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Abstract

The purpose of this thesis is to build a model of performance based on customer

value-defined market orientation, and which includes customer service (exchange process)

and customer retention (business performance). This thesis examines the nature of market

orientation, and its impact on customer satisfaction and customer retention in the service

sector. The problems identified from a review of existing major market orientation

constructs and the advantage of including customer value in relation to market orientation

provide a conceptual basis for incorporating customer value into the market orientation

construct.

Narver and Slater's (1990) market orientation construct is used as a basis for the

development of this customer value-based market orientation (CVBMO) construct, and an

integrated model is proposed. Customer value is defined based on previous theoretical and

empirical studies relevant to the current research purpose. In addition, both the firms' and

the customers' views are involved into the development of the construct in order to close

the gaps identified in past studies and to better reflect the conceptualisation and the real

effect of market orientation.

By both qualitative and quantitative methods, this study explores the nature of

market orientation and examines the potential of the CVBMO construct to better predict

relevant performance indicators such as customer retention. The fieldwork was conducted

in å retailing context in Taiwan. A qualitative pilot study was conducted first to identify the

possible dimensions/components of the construct from both perspectives of firms and

customers. Then, a large-scale fieldwork was conducted for collecting matched response

data from firms and customers and testing the proposed model.

By using structural equation modelling, this study confirmed the theoretical assertion

of the pivotal role of customer value in market orientation. Significantly, this study

empirically supported the proposed model in terms of validity and reliability. Testing the

theoretical model supported all a priori hypotheses.

This research therefore contributes to the field of Marketing by conceptualising a

customer value defined market orientation for customer service as having three dimensions,

by developing scales to measure these dimensions and, by developing a predictive model

of customer retention in a competitive retail industry. In addition, the model of customer

retention identified in this thesis provides evidence of the importance of management

support for service employees' service performance. Most importantly, it indicates that

service providers should attempt to manage customer satisfaction and perceptions of value

as they are directly related to customer retention.

Keywords: market orientation, customer value, customer retention, dyads, retail
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Chaptel l. Introduction of the Current Research 1

Chapter 1. Introduction of the Current Research

1.1 Background to the StudY

Loyal customers are the lifeblood of an organisation, regardless of its scale and business scope. ln

order to maximize business profit, it is critical to keep a customer with "ultimate loyalty'' (Oliver'

lggg). For this reason, it is vital for any organisation to strive to keep loyal customers as long as

possible. This is the reason behind the popularity of customer loyalty progams developed by

marketing practitioners, and that of data mining technique used by researchers for identifying loyal

customers. yet, despite efforts for attracting and retaining customers, customer attrition exists for

every organisation. In the case of retailing, the blooming stores coexist with declining ones on high

street. According to Iævitt (1960), based on his observation of several large American

manufacturers, such variation is due to the existence, or non-existence, of a market orientation.

Market orientation has dominated marketing thought for decades since its early conceptualisation

by Johnson and Jones (1951) and Irvitt (1960). This concept has long been advocated by many

scholars (e.g., Kotler, 1977; Webster, 1988; Jaworski and Kohli, 1993; Slater and Narver, t994a;

Sheth, Sisodia, and Sharma, 2000). Previous researchers in the market orientation area have made

a great contribution to our knowledge of successful business operations (e.g. Day and Wensley,

1988; Day, 1990; Hooley et al., 1990). However, empirical findings suggest that the

implementation of market orientation does not guarantee business profit (e.g', Kohli and Jaworski,

1990; Nar.¿er and Slater, 1990; Slater and Narver, I994b; Pelham and Wilson,1996 cf. Workman,

1993; Cahill, et al., 1994; Atuahene-Gima, 1995; Greenley, 1995a,1995b)' As a result, the impact

of market orientation on business performance remains unclear.

The uncertain relationship between market orientation and business performance calls for an

investigation of the original market orientatioq construct. The discrepancy in empirical findings

may stem from a variety of reasons. In order to explore and resolve these problems, it is necessary

to undertake an examination of exisúng market orientation constructs as well as of other relevant

theories.

As consumerism becomes more intemationally (Dixon, 1992), consumers' views are

þ99oming 
more important for any business.

increasing interest for scholars as well as

Hence, customer value is an emerging concept of

practitioners. Previous studies have pointed to the

importance of customer value for exploring the reality of business world. For example,

discovering, designing, and delivering customer value is regarded-¡s the main theme-underlylÂ&

- 

+

the business functionì of all rn'¿rkeroriented orEanisations (e.g., Slater and Narver, 1994a, 1998,

2000; Cadogan and Diamantopoulos, 1995). Moreover, the best mean to win loyal customers is to

deliver customer value when the exchange is undergoing (lMeinstein and Pohlman' 1998)'

Therefore, the concept of customer value provides a useful theoretical link for examining the

relationship between market orientation and business petformance.



2 Chapter l. lntroduction of the Current Research

1.2 Objectives of the Study

The focus of this study is to examine the link between market orientation and business
performance (or more specifically, customer retention), gsr$ thq*gorç.9p-!_-o_f_-slggJdugto

{.fi1"-!k-çgA$I$rqt.q{ Te$et o¡ig1¡!41!o¡, Specifically, this study is aimed at revealing rhe narure
of market orientation by developing a customer value based market orientation
construct more capable of capturing the essence of market orientation. whilst the marketing
literature has recognized the pivotal role of customer value in consolidating the construct of
market orientation, little effort has been made to date to weave the components of the concept
customer value into the market orientation construct.

Such a CVBMO construct should be formulated on the basis of customers' perceived value in the
exchange process. Although the term 'market orientation' implies putting an equal weight on
customers, competitors, and organisations, most researchers have paid more attention to
organisational aspects in their study of market orientation. According to previous researchers ri¡ho
have emphasized that the development of ma¡ket orientation should involve customers'
viewpoints (e.g., Bolton and Drew, 1991; Deshpandé et al., 1993; Nwankwo, 1995; Chang and
Chen, 1998), a market orientation construct involving Euqtgfngl*pgçglrtionrcrf valqgshould be
more effective in revealing the real impact of market orientation upon business performance.

In addition, the most challenging suggestion emerging from the literature on market orientation is
that an organisation ought to continually create superior customer value (Narver and Slater, 1990).
However, with what means and in what context customer value can be created remains to be
explored. Customer value appears inappropriately fitted into the existing market orientation
consfiuct and this restrains its potential for benefiting market orientation. A clear definition and
specification of customer value is therefore needed.

In the curent between CVBMO and business performance is examined

i1 a retailtng context.,Previous research has mainly focused on examining the effect of market
orientation in the manufacturing setting. An examination of the consequences of implementing
market orientation in a context, such as retailing, may enhance the
comprehension of the effects of market orientation.

Based on the above discussion, the research purposes for this study are as follows:
(1) To incorporate the concept of customer value into market orientation;
(2) To examine empirically the advantage of implementing market orientation for an

organisation; and

(3) To investigate the impact of customer value-based market orientation on headquarters,
service employees, and the ultimate customers in a retailing context. An emphasis is placed
in this study on the interaction between seruice employees and customers in order to explore
the practical avenues for enhancing customer retention.



Chapter 1. Introduction of the Curlent Research 3

1.3 Focal Research Questions

The focal research questions for the current study are:

What are the dímensions of mørket orientatíon? Is a customer-centric construct of

market oríentatíon better able to predictbusiness pedormønce?

Indeed, given that a customer-centric thinking is at the core of market orientation, what is the

underlying structure that captures such an orientation? Figure 1 is a diagrammatic representation

of problems with existing market orientation constructs. Though some scholars in this area have

recognized the importance of customer-centric thinking as the core of market orientation (e'g''

Narver, Slater, and rietje, 1998), existiqågrgäur-rgp- 9lqy5"\9lo19ntgJlonco¡structs 
have failed to

5!*-çuttomervalqe'

Figure 1.1 The Problems with Existing Market Orientation Construct

GAPl

Existing
Market Oriçntation

-Business Performance

RelationshiP:
UncertaintY

Customer-centric
Thinking:

The Core of Market
Orientation

Existing
Scale DeveloPment of
Market Orientation:

Incapable ofreflecting
Customer-centric

Thinking GAP2

This shortcoming, GAP 1, suggests the inadequacy of existing market orientation measures' In

order to effectively appraise the effect of delivering customer value in mæket orientation practice'

an emphasis of customer-centric thinking in the subsequent development of market orientation

research is needed. The major concem is how to improve existing market orientation constructs to

reflect more accurately the 'true' nature of market orientation. In addition, existing developments

of market orientation theory remain strongly biased in favour of the supply-side (i'e'' the

organisational perspective on market orientation), and ignore the demand-side (i'e', the customers'

perspective on market orientation). Yet, both sides play essential roles in a transaction' As such' the

real effects of market orientation can only be reflected by including the views of both parties on

market orientation.

Furthermore, GAP 2 reflects the problem of the uncertain relationship between mæket orientation

and perfomance relationship in existing market orientation studies. To inquire thoroughly into this

problem, tracing the development of market orientation is essential. This involves reviewing the

evolution of market orientation from its origin as well as its current development' The theoretical

and methodological concems should be emphasized for a fuller exploration'

These theoretical gaps in market orientation remain to be filled' Filling GAP 1 may allow the

discovery of the real effects of market orientation and address the further gap, GAP 2' which

reflects the uncertain market orientation-business performance relationship. The contribution of
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customer value to the market orientation construct as stated previously should allow us to frll both
these gaps' The approach adopted in this thesis, of embedding customer value in the market
orientation construct, should enable this research to investigate both of these gaps and to provide a
solution to the problems identihed with existing market orientation constructs.

1.4 Strategy, Method, and Scope of the Study

This study aims to build a model of performance based on a customer value-def,rned market
orientation' which includes customer selice (exchange process) and customer retention (business
performance). In the light of the problems identified from the review of existing market orientation
constructs and of the advantage of using customer value in relation to market orientation, a market
orientation construct including the concept of customer value is proposed. The emphasis of this
study is on examining the nature of market orientation, and its impact on customers' satisfaction
and customers' retention in the service sector. The empirical examination of this model is
undertaken in the retail industry The outcome of this model is then revealed through the
performance index of customer retention.

In the development of this proposed CVBMO construct, Narver and Slater's (1990) market
orientation construct is used as a basis onto which the customer value concept is incorporated and
the integrated model developed. Customer value is defined based on previous theoretical and
empirical studies relevant to the current research purpose. The two gaps discussed previously
suggest that existing market orientation measurements are unable to reflect accurately or
comprehensively the conceptualisation of market orientation, and therefore, to reveal its real effect.
Given these two gaps, this study involves both the firms' and the customers, views into the
development of the construct. In addition, previous studies of market orientation inferred the
pivotal role of customer value in consolidating the market orientation construct and made
unverihed theoretical assertion about the importance of customer value for market orientation.
This justifies including the customer value concept intp a market orientation model as well as
demonstrates the need to validate such a theoretical assertion by empirical work. The proposed
model of CVBMO is subsequently tested in the retail industry in order to examine its validity and
reliability.

The procedures used to develop the desired CVBMO construct and model are illustrated in Figure
1'2. These steps are used as the basic structure for the current research and are reported
sequentially in the following chapters. By both qualitative and quantitative methods, this study
endeavours to explore the nature of market orientation and to examine the potential of a new
construct to better predict relevant performance indicators such as customer retention. A market
orientation measurement based on the concept of customer value is therefore proposed. A
comprehensive literature review forms the basis of the proposed construct. Aqualitative pilot study
was followed to identify the possible dimensions and components of the construct from the
perspectives of both firms and customers. An initial empirical model of CVBMO was then derived,
upon which extensive tests of construct validity and reliability were undertaken. Afterward, a
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large-scale heldwork was conducted for collecting matched response data from firms and

customers to examine the effrcacy of the proposed CVBMO model. Ultimately, this study

attempted to depict how an integration of customer value can be used as a framework for any

organisation to set up a market-oriented culture, and achieve, as a tesult, strong customer loyalty.

Figure 1.2 The Procedure of Developing the Customer Value-based Market Orientation Construct and Model
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1.5 Research Justification

This study reviews the literature relevant to the concepts of market orientation, customer value,

. and business petformance as well as other related themes. A review of this literature provides an

avenue to appraise existing market odentation constructs with customer value theory and thus to

elucidate the connection between market orientation and business performance.

For the current research pufposes, several research steps were undertaken in this study. The first
one is to integrate customer value in the research domain of market orientation, by developing the

proposed CVBMO concept. The second one is to develop a better market orientation measure,

exhibiting the desired level of reliability and validity. Third and finally, this construct was tested in
a specific empirical context, providing an insight into its effect in practice. Therefore, this study

contributes to theory development in relation to market orientation and customer value

respectively.

A specific strength of this study is that customers' perceptions have been involved in developing

the proposed CVBMO construct. This should address the ongoing criticism conceming the lack of
participation by customers in past measurement scale development of market orientation.

Customer-centric thinking can thus be fully reflected by such modification, providing a ndw

insight into market orientation.

This study explores the relationship between employees and customers in terms of market

orientation implementation. As most previous studies about market orientation focus on the

internal interface (the relationship of an organisation and its employees), a focus on this extemal

interface (the relationship of employees and customers) provides a much-needed understanding of
the effects of implementing market orientation. A fuller view of the effects of market orientation

can be revealed from the inclusion of the perspectives of firms and customers. This provides

additional insight into the market orientation-business performance link.

This study empirically verifies Narver and Slater's theoretical asseftion of the imporlance of
customer value for market orientation. The concept of customer value is formally included in the

market orientation construct and embedded in its measurement scale. Therefore, the cunent study

provides an understanding of the impact of customer value on the market orientation-business

performance relationship. This makes two important contributions: First, by taking a scientific

approach to testify the theoretical feasibility of constructing a market orientation model based on

customer value, and second, by providing empirical evidence of such a theoretical assertion.

Hence, this study goes beyond the existing literature on market orientation and customer value in
several ways. Marketing practitioners can also benefit from the cunent study by implementing a

customer value-based market orientation.
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1.6 Organisation of the Thesis

This thesis is organized into seven key parts: (1) introduction, (2) theoretical foundations, (3)

conceptual model and hypotheses development, (4) qualitative research design and methodology,

(5) quantitative research design and methodology, (6) research results and discussions, and (7)

research conclusions and management implications. This first chapter introduced the research

background, the research objectives, and focal research questions. A brief research strategy,

method, and scope of the research were stated afterward. The research justifications were also

briefly discussed, and an overview of the thesis was provided.

A comprehensive literature review is provided in Chapter Two. Previous studies in the research

domain of market orientation and customer value are examined. An emphasis is placed on the

integration of these two main themes in terms of the cunent research objectives. The inclusion of

customer value theory in the field of market orientation is discussed in detail, providing the

theoretical foundation for the CVBMO construct proposed in this thesis.

Because of the limited measurement scale for customer value, based on a conceptual

categorization of customer value developed in the study, a framework for developing a customer

value rneasure is also provided. Two main streams of thoughts, the rational and experiential

perspectives of customer value, are employed in elaborating such a framework. This constitutes

the basis for the subsequent development of the proposed CVBMO construct.

A conceptual research model and related research hypotheses are developed in Chapter Three. A

description of intenelationships among key variables in previous relevant studies is presented first.

Based on the previous literature review, this study establishes a conceptual model explaining the

relationship between market orientation and business performance in the specific context of the

seruice industry Research propositions based on this conceptual model a.re then introduced with a

rationale ofthe proposed causal sequence ofkey variables in the study.

Chapters Four and Five describe the method used in the cunent research. In order to uncover the

nature of CVBMO, both qualitative and quantitative research approaches and procedures are

introduced to investigate the cunent research problem. In Chapter Four, a pilot study using focus

group interviews is undertaken in order to get an in-depth understanding of market orientation

practices from the viewpoints of customers and firms (represented by service employees). The

dimensions and variables of the CVBMO construct are then explored. A dyad research instrument,

based on the information collected from the pilot study, is developed in the following Chapter Five.

A comprehensive assessment of the developed research instrument in terms of scale purification,

reliability and validity is undertaken. The research instrument is then employed in a large-scale

quantitative fieldwork. Apost-fieldwork validation of the CVBMO measures is also undertaken.
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In Chapter Six, the reseffch results from the quantitative fieldwork are presented. The CVBMO
model is established from a rigorous model building procedure. The goodness-of-f,rt measures

used for model assessment are detailed. The hypotheses developed in Chapter Three are tested in
this chapter. Moreover, further development of the CVBMO model is demonstrated in this chapter.

In the light of the relevant literature, a detailed discussion on the above findings is presented.

The final Chapter Seven summarizes the general findings of the cunent study. The research and

managerial implications are proposed. Finally, the limitations of the present study as well as

directions for future research are also discussed.
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Chapter 2. Theoretical Foundations of Customer Value based

Market Orientation

2.0 Introduction

The curent research aims at building a customer value based market orientation (CVBMO) model'

In this chapter, the theoretical foundations of the current research are provided. Starting from the

marketing concept, the evolution of ma¡ket orientation is described frst. Concepts related with

ma*át orientation are addressed. An overview of the existing market orientation literature is also

provided. After this broader examination, a teview of existing theory of market orientation and

customer value is undertaken. The relevant literature pertaining to these two key concepts is

reviewed in order to assess the expected contribution of the current study. Several problems

emerged from the literature review and possible solutions pertaining to them are discussed' The

conceptual integration of customer value into market orientation is then proposed, and the

integration process is detailed.

2.1 Market Orientation

Market orientation has been one of the most dominant concepts in the development of marketing

theory. This concept has been considered by its advocates as a remedy for any organisation

oneratins in a chaotic environment. The customer-centric thinking originally embedded in market

n¡J*u,iãn reinforces this belief. It is believed that carrying out this thinking can enhance the

understanding of targeted customers, and in tum, increase the marketing effrciency of an

organisation competing in its market environment (Sheth et al', 2000)' However' both the

pioneering constructs of market orientation (i.e., Kohli and Jaworski, 1990; Narver and slater,

1990) and their subsequent development fail to reflect a customer-centric thinking. Instead, the

organisation'S view predominates over the development of existing constructs' As a result' existing

market orientation constructs appeil theoretically incomplete.

Scholars promoting market orientation claim that it results in a superior financial performance'

However, empirical hndings suggest that the consequence of implementing market orientation is

not always positive. Negative or neutral outcomes have also been repofted. This discrepancy

suggests that causality may be undetermined. Is this discrepancy resulting from market orientation

itself or from the performance indices used? Can there be a missing link between market

orientation and business performance? In addition, existing measures of market orientation have

been mainly developed from an organisation's perspective without the participation of customers'

Given that a market is composed of suppliers (i.e., organisations) and demanders (i'e', customers)'

such an organisation-centric design is unlikely to result in a measure that comprehensively depicts

the real impact of market orientation on customers'

In light of the reasons for such divergent empirical results, the focus of this research is to define a

better market orientation construct allowing a more accurate measurement of the phenomenon'
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Despite market orientation schola$ paying much attention to the validation of extant measurement,
the diversity of models, or their capability for generalisation, the controversy over the market
orientation constructs may not be limited to these issues. There might be other. problems
embedded in the original martet orientation constructs themselves. Therefore, it is first necessary
to review the conceptualisation of market orientation and trace back the development of market
orientation measures in past research.

The following sub-sections begin with a review of the marketing concept, the foundation of
market orientation, and its links with market orientation. Concepts related to market orientation
and an overyiew of existing research in market orientation are studied subsequently. Then, a
review of the existing market orientation construct is undertaken from the theoretical and
methodological perspectives. This reveals the existence of questionable constructs and ambiguous
empirical findings regarding the market orientation-business performance ¡elationship. The mearìs
to resolve these problems are then proposed in subsequent sections of this chapter.

2.r.t

2.t.t.l

The Origin of Market Orientation

Market Orientation and Marketing Concept

It is impossible to review the conceptualisation of market orientation without first mentioning the
marketing concept. The term 'marketing concept'has interchangeably used with the term ,market

orientation' by researchers in the works published before late 1990s (Wrenn, lgg:,). Starting from
late 1990s' a distinction between the marketing concept and market orientation is drawn by
scholars (e.g., Shapiro, 1988; Narver and Slater, 1990; Deshpandé, Farley, and V/ebster, 1993;
Deng and Dart,1994; Hunt and Morgan, 1995). The marketing concept is generally accepted as

the comerstone of marketing theory (e.g., Gray, Matear, Boshoff, and Matheson, 199g) and a
philosophy or an organisational culture for a successful business. Comparatively, market
orientation is regarded as a concept to supplement the marketing concept (Hunt and Morgan ,Igg5)
and provides management with a strategy-oriented approach to market, which expands the
application of the marketing concept by a strategic view.

