is to provide a review of the literature regarding the
job demands-resources (JD-R) model, customer participation, work engagement,
frontline employee-customer fit, and customer orientation (CO). There are four sections

to this chapter.

In the first section, a main theoretical base (job demands-resources model) that
provides a foundation for the hypothesized relationships in the conceptual model is

presented.

The second section presents a review of the literature on the constructs in the
conceptual model. It first examines the antecedent variable “customer participation”
followed by a review of employee’s work engagement. Next, [ review the CO and

employee-customer fit constructs.

The third section presents hypotheses about the relationships between variables in
the conceptual model. The final section briefly summarizes the chapter and leads into

chapter 3.

11



Figure 1 presents the conceptual model of the study and illustrates the

relationships of the variables investigated in the study.

Figure 1

Conceptual Model and Hypotheses
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2.1 Background Theory

2.1.1. Job Demands-Resources Model

In this research, I use the job demands resources (JD-R) model of burnout (Bakker,
Demerouti, De Boer, and Schaufeli 2003; Demerouti et al. 2001) to examine how
perceived customer participation and work engagement contribute to explaining variance

in salespersons’ job satisfaction, extra-role performance and organizational commitment.

The impact of various resources on well-being has been widely acknowledged.
For example, Hobfoll’s Conservation of Resources (COR) theory assumes that various
resources are salient factors in gaining new resources and enhancing well-being (Hobfoll
1998; 2001). According to the theory, resources are things that people value and therefore
strive to obtain, retain, and protect. In addition, one of the sub-principles of the COR
theory posits that whereas those with fewer resources are more vulnerable to resource
loss, those with greater resources are, correspondingly, less vulnerable to resource loss
and more capable of resource gain (Hobfoll 2001). This signifies a general tendency for
enrichment of resources among those with an initial resource reservoir with the

consequence that increasing resources tend to form resource caravans (Hobfoll 2002).

Similarly, in an occupational context, the Job Demands—Resources (JD-R) model
has underlined the motivational and wellness-promoting potential of job-related resources
(Bakker and Demerouti 2007; Demerouti et al. 2001). The JD-R model posits that various
job demands (e.g. time pressure, emotional workload, problems in physical work
environment) may lead to resource loss, such as health problems and reduction of
employee energy resources in the form of burnout. On the other hand, the JD-R model

also suggests that job resources (e.g. autonomy, immediate feedback, and rewards) are

13



especially salient for resource gain such as true well-being and motivation at work. Thus,
regarding resource losses and gains, the JD-R model can be viewed as the more general

and parsimonious model for a specific work-related application.

Although every occupation may have its own specific work characteristics
associated with burnout, one central assumption of the JD-R model is that it is still
possible to model these characteristics in two broad categories-namely, job demands and

job resources (Bakker, Demerouti, and Verbeke 2004).

Job demands are those physical, social, or organizational aspects of the job that
require sustained physical and/or psychological (i.e., cognitive or emotional) effort on the
part of the employee. Therefore, Job demands are associated with certain physiological
and/or psychological costs (e.g., exhaustion; cf. Hockey 1997). Although job demands
are not necessarily negative, they may turn into job stressors when meeting those
demands requires high effort from which the employee does not adequately recover
(Meijman and Mulder 1998). This is in line with Rudow (1999), who argued that teachers’
cognitive and emotional workload may evoke chronic fatigue and finally burnout, which
may lead to psychosomatic disorders and complaints as well as restrictions in

pedagogical performance.

Job resources are physical, psychological, social, or organizational aspects of the
job that (a) reduce job demands and the associated physiological and psychological costs,
(b) are functional in achieving work goals, or (c) stimulate personal growth, learning, and
development (Demerouti et al. 2001). Hence, not only are resources necessary to deal

with job demands but they are also important in their own right (Hobfoll 2002).

14



Resources may be located at the following levels: the organization (e.g., salary, career
opportunities), interpersonal and social relations (e.g., supervisor and coworker support),
the organization of work (e.g., role clarity, participation in decision making), and the task
(e.g., performance feedback, skill variety). In general, job demands and resources are
negatively related because job demands, such as high work pressure and emotionally
demanding workloads, may preclude the mobilization of job resources (Bakker,
Demerouti, Taris, Schaufeli and Schreurs 2003; Demerouti et al. 2001). In a similar vein,

high job resources, such as social support and feedback, may reduce job demands.

Another important assumption in the JD-R model is that working characteristics
may evoke two psychologically different processes. In the first process, demanding
aspects of work (i.e., work overload) lead to constant overtaxing and, in the long run, to
exhaustion (e.g., Wright and Cropanzano 1998). Exhaustion, in turn, may lead to negative
consequences for the organization, such as absenteeism and impaired in-role performance

(Bakker, Demerouti, and Verbeke 2004).

In the second process proposed by the JD-R model, job resources lead to
engagement and positive outcomes (Schaufeli and Bakker 2004). For instance, Bakker et
al.’s (2004) study of human service professionals (including teachers) showed that job
resources lead to dedication and extra-role performance. This is consistent with
Leithwood, Menzies, Jantzi, and Leithwood (1999), who suggest that schools may
develop commitment to the collectively held goals of the organization by providing
teachers with opportunities to become increasingly competent and by developing shared

decision-making possibilities (i.e., job resources).

15



However, most research on the JD-R model has been developed in the
organizational behavior area and provides us limited insight to increase our

understanding of frontline employees.

2.2 Customer Participation

The subject of customer participation in service production and delivery has
received significant attention over the past 20 years. While the wealth of research into
this topic has favored the development of numerous analytic perspectives, it has also
brought to light the active role of customers, who are no longer simply present but rather
participate in service co-production. Much attention has focused on analyses aimed at
studying the benefits companies can gain from such customer participation (Lovelock
and Young 1979; Mills et al. 1983; Kelley et al. 1990); these studies have given rise to
the notion that the customer may be likened to a part time employee of the company and

should be trained and motivated accordingly (Marzocchi and Zammit 2006).

Customer participation is defined as “the degree to which the customer is involved
in producing and delivering the service” (Dabholkar 1990, p. 484). Meuter and Bitner
(1998) distinguished among three types of service production based on the level of
customer participation: firm production, joint production, and customer production. In

this research, I focus on joint production.

The argument suggested by Vargo and Lusch (2004), that the “customer is always
a co-creator,” serves as one of the foundational premises for the emerging service-

dominant logic of marketing. Further, Prahalad and Ramaswamy (2000) advocated co-
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opting customer competence as a competitive strategy. Customers are no longer a
“passive audience,” but “active co-producers.” They are actively co-creating value with
service providers, through which their personal needs are better served and satisfaction

enhanced (Dong, Evans and Xou 2008).

In this dissertation, I define the perceived customer participation (PCP) construct
as frontline employee’s subjective evaluation of the extent to which customers provide
resources in the form of time and/or effort, information, and co-production for product

and service consumption.

Past research in customer participation is primarily represented by three streams.
The first contains studies of why customers should engage in the service provision
process, largely from the firm’s perspective. This work has mainly addressed the
economic benefits of productivity gains by using customers as substitutes for portions of
employee labor (e.g., Mills and Morris 1986). Bendapudi and Leone (2003, p. 15)
explicitly point out that “the logic of these exhortations has relied almost exclusively on
an economic rationale.” To address this oversight in the literature, they suggest the need
to explore customers’ potential psychological responses to participation as well as the

impact of those responses on satisfaction.

The second customer participation theme focuses on managing customers as
“partial employees” and applies traditional employee management models (Bendapudi
and Leone 2003). Drawing on the idea of customer socialization, Claycomb et al. (2001)
proposed the idea that as customers participate more actively in service provision,

organizational socialization increases correspondingly, leading to greater perceived
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service quality and enhanced customer satisfaction. Kelley et al. (1990) proposed a
conceptual framework of service quality to capture the behavioral and affective outcomes
of organizational socialization through customer participation, whereas Dabholkar (1990)
suggests that customer participation might enhance service quality perceptions and

satisfaction.

The third theme regarding customer participation centers on customer motivation
to co-create a service. Bateson (1985) investigated the motivation of self-service
consumers. Dabholkar and Bagozzi (2002) examined the effect of consumer traits and
situational factors on technology adoption. More recently, Meuter et al. (2005) explored
the key factors that influence the initial trial decision of self-service technologies,
demonstrating that consumer readiness variables (role clarity, motivation, and ability) are
key mediators between the established adoption constructs (innovation characteristics and

individual differences) and the likelihood of trial.

In an exploratory study on employee effort, Mohr and Bitner (1995) found that
customer behavior at a service encounter is one of the major factors in determining
employee effort level. In most encounters, customers credited their own positive behavior
towards employees with producing high effort on the part of employees. Yoon et al.
(2004) also explain that customer participation is an important human factor that can
influence employee work effort and emotional state such as job satisfaction. If an
employee perceives friendliness, respect, courtesy, and clear and attentive
communication from a customer, this will stimulate the employee's efforts based on the
norm of reciprocity, and it will also increase the employee's job satisfaction (Yoon et al.

2004).
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However, in spite of the importance of the employee’s role, recent studies
(Bendapudi and Leone 2003; Marzocchi and Zammit 2006) have considered the
customer’s point of view, especially the customer’s psychological process for

participation, and have been less focused on the employee’s perspective.

2.3 Work engagement

The two most often studied negative and positive outcomes in the JD-R model are
burnout and work engagement, respectively. Burnout is usually defined as a syndrome of
exhaustion, cynicism, and lack of professional efficacy (Maslach, Schaufeli, and Leiter
2001). Work engagement is defined as a positive work-related state of mind that is
characterized by vigor, dedication, and absorption (Bakker and Schaufeli 2008). Burnout
and work engagement are distinct, yet negatively correlated concepts (Maslach, Schaufeli,

and Leiter 2001).

The concept of work engagement has been characterized in two different ways.
According to Maslach and Leiter (1997), engagement refers to energy, involvement, and
professional efficacy, which are considered to be the direct opposites of burnout
dimensions (i.e., exhaustion, cynicism, and lack of professional efficacy). On the other
hand, Schaufeli and his co-researchers (2002a, p. 465; 2002b, p. 74) defined engagement
as “a positive, fulfilling, work-related state of mind characterized by vigor, dedication,
and absorption.” This definition is very much in line with Rothbard’s (2001) earlier
conceptualization of role engagement, which has two core components—attention and

absorption in a role—that are both motivational phenomena. Furthermore, Schaufeli and
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his colleagues (2002a; 2002b) have stressed that work engagement is likely to remain
relatively stable over time (Hallberg and Schaufeli 2006; Schaufeli, Bakker, and

Salanova 2006).

Based on the Schaufeli and colleagues suggestion (2002a, 2002b), I define work
engagement as positive affective-motivational experience of vigor, dedication, and
absorption at work (Bakker and Demerouti 2008; Schaufeli and Bakker 2004). Vigor is
associated with high levels of energy, resilience, and personal investment at work;
dedication refers to feelings of pride, meaningfulness, challenge, and enthusiasm about
the work; and, absorption describes being fully immersed in the work and losing the

sense of time while working.

Work engagement is a concept relevant for employee well-being and work
behavior for several reasons. First, work engagement is a positive experience in itself
(Schaufeli et al. 2002a). Second, it is related to good health and positive work affect
(Demerouti, Bakker, Nachreiner, and Schaufeli 2001; Rothbard 2001). Third, work
engagement helps employees derive benefits from stressful work (Britt, Adler, and
Bartone 2001). Fourth, work engagement is positively related to organizational
commitment (Demerouti, Bakker, Nachreiner, and Schaufeli 2001) and is expected to

affect employee performance (Kahn 1990).

Work engagement is determined by both environmental and individual factors
(Hobfoll 1989). Personal resources can be defined as positive self-evaluated traits that are
linked to resiliency and refer to employees’ sense of their ability to control and impact

their environment successfully based on Hobfoll et al, (2003) research. As such, personal
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resources (a) are functional in achieving goals, (b) protect employees from threats and the
associated physiological and psychological costs, and (c) stimulate personal growth and
development. It has been shown that positive self-evaluations relate strongly to various
aspects of work related well-being (e.g., job satisfaction; Judge, Van Vianen, and De
Pater 2004). The level of personal resources relate positively to individual self-regard. In
turn, it is likely that individuals experience high levels of accordance between the goals
they set and their capabilities (Judge, Bono, Erez, and Locke 2005). Individuals with such
goal-self concordance are intrinsically motivated to pursue their goals and as a result they

trigger satisfaction (see also Luthans and Youssef 2007).

2.4 Customer Orientation

The CO of salespeople is central to modern sales theory. The primary focus of
marketing and sales efforts in the current business environment is to accurately determine
and satisfy customer needs in order to create value in long-term relationships, and this is

the essence of CO.

Research on customer orientation has shown the importance of differentiating
between individual-level and firm-level variables (Brown et al. 2002; Donavan, Brown,
and Mowen 2004; Narver and Slater 1990). Generally, research has found CO to be
related positively to employee performance (e.g. Boles et al. 2001; Brown et al. 2002;
Swenson and Herche 1994). Other research has supported a link between CO and
customer satisfaction, both at the firm level (Goff et al. 1997; Humphreys and Williams

1996) and at the individual level (Goff et al. 1997).
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Siguaw, Brown, and Widing (1994) maintain that salesperson CO is essentially
the implementation of a market orientation at the individual level. Brown et al. (2002)
also suggest that CO, an individual-level construct, is the key to a service organization's
ability to be market oriented. Donavan et al., (2004) also examine CO at the individual
service-worker level. Thus, based on this research, I focus on employee’s CO as an

individual level construct.

CO in this research can be traced to a seminal article by Saxe and Weitz (1982),
who found evidence that a two-dimensional “selling orientation-customer orientation”
measure was connected to salesperson performance (Donavan et al. 2004). Saxe and
Weitz (1982) propose that customer-oriented selling is a behavioral concept that refers to
“the degree to which salespeople practice the marketing concept by trying to help their
customers make purchase decisions that will satisfy customer needs. This long-term
orientation of salespeople toward their customers, or customer orientation (CO), is “the
practice of the marketing concept at the level of the individual salesperson and customer”

(Saxe and Weitz 1982, p. 343).

A high level of CO reflects a high level of concern for the customer’s long-term
needs, while a low level of CO reflects a selfish concern for the achievement of short-
term sales objectives. A salesperson’s concern for the customer is an emotional
investment, which has been shown to act as a strong motivator that is associated with

higher levels of performance (Brown et al. 1997).

However, Brown et al. (2002) found that CO was influenced by deeper personality

traits and, in turn, influenced worker performance. This perspective is consistent with
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traditional views of personality. For example, Pervin and John (1997, p. 4) define
personality as the “characteristics of the person that account for consistent patterns of
feeling, thinking, and behaving.” Although viewing CO as a trait is inconsistent with
Saxe and Weitz’s (1982) approach, it is consistent with the research that takes a
hierarchical approach to personality (Donavan et al. 2004). As do Brown and Colleagues
(2002), I treat CO as a personality trait. I define CO as employee’s tendency or
predisposition to meet customer needs in and on the job context based on Brown and

colleagues (2002).

More recently, researchers (Donavan, Brown, and Mowen 2004) have examined
the role of CO in service contexts, often among frontline service workers. Research in
marketing has demonstrated that CO, conceptualized as a state-like psychological
variable, is related to a number of important individual-level outcomes, including the
performance of COBs (customer orientated behaviors: Stock and Hoyer 2005), service
worker overall performance (Brown et al. 2002), and service worker job attitudes such as
commitment and satisfaction (Donavan et al. 2004). However, the role of CO in the JD-R

model has yet to be explored.

In this research, I show that individual difference variables such as personality
traits (e.g., hardiness, neuroticism, and optimism) may play direct and/or moderator roles
in the Job demand and resources model (Bakker et al. 2003; Demerouti, Bakker,
Nachreiner, and Schaufeli 2001). However, the current prominent view suggests that
work engagement primarily results from the characteristics of the work environment
where environmental factors overpower individual differences (Moore 2000). The weak

role personality variables play in explaining work engagement may be attributable to the
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nature of the basic personality traits used in such studies, which are far removed from the

context of the sales.

2.5 Person-customer fit
The concept of fit in employee selection has received growing attention in recent
years. The overarching concept of fit in this field stems from person-environment (PE)

congruence or PE fit in the interactionalist theory of behavior (Lewin 1951).

Person-environment (P-E) fit refers to employees’ congruence with their work
environment. Within the P-E fit framework, researchers have found that an employee
may achieve congruence with the work environment on one or more levels: the job, the
work group, the organization, and the broader vocation (Kristof-Brown, Jansen, and
Colbert 2002; O’Reilly, Chatman, and Caldwell 1991). Beginning with some of the
earliest research in the organizational sciences (Argyris 1960) and extending over the
next half-century (Kristof 1996; Tinsley 2000), scholars have found that P-E fit relates
positively to important job attitudes (e.g., job satisfaction, subjective career success, and
intentions to remain) and job behaviors (e.g., core task performance and citizenship

behavior) (Hoffman and Woehr 2006; Kristof-Brown, Zimmerman, and Johnson 2005).

There are a variety of dimensions along which congruence of fit may be achieved
(Judge and Ferris 1992; Kristof 1996), and each of these dimensions can contribute to

positive work-related outcomes (Vogel and Feldman 2009).

