-nn\n

FRERRPELR AP S 542
W A A2 e B AR R 2 M

The Relationship between the Perception of Consumerson Experiential Marketing and
Consumer Price Sensitivity

T T A AR s
-4 % 1 NSC 96— 2416—H—034—007—
HGEHAm: 96 =8 1 px 97 & 71 31 p

PEAEpET
ERiiFr IMEZ
PEEEAOR D ERREET

*1‘+

R Y FICF LRI S EE S CORE Y

RS X F S 5 SRR
(R $4 E2- §

(AL B B LAY w1042 -
D’@ngﬁéé~ﬁﬁ%£%%1%¢§—@
OR% & EF ARG P EHEE - &

o+
\
\_.
faie
e
\1
X
e
W

R X 4 WEAABTETYE
21
F
x

HFHE P e TL*?]}X]?{’/}%



BXRARGBEET R P REOEEROGY 2GR L TR R
(New Public Management)Ag &t i & 2 A 22 p 42— o Tt > B fRAR £ B 5o -
IREAET T LS R 12 3 FE R - BE R g e ﬁ?“%‘”’”i
THCEARIIFEAN MM L g end d TRHIRILM A | 21 ivd §
AT R BIFE R TAEEF BRI TR 2 M e B2 T3 r A
Berai R R 11 Fh i SRERF2 - o TR RLL AT Bk
BLP R R A AR o BF - BRER AL AERREE R
T LR - B TAEEA LA § 5 5 ) (Customer-as-Supervison) £ # o 2
BAFTURRAG  TE TR ELA MR ~ E R 2 L RR S RR o F
*~%@T’%;gwu'gnﬂgagrwﬁjﬁr*% OB HG o ¥ BRI
L=y ﬂ} - PFEATERZEA O HHEER I T M RHER S TUFHET
Fik TR o AT B R T ’éﬁ'gi w2 Tl FR@ iz aivir kg
RARM o Bt ARFETRERNTAEFL L 2 54, -

Mot D BEE S8~ HNAF CEEPREL R AFE L 2R

The Impact of Customer-as-Supervisor on the Job I nvolvement of Public Employees

Existing literature on the impact of growing customer participation in the production of
goods and services has largely focused on managing customers as partia employees or
co-producers for economic reasons and on customers’ psychological responses to
participation. Little attention has been given to the potentia supervisory roles participative
customers can play and employees’ potential psychological reactions to such behaviors.
This study proposes that participative customers can act as external supervisors and
stimulate contact employees’ job involvement. Job involvement has been shown to be
significantly related to employees’ work behaviors, job attitudes, and psychological, socia,
or physical illness. The study first conducted a qualitative analysis which reveals that
participative customers can be perceived by contact employees as externa supervisors
because of challenge and supportive behaviors. Two scales with adequate reliability and
validity for the two behaviors were obtained. Then an empirical study showed that both of
the customer supervisory behaviors are positively and significantly related to contact



employees’ job involvement.

Keywords. Customer Participation, External Supervisors, Customer Challenge Behavior,
Customer Supportive Behavior, Job Involvement

I ntroduction

Little is known about the effects customer participation has on employees’
psychological costs, such as job involvement. Job involvement and work alienation are
polar opposites. Employees become more involved in a job when they perceive the
potentiality of the job for satisfying their salient psychological needs (Kanungo 1979, 1982).
Building on Schneider and Bowen’s (1995) ideas that, in service encounters, customers often
intend to perform as substitutes for leadership, and influence employees more immediately
than their direct superiors, due to several physical and psychological reasons, we propose
that the phenomenon of participative customers as external supervisors is related to
employee job involvement, since supervisory behaviors have been shown to be a key
antecedent variable of job involvement (Brown 1996). If this is the case, then customer
participation can lead employees to be more job involved and reduce the psychological cost
of organizations in terms of employees’ work behaviors, job attitudes, and psychological,
socia, or physical illness (Brown 1996).