Though both theories are different, a subtle relationship exists between their conceptualisations.
Closely related to the marketing concept, the evolution of market orientation underwent similar
arguments among scholars. Past controversy over the marketing concept provided a prologue to
market orientation. Two main points at issue in the marketing concept were raised before. One
concems the dimensionality of such a construct; the other concems its identification as a business
philosophy or business function. Understanding these arguments about the marketing concept
enhances our understanding of the nature of market orientation. This also helps us to clarify the
problems embedded in the conceptualisation of market orientation. Moreove¡ drawing a parallel
between a review of the marketing concept and market orientation literature can help us resolve
the problems existing in extant studies of market orientation, and avoid committing the same enor
in future research of market orientation.
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2.1.1.2 Dimensionatity of Market Orientation

The marketing concept was first recognised in the early 1950s flMebster, 1994; Sheth and Sisodia,

Iggg),coinciding with the emergence of the conceptualisation of market orientation by scholars

(Johnson and Jones, 1957; Iævitt, 1960). Replacirig a previous product orientation, the marketing

concept resulted in a reformation of marketing thought and practice. The marketing concept has

been acknowledged as the most accepted general paradigm in the field of marketing (Amdt' 1985,

'Wrenn, lggl), and made a heavy impact on marketing management from the 1950s to1970s

(Myers, Massy, and Greyser, 1930). Since then, scholars have spared no efforts to popularise this

concept (e.g., Borch, l95l; Kotler, lgg4). The importance of knowing target markets'

understanding individual customer needs, and the significance of satisfying customers to a

successful business, are universally acknowledged by researchers and practitioners. An emphasis

in customer focus has been enshrined into the marketing concept since then. A similar emphasis is

higtrlighted by researchers in the study of malket orientation.

However, the marketing concept has been criticised for its excessive reliance on the consumers

(Kaldor, lgjl). Subsequent scholars thus extended its scope by including the consideration of

competitors, interdepartmental communication, and intemal organisational capabilities about

marketing implementation (e.g., Webster, 1988; Sharp, 1991)' However, the practicability and

implementation of the marketing concept has been questioned. Although academics appraise the

benefits of the marketing concept to a successful business, business practitioners query the way to

put such a theory into practice. Marketing scholars thus devoted much effort to the study of the

general practice of the marketing concept (e'g., Hooley, Lynch, and Shepherd, 1990), and its

opeladonalisation into a business orientation (e.g., Naruer and Slater, 1990)'

The earliest empirical study of the marketing concept appears to be the work by Hise (1965)' He

identihed three dimensions to the marketing concept: customer orientation, prohtability of

marketing operations, and organisational structure of the marketing department. Webster (1994)

also suggested three areas to consider for the þerformance of the marketing concept in practice:

,,l.The validity and soundness of the marketing concept per se; 2.Errors and shoftcoming in its

implementation; 3.Inherent conflicts with other management functions flMebster, 1994, p.l6) " '

Stemming as it does from the marketing concept, market orientation benefits from the resulting

amelioration of the marketing concept. The dimensions of the marketing concept proposed by

scholars provided the basis for the initial construct of market orientation' Also, a broader focus

than just customers derived from the marketing concept influenced subsequent researchers such as

Kohli and Jaworski (1990) and Narver and Slater (1990) in their development of a market

orientation conceptualisation and measurement construct. In addition, the transformation of the

marketing concept from a naffow customer-dominated view into a broader market-dominated one

provided a hint foreshadowing later development of market orientation. That is, the distinction

between market orientation and customer orientation'
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2.1.1.3 Identification of Market Orientation

Although there has been some debate conceming the nature of the marketing concept as a
philosophy (a culture) or function (a process) (e.g., Houston, 1986 cf. Bemard, 1987), the
marketing concept is now widely accepted as a guiding philosophy or organisational culture for
the whole organisation centring all activities on satisfying customer needs flMebster, 1994). In
practice, it is viewed more as a process involving planning of all the marketing activities. Rooted
in the marketing concept, market orientation went through a similar debate among scholars on its
definition as a business philosophy/organisational culture, or behaviour/activities/process that
reflect the manifestation of the marketing concept as a business philosophy within the firm
(Sigauw and Diamantopoulos, 1995).

Scholars regarding market orientation as behaviour emphasise a concem with both customers and
competitors (e.g., Houston, 1986; Naruer and Slater, 1990; Kohli and Jaworski, 1990; Deng and
Dart, 1994; Chang and Chen, 1994; Oczkowski & Fanell, 1998, Deshpandé and Farley, 1998).
Their focal research interest is often on the measure of behaviours, examining the awareness of
and responsiveness to environmental influences on marketing decision-making and
implementation (Deng and Dart, 1994). By contrast, those identifying market orientation as a
philosophy or a culture stress the shared values a¡rd beliefs in an organisation (Deshpandé et aJ.,

1993). Scholars with this perspective of market orientation focus more on a study of attitudes in
marketing research flMrenn, 1997). Both approaches to ma¡ket orientation can impact the
subsequent development of conceptualisation and measurement issues in different ways (Jaworski
and Kohli, 1996). The choice made by researchers between these resulted in different insights into
market orientation.

2.1.1.4 Definition of Market Orientation

A construct cannot be measured without an understanding of its domain (Churchill, Ig79). An
embryonic statement of ma¡ket orientation was made by Drucker (1954), who emphasised the
views that marketing should be based on customers'viewpoint and should pervade the whole of
an organisation. Specially, providing value for customers was seen as the antecedent of, and
essential vision for, a successful company. Acustomer-centric thinking held by an organisation and
guiding value creation and delivery for the achievement of business performance has therefore
been suggested since this earlier stage.

With the increasing interest of scholars in the domain of market orientation, a clear definition of
the market orientation concept has been sought (e.g., Shapiro, 1988; Gabel, 1995). However, there
is still no consensus on what market orientation is (Dreher, 1994; Gray et al., 1998), and
researchers continue to define market orientation in various ways. The definitions have
overlapping components but are partially inconsistent. When examined as a whole, three general
components can be identified in extant dehnitions: (1) customer focus, (2) process emphasis, and
(3) goal achievement. This is similar with the three general elements of the marketing concept
suggested by scholars, that is, customer philosophy, integrated marketing organisation, and goal
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attainment (Houston, 1986; McCarthy and Perreault, 1990; Wrenn, 1997). All are aimed at

satisfying customers or exchanger partners' needs and wants to achieve an organisation's business

goal. /

To date, the most widely adopted definitions of market orientation appeff to be the works of Kohli

and Jaworski (1990), and Naler and Slater (1990). Though both conceptualisations are based on

the behavioural perspectives of market orientation (Cadogan and Diamantopoulos, 1995), the

emphasis is different. The former lays particular stress on market intelligence; the latter mainly

focuses on the maintenance of competitive advantage. In addition, there is also an integrated

definition of market orientation combing the essence of both conceptualisations (e.g., Deng and

Dart,Ig94). This study adopted Narver and Slater (1990)'s definition of market orientation. This is

because Narver and Slater (1990)'s definition of market orientation is seldom criticized by

researchers, unlike that of Kohli and Jaworski (1990) (e.g., Wrenn, I99l; Mavondo and Farrell'

2000; Hanis, 2001). Moreover, Narver and Slater (1990)'s definition of market orientation reflects

real business phenomenon much better than others. They claim that an organisation can achieve a

longer. lasting business performance if creating superior customer value is the way to gain a

sustainable competitive advantage. Examples of this can clearly be seen in practice. For example,

the top retailers 7-11 convenience store (USA) and Tesco supermarket (UK), thetr 24 hours and

year round opening hours provide convenience for late night customer shopping. Amazon'com,

the top American online bookstore, stresses quality delivery selice, comprehensive book

selection and discounted prices in its interaction with online customers. All of them achieve their

prominent business position by a sustainable competitive advantage of delivering superior

customer value in their business strategy.

2.I.2 Market Orientation and Related Concepts

The main underlying premise of the marketing concept is that an organisation should understand

customer first and aim at satisfying their needs (Houston, 1986; V/renn,1991). This suggests that a

market-orientated organisation should cultivate a customer-centric thinking and carry out such

thinking in all its market-orientated activities. This raises the issue of the role of interpersonal

interaction within and outside the organisation in advancing market orientation. That is, interaction

between an organisation and its employees, frontline employees and customers' as well as

between an organisation and targeted customers. Because such interactions in market orientation

practice can impact on the effect of market orientation, an organisation should deal with this issue

strategically in order to benefit from this. This may involve the practice of intemal, interactive, and

extemal marketing when implementing market orientation'

However, market orientation has been criticised for a lack of strategic content on which to base

organisational efforts (Gabel, 1995; Wrenn,Iggl; Morgan and Strong, 1998). This has brought

about much empirical research focused on the benefits of market orientation to firms from the

perspective of strategic management, including studies of the antecedents of, or the consequence

of, market orientation (e.g., Ruekert,1992; Jaworski and Kotúi, 1993; Slater and Narvet 1994b;

pelham and'Wilson ,lgg6).Nevertheless, relatively few works have addressed the issue regarding
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the implementation of market orientation, especially the impact of interpersonal interaction in the
exchange process, which can lead to the success or failure of a market-orientated organisation.

Other related areas such as relationship marketing, or services marketing offer several insights into
market orientation. Relationship marketing provides a systemic thinking for management to
interact with their intemal (i.e., employees) and extemal customers (i.e., end-consumers). This
research domain enhances the practicability of ma¡ket orientation (Day, 1994; Siguaw, Simpson,
and Baker, 1998; Reynolds and Beatty, 1999). The concept of relationship marketing emphasises
the importance of keeping a sustaining relationship with either one of both types of customers for a
successful business- Keeping a long{erm customer relation or a customer with ultimate loyalty has
been called for (e.g., Oliver, 1999). The interpersonal issue is stressed as key to achieve this goal as

it can impact on overall satisfaction of exchange partners (Danaher and Mattss on, 1994).
Moreover, researchers in this domain increasingly recognise the contribution of value to the
maintenance of varied commercial relationships, as shown in the studies of business-to-business
relationship (e.g., Ganesan, 1994; Baker, Simpson and Siguaw, 1999) and business-to-consumer
relationship (e.g., sheth and Parvatiyar, 1995;Beatty, Mayer, coleman and lre, 1996).

Studies of seruices marketing in the retail context have also shed light on how inte¡personal issue
impact on store loyalty (e.g., Mittal and Lassar, 1996; pnce and Amould, 1999; Jones,
Mothersbaugh, and Beatty, 2000). A triangle model of selices marketing proposed by Kotler
(1994) offers a valuable insight into the management of interpersonal relationship in marketing
(see Figure 2.I). He suggests three requirements for the effective marketing of services: extemal
marketing (company-customers), intemal marketing (employees-company), and interactive
marketing (cüstomers-employees).

Figure 2.1 TheTriangle Model of services Marketing (Kotlea 1994)

Company

Intemal
Marketing

Extemal
Marketing

Employees Customers
Interactive
Marketing

The extemal marketing concems the application of the traditional four p's (product, price,

Promotion, and Place) of marketing activities from the frms' perspective. It also includes the
consideration of consumer needs and the superiority of an organisation over the competitors' offer
from the customer perspective. Both the intemal marketing and interactive marketing higtrlight the
imporlance of the fifth P, People, to an organisation. Yet, both place different emphasis upon
'People'. Intemal marketing concems employees and their contributions to an organisation's
business performance regarding customer satisfaction. It also takes the benefits of employees into
account by rewarding them with essential support such as on-the-job training. Interactive
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marketing emphasises the role of employees in the interaction with customers to create the

intended image of an organisation to customers. It also considers the needs for exchange between

employees, especially frontline employees, and their customers. On the whole, this framework

highlights three key roles (the company' employegs and customers) and implies the influence of

their interrelation in a transaction over business petfotmance outcomes' This framework also

provides a thought on how to carry out market orientation effectively, as the effect of market

orientation can depend on the outcome of interpersonal interaction within and outside an

organisation. An organisation can thus benef,rt from the conceptualisation of this triangle model in

practicing market orientation in order to achieve a target business performance'

2.1.3 An Overview of Existing Research in Market Orientation

Based on the theoretical construct of Kotler (1994)'s sewices marketing triangle, an examination

of existing studies of market orientation is undeltaken in terms of major research fcrci and the

application of related concepts in three aspects: the company, employees and customers' This

provides an insight into existing studies of market orientation and foreshadows later developments

of the cunent rcsearch.

2.1.3.1 Existing Research of Market orientation in rrclation to the organisation

An emphasis of market orientation studies is placed on how to introduce market orientation into

organisations. The definition of market orientation, its antecedents and consequences' and

practicability are widely discussed in the literature. How to practice market orientation from a

,t ut"gi. perspective is also highlighted. Studies in the above afeas afe mainly driven by an urge to

understand market orientation, what it is, its benefits and potential for organisations, the way to be

market-oriented, and advantages derived from this'

Some researchers state that implementing market orientation is an integrated task for an

organisation with a cultural context (Felton, 1959; Shapiro, 1988; Slater and Narver, 1994a; Harris'

1996,Igg9). This suggests that intemal marketing may be pivotal to successful market orientation

practice. Beyond the Four P',s (Product, Price, Promotion, Place), the fifth P (People) is stressed in

the contact of an organisation with its customers. The role of employees is clear: they are the

interface between the organisation and its customers. This is especially the case for the front-line

employees, who represent their organisation and directly interact with customers' as their

behaviour can impact on an organisation's business performance outcomes such a's customers'

willingness to repeat patfonage (e.g., Price and Amould , tggg)' Recognising the role of employees

in the interaction between organisations and the customers, and its influence on an organisation's

business performance, management typicalty tries to improve employee performance in their

interaction with customer. This higtrlights the importance of human resource management in

market orientation studies.

The management of employees has been identihed as an important organisational issue in market

orientation studies, especially regarding the effect of market orientation on employee attitudes

such as job satisfaction and commitment (e.g., Mengüç, 1996), or productivity (e.g., Siguaw,
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Brown, and Widing, 1994). Given the key role of employees in practicing market orientation,
understanding employee perception of market orientation can beneht management in popularising
market orientation within the organisation. However, a lack of employees' input in market
orientation studies in relation to organisations can be observed. For example, what does the market
orientation mean to employees? Equally, how can they perceive their organisation,s market
orientation? How do they implement market orientation? What can be the driving force of
employees'efforts to implement market orientation? What can be the impact of employees,efforts
in relation to market orientation? Such reciprocal questions remain to be answered.

2.1,3.2 Existing Research of Market Orientation in rrlation to the Employees

Researchers studying market orientation in relation to employees emphasised the benefits of
market orientation to employees, and the effect of market orientation on employees'performance
from the organisation perspective. Most research aims to understand the impact of market
orientation on frontline employees'performance in interacting with customers, especially ip a
service or a retail context. However, most of these studies centre on employees, customer
orientation rather than market orientation as a whole (e.g., Kelley, lgg2). Some researchers evgn
mixed up customer orientation with market orientation (e.g., Webster, 1994), two related but
different concepts.

The importance of front-line employees' contribution to an organisation's business performance is
acknowledged (e.g., Fulmer and Goodwin, 1988; Danaher and Mattsson, 1994, Mengüç, 1996;
Reynolds and Beatty, 1999). The boundary-spanning role of frontline employees is vital to a
successful business (e.g., Parkington and Schneider, 1979; Westbrook, 1981; Bitner, Booms and
Mohr, 1994). The fronrline employees' behaviours at the time of the service encounter have a
decisive influence on customer perceptions of, and satisfaction with, the firm (Grernter, Bitner and
Evans, 1994). The importance of front-line employees to customer perceptions reflects part of the
"service-profit chain" concept (Heskett et al., 1994), where the concept suggests that an
organisation's revenues are driven by customer perceptions of service quality, which in tum are
driven partially by front-line employees' efforts. Equally, the front-line employee is an import
interface to communicate with customers and generate market intelligence for an organisation
(Siehl, Bowen and Pearson, 1992). Though these front-line employees can not substitute for
customers' voices, they understand customers better than management and can thus enhance an
organisation's understanding of customers from their direct contact with customers. Therefore,
understanding employees'views on an organisation's market-oriented activities toward customers
should provide valuable insights into the effect of market orientation on customers. However,
research into this remains incomplete in the study of market orientation in relation to the
employees.

In addition, the domination of the management's views over employees' market orientation
practice can mislead employees' attitudes toward market orientation. This may limit the potency of
ma¡ket orientation or result in ineffective market orientation. This is because employees'views on
market orientation are basically derived from their organisation's views, which can be incomplete.
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Based on such a biased view, employees' market orientation behaviours, their way of

implementing market orientation, may not entirely reflect the full nature of market orientation' To

complement employees' paftial view, understanding customers' view of an organisation's market

orientation is important. For example, a feedback from customer perception of employees'market

orientation performance should help to advance the effect of market orjentation. This is because

the customers' response to their perception of the organisation's market orientation during their

interaction with front-line employees provides an objective appraisal of an organisation?s market

orientation. Such a feedback can thus help employees to more effectively implement market

orientation and help an organisation really benef,rt from adopting market orientation. However,

research into understanding customers' views on an organisation's market orientation to

complement employees'partial view remains to be explored.

Furthermore, in order to understand the potential effect of market orientation on transaction, it is

imperative to understand the opinions of key players collectively. For example, selice providers

and their customers in a seruice-dominated industry. An integrated view from both supplier and

demander in the transaction should provide a fuller perspective of market orientaúor,r. A further

comparison between both views should allow a more comprehensive appraisal of the value of

market orientation. This is because similarities or differences between the two can indicate

potential areas for improvement in the way to implement market orientation and thus can enhance

the benefits of market orientation for an organisation. Yet, the single perspective of the

organisation has dominated the existing market orientation literature in relation to employees'

2.L.3.3 Existing Research of Market Orientation in relation to Customers

Research studying market orientation in relation to customers has been rare (Jaworski and Kohli,

1996). Given the inevitable contribution of customers toward a market-oriented organisation's

business performance, such a shortage of research in relation to customers is perplexing. Moreover,

the lack of customers' views on market orientation within these rare studies is a concem (e.g',

Deshpandé et al., 1993). The prevalence of the organisational view on market orientation may

explain such a situation. Overvaluing customers from the history of the marketing concept may

also cause this. However, underestimating customers' opinions on market orientation is equally

dangerous, as partial view resulting from organisations' dominating perception of market

orientation can prevent the organisations from fully benefiting from it. Hence, an appropriate way

to incorporate customers' views on market orientation, complementing organisations'partial vieq

should reflect more fully the nature of market orientation. Yet, this issue remains unexplored in

research.

Research in market orientation conceming customers mainly focus on the effect of market

orientation on customers in relation to business performance (e.g., Chang and Chen, 1998).

Conventionally, the assessment of such effect is based on the organisation's viewpoint. Yet,

without direct feedback from customers, only a limited view on the potency of market orientation

can be achieved. On the other hand, understanding customers' subjective appraisal of market

orientation, such as customer satisfaction and customer retention, can provide a comprehensive

view of its effect. This can then provide an insight into the advantage of market orientation to an
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organisation. For example, studying market orientation consequence in terms of customer

satisfaction can provide crucial factors leading to customer loyalty, given that customer satisfaction

is a prerequisite of customer retention (e.g., Mittal and Lassar, 1996). This, in tum, can lead to

market share and profrtability outcomes. However, little attention has been received on this issue.

In addition, customer value is underlined in existing study of market orientation in relation to
customers. The pursuit of better business performance is a clear objective for any organisation

adopting market orientation. Specifically, an organisation developing a unique competitive

advantage can expect a longterm business performance (e.g., Porter, 1985; Narver and Slater,

1990). Customer value derived from market intelligence is considered a source of competitive

advantage (e.g., Day and'Wensley, 1988; Webster, 1994; Slater and Narver, 1994a). However, the

emphasis on customer value in existing market orientation research is placed upon its potential

beneht for business performance from a theoretical perspecdve. The significance of customer

value to market orientation remains to be verified empirically. kr addition, the dimensions of
customer value in the research domain of rnarket orientation have not been clearly specified,

higtrlighting the need for defining customer value in market orientation studies.

Following the broader discussion about the evolution of market orientation, above and related

concepts, a fuither examination of key issues will continue in the following sub-sections in order

to define the curent research focus. From both the theoretical and methodological perspectives, a

comprehensive review of the market orientation literature is then completed. This provides a

sound basis for the following developments of the cunent research.

'f

2.1.4 Conceptualisations of Two Main Market orientation Constructs

Most marketing scholars pay close attention to the possible consequences of market orientation,

relating its application with business performance (e.g., Kohli and Jaworski, 1990; Narver and

Slater, 1990; Jaworski and Kohli, 1993; Kohli, Jaworski anri Kumar, 1993; Slater and Narver,

I994a,1998, 2000; Greenley, I995a,1995b; Selnes, Jalvorski, and Kohli, 1996; Deshpandé and

Farley, 1998; Gray et al., 1998). However, the measurements of market orientation proposed in
these studies vary. Based on different theories-in-use, the scale development of existing market

orientation has been highly diverse. Primarily, these widespread measures can be identified as

stemming from two distinct origins: (1) Kohli and Jaworski (1990), and (2) Narver and Slater

(1eeO).