Kristof (1996) called the congruence between employees and their organization

person-organization (P-O) fit. While researchers have used several different dimensions
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along which to conceptualize P-O fit, the most commonly used dimensions are values and
goals (Piasentin and Chapman 2006). In explaining why P-O fit leads to positive
outcomes, many researchers rely upon the notion of “supplementary” fit (Ostroff et al.
2002). That is, fit is achieved when the person and the organization have similar
characteristics. The logic here is that employees prefer to work in environments that
reinforce their self-concepts. Thus, since values are a fundamental part of how employees
view situations and judge acceptable behavior, achieving value congruence is
fundamental to successful adaptation to the workplace (Adkins et al. 1996; Rokeach
1973). Similarly, the attraction—selection—attrition (ASA) paradigm suggests that
individuals are attracted to others who have similar goals or who can help them attain
their own goals (Schneider 1987). Consequently, achieving goal congruence has both
positive affective outcomes (Lazarus 1991) and motivational outcomes (Locke 1976) for

employees.

Person-job (P-J) fit refers to employees’ congruence with the requirements of their
jobs and the inducements provided to perform them (Bretz 1993). Two distinct types of
P-J fit have been identified in previous research. The first type, abilities—demand fit, is
the congruence between employees’ skills and abilities and the specific demands of the
job. The second type of P-J fit, needs—supplies fit, is achieved when employees’ needs
are provided for by the supplies (rewards) of the job. These two different components of
P-J fit (abilities-demand fit and needs—supplies fit) were initially studied as two separate
types of fit but are now generally combined into the overall conceptualization of P-J fit

(Cable and DeRue 2002; Scroggins 2007).
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Person-vocation (P-V) fit refers to the congruence between employees’ interests
and abilities and the characteristics and requirements of their vocations (Holland 1985).
Like P-J fit, P-V fit has also been linked to job satisfaction and in-role performance

(Spokane 1985; Tranberg et al. 1993).

Person-group (P-G fit) or person-team fit focuses on the interpersonal
compatibility between employees and their work groups (Judge and Ferris 1992; Kristof
1996). Of all types of fit, P-G fit research is the most nascent. Despite high levels of
interest in coworker similarity on demographic variables (Riordan 2000), little research
has emphasized how the psychological compatibility between coworkers influences
employee outcomes in group settings. Only a handful of published studies have examined
the fit on characteristics such as goals (Kristof-Brown and Stevens 2001; Witt 1998) or

values (Adkins, Ravlin, and Meglino 1996; Becker 1992).

A final form of P-E fit exists in the dyadic relationships between employees and
others in their work environments. Although dyadic fit may occur between coworkers
(Antonioni and Park 2001), applicants and recruiters (Graves and Powell 1995), and
mentors and protégés (Turban and Dougherty 1994), by far the most well-researched area
is the match between supervisors and subordinates (Adkins, Russel, and Werbel 1994).
Given the limited number of studies on other types of dyadic fit and the importance of
supervisor-subordinate relationships on work outcomes (Griffeth, Horn, and Gaertner
2001), the final area is person-supervisor (P-S) fit. Studies of leader-follower value
congruence (Krishnan 2002), supervisor-subordinate personality similarity (Schaubroeck
and Lam 2002), and manager-employee goal congruence (Witt 1998) are included in this
category.
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The objective of boundary spanning is to link and coordinate an organization with
key constituents in its external environment (Bartel 2001). Boundary-spanning agents can
signal the quality and character of their company through a variety of means, including
personality, dress and other tangibles, responsiveness, empathy, knowledge, assurance,
and reliability. So, as boundary spanners, frontline employees interact with both members
of their own organizations as well as members of customer organizations (Jelinek and

Ahearne 2006).

Although many researchers in marketing investigate the relationship between
customers and frontline employees, the research has primarily focused on the employees’
perceived fit with their organization and members in those organizations and overlooked
the importance of person-customer fit. Thus in this dissertation, I suggest the concept of
frontline employee’s perceived fit with customer (PCF). Frontline employee-customer fit
can be referred to as interpersonal congruence between frontline employees and
customers and focuses on the interpersonal compatibility between employees and their
customers during the interaction among them. Based on previous research, I define the
frontline employee-customer fit construct and suggest a measurement scale, reliability
and validity of this concept, and finally, examine the dynamic role of employee-customer

fit as an environmental resource in the JD-R model.
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2.6 Model Development and Hypotheses

Work engagement is an affective-motivational, work-related state of fulfillment in
employees that is characterized by vigor, dedication and absorption (Schaufeli and
Bakker 2004). According to the JD-R model, work engagement is determined by both

environmental and individual factors (Hobfoll 1989).

The Job Demands—Resources (JD-R) model is a heuristic and parsimonious model
that specifies how job strain (burnout) and betterment (work engagement) may be
produced by two specific sets of work conditions that can be found in every
organizational context: job demands and job resources. Job demands are “the things that
have to be done” (Jones and Fletcher 1996, p. 34) and refer to those physical, social, or
organizational aspects of the job that require sustained physical and psychological (i.e.,
cognitive or emotional) effort, and are therefore associated with certain physiological and

psychological costs (Demerouti, Bakker, Nachreiner, and Schaufeli 2001).

On the other hand, job resources are those physical, social, psychological and/or
organizational aspects of the job that (a) are functional in achieving work goals, (b)
reduce job demands and the associated physiological and psychological costs, and (c)
stimulate personal growth and development (Demerouti, Bakker, Nachreiner, and
Schaufeli 2001). Job resources may have both intrinsic motivational potential by
facilitating learning or personal development and extrinsic motivational potential by
providing instrumental help or specific information for goal achievement (Schaufeli and

Bakker 2004).
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The JD-R model assumes that job demands and job resources may evoke two
different, albeit related processes (Hakanen, Bakker, and Schaufeli 2006): (1) an
energetic (strain) process of wearing out in which high job demands exhaust employees’
mental and physical resources and may therefore lead to burnout, and eventually to ill
health; and (2) a motivational process in which job resources foster engagement and
concomitant organizational commitment (Schaufeli and Bakker 2004). The energetic
process from high job demands through burnout to ill health can be illuminated using

Hockey’s (1997) compensatory regulatory-control model.

It is hypothesized that job demands (e.g., quantitative workload, role ambiguity,
job insecurity) are likely to result in different strain reactions (stress, impaired well-
being), whereas lack of resources (e.g., lack of social support in the workplace, lack of
job control) probably hinder goal accomplishment, resulting in feelings of frustration and
failure. Such feelings, in turn, are likely to cause withdrawal behavior and negative
attitudes to work, e.g., reduced organizational commitment, job involvement, work

motivation, and increased turnover intentions (e.g., Bakker et al. 2003).

In the past, many scholars studied the process through which customers participate
in the service delivery process as “partial employees” (Bateson 1985). Customers were
viewed as partial employees due to their participation in supplying labor and knowledge
to the service creation process, just like employees of a firm (Kelley et al. 1990). The
PCP construct can be defined as frontline employee’s subjective evaluation of the extent
to which customers provide resources in the form of time and/or effort, information, and

co-production for product and service consumption.
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Considering the boundary spanning role, we can expect that customer contact
employees also can get resources from customers. For example, when customers actually
provide participatory behavior, they try to behave as partial employees by contributing
effort, time or other resources to meet employee expectations. Thus, from the employee’s
perspective, customer participation can be a signal of the customer’s support. In this case,
employees regard customer participation as a type of job resource that customers provide.
Perceived customer participation (PSP) is referred to as a frontline employee’s subjective
evaluation of the extent to which customers provide resources in the form of time and/or
effort, information, and co-production for product and service consumption based on

Claycomb et al. (2001)’s research.

The JD-R model assumes a motivational process in which job resources foster
engagement and concomitant organizational commitment. Previous studies (Hakanen,
Bakker, and Schaufeli 2006; Saks 2006; Xanthopoulou, Bakker, Dermerouti and
Schaufeli 2007) also have indeed shown that job resources like social support and
performance feedback related positively to work engagement. Based on this, I can predict
that PCP will enhance employee work engagement when customers provide the

appropriate level of customer participation.

However, previous research also indicates some negative characteristics of
customer participation. By its very nature, customer participation is difficult to manage
and represents a source of uncertainty for service employees (Argote 1982; Bowen and
Jones 1986; Ennew and Binks 1999). Customers may not understand the service offering
or their role in obtaining the service experience. When this occurs, employees have to

spend more time with customers (Bowen and Ford 2002). Thus, as a result of customer
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participation, employees would then have to fulfill the portion of job contents left undone
by customers. Hsieh and Yen (2004) found that the higher the degree of customer
participation, the higher the service employees' perceived workload as a result of the

increased psychological burden.

For example, if customers provide an insufficient level of participatory behaviors,
frontline employees must fulfill the rest of work that customers have left undone.
However, if customers provide an excessive amount of participatory behavior beyond the
required level, employees also need more time and effort to handle the surplus behavior,
often causing delays for other customers. Thus in both cases, employees perceive
customer participation as work load and job demand to fulfill. Hsieh and Yen (2004) find
that higher customer participation leads to task uncertainty and changes in frontline

employees’ work content, resulting in a higher level of job stress

Therefore, an inappropriate level of customer participation can constrain the
potential efficiency of the service system (Chase 1978; Chase and Tansik 1983), and
disrupt organizational routines (Danet 1981). In this case, frontline employees may
perceive customer participation as workload or job demand. As suggested by the
energetic (strain) process of the JD-R assumption, an inappropriate level of customer
participation can be regarded as a job demand and negatively relate to employee work

engagement.

Due to inconsistent results of previous research, this study suggests that a
moderate level of customer participation is preferred by customer contact employees. In

other words, work engagement is maximized when PCP falls into the middle of the
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continuum. When this is the case, consumers provide the proper level of customer
participation to employees, with no additional work required to proceed with customers

requests. Accordingly, I propose H1 below.

Hypothesisl: The relationship between perceived customer participation and employee’s
work engagement follows a curvilinear (inverted U-shape). Specifically,
when frontline employees perceive customer participation as either very
little or too much, these perceptions negatively affect employee work

engagement.

Customer orientation (CO) is an employee’s tendency or predisposition to meet
customer needs in an on the job context (Brown et al. 2002). Brown et al. (2002) treat
customer orientation (CO) as a surface-level personality trait within a hierarchical
personality model. As Mowen (2000) proposes, surface traits are enduring dispositions to

act within context-specific situations.

From this perspective, CO is an enduring disposition (i.e., consistent over time) to
meet customer needs. The context-specific situation is the interaction that takes place
between the service provider and the customer. In a hierarchical model, CO is influenced
by more basic traits (e.g., agreeability, emotional stability, activity needs); in turn, it
influences outcome variables, such as service-worker performance on job-related tasks

(Donavan et al. 2004).

Work engagement is also determined by individual factors such as personal
resources (Hobfoll 1989). Consistent with more recent extensions of the job demands-

resources (JD-R) model (Bakker and Demerouti 2007), which emphasize the
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consideration of personal resources in mitigating the negative effects of role stressors in
the burnout process, the conservation of resources theory (conceptual origin of JD-R
model) encompasses personal resources as well as organizational resources as important

tools to cope with role stressors (Hobfoll 2001).

According to Mauno et al., (2007) research, personality factors have recently
received attention as potential antecedents of work engagement who experienced a high
level of work engagement were low in neuroticism and high in extraversion (of the big
five personality characteristics). De Jonge and Dormann (2006) explain that CO serves as
a stress coping resource in the JD-R model that defines the role of CO as a personal
resource. Babakus et al., (2009) also argue that CO plays a critical role in the primary
appraisal of job demands and also serves as a coping resource to alleviate the effects of
job demands on burnout and job outcomes. Within COR (conservation of resource)
theory, resources are defined in terms of conditions and attributes that are valued
(Hobfoll 1998). Individual difference variables can be included under this definition
because these traits often affect how people react to the resource-based processes of loss,
threat, and investment (Grandey and Cropanzano 1999). For this reason, personality can

be considered a valuable resource (Halbesleben, Hurvey and Bolino 2009).

Since frontline employees with high CO can read the needs of customers and
enjoy solving their problems, this gives them the ability to cope effectively with stressors
to neutralize or reduce the detrimental effects of job demands on burnout and job
outcomes. In other words, their strong disposition to enjoy serving customers should
serve as an internal resource for sensing what needs to be done to cope effectively with

potential conflicts with customers, supervisors, or coworkers, as well as ambiguities and
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role overload. Conversely, those employees with low CO are expected to experience an
internal resource deficit, face difficulty in coping with job demands, and allow job
demands to exert stronger detrimental effects on burnout and job outcomes (Babakus et al.

2009).

Personal resources are positive self-evaluations that are linked to resiliency and
refer to individuals’ sense of their ability to control and impact their environment
successfully (Hobfoll, Johnson, Ennis, and Jackson 2003). As such, personal resources (a)
are functional in achieving goals, (b) protect from threats and the associated
physiological and psychological costs, and (c) stimulate personal growth and
development. It has been shown that positive self-evaluations related strongly to various
aspects of work related well-being (e.g., job satisfaction; Judge, Van Vianen, and De
Pater 2004). The reason for this is that higher personal resources lead to more positive
employee self-regard. In turn, it is likely that employees experience high levels of
accordance between the goals they set and their capabilities (Judge, Bono, Erez, and
Locke 2005). Employees with such goal self concordance are intrinsically motivated to
pursue their goals and as a result they trigger satisfaction (see also Luthans and Youssef

2007).

As far as the motivational process of the JD-R model is concerned, it has been
consistently found that job resources are positively related to work engagement (Hakanen
et al. 2006; Schaufeli and Bakker 2004). Mauno, Kinnunen and Ruokolainen (2007) also
provide that personality factor have recently received attention as potential antecedents of

work engagement. Thus the following hypothesis is proposed:
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Hypothesis 2: Frontline employee customer orientation is positively related to employee

work engagement.

There is a long history in psychology of trying to explain behavior in terms of the
interaction of person and environment. Many of these interactional models view person
and environment as independent entities, but characterize them along commensurate
dimensions so that the degree of fit, or congruence, between person and environment can
be assessed. Thus, a model of person-environment fit would seem to be an appropriate

framework for understanding burnout and work engagement (Maslach et al. 2001).

Much research in organizational behavior has provided empirical support for the
effect of person-environment fit on employee attitudes and behaviors or positive
outcomes (Erdogan and Bauer 2005; Adkins and Caldwell 2004). Salespeople serve a
critical boundary-spanning role (Dubinsky et al. 1986) and customers are important
interaction sources of frontline employees. Thus, frontline employees’ environmental
aspects are different from those of other "internal" employees. Person-customer fit would
be a unique concept to frontline employee-environment fit and, thus, can be one of the
major influential factors for determining a salesperson’s attitudes, behaviors, and

outcome performance.

In this dissertation, the concept of person-customer fit (PCF) can be defined as the
interpersonal congruence between employees and customers and focuses on the
interpersonal compatibility between individuals and their customers during the

interaction among them. The notion that person—customer fit leads to more favorable
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work attitudes and behaviors toward customers is straightforward. Thus, I suggest

employee perceived fit with customer (PCF) as an employee environmental resource.

According to the JD-R model, work engagement is determined by both
environmental and individual resources (Hobfoll 1989). Schaufeli and colleagues (2009)
also suggest that, according to the motivational process of JD-R model, work
environments offer abundant resources foster the willingness of employees to dedicated
their efforts and abilities to the work task. In such environments, it is likely that the task
will be completed successfully and that the work goal will be attained (Schaufeli, Bakker

and Rhenen 2009).

As discussed in the previous hypothesis, the motivational process in the JD-R
model suggests that job resources are positively related to work engagement. Maslach
and Leiter (1997) have begun to address this challenge by formulating a model that
focuses on the degree of match, or mismatch, between the person and six domains of his
or her job environment. The greater the gap, or mismatch, between the person and the
environment, the greater the likelihood of burnout; conversely, the greater the match (or

fit), the greater the likelihood of engagement with work (Maslach et al. 2001).

Based on previous research, I suggest that frontline employee-customer fit is a
component of various frontline employee-environment congruencies and can be viewed
as an environmental resource that will determine work engagement. Thus I can expect
that employees will show more work engagement, when they perceive higher fit with

customers,
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Hypothesis 3: Frontline employee perceived fit with customers is positively related to

employee work engagement.

The JD-R model postulates that job resources may buffer the impact of job
demands on strain, including burnout (Bakker, Hakanen, Demerouti and Xanthopoulou.
2007). Typically, the buffering hypothesis explains interactions between job demands
(i.e., stressors) and job resources by proposing that the relationship between job demands
and strain is weaker for those enjoying a high degree of job resources (Caplan, Cobb,

French, Van Harrison, and Pinneau 1975).

Applied to work engagement, the negative relationship between job demands and
work engagement is weaker for those enjoying high job resources (Bakker et al. 2007).
This hypothesis is consistent with the demand—control model and the effort-reward
imbalance model (Siegrist 1996). The demand—control model claims that job control or
autonomy may buffer the influence of workload on strain, whereas the effort-reward
imbalance model states that rewards (in terms of salary, esteem reward, and
security/career opportunities, i.e., promotion prospects, job security, and status
consistency) may buffer the influence of effort (extrinsic job demands and intrinsic

motivation to meet these demands) on strain.