In this study, we first operationalize and develop a measure for the
participative-customer-as-external-supervisor construct in the customer participation context
since no such measure exists in the literature (for readability, throughout the remainder of the
article participative-customer-as-external-supervisor will be referred to as “PCES”).
Accepted psychometric testing procedures (Churchill 1979; Gerbing and Anderson 1988;
Nunnally and Bernstein 1994) were conducted to test the reliability and validity of the PCES
measure developed in this study. We then infer and investigate the relationship between
PCES and employee job involvement. We conclude with a discussion of the theoretical and
practical implications of this study.

Sudy 1: Development of participative-customer-as-exter nal-super visor
(PCES) measure

Accepted psychometric procedures (Churchill 1979; Gerbing and Anderson 1988;



Nunnally and Bernstein 1994) were followed to develop a PCES scale, using tax collectors
of al the 36 tax collection offices of the National Tax Administration of Taipei (NTAT) and
the Taipel Revenue Service (TRS) as the source of data collection. Using Schneider and
Bowen’s (1995) conceptualization of substitutes for leadership, which consists of task
guidance and good feelings, as a starting point, two focus group interviews were conducted
to determine if there are any other constituents of the PCES construct and the content of any
such constituents.

Various statements about critical incidents related to the PCES construct were extracted
from the transcripts of the focus group interviews. For generaizability purposes, the
researchers listed together those statements that seemed to be duplicate or similar, and
anayzed the core concept underlying each statement group. We then generated a generdl
statement that represents the underlying concept but does not contain any specific incident.
This process resulted in six different statements, which are presented in Table 1.

To explore the dimensionality and to pretest for the reliability and validity of the PCES
construct, we arrayed the six items in a randomized order in a pretest questionnaire. A
self-administered mail survey was conducted by randomly contacting 8 tax collectors of each
of the 36 tax collection offices (i.e. the data collection source for the focus group interviews
at the PCES conceptualization stage) through intra-organizational mailing systems.

The results of the reliability and dimensionality assessment, and convergent and
discriminant analyses show that there are the PCES is a two-dimensiona scale which
comprises customer supportive behavior and customer challenge behavior (see Table 1).

Sudy 2: Hypothesis Development and Testing

The results of the pretest study reveal the PCES scale to be multidimensional. PCES
represents two factors that are quite easy to identify. We conclude that the first factor
appears to represent the perceptions of employees regarding customer challenge behavior.
The challenge behavior includes arguing and challenging tax audit results with appropriate
knowledge of the service a customer is entitled to obtain, making the tax collector
identifiable by making continuing and repeated requests to the same tax collector, and giving
concrete performance appraisals on the tax audit outcomes of the tax collector. Therefore,
we name the first factor customer challenge behavior. The second factor appears to
represent issues of good feelings, and the degree to which customer behavior can be
characterized as friendly and considerate of the needs of tax collectors. We conclude that
this construct reflects the concept of supportive leadership defined by House and Dessler
(1974) and name the second factor customer supportive behavior. In the following, we



infer the relationshi ps between these two variables and job invol vement.

Table 1 Confirmatory Factor Analysis and Cronbach’s « for Subsample 2 in the

Pretest Study
Confirmatory Factor Analysis
Factor 1 — Customer Challenge Behavior A Estimate t-value
1. Taxpayers apply appropriate tax regulationsin
arguing and challenging tax audit results. .64 9.60

2. One of the mgjor sources of my job stressis
continuing and repeated requests from the

same taxpayers. 4 5.84
3. Taxpayers give me concrete performance

appraisals on my tax audit results. 48 5.61

1’ .00

d.f. 0

p-value .00

GFlI 1.00

AGFI

RMSEA .00

NFI 1.00

AIC .00

Cronbach’s « .76

Factor 2 — Customer Supportive Behavior

1. Taxpayers are willing to accept my suggestions

and make consequent changes during tax

audits. 45 7.80
2. Taxpayers are polite and friendly. a7 19.25
3. One of the major sources of my job satisfaction

IS taxpayers’ positive performance appraisals

on me. .29 454
2’ .00
d.f. 0
p-value .00
GFI 1.00
AGFI
RMSEA .00
NFI 1.00
AlIC .00
Cronbach’s « .66

d.f., degree of freedom; GFl, goodness of fit; AGFI, adjusted goodness of fit; RMSEA, root
mean square error of approximation; NFI, normed fit index; AIC, Akaike information criterion.