Based on a review of the relevant literature and in-depth interviews with organisational managers,

Kohli and Jaworski (1990) developed their market orientation construct. They identified three

'þillars" of market orientation, namely, customer focus, coordinated marketing, and prof,rtability.

Recognising the importance of market intelligence, they focused on generating, disseminating, and

responding to information about present and potential customers throughout an organisation. They
further provided a conceptual model of market orientation comprising antecedents (i.e., senior

management factors, interdepartmental dynamics, and organisational systems) and moderators
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(the moderators concerning competitors and customers issues). In their study, market orientation is

formally defined as: "the organisation-wide generation of market intelligence pertaining to curent

and future customer needs, dissemination of the intelligence across departments, and

organisation-wide responsiveness to it (Kohli and Jaworski, 1990, p'6)".

At the same time, Narver and Slater (1990) developed another market orientation construct from

the viewpoint of building "a sustainable competing advantage (SCA)" (p.21). Their definition of

market orientation is "the organisation culture that most effectively and effrciently creates the

necessary behaviours for the creation of superior value for buyers and, thus, continuous superior

performance for the business (Narver and Slater, 1990, p.2I)". In order to conceptualise an

organisational culture of pursuing a "sustainable competitive advantage", they proposed three

behavioural components of market orientation, namely, customer orientation, competitor

orientation, and inter-functional coordination. In other words, based on market intelligence mainly

conceming customers and competitors, the whole of an organisation makes an effof to build an

intemal climate for continually creating superior value for customers as well as maintaining a

superior longterm business performance for itself. Thus, the capability to constantly create

customer value is considered as the means to improving long-term business performance and to

achieving an invincible position in the market. Based on this assertion, market orient4tion can be

regarded as prerequisite for an organisation endeavouring to sustain its competitive advantage

through creating customer value. A summary of both conceptualisations is shown in Table 2'1.

Table 2.1 Conceptualisations of both Market Orientation Constructs of Kohli & Jaworski

and Narver & Slater

Kohli & Jaworski Narver & Slater

Key points Key points

Market orientation as Market orientation as behaviour

Perspective Perspective

Three "pillars" of market

onentiatlon

(Three organisation wide
activities)

. Market intelligence

. Customer focus

. Response to customers

at an organisation level

Three organisation
behavioural components

of
market orientation

. Creating customer value

. Customer focus

. Competitor focus

' Response to customers at an

organisation level

Customer

focus

Generating market

intelligence pertaining to

present and potential customer

needs throughout an

Customer

orientation

Understanding targeted

buyer's present and future

needs and wants to create

superior customer value

Acquiring information on

existing and potential

competitors, and ttreir

short-term and long-term
competitiveness

Coordinated

marketing

Disseminating market

intelligence about present and

potential customers
throughout all departments in

an organisation

Competitor

orientation

Profiøbility Responding to market

intelligence about present and

potential customers

throughout an organisation bY

response design and

Inter-functìonal
coordination

Usin g integrated resources

within organisation to create

superior customer value

Source: Kohli and Jaworski (1990), Nar.yer and Slater (1990), Cadogan and Diamantopoulos (1995)
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2.1.5 Subsequent Conceptual Development of Market Orientation

Based on the two pioneering market orientation consÍucts, subsequent conceptual development

occuned, conceming the applications of the market orientation concept and its direction of
development. Scholars and practitioners have adopted market orientation in different ways. This
may stem from the mixed use of the term "marketing" and "market" with orientation in many

business management studies. However, the two tems are distinct in the research domain of
market orientation. "Marketing orientation" is regarded as the implementation of the marketing

concept, which is oonsidered as a business philosophy, or a corporate culture (McCarthy and

Pereault, 1990). When an organisation does its business based on this orientation, a customer-led

way of thinking conceming its own organisation, products, and customers is followed.

By contrast, "market orientation" is an approach to a market, and thus involves both customers

and competitors and is considered from a market-driven perspective (Day and Nedungadi,Igg4;
Wtenn, I99l). As suggested by Day (1994), a market-driven organisation accesses target

customers by listening to them, and responäs to them accordingly by delivering value at lower
costs than its competitors. Such an implementation of the concept of customer value in
market-oriented activities should assist an organisation to reach a long-term positive financial
performance, which is generally expected by atry organisation adopting market orientation

practices. The market orientation with the market-driven perspective is thus more concrete in
depicting the source of competitive advantage in order to enhance an organisation's

competitiveness.

Both the original market orientation constructs have been widely adopted by their suppoÍers and,

inevitably, criticised by their opponents. Several researchers have since questioned the

conceptualisation of these original ma¡ket orientation constructs. Wrenn (1997), for example,

indicated that Kohli and Jaworski wrongfully interpreted marketing concepts when integrating

them in the eonceptualisation of their market orientation construct (i.e., Kohli and Jaworski, 1990).

The term "matket orientation" defined in their study thus should be read as "marketing

orientation"

In addition, the time lag or the long-term effect of market orientation is identified by scholars as

one of its distinguishing features (e.g., Pelham and Wilson, 1996; Chang and Chen, 1998). The

long-term effects of market orientation are related to the conceptualisation of market orientation as

an organisational culture. According to Narver, Slater, and Tietje (1998), the ultimate goal of
building a market-oriented culture is to continually create superior value for customers. The

authors highlighted four critical activities for any organisation cultivating an market orientation

culture: "(1) clarity on its value disciplines and its value proposition; (2) leading its customers, not
merely following them; (3) whatever its business, seeing it as a seryice business; and (4) managing

in terms of key customers and employees for life Q.{arver, Slater, and Tiede, 1998, p.243)". This
points out to two essential factors for implementing market orientation: the perceptions of
customers and value, and the delivery of service based on such perceptions. However, while the

importance of customer value has been noted, existing studies have not yet incorporated it into
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their measurements of market orientation.

2.1.6 Validation of the Two Pioneering Market Orientation Measures

The validity and reliability of market orientation measures have received a lot of attention in the

literature. The most popular measures examined are the ones provided by KoNi, Jaworski, and

Kumar (1993) (refened to as MARKOR), and Narver & Slater (1990) (refened to as MKTOR)

respectively. However, the validation of these measures is not universally ageed upon'

For example, Deng and Dart (1994) found that part of the MKTOR has reliability problems,

though they believed in its overall validity. By contrast, Oczkowski and Fanell (1998) supported

the MKTOR and suggested that it is superior to the MARKOR. Among these researchers, the

most positive advocates of MKTOR and MARKOR measurements are Deshpandé and Farley

(1996j. However, Deshpandé and farley's validation is not pu ly based on the original scales'

What may cause the discrepancy in results when different scholars examine the same construct is

not resolved. Hence, the validity and reliability of these measurements remain a concem'

Another potential flaw of both the market orientation measures is their incapacity to capture the

comprehensive nature of market orientation (Deng and Dart, 1994). Since the scale development

of the two pioneering market orientation constructs is derived from field intewiews with business

executives or managers, this biased perspective on market orientation may hinder a full

understanding of the nature of market orientationi In addition, the lack of customers' opinions in

thei¡ scale development is considered a key problem (e.g', Gabel, 1995)' Given the customer

centric nature of the market orientation concept, the knowledge derived from customers should be

relevant and useful. Extant measurements of market orientation based on frms' predominant view

over the scale development thus cannot appropriately appraise the total effect of market orientation'

In order to comprehensively evaluate the business performance of market orientation, scale

development should involve the interpretation gf customer-centric thinking directly derived from

customers. Developing a better measurement that includes customers' input is, therefore,

imperative.

2.1.7 Subsequent Development of Market Orientation Measurement

The subsequent development of market orientation measurement involved the extension of the

existing scales and new scale development. Regarding the development of existing market

orientation scale, two directions can be identified: one is to extend the applicability of both

measures (e.g., Deng and Dart, 1994; Cadogan and Diamantopoulos, 1995), and the other is to

examine their capacity for generalisation (e.g., Deshpandé and Farley, 1996,1998; Mavondo and

Farrell,2000).

Existing market orientation constructs vary according to different research objectives and research

settings. For example, in order to implement market orientation in countries other than the USA,

the original measurements, which were mainly developed in usA, have been amended (e'g' Liu,
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1995; Bhuian, 1998)' When a cross-cultural study is conducted, the original scales also are tailo¡ed
to provide a comparable basis for dissimilar organisationai cultures in different countries (Selnes et
aJ., 1996; Gray et al., 1998). In addition, the original scales are altered when introducing new
moderating factors' For example, Chang and Chen (1993) suggested that service quality can be a
moderator in the relationship between market orientation and business performance. They not only
modif,red Narver and Slater's measure (1990), but also supplied additional scale items in the light
of their research pulposes.

With regard to the generalisability in different cultural settings, for American and European
samples, both the original market orientation scales (i.e., Narver and Slater, 1990; Kohli, Jaworski
and Kumar, 1993) were found to be generalisable (e.g., Deshpandé and Farley, 1998). However,
there is little evidence in the cases of Asian studies. Both the pioneering market orientation
measures were developed and validated in America. The majority of empirical studies for market
orientation have also been conducted in the context of Westem countries. Due to the cultural
difference between Western and Eastem countries, further investigation of these measures'for
Asian countries is therefore needed. This may provide an insight into the generalisability of either
market orientation scale in a more intemational context.

ln addition, developing a new scale has been attempted by scholars in order to better understand
the context of market orientation (Ruekert, 1992;Dengand Dart, Ig94).However, these works are
rare and the lack of customers' opinions in the scale development of ma¡ket orientation has
remained. This unresolved problem may bias the research outcome and prevent a real
understanding of market orientation in the existing literature.

2.I-8 Empirical Examinations of the Market Orientation-Performance Link
Despite the contribution of previous studies toward the development of market orientation, the
relationship between m¿rket orientation and business performance remains inconclusive. In theory,
an organisation practicing market orientation should achieve long-term benefits. However,
empirical evidence is mixed with regard to this positive causal relationship (e.g., Jaworski and
Kohli, 1993; Slater and Narver, 1994a, 1994b: Liu, 1995 cf. Greenley, 1995b; Liu and Davies,
1997; Appiah-Adu, 1998). This divergent outcome of the market orientation-business performance
links from selected empirical studies is shown chronologically in Table2.2.

According to empirical studies, adopting the same market orientation measurements or the same
business performance indices may not ensure a consistent market orientation-business
performance link (e.g., ROI in Kohli and Jaworski, 1990; Appiah-Adu, 1998; Greenly, 1995a,
1995b; Sales Growth in Kohli and Jaworski, 1990; Slater and Narver, I994a, I994b: Greenley,
I995a, 1995b; Appiah-Adu, 1998). Examining the impact of the same moderator on the market
orientation-business performance relationship also led to different conclusions (e.g., Market
turbulence in Jaworski and Kohli, 1990; Slater and Narver, lgg4b cf. Market turbulence in
Greenly, I995a cf. Market turbulence in Appiah-Adu, 1998; Bhuian, 1998). Moreover, some
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authors suggest that the market orientation-business pedormance relationship is moderated by

exogenous factors (e.g., firm- size in Liu, 1995; sen¿ice quality in Chang and Chen, 1998).

Table 2.2 The Market Orientation-Petformance Links: Empirical Results of Selected Studies

Market Orientation- Type of

Business Performance Performance Index

Aspect of
Unit of Analysis

Sources

Positive Financial The Narver and Slater

Positive Financial The management Ruekert (1992)

Positive Financial The management Jaworski and Kohli ( 1993)

Positive Financial The management Kohli, Jaworski and Kumar (1993)

Positive Financial The management Deshpandé, Farley and Webster (1993)

Weak association Financial The management Hart and Diamantopoulos (1993)

Positive Financial The management Slater and Narver ( 1994a.1994b)

Positive Financial The management Liu (1995)

Positive Financial The management Greenley (1995a)

Negative Financial The manasement Greenley (1995b)

No direct relationship Financial The management Liu and Davies (1997)

Positive Financial The management Chang and Chen (1998)

No direct relationship Financial The manasement Appiah-Adu (1998)

Positive Financial The management Bhuian (1998)

As stated previously, existing measures are mainly derived independently or jointly from Kohli

and Jaworski's (1990) and Narver and Slater's (1990) market orientation constlucts. Yet despite

using similar measures, empirical studies of the market orientation-business petformance

relationship provide different outcomes. Based on the above discussions, the possible reasons of,

and solutions for, such divergent empirical results remain to be explored. As a result, several

questions emerge: Is it possible that these two pioneering measures themselves are invalid or

inadequate? Altematively, do these measures fail to capture the market orientation concept? Also,

is it possible that inappropriate measures for business petformance of market orientation alter the

result? Fufthermore, exogenous factors may influence the outcome. Consequently, it is essential

not only to investigate the original market orientation construct, and the validation of market

orientation scales, but also to examine current measures of business perfotmance in the market

orientation research.

2.I.9 Current Business Performance Indices Used in Market Orientation Research

The identification of "performance" is debated in the existing market orientation literature. The

nature of business performance in the research domain of market orientation has not been fully

explored. h order to discover any possible solution to settle the divergent market

orientation-business performance relationship, investigating the appropriateness of current

performance measurement for market orientation is necessary. Financial indices are widely

adopted by researchers and practitioners as measures of business performance. As mentioned

previously, the original measures for market orientation are derived from the perspectives of

business executives or managers. Consequently, the business performance indices of market

orientation are inevitably biased in favour of traditional financial indices.
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Common pedormance indicators involve objective financial figures or subjective individual
judgments. The most frequently employed financial measures include profitability, sales, sales

growth, ROI (Retum on Investment), ROA (Retum on Assets), and market share (e.g., Liu, 1995;

Greenley, 1995a, 1995b; Appiah-Adu, 1998). However, in the short tem, the hnancial indices

may neither capture the comprehensive nature of market orientation nor exhibit the total effects of
market orientation. This may be due to time lag effects, which are suggested as one critical cause

of ineffective market orientation (Greenley, 1995a; Pelharn and Wilson, 1996;Appiah-Adu, 1998).

These financial indices also cannot represent the workforce contribution to an organisation's

business performance such as the employees' effor1s to retain customers. Especially in a

service-dominated business, organisational performance mainly stems from employees'efficrts to
satisfy customers at the time of the service encounter (Fulmer and Goodwin, 1988; Siguaw et al.,

1994; Danaher and Mattsson, 1994; Beatty, Mayer, coleman, and Iæe, 1996; Mengüç, 1996;

Reynolds and Beatty, 1999). This, in turn, may influence customers' willingness to remain in a
commercial relationship. Hence, the impact of personnel issues on business performance should
be included in any evaluation of an organisation's business performance. Moreover, the commonly
financial indicators used for the manufacturing industry which is the main research context of
extant empirical market orientation studies, may be inappropriate in the non-manufacturing sector

such as the seruice industry Notwithstanding, little attention has been paid to this so far in the

research domain of market orientation.

In addition, a market-oriented organisation appears to generate favourable perception of exchange

value and seruice quality for its customers. This may result from the "customer-centric marketing"
(Sheth et al.,{2000) tacit to market orientation practices. Common financial indicators of business

performance cannot be applicable to this. It is therefore essential to include non-f,rnancial

indicators in the evaluation of market orientation performance. Yet, little effort has been made to
utilise non-financial performance indices in the research domain of market orientation (Slater and

Naler, 2000). For example, how customer perceived exchange value can be measured in terms of
non-financial performance measures such as customer sdtisfaction and customer retention, has not

been widely examined to date in the market orientation literature. Based on the above discussion,

it is thus critical that a market-oriented organisation adopts the performance index with a view to
appropriately reflect its business performance by involving customer retention for example, in the

case of the service-dominating industry. This should enhance our understanding of the market

orientation-business performance relationship.
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2.2 Customer Value

In the light of the deficiency exhibited by existing market orientation constlucts' this study

proposes the integration of the concept of customer value to consolidate it. Customer value (CV) is

an emerging concept of increasing interest for scholars as well as practitioners, which calls for a

close examination of customers' intemal state in relation to different dimensions of value. ln order

to higtrlight the importance of customer value in the çurrent study, this concept is viewed in tum,

from both the theoretical and methodological perspective. Its potential relationship with market

orientation is also discussed. A conceptual categorisation of customer value derived from the

existing literature on value is proposed. According to this, a framework for the scale development

of customer value in the study is presented. This framework provides the basis for developing the

measures of the CVBMO construct proposed later in the curent research'

2.2.1 Customer Value vs. Customer Values

The original meaning of value, "valere?' in Latin, refers to a cherished object that is worthy of

lifelong pursuit and enshrinement (Angeles, lgg2). Marketing scholars later used the concept of

value to expound the true signihcance of exchange to individuals. For example, the term

..marketing myopia" refers to the diffrculty for firms to subsist in a market due to the failure to

create value for customers (Lævitt, 1960). Kotler (1994) also contended that the individual and

community can create value by exchanging product thLrough the societal and managerial

mechanism of marketing to fulhl mutual needs and wants. These early works have higtrlighted the

importance of value in marketing. However, with the theories-in-use of different scholars, the

*"Ling. of value are widely divided.

principally, value is regarded as value (singular) and values (plural) in theory' It is important to

differentiate value fiom values at the outset. According to Taylor (1961), the former (value) refers

to a judgment of preference by customers, and the latter (values) refer to the criteria used by

customers in making a judgment. In this study] the concern is about "value". Moreover, referring

to the research domain of consumer behaviour, two primary thoughts on value derived from

consumption experience can be identified. They are the rational perspective of value (e.g.7nitharn7,

1988; Day, 1990; Anderson, Jain, and chintagunh, 1993; Kotler, 2000) and the experiential

perspective of value (e.g. woodruff and Gardial, 1996; \Woodru ff, l99l; Holbrook' 1999).
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2.2.2 Two Main Streams of Thoughts on Customer Value

The rational perspective of value in an exchange is related to a customer's perceived value.
According to Znifhaml (1988), 'þerceived value is the customer's overall assessment of the utility
of a product based on perceptions of what is received and what is given" (p.14). She concluded
from an exploratory study of consumers' dehnition of value that four facets of perceived value
existed' These are: "(1) value is low price, (2) value is whatever I want in a product, (3) value is
the quality I get for the price I pay, and (4) value is what I get for what I give (Zeithanrl, l9gg,
p.13)". This suggests that value is a kind of retum for paying for commodity, and such retum
involves an assessment of trade-off or a comparison of benefits and sacrifices (i.e., the monetary
and non-monetaly costs) in terms of the consumption experience.

By contrast, the experiential perspective of value puts emphasis on personal subjective perception
such as emotion or preference. As Holbrook and Hirschman (1982) stated, "this experiential
perspective is phenomenological in spirit and regards consumption as a primarily subjective state
of consciousness with a variety of symbolic meanings, hedonic responses, and aesthetic criteria.',
Here the word "value" implies that the psychological interpretations of individuals can be varied in
the explanations of inner consumption experiences.

Both perspectives on value have their respective proponents. Supporters of the experiential view
criticise the rationalists as simplistic (e.g., Danaher and Mattsson, 1994; de Ruyter et al., 1997).
However, the empirical evidence supports the validation of the rational view By comparison, the
experiential view is questionable because of the insuffrcient empirical support. In order to enhance
the comprehension of customer value in consumption experiences, some scholars contend that
both perspectives are equally important (e.g., Holbrook and Hirschman, Ig82). A combined view
of customer value was thus adopted in this study for the conceptual development of the CVBMO
measures proposed later.

In addition, some scholars also use conceptual frameworks for classifying the consumption
experience' For example, Hartman (1961) provided three dimensions of value on the basis of
Axiology: extrinsic, intrinsic, and systemic value. Similarly, Holbrook (1994,1999) proposed
three dyadic dimensions of customer value (i.e., extrinsic/intrinsic, self-oriented /other-oriented,
and active/reactive) and named them "the typology of customer value" to categorise types of
personal consumption experiences. In addition, Sheth, Newman and Gross (1991) also classihed
five types of consumption value: functional, emotional, social, epistemic, and conditional value.
These classified different types of value, based on customers' consumption experiences, suggest
varied motives ol and influences on, customers' decision-making. They also suggest the latent
preferences for customers' repeated purchase behaviours in that they are based on customers'past
consumption experiences that can influence the consumers' future consumption attitude and
behaviours (Pieters, 1 98S).
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2.2.3 CustomerValue in an Exchange Process

An exchange process involving customer value is regarded as the premise to achieve a positive

business petformance OMoodruff, Schumann, and Gardial ,1993;Lu,1995; Gale, 1994)' However'

including customer value may not guarantee thê completion of the exchange in that customer

value is inherent in customers' minds and cannot be created by the guesswork of an organisation.

Hence, the organisation's ability to deliver customer value that can exactly match customers' need

is critical for the completion of an exchange.