The JD-R model conceptually integrates and expands these models (demand-
control model and effort-reward imbalance model) by claiming that several different job
resources can play the role of buffer for several demanding work conditions. Which job
demands and resources play a role in certain organizations or occupations depends on the

specific job characteristics that prevail. Whereas the demand—control model states that
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autonomy may buffer the impact of work and time pressure on job strain, the JD-R model
expands this view and states that many different types of job resources may buffer the

undesirable influence of job demands, including disruptive customer behaviors.

In this study, two additional resources for frontline employees are suggested: CO
and frontline employee-customer fit. Kahn and Byosiere (1992) also argue that the
buffering or interaction effects can occur between any pair of variables in the stressor-
strain sequence. When customers exhibit inappropriate levels of participation, employees
evaluate this as job demands as shown in hypothesis 1. In this situation, CO and frontline
employee-customer fit will buffer more the negative effect of customer participation on

work engagement.

For some individuals, CO is a type of personal resource, and frontline employees
with high CO appraise job demands (stressors) as less threatening than those with lower
CO due to their natural disposition to view the work environment and people around

them with a customer service focus (Babakus et al. 2009).

Hypothesis 4: CO strengthens the positive relationship between participation and
frontline employee work engagement (i.e., the linear term) and weakens
the negative relationship between participation and work engagement (i.e.,

the quadratic term).

38



Figure 2

Hypothesis Four
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The buffer hypothesis (interaction effect) is consistent with Kahn and Byosiere
(1992), who argue that the buffering or interaction effect can occur between any pair of
variables in the stress-strain sequence. They claim that properties of the work situation, as
well as characteristics of the individual can buffer the effect of a stressor. The buffering
variable can reduce the tendency of organizational properties to generate specific
stressors, alter the perceptions and cognitions evoked by such stressors, moderate
responses that follow the appraisal process, or reduce health-damaging consequence of
such responses (Kahn and Byosiere 1992). Employee’s PCF is probably a situational

variable that can be proposed as a potential buffer against job demand.

As previously explained, if individuals experience high levels of accordance
between the self and environment, then, they are intrinsically motivated to pursue their
goals and as a result they trigger satisfaction. So, employees who experience person-
customers fit will regard this perceived match as an environmental resource. When the

positive environmental resource exists, the effect of inappropriate customer participation
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on individual work engagement will be reduced. This relationship is proposed below in

hypothesis five and depicted graphically in Figure 3.

Hypothesis 5: Perceived customer fit strengthens the positive relationship between
participation and frontline employee work engagement (i.e., the linear term)
and weakens the negative relationship between participation and work

engagement (i.e., the quadratic term).

Figure 3

Hypothesis Five
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Work engagement is a concept relevant for employee well-being and work
behavior for several reasons. First, work engagement is a positive experience in itself
(Schaufeli et al. 2002a). Second, it is related to good health and positive work affect
(Demerouti, Bakker, De Jonge, Janssen, and Schaufeli 2001; Rothbard 2001). Third,
work engagement helps employees derive benefits from stressful work (Britt, Adler, and

Bartone 2001). Fourth, work engagement is positively related to organizational
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commitment (Demerouti, Bakker, Nachreiner, and Schaufeli 2001) and is expected to

affect employee performance (Kahn 1990).

Employees have been documented to perform a wide variety of extra-role
activities (also called organizational citizenship behaviors (OCB) for which they are
neither paid, nor obliged to accomplish by superiors. Organ's (1988) conceptualization of
organizational citizenship behavior, OCB provides the foundation for sales research
involving this construct (e.g., MacKenzie et al. 1999; Netemeyer, Boles, Mckee, and
McMurrian 1997). Netemeyer et al. (1997) indicated that the conceptual domain of the
OCB construct is still evolving, but that the construct displays these characteristics: (1)
behavior which is above and beyond that formally prescribed by a person's organizational
role, (2) discretionary behavior on the part of the employee, (3) behaviors not directly or
explicitly rewarded in the organization's formal reward system, and (4) behaviors
important for the effective and successful functioning of the organization. Helping
(normally a higher order construct comprising altruism, courtesy, and peacekeeping),
sportsmanship, and civic virtue are the OCBs most often considered in marketing studies
(MacKenzie et al. 1999). In this research, I define OCBs as the noncompulsive, helpful,
and constructive behaviors that are directed to the organization or to its members based
on Donavan et al.’s (2004) research (Bateman and Organ 1983; Podsakoff and

MacKenzie 1994).

To date, only a few quantitative studies have shown that work engagement is
positively related to job performance (Demerouti and Bakker 2006). Nevertheless, the
results look promising (Bakker and Demerouti 2008). Bakker et al. (2004) show that

work engaged employees receive higher ratings from their colleagues on in-role and
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extra-role performance, indicating that engaged employees perform well and are willing
to go the extra mile. Gierveld and Bakker (2005) also found that work engaged
secretaries scored higher on in-role and extra-role performance than their non-work

engaged counterparts.

Thus I can predict that employees with higher work engagement will experience
more positive affect and experience, and will then provide more organizational

citizenship behavior (OCB).

Hypothesis 6: Frontline employee work engagement is positively related to employee’s a)

sportsmanship, b) civic virtue, c) consciousness, and d) altruism of OCB.

Churchill, Ford, and Walker (1974) conceptualize job satisfaction as those
characteristics pertaining to the job and work environment “which salespeople find
rewarding, fulfilling, and satisfying, or frustrating and unsatisfying” (p. 255). In this
study, job satisfaction represents an overall state pertaining to the personal selling

position (Netemeyer et al. 1997).

The driving force behind the popularity of employee work engagement is that it
has positive consequences for organizations (Saks 2006). Kahn (1992) proposed that
work engagement leads to both individual outcomes (i.e. quality of people’s work and
their own experiences of doing that work), as well as organizational-level outcomes (i.e.

the growth and productivity of organizations).

Furthermore, the Maslach et al. (2001) model treats engagement as a mediating

variable for the relationship between the six work conditions (workload, control, reward,
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community, fairness and values) and various work outcomes like burnout, withdrawal,

lower performance, and job satisfaction.

There are a number of reasons to expect engagement to be related to work
outcomes. For starters, the experience of work engagement has been described as a
fulfilling, positive work-related experience and state of mind (Schaufeli and Bakker
2004). Work engagement has been found to be related to good health and positive work
affect (Sonnentag 2003). These positive experiences and emotions are likely to result in

employee job satisfaction.

Hypothesis 7: Frontline employee work engagement is positively related to employee job

satisfaction.

The JD-R model assumes that job demands and job resources may evoke two
different, albeit related processes: (1) an energetic (strain) process and (2) a motivational
process (Schaufeli and Bakker 2004). The motivational process links job resources with
organizational commitment through work engagement (Hakanen et al. 2006). Job
resources may play either an intrinsic motivational role because they foster employee
growth, learning, and development, or they may play an extrinsic motivational role
because they are instrumental in achieving work goals. According to self-determination
theory (Deci, Vallerand, Pelletier, and Ryan 1991), any social context that satisfies the
basic human needs of autonomy (job control), competence, and relatedness (social
support) enhances well-being and increases commitment (see also Hackman and Oldham

1980).
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As triggers of the motivational process, job resources are assumed to increase
work engagement which, in turn, is associated with positive outcomes such as
organizational commitment (Schaufeli and Bakker 2004). The level of job resources has
been found to relate positively to the level of work engagement (Bakker et al. 2007;
Hakanen, Bakker, and Demerouti 2005). Furthermore, there is evidence of a mediating
role of work engagement between job resources and positive motivational outcomes,
indicated by low turnover intention (Schaufeli and Bakker 2004), organizational
commitment (Hakanen, Bakker, and Schaufeli 2006), and personal initiative and work-

unit innovativeness (Hakanen, Perhoniemi, and Toppinen-Tanner 2008).

Work engagement is a concept relevant for employee well-being and work
behavior for several reasons. One of these reasons is that work engagement is positively
related to organizational commitment (Demerouti, Bakker, Nachreiner, and Schaufeli
2001) and is expected to affect employee performance (Kahn 1990). Thus I can predict

following:

Hypothesis 8: Frontline employee work engagement is positively related to employee

organizational commitment.

The proposed model and hypotheses presented in this chapter provide a number of
potential contributions to both the marketing literature and sales practitioners. Regarding
the marketing literature, this model addresses a gap in the literature by examining how
PCP influences employee job performance through employee work engagement.
Specifically, I focus on a dynamic characteristic of customer participation based on the

level of appropriativeness. Depending on the level, customer participation can be
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interpreted differently by employees. When they regard it as appropriate, customer
participation can be viewed as a job resource. If employees perceive customer

participation as inappropriate, they regard it as a job demand.

I also introduce two unique resources of the salesperson to the literature, employee
CO and employee-customer fit, and examine CO and frontline employee-customer fit as
predictors based on a motivational process and as moderators based on a strain (energetic)

process.

The model presented in this chapter also has several managerial implications. First,
it provides guidance into the impact of dynamic characteristics of customer participation
on employee work engagement. It also directs organizations to be aware of the powerful
influence of work engagement on frontline employee job performance. Finally, by
understanding the different roles of CO and frontline employee-customer fit, supervisors

have a practical basis through which they can potentially enhance performance.

Chapter 3 presents the research methodology I used, and the methods used for data

collection and analysis.
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CHAPTER III

RESEARCH METHODOLOGY

The purpose of this chapter is to describe the quantitative research methods that
are used in this dissertation to test the hypothesized relationships in the preceding chapter.
The chapter begins with a discussion of the research method, sample, and sampling
method chosen for this study. The chapter then presents the measures for the constructs
and other measures used in the study, and follows with a discussion of the survey

instrument. Finally, the chapter provides the plan of analysis.

3.1 Research Method and Design

To test the hypotheses developed in chapter two, a field survey was conducted.
The ability to test the hypotheses and stated objectives requires selecting a research
design that allows input of frontline employees who experience customer participation,

from self-reported customer orientation (CO), and perceive fit with their customers.

The survey method was used for a number of reasons. First, it affords the respondents
anonymity, as completed survey instruments are void of respondent identification.

Second, the survey method provides an efficient use of limited time and resources. Third,
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it enables the respondents the flexibility to complete this survey as his/her time allows.
Several studies that were conducted with salespeople measured some of the same
variables examined in this dissertation using a survey method showed adequate reliability
and validity and used sample sizes in the same range as used in this dissertation. Given
the benefits of using the survey method documented by studies focusing on the target

population the survey method is an appropriate choice for this dissertation.

3.2 Sample

The sample for this study consists of frontline employees in firms in the banking
and insurance industries. The choice of these types of organizations was dictated by the
fact that they have large numbers of salespeople with diverse backgrounds at multiple
levels in these industries. In addition, literacy rates are generally much higher in these

areas than any other sectors, which facilitate the use of questionnaires.

Especially, customer participation is also more salient and offers greater value
creation opportunities for service providers and customers in professional (e.g., financial,
legal, medical) services that feature high credence qualities, high degrees of frontline and
customization, and high interdependence between customers and service providers for
cocreating favorable outcomes (Auh et al. 2007; Sharma and Patterson 2000). Chan, Yim
and Lam (2010) also focus on professional financial services (e.g., financial institution)
as an appropriate context in which to assess the desirability of customer participation.
Therefore, the target population for the survey of this study was comprised of customer

contact employees, who lived in Korea.

47



A number of organizations from each of these sectors in KOREA were randomly
selected to ensure variability. Human resource managers and in some instances, chief
executive officers (CEOs) were contacted for approval of the study. Since this study
invited managers of banks and insurance companies to help with the survey
administration, their suggestions regarding the number of questionnaires to distribute in
their firms were considered to encourage their participation in this study. After discussing
with the directors in the banks and insurance industries, a total of seven hundred fifty

surveys were distributed to frontline employees (FLEs) on site, during one month.

A two-stage sampling strategy was used in this study. The first step was to
randomly select seven insurance companies and four banks from regions of South Korea.

In this stage, twelve cities were randomly selected.

The second step, a convenience sampling strategy was adopted to choose
participants from the selected banks and insurance companies. I contacted managers of
banks and insurance companies in the selected cities and asked them to participate in this
survey. Managers from sixty branches who were willing to participate in the survey
provided appointment schedules for survey administration. Early each morning, prior to
business hours, bank and insurance employees have a planning meeting. At this meeting,
I addressed the employees to request participation. I read the statement on the
“information sheet” and asked for their cooperation. I gave them a copy of the
“information sheet” along with the questionnaire. The completed survey was delivered
directly to the respondents. I stayed and collected completed questionnaires and
expressed appreciation for their support. I provided respondents an opportunity to

participate in a lottery for one of ten -$50 gift cards as a reward.
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3.3 Measures

The measurement scales used in this dissertation for the primary constructs in the
model are measurement scales that have been used and verified in previous research. This
section provides a discussion of each of the measures and includes information about the
source of the scale as well as any adaptation of the scale employed. Items for the scales
used in the dissertation are presented in figures throughout the section. A sample survey

is provided in the appendices that details the scale items used in this dissertation.

The survey instrument was initially designed in English and then translated into
Korean. In order to minimize any translation biases, the translated versions of the
questionnaire were evaluated by several judges. The Korean version was also judged by
both native Korean speakers who had spoken knowledge of English and native English
speakers who had spoken knowledge of Korean. It was checked for accuracy in line with
the conventional back-translation process. Before questionnaires were distributed, IRB

approved this survey administration and questionnaire.

3.3.1 Customer Participation

In this dissertation, PCP is defined as frontline employee’s subjective evaluation
of the extent to which customers provide resources in the form of time and/or effort,
information, and co-production for product and service consumption. Hubbert (1995)
identified activities that correspond to three levels of customer participation: low level of
customer participation (customer presence required during service delivery), moderate
level of customer participation (customer inputs required for service creation), and high

level of customer participation (customer co-creates the service product). Based on the
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above concept, Claycomb et al. (2001) developed a nine-item scale to measure customer
participation, where three dimensions of customer participation were examined:

attendance, information provision, and co-production.

Based on the Claycomb et al. (2001) research, [ used 11 items to measure
employee PCP. Two items were added to better represent the characteristics of customer
attendance, which is a sub-dimension of customer participation. Attendance refers to the
consumption frequency of customers within a certain period of time in the past, and is
measured by the number of times in a month a customer visited a bank or insurance
branch. Information provision refers to the extent of offering information and innovative
suggestions to the service organization. This is measured by an index of five items. Co-
production refers to the extent to which customers assist service organizations in creating
the service. This is measured by an index of three items examining the extent to which
customers put forth a great deal of effort to help the insurance or bank service during the

interaction with employees.

Claycomb et al. (2001) evaluated customer participation items using a five point
scales from “Strongly disagree” to “Strongly agree.” They used scores of three
dimensions of customer participation to classify respondents into one of four levels of
participation. As the overall score goes up, it reflects higher levels of customer
participation. To measure frontline employee PCP, Hsieh and Yen (2004) asked service
providers to indicate their agreement with each item, using a five-point Likert scale
ranging from “Strongly disagree” to “Strongly agree.” Higher scores reflect a greater

degree of service provider's PCP.
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Figure 4

Customer Participation Items

Attendance (9-point, never-always)

1.
2.
3.

Customers interact with you.
Customers have direct contact with you.

Customers engage you directly.

Information Provision (9-point, never-always)

4.
3.
6.
7.
8.

Customers share information with you.

Customers voice their concerns when they are unsatisfied with the service.
Customers make suggestions aimed at improving the overall quality of service.
Customers offer you feedback about your service.

Customers ask you for suggestions while making their purchase decisions.

Co-Production (9-point, never-always)

9.

Customers assist you during the service delivery process.

10. Customers interact with you during the service delivery process.

11. Customers are involved in the service delivery process.

However, these studies did not consider and reflect both the positive and negative

side of customer participation simultaneously, especially with respect to excessive levels

of participation, in the measurement anchors. It should be noted here that, while my

primary interest lies in the PCP-work engagement relationship beyond the appropriate

level of the continuum (as it is what happens to work engagement as customer

participation is perceived irrelevant when it is above the required level), I include the

immoderate condition to allow me to fully test the theorized inverted-U relationship

between PCP and work engagement. Frontline employees note their agreement with each

item using a nine-point Likert scale ranging from “Not at all” to “Too much.” Some
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modifications to the wording were required based on the characteristics of the banking

and insurance service industry.

3.3.2 Work Engagement

Work engagement describes positive affective-motivational experiences of vigor,
dedication, and absorption at work (Bakker and Demerouti 2008; Schaufeli and Bakker
2004). Vigor is associated with high levels of energy, resilience, and personal investment
at work; dedication refers to feelings of pride, meaningfulness, challenge and enthusiasm
about the work; and, absorption describes being fully immersed in the work and losing

the sense of time while working.

Based on the above-mentioned definitions, a self-report questionnaire—the
Utrecht Work Engagement Scale (UWES)—has been developed that includes the three
dimensions of work engagement: vigor, dedication, and absorption. Originally, the
UWES included 24 items, but after psychometric evaluation, 7 unsound items were
eliminated so that three scales, totaling 17 items, remained (Schaufeli et al. 2002b): Vigor

(VI, 6 items), Dedication (DE, 5 items), and Absorption (AB, 6 items).