Objective job characteristics affect employees’ perceptions and experiences of their jobs,
and hence their attitudes and behaviors toward jobs (Hackman and Lawler 1971). It has
been shown that the way jobs are designed is an important factor in determining employee
job involvement, and that stimulating employee job involvement through job characteristics
isasubstantial determinant of competitive advantage for firms (Lawler 1992; Pfeffer 1994).

Among the job characteristics, skill variety, task identity, and feedback have al been
shown to be capable of increasing job involvement significantly, in that they make jobs more
interesting, meaningful, and challenging (Brown 1996). The job characteristic of skill
variety challenges employees to use different skills and abilities which they personaly value
in doing the work. Task identity is characteristic of ajob that |leads employees to perceive
that they have accomplished something of importance on their own. Feedback is the degree
to which employees obtain information as they are working about how well they are doing.
These significant job characteristics are the elements of job enrichment and job enlargement
programs which are aimed at providing employees with more generally meaningful and
chalenging, instead of simple, routine, and standardized, jobs to employees, and are hoped
to increase employees’ positive attitudes toward work and profitability of the firm (Hackman
and Lawler 1971; Hackman et a. 1975). Existing literature has shown that simplified,
nonchallenging jobs often result in employee dissatisfaction, in worker aienation (i.e., less
job involvement), and in increased absenteeism and turnover (e.g., Argyris 1964; Brown
1996; Herzberg, Mausner, and Snyderman 1959).

In this study, the customer challenge behavior variable seems to be a measure of the
degree of skill variety (i.e, citing appropriate regulations in responding to taxpayers’
challenge to tax audit results), task identity (i.e., handling continuing and repeated requests
from the same taxpayers), and feedback (i.e., concrete performance appraisas from
taxpayers) provided by taxpayers. Using the preceding as a basis, the following hypothesis
is advanced.

Hypothesis 1. Customer challenge behavior is positively related to employee job
involvement.

Supportive leadership (also referred to as leadership consideration) has been shown to
be positively and significantly related to job involvement (Brown 1996). In House and
Dessler’s (1974) perceived leadership behavior scale, supportive leadership is measured
using 10 items to reflect the concepts that leader behavior is friendly and approachable, and
considerate of the needs of subordinates. In this study, the customer supportive behavior
seems to represent these concepts in that the friendliness and approachableness concept can
be measured by item 2 (i.e. the politeness and friendliness of taxpayers) and item 3 (i.e.
taxpayers’ positive performance appraisals) in the scale, and in that the consideration



dimension can be measured by item 1 (i.e., taxpayers’ willingness to accept tax collectors’
suggestions and make consequent changes during atax audit). Thus,

Hypothesis 2: Customer supportive behavior is positively related to employee job
involvement.

A hierarchical multiple regression analysis (Cohen et al. 2003) was conducted to test the
hypotheses. The analysis results are shown in Table 2.

Table2 Hierarchical Multiple Regression Analyses Predicting Job Involvement

Criterion variable: Step 1 Step 2
Job involvement B t-value B t-value
Explanatory variable:
1. Protestant work ethic 0.26 6.64***  0.21 5.41 ***
2. Skill variety 0.11 279*** 012 2.97 ***
3. Task identity 0.07 1.56 0.09 2.05**
4. Feedback 0.11 2.39** 0.08 1.80*
5. Leadership participation-consideration 0.14 347***  0.17 431 ***
6. Customer challenge behavior 0.19 5.00 ***
7. Customer supportive behavior 0.10 2.52**
R? 0.1686 0.2155
Adjusted R? 0.1612 0.2057
F-value 22.95*** 22.13***
Increasein adjusted R? 0.1612*** 0.0445* **

a Leadership participation-consideration, resulted from combining the variables of
leader ship consideration and |eader ship participation.
Note: * p<0.1; ** p <0.05; *** p <0.01.