While .,Listening to customers" is important, adopting customers' viewpoints also has its

limitations. Customers' views are limited by their attribute perceptions of, and restricted

experience or knowledge of, business products (Woodruff et al., 1993)' This may cause aft

organisation to comprehend customer value incompletely and thus to deliver it ineffectively' As a

result, it may be better to explore cusfomers' perceived value from both the extrinsic

(utilitariar/functional) and intrinsic (hedonic/symbolic) aspects in order to explore customer value

in a more comPlete waY'

Additionally, it is imperative to understand the underlying motives for customer value in an

exchange in that customer value can be changeable over time due to extemal triggers such as

promotion (lyoodruff et al., 1993). In order to keep a long-term relationship with customers, it is

essential to continually monitor changes in customer value and to make appropriate and timely

adjustments. An organisation's capability to deliver customer value as expected by customers is

thus important for the exchange process. ln service firms, this may largely depend on front-line

"rnþloy""r'performance. 
Necessary support provided by management, such as on{he-job training'

should enhance employees' performance at the time of the service encounter'

2.2.4 The Potential Relationship between customer value and Market orientation

The dynamic nature of customer value in the èxchange process echoes the continuum of market

orientation, which emphasises the continuous creation of customer value. Both concepts can thus

complement each other to some extent. The capability of delivering customer value can be

reflected in the organisation's degree of market orientation. As suggested by Kohli and Jaworski

(1990), highly market-oriented organisations tend to have highly satisfied customers. This may

result from an appropriate application of market intelligence, which is regarded as the basis of

,.customer focus" by Kohli and Jaworski (1990). Accordingly, highly market-oriented

organisations tend to be highly customer-focused and thus may pay more attention to the creation

and delivery of customer value. However, the extant empirical results suggest that an organisation

adopting ma¡ket orientation may not necessarily produce a positive business performance' The

key may depend on the origin of customer value'

The emphasis on creating customer value should mean understanding customer value from the

customers' perspective, aS customer value can only be defined by customers themselves

(lMeinstein and Pohlman, 1998). In a transaction, the concept of customer value is supposed to be

able to represent and reflect customers' needs for, or expectations from, an exchange' In order to
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fully implement the concept of customer value in the exchange process, a market-oriented
organisation is thus expected to understand customer value from their customers' perspective. The
derivation of customel value is thereföre crjtical to any implementation of market orientation. This
critical point has not received the attention it deseryes in the research domain of market
orientation.

Adopting customer value derived from customers' views should enhance the effect of market
orientation in that customer value can increase market share and business prohtability (Gale, lg97).
Contrasting with the conventional organisations'views dominating in existing market orientation
studies, this approach of generating customer value based on customers' views can provide the
firms with new insights into market orientation in two ways: First by underlining the discrepancy
and consistency of the view on market orientation between organisations and consumers; and
second, by highlighting the difference in the perception of superior customer value in market
orientation practice between organisations and consumers. Based on the comparison of the views
between organisations and customers, new insights may be gained into the customers'concemron
value delivery and indicate practical directions to improve an organisation's competitiveness.
Basically, a market-oriented organisation indicates its willingness to satisfz customers l1y
delivering superior customer value in their market orientation activities. ff an organisation can
include customer value, based on customers' views, in their market orientation practice, ttte
positive consequence of adopting market orientation can be expected.

Yet, despite the significant integrated effect of market orientation and customer value to an
organisation's business performance, little attention has been paid to this issue. This study thus
proposes the CVBMO, a conceptualisation incorporating customer value into market orientation,
where the origin of customer value is derived directly from customers' views. The eflects of such a
CVBMO in the exchange process are then explored in a selected empìrical setting in order to
examine the relationship between market orientation and business performance. This research
focus is described fuither in a later section.

2.2.5 Current Development of Measurement Scale for Customer Value
In order to involve the concept of customer value into market orientation, it is imperative to make
a comprehensive review of customer value. A review of the literature on customer value suggests
that existing research has yet to provide adequate valid scale for empirical investigation. Most
researchers have focused on theoretical exploration rathel than on empirical verification of
existing measures as can be seen in Tâble 2.3. Arecent attempt at developing value measures is
provided by the work of Sweeney and Soutar (2001). However, the application of their scales may
be limited by the dimensions of value examined, and their generalisability to non-physical
products or the service-dominated industry may be questionable. A fuller perspective on value,
therefore, needs to be taken. Consequently, few validated scales of customer value exist in
literature.
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Table 2.3 Cunent Approach for Measuring Customer Value of Selected Studies

Sources TVpe ofStudv MeasurcAoproach

Langley and Holcomb (1992) T Customer satisfaction

Heard (1993) T The ratio of what the customer gets to what the customer PaYs

Gale (1994) E Relative price; Relative quality

Lai (1995) T Benefits- costs

Jensen (1995) T Perceived relati ve values

Perceived positive consequences þenehts or desired outcomes);
Woodruff and Gardial (1 996) Perceived negative consequences (sacrifi ces or costs)T

Gale (1997) T
The valuation of customers to the relative key buying factors;

The customers'perception on the relative perfotmance of each

key buying factor

de Ruyter et al. (1997) E
Axiological perspective on customer value by HaÍman's 3 value

dimensions: extrinsic, intrinsic and systemic value

Weinstein and Pohlman (1998) T Benefits (product service qualily) received - Price paid

Sirohi, Mcl¿ughlin and Wittink
(1998)

Perceived value: value for moneyE

Weinstein and Johnson (1999) T
Perceived product quality; Perceived service quality;

Perceived value-based price

Perceptions of benefi ts given costs;
Naylor and Frank (2000) E

Perceptions of overall value compared to other retailers

Daniels (2000) T
Perceived value from product or service quality¡

Comparative value assessment (in relation to competitors'

customers)

Emotional, Social, Functìonal (price/value for money;
Sweeney and Soutar (2001) perlormance/quality) value of productE

Note: Theoretical study (I); Empirical study @)

Due to the above-mentioned inadequacy, measures from other studies such as services mafketing

or business management are needed. Overall, two kinds of measures for customer value can be

identified from relevant studies under the rational and experiential perspectives of value:

monetary/attribute and non-monetary/experiential ones. For example, the comparative view of

benehts received and price paid can be regarded as a type of monetary measures (e.g., Weinstein

and Potilman, 1998). On the other hand, the Axiological perspective on value in terms of

measuring customer satisfaction can be regarded as a non-monetary measure (e.g., de Ruyter et al.,

lggl).Although these studies are not directly aimed at studying customer value, they reveal some

critical variables that are correlated closely with the customer value measures - such as customer

satisfaction (e.g., Webb, Webster, and Krepapa, 2000), service quality (e.g., Daniels, 2000),

perceptions of overall value compared to competitors (e.g., Naylor and Frank, 2000), the direct

and indirect relationship of customer value to customer retention (e.g., Cronin, Brady, and Hult,

2000).

In addition, an overview of customer value theory suggests that customers can perceive value from

several aspects. In the light of this, the current research develops a conceptual categorisation of

customer value based on a sunìmary of the literature review As shown in Table 2'4, this

conceptual categorisation constitutes a basis for the proposed CVBMO measures, which is

advanced in the following section.
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Table 2.4 A Conceptual Categorisation of Customer Value in the Study

Perspective Type
Extrinsic Aspect

(uti litari anlfu ncti onal)
Intrinsic Aspect

(hedonic/symbolic)

Attribute benefits
E.g., Store facilities (physical

aspect in store)
8.g., Service quality

Rational
Perspective

Monetary costs E.g., Price Paid
8.g., Perceived value at a ceftain

price

Experiential benefits E.g., Store appearance
E.g., Personal identification to

storeExperiential
Perspective

Non-monetary costs E.g., Convenience (store feature)
E.g., Convenience (time,

service)
Source : Hartman (1967 ), Holbrook and Hirschman (1982), T.eithaml (1988)

2.2.6 A Framework for the scale Development of customer value
Due to the unavailability of valid measures, a framework for the scale development of customer
value is proposed in Figure 2.2. Based on the conceptual categorisation of customer value in the
preceding section, this framework was used to develop scales of customer value from the three

substantial components of market orientation construct suggested by Narver and Slater (1990) (i.e.,

customer orientation, competitor orientation, inter-functional coordination). Two dimensions are

used to incubate this construct, namely, the rational and the experiential perspectives of customer
value, and the monetary and the non-monetary attributes of customer value as stated previously.
Moreover, most relevant studies in customer value suggest that customer value can be derived
from the cons€quence of comparing perceived benefits and perceived costs (e.g.,7nitharnl, 1988;

Woodruff *d C*¿i¿ ,1996;Weinstein and Pohlman, 1998). This view is adopted in the cunent
research. ln terms of the above-mentioned conceptualisation, the components of perceived benehts

and perceived costs are further developed. This framework provides the basis for the CVBMO
construct proposed later.

Figre2.2 AFramework for Customef Value Measurement

In relation to competitors

Service Quality,
ProductAssortments,

Store Facilities, etc.

Outlet's Atmosphere,
Personal Identifi cation
to Store,

StoreAppeal, etc.

Price Paid,

Opportunity Cost, etc.

Inconvenience,
Anger, Frustration,
Time,
Searching Costs, etc.

Rational
Perspective

Attribute
Benefits

Perceived

Benefits
Experiential
Perspective

Experiential

Benefits

Customer
Value

Rational
Perspective

Monetary Costs

Perceived

Costs

Non-monetary
Costs

Experiential
Perspective



Chapter 2. Theoretical Foundations of Customer Value based Market Orientation 31

Several variables can be considered as perceived benefits by customers. For example, it is found

that product quality is important to customers' purchase decisions (Gale, 1994). Customers are

considered as rational in their ability to perceive and compare different product attributes to make

a good purchase flMeinstein and Johnson,t999).fhey tend to pursue the highest product quality in

the transaction. A favourable product quality is therefore considered as a source of perceived

benehts attached to the total value of a purchase.

Service qqality has also a grcat influence upon purchase decisions. Cronin et al. (2000) state that

seruice quality in itself tends to moderate customers', perceived value over a transaction. Sweeney,

Soutar, and Johnson (lggl) argued that customejrs' perception of service quality is more powertrl

than that of product quality in influencing customers' purchase willingness. lndeed, as emphasised

by Bake¡ Simpson, and Siguaw (lgg9), service quality has a decisive impact on customers'

overall evaluation of an organisation, especially in tho retail setting. This suggests that customers

may regard service quality as an important means to make purchase decisions at the end of an

exchange process. Therefore, from a rational perspective, a favourable service quality can also be

considered as a kind of perceived benefits that adds value to a transaction. Other considerations

such as store facilities, product or seruice assortments can be included as the source of perceived

benehts in the same way from a rational perspective.

In addition, perceived benefits also can be revealed from the experiential perspective. It is widely

accepted that customer satisfaction depends on value (e.g., Howard and Sheth, 1969; Kotler and

Lnvy, 1969; Mano and Oliver, 1993; Oliver, 1991). Value is inherent in the exchange process

(Holbrook, Igg4,lg99) as is the "reinforcement" derived from consumption (Howard and Sheth,

gèg), and any positive affective perception of exchange process can be regarded as a source of

experiential benefits. This kind of positive affective consumption experience is thus considered as

a perceived benefit from the experiential perspective. The affectivity may result from several

aspects: a sociological interaction such as that between service providers and customers or that

among in-store customers; the purchasing environment such as outlet's atmosphere; a

psychological effect such as personal identifica[ion to store; and a sociological effect such as store

appeals.

Equally, perceived costs can result from several factors recognised by customers from the rational

and the experiential perspectives. As suggested by Howard and Sheth (1969), the perception of

customers' total cost derived from consumption consists of the economic and experiential cost.

The former (economic cost) is regarded as stemming from the rational perspective on perceived

costs, namely, the monetary costs. This may involve the relative price perception of seruice or

product in the equivalent category and the opportunity costs between product or service choice.

Conversely, the experiential cost is regarded as the equivalent of non-monetary cost, which is

treated as originating from the experiential perspective of customers on perceived costs in the

current study. For example, a negative affective consumption experience can be regarded as a

perceived cost. This may include the negative personal perception of exchange in terms of

extrinsic and intrinsic considerations such as time, searching cost, inconvenience, anger or

frustration.
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2.3Integration of Customer Value and Market Orientation

Several problems are revealed from the review of the lite¡ature on market orientation. Simply
stated, they can be identified as follows: (1) The original market orientation consûucts and their
subsequent development fail to reflect customer-centric thinking; (2) Existing research instruments
of market orientation are mainly developed from an organisation's perspective without the
participation of customers; (3) Empirical findings suggest the consequence of implementing
market orientation is not always positive; (4) The validity and reliability of existing measures of
market orientation remains questionable; (5) Previous research has mainly focused on examining
the effect of market orientation in the manufacturing setting; (6) Issues relating to personnel's
implementation of market orientation in the exchange process have not received much attention.

Given the above problems identified in the market orientation literature, this study attempts to
discover appropriate solutions. A review of the literature on the advantage of customer value
suggests three key arguments for adopting it in this study: (1) Customer value is a theóry
emphasising the implementation of customer-centric thinking in marketing (e.g., Weinstein and

Pohlman, 1998); (2) Customer value is regarded as the premise to achieve a positive business

performance (e.9., Woodruff et al., 1993; Gale, I99l): (3) Customer value provides a useful
conceptual link to examine the relationship between market orientation and customer retentidn
(e.g., Cadogan and Diamantopoulos, 1995). Therefore, customer value is regarded as pivotal in
consolidating the market orientation construct in the cument research.

Although Narver and Slater (1990) mention the term "customer value" and hightight the notion of
customer value in relation to market orientation, this concept is not formally included in their
model nor embedded in their scale. Moreover, they mention the term customer value without
specifying its definition or specific composition. This suggests that the importance of customer
value for market orientation remains a theoretical assertion without empirical verification. This
fuither suggests two important issues: (1) the theoretical feasibility of constructing a market
orientation model based on customer value, and (2) validating such a theoretical asseftion in an

empirical study deserves further consideration. The first of these issues is addressed in this chapter.

The focus of this section is therefore to specify the feasibility of building a market orientation
construct based on a customer value concept derived from the theoretical and methodological
perspectives. The meaning of customer value in the study is defined first. In terms of resea¡ch

focus in this section, selecting a convincing basis from existing market orientation constructs

and/or conceptualisations is crucial at the outset as modifying existing construct or building theory
from existing conceptualisation are generally accepted approaches for scholars (Zaltman,

læMasters, and Heffring,I982).In this regard, the inclusion of customer value in the process of
constructing CVBMO is discussed in detail. Performance indices of this proposed CVBMO are

also discussed.
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2.3.7 Dehnition of CustomerValue

previous studies have identified the lack of customer-centric thinking in the existing market

orientation constructs and have also revealed the imporlance of customer value in market

orientation practice. Both views emphasise the signihcance of customers' opinions in the

conceptualisation and implementation of market orientation'

The customer-centric thinking embedded in the theory of market orientation suggests that the

definition of customer value should originate from customers themselves. However, previous

studies in market orientation did not succeed in reflecting this. ln the light of this shortcoming,

researchers should involve customers in the conceptualisation of the market orientation construct'

This enables the nature of market orientation to be captured from the perspectives of both the

organisation and its customers. This further enables the real effects of market orientation to be

identified, as such conceptualisation of market orientation actually reflects the interaction of both

parties to a business exchange. Therefore, the impact of market orientation on both parties can be

fully understood.

Thought the essential role of customer value in market orientation practice has been noted,

scholars have failed to include customer value defined from a customer's perspective iri their study

of market orientation. Despite very rare cases of market orientation studies mentioning customer

value, researchers grounded their theory on the perspective of managers rather than customers

(e.g., Narver and Slater, 1990). However, an organisation's perspective on customer value is

unlikely to be the same as that of its customers. As a result, the attempt of including the concept of

customer value in previous studies of market orientation achieves little. Hence, the nature of

customer value should be derived from customers themselves (lMeinstein and Pohlman, 1998).

Understanding customers' perceptions of customer value is thus necessaly for subsequent research

in the area of market orientation.

In addition, as stated previously, an exchange can be achieved only when the customer value

emerges and customers are satisfied by the value deriving from the exchange' Though the causal

sequence of customer value and customer satisfaction is undetermined (e.g., Langley and

Holcomb, 1992 cf. Slater, lggl), certain connections exist between them. The completion of a

transaction can be considered as the consequence of customer satisfaction, which results from

customer value. In other words, the exchange occurs when customer value leads to customer

satisfaction.

A satisfied customer is more likely to become a loyal customer; and a customer value-led

satisfaction fuither enhances customer retention. Moreover, in terms of key players in a market,

the influence of competitors on the exchange is beyond doubt. It is therefore important for an

organisation to keep creating customer value and making its customers satisfied in relation to

competitors. Based on the conceptualisation emerging from the literature and the previous

discussion about the scale development of customer value, the concept of customer value in this

study is defined as "the customers' overall evaluation in relation to competitors based on their

comparisons of perceived benefits with perceived costs during exchange process (i.e., customer
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value = perceived benefits - perceived costs, in relation to competitors)".

2.3.2 Foundation of the Customer Value based Market Orientation Construct
Regardless of the inadequacy of both pioneering construcis, a comparison of these two market
orientation consíucts was undeftaken in order to select a better foundation for the proposed
CVBMO model. Both the pioneering market orientation constructs are considered as rather
interchangeable, since their dimensions are identical in some way (Cadogan and Damantopoulos,
1995); and their measures a¡e also regarded as altemative (Oczkowski and Farrell, 1993). previous

studies suggested that both constructs are of approximately equal strength and that either one of
them can be the representative of market orientation. Nevertheless, as discussed earlier (sections
2.1.4 to 2.L6), an examination of both constructs indicates that Narver and Slater's market
orientation model outperforms that of Kohli and Jaworski in terms of conceptualisation (e.g.,

Wrenn, l99l), scale development (e.g., Gabel, I995),validity and reliability (e.g., Oczkowski and
Farrell, 1998), its applicability (e.g., Chang and Chen, 1998) and generalisability (e.g., Mavondo
and Farrell, 2000). Additionally, when conducting a crossrcountry or cross-indusfty research, the
market orientation model of Narver and Slater is more appropriate and more generalisable than
that of Kohli, Jaworski and Kumar (Mavondo and Farrell, 2000).

The above discussion recognised the excellence of Naver and Slater's market orientation model in
many facets' In addition, Narvet and Slater's (1990) underlying premise of providing value for
exchange partner justifies the conceptualisation of the proppsed CVBMO in this study. The equal
consideration of the customers, competitiors, and organisation in their three-dimensional market
orientation tltoO.t also provides the cunent research with an all-embracing framework.
Consequently, the conceptualisation of Narver and Slater's market orientation and their
three-dimensional framework are adopted as a prototype for developing the proposed CVBMO.
Their conception of market orientation was used as an aid to develop the CVBMO with additional
contentions proposed by the researcher to strengthen market orientation theory and complete the
existing market orientation construct. The inability of rehecting customer-centric thinking in past
market orientation studies was overcome by involving customers' opinions in the conceptual and
scale development process of the CVBMO.

Considering the inadequacy of existing market orientation constructs discussed previously, this
thesis holds that customer-centric thinking should be involved in every components of a market
orientation model. The sentiment that customer orientation is an essential antecedent for an
organisation aiming for a competitive advantage (e.g., Ganesan, 1994) reveals the importance of
customer focus in developing a market orientation model. When formulating the elements of
"customer orientation, competitor orientation, and inter-functional coordination", the three
behavioural components of market orientation suggested by Narver and Slater (1990) should take
customers' view into account. This involves the consideration of the value needed by intemal
(employees) and extemal customers (consumers). In other words, a market orientation model
should be able to reflect the views of customers on each substantial dimension. Integrating
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customer value into such a market orientation construct is then meaningful, and the proposed

CVBMO measurement can be then developed for the cunent research. Since integrating customer

value theory into the market orientation construct is a new undertaking in the research domain of

market orientation, exploring an approach to fit customer value into the selected market orientation

construct is critical to the curent study. This is discussed in the next section'

2.3.3 Fitting Customer Value into Market Orientation

As stated above, the conceptualisation of Narver and Slater's (1990) market orientation was

preferred as the foundation for building a CVBMO construct. The essential role of customer value

in the market orientation context is clear. This can be infened from the conceptualisation of Narver

and Slater's market orientation construct and their following works (Narver and Slater, 1990;

Slater and Nawer, !994a,2000; Narver et al., 1998). However, there is no guidance about how to

merge the customer value concept into the market orientation construct'

However, some earlier studies may provide directions to resolve this problem' In ordeq to develop

better measures of marketing constructs, Churchill (1919) provided a framework, inclusive of

eight critical and sequential steps. They are: "(1) Specify domain of construct, (2) Genqrate sample

of items, (3) Collect data, (4) Purify measure, (5) Collect data, (6) Assess reliability, (7) Assess

validity, and (8) Develop norm (churcÏ'tlll,Iglg,p.66)".In this section, the emphasis is placed on

the first two steps regarding the methodological concems on how the cvBMo construct can be

developed. The remainder will be implemented in later Chapters Four and Five addressing the

scale development of CVBMO.