For this dissertation, I adopted a measurement scale from Schaufeli, Bakker, and
Salanova’s research (2006). Work engagement was measured by the Utrecht Engagement
Scale with nine items (UWES-9; Schaufeli, Bakker, and Salanova 2006). The scale has
three dimensions, comprising vigor (3 items; e.g., “At my work, I feel bursting with
energy”’), dedication (3 items; e.g., “My job inspires me”), and absorption (3 items; e.g.,
“I am immersed in my work”).
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Figure 5

Work Engagement Items

Vigor (7-point, never-always)

1. At my work, I feel bursting with energy.

2. Atmy job, I feel strong and vigorous.

3. When I get up in the morning, I feel like going to work.
Dedication (7-point, never-always)

4. T am enthusiastic about my job.

5. My job inspires me.

6. Iam proud of the work that I do.
Absorption (7-point, never-always)

7. 1 feel happy when I am working intensely.

8. Tam immersed in my work.

9. I get carried away when I am working.

Responses were given on a 7-point scale from 1 (never) to 7 (every day). Using

data collected in 10 different countries (N = 14,521), Schaufeli, Bakker, and Salanova

(2006) found that the original 17-item Utrecht Work Engagement Scale (UWES) can be

shortened to 9 items (UWES-9). The factorial validity of the UWES-9 was demonstrated

using confirmatory factor analyses, and the three scale scores have good internal

consistency and test-retest reliability (Schaufeli, Bakker, and Salanova 2006). The

construct validity of the short version (vs. the 17-item scale) of the UWES has proven to

be better with a sample of young Finnish managers, as well as with other Finnish

occupational groups (Hyvonen, Feldt, Salmela-Aro, Kinnunen, and Mékikangas 2009).

The internal consistencies (Cronbach’s alpha) for the total sample were, for the total
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scale, .91 (Hyvonen et al. 2009), and for vigor, dedication, and absorption, .81, .87

and .81, respectively (Hyvonen et al. 2009).

3.3.3 Customer Orientation

In this dissertation, I treat CO as a personality trait. I define CO as “employee
tendency or predisposition to meet customer needs in an on the job context” based on
Brown and colleagues’ research (2002). To measure frontline employee CO, I employed
the measure used by Grizzle et al. (2009) that came from Brown et al (2002). Brown and
colleagues (2002) conceptualize CO as a surface trait that has a need dimension and an

enjoyment dimension.

I also use two sub-dimensions to measure frontline employee CO. This measure
includes two dimensions, a needs facet (e.g., “I try to help customers achieve their goals™)
and an enjoyment facet (e.g., “I find it easy to smile at each of my customers”), each with
six items assessed on 7-point scale ranging from 1 (strongly disagree) to 7 (strongly
agree). In this conceptualization, the first facet reflects the degree to which the individual
has the ability to focus on customer need satisfaction and second reflects the enjoyment

received from such a focus.

After running a principle component factor analysis with oblique rotation of 12
items, Brown and colleagues (2002) found a two factor solution, with all items loading on
the appropriate factor, no significant cross-loading and a relatively strong interfactor

correlation of .57. The Needs and Enjoyment dimensions each also exhibited acceptable
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levels of internal consistency reliability (.80 and .83, respectively) in the Grizzle et al.

research (2009).

Figure 6

Customer Orientation Items

Need (7-point, never-always)
1. Ttry to help customers achieve their goals.
I achieve my own goals by satisfying customers.
I take a problem-solving approach with my customers.

I am able to answer a customer’s questions correctly.

A

I get customers to talk about their service needs with me.
6. Ikeep the best interests of the customer in mind.
Enjoyment (7-point, never-always)
7. 1find it easy to smile at each of my customers.
8. Ienjoy remembering my customers’ names.
9. It comes naturally for me to have empathy for my customers.
10. I enjoy responding quickly to my customers’ requests.
11. I get satisfaction from making my customers happy.

12. I really enjoy serving my customers.

3.3.4 Person-Customer Fit

Even though, much person-environment fit research has been conducted, no
research emphasizes how the psychological compatibility between salesperson and

customer influences the salesperson’s outcomes and customers’ perceptions.

For this dissertation, I suggest the concept of frontline employee-customer fit.

Frontline employee-customer fit can be defined as “an interpersonal congruence between
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frontline employees and customers and focuses on the interpersonal compatibility
between employees and their customers during the interaction among them.” For example,
salespeople with high employee-customer fit are likely to accept a customer’s values and

goals as legitimate and to exert extra effort on the customer’s behalf.

Figure 7

Frontline Employee-Customer Fit Items

Frontline employee-customer fit (7-point, strongly disagree-strongly agree)
1. Business with my customers is one of the best parts of this job.

I get along well with the customers I work with on a day-to-day basis.

2

3. There is not much conflict between me and my customers.

4. Ttry to care about the goals of my customers as much as mine.
5

There is a good fit between my customers’ interests and mine.

One important distinction in the fit literature is between objective fit and perceived
(or subjective) forms of fit. Objective fit involves gathering separate information about
the person and the organization, then assessing their congruence (Cable and Parsons 2001;
O’Reilly, Chatman, and Caldwell 1991). In contrast, perceived fit involves asking people
directly whether or not they believe they are a good fit with an organization and its
members (Cable and DeRue 2002; Lauver and Kristof-Brown 2001). Edwards, Cable,
Williamson, Lambert, and Shipp (2006) refer to this approach as a molar approach to
assessing perceived fit, which focuses on perceptions of the match or the similarity, as
opposed to focusing on perceptions of the discrepancy or on perceptions of the
environment and person separately. Recent meta-analytic investigations have referred to

this conceptualization of fit as subjective fit (Hoffman and Woehr 2006) or perceived fit
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(Kristof-Brown et al. 2005). In addition, larger effect sizes tend to be found for perceived
fit rather than objective fit, and Kristof-Brown et al. (2005) suggest that objective
congruence between a person and an organization must first be filtered through that
person’s perceptions. Thus in my research, I use the Cable and DeRue (2002) subjective
fit (perceived fit) scale to measure salesperson’s perceived congruency with their

customers.

3.3.5 Organizational Citizenship Behavior

For this dissertation, I define organizational citizenship behavior (OCB) as the
noncompulsive, helpful and constructive behavior that is directed to the organization or
to its members based on Donavan and colleagues’ (2004) research. Although OCBs are
not a part of general job requirements (Organ 1988), they can affect supervisors’

evaluations of employees (MacKenzie, Podsakoff, and Fetter 1993).

In a personal selling context, OCBs are viewed as discretionary behaviors on the part of
the salesperson that directly promote the effective functioning of an organization, without
necessarily influencing a salesperson's objective sales productivity (MacKenzie,
Podsakoff, and Fetter 1993, p. 172). Sales-related OCBs are categorized as encompassing
four types: sportsmanship, civic virtue, consciousness, and altruism (MacKenzie,

Podsakoff, and Fetter 1993; Podsakoff and MacKenzie 1994).

Sportsmanship is viewed as a “willingness on the part of the frontline employee to

tolerate less than ideal circumstances without complaining ... railing against real or
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imagined slights, and making federal cases out of small potatoes” (MacKenzie, Podsakoft,

and Fetter 1993, p. 71; Organ 1988, p. 11).

Figure 8

Organizational Citizenship Behavior Items

Sportsmanship (7-point, never-as often as possible)

1. Consume a lot of time complaining about trivial matters.

2. Tend to make “mountains out of molehills” (make problems bigger than they are).

3. Always focus on what’s wrong with my situation, rather than the positive side of it.
Civic virtue (7-point, never-as often as possible)

4. “Keep up” with developments in the company.

5. Attend functions that are not required but that help the company image.

6. Risk disproval in order to express my belief about what’s best for the company.
Consciousness (7-point, never-as often as possible)

7. Consciously follow company regulations and procedures.

8. Turn in budget, sales projection, expense report, etc. earlier than is required.

9. Return phone calls and respond to other messages and requests for information

promptly.

Altruism (7-point, never-as often as possible)

10. Help orient new agents even though it is not required.

11. Always ready to help or lend a helping hand to those around me.

12. Willingly give my time to others.

Civic virtue reflects behaviors in which a salesperson responsibly engages that
show concern for the company and employee initiative in recommending how the firm
can improve operations. Consciousness is viewed as behaviors above and beyond the role
requirements of the organization-working long days, being prompt in returning calls, not

bending company rules, and entertaining only when it is in the company's best interest.
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Altruism also is viewed as a discretionary behavior that involves helping others within
the organization with company tasks (e.g., helping new salespeople get oriented and

sharing selling strategies) (MacKenzie, Podsakoff, and Fetter 1993).

To measure salesperson’s OCB, I adopted the measurement scale from Netemeyer
and colleagues’ research (1997). This scale is self-report. Although most studies utilize
manager-ratings of OCBs (e.g., MacKenzie, Podsakoff, and Fetter 1993), self-report
measures have been used in assessing sales-related performance and have been consistent
with manager assessments (Churchill, Ford, Hartley and Walker 1985; Dubinsky et al.

1986; Oliver and Anderson 1994).

I use 3 items (each) to assess the dimensions of sportsmanship, civic virtue,
consciousness, and altruism. The respondents evaluated each item on a seven point scale

ranging from “Never” to “As often as possible.”

3.3.6 Job Satisfaction

Job satisfaction is conceptualized as both affect- and cognitive-based, with
definitions ranging from a “positive emotional state resulting from the appraisal of one’s
job or job experiences” (Lock 1976, p. 1300), to “all characteristics of the job itself and
the work environment which salespeople find rewarding, fulfilling, and satisfying, or

frustrating and unsatisfying” (Churchill, Ford, and Walker 1974, p. 255).

Because it helps address the long-term viability of a sales force, salesperson job

satisfaction is the most widely researched in studies of sales (Baldauf, Cravens, and
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Piercy 2005). Job satisfaction is seen here as “a global, summary attitude reflecting an
employee’s satisfaction with his/her job” (Evans, Landry, Li and Zou 2007). It has been
demonstrated to have important relationships with a number of job outcome variables,
such as intention to leave, stress, turnover, and performance (Childers, Dubinsky, and

Skinner 1990).

Salesperson’s job satisfaction is measured using scale used by Netemeyer, Boles,
McKee and McMurrian (1997). All three items are rated on seven-point scales. Two of
the items are “strongly disagree” (1) to “strongly agree” (7) scales, and the other item is a

“very dissatisfied” (1) to “very satisfied” (7) scale.

Figure 9

Salesperson Job Satisfaction Items

Job satisfaction (7-point, strongly disagree-strongly agree)
1. T feel fairly well satisfied with my present line of work.
2. I feel a great sense of satisfaction from my line of work.
(7-point, very dissatisfied-very satisfied)

3. All things considered, how satisfied are you with your present line of work?

3.3.7 Organizational Commitment

Commitment also is viewed as critical in the literature of organizational and buyer
behavior (Morgan and Hunt 1994). Organizational commitment - one type of relationship
commitment that is critical to the firm in its internal relationships- is among the oldest
(Becker 1960) and most studied (Reichers 1985) variables in organizational behavior

theory. In the relationship marketing context, commitment is seen as central because it
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not only leads to such important outcomes as decreased turnover (Porter, Steers, Mowday,
and Boulian 1974), higher motivation (Farrell and Rusbult 1981), and increased
organizational citizenship behaviors (Williams and Anderson 1991), but it also results
from such things that can be influenced by the firm as recruiting and training practices
(Caldwell, Chatman, and O'Reilly 1990), job equity (Williams and Hazer 1986), and

organizational support (Eisenberger, Fasolo, and Davis-LaMastro 1990).

In this dissertation I define organizational commitment as the strength of a
salesperson's enduring desire to maintain a valued relationship with an organization based
on Palmatier et al. (2006) research. To assess an employee’s organizational commitment,

I use three items adapted and revised from Palmatier and colleagues (2006) research.

Figure 10

Organizational Commitment Items

Organizational Commitment (7-point, strongly disagree-strongly agree)
1. Iam willing to go the extra mile to work with my company.
2. Thave a desire to maintain this relationship.

3. I view the relationship with my company as a long-term partnership.

3.3.8 Background Variables

In addition to the measures listed above, I also collected data on the background

variables:

- Total Pay
- Education

- Length of Time with Firm
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- Length of Time in Industry
- Length of Time with Current Supervisor

- Gender

3.4 Data Analysis and Hypotheses Testing

The data analysis of this study was organized into five stages, using descriptive
and inferential statistics techniques. Data were coded and analyzed by using the
Statistical Packages for Social Sciences (version 16.0, SPSS Inc., Chicago, IL) and
LISREL vision 8.54. The data were ruled out if the participants indicated an

inappropriate age or incomplete information.

3.4.1 Stage I — Descriptive Analysis

The first stage of the data analysis used means, standard deviations, the techniques
of frequency, and percentages to present the respondent’s frequency and experience of

sales job as well as their demographic profile.

3.4.2 Stage II — Exploratory Factor Analysis

The second stage of the data analysis was an exploratory factor analysis (EFA) to
identify the factor structure for measuring FLE perceived customer participation, work
engagement, customer orientation, organizational citizenship behavior, and check the

validity and the reliability of the scale. The decision to consider a factor as significant is
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identified by a factor loading greater than 0.5 and an eigenvalue equal to or greater than 1.

Cronbach’s alpha coefficient was used to test the reliability of the scale.

3.4.3 Stage III — Confirmatory Factor Analysis

Confirmatory factor analysis is a kind of multivariate statistical method in which
the primary purpose is to confirm the underlying structure in a data matrix. The third part
of the data analysis employed a confirmatory factor analysis (CFA) to confirm the factor
structure for measuring all constructs used in my research framework, and check the

validity and reliability of the measurement scales.

The adequacy of the measurement model was evaluated based on criteria of
overall fit with data, content validity, unidimensionality, multidimensionality for second-

order factor, convergent validity, discriminant validity, and construct reliability.

Confirmatory factor analysis allows manifest variables to be free to load on
specific factors. The model is then evaluated by statistical means to determine the
adequacy of its goodness of fit to the data (Byrne 1998). Specifically, the researcher can
determine whether or not a pattern of correlations for a set of observations is consistent

with a specific theoretical formulation.

In this study, the goodness of fit testing was conducted by using several criteria,
including chi-square test, root mean square error of approximation (RMSEA), Tucker-
Lewis index (TLI/NNFI), goodness-of-fit index (GFI), adjusted goodness-of-fit index

(AGFI), parsimony normed fit index (PNFI), and comparative fit index (CFI). This
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confirmatory factor analysis was conducted using LISREL 8.54, the most appropriate

analytic tool for CFA (Hair, Anderson, Tatham, and Black 1998).

3.4.4 Stage IV — Structural Equation Modeling (SEM)

To test hypothesis 1, 2, 3, 6, 7, and 8, the fourth part of the data analysis identified
the structural relationships between the PCP, frontline employee’s work engagement and
employee’s job performance (OCB, job satisfaction and organizational commitment) in
the banking and insurance industries. The proposed model was path analyzed via the
Maximum Likelihood estimator of LISREL 8.54 by using the variance-covariance matrix
of the measured variables as input. This path analysis technique enables estimating
simultaneously multiple regression equations in a single framework. All direct and
indirect relationships in the model were estimated simultaneously. Thus, the method
allows all the interrelationships among the variables to be assessed in the same decision
context. In order to test the fitness level of the model, the goodness-of-fit measures was

included in the analysis.

3.4.5 Stage V — Moderated Regression Approach

To test my hypotheses regarding the interactions between job demands (inappropriate
customer participation) and job resources (employee’s CO and PCF, hypotheses 4 and 5),

I used the moderated regression approach suggested by Baron and Kenney (1986).
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CHAPTER IV

RESEARCH FINDING

Results of the data analysis are presented in this chapter. First, characteristics of
the sample and descriptive analysis for each construct are presented. Second, the results
of the reliability testing are reported to assure the quality of survey scales and data. Third,
results of confirmatory factor analysis are presented to verify the underlying structure of
the frontline employees’ psychological process when they experience customer
participation. Fourth, construct reliability, various validity tests, and unidimensionality
tests are conducted. Fifth, results of model estimation are discussed, followed by detailed
results of hypothesis tests using SEM and hierarchical moderated regression. Finally, a

discussion of the major findings from this study is presented.

The purpose of this study is to investigate the frontline employees’ perceptions of
customer participation and their behavioral responses in the bank and insurance sectors.

The specific objectives of this study are to:

1) Identify dynamic characteristic of perceived customer participation and its
effect on employees’ emotional and behavioral responses for better

understanding of frontline employee’s psychological process
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2) Propose an effective scale for measuring frontline employee’s both
positive and negative perception of customer participation and suggests an
inverted U-shaped relationship between perceived customer participation

and work engagement

3) Identify moderating role of customer orientation as a specific job resources

that is unique to customer contact employees as shown in the research model

4) Propose new scale to measure the degree of employee perceived fit with
customers (PCF) and identify moderating role of PCF as a distinctive

environmental resource that is also unique to customer contact employees

5) Identify whether a high level of work engagement will increase employee
job satisfaction, organizational commitment and organizational citizenship

behavior (OCB).