In the first step, job involvement was regressed on Protestant work ethic, skill variety,
task identity, feedback, and leadership P-C. As expected, on the basis of the empirical
findings in the existing literature, this model is statistically significant (F=22.95, p <0.01),
with a coefficient of determination adjusted for degrees of freedom (adjusted R?) of 0.1612.

In the second step, customer challenge behavior and customer supportive behavior, the
two focal explanatory variables of the study, were entered into the equation. The new
equation is significant at the 0.01 level (F =22.13). The adjusted R? is 0.2057, which is
larger than that obtained in the fist step by 0.0445. This increment was shown to be
significant at the 0.01 level using a partial F-test (F=15.80, numerator degrees of freedom
df1=2, denominator degrees of freedom df2=564) (Cohen et a., 2003), and is attributable to
the two explanatory variables of customer challenge behavior and customer supportive



behavior, when the effects of the other explanatory variables in the equation on job
involvement are controlled for. The variable of customer challenge behavior is positively
and significantly related to job involvement ( 5 =0.19, t=5.00, p<0.01). This suggests that a
higher degree of customer challenge behavior results in a higher tax collector perception of
job involvement, which supports hypothesis 1. The regression coefficient of customer
supportive behavior is positive and significant (5 =0.10, t=2.52, p<0.05), thus supporting
hypothesis 2.

Conclusion and discussion

The development over the last decade of marketing theory has prompted an exploration
of the role of customer participation in both goods- and service-based transactions
(Bendapudi and Leone 2003). What is new for many organizations is the trend of more and
more emerging customizing consumers acting as active co-producers instead as a passive
audience (Bendapudi and Leone 2003; Firat and Venkatesh 1995; Wind and Rangaswamy
2000). In response to this trend, not only should organizations use customer talents and
resources to increase customers’ quality perceptions and satisfaction, and hence to foster
organizational competitive advantage (Lengnick-Hall 1996; Lovelock and Young 1979;
Schneider and Bowen 1995), but also explore the role that customizers (Firat and Venkatesh
1995) can play while they are interacting with employees to understand the possible
psychologica impacts of customer participation (Bendapudi and Leone 2003; Prahalad and
Ramaswamy 2000). Kelly, Donnelly, and Skinner (1990) have suggested that customers be
treated as partial employees to dlicit their technical and functional quality input to the
production process. Lengnick-Hall (1996) suggests that customers may influence quality
by acting as co-producers. However, these studies are conceptual in nature. Further, the
psychologica consequences of customer participation have received little attention
(Bendapudi and Leone 2003; Song and Adams 1993).

In this study, we propose that participative customers can also play an additional
important role as external supervisors, and that such externa supervisory behaviors are
positively and significantly related to contact employees’ job involvement. The results of
the focus group interviews conducted in this study show that participative customers (i.e.,
taxpayers in this study) are perceived by contact employees as external supervisors in two
ways. On one hand, if customers challenge the work outcomes of contact employees with
appropriate expertise regarding the service they are to obtain (tax audits in this study), if they
make contact employees identifiable by making continuing and repeated requests to the same
contact employees, and if they can give concrete performance appraisals regarding the
outcomes obtained by contact employees, then the employees, being in this kind of



interaction with participative customers, will perceive that the participative customers are
behaving as supervisors. On the other hand, participative customers can also play arole as
supervisors if they provide good feelings contact employees needs by accepting suggestions
from the contact employees and making consequent changes, being polite and friendly, and
giving positive performance appraisals, and hence making the contact employees feel
supported.
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