According to Churchill's guidelines, the first step is to identify the specification of the research

domain. The cause of insufhciency in past market orientaúon studies in relation to scale

development is considered, and remedial action is proposed. Additional thoughts are also given to

involving relevant concepts to strengthen the ionstruct of CVBMO in this study, using Narver and

Slater,s (1990) three-dimensional market orientation construct as the basis. Customer value is

introduced into market orientation with a customer focus in mind for the development of the

proposed CVBMO construct. Existing market orientation constructs have long been criticised for

their lack of customers' input. Providing that the customers' perceptions are involved in the

development of the intended CVBMO construct, the question conceming the participation of key

informants in the construct development can be resolved. Moreove¡ including both views of an

organisation and its customers in the market orientation construct as suggested in previous studies

(e.g., Deshpandé et d*, 1993; Gabel, 1995) may more completely reveal the effect of market

orientation.

The following step of Churchill's process is to generate scale items. The generation of specific

measurement items is discussed more fully in the chapters on methodology (Chapters Four and

Five). Here, the main concem is on the literature contribution in relation to these measures.

Regarding the generation of scale items for measuring CVBMO based on customer-centric

thinking, it is essential to understand the antecedents of customer value and to integrate such
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influences into the implementation of market orientation. As suggested by Cadogan and
Diamantopoulos (1995), it is necessary to include the elements of customer value-enhancing
activity in an organisation's operationalisation of customer orientation.

How to measure perceived value from the perspectives of customers and firms must be considered.
A market-oriented organisation is expected to retain customers by proactively creating and
delivering customer value rather than just reactively making customer satisfied (Slater and Narver,
1998)' In order to implement market orientation by means of creating customer value, a
market-oriented organisation is often expected to assist its customers achieve maximum perceived
benefits at a minimum perceived costs. This practice can enhance customers' satisfaction and
subsequent customers' retention. However, whether a value'added service can satisfy customers
rest with customers themselves as only can customerb decide the success or failure of service
provided (Meyer and Blümelhuber, 2000). Also, since the value perceived and prefened by
customeß can be varied (Ganesh, Amold, and Reynolds, 2000), market orientation practice must
be considered across varied dimensions of customer value. Hence, it is important to understand
how customers and firms both perceive value in relation to value delivery in market orientation
practice. Both the rational and experiential perspectives on value, as discussed in previous section,
are used to develop the measures of CVBMO later.

2.3.4 considerations of Performance Indices for the cvBMo study
In order to reflect the long-term effects of market orientation upon business performance, selecting
the more apqropriate performance indices is essential. Traditional financial indices are widely
adopted in tfÏe research domain of market orientation. As stated previously, however, financial
measures have their own limitations (Mitchell and Hamilton, 1988). In certain business settings,
financial measures may be inadequate in measuring business performance (Hart, I9g3).In the
case of the retail industry for example, petformance measures are used to identify the contribution
of one particular store, i.e., store performance, to its headquarters. Nevertheless, the financial
performance is also determined by other exogenous varlables such as store location. In addition,
the contribution to business profit by the workforce involved in service encounters is clear for any
business. In such situation, using financial measures when measuring performance may veil the
real efforts of employees. In order to identify the actual performance conceming managerial or
personnel efforts' contribution to market orientation, non-financial measures would be more
appropriate.

Non-financial measures have been widely applied in the research domain of customer value or
service quality (e.g., Mittal and Lassar, 1996; Cronin et al., 2000). Non-financial indices often
comprise the subjective rating of relationship satisfaction (e.g., Baker et al, 1999), relationship
quality (e.g., Crosby et al., 1990; Dorsch, Swanson, and Kelley, 1998), service quality (e.g.,
7ßithan,l, 1988), store loyalty (e.g., Sheth and Parvatiyar, lgg5), or purchase intentions (e.g.,
Ganesh et al., 2000).
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In view of the mixed empirical hndings conceming the market orientation-pedomance

relationship, few scholars in the rcsearch domain of market odentation have attempted to disclose

the possible causes and solutions of such equivocal relationship. For example, Chang and Chen

(1998) indicated that seryice quality is a mediating variable in the unstable market

orientation-business performance relationship. Webb et al. (2000) supported this and added the

extra mediating variable of customer satisfaction. This reveals the potential of applying related

theories to address the insufhciency of an existing theory.

In the light of this tendency and of the limitations of financial measures discussed previously, this

study uses non-financial performance indices to examine the effrcacy of the proposed CVBMO.

Moreover, as suggested by Clark (1999), "multidimensional measures" of marketing performance

can enhance the comprehension of certain relationships. Employing multi-dimensional

performance indices such as customer satisfaction; patronage indicators, or behavioural intention

may thus assist in resolving the, puzzle of past research into market orientation-business

performance links. Varied dimensions of non-financial measures suggested from extant literatures

are therefore selectively employed in this study. For example, in the case of retail organisations,

business performance can largely reflect customers' repeat store patronage. Such consumer

behaviour can reveal customer retention in different ways such as consumption frequency (e.g',

Sirgy, Johar, Samli, and Claibome,IggI), consumption expenditure (e.g., Sirohi et al., 1998), and

recommendation intention (e.g., Baker, L,evy, and Grewal, 1992). This may also involve other

considerations such as the psychological commitment of a customer to a seruice-providing

employee.

{

2.4 Chapter Summary

This chapter reviews the existing theory conceming market orientation and customer value. Based

on the problems identified from the literature leview, this study attempts to discover appropriate

solutions pertaining to the research objectives of the study. The importance of customer value in

market orientation suggests the need for fuither exploration.

The theoretical feasibility of constructing a market orientation model based on customer value was

examined in this chapter. A review of the literature relevant to the concepts of market orientation

and customer value provides the theoretical foundation for constructing the proposed CVBMO

model. The conceptualisation of inco¡porating customer value into market orientation was

proposed in details.

In addition, due to few existing validated scales of customer value, this thesis proposes a

framework for the scale development of customer value. Based on a summary of extant

conceptual categorisation of customer value, this framework provided a basis for the proposed

CVBMO measurement.
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A research model for the cuffent reseilch will be developed in the following chapter. A detailed

discussion regarding this conceptual model is held. Based on a review of relevant studies, the

research hypotheses for the study are then introduced.
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Chapter 3. Development of Conceptual Model and Hypotheses

3.0Introduction

In this chapter, the research scope for this study is described. Based on the review of relevant

literature and the discussion in previous chapters, a conceptual model for the current study is

presented. The proposed model explains the relationship between market orientation and business

performance outcomes from the perceptions of both an organisation and its customers in the

service industry Moreover, based on the discussion of this proposed conceptual model and the

review of relevant variables in previous studies, research hypotheses are formally introduced.

3.1 Conceptual Model for the Study 
,

The focus of this section is on developing the conceptual model for the current research, which

includes developing the relationships of proposed key variables in the model. Based on a thorough

review of the literature on market orientation and customer value in the preceding chapter, the

conceptual framework of the study is introduced first. A fuither review and summary of existing

intenelationships between market orientation, and customer value respectively, and relevant

variables is presented. This comprehensive review provides the basis for proposing the probable

causal relationships between the intended customer value-based market orientation (CVBMO)

concept and performance indicators (i.e., customer satisfaction and customer retention)'

Accordingly, the conceptual model of the study is completely presented.

3.1.1 The Conceptual Framework of the Study

Figure 3.1 is a diagrammatic representation of the conceptual framework for the current research.

The objective of this study is to examine the nature of market orientation, and its impact on

employees'service performance, on customets'satisfaction and ultimately on customers'retention'

The research focus is on the interaction between the service employees and the customers, as

shown in the area contained in the dotted line in the conceptual framework. As most studies in

market orientation focus on the internal interface (the relationship of an organisation and its

employees), a focus on the extemal interface (the relationship of employees and customers) should

provide a more complete understanding of the effects of implementing market orientation.

The literature review suggests that considering personnel's implementation of market orientation is

imperative (e.g., Siguaw et aI.,1994). In the retail service context in particular, the store personnel

have a decisive influence on the organisation's market orientation performance in that they are the

key implementers of market orientation. Understanding how the service providers (i.e., service

employees) implement the market-oriented decisions made by management (i.e., at headquarters)

is thus important. This may relate to their perception of their organisation's market orientation

performance, and may subsequently impact on their behaviour while serving customers. All these
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remain to be examined empirically to date.

In tutn, how these seruice employees' performance in tems of market orientation can affect

customers' perceptions of the exchange process is a further issue. The personnel issue cannot be

overlooked in the service delivery situation in that 'personalisation', which is defined as "the social

content of interaction between service employees and their customers" (Mittal and Lassar, 1996, p.

96) is critical to the evaluation of service and customer satisfaction. The personnel interaction in
different service stages can also influence customers' willingness to repeat patronage (e.g., Price

and Arnould, 1999; Jones et at., 2UÌl). Since customers'perceptions of the service providers'

performance can impact on their willingness to remain in a business relationship, an understanding

of the interaction between customers and service employees appears critical for any business.

Figure 3.1 The Conceptual Framework for the Cunent Research

Service Providing Unit

Service Employees'
Efforts to Implement
Market Orientation

Customers' Satisfaction
with Service Employees'
Performance of Market

Orientation

Service Employees'
Perception of

Headquarters' Market
Orientation

Customer

Retention
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3.1.2 Interrelationships between Market Orientation, CustomerValue and Other

Relevant Variables

The varied relations between market orientation and customer value have been explored in the

preceding chapter. The importance of customer value in market orientation practice is investigated

and an attempt at integating both concepts is made. A review of recent studies reflecting the wave

of cunent development in relevant research domains provides an insight into the intended

CVBMO construct. This suggests a new way to employ the concept of customer value to define a

market orientation construct and to explore the link between the proposed CVBMO and business

performance outcomes. Figure 3.2 is a diagrarnmâtic representation of the intenelationships

among relevant variables in the literature. The relationships between market orientation and

customer value respectively and other relevant variables are discussed in sequence in the föllowing

two sub-secûons.
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Siguaw etal. (1994); Mengüç (1 ee6); Goff et al. (199'l);Webb et al. (2000);
I MO)CS Slater and Nawer

2 MO)SQ al. (2000)Chang and Chen ( 1998); Webb et

3 CS)CV Langley & Holcomb (1992); Gale (1997); Cronin et al. (2000)

4 SQ)CV)CS Mittal and Lassar (1996); Slater ( 1997); Cronin et al. (2000)

Gale (1997); Oliver (1999); Cronin et al. (2000); Jones et al. (2000);
s sQ)cs)cR McDousall and I-evesque (2000)

6 P)CS Mittal and Lassar (1996); Price andAmould ( 1999)

7 P)SQ Crosby et al. (1 Mittal and Lassar (1996)

9 CR>CS Oliver (1999); Cronin et al.

Amould (1999); Jones et al.8 PàCR Mittal and Lassar (l996); Price and
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3,1.2.1 Relationships between Market Orientation, Service Quatity, Customer Satisfaction
and Customer Retention

Areview of the market orientation literature suggests that little effort has been made to explore the
relationship between market orientation and non-financial performance such as service quality and
customer satisfaction. Most studies of market orientation have centred on examining business
perfotmance outcomes by traditional hnancial indices. This reflects the novelty of using
non-financial indices in this research area. In order to enhance our understanding of business
pedormance in market orientation study from different perspectives, a broader view of business
performance outcomes, involving varied non-financial indicators, is called for.

Notwithstanding, prior reseatchers' works on this topic empirically verif,red different causal
relationships between market orientation and service quality (e.g., Webb et al, 2000), between
market orientation and intemal customer (i.e., employee) satisfaction (e.g., Siguaw et al, 1994),
and between market orientation and extemal customer satisfaction (e.g., Goff et al., 1997; SlJter
and Narver, 2000). These works provide an insight into the influence of market orientation and
also suggest different views on the contribution of market orientation toward business
performance. In addition, and to the author's knowledge, the connection between markgt
orientation and customer retention or repeated patronage has not been explored. This non-financial
indicator should reveal a clear effect of market orientation on business performance since this is
where the source of business performance comes from. Exploring the link between these two
variables deserves attention, especially in the research domain of market orientation.

In addition, several studies in services or relationship marketing empirically identified the
relationship of human issues in different service stages or encounters to business performance. For
example, Mittal and Lassar (1996) provide empirical evidence for the importance of frontJine
employees for business performance. Their results show that the performance of employees in the
interaction with customers significantly influences customers' overall satisfaction, perceived
service quality, and willingness to retain. However, this contrasts partialiy with Jones et al.'s (2000)
result that a stronger interpersonal relationship may not result in higher purchase intentions.
Though the effect of personnel interaction on customer intention appears to be inconclusive in
relevant research, these studies suggest the possible influence of personnel interaction on the
relationship between market orientation and business performance, which has not been fully
explored in the research domain of market orientation.
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3.1.2.2 Relationships between customervalue, service Quality, customer satisfaction and

Customer Retention

In contrast with the rare investigation of seruice quality, customer satisfaction, and customer

retention in relation to mæket orientation, these variables are examined widely in studies of

customer value. The subject of value has received a lot of attention in different research domains

such as marketing management anil consumer behaviour. Most studies suggest the importance of

value in the pursuit of customer satisfaction. However, the causal Sequence of customer value and

customer satisfaction is debated among scholars (e.gr, Langley & Holcomb ,1992 cf' Gale, 1997 cf'

Slater 1997; Mittal and Lassar, 1996; Cronin et al., 2000). In this regard, the cunent research

supports the widely accepted view that customer value leads to customer satisfaction' As the

success or failure of the seruice provided depends on customers (Meyer and Blümelhubet 2000)'

they r-nust define what customer value is flMeinstein and Johnson, 1999), and their perception of

value in service should influence their satisfaction'

In addition, sen¿ice quality is known to have a direct influence on customers' perceived value

(Cronin et al., 2000). Further, both service quality and customer value are proved to be the

predictors of customer satisfaction in extant sen¿ice studies (e'g', Bagozz\, 1992; Cronin et al"

2000). The importance of their synergistic effects on customer service perception has been

emphasized (Gale, I9g4). A positive seruice quality can be regarded as a kind of benefit to

customer, which brings in value for them. An organisation's market competitiveness can be

differential and reinforced by mean of enhancing seruice quality including various value-added

ser.üices such as the "satishers" suggested by Grönroos (1984). In the current research, service

quality is thus treated in symbiosis with value in the service delivery process' That is, good service

quatlty exists simultaneously with good service value. Moreover, their slmergistic effect on

customer satisfaction highlights the role of implementers and the decisive influence of their service

performance at the time of encounter. This suggests a fuither issue in exploring the determinants of

service employees' performance such as management supporl for their job.

Additionally, how front-line employees perceive their management support of their market

orientation efforts would be important for their service performance. The impact of employees'

service performance on customer satisfaction is well documented in the literature (e'g', Westbrook,

1981; Crosby et a1., 1990; Siguaw et aL,1994: Beatty et al.,1996; Reynolds and Beatty, 1999)'

The employees' selice performance can largely depend upon the employees'capacity to deliver

value as expected by customers. In this regard, management suppoft (e'g', on-the-job training or

organisational leaming atmosphere) that can improve and update employees' capability should

influence employees' service pedormance'

The generally accepted relationship of customer satisfaction to customer retention (e.g' Gale, 1997;

cronin et al., 2000; McDougall and lrvesque, 2000) has been challenged by oliver (1999)' His

work contends that the prerequisite of customer retention is customer satisfaction, but that

customer satisfaction does not necessarily result in customer retention. Certain mechanisms exist
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in, and intercept the formation of, the relationship between customer satisfaction and customer
retention' This includes the influences of various psychological reasons related to personal
identification with business activities, and their combinative efflect, such as the influence of
customets' affective commitment to a specific selice employee or their store loyalty. Hence,
understanding the origin of customer satisfaction or its decisive factors from customers'
perspective may neutralize the possible influence of cerlain mechanisms existing in the
relationship between customer satisfaction and customer retention, This can then foster the causal
relationship between customer satisfaction and customer retention. In this regard, customer value
should be considered for its potential to improve customer satisfaction (e.g., Cronin et al., 2000)
and for its contents, which is supposed to be identified by customers. This would involve various
dimensions of customer value, including intrinsic and extrinsic ones as discussed previously.

Based on the above discussion, the complex relationships among the variables customer value,
seruice quality, customer satisfaction, and customer retention can be clarified in a certain causal
sequence. Namely, the synergistic effect of customer value and service quality should lead to
customer satisfaction, which in tum can result in greater customer retention.

3.I.3 Causal Relationships between Proposed CVBMO Concept, Customer '

Satisfaction, and Customer Retention

A summary of the above-mentioned intenelationships among key variables may enhance our
understanding of the impact of market orientation on business performance (i.e., the perf'ormance
outcomes customer satisfaction and customer retention). Specifically, prior studies have
established the relationship among market orientation (MO), service quatity (Se), customer value
(CV), customer satisfaction (CS), and customer retention (CR). It is suggested respectively that:
Mo leads to sQ (e.g., webb et al., 2000), se has impact on cv (e.g., cronin et al., 2000), cv
influences CS (e.g., Slater, Iggl),and CS results in CR (e.g., McDougall and lævesque, 2000). kr
other words' this indicates a potential path of MO ) SQ ) CV ) CS > CR. However, both Se
and CV contribute simultaneously to CS and are engaged in a symbiotic relationship as stated
previously. Their collective effect on customer satisfaction suggests the potential for their synergy
to enhance the impact of market orientation on business performance. Both variables are thus
considered collectively with MO when examining the effect of the proposed CVBMO in the
study.

In the light of the research pu{pose of empirically measuring the advantage of the proposed
CVBMO to an organisation, the current research aims to establish the relationship among the
variables CVBMO' CS, and CR. Hence, this study examines the relationships among these key
variables in a causal sequence such that CVBMO leads to CS, and this in tum impacts on CR (i.e.,
CVBMO ) CS ) CR)' In addition, management suppoft (SU) for employees'implementation of
market orientation is assumed to have a decisive influence on their CVBMO performance as
reasoned previously. Figure 3.3 represents the proposed direction and causal sequence of key
variables, and shows the model tested empirically in the study.
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Up to now, this study proposed the above causal relationships of key variables in the study'

However, several moderating factors of the market orientation-business performance relationship

such as front-line employees' seruice performance and other competitive situations may need to be

considered. These factors can influence the effectiveness of market orientation implementation

and the consequence of customer retention. They are regarded as exogenous variables for the

current research.

Figure 3.3 Proposed Model Showing Causal Relationships of Key Variables
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3 .2 Hyp othe ses Development

Based on the conceptual framework proposed in section 3.1, the interrelationships among
headquarters, service employees, and customers regarding market orientation implementation are
explored in the setting of the service industry Relevant variables from past studies are involved in
the cunent examination. With the investigation of the relationships in the proposed conceptual
model, the formal hypotheses drawn from these discussions are presented sequentially.

3.2.r Intenelationship between Headquarters and Service Employees

In the proposed research model, the relationship between an organisation and its employees is first
examined. The emphasis of this relationship is on understanding how employees perceive their
organisation's market orientation, and the impact that this may have on their service performance.
As this study attempts to reveal the effects of market orientation on employees' behaviour in
customer service, measuring employees' perception of their headquarters' market orientation is
necessary to avoid the domination of the organisation's view on market orientation, as is the case
in most of the extant market orientation research.

The benefits of market orientation to an organisation regarding the intemal customers (i.e., the
front-line employees associated with customers) have been addressed in past studies. A
market-oriented organisation is deemed to have more interest in its employees' welfare than less
market-oriented organisations (Kohti and Jaworski ,I99};Beatty, etaJ.,1996). This, in tum, results
in employees' higher job satisfaction (Siguaw et al., 1994;Mengüç, 1996).