4.1 Descriptive Analysis Results

4.1.1 Response Rate

Seven hundred fifty surveys were distributed to seven hundred fifty frontline

employees (N=750) of the sixty branches in Korean bank and insurance industries. Of

this, four hundred fifty surveys were distributed to frontline employees in banks and three

hundred surveys were distributed to customer contact employees in insurance companies.

As shown in Table 1, a total of 543 questionnaires were collected. This yielded a 72.4%

raw response rate. Among the 543 employees, 6 of them were internal employees who

have no contact with customers, and 19 employees did not fill out the questionnaires
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completely. This result yielded 518 usable questionnaires which resulted in a 69.07%
adjusted response rate. Among the 518 usable questionnaires, 325 (62.74%)
questionnaires were collected from bank employees, 193 (37.25%) questionnaires were

collected from insurance employees.

Table 1

Response Rate

Descriptions Number and Percentage
(A)Sample size 750
(B) Surveys returned 543
(C) Raw response rate' 72.4 %
(D)Unqualified respondents 6
(E) Incomplete questionnaires 19
(F) Number of unusable surveys® 25
(G)Percent number unuseable’ 4.6%
(H)Net number usable® 518
(I) Adjusted (Net) response rate’ 69.07%

(J) Number and percent of rating of
bank employees®

(K)Number and percent of rating of
insurance employees’

325 (62.74%)

193 (37.25%)

Note: 1. B/A, 2: D+E, 3: F/B, 4: B-F, 5: H/A, 6: J/H, and 7: K/H

4.1.2 Demographic Profile of Respondents

The demographic characteristics of the respondents are shown in Table 2. Among
the 518 respondents investigated, there were more female respondents (67.2%) than male

respondents (32.8%).
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Table 2

Demographic Profile of Respondents (N=462)

_Gender Number %
Male 170 32.8
Female 348 67.2
Total 518 100
B < _
Less than 25 13 2.5
25~39 245 473
40~55 222 42.9
More than 56 38 7.3
_Edweation
High school degree 170 32.8
College degree 73 14.1
University degree 251 48.5
Master degree 15 2.9
Etc 9 1.7

Less than 8 years 292 56.4
8 year Imonth~16 year 124 239
16 year Imonth ~ 24 year 85 16.4
More than 24 year 17 33
_Yearsincurrentbusiness
Less than 8 years 313 60.4
8 year Imonth~16 year 130 25.1
16 year Imonth ~ 24 year 48 9.3
More than 24 year 27 5.2

Note: The percentages in this table are based on the total usable sample (518).

About 2.5% of the respondents were less than 25 years old, 47.3% of them were
between 25 and 39 years old, 42.9% of them were between 40 and 55 years old, and 7.3%

of the respondents were more than 56 years old.
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The most frequent level of education reported by the frontline employees was
university degree, which accounted for almost 48.5% of the respondents. The second
most frequent level of education was high school degree (32.8%), followed by college

degree (14.1%).

The sample had worked for their current company for 7 years 8 months on average

and their current business for 8 years 6 months on average.

4.2 Reliability Test

A reliability test was used to assess the consistency in measurement of the results.
As Hair, Anderson, Tatham, and Black (1998) suggest Cronbach’s Alpha coefficient,
which is the most popular index of the reliability for a multi-item scale. It was used to
assess the internal homogeneity existing among the item scales in this study. The
coefficient alpha estimates for the multi-item scales used in this study are presented in

Table 3.

Reliability coefficients (Cronbach’s Alpha) were computed for the items that
reflected each construct. The reliability test results for the eleven PCP attributes showed
that all of eleven items are significantly intercorrelated. The reliability coefficient for
customer satisfaction was 0.895. The reliability test results for the nine work engagement
elements showed that all items were significantly inter-correlated. The reliability
coefficient for work engagement was 0.942. The reliability coefficients for the CO and

PCF were 0.944, and 0.806, respectively.
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In addition, a reliability test was run for the constructs of frontline employee’s

organizational citizenship behavior, job satisfaction, and organizational commitment.

The reliability test results for the twelve organizational citizenship behavior items
showed an acceptable level of reliability (a=.765). However, to increase our
understanding on each sub-dimension of OCB, I decided to split this second factor
construct into 4 sub-dimensions. The reliability test results for the three sportsmanship
attributes showed that one item was not significantly intercorrelated: (OCBS3) I always
focus on what’s wrong with my situation, rather than the positive side of it (reverse item).
The reliability coefficient for sportsmanship was 0.735. The reliability test results for the
three employee’s civic virtue items showed that all of three items are significantly
intercorrelated. The reliability coefficient for customer satisfaction was 0.789. The
reliability test results for the three employee’s consciousness items showed that all of
three items are significantly intercorrelated. The reliability coefficient for customer
satisfaction was 0.748. Finally, the reliability test result for the three elements
representing altruism showed that one items (OCBA1) was not significantly inter-

correlated. The reliability coefficient for altruism was 0.858.

The reliability test results for the three job satisfaction elements showed that all
items were significantly inter-correlated. The reliability coefficient for work engagement
was 0.948. Finally, the reliability test results for the three elements representing
organizational commitment showed that all three items were significantly inter-correlated.

The reliability coefficient for organizational commitment was 0.921.
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Table 3

The Reliability Coefficients for Constructs

Factor Number Number of Cronbach’s
(Construct) of Case Items Alpha
Perceived Customer Participation 518 11
Attendance 518 3 737
Information provision 518 5 .803
Coproduction 518 3 .843
Squared Perceived Customer Participation 518 11
Squared attendance 518 3 746
Squared information provision 518 5 .806
Squared coproduction 518 3 .858
Customer Orientation 518 12
Need 518 6 902
Enjoyment 518 6 907
Perceived Fit with Customer 518 5 818
Work Engagement 518 9
Vigor 518 3 .804
Dedication 518 3 .888
Absorption 518 3 .879
Organizational Citizenship Behavior 518 12
Sportsmanship 518 3 735
Civic virtue 518 3 789
Consciousness 518 3 748
Altruism 518 3 .858
Job Satisfaction 518 3 948
Organizational Commitment 518 3 921

As Table 3 shows, all alpha coefficients for the data exceed the minimum standard
for reliability of 0.7 recommended by Nunnally (1967) for basic research. Thus, the
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results indicate that these multiple measures are highly reliable for measuring each

construct.

4.3 Exploratory Factor Analysis

TABLE 4

SUMMARY OF EXPLORATORY FACTOR ANALYSIS

Factor Component Factor
(Construct) EV PV cv VarIi)able Loading
Customer Orientation 6.891 15.661 15.661 CO_Enjoy 3 748
CO_Enjoy 4 741
CO_Enjoy 5 137
CO_Enjoy 2 719
CO _Need 4 701
CO_Enjoy 1 .689
CO Need 1 .689
CO_Need 6 .674
CO_Need 3 .670
CO_Need 5 .639
CO_Enjoy 2 611
Work Engagement 6.458 14.678 30.339 WE _Dedi 1 .820
WE_Dedi 2 778
WE_Abs 2 775
WE_Abs 3 739
WE Vig?2 732
WE Dedi 3 729
WE Vig3 709
WE Vig 1 .703
WE_Abs 1 .665
OCB_Altruism and 4.018 9.132 39.471 OCB Al2 .786
Consciousness OCB_All 778
OCB Al3 752
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OCB_Cons 2 .639

OCB _Cons 1 591
OCB_Cons 3 558
PCP_Attendance 3.133 7.120 46.591 PCP_Attend 2 796

PCP Attend1  .690
PCP Attend3  .574

PCP_Info Provision 2.933 6.666 53.257 PCP_Info 3 .842
PCP_Info 4 812
PCP_Info 1 .630
PCP_Info 5 579
OCB_ Sportsmanship 2.084 4.735 57.992 OCB_Sports 1 .819

OCB_Sports 2 796
OCB_Sports 3 739

OCB_Civic Virtue 1974 4486 62479  OCB CV3 774
OCB CV 2 725
OCB CV 1 517
PCP_Co-Production 1692  3.846 66325  PCP _CP3 629
PCP _CP2 617

Note: 1. EV is eigen value, PV is percent of variance and CV is cumulative variance.

2. * Variables are deleted in further analysis

A total of 518 usable survey responses were analyzed in this section. Factor
analysis was used to condense the information contained in these attributes and to
confirm the notion that distinct dimensions existed for FLEs. To assess the validity and
reliability of multi-dimensional constructs, factor analysis and reliability testing were
used. Forty-four items for multidimensional constructs were factor analyzed. Utilizing the
DATA REDUCTION function of the Statistical Package for Social Sciences (SPSS,
2001), an exploratory factor analysis (EFA) was performed on all 44 FLE’s perception
and behavioral responses to determine possible underlying factors. Initially, a Spearman

rank-order, inter-item correlation matrix was calculated for these items.
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To test the appropriateness of factor analysis, two statistics were used to test if the
factor analysis was suitable for this study. First the Kaiser-Meyer-Olkin (KMO) overall
measure of sampling adequacy (MSA) was calculated as 0.931 which is meritorious
(Kaiser, 1974). Since the KMO was above 0.80, the variables are interrelated and they
share common factors. In addition, the communalities range from 0.525 to 0.804 with an
average value above 0.694, suggesting that the variance of the original values were fairly
explained by the common factors. Then Barlett’s Test of Sphericity was conducted,
yielding a significant Chi-Square value in order to test the significance of the correlation
matrix (x°’=12369.121, df=946, Sig = .000). Both tests indicated that factor analysis was

appropriate for this study (Hair, Anderson, Tatham, and Black, 1998).

After the viability of the factor analysis was determined, a Principal Component
Analysis (PCA) with a varimax rotation was completed. The varimax, rather than
quartimax rotation, was adopted, because the investigators expected to find several
dimensions of equal importance in the data. [tems with a factor loading of 0.50 or higher
were clustered together to form constructs and all factors with eigenvalues greater than 1
were retained. This procedure may help to decrease multicollinearity or error variance
correlations among indicators in the confirmatory factor analysis of the measurement
model. Such errors should be avoided as much as possible in structural equation

modeling procedures (Bollen, 1989).

As a result of this procedure, three items regarding the “customer’s assistance”
(PCP_CP 1), “customers’ voice their concern” (PCP_Info 2), and “employee’s enjoyment
on serving” were removed (CO_Enjoy 6). A clean structure with relatively higher

loadings on the appropriate factors was derived. Most variables loaded heavily on one
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factor, reflecting a minimal overlap among factors and showing that all factors were
independently structured. As shown in Table 4, eight stable factors with eigenvalues

greater than one, and explaining 66.3% of the variance, were derived from the analysis.

The contents of the eight factor dimensions were analyzed and named as follows:
customer orientation, work engagement, helping behavior (OCB), attendance (PCP),
information provision (PCP), sportsmanship (OCB), civic virtue (OCB), and co-
production (PCP) (see Table 4). The customer orientation factor had the highest
eigenvalue (6.891), and represented 15.661% of the explained variance. The second
highest eigenvalue was work engagement. This value of 6.458 represented 14.678% of
the explained variance in the sample. The helping behavior (OCB altruism and OCB
consciousness) factor had the third highest eigenvalue (4.018), and represented 9.132% of
the explained variance. The fourth highest eigenvalue was attendance. This value of
3.133 represented 7.120% of the explained variance in the sample. The information
provision factor had the fifth highest eigenvalue (2.933), and represented 6.666% of the
explained variance. The sportsmanship factor had the sixth highest eigenvalue (2.084),
and represented 4.735% of the explained variance. The civic virtue factor had the seventh
highest eigenvalue (1.974), and represented 4.486% of the explained variance. The last
factor was co-production. Its eigenvalue value of 1.692 represented 3.846% of the
explained variance in the sample. The total variance explained by the eight factors was

66.325%.

As shown in the table 4, except CO_Need 6, 11 items of customer orientation
were loaded on one factor. 9 items of work engagement were loaded on one factor too.

According to the previous research, these customer orientation and work engagement
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constructs are multi-dimensional. However, the results showed that both construct are

unidimensional constructs.

The helping behavior factor included 6 attributes related to the altruism and
consciousness. For the altruism aspect, three attributes included in this factor were
“following regulations”, “turn in report in advances”, and “respond promptly.” Three

attributes regarding consciousness were “helping new agents”, “helping those around

me”, and “giving my time to others”

For the attendance aspect, three attributes included were “interaction with
customers”, “direct contact with customers”, and “direct engagement.” The information
provision factor included four attributes which were customers “sharing information”,
“making suggestion”, “offering feedbacks”, and “asking information.” The
sportsmanship factor included the three following attributes: “employee’s complaining”,
“making problem bigger”, and “focusing on negative side.” The civic virtue factor
included three attributes which were “keep up with development”, “focus on helping the
company image”, and “taking risk for improvement for company.” For the co-production

aspect, two attributes included were “customer’s interaction with employee”, and

“involvement in service delivery.”
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4.4 Confirmatory Factor Analysis

Table 5
Standardized Measurement Coefficients and

t-Values Resulting from CFA

Standardized

Construct/Subdimension Item . t-value
loading
Customer Participation
Attendance PCPALI 0.83 20.14
PCPA2 0.71 16.93
Information Provision PCPIP1 0.72 17.80
PCPIP4 0.63 14.88
PCPIP5 0.69 16.85
Coproduction PCPCP2 0.83 20.98
PCPCP3 0.74 18.19
Customer Orientation
Need CON1 0.80 21.81
CON2 0.73 18.90
CON3 0.74 19.46
CON4 0.73 19.12
CONS5 0.80 21.65
CON6 0.84 23.42
Enjoyment COE1 0.81 22.02
COE3 0.81 22.13
COE4 0.85 23.56
COE5 0.76 20.03
Perceived Fit with PCF1 0.82 22.01
Customer
PCF2 0.91 26.24
PCF4 0.82 22.05
Work Engagement
Vigor VG2 0.78 20.11
VG3 0.77 20.03
Dedication DEDI1 0.87 24.77
DEDI2 0.86 24.31
DEDI3 0.82 22.56
Absorption ABSI 0.82 22.00
ABS2 0.78 20.52
OCB
Sportsmanship OCBSI1 0.67 14.25
OCBS2 0.93 18.74
Civic Virtue OCBCV1 0.75 18.81
OCBCV2 0.84 21.75
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OCBCV3 0.66 15.74

Consciousness OCBCl1 0.78 19.27

OCBC2 0.73 17.89

OCBC3 0.65 15.27

Altruism OCBAl 0.74 18.96

OCBA2 0.89 24.63

OCBA3 0.84 22.74

Job Satisfaction JS1 0.88 25.35

JS2 0.98 30.43

JS3 0.93 27.87

Organizational OCl1 0.88 2481
Commitment

0C2 091 26.38

0C3 0.89 25.69

To access the measurement properties of the survey instrument, a confirmatory
factor analysis was conducted to test the adequacy of the measurement model. The
proposed measurement model was estimated by using LISREL 8.54. The adequacy of the
measurement model was evaluated based on criteria of overall fit with data, content
validity, unidimensional analysis, convergent validity, discriminant validity, and

reliability.

According to Anderson and Gerbing (1988), confirmatory measurement models
should be evaluated and re-specified before measurement and structural equation models
are examined simultaneously. Thus, before testing the measurement model, each
construct in the model was analyzed. Items that had a low factor loading less than 0.50
were dropped from the analysis. Information derived from the previous exploratory factor
analysis, reliability test, and confirmatory factory factor analysis of the model constructs
led me to conclude that the eleven items VG1, ABS3, OCBS3, PCPA3, PCPIP2, PCPIP3,

PCPCPI1, COE2, COE6, PCF3, AND PCF5 may be inappropriate for use. Most of these
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items were indicators newly developed by me for the proposed research model. Therefore,
it is possible for these items to have lower factor loadings or high measurement error and
thus lower the constructs’ empirical reliability. As a consequence, I re-specified the

model with these eleven items deleted.

The final fifteen-factor model was then tested with the remaining 44 items. Table
5 shows the measurement properties of all fifteen constructs. All the factor loadings were

fairly high and significant at an alpha level of 0.01.

Using LIREL 8.54, a maximum likelihood confirmatory factor analysis was
undertaken to analyze a ten-factor model and to assess the overall fit of the ten-factor
model. The ten-factor model is composed of PCP, work engagement, CO, PCF,
sportsmanship, civic virtue, consciousness, altruism, job satisfaction and organizational

commitment.

For assessing the goodness-of-fit, chi-square analysis, root mean square of
approximation error (REMSA), comparative fit index (CFI), goodness-of-fit index (GFI),
adjusted goodness-of-fit index (AGFI), and parsimony normed fit index (PNFI) were
performed. The results showed that the chi-squared value for the model is 2835.12 for a
degree of freedom of 797 (p<0.01). The root mean squared error of approximation
(REMSA) is 0.070, the comparative fit index (CFI) is 0.97, and the normed fit index (NFI)

is 0.96. All statistics support the overall measurement quality.

These goodness-of-fit indices were selected because Monte Carlo simulations by Hu and
Bentler (1999) have shown that using a combination of indices such as CFI and RMSEA

achieves a good balance between Type I and Type II error rates when assessing model fit.
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According to their simulations, a CFI greater than or equal to .95 and an RMSEA less
than or equal to .06 are indicative of a good fitting model and these requirements were

met by the hypothesized confirmatory factor model.