'l

Moreover, as market orientation is regarded as a cultural issue, an organisation's climate reflects its
adoption of market orientation. The influence of employees' perceived organisational climate
(work situation or work environment) upon their job satisfaction is therefore evident. The
organisational climate, especially supervisory or management support, has a direct impact on
employees' job satisfaction (Kohli and Jaworski, 1990; Babin and Boles, 1996). As a satished
employee is likely to commit to an organisation with greater willingness to practice the prescribed
business policy (Siguaw et al., 1994) and perform well, an employee with higher job satisfaction is
expected to also demonstrate a better job performance. Hence, employee's job performance should
be higtrly conelated with their perceptions of the level of management supports for market
orientation. In other words, an employee's perception of the headquarters' market orientation
should higtily conelate with their own effofts in terms of market orientation practice. This leads to
the following hypothesis:

Hypothesis 1 : Service employees' perceptions of headquarters' management support for
CVBMO have a significant and positive influence on their market orientation
behaviours.
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3.2.2 Intenelationship between Service Employees and Customers

The second relationship to be examined in this study is the interaction between selice employees

and their customels. Two focal points are underlined in this intenelationship: one is understanding

employees' seryice performance of market orientátion practice from their customers' perspective;

and the second is comprehending the impact of the above customen' perceptions on their attitude

(satisfaction) and behaviour (retention). In relation to the implementation of market orientation, the

headquarters decide the policy and the store staff execute it. The quality of the mæket-oriented

activities is therefore mainly controlled by the serVice encounters, or the service employees. As the

customers usually regard a seruice employee as the representative of his/her organisation, the

customers' perception of the employee becomes their impressions of the organisation (e.g.,

'Westbrook, 1981). In addition, in a service setting, customers can easily perceive the service

performance of employees due to direct contact. Accordingly, a customer's perception of an

employee's seruice performance in market orientation practice should reflect an organisation's

degree of market orientation to somê extent.

The interaction of seryice employees and their customen in an exchange process is a critical point

or "moments of truth" (Carlzon, 1987). In order to engage customers in an exchange process and

keep them in a long-term relationship, satisfying customer is important. Customer satisfaction is

the critical factor of customer retention (Kotler, 1994), and customers with higher satisfaction tend

to be retained. An employee's effort to implement market orientation has an impact on customers'

satisfaction. Moreover, a value-added service is considered an efficient means to satisfy customer

better (Grönroos, 1984; McDougall and Levesque, 2000). Customer perceived value reinforces

"u.to-", 
satisfaction (McDougall and I-evesque, 2000), especially when the value is consistent

with customers' expectations and is delivered with excellent seruice by means of a prior

understanding of customers (Dall'Olmo Riley and de Chematony, 2000). Thus, the seruice

employees' efforts to implement MO, by fulfrlling customer value, should positively relate to

customer satisfaction, suggesting the following hypothesis:

Hypothesis 2: Service employees'efforts to implement CVBMO have a significant and

positive influence on customer satisfaction

In addition, customers'perceptions of, and satisfaction with, employees' service performance of

market orientation can have an impact on their retention. Previous studies have distinguished

salesperson loyalty from store loyalty (e.g., Beatty et d., 1996; Reynolds and Beatty, 1999).

Salesperson loyalty is proved to be an antecedent to store loyalty (e.g., Macintosh and l-ockshin,

1991; Gotr et al., l99l). The personnel issue thus cannot be overlooked in the service delivery

situation in that "personalisation", as stated previously, is critical to the evaluation of service and

customer satisfaction (Mittal and I-assæ 1996). The market orientation performance of service

employees is therefore crucial to customer satisfaction, which in fum can result in customer

retention.
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A satisfied customer tends to become a loyal customer exhibiting repeat patronage behaviour and

intention (e.g. Cronin et al., 2000). Customer satisfaction thus results in customer retention or
loyalty (Cronin and Taylor, I992;Parasur¿unan, Berry andZnitharnl, 1991). However, a review of
literature suggests that a satisfied customer does not always become a loyal customer (Oliver,

1999), contradicting previous findings. This suggests that the relationship between customer

satisfaction and customer loyalty remained contentious. Consequently, the following hypothesis is

proposed:

Hypothesis 3: Customers'satisfaction with their service provider's CVBMO efforts has a

significant and positive influence on their intention to retum.

3.3 Chapter Summary

Based on a review of relevant studies, this chapter developed a research model in the senlice

sector of the retail industry. A detailed discussion regarding this conceptual model was presented.

This introduced research hypotheses for the study. They are:

Hypothesis 1: Service employees' perceptions of headquarters' management support for CVBMO
have a significant and positive influence on their market orientation behaviours.

Hypothesis 2: Service employees'efforts to implement CVBMO have a signihcant and positive

influence on customer satisfaction.

Hypothesis 3: Customers' satisfaction with their service provider's CVBMO efforts has a
significant and positive influence on their intention to retum.

In the following two chapters, a fuither exploration of the issue regarding validating the theoretical

assertion of the importance of customer value for market orientation in an empirical study is
undertaken. A detailed plan for the empirical examination of this issue is provided beforehand. In
order to appraise the applicability of the proposed customer value-based market orientation model,

an empfuical study using qualitative and quantitative approaches is designed and carried out. The

following chapter details an exploratory study using a qualitative approach implemented first. The

associated research methodology and preliminary qualitative results are also presented. This

provides initial empirical evidence for the proposed CVBMO concept and its relationship with
business performance outcomes (i.e., customer satisfaction and customer retention), as well as the

basis for constructing the desired CVBMO model.
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chapter 4. Qualitative Research Design and Methodology

4.0 Introduction

This chapter describes the qualitative research undertaken fol the cunent research. The method

used in the study is described. The research scope for this study is defined in retailing, after the

justification for conducting research in a specifìc context is stated. This qualitative pilot study is

aimed at gaining an in-depth understanding of market orientation practice through the viewpoints

of customers and service employees and at designing relevant question items regarding customer

value concept to consolidate the construct of market orientation. Focus group interviews were

undertaken for these purposes. This pilot study was conducted in Taiwan.

In terms of survey procedure, there are two concems: one is the data collection method; the other

is the design of the research instrument. The sampling plan for this qualitative study included

research context, research location, sampling frâme, and sampling methods. Informants were

obtained from the membership roster of Taiwan Chain Store and Franchise Association (TCSFA)'

Two types of sampling frame were designed fot collecting data. This involved the service

employees of the sample firms (hairdressing salon) and their customers. The screening criteria for

recruiting both types of participants were set beforehand in order to ensure research quality'

Regarding the research instrument for the current study, a moderator guide was prepared in

advErce and used as a guideline for conducting group discussions. Several open-ended questions

were prepared beforehand and raised in the group interview. Content analysis was primarily

adopted in the study for data analysis. Finally, a preliminary resulting empirical model was

presented, which strengthened the construct of the intended CVBMO model and reinforced the

proposed conceptualisation of CVBMO.

4.1 Research Approach and Procedure

The problematic relationship between market-orientated activities and business petformance

remains to be resolved by examining the original market orientation constructs. As discussed

previously, the discrepancy in empirical findings may result from the construct measurement

and/or from the choice of unsuitable performance indicators for market orientation. Re-defining

the dimensions and variables of the market orientation construct and its performance measures

may thus dispel the doubt of the effect of market orientation on business performance.

In order to uncover the nature of customer value-based market orientation (CVBMO), both

qualitative and quantitative approaches were undertaken for the cunent research. Acomprehensive

literature review forms the basis of the proposed CVBMO construct. However, previous studies

have not provided suffrcient understanding of how firms can use market orientation as a tool to
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generate customer value. In light of this developing research area, both qualitative and quantitative
methods are introduced to investigate the cuffent research problem.

Two stages of survey procedure were employed fol the cunent research. One is a qualitative pilot
study and the other is a large scale of quantitative fieldwork. Both studies a¡e described in this and
the following chapter respectively. kr this chapter, focus group interviews undertaken to gain an

in-depth understanding of market orientation practice from the viewpoint of customers and service
employees are described, allowing the development of the dimensions and variables of the
proposed CVBMO construct. In the following chapter, a questionnaire-based quantitative research
conducted to investigate this issue and to validate CVBMO construct is presented. The
information collected from the former was used to develop the contents of the research instrument
used for the latter. Accordingly, the qualitative research is addressed first in this chapter.

4.2 Research Location ,

The current study aims at revealing the nature of market orientation and at measuring the reSl

benehts of market orientation to service organisations. The densely populated island of Taiwan
was selected as the focal area for data collection. The retail industry in Taiwan is at a stage of rapid
growth. The total ouþut of the retail industry accounts for around 63Vo of the GNP in Taiwan,
while that of the higher industrialised countries such as USA and Japan are around l5Vo-8OVo
(Economic Statistics Annual, 2000). Marketing of Tâiwan retailers is active and diversified. This
creates a gïeat opportunity for the current study to provide an insight into a wide range of
marketing actions in a single area. Moreover, there is little empirical evidence from Asia in the
research domain of market orientation. Giving an insight into market orientation in an Asian
country would therefore go beyond the conventional study of market orientation in American and
European countries.

One concem is the accessibility of the research population regarding research design. The
population should be approachable by the researcher with substantial response rate. Likewise, the
researcher should be able to communicate with the sample frms without unnecessary guesswork
while interpreting the qualitative data acquired from fieldwork at the first resea¡ch stage of pilot
study. Being a faculty member of a department in a well-known university in Tâiwan, the
researcher benefits from a very good relationship between the department and the Taiwanese retail
industry. This allows the researcher to be able to access rich information when necessary. In
addition, the department usually works closely with the Tâiwan Chain Store and Franchise
Association (TCSEA). This ensures that the researcher gets suffrcient supports and assistance for
the fieldwork in Taiwan as well as the cooperation from the Thiwanese retail industry. Based on
these considerations, the current research selected Taiwan as the focal area for fieldwork.
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4.3 Study of Customer Value-based Market Orientation in the Service

Industry

This research was undertaken in the sen¿ice industry, and the research scope was def,rned in

retailing. The hairdressing industry was chosen in that the business is more sensitive to customer

needs due to its high levels of competition. In terms of research purpose, one aim of this study was

to explore the possible reasons for the uncertain market orientation-business performance link.

Previous empirical studies on market orientation have been primarily conducted in the

manufacturing setting. However, implementing market orientation in the manufacturing industty

tends to have a time-lag effect on business performance. The reactions of the customers to the

manufacturers are also indirect. This inappropriate research setting may be one of the major

reasons for the ambiguous market orientation-business performance relationship. The current

research thus considered altematives to explain the relationship between market orientation and

business performance. Accordingly, an examination of the consequences of implementing market

orientation in a non-manufacturing context, i.e., service, may enhance the compiehension of

market orientation effects in different businesses. Moreover, supplying academic evidence beyond

conventional manufacturing industry may contribute usefully to existing market orientation

studies. ,

In order to scrutinize empirically the advantage of implementing market orientation to an

organisation, the service industry is particulally appropriate, due to its high intensity of

human-to-human interaction. In this setting, an organisation's business activities are easier to

perceive by its customers and more likely to generate prompt and direct responses. Moreover, the

potential effects of market orientation in the service sector could be greater due to the more

immediate ..moments of truth" (Carlzon, 1987) component of service. Therefore, the service

industry provides a good research context for the current study examining the effect of the

proposed CVBMO construct.

4.4 Sampling Frame

This research intended to collect data that reflect the full conceptualisation of the proposed

CVBMO. For the research purpose of investigating the impacts of CVBMO in a retailing context,

several criteria were proposed for the selection of the sample firms. An in-depth understanding of

the interaction of service employees and customers in the exchange process could enhance the

comprehension of how an organisation implements market orientation. The interaction in an

exchange process can involve a rarige of service, from basic to customised services, and can take

from a few minutes to possibly hours. Therefore, seryices can be categorised according to two

aspects: the depth and the length of the interaction. Consequently, two dimensions are proposed as

criteria for selecting these sample firms. As shown in Table 4.1, they are: (1) the degree of

interaction between the service employees and their customers, and (2) the duration of the

exchange process in a storc. It is presumed that the high/long quadrant should involve the highest

degree of market orientation effort to satisff customers, and vice versa' In addition, these sample
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firms are those providing customers with seryices associated with certain or constant frequency of
purchase, allowing the development of meaningful customer retention measures.

Table 4.1 A Typology of Service Firms and the Selection of the Firms

For the research pulpose of investigating the impact of CVBMO in a retailing context, specifically
understanding the interaction between service providers and customers, this study focuses on firms
with relatively high interaction and long customer service such as hair salon, as shown in the
shaded area of Tâble 4.1. The retailers in this quadrant provide the most appropriate setting for
examining the relationship between customer value and customer retention. The higher the
interaction between a service provider and its customer, the greater the influence of customer value
on customer rctention. Similarly, the longer the exchange process, the greater the frequency of
interaction wÏth customers and thus the chance of retaining customer by means of customer value.
Accordingly, the effects of implementing customer value-based market orientation on an exchange
process can be appropriately investigated in this particular quadrant.

The proposed sample firms in the shaded quadrant are prominent retailels in Thiwan. They are the
top retail brands in the hairdressing industry Given ouf research purpose of measuring the real
benefits of market orientation to an organisation, every s¿ìmple hrm ought to have direct
supervision over its stores from a central management policy, namely, company-owned
franchising. This makes the cases more meaningful in terms of market orientation practice. Hence,
most of our sample stores should be company-owned franchises. The sample stores in this study
thus come from the part of company-owned franchising stores of a selected sample firms.

The sampling frame drew from two sets of populations under the selected sample flms. One
involved the service employees of selected chain-store hairdressing retailers. The store manager
and/or senior hairstylist were the focal informants. These employees defined the extent of
headquarters' suppott of market-orientated activities and their own efforts towards satisfying
customers in terms of customer value. The other involved the on-site customers who were asked to
describe the magnitude of their satisfaction with service providers in terms of customer value and
to discuss their intention of staying loyal to the organisation.

Interactivity between Service Employees and CustomersDepth of
lnteraction

længth of
Interaction

Relatively
[¡w

Relatively
High

Relatively

Short
e.g., Convenience store e.g., Children's garments store

Irlx.)Ê
Þc
cfa PoH.
¡rt Sl

ooC)+)
(D
Ø
Ø

Relatively

I,ong
e.g., Fast food restaurant
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4.5 Key Informants

The importarìce of key informants to the quality of research is well established (e.g', John and

Reves, 1982; Churchill, 1999). As the retail industry was identified as the research scope for this

study, key players in the market can include the management in headquarters, the seruice

employees in the stores and the customers. In order to understand market orientation in practice

and the effect of such implementation, key informants came from two sources: the service

employees and their current customers. The former comprised store managers and/or senior

hairdressers of sample f,nms. The latter were the customers using the services of a hairdressing

salon or barbershop.

The reason for selecting a store manager and/or penior hairstylists, instead of a general service

employee, as the key informant is that this position is more qualified to perceive the degree of an

organisation's market orientation. In general, this managerial position of store manager and/or

senior position of hairstylist is a full-time job. By contrast, the service employee can be a parl-time

or full+ime staff. Hence, the store manager and/or senior hairstylists experience more deeply an

organisational culture than would their part-time service providing counterparts. This may impact

on their attitude toward implementing a business policy or strategy and, in tum, influences the

effect of such implementation. Moreover, regular business meetings with the management at

headquarters enable a store manager to understand business policy, which can reveal an

organisation's business orientation. Regular meetings also provide store manager with an

opportunity to communicate face-to-face with mahagement about the implementation of business

po1¡py, which can also reveal an organisation's market orientation effort. Similarly, senior

hairstylists are similar to store managers in their awareness of business policy and familiarity with

practicing business policy. This type of informant can therefore also fully perceive an

organisation's degree of market orientation.

In addition, the store manager and/or the se4ior hairstylist also play an important role as the

interface between an organisation and its customers as she/he can directly contact and

communicate with both parties. Compared with general service employees, the role of store

mariagers and/or the senior hairstylist is dual in terms of implementing market orientation. To the

customers, they represent the organisation and receive directly customers'feedback. Thus, they are

able to provide management with first hand information on the effect of market orientation

practice. To the organisation, they are responsible for the achievement of market-orientated

activities. Given an understanding of a business policy, they should and can adjust instantly to

respond to the customers. This double role suggests that it may reduce the gap between an

organisation,s actual performance (from the customers' response to their organisation's market

orientation) and its employees' perceived performance (from the employees' percepion of their

organisation's market orientation) in terms of market orientation.

As to the customers, they can be established or new customers. The former can exhibit the present

effect of market orientation practice, which may result from the cultivation of market orientation
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culture in an organisation. The latter may disclose the competitive advantage of an organisation,
which makes them switch from competitors and try a new selice provider. All information on
consumption experience collected from current customers may show instantly the effect of market
orientation on business performance without a time lag for an organisation. In addition, the
perceptions customers have of their service employees' performance often captures the customers'

view of the organisation's business performance. As customers usually regard service providers as

representative of an organisation, especially in a seryice-dominated industry a customet's
satisfaction with the employees' service performance can reflect an organisation's business
performance to a certain extent. This may cause customer retention. Accordingly, information
acquired from both types of key informants is needed to provide a comprehensive view of an

organisation's degree of market orientation.

4.6 Qualitative Pilot Study

4.6.I Focus Group Interviews

This stage of qualitative research was aimed at discovering possible candidate variables for cefain
dimensions of market orientation, understanding the customer value state in an organisation
claiming market orientation, and the customers' perceptions of customer value included in an

organisation's market orientation practice. In order to depict the possible dimensions of customer
value in a retail context, in addition to searching the relevant literature for possible variables, a

qualitative research method was needed. Focus group interviews @GI) were therefore conducted
at the stage of pilot study. This method or technique outperforms other qualitative research

methods such as individual in-depth interview in that a wide range of data can be gathered in a
cost effective manner. Moreover, direct interaction amongst participants allows complex research

issues such as behaviour or attitudes to be revealed in depth (Stewart and Shamdasani, 1990).

The necessary steps for conducting FGI follow the guideline suggested in previous studies
(Keown, 1983; Stewart and Shamdasani, 1990; Carson et al.,20OI). Several open-ended questions

are prepared beforehand and raised in the interview These questions were defined according to the

current research focus identihed from the relevant literature review and the observation ofbusiness
phenomena in practice. Our primary interest was an understanding of the issues regarding the

dimensions of market orientation and the potential effects of customer value in market orientation
practice from the perspectives of both organisations and customers. A detailed program for FGI is
described in Appendix 1, which is composed of three parts: the preparation (part 1), screening and

recruiting participants (partZ), and the moderator guide (part 3) for FGI.
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4.6.2 The Participants of Focus Group Intervtews

Screening criteria of participants was applied to sample firms and customers as shown in the Parl2

of Appendix l. Regarding the information collected from store managers, TCSFA assisted initially

in accessing the intended sampling firms. The possible informants were obtained from the

membership roster of TCSFA. After visiting in person firms willing to participate in this FGI, the

researcher recruited the planned number of participants.

Some of the participating hairdressing companies recommended their senior hairstylists instead of

store managers to participate in FGI. However, regardless of the different organisatiónal structure

among companies, the knowledge of organisational culture and business policy of those senior

hairstylists was as good as that of store managers. Besides, they may well understand customers

better than store managers due to the length of interaction with customers. Consequently, the

informants representing the firms mainly comprised senior hairstylists and store managers with or

without working experience as a hairstylist.

With regard to consumers, some non-hairdressing members of TCSFA allowed the researcher to

access their employees for the purpose of organizing FGI. According to hairdressing professionals,

consumers of hair saloons or barbershops in Taiwan primarily fall into the 20 to 40 äge groups'

Therefore, offrce workers (both male and female) aged between 20 and 40 replaced the originally

planned postgraduate students as the representatives of customers. Conceming the representation

of the sample, regardless of study purpose, most researchers use students as respondents for

convenience or availability. However, this may bias the research outcome due to the divergence of

opinions between ideal and practical informants. By contrast, this study accessed 'ideal'

infomants, a more diverse sample of hairdressing customer in Taiwan.

The Characteristics of Participants in FGI

Profile of Firms'ResPondenß :

1. The total number of participants for the representatives of firms (the store managers and

senior hairstylists) was 24 persons. The gender of participants was 13 women and 11 men.

The average age was 35'

Z. Two types of store managers were identified: with and without the experience of hairdressing'

Store managers with experience of hairdressing accounted for 37.57o of participants in FGI

for firms. All of them were promoted from a previous position as hairstylist' An abundance

of information was provided from their perspectives of interacting with the management and

with customers. The other type of store manager (without experience of hairdressing)

accounted for another 31.57o of participants in FGI for firms. Most of them were switched

from other competitive frms with similar position in hairdressing, and thus provided another

view on the comPetitive market.
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3' The average tenure for current position as a store manager or senior hairstylist was 4.5 years
(54 months). Most of them had been working for their present company over 10 years; the
maximum length was 22 years. The average length of working for present company was 11

years. Moreover, an average of 12 year (154 months) working experience in hairdressing had
been accumulated for each participant.

4. Regarding contact time with customers, each participant devoted t hours a day on average to
serving customers. Each service employee would reach an average of 13 customers on a
daily basis. On average, each one had about 9l custo¡ners they claimed to be as loyal to
her/trimself. The above showed that a hairdressing þusiness is a higtrly customer-contact
industry.

Profile of Firms' Consumers:

1. The total number of participants representative of customers was 30 persons. The gender of
paficipartts was 20 women and 10 men. The average age was 30. Monthly income for
individual was NTg42,533 on average.

2. Most of participants went to a hair salon/barbershop every one month (1.{= 14, 46.70Vo).The
second large frequency was "Others" (N= 8, 26.7OVo). Every one or two weeks is the mainly
specified answer to "Others".