4.5 Constructs Reliability and Validity Tests

For assessing the extent to which the measure was free from systematic error, tests
of content validity, unidimensionality, reliability, convergent validity, and discriminant

validity were implemented to assess the goodness of the measure.

4.5.1 Content Validity

Content validity ensures that the measure includes an adequate and representative
set of items describing the concept. The lists of attributes used to measure frontline
employee PCP, work engagement, CO, PCF, organizational citizenship behavior, job
satisfaction, and organizational commitment were selected after (1) an extensive
literature review and (2) a pilot test and asking respondents to evaluate the
appropriateness of the measuring instruments. It was evident that these research

procedures ensured the high content validity of the measurement instrument.
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4.5.2 Dimensionality Test

A scale has to be unidimensional in order to have reliability and construct validity
(Gerbing and Anderson 1988). Multidimensional constructs, which aids with content
validity, are acceptable as long as the scales are unidimensional. When the items of a
scale estimate one factor then the scale is unidimensional. Thus I tested dimensionality
for multi-dimensional constructs (PCP, CO, work engagement, and organizational
citizenship behavior) used in this study. An example of the second-order factor structure

for PCP is shown in Figure 11. All of the other constructs have similar structures.

Figure 11

Second Order Factor Structure of Perceived Customer Participation

Information Co-
Provision Production

Attendance
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Table 6

Results of Dimensionality Test for Multidimensional Constructs

Construct # of Factor Result v*and DF +* Difference Conclusion
RMSEA =0.18
1-factor NFI=0.92
Perceived Solution CFI=0.92 242,77 (149
Cos GFI=0.88
Parttlici ation RMSEA =0.16
P 3-factor NFI = 0.94 15444 (11) 88.33 (3) 3-factor solution
Solution CFI1=0.95 ' p<.01 is more
GFI1=0.92 appropriate
RMSEA = .14
1-factor NFI=0.97
Solution CF1=0.97 14876 (14)
Work GFI1=0.92
Engagement RMSEA =0.15
3-factor NFI=0.97 6.47 (3) 3-factor solution
solution CFI=0.97 142.29 (1) p<.01 is more
GFI1=0.93 appropriate
RMSEA =0.12
1-factor NFI=0.97
solution CF1=0.97 302.18 (35)
Customer GFI1=0.90
Orientation RMSEA =0.12
2-factor NFI =0.97 25.88 (1) 2-factor solution
solution CFI =097 276.30(34) p<.01 is more
GFI=0.90 appropriate
RMSEA =0.41
1-factor NFI = 0.45
solution CFI = 0.46 3932.47 (44
GFI1=0.42
Organizational RMSEA =0.12
”» . 3-factor NFI=0.92
C];tliznsih;p solution CFI=0.93 334.68 (41) 3597.79 (3)
ehavio GFI=0.89
RMSEA = 0.096
4-factor NFI = 0.95 114.61 (3) 4-factor solution
solution CFI = 0.96 220.07(38) p<.01 is more
GFI1=0.93 appropriate

Shown in the Table 6, the three-factor solution for PCP is most appropriate.

Compared to the one-factor solution, the three-factor solution shows a significant y*

Difference. For work engagement, one-factor and three-factor solutions have significant
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differences. The three-factor structure also represents better fit index. Thus the three-
factor structure is more appropriate for work engagement. The results show that a two-
factor structure is more suitable for customer orientation. Last, the 4-factor structure
represents better results for organizational citizenship behavior than results of one-factor
and three factor structure which are suggested in the exploratory analysis (EFA). Thus, in

the structure model, I suggest and analyze OCB as a 4-factor structure.

Table 7

Results of Second-Order Factor Analysis

Construct  Relation Estimation Model Fit Conclusion
PCP PCP — ATT 0.807** NFI = .945, Three sub-dimensions
PCP — INFO 0.989%* CFI =.949, and are appropriately reflect
PCP — COPRO 0.917%* GFI=.921 2" order factor (PCP).
WE WE — VIG 0.994#* NFI =.970, Three sub-dimensions
WE — DEDI 0.9827%* CFI=.972, and are appropriately reflect
WE — ABSOR 0.971%* GFI=.926 2" order factor (WE)
CO CO —- NEED 0.784%* NFI = .966, Two sub-dimensions arde
CFI=.970, and appropriately reflect 2"
CO — ENJOY 0.940%* GFI =.895 order factor (CO)
OCB OCB — SPORT 0.527** NFI= 931 . i .
0.645%% =.931, our sub-dimensions are
8gg_> CCI(\)/ICS 0.814%% CFI=.941, and appropriately reflect 2™
— CON : GFI = .906 order factor (OCB)

OCB— ALTRU 0.711%*

Note: 1. PCP (Perceived customer participation), CO (Customer Orientation), WE (Work Engagement), OCB (Organizational
Citizenship Behavior), ATT (Attendance), INFO (Information Provision), COPRO (Coproduction), VIG(Vigor), DEDI
(Dedication), ABSO(Absorption), ENJOY (Enjoyment), SPORT(Sportsmanship), CIVIC (Civic Virtue), CONS
(Consciousness), ALTRU (Altruism)

2. Estimations are standardized gamma coefficients.

3. ** p<.01, and * p<.05.

To calculate the relationships between first order factors and second order factor, I
fixed 1% measurement item of each first order factor as reference variable and

relationship between 1* first-order factor and second-order factor as 1. Otherwise, I fixed
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the variance of second order factor as 1. Then I can get the estimations for all

relationships between second-order factor and first-order factor.

As shown in Table 7, all of sub-dimension has significant relationship with higher
order factor. For example, attendance, information provision, and absorption, which are
subdimensions of perceived customer participation (PCP), have positive relationship with
higher order factor, PCP. Thus, these three sub-dimensions reflect PCP appropriately. As
the Dwyer and Oh research (1988) suggests, a second-order construct can be used to
combine several related constructs into a higher-order construct using structural equation
analysis. In this study, I analyze multidimensional constructs as second order factor level
except OCB. I can get more understanding on the effect of work engagement on

employee’s behavioral responses by analyzing OCB at sub-dimension level

4.5.3 Reliability of the Constructs

Reliability is the degree of dependability, consistency, or stability of a scale
(Gatewood and Field 1990). Unidimensionality does not provide a direct assessment of
construct reliability. The reliability is assessed in terms of Cronbach’s Alpha. The
reliability coefficients shown in Table 8 are all greater than 0.70, which indicates that the

scales are reliable.
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4.5.4 Convergent Validity

Table 8

Assessment of Reliability and Convergent Validity

Reliability Convergent Validity
Construct NO' of Cronbach’s o Bentler-Bonett A
items
Customer Participation 7 .858 92
Attendance 2 743
Info Provision 3 726
Coproduction 2 757
Work Engagement 8 931 97
Vigor 2 736
Dedication 3 .888
Absorption 3 786
Customer Orientation 10 938 97
Need 6 952
Enjoyment 4 .879
OCB 11 .858 .95
Sportsmanship 2 755
Altruism 3 .863
Consciousness 3 .896
Civic virtue 3 921
Perceived Fit with
Customer 3 .879 .97
Job Satisfaction 3 948 97
Org Commitment 3 921 97

Convergent validity is the extent to which different approaches to measurement of
a construct yield the same results. The most commonly used way to assess convergent
validity is to consider each item in the scale as a different approach to measure the
construct. Convergent validity is checked using the Bentler-Bonett coefficient (A)
(Bentler and Bonett 1980). The Bentler-Bonett coefficient (A) is the ratio of the
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difference between the chi-square value of the null measurement model and the chi-

square value of the specified measurement model to the chi-square value of the null

model. As shown in Table 8, the Bentler-Bonett coefficients (A) for all seven constructs

are greater than 0.90, meaning that strong convergent validity of scale was demonstrated.

4.5.5 Discriminant Validity

Table 9

Comparison between AVE and Square of Correlation

Target Construct 1st Square of the 2nd Square of AVE Discriminant
Correlation the Correlation Validity
PCP .102 (CO) .072(OCBA) 0.547 Obtained
WE 518 (JS) .504 (CO) 0.661 Obtained
co 372 (OCBC) 348 (OCBA) 0.607 Obtained
PCF .372 (OC) .348 (OCBA) 0.723 Obtained
OCBS .048 (OC) .040 (OCBCV) 0.659 Obtained
OCBCV 409 (OCBC) 336 (OC) 0.571 Obtained
OCBC .608 (OCBA) 409 (OCBCV) 0.520 Not obtained
OCBA .608 (OCBC) 336 (OCBCV) 0.682 Obtained
JS 518 (WE) 291 (OCBCV) 0.866 Obtained
ocC 532 (JS) 476 (WE) 0.796 Obtained

Note: 1. Correlated constructs are in parentheses.

2. Square of Correlation coefficients is the completely standardized estimates from the Phi matrix of CFA
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Discriminant validity is the degree to which measures of different scales of the
survey instrument are unique from each other. Discriminant validity exists when the
proportion of variance extracted in each construct (AVE) exceeds the square of the

coefficient representing its correlation with other constructs (Fornell and Larcker 1981).

As shown in Table 10, correlation coefficients are estimated from LISREL 8.54
and all were significant at the .01 level. In addition, all AVE exceed .50, showing
construct validity. The results of the confirmatory factor analysis provided support for the
reliable measurement of the model, which enabled me to go ahead and test the

hypotheses of this study.

I chose the two constructs that have the highest correlation coefficients with the
target construct. Except consciousness of OCB constructs, AVEs of other constructs are
higher than the highest correlation coefficients. Thus discriminant validities of these

constructs are obtained.

AVE of consciousness shows lower value than the highest correlation coefficients
(ave of ocbc =.502 < 608). Thus discriminant validity for this sub-dimension is not
obtained. However, as shown in the dimensionality test results, 4-factor solution shows
better result than 3-factor solution. Based on this, I use four-factor of organizational

citizenship behavior for further analysis.
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Table 10

Measure Correlations, Squared Multiple Correlations and CR

Measures PCP WE (60] PCF OCBS OCBCY 0OCBC OCBA JS ocC SMC CR
Perceived Customer 1.00 0.546 0.855
Participation (PCP)

Work Engagement 0.24 1.00 0.662 0.931
(WE)

Customer Orientation 0.32 0.71 1.00 0.608 0.939
(CO)

Perceived Fit with 0.19 0.64 0.32 1.00 0.723 0.886
Customer (PCF)

OCB Sportsmanship 0.01 0.09 0.26 0.32 1.00 0.660 0.790
(OCBS)

OCB Civic Virtue 0.18 0.60 0.53 0.47 0.20 1.00 0.573 0.798
(OCBCV)

OCB Consciousness 0.22 0.53 0.61 0.58 0.06 0.64 1.00 0.520 0.764
(OCBC)

OCB Altruism 0.27 0.49 0.59 0.59 0.05 0.58 0.78 1.00 0.683 0.865
(OCBA)

Job Satisfaction 0.21 0.72 0.50 0.47 0.00 0.54 0.44 0.40 1.00 0.866 0.951
(JIS)

Organizational 0.17 0.69 0.56 0.61 0.22 0.58 0.54 0.49 0.73 1.00 0.796 0.921

Commitment (OC)

Note: 1. Correlation coefficient is in the matrix.
2. Correlation coefficients are the completely standardized estimates from the Phi matrix of CFA.
3. SMC is squared multiple correlation coefficient.

4. CR is composite reliability.
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4.6 Structural Equation Modeling

Structural equation modeling (SEM) was performed to test the hypothesized
model using LISREL 8.54. SEM is known as latent variable analysis or causal modeling
as it provides parameter estimates of the direct and indirect links between observed
variables. Boxes represent manifest or measured variables, whereas circles indicate latent

or unobserved variables.

The model’s exogenous variables ({n) were measured by X variables. There are
seven indicators used for the construct of perceived customer participation (§1); ten
indicators used for the construct of customer orientation (£2); three indicators used for the
perceived fit with customer (£3). Similarly, the model’s endogenous variables (nn) were
measured by Y variables. Severn indicators measured the construct of employee work
engagement (n1), two indicators measured the construct of sportsmanship (12), three
indicators measured the construct of civic virtue (3), three indicators measured the
construct of consciousness (n4), and three indicators measured the construct of altruism
(m5). Three indicators measured the construct of employee job satisfaction (n6), and three

indicators measured the construct of organizational commitment (n7).

The v, parameters indicate the size and direction of the causal influence from &, to
work engagement (n1). Also, the fn parameters indicate the size and direction of the
causal influence from work engagement (1) to sportsmanship (n2), civic virtue (n3),
consciousness (n4), altruism (n5), job satisfaction (n6), and organizational commitment

(m7). The hypothesized model resulted in a good fit with ¥2=4772.10, p=.00, df =1208,
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CFI = .95, REMSA=.0082, NFI=0.93, and IFI=0.95. All the model-fit indices exceeded

their respective common acceptance levels, indicating that the overall model fit the data.

4.7 Hypotheses and Paths Testing: Part 1

The statistical significance of all the structural parameter estimates was examined
to determine the validity of the hypothesized paths. Table 11 lists the structural parameter

estimates and the hypothesis testing results.

Table 11

Structural Parameter Estimates for Hypothesized Model

Casual Path Hypothesis Sé?)i(ifiggifrftd t-Value A(s;e;ss‘gnse)nt
PCP* —» WE HI1 (-) -0.08 -2.34 Significant
CO - WE H2 (+) 0.52 7.66 Significant
PCF — WE H3 (+) 0.26 3.94 Significant
WE — OCB_S Hé6a (+) 0.20 4.72 Significant
WE — OCB_CV Hé6b (+) 0.68 14.87 Significant
WE — OCB_C Héc (+) 0.19 4.09 Significant
WE — OCB_A Hé6d (+) 0.14 3.09 Significant
WE — JS H7 (+) 0.74 16.10 Significant
WE — OC HS8 (+) 0.73 15.60 Significant

Note: 1. PCP (Perceived Customer Participation), CO (Customer Orientation), PCF (Perceived Fit with Customer), WE (Work
Engagement), OCB_S (OCB Sportsmanship), OCB_CV (OCB Civic Virtue), OCB_C (OCB Consciousness), OCB_A
(OCB Altruism), JS (Job Satisfaction), and OC (Organizational Commitment).
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4.7.1 Results of Testing Hypotheses 1

Figure 12

Comparison between Linear and Curvilinear effect

0.20 (4.71)**
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Note: 1. ¥* p<.01, and * p<.05; Solid line: significant relationship; Dashed line: non-significant relationship.

Hypotheses 1 predict an inverted U-shaped relationship between the frontline
employee PCP (£1) toward employee work engagement (n1). The analytical results

supported Hypotheses 1.

First, to justify the curvilinear relationship between PCP and work engagement,
the linear term and squared term of customer participation are included in the same model.
As shown in the Figure 12, the results show that the linear term of customer participation

has no significant effect on employee work engagement (t=0.05, p >.1), but the squared
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term of customer participation shows a negative relationship with work engagement (t=-

2.16, p<.01),

Thus I can conclude that the relationship between PCP and work engagement is
not a linear but a curvilinear relationship, specifically, the negative sign of this link
represents an inverted U-shaped relationship between customer participation and work

engagement.

H1 was supported (t=-2.34, p<.01), meaning that only an appropriate level of
customer participation was considered as a type of job resource in predicting employee
work engagement. However, an inappropriate level of customer participation (either very
little or too much) can be regarded as a job demand and negatively related with work

engagement.

This result was consistent with the JD-R explanations. The JD-R model posits that
various job demands may lead to resource loss, such as health problems and reduction of
employee energy resources in the form of burnout. On the other hand, job resources may
increase employee well-being and motivation at work (Bakker and Demerouti 2007;

Demerouti et al. 2001).

4.7.2 Results of Testing Hypotheses 2 and 3

Hypotheses 2 and 3 predict a positive relationship between the two exogenous
variables (CO and PCF) toward work engagement. The analytical results supported

Hypotheses 2 and 3.

92



H2 was supported (t=7.66, p<.01), meaning that customer orientation (§2) was
considered a job resource factor in predicting frontline employee work engagement (n1).
This result was consistent with the previous findings (De Jonge and Dormann 2006;

Babakus et al. 2009) that CO serves as a stress coping resource in the JD-R model.

In addition, the results indicate that work engagement (n1) was positively
predicted by employee perceived fit with the customer (£3) as well, which leads to the
acceptance of H3 (t=3.94, p<.01). This result was also consistent with the findings of

Hobfoll (1989) and Schaufeli, Bakker and Rhenen (2009).
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4.8 Hierarchical Moderated Regression

Figure 13

Moderated Effects of CO and PCF

Customer
Orientation
(CO)

H4

Perceived
Customer
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4.8.1 Results of Testing for Hypothesis 4

Hypothesis 4 and 5 in this study are tested using weighted OLS-based hierarchical
regression. Each second-order construct (PCP, WE and CO) is composed as a weighted
summated index of the items that constitute the construct based on CFA. To calculate
weighted summated index, I averaged A(x) and A(y) based on each sub dimension and

multiplied with average sum per subdimension.