3. The majority spent less than NT91,000 (nearly equivalent of AUDg50) each time on the
purchase of hairdressing seruices (1.{= 17, 56.70Vo). The second largest range of expenditure
was from |n$ 1 ,000 to I ,999 (nearly equivalenr of AUD$50- 100) (N= 7, 23 .3OVo).

4. In terms of the type of shop, most parlicipants preferred chain stores (N= 17, 56.70Vo) to
independent stores (1.{= 13, 43.30Vo).

4.6.3 Implementation of Focus Group Interviews

According to different types of informants (i.e., the store managers and customers), the ideal
number of participants in each group is 5 or 6 respectively (Harris, Ig95). More in-depth
information from individuals can be acquired from Juch a mini group (Greenbaum, 1998).
However, considering the difference of attendance between expected and actual number, some
scholars suggest that the appropriate number of participants should be 8 to 12 based on rule of
thumb (Stewart and Shamdasani, 1990). In practice, in view of the time convenient for participants,
the actual number in each group was between 8 and 11.

Three goups were conducted for each type of informants (the representatives of firms and
customers) since the moderator usually can predict the reply from participants after 3 to 4 groups
(Carson et d'.,200I). In practice, similar answers emerged after the second FGI. The length of
each session was limited to about 90 minutes to avoid participants' fatigue. The venue for these
group discussions and the timing of sessions depended on the availability of these respective
informants. The group interviewing of store managers was held at TCSFA, given the convenience
of this location. For customers, the locations for FGI depended on the participating companies,
which allowed the researcher to recruit their employees to represent hairdressing consumers in the
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research. Offrce workers were accessible in the offrce with advanced approval of the management'

Meeting rooms in TCSFA (for store managen and hairstylists) and a conference room in the offrce

(for customers) were the venue used for conducting the discussion.

The researcher acted as the moderator for all 6 focus group discussions due to her familiarity with

the topic of discussion and her experience with similar research. The moderator guide composing

of agenda and topics for FGI was prepared in advance and used as a guideline in conducting goup

discussions (see part 3 of Appendix 1). Several open-ended questions regarding the proposed

conceptual framework for CVBMO measurement were prepared beforehand and raised in the

interview as well. Except for an understanding of the meaning of CVBMO by both types of

participants (namely, the store managers and customers), the emphasis of this study was on

exploring the relationships between CVBMO and customer retention to realise the potential effects

of CVBMO. The number of questions used for discussion was 8 to 12 as suggested by previous

researchers (e.g., Stewart and Shamdasani, 1990). For a detail about the topics and/or quesúons for

FGI, please refer to APPendix 1.

4.7 Analysis of Qualitative Pilot Study

4.7.7 ContentAnalysis of Qualitative Data

Content analysis is widely used for the data analysis of qualitative research (e.g., Schneide¡

Wheeler and Cox, IggZ).In the current study, content analysis was undertaken to ensure the

content validity of focus group interviewing, and to identify reliable variables for developing a

research instrument for the following quantitative stage. The information acquired from the focus

group discussions was analysed and integrated in the light of the research purpose.

The majority of qualitative studies in Taiwan are analysed manually due to the limitation of

language used. Qualitative analysis softwares such as N5 (the latest version of the NUD*IST

software) or NVivo, which were developed on the basis of the English environment of operating

system, are not appropriate for the data processing and analysis of Chinese characters.

Nevertheless, a software developed by Taiwaners for similar purpose of research method named

,,InfoReach',, a full-text searching utility, was used as an aid for this stage of qualitative analysis.

The process of conducting content analysis has been described in previous studies (e'g., Riffe,

I*acy and Fico, 1998). The analysis procedure involved the following steps: data making, data

reduction, reliability assessment, and inference. The hrst two procedures relate to data processing.

The following reliability assessment tests the interjudge reliability. The information extracted from

the data is then addressed. An initial empirical model of CVBMO resulting from this content

analysis is then Presented.
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4.7.1.1 Data Making and Data Reduction

The data processing for the two different types of sources (i.e., one from the f,rms and another
from the customers) was underlaken respectively. As these two types of informants were different
in nature, they were regarded as two independent populatiqns. In terms of research purposes, the
data from customers was used to exþlore their views of customer value as well as to clarify their
perceptions of the hrms'market-orientated actions. This generated the demand-side dimensions of
the potential CVBMO construct. In the same way, the customer value embedded in the hrms'
market-oriented actions was derived from the data collected from the fums and generated the
supply-side dimensions of the potential CVBMO construct. Both constructs were further
combined to explore the possibility of an integated CVBMO model to set the stage for the
following step of the current study.

Digital recording of all six FGI provided records of interviews, and the interaction between the
participants' and the moderator (the researcher) as well as among the participants. After repeatedly
listening to the contents of interviews and contrasting these with the contents of videotapes, the
researcher literally transferred these verbal data into a written one, paragraph by paragraph
(recording unit). These paragraphs were then divided into several independent sentences in terms
of different meanings. Each sentence represents at least one specific meaning (context unit).
Coding numbers were then applied to every independent sentence under each paragraph in terms
of the sequence of interview topics.

ln order to identify the potential components of the CVBMO construct and its measures, the
principle of categorising variables was followed. They are: " (a) reflect the purpose of the research,
(b) be mutually exclusive, (c) be exhaustive, (d) be independent and (e) be derived from a single
classification principle (Holsti, 1969, pp. 101)." Accordingly, each measure was generated by
grouping the sentences with the similar meaning (context unit). Then, each measure was analysed
and classified into a specific section in terms of similar attribute and this became a potential
component (analysis unit). Furthermore, the potential co¡nponents were organised under different
categories according to their attributes.

This pilot study identified 22 potential components of customer value based market orientation
construct and their measure items from customers' perception of employees' efforts in delivering
value in market orientation practice. In a same way,27 potential components of customer value
based market orientation construct and their measure items were also identihed from employees'
perception of implementing market orientation by delivering value. A detailed statement of each
potential component of CVBMO construct generated from both parties is shown in Tables 4.2a
and 4.2b. This includes 9 potential components of customer value based market orientation
construct in relation to management support as indicated by mark (x) in the row of Table 4.2b.
Based on the above findings, a further analysis and classification was undertaken to simplify the
dimensions of the intended CVBMO construct. The approach and necessary examination are

addressed in the following section.
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4.7.1,2 ReliabilityAssessment

ln order to ensure the reliability of classified variables in terms of the categorising contents, it is

essential to include a reliability rtest in any content analysis (Krippendorf, 1980). The widely

accepred number ofjudges is two (Kolbe and Bumett, 1991). The reliability index, Cohen's Kappa

(Cohen, 1960), was used for the output of the agreement coeffrcient in this study due to its wide

acceptance in the judgment-based coding procedures (Peneault and Iæight, 1989; Kolbe and

Bumett, 1991). Two academic judges were invited as two independent judges for this test of

interjudge reliability. A content analysis protocol developed by the researcher was provided with

pre-processed written data in the form of miied índependent sentences' Both judges worked

independently and re-categorised the sentences. After this, the researcher compared the results of

the two judges and calculated respectively the frequency of occuffence and the level of agreement

under each classification of variables. Eventually, the interjudge reliability was generated by the

formula of Cohen's Kappa (Cohen, 1960):

Kappa= 
(Po 

' 
Pt )-T:Ð

in which:

Po = observed ageement

Pe = expected ageement

The test of interjudge reliability was undertaken in two waves. The first wave was undertaken after

the*eneration of potential components of customer value based market orientation construct (i.e.,

22 and27 components from customers and frms respectively). As showed in Tables 4.2aand4'2b,

the interjudge reliability of content analysis was high. The coefhcient of agreement, Kappa,

reached go.l37o and g4.go7o for the data analysis of firms and customers respectively. Based on

this reliable classification of potential components, the researcher subjectively identified the

similarities of viewpoint on cvBMo betrveen þoth parties as indicated by mark ç/¡ inTabte 4.3'

These similarities provided the basis for the development of measure items for the dyadic

questionnaires in the following quanútative survey as shown in Table 4.4. This finding also

suggests a certain degee of consistency between customer value and market orientation. In order

to simplify the dimension of the intended CVBMO, the grouping data validated from the first test

were further classihed into eight dimensions in terms of their similar attributes. Consequentially' a

second wave of Kappa test was undertaken by the two judges. The Kappa value for the second test

of interjudge reliability was BgVo as shown in Table 4.5. h general, the accepted reliability figure

for content analysis is in the range of 0.8 to 0.9 (e.g., Riffe, lracy and Fico, 1998). Therefore, the

results ofour content analysis appear very acceptable'
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Table 4.4 AFurther Classification of Potential Components of CVBMO: SimilarView

Dimensions of CVBMO @ased on both views of employees and customers)

Further classification

O Good service behaviours

O Good consuming environment

Initial classification

Good attitude to serve customers

The emphasis of service quality in business policy

a

a

a

a

Good outlet atmosphere

Cosy store environment

O Good episodes in service

@ Individualised value

O Economic value

Customized service aPProaches

Skilled service technique

Effrcient and facile service procedure

Convenience

Novelty

Consumer sovereignty

Respectability and exclusivitY

Aesthetics consciousness

Pricing incenti veÆairness

Payment equity

Promotional incentive

a

a

a

a

a

a

a

a

O Risk avoidance in servlce
Goodwill effect

Sense of security / ffustworthiness in service

a

a

a

a

a

O Social-psychological interaction
Personal identifi cation from interaction

Incentives of relationship establishment

a

a

a Service offers in comparison with the competitors

Service outcomes
O Considerations of service altematives

Table 4.5 The Interjudge SecondWave

Classifi cation of Judge A
Frequency
ofJudgeB6. 7J 4 51 2Classilication of Judge B

22l. Good service behaviours
222. Good consuming environment
.,)213. Good episodes in servtce

554. Individualisedvalue
-135. Economic value
226. Risk avoidance in service
22

1 . Social-psychological interaction

1 2I8. Considerations of servtce

alternatives
1 2tJ 2 22 6-t 2Frequency ofJudgeA

Observed Probability = 0.9W76,Expected Probability =0.14739, Kappa = 0'88830
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4.7.1.3 Interpreting the Information from the Pilot Study

The above analysis clearly disclosed the importance of customer value in the implementation of
market orientation from the perspective of both customers and the hrms. From a systematic
analysis of ma¡ket orientation based on the perspectives of ,both organisations and customers in a
selice context, this study empirically verified the theoretical assertion of the importance of
customer value in market orientation. Moreover, the nature of customer value and market
orientation from the perspectives of the fnms and the customers is exposed. This qualitative study
identihed the preliminary components of customer value based market orientation from both
demand and supply side of service. The demand side of CVBMO construct is identified from the
customets' perceptions of their selice providers' market orientation efforts. The supply side of
CVBMO components are identified from the service employees' perceptions of their frrm's
market orientation and their efforts on market orientation implernentation.

Both demand and supply sides of service reveal the consistency of customer value a¡rd market
orientation. As can be seen in Tâbles 4.3 - 4.5, according to the vatidated components derived
from both sides, similarities existed between both perspectives of CVBMO. This revealed that
both concepts of customer value and market orientation coexist and complement each other to
some extent in an exchange process. The potential of including customer value into the market
orientation concept is demonstrated. Given that a fum can fully take advantage of a common view
of customer value in market orientation practice, its market competitiveness should be enhanced.
As the problem of understanding customers is generally raised by a partial viewpoint of the frm, a

further examination of these similar views can offer an insight into the problem and reveal
appropriate solutions for closing the gaps between service perceptions by both parties.

In addition, the results of the focus groups show that service employees' perception of their
organisation's market orientation stem from their perception of headquarters' management suppoÍ.
Also, service employees' efforts to deliver value were driven by management support. This
suggests that management suppoft can be an antecedent of service employees' efforts. The
potential of market orientation to enhance employees' work performance as addressed in previous
study appears supported from this exploratory qualitative research step. Further examining
empirically this relationship between mariagement support and employee efforts with a full scale

quantitative research should provide an insight into the potential effect of management support on
employees' performance.

Also, the results of FGI show that customer retention is the consequence of customers' satisfaction
with service providers' performance. A variety of indices for measuring customer retention based
on customers'views were generated. This provides an insight into this consequence factor and its
relationship with customer satisfaction. A further quantitative step using these non-financial
indices for measuring the effect of proposed CVBMO should provide a new insight into the effect
of CVBMO on business performance.
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4.7 .2 An Initial Empirical Model of CVBMO

Further combining the information from both perspectives lead to a preliminary empirical model

of the customer value dehned mæket orientation model with a dyadic context was built. As shown

on the right of Figure 4.1, the empirical model reflects the proposed conceptual framework' This

provides a solid foundation for the subsequent quantitative research. The broken line shown in the

two research frameworks also indicates where the same measures must be used for both types of

informants. The transformation of the concepfual framework is illustrated below

Figure 4.1 Transformation of the Conoeptual Framework after Qualitative Pilot Study

The Conceptual Framework An Initial Model of

Customer Value based Market Orientation

Management's Support of Market Orientation

Employees' Efforts vs. Customers' Perceptions

Customer Retention

'l

Service Employees'
Perception of
Headquarlers'

Market Orientation

Service Employees'

Efforts to Implement
Market Orientation

Customers' Satisfaction
with Service Employees'

Performance of
Market Orientation

Customer

Retention

Good Episodes

in Service

Social-psychological

Interaction

Individualised Value

RiskAvoidance in
Service

Good Service

Behaviours

Good Consuming

Environment

Economic Value

Considerations of

Service Altematives
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4.8 Chapter Summary

ln this chapter, focus goup interviews allowed a thorough understanding of the market orientation
concept and customer value management from both perspectives of organisations and customers.
The qualitative research also suggests the identical views of customer value in market orientation
practice held by both parties to the service exchange. This enhances our understanding of the
service delivery process based on both theories of market orientation and customer value from
both the perspectives of the frms and the customers. In terms of qualitative outcomes, an initial
market orientation construct based on customer value theory was proposed. This demonstrates the
feasibility of integrating customer value concept into the market orientation construct. Results
from this qualitative study provided the insight for constructing the desired CVBMO model, and
the identification of items used in the research instrument developed for subsequent quantitative
survey.

The following chapter details the quantitative research, including pre{esting and a full-siale
quantitative fieldwork. The development of the research instrument and a series of validation
assessment will be described and presented in detail. It is expected that the measurement of
CVBMO construct can fully reflect the full conceptualisation of the proposed CVBMO.
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Chapter 5. Quantitative Research Design and Methodology

5.0Introduction

This chapter describes the second phase of research design and methods for the cunent study. This

stage aimed at collecting data from both sides of the exchange dyad in relation to their perceptions

of market orientation, and validates the proposed CVBMO construct via a large-scale quantitative

survey. The final fieldwork was conducted in Taiwan.

The research instrument for the curent study was developed on the basis of the outcome of the

qualitative exploratory study detailed in Chapter 4 as well as relevant previous studies. All the

variables used in the study were operationalised in terms of the research context. A dyadic

sampling frame was used for collecting data. This involved service employees of the sample firms

and their customers. Two questionnaires were thus developed for both kinds of informants. The

development of both questionnaires is detailed in this chapter.

Regarding the validation of the research instrument, different methods were used to examine

reliability and validity at different research stages. The research instrument was pre-tested before

undertaking the full scale quantitative survey. On completion of data collection, a series of

post-heldwork validation was undertaken in sequence. Issues conceming data collection are

detailed in this chapter as well. The results of scale validation are also discussed.

I

As regards data analysis, different statistical methods were used in relation to different research

issues in the study. The specific approach used for analysing our dyadic data is discussed in this

chapter. The results and discussion pertaining to the intended model development, however, will

be presented in next chapter.

5.1 Research Instrument

5.1.1 ResearchVariables

As shown in the conceptual model presented in Chapter 3, four major sets of research variables are

involved in this study, namely:

1. service employees' perception of headquarters' suppotts for implementing market orientation

(abbr. SU),

2. service employees' efforts to implement market orientation by means of customer value (abbr.

EF),

3. customers' satisfaction with selice employees'performance of market orientation in terms of

customer value (abbr. SA),

4. customer retention (abbr. RETN), and
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5. exogenous variables such as service employees'business pedormarìce (abbr. EXOGENOUS

VARIABLES)

It was hypothesized that the level of EF impacts upon SA and thus results in RETN. Moreover,

both SU and EXOGENOUS VARIABLES are expected to mediate the interaction of the service

employees and their customers, i.e., EF and SA.

Developing a valid construct incorporating customer value into market orientation is our primary

research purpose. The conceptual model derived from the literature review (see Ch. 3) provides

the framework for this study. Moreover, the initial empirical model of CVBMO built on the

qualitative pilot study strengthens the basis for the development of the proposed dyad research

instrument (see Ch. 4). The components of major variables for the study are developed. Four
major sets of variables (i.e., SU, EE, SA, and RETN) are further developed based on the outcomes

of the qualitative pilot study. The dimensionality and brief descriptions of each major set of
variable used in the current examination are shown in Table 5.1. This provides a solid basis for the

generation of CVBMO measurement.
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Table 5.1 of Variables in CVBMO Construct

* The sets of CVBMO variables are dyadic in nature and used as a measurement

Dimension
The usefulness of on-the-job training contentsOn{he-job training

Inspiration of high working moraleWorking morale

Inspiration of good outlet atmosphereOutlet atmosPhere

Cultivation of competitive consciousness regarding market

intelligence generation and dissemination
Organisational leaming

(out-bound)

Cultivation of competitive consciousness

of understanding customers

regarding the

waysUnderstanding of customers

Concems in service delivery Process
of effective service PolicY making

regarding the

approachesService policy making

Concerns in service delivery process regarding the ways of
effective company-wide communicationCompany-wide communication

Concerns in service delivery process regarding the ways of

effective internal organisational leaming
Organisational leaming
(in-bound)

Concerns in service delivery process

recruitment and retention of the oußtanding service

regarding the

employees

Recruitment and retention of the

outstanding emPloYees

SU

Service attitude customersattitude

Implementation issues regarding the emphasis of service

quality in business policY
Good service behaviours

Good outlet

Cosy store environmentGood consuming environment

Customised service

Skilled service

Effrcient and facile service procedure
Good episodes in service

Convenience

Consumer
and exclusi

Aesthetics consciousness

Individualised value

incentivelFairness

Promotional incentive
Economic value

Goodwill effect

Sense of security/ hustworthiness in serviceRisk avoidance in service

Personal identification fi om interaction

Incentives of relationshiP establishmentSocial-psychological interaction

Alternative service offers in comparison with the

Infl uence of relatives and/or füends' opinions over the

service outcomes

Considerations of service

altematives

EF* & SA*

of
Overall satisfaction

Revisit intention

Recommendation intention
altemativeservlceof competitors'Rejection

Customer retentionRETN

SArespectively.

for the firms'EF and the customers'
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5.1.2 Questionnaire Design

A dyadic research approach was chosen for the quantitative phase of the current study. The
importance of dyadic research for examining the extent of consensus about theoretical constructs
has been highlighted by organisational behaviour researchers as of 'þaramount interest,, (e.g.,
Weiø 1981, Siguaw et al., 1998). This applies to the current research in that this study aims at
constructing a new model and detailing its operationalisation. Matched dyads involving se.ice
employees of the sample f,rrms and their customers were selected as our unit of analysis.

Accordingly, the questionnaire design for the cunent research is also dyadic in nature. Two
questionnaires were developed for the firms and the customers respectively. The views common to
both the firms and customers were derived from prior qualitative research and developed into
questions. Information not directly relevant to the current research in terms of research objectives
was not collected. The wording was adjusted to reflect whether a service employee or customers
was completing the questionnaire. The rules of designing a questionnaire conceming format,
wording, length, and the like were guided by relevant studies (e.g.,Frazer and Lawley, 2000).

Different types of questions were classified into different sections in terms of major research
variables and respective research purposes. The questionnaire for employees was aimed at
acquiring the employees'perceptions of SU as well as the employees'EF in the exchange process.
This included two parts: (1) a service employee's perception of headquarters' management
supports to himself/herself for implementing market orientated activities (SU), (2) a service
employee's self-assessment of efforts to implement market-oriented activities for satisfying
customers @F). Each measure was developed for the two parts of SU construct and EF consûuct
respectively. A comparison with competitors' performance was applied to the appropriate measure
items of both constructs. For example, in terms of the dimension "considerations of seruice
altematives", employees' efforts to compete with others in providing better seryice were
considered' All variables were measured using seven-point Likert-type scales anchored with 1

(completely Disagree), 4 (Neither Disagree NorAgree), and 7 (completelyAgree).