The squared term for PCP is entered in Model 2, followed by CO in Model 3. The

interaction term between the squared term for PCP and CO is placed in Model 5.
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Notice that the signs of the regression coefficients for the squared term represent
the direction of curvature produced by the PCP effect on work engagement. In other
words, the regression-coefficient estimate of the quadratic terms for PCP is the key to
whether a relationship is U- or inverted U-shaped. The coefficient of the interaction terms
associated with the coefficient of the squared term describes how the nonlinear
relationship between PCP and work engagement are moderated by CO and PCF. To
reduce or eliminate the bias resulting from multicollinearity, this study followed a
straightforward procedure suggested by Friedrich (1982). One first standardizes the
criterion (work engagement) and the regressors (PCP, CO, and PCF) and then forms the
cross product terms and the quadratic term. The following Tables (Table 12, 13, 14, and
15) present moderated regression analysis results. The variance inflation factors (VIF) for
all coefficient estimates in Model 5 are below the cutoff of 10 (Mason and Perrault 1991),

indicating that multicollinearity does not contaminate the results.

Table 12 shows the moderating effect of CO on the link between PCP squared and
work engagement. The addition of the PCP quadratic terms (Model 2) to the main effects
model (Model 1) increases the R-square by about 0.6 %. The addition of the interaction
terms (Model 3) to Model 5 increases the R-square by 1.8 %. The F-values for the two

incremental R-squared values achieves a statistical significance at the 1-percent level.

The results (Model 2 and 5) show that the estimates for the customer participation
squared term is negative, as expected in the literature. A negative coefficient estimate is
observed in the squared term of PCP (— .048, p < 0.05), indicating that there is a

curvilinear relationship between customer participation and work engagement.
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Table 12

Moderated Effect of Customer Orientation

Variable Modell Model2 Model3 Model4 Model5 VIF
PCP 204 192 022 .035 021 1.149
(4.681)**  (4.355)**  (.620) (.993) (.597)

PCP? -.082 -.043 -.068 -.048 1.148
(-1.871) (-1.242) (-1.928)*  (-1.994)*
CcO 636 624 558 1.824
(17.954)¥*  (17.659) ** (12.327)**
PCPX CO 110 109 1.079
(3.141)**  (3.127)**
PCP*X CO . .108 1.965
(2.292)*
R 042 .048 420 432 438
Adjusted R* .040 045 417 427 432
F-vale 21.915%%  12.763**  121.397**  95123%*%  77.795%%*

Note: 1. ** p <0.01, * p < 0.05.

2. Estimates are standardized coefficients

3. T-values are in parentheses.

4.8.2 Aiken and West Test for Hypothesis 4

As a further aid to interpretation, the nature of the interaction was examined using

the procedure suggested by Aiken and West (1991) in Table 13. This procedure tests for

the significance of regression-coefficient estimates for the PCP squared variable at one

standard deviation above and below the mean of the CO moderator. A nonsignificant

negative relationship was found between customer participation squared and work

engagement (-.207, p > 0.1) at a low level of CO. At a high level of CO, the relationship

between customer participation squared and work engagement was positive and

significant (0.223, p <0.05).
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Table 13

Aiken and West Test for Customer Orientation

Model R’ Adjusted R*  F-value Beta Sig

Overall .013 011 6.80 -114 .009
(-2.608)**

Low CO .043 .030 3.482 -.207 .066
(-1.866)

High CO .050 .039 4.665 223 .033
(2.160)*

Note: 1. ** p <0.01, * p <0.05.

2. T-values are in parentheses.

Figure 14

Slope Analysis for different levels of Customer Orientation
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Note: 1. Dashed line: non-significant relationship.
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4.8.3 Results of Testing for Hypothesis 5

Table 14 displays the extent to which PCF moderates the effects of the squared

terms for PCP on work engagement. The results of Model 5 show that the coefficient

estimates for the PCP squared terms is negative and significant (-.075, P <.05), as

expected in the literature.

After taking the PCF moderating effect into account, the results in Model 5 show

that the coefficient estimate for the interaction term between the PCP squared term and

PCEF is positive and significant ( .127, P <.01). Thus the results suggest that high PCF

strengthens the curvilinear relationship between customer participation and work

engagement, supporting HS.

Table 14

Moderated Effect of Perceived Fit with Customer

Variable Modell Model2 Model3 Model4 Model5 VIF
PCP .197 .184 .108 .120 .119 1.060
(4.565)** (4.228)** (3.011)** (3.345)** (3.340)**
PCP? -.086 -.039 -.047 -0.75 1.148
(-1.979)**  (-1.099) (-2.436)**  (-2.344)**
PCF 577 561 483 1.771
(16.232)**  (15.670)**  (10.484)**
PCP X PCF .093 .086 1.055
(2.611)** (2.407)**
PCP*X PCF 127 1.907
(2.664)**
R .039 .046 .370 378 387
Adjusted R?  .037 .042 .366 373 381
F-vale 20.838** 12.437** 100.351**  77.821%** 64.418%**

Note: 1. ** p <0.01, * p <0.05.
2. Estimates are standardized coefficients

3. T-values are in parentheses.
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4.8.4 Aiken and West Test for Hypothesis 5

Table 15

Aiken and West Test for Perceived Fit with Customer

Model R’ Adjusted R*  F-value Beta Sig

Overall 013 011 6.80 -.114 .009
(-2.608)**

Low PCF .024 .009 1.592 156 212
(1.262)

High PCF 092 .082 9.392 -303 .003
(-3.065)**

Note: 1. ** p <0.01, * p <0.05.

2. T-values are in parentheses.

Figure 14
Slope Analysis for different levels of Perceived Fit with Customer
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Table 15 displays the extent to which employee perceived fit with customer (PCF)
moderates the effects of the squared terms for customer participation squared on work
engagement. The nature of the interaction was examined using Aiken and West's (1991)
procedure. At a high level of PCF (high level of PCF), a negative and significant
relationship was found between customer participation squared and work engagement (—
0.303, p <0.05). At a low level of PCF, the relationship between customer participation

perception and work engagement was not significant (0.156, p > 0.1).

4.9 Hypotheses and Paths Testing: Part 2

4.9.1 Testing Hypothesis 6

In this part, effects of work engagement on frontline employee behavioral and
emotional responses are examined. The finding of this study support H6a, indicating that
the effect of work engagement (1) on employee sportsmanship (n2) is positively
significant (t=4.72, p<.01). Furthermore, H6b, with a significant coefficient (t=14.87,
p<.01), predicts a positive relationship between work engagement (n1) and civic virtue
(n3), suggesting that when an employee perceived a high work engagement, he/she
would be more likely to responsibly engage in behaviors that shows concern for the

company and employee initiative in recommending how the firm can improve operations.

For employee consciousness, H6c was supported (t=4.09, p<.01) and predicts that,
as employees perceive a positive work-related state of mind (work engagement, n1),
behaviors above and beyond the role requirements of the organization-working long days

(n4) will also increase.
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Hé6d is also supported (t=3.09, p<.01), indicating that the effect of employee work
engagement (1) on employee altruism (n5) is significant. Thus, when an employee
perceives high work engagement, his/her discretionary behavior that involves helping

others within the organization with company tasks would positively increase.

4.9.2 Testing Hypothesis 7 and 8

The results of this study suggest that the effect of work engagement (n1) on
employee job satisfaction (n6) is significant (t=16.10, p<.01), which leads to the support
of H7. Thus employees who engage more in his/her work is more satisfied with his/her

job.

Moreover, HS is supported (t=15.60, p<.01), indicating that the effect of employee
work engagement (n1) on organizational commitment (17) is significant. Thus, when
employees perceive more work engagement, their commitment toward the organization

would positively increase.

These findings are consistent with previous research that work engagement helps
employees derive benefits from stressful work (Britt, Adler, and Bartone 2001), and
positively relates to organizational commitment (Demerouti, Bakker, Nachreiner, and

Schaufeli 2001).
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CHAPTER V

DISCUSSION

In the first section of this chapter, the study findings are summarized through the
dynamic characteristics of PCP, psychological process of customer participation
perception and the emotional and behavioral responses of PCP among frontline

employees in bank and insurance services.

The implications of the research findings to exiting theories are discussed in the
second section. The third section of this chapter discussed applications of the study’s
findings in the service operation. Discussion of the limitations of the present study and

suggestions for future study directions are presented in the final section of this chapter.

5.1 Conclusions

The subject of customer participation in service production and delivery has
received considerable attention over the past 20 years. While on the one hand the wealth
of research into this topic has favored the development of numerous analytic perspectives,
it has also brought to light the active role of customers, who are no longer simply present

but rather participate in service co-production.
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Customer participation is provided during the interaction between customers and
customer-contact employees. Thus, frontline employees are beneficiaries of customer
participation and may work as mediators who connect customer co-creating efforts to
positive organizational outcomes. In spite of the importance of the frontline employee’s
role, previous research has focused on the positive results of customer participation from
the customers’ and companies’ sides while the study of the effect of customer
participation on employee attitude and behavior is limited (Bendapudi and Leone 2003;

Marzocchi and Zammit 2006).

Furthermore, previous research has shown inconsistent finding for the effect of
customer participation from the employee’s perspective. For example, Yoon et al. (2004)
suggest that, from the contact employees' perspective, customer participation in a dyadic
interaction encounter is an important human factor that can influence employees' work
efforts and emotional states such as job satisfaction. Thus, customer participation can be

the signal of a relationship investment for a long-term relationship.

On the other hand, Hsieh, Yen and Chin (2004) explain that customer participation
is difficult to manage and represents a source of uncertainty for service providers (Argote
1982; Bowen and Jones 1986) and it increases employee perceived work load and job
stress. Thus, from the employee’s perspective, previous research has shown inconsistent

findings on the effect of customer participation on employee’s perceptions.

Therefore, the purpose of this study is to investigate the effect of customer

participation on employee emotional and behavioral consequences and underlying
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psychological processes. To fill the significant gab in the literature, this study focused on

the following research objectives.

1. When do frontline employees evaluate customer participation as a positive
resource or a negative job demand?

2. What are the unique resources from a frontline employees’ perspective?

3. To what extent do frontline employee’s unique resources (CO, frontline
employee-customer fit) impact the relationship between customer participation
and employee’s work engagement?

4. What are the emotional and behavioral consequences of perceived customer

participation?

5.2 Summary of Finding

This study accomplished all of the objectives listed above. To accomplish these
objectives, hypotheses were formed to test each of the relationships. All measures except
PCF in the study were identified from previous research. These were subjected to
reliability testing prior to hypothesis testing and support for each of measures was found.
After deleting poorly loaded items, the perceived fit with customer (PCF) construct
showed acceptable levels of reliability, convergent and discriminant validity. This
minimized the likelihood of misinterpretation of the hypothesis testing due to invalid or

unreliable measures.

The first objective was a better understanding of the dynamic characteristics of

customer participation from the employee’s perspective. Hypothesis 1 suggested that an
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inappropriate level of customer participation can be regarded as a job demand and
negatively relate to employee work engagement and an appropriate level of customer
participation can be a signal of the customer’s support and increased employee work

engagement.

The results show that the squared terms of customer participation has a significant
and negative effect on work engagement (inverted U-shape) and provides more variance
for explaining work engagement when the squared term is added to the liner term of
customer participation. Thus work engagement is maximized when PCP falls into the
middle of the continuum. If consumers provide the proper level of customer participation
to employees, employee work engagement is enhanced. As a result, findings of this
research support the curvilinear relationship between customer participation perception

and work engagement.

The second objective was to examine the effects of CO and PCF on work
engagement as a unique type of job resource for frontline employees. Hypothesis 2
suggested that increased CO has a positive effect on a salesperson’s level of work
engagement. Hypothesis 3 suggested that the increased employee PCF has a positive
effect on an employee’s level of work engagement. Both of these findings are consistent
with the motivational process of the JD-R model that job resources foster engagement
and concomitant organizational commitment (Schaufeli and Bakker 2004). All of these
findings indicate that frontline employees who have higher levels of CO and perception

of the fit with customers will have higher levels of work engagement.
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I also examined the moderating role of CO and perceived fit with customer (PCF)
in the link between PCP and work engagement. Hypothesis 4 examined the potential
moderating role of CO in the curvilinear relationship between customer participation and
work engagement. The study suggests that at low levels of CO, there is a non-significant
negative relationship between PCP and work engagement. In this study, the relationship
between PCP and work engagement is a curvilinear relationship thus the relationship
should be negative. However, at high levels of CO, the relationship between PCP and
work engagement is a significant positive relationship as shown in Table 13. This finding
suggests that frontline employees who have high levels of customer orientation may
regard an excessive level of PCP as a positive job resource. This finding means that
customer oriented employees are more tolerant of unnecessary customer participation.
Compared to other cases, the high CO case explains the largest variance in predicting
work engagement. This result has important implications for both researchers and

managers that are discussed later in this chapter.

Hypothesis 5 examined the potential moderating role of frontline employee’s
perceived fit with customers (PCF) on the relationship between PCP and work
engagement. Results showed that the relationship between PCP and work engagement is
positively moderated by PCF. The findings also provide that at lower levels of PCF, the
relationship between PCP and work engagement is not significant. However, at higher
levels of PCF, the relationship between PCP and work engagement is significant and
negative as suggested in this study. Furthermore, compared to the overall level of PCF, a

high level of PCF showed a steeper effect of PCP on work engagement. This finding
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suggests that employee’s PCF can have positive effects when dealing with the PCP/work

engagement relationship.

The final goal of this study is to identify the emotional and behavioral responses
of perceived customer participation (PCP). Hypothesis 6 suggested that increased
frontline employee work engagement has a positive effect on employee organizational
citizenship behavior which is consist with sportsmanship, civic virtue, consciousness, and
altruism. For better understanding, I analyzed data at the sub-dimension levels. The
results showed that frontline employees who have higher levels of work engagement are
generally more tolerant with less ideal circumstances and show more concern for the
company and employee initiative. I also found that employees who have higher work
engagement provide more discretionary behavior for the organization and others in the

organization.

The results from hypothesis 7 focusing on the relationship between work
engagement and employee job satisfaction provide an expected picture. The findings
confirm previous researchers’ suggestions (Saks 2006; Schaufeli and Bakker 2004;
Sonnentag 2003). As employee work engagement increases, his/her job satisfaction also
increases. Thus, PCP has indirect effects on employee job satisfaction trough work

engagement.

Finally, hypothesis 8 suggested that increased work engagement has positive
effects on employee organizational commitment. This result is consistent with Hakanen,

Bakker, and Schaufeli’s research (2006). They provided the evidence of a mediating role
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of work engagement between job resources and positive motivational outcomes,

indicated by organizational commitment (Hakanen et al. 2006).

While in the framework of the research model I propose a number of variables and
relationships that might influence frontline employee performance, the study might have
excluded other relevant variables or potential relationships from the tested model. For
example, job satisfaction and organizational commitment are the most frequently cited
predictors of employee organizational citizenship behavior. If I include the links between
job satisfaction and OCB or organizational commitment and OCB, it will increase the
goodness of fit index for the overall model. However, the goal of this research is
identification of internal and external benefits of employee perceived customer

participation instead of relationships among dependent variables.

In summary, the dissertation finds supports for all of the proposed theoretical
arguments related to PCP, work engagement, CO, PCF, and employee’s emotional and

behavioral responses.
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5.3 Implication

Based on the findings of this study, there are implications for researchers and
managers. This section is divided into two parts, theoretical implications and managerial

implications. Theoretical implications focus on the relevance of the study in the academic

field.

For managers, the section on managerial implications discusses the relevance of
the findings to the practice of service management and marketing, and makes

recommendations for managerial actions.

5.3.1 Theoretical Implications

From a theoretical perspective, the present study:

1. Extends and links existing research in the areas of customer
participation, work engagement, customer orientation, perceived fit
with customer, organizational citizenship behavior, job satisfaction,
and organizational commitment using the job resource and demand
model as a theoretical base.

2. Empirically identifies the curvilinear effect of perceived customer
participation on work engagement and explains the reason for
inconsistent findings of previous research.

3. Introduces and operationalizes the new construct perceived fit with

customer
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4. Suggests customer orientation and perceived fit with customer as
unique job resources for frontline employees and examines these
constructs as predictors based on a motivational process and as
moderators based on a strain (energetic) process.

5. Empirically examines the conceptualized relationships in the
theoretical model and supports the internal and external benefits of
perceived customer participation.

This study extends previous research by suggesting the effect of PCP on frontline
employee as a curvilinear effect. The study found a significant inverted U-shaped
relationship between customer participation and work engagement which are important
findings for service marketing. This study was also the first to use the JD-R model in the
area of service employee management. This study was also the first to suggest the
concept of PCF. Further refinement and examination of the PCF scale is necessary, and

this study provides several interesting findings to develop through further research.

Results indicate that PCP, CO and PCF can be viewed as job resources, and the
JD-R model provides a theoretical base in further studying the dynamic effects of

customer participation on frontline employees.

This study introduces a revised scale to measure the level of employee PCP.
Previous studies did not consider and reflect both the positive and negative side of
customer participation simultaneously, especially with respect to excessive levels of

participation, in the measurement anchors.
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The large sample size and high response rate (72.4%) provide a thorough
examination of the conceptualized relationships. This study empirically examined work
engagement as a possible mediating variable in the relationship between customer

participation and employees’ emotional and behavioral responses.

5.3.2 Managerial Implications

From a managerial perspective, the present study provides guidance for service
and sales a mangers looking to manage appropriate levels of customer participation.
From a practitioner standpoint, examining the curvilinear relationships of customer
participation and work engagement is of great importance given the benefits and costs
associated with managing customer participation. This study suggests that FLEs
perceived customer participation does not necessarily enhance economic benefits of
productivity gains by using customers as substitutes for portions of employee labor. Only
the appropriate level of perceived customer participation is positively related with
productivity through enhancing employee work engagement. Low and excessive levels of
perceived customer participation reduce work engagement and it may decrease firm
productivity. Thus, managers should reduce the negative effect of perceived customer
participation on work engagement by increasing FLE’s understanding on customer
participation. As explained previously, customer participation is customer’s voluntary
and valuable behavior and it can be a signal of customer involvement. Thus, if managers

can improve their employees’ attitude regarding customer involvement, then it may
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expand the scope of employee’s perception of customer participation as a job resource,

which increases FLE’s work engagement.

Another finding with managerial relevance involves the direct and buffering
effects of frontline employee’s CO on the relationship between PCP and employee’s
work engagement. Much past research suggests that CO is important for sales and service
employees. This study indicates that employees who have low levels of CO are more
vulnerable to job demands (low and excessive level of customer participation). On the
other hand, frontline employees who have high levels of CO are more tolerant of
demanding works like excessive levels of customer participation. General employees
regarded higher levels of customer participation as workload, however, frontline
employees who have more CO showed more tolerant attitudes toward unnecessary and
excessive levels of customer participation and regarded it as a job resource. Thus, by
monitoring and managing CO levels, managers can reduce the detrimental effects of

inappropriate perceived customer participation.

Results indicate that frontline employees who worked with more suitable
customers are also tolerant of demanding customer participation. From the manager’s
perspective, managing employee’s PCF is not easy to control because they are not able to
organize perceptions of employees and customers simultaneous. However, if mangers
have general information about the customers that they target, they can recruit and place
employees who fit better with their customers. It will increase the positive effect and

decrease the negative effect of customer participation leading to higher performances.
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Finally, this study suggests the internal and external benefit of frontline employee
work engagement. As shown in the results, work engagement is the driver of frontline
employees’ organization and customer focused behavior. Considering the positive results
of work engagement, perhaps most obvious is the suggestion that work engaged workers
should be placed in high-customer-contact positions to magnify not only internal benefits
but also external profit. Of greater concern, perhaps, is the placement of a worker who

has a lower work engagement in a high-contact position.

5.4 Limitation and Future Research

First, this study is limited by its cross-sectional approach. The measuring method
of the survey was based on the participant’s experience. Although the methodology is
well established, participants answering the questions based responses on their memory
which may bias the results. Future research should attempt to conduct a longitudinal
study where the differences in the relationships can be studied at various points in time

providing greater support for causality.

This research did not examine the impact of employee’s regulatory focus, or
manager’s goal orientation on the relationship between customer participation and work
engagement. For example, how do frontline employee’s prevention and promotion focus
influence the link between customer participation and work engagement? Can different
managers’ goal orientations impact the relationship between customer participation and

work engagement?
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The study’s focus is also limited to two specific industries (bank and insurance).
Although, I found that there is no significant difference between these two industries, I
cannot completely rule out the possibility that the results may differ across other
industries. Future research should be directed to look at these relationships across various

sectors of the economy.

Finally, as many customer contact employees take on an increasingly global
presence, this study is limited as all respondents work and live within South Korea.
Future research should examine these relationships in a multi-national context. Distinct
difference may exist between a US sample and the Korean sample used in this study, that

when examined could provide guidance to managers of international sales forces.
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APPPENDICES
APPENDIX A

English Version of Study Instrument

I’'m a Marketing PH.D student at Oklahoma State University and I need your assistance in completing this
questionnaire for a research project. It should take about 15 minutes. Your participation is completely
voluntary and you have the right to quit at any time. You can be assured that your responses will be
reported only in aggregate and therefore cannot be traced. Only the researcher will have access to the data.
Thank you!

Please indicate to what degree your

customers reflect each of the following: Not at all Too much
Customers interact with you. 1 23 45 6 7 89
You have direct contact with customers. 1 2 3 4 5 6 7 8 9
Customers engage you directly. 1 2 3 45 6 7 89
Customers share information with you. 1 2 3 45 6 7 89

Customers voice their concerns when they are
unsatisfied with the service.

Customers make suggestions aimed at
improving the overall quality of service.

Customers offer you feedback about your
service.

Customers ask you for suggestions while
making their service decisions.

Customers assist you during the service delivery
process.
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Customers assist you during the service delivery
process.

Customers interact with you during the service
delivery process.

Customers are involved in the service delivery
process.

Please answer the following questions about
your customers.

My customers usually explain the details of
what they need.

My customers usually behave courteously to
me.

Please answer the following questions about
your company.

My customers usually ask me whenever they
have any questions.

My customers usually ask questions in a clear
and easily understandable manner.

My customers usually listen to my
explanations attentively

My customers usually express appreciation or
praise in regards to the services that I
provided them.

My manager informs me about the sales
activities I am expected to perform.

My manager monitors how I perform required
sales activities.

Please answer the following questions about
your company.

My manager informs me on whether I meet
his/her expectations on sales activities.

My manager readjusts my sales activities
when necessary.
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Strongly
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strongly
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Strongly
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I would be recognized by my manager if [
perform sales activities well.

My manager periodically evaluates the selling
skills I use to accomplish a task (e.g., how I
negotiate).

My manager provides guidance on ways to
improve my selling skills and abilities.

My manager provides guidance on ways to
improve my selling skills and abilities.

My manager assists me by illustrating why
using a particular sales approach may be
effective.

I would be commended if I improve my
selling skills.

My manager tells me about the expected level
of achievement on sales volume or market
share targets.

My manager monitors my performance on
achieving sales volume or market share
targets.

I receive frequent feedback on whether I am
meeting expected achievement on sales
volume or market share targets.

My manager ensures that I am aware of the
extent to which I attain sales volume or
market share targets.

I would be recognized by my manager if I
perform well on sales volume or market share
targets.

Please answer the following questions
about your customers.

My customers have often broken promises
made to me.

My customers have not always lived up to
their end of the bargain.
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My customers have kept their promises to me.

My customers fulfill their obligations to me.

My customers meet the spirit of the contract
in addition to specific terms.

Please answer honestly the following
questions about your thoughts.

At my work, I feel bursting with energy.

At my job, I feel strong and vigorous.

When I get up in the morning, I feel like
going to work.

I am enthusiastic about my job.

My job inspires me.

I am proud of the work that I do.

I feel happy when I am working intensely.

I am immersed in my work.

I get carried away when I am working.

Working with customers is really a strain for
me.

I feel I am working too hard for my customers
because they’re too demanding.

Working with my sales manager directly puts
heavy-duty stress on me.

I feel emotionally drained by the pressure my
sales manager puts on me.

I feel I work too hard trying to satisfy
nonsales employees of the company.
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I feel burned out from trying to meet top
management’s expectations.

Please answer honestly the following
questions about your thoughts.

I have an excessive workload.

There are not sufficient personnel to perform
a required task.

My job places a great number of conflicting
demands upon me.

I am required to attend too many meetings.

I have difficulty meeting performance
standards.

I focus on following rules and regulations at
work.

I focus on completing work tasks correctly.

I focus on doing my duty at work.

I focus on my work responsibilities.

I focus on fulfilling my work obligations.

I focus on the details of my work.

I focus on accomplishing a lot at work.

I focus on getting my work done no matter
what.

Please answer honestly the following
questions about your thoughts.

I focus on getting a lot of work finished in a
short amount of time.

I focus on work activities that allow me to get
ahead at work.

Strongly
Disagree

strongly
Disagree

strongly
Agree

strongly
Agree



I focus on my work accomplishments.

I focus on how many job tasks I can complete.

I try to help customers achieve their goals.

I achieve my own goals by satisfying
customers.

I take a problem-solving approach with my
customers.

I am able to answer a customer’s questions
correctly.

I get customers to talk about their service
needs with me.

I keep the best interests of the customer in
mind.

I find it easy to smile at each of my
customers.

I enjoy remembering my customers’ names.

It comes naturally for me to have empathy for
my customers.

I enjoy responding quickly to my customers’
requests.

I get satisfaction from making my customers
happy.

I really enjoy serving my customers.

I consider myself to be very customer-
oriented.

I think that customer interaction contributes to
my personal development in this company.

I enjoy interacting with customers.
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Customer orientation is one of my personal
goals.

Customer orientation is very important within
my job.

I always have the customers’ best interest in
mind.

I identify strongly with the goals of my
organization.

Continue answer the following question.

My personal goals and the goals of my
organization are very similar.

I don’t care about the goals of this
organization as much as many of my co-
workers do.

The things that I value in life are very similar
to the things that my organization values.

My personal values match my organization’s
values and culture.

My organization’s values and culture provide
a good fit with the things that I value in life.

Business with my customers is one of the best
parts of this job.

I get along well with the customers I work
with on a day-to-day basis.

There is not much conflict between me and
my customers.

I try to care about the goals of my customers
as much as mine.

There is a good fit between my customers’
interests and mine.
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Please evaluate the extent to which each
statement accurately describes how you feel
about your job.

All things considered, how satisfied are you
with your present line of work?

I feel fairly well satisfied with my present line
of work.

I feel a great sense of satisfaction from my line
of work.

I am willing to go the extra mile to work with
my company.

I have a desire to maintain this relationship.

I view the relationship with my company as a
long-term partnership.

I try to actually experience the emotions I have
to show to the customers.

I work hard to feel the emotions that I need to
show to my customers.

I make a strong effort to actually feel the
emotions that I need to display toward my
customers.

I just pretend to have the emotions I need to
display to my customers.

I put on a ‘mask’ in order to display the
emotions my manager wants me to display.

I put on a ‘show’ or ‘performance’ when
interacting with my customers.

Please answer following questions about
your behaviors.

I ask my supervisor how I am doing.
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I ask my supervisor if I am meeting all my job
requirements.

From watching my supervisor, I can tell how
well I am performing my job.

From watching my supervisor’s reaction to
what I do, I can tell how well my supervisor
thinks I am doing.

I regularly monitor my customers’ satisfaction
level.

I pay close attention to after-sales service.

I encourage informal feedback regarding my
services.

I ask my customers to evaluate the quality of
my work and service.

I make efforts to increase regular customers’
loyalty.

I make various efforts to improve my tie with
regular customers.

I really care about keeping regular customers.

Please answer the following questions about your
selling behavior.

I consume a lot of time complaining about
trivial matters.

I tend to make “mountains out of molehills™
(make problems bigger than they are).

I always focus on what’s wrong with my
situation, rather than the positive side of it.

I keep up with developments in the company.

I attend functions that are not required but that
help the company image.

I risk disproval in order to express my belief
about what’s best for the company.
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I consciously follow company regulations and
procedures.

I turn in budget, sales projection, expense
report, etc. earlier than is required.

I return phone calls and respond to other
messages and requests for information
promptly.

I help orient new agents even though it is not
required.

I always ready to help or lend a helping hand to
those around me.

I willingly give my time to others.
Please answer the following questions about

your company

The organization values my contribution to its
well-being.

The organization strongly considers my goals
and values.

Help is available from the organization when I
have a problem.

The organization cares about my well-being.

The organization is willing to help me when I
need a special favor.

The organization cares about my general
satisfaction at work.

Please answer the following questions about

your company
The organization cares about my opinions.

The organization takes pride in my
accomplishments at work.
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The organization tries to make my job as 1 2 3 45 6 7
interesting as possible.

Please answer the following questions about your  Strongly strongly
jobs

! Disagree Agree

I am certain I will have a job at this company 1 23 45 67

a year from now.

I worry a great deal about company 1 2 3 4 5 6 7
downsizing.

I often wonder about my job security. 123 4567
My customers’ level of involvement in the 1 2 3 4 5 6 7

service delivery process is appropriate.

Customers participate an appropriate amount 1 2 3 4 5 6 7
in the service delivery process

Please provide the following background information. Please fill in the blank or circle your
response

1. Your gender? Male 2. What is your age? Less than 25
Female 26-39
40-55

56 and Over

3. How long have you been working in your present
job?

Years Months

4. Including your current job, how many years of full-time sales experience do you
have?

Years Months

5. On average, how much of your annual compensation is?
Fixed salary %

Commission %
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Bonus Award %

Other? () %
Total 100 %

6. What is your job title?

7. Please check your highest education

level

High school Some college College degree
Some grad Master Degree Doctorate
school

If you have questions about your rights as a research volunteer, you may contact Dr. Shelia Kennison, IRB Chair, 219
Cordell North, Stillwater, OK 74078, 405-744-1676 or irb@okstate.edu

Researcher: Jaewon Yoo (jaewon@okstate.edu) 614-804-0304 (US), 02-906-7318 (Korea)
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APPENDIX B

Korean Version of Study Instrument
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Proposal Title: Dynamic Characteristics of Customer Participation: Based on Job
Deimands and Resources Madel

Reviewed and Exempt

Processed as:

Status Recommended by Reviewer{s): Approved Protocal Expires: 6/8/2011

Principal

Investigator(s):

Jaswon Yoo Gary Frankwick

2005 5. Devin Lea St 312 College of Business
Stillwater, OK 74074 Stillwater, OK 74078

The IRB application referenced above has been approved. It is the judgment of the reviewers that the
rights and welfare of individuals who may be asked to participate in this study wili be respacted, and that
the research will be conducted in a manner consistent with the IRB requirements as outlined in section 45
CFR 46.

|}Q The final versions of any printed recruitment, consent and assent documents bearing the IRB approval
stamp are attached lo this letter. These are the versions that must be used during the study.

As Principal Investigator, it is your responsibility to do the following:

1. Conduct this study exactly as it has been approved. Any modifications to the research prot
must be submitted with the appropriate signatures for IRB approval.

2. Bubmit a request for continuation if the study extends bevond the approval period of one calendar
year. This continuation must receive IRB review and approval before the research can continye.

3. Report any adverse events to the IRB Chair promptly. Adverse events are those which are
unanticipated and impact the subjects during the course of this research; and

4. Notify the IRE office in writing when your research projec: is complete.

ol

Please note that approved protocols are subject to monitoring by the IRB and that the IRB office has the
authority to inspect research records associated with this protocol at any time. If you have questions
about the IRB procedures or need any assistance from the Board, please contact Beth McTernan in 219
Cordell North (phone: 405-744-5700, beth.mcternan@okstate. edu).

Sincerely,

M N Korpnon
Shelig Kennison, Chair
Institutional Review Board

158



VITA
Jay Jaewon Yoo
Candidate for the Degree of
Doctor of Philosophy

Thesis: DYNAMIC CHARACTERISTICS OF CUSTOMER PARTICIPATION:
BASED ON JOB DEMAND AND RESOURCE MODEL

Major Field: Marketing
Biographical:
Education:

Completed the requirements for the Doctor of Philosophy in Business
Administration at Oklahoma State University, Stillwater, Oklahoma in May,
2011.

2000-2004 Doctor of Business Administration, Hanyang University

1998-2000 Master of Business Administration, Hanyang University

1996-1998 Bachelor of Business Administration, Hankuk University of Foreign
Studies

1990-1996 Bachelor of English Language and Literature, Kunkuk University

Experience:
2007-2011 Graduate Research Assistant, Oklahoma State University

Professional Memberships:
Member, American Marketing Association, 2007-Present
Member, Academy of Marketing Science, 2007-Present



Name: Jay Jaewon Yoo Date of Degree: May, 2011
Institution: Oklahoma State University Location: Stillwater, Oklahoma

Title of Study: DYNAMIC CHARACTERISTICS OF CUSTOMER PARTICIPATION:
BASED ON JOB DEMAND AND RESOURCE MODEL

Pages in Study: 158 Candidate for the Degree of Doctor of Philosophy
Major Field: Marketing

Scope and Method of Study: Based on a Job Demands-Resources (JD-R) model, this
study advances and empirically tests a conceptual model proposing the
relationship between perceived customer participation (PCP), frontline
employee’s work engagement and employee’s job performance (job satisfaction,
organizational commitment, and organizational citizenship behavior). This study
suggests an inverted U-shaped relationship between perceived customer
participation and work engagement. In this research, customer orientation (CO)
and frontline employee-customer fit (PCF) are suggested as moderators. As a
personal resource, CO has direct effect on work engagement. As an environment
resource, PCF also show positive relationship with work engagement. Based on
the JD-R model, CO and PCF enhance the positive relationship and buffer the
negative relationship between frontline employee PCP and work engagement.
Internal and external benefits of frontline employee’s work engagement are also
investigated.

Findings and Conclusions: The findings suggest the dynamic characteristics of customer
participation and confirm the need for job demands-resources model as a
background theory when one attempts to link frontline employee’s perception
about customer participation on his/her work engagement. Results also support
the larger moderating effects of CO and frontline employee-customer fit in the
inverted U-shaped relationship between employees’ perceived participation and
work engagement. Based on these findings, managerial and research implications
are offered at the conclusion of the dissertation.

ADVISER’S APPROVAL: _Gary L. Frankwick