The customer questionnaire aims to obtain information on the extent of SA and RETN. This
includes two parts: (1) a customer's perceptions of a seruice provider's performance in terms of
market-oriented activities (SA) and a customer's view of the importance of service factors in
relation to a service provider's performance; and (2) a customer's loyalty to a store regarding
specific factors reflecting the consequences of a customer's satisfaction with a service provider,s
performance (RETN). Each scale was developed to measure the SA and RETN constructs
respectively.

In the light of possible respondents' fatigue in completing a long questionnaire, the sub-section of
part (1) regarding the importance of service factors was simply developed by asking respondents
to tick the measure items of SA they thought as important in a hairdressing service. In part (2), the
RETN construct was developed to measure customers'loyalty. The measure items in this construct
were derived from the consequence of customers' satisfaction with service employees,
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perfomance and were treated as a set of non-financial performance indices for evaluating an

organisation's business performance from a customer perspective. Acomparison with competitors'

performance was also applied to the appropriate measure items of both constructs. For example, in

terms of the dimension "considerations of service altematives", customers' concern about

employees' superiority in providing better service over the other competitors was considered.

Except for the measurements of the importance of SA items, all variables were measured using

seven-point Likert{ype scales anchored with 1 (Strongly Disagree), 4 (Neither Disagee Nor

Agree), and 7 (StronglyAgree).

In order to examine the effect of a particular variable on the interaction occasion, the measure

items used in the above EF, and SA constructs were degigned to be comparable. Therefore, an

overlap of variables exists between the two types of questionnaires for EF & SA variables. These

sets of CVBMO variables are dyadic in nature and used as a measurement for the firms'EF and

the customers' SA respectively. Fof further details regarding the contents of both questionnaires,

please refer to Appendtx2.

Both original sets of questionnaires were prepared in English and had the initial approval of the

researcher's supervisor. They were then translated inlo Chinese with the comments acquired from

two research staffs of a major university in Taiwan and a modification by the researcher for

pre-testing. After pre{est, they were modified and refined further and back translated into English.

With the hnal approval of the supervisor, those edited and pre-tested finalized questionnaires were

back translated into Chinese again and used in the full-scale fieldwork.

't
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5.1.3 Operationalisation of Research Variables

The constructs and variables derived from prior qualitative pilot study were operationalised for
measurement putposes. In the cuffent research, overall variables used in the paired questionnaires

were operationalised as follows, with the actual items used for each. The related sources for all
variables included in the cunent study are listed as well.

5.1.3.1 Operationalisation of SU

Our qualitative study suggested that we define SU as: the perceptions of service providing

employees in a retail organisation regarding the degee to which the headquarter places emphasis

on onthe-job training contents, inspiration of working morale and outlet atmosphere,

organisational leaming (out-bound and in-bound), cultivation of competitive consciousness

(understanding customers and service policy making), intemal communication processes,

recruitment and retention of employees, and various dimensions of management supportsrfor

helping employees to implement market-oriented activities in order to serve customers better.

Table 5.2lists those items used for the measurement of SU construct.

Table 5.2 Measures for SU Construct: 32 scale items (Number S 1-532) in 9 dimensions
Dimension Measure Related Source Q.NO

t.
The Usefulness of
On-the-job
Training Contents

The on-the-job training in my company conforms to the customers'needs and
wants.

The current study
Parasuraman et al. (1988)

Kelley (1992)

Cronin and Thvlo¡ (1992)

s-1

The on-the-job training in my company enhances my professionalism.

The cunent study
Futrell et al (1984)

Parasuraman et al (1 988)

Carman (1990)
Kellev (1992)

s-2

The on-the-job training in my company enhances my understanding of service
procedure and consumer behaviour.

The current sh,rdy

Futrell et al (1984)

Carman (19Ð)

s-3

2.

Inspiration of
High Working
Morale

My working morale is highly inspired by my perception of other employees'
loyalty to the company.

The cunent study

Dubinsky and Hartley
(1986)

s-4

My working morale is highly inspired by the æsurance ofjob security in my
company.

The current sildy
Basozzi (1980)

s-5

My working morale is highly inspired by the friendly atmosphere of my
working environment.

The curent study

Churchill etal(1974\
s-6

My working morale is highly inspired by the wide adoption of employees'
opinion in service policy development by my company.

The cunent study
Benvetal(1991)

s-7

My working morale is highly inspired by the provision by my company of an
outlet for stress.

The cunent study s-8

3.

Inspiration of
Good Outlet
Atmosphere

A good outlet atmosphere is fostered in my company by the vitality of good
i ntenelation among employees.

The current study
Kellev (1992)

s-9

A good outlet atmosphere is fostered in my company by the cooperation at
work among employees.

The current study
Berry et al (1991)

s-10

A good outlet atmosphere is fostered in my company by store manager acting
as a coordinator of appropriate iob afiangement among emolovees.

The cunent study

Chruchilf etd(1974)
s-11*

4.

Effective
Organisational
læaming
(Out-bound)

My competitive consciousness is advanced by the dissemination of
competitors' inlormation within my company.

The current study
Kohil er al (1993)

s-l2

My competitive consciousness is advanced by leaming from otherbusiness
with good business performance by my company.

The cunent study s-r3

My competitive consciousness is advanced by leaming from the needs of the
customers in my company.

The current study
Kellev (1992)

s-14



5.

The
Undelstanding

of the

Customers

My competitive consciousness is advanced by the instruction of my company to

treat customers as individuals in order to expìore their different needs'

My competitive consciousness is advanced by the instruction of my company to

listen to the customers with

The cunent study

Williams and Spiro (1985)

Kelley (1992)

s-1 5*

The cunent str.rdy
s-16

My competitive consclousness IS advanced by the instruction of my company to

be sensrÍve to the customers motlves such AS

The cunent study
s-17

My competitive consclousness IS advanced by the instruction of my company to

be sensltlve to the customers' facial

need.

expfesslons ln order to figure out what
The current studY

Saxe and'tNeitz (1982)

s-18

6.

Effective
Service Policy
Making

My company fully considers customers'needs and wants'
The cunent shrdy

Berry et al (1 991)
s-19

My company widely adopts the front-line employees'opinions'
The cunent study

Berrv et al (1991)
s-20

My company fully considers the cunent trend of competitive market'
The cunent shrdy

Berrv et al (1991)
s-21

My company fully considen the competitive difference in varied chain storc

locations.

The current study

Berry et al (1991 )

s-22

'7.

Effective
Company-wide
Communication

My company has an intensive fiequency of intemal communication'
The cunent study

Downs (1977)
s-23*

My company takes advantåge of every meeting to disseminate company policy

and discuss ISSUCS.

The current stüdy

Berryetal (1991)
s-24

My company does not have any barrier in the inter-functional communication.
The cunent study

Benry et al (1991)
s-25

My company allows employees to access to the management for communication

without a lot of red

The cunent shrdy

Berry et al (1991)
s-26

8.

Effective
Organisational
Iæaming
(In-bound)

My company makes the content of on{he-job training confom to the employee

demand.

My company places emphasis on on{he-job training for the full development of
for work.

The cunent shrdy
s-27

The cunent study

Futrell et al (1984)
s-28

My company encourages employees to share personal service experiences with

the other
The cunent studY

s-29

9.

Recruitment and

Retention of the

Outstanding
Employees

My company shows consideration for the employees' righs and interests'
The cunent studY

Chruchifl etal(1974)
s-30

My company has the supervisor acting capably as an inspiration for encouraging

the subordinators' moral.

The current study

Chruchill et al (1974)
s-31

My company makes employees identify themseìves with my company'
The current studY

Mowdav et al (1979)
s-32
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Tabte5.2

(*): Item deleted in post-fieldwork validation'

5.1.3.2 Operationalisation of EF & SA

Based on our exploratory study, EF was defined as: the degree to which a sefvice providing

employee,s self-reported service performance regarding the efforts to implement market-oriented

activities by: complying with an emphasis on service policy for good service (Good service

behaviour);by creating outlet atmosphere, and maintaining store environment (Good consuming

environment); by providing customised service, skilled service technique, efflrcient and facile

seruice procedure in different service episodes (Good episodes in service); by creating value of

convenience, novelty, consumer sovereignty, respectability and exclusivity, aesthetics in service

(Individuntised value in service);by complying with monetary policy (pricing and sales promotion)

and by exhibiting awareness of customers' consideration of payment equity in seruice (Economic

value in service);by maintaining company's goodwill and creating security and trustworthiness in

service (Risk avoidance in service); by developing a customer's personal identification from

commercial relationship (Social-psychological interaction in service); and by exhibiting

awareness of customers' service considerations in comparison with competitors and of the
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influence of a customer's relatives and/or friends' opinions over the service outcomes
(Considerations of service alternatives). The items used for measuring the EF construct are shown
in Table 5.3.

Likewise, SAwas defined as:

The degree to which a customer's perception of a service provider's performance reflected the
fulf,rlment of the customer perceived value in market-oriented activities regarding: the efforts in
complying with an emphasis on selice policy (Good service behnviour); the efforts of creating
outlet atmosphere and maintaining store environment (Good consuming environment); theefforts
of providing customised service, skilled service technique, efhcient and facile service procedure in
different service episodes (Good epßodes in service); the efforts of creating value for convenience,
novelty, consumer sovereignty, respectability and exclusivity, aesthetics in service (Individuntised
value in service); the efforts of creating value in monetary issues (pricing and sales promotion) and
creating sense of fafuness in service (Economic value in service);the efforts to reduce a customer's
risk consciousness by promoting company's goodwill and creating security and trustworthiness in
selice (Risk avoidnnce in service); the efforts of devoloping personal identif,rcation to the
commercial relationship (Social-psychological interaction in service); the efforts to compete with
the other competitors for providing better seruice and having the awareness of the influence of
customer's relatives and./or friends' opinions over the service outcomes in mind (Considerations of
service alternntives). In addition, a customer's view of the importance of seruice factors in relation
to a service provider's petformance (i.e., the importance of SAitems) was defined as the customer
perception of a service provider's service performance in a store regarding the importance of each
of the above 

$imensions. The specific items used to measure SA are shown in Tâble 5.3.

Table 5.3 Measures for EF & SA Constructs: 63 scale items in 8 dimensions (Number 1rrA1-4463 for
EF and NumberAl-463 for SA)

Dimension Measure Related Source Q.NO.
l.
Good Service
Behaviour

It is important to serve a customer with a show of politeness.

I am satisfied that the showed ln seryrce.

The cunent study
Pa¡asuraman et al (1988)

Kelley (1992)

Cronin and Täyl or (1992)

AA-1

A-1

It is impoltant to serve a customer with a show offriendliness/kindness.

I am satisfied that the employee showed fiiendlineslkindness in service.

The cunent study
Williams and Spiro
(1e8s)

Kerin et al (1992)

A.A-2

A-2

It is impodant to serve a customer with a show ofcourtesy.

I am satisfied that the employee showed courtesy in service.

The current study
Dabholkar et al (1996)

AA-3

A-3
It is important to serve a customer with an honest response to the customers,
decision-making about their choice of hairstyle.

I am satisfied that the employee was honest in response to my decision-making
such as choice of

The current study
Saxe and Weitz (1982)

Kelley (1992)

AA4

A4

It is impoftant to serve a customer with a show of consideration for the customers'
interests.

I am satisfied that the employee showed the consideration ofmy interests in
servlce.

The cunent study
Pæasuraman et al (1988)

Cronin and Thyl or (1992)

AA-5

A-5

It is important to serve a customer with a meticulous attitude in service details.

I am satisfied that the employee was meticulous in service details.
The cunent study

AA-6

A-6
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Table 5.3

t.
Good Service
Behaviour

It is important to serve a customer with a consistent service quality as expected

from any outlet.

I am satisfied that the employee provided a consistency of seruice quality as

tn outlet.

The cunent study

Kelley (1992)

AA-7

A-'7

It is important to sewe a customer with a quality service with the awareness of the

dynamic competiti ve market.

I am satisfìed that the employee provided a quality Service with the awa¡eness of

the market.

The cunent study

Berry et al (1991)

AA-8

A-8

It is imporlant to serve a customer with customised services by understanding a

customèr's preferences or demands or motives beforehand.

I am satisfied that the employee provided a customised service by understanding

or demands or motives beforehand.

The current study

Parasuraman et al (l 988)

Berry et al (1991)

Cronin and Tayl or (1992)

AA-9

A-9

2.

Good
Consuming
Environment

It is important to make customers feel a sense bfdelight in the service process.

I am satisfied that the employee made me feels a sense of delight'
The cunent study

AA-10

A-10

It is important to make customers feel relaxed and/or at ease in service procedure.

I am satisfied that the emploYee made me feel relÐ¿ed and/or at ease.
The current study

AA-11

A-11

It is important to keep a tidy store environnlent.

I am satisfied that the store environment was tidy.

The cunent study

Arora (1982)

Kerin et al (1992)

Sirohi et al (1998)

AA-12

A-12

It is important to have wide distance among seats for customers' privacy.

I am satisfied that the wide dibtance among seats showed respect for my privacy.

The cunent study

Sirohi et al (1998)

AA.13

A-13

It is important to offer appending service facilities for enterlaining customers.

I am satisfied that appending selvice facilities for entertaining me was offered'

The current study

Cronin and Täylor (1992)

AA-14*

A-14*

J.

GoodEpisodes
in Service

It is important to provide service in accordance with customers'velbal

requirement.

I am satisfied that the employee provided service in accordance with my verbal

The cunent shrdy

Parasuraman et al. (l 988)

Cronin and Thylor (1992)

AA-15

A-15

It is important to make customers feel they are treated exclusively.

I am satisfied that the employee made me feels a sense of customisation in her/his

service offer.

The cunent sildy
Cronin and Thylor (1992)

AA-16

A-16

It is important to be able to achieve a custorper's sense of "value for money".

I am satisfied that tlre employee made me feels a sense of "value for money"

The current study

Arora (1982)

Oliver and Swan (1989)

Dodds et al (1991)

AA-17

A-17

It is important to save customers' time on communication by letting them have a

specific hairdresser.

I am satisfied that the employee saved me timq on communication as she/he is

to be hairdresser.

The cunent study
AA-I8

A-18

It is important to adequately delegate employee for service.

I am satisfied that the employee adequately delegated service.
The current study

AA-l9

A-19

It is impoÍant to actively enquire about customers'opinions on service satisfaction

and react accordingly.

I am satisfied that the employee actively enquired about my opinions on service

satisfacti on and reacted

The cunent shrdy
AA-20

A-20

4.

Individualised
Value

Our customers are concemed about spending less time on commuting to a store'

I am satisfied that less time was spent on commuting to a store.

The current study

Kelley (1992)

AA-21

A-21*

Our customers a¡e concemed about ttre læting of designed hairstyle.

I am satisfied that the hairstyle lasted a long time.
The cunent study

AA-22

A-22*

Our customers are concemed about the ease of self-handling the hairstyle after

servlce.

I am satisfied that it was to self-handle the

The cunent study
AA-23

A-23*

Our customers are concemed about flexible operating hours'

I am satisfied that the operating hours were flexible.

The cunent study

Parasuraman et al (1991)

Kelley (1992)

Dabholkar et al (1996)

AA.24

A-24
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Table 5.3

Oul customers æe concemed about being served by one person (non-trainee) in all
service steps.

I am satisfied that an employee (non-trainee) was assigned to provide services in
serytce

The current study
Kelley (1992)

Carman (1990)

AA-25*

A-25

Our customers are concemed about the adoption of a reservation system.

I am satisfied that a reservation system was practiced.

The current study

Carman (1990)

AA-26

A-26
Our customers are concemed about the employees'capability of using up{o-date
hairdressing skills for creating fæhionable hairstyle.

I am satisfied that the employee was able to use up+o-date hairdressing skills to
create a fashionable

The current study
Arora (l 982)

A-27

Our customers are concemed about the employees' ability to create surprise or a
sense offresh and new in the customer's usual hairstyle.

I am satisfied that the employee was able to create surprise or a sense offresh and
new ln usual

The cunent study

A-28

AA-28

Our customers are concemed about the possibility of gaining new service
experiences in a store.

I am satisfied that the employee was able to provide me with a new service
The current shrdy

AA-29

A-29

Our customers a¡e concemed about the freedom of selecting a hairdresser.

I am satisfied that the employee æked me my preference for selecting a hairdresser.

The current shrdy

Kelley (1992)
A-30

Our customers a¡e concemed about being actively notified of infomation about
something good for them.

I am satisfied that the empìoyee actively notified me of information about
for me.

The cunent study
Pæasuraman et al (1988)

Cronin and Täyl or (1992)

.AA-3r

A-31

Our customers are concemed about being free from the pressure of sales promotion
tn store.

I am satisfied that the employee did not pressure me to take advantage ofsales
in store.

The cunent study
Dabholdar et al (2000)

A,A-32

A-32*

Our customers are concemed about a show of sincerity in dealing with their
complaint.

I am satisfied that the employee showed sincerity in dealing with my service

The cument study
Cronin and Täyì or (1 992)
Dabholkar et al (1 996)

AA-33

A-33

Our customers are concemed about offering d.ifierential service in favour of
frequent customers.

I am satisfied that the employee provided differentials in service in favour of
customers.

The cunent study
AA-34

A-34

Our customers æe concemed about price allowance for frequent customers.

I am satisfied that price aJlowance was made for frequent customers.
The current study

AA-35

A-35
Our customers are concemed about attractive gifts for frequent customers.

I am satisfied that attractive gifts were offered for Íiequent customers.
The current study

AA-36

A-36
Our customers a¡e concemed about the initiative in communication taken by
employees.

I am satisfied that the took the initiative in with me.

The current study
A-37

Our customers ale concemed about providing extra service for catering to their
pleasure.

toI am satisfied that the extra service for

The cunent study
AA-38

A-38

Our customers are concemed about the aesthetics in hairstyle.

I am satisfied that aesthetics was shown in my hairstyle.
The cunent study

AA-39

A-39

4.

Individualised
Value

Our customers are concemed about a demonstration of aesthetics in the store
appearance.

I am satisfied that a sense ofaesthetics in hairdressing was demonstrated by the
store

The current study

Sirohi et al (1998) 440
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Table 5.3

AA-41*

A-41

The cunent study

Lichtenstein et al (1993)

Our customers a¡e concemed about matching prices with mmpetitors' short{erm

campalgn.

I am satisfied that the chain store matched prices with competitors' short{erm

AA42

/.42

The cunent study

Cronin and Täyl or (1992)
Our customers are concemed about a positive response to service failure.

I am satisfied that the employee had positive responses to senvice failure.

The current study

Dabholkar et al (1996)

AA-43

443

Our customers are concemed about ttre faimess of the exchange of payment for

quali ty of auxiliary hairdressing.

wæ worth the II am satisfied that of
AA44

A44
The cunent study

Our customers æe concemed about the faimess of the exchærge of payment for

service outcome.

I am satisfied that the service outcome was worth the I
AA-45

A-45
The current study

Our customers are concemed about the faimess of the exchange of payment for

service contents.

I am satisfied that the offer in service contents was worth the I

The cunent study
AA46

A46

Our customers are concemed about the faimess of the exchange of payment for time

spent in store.

I am satisfied that the time in store for service was worth the I
AA47

A4'7
The current studyOur customers are concemed about faimess in the sales promotion in store.

I am satisfied that the sales promotion offered in store were fair (no deception).

AA-48

A-48

The cunent study

Dodds et al (1991)

Our customers are concemed about promotional offerings regarding the customers'

I am satisfied that interests are considered in
interests.

AA-49

A49
The cunent study

Our customers are concemed about the notice of sales promotion by different media.

I am satisfied that I wæ well aware of sales promotion in store through different

media.

AA-50

A-50
The cunent study

Our customers are concemed about the assurance of low risk for paticipating in

promotion activities.

I am satisfied that the assurance oflow risk for ln activities.

5.

Economic
Value

AA-5I

A-51

The current shrdy

Kelley (1992)
It is important to make an assertion of high service quality'

I am satisfied that the chain store asserts high service quality.

The cunent study

Mowday et al (1979)

AA-52

A-52

It is important to show efforts to maintain and enhance the company's reputation in

servtce.

I am satisfied that the employee showed efforts to maintain and enhance the

ln seruce.

AA-53

A--53
The current shrdy

It is important to execute well the sewice process prescribed for customers'

I am satisfied that the employee executed welì her/his prescribed service procedure for

cusfomefs.
The cunent study

Parasuraman et al (1988)

Kelley (1992)

Cronin and Tävlor (1992) A-s4

AA-54
It is important to keep the cleanness ofthe employees'appeårance.

I am satisfied that the employee had a neat look'

AA-55

A-55
The cunent studyIt is important to maintain the sanitation of hai¡dressing utensils.

I am satisfied that the hairdressing utensils were clean.

AA-56

A-56

The cunent study

Cronin and Täylor (1992)

Dabholkar et al (1996)

It is important to deal promptly with the customers' complaints or their negative

reactions to service.

I am satisfied that the employee promptly dealt with my complaints or negative

reactions to service.

6.

Risk
Avoidance in
Service



It is important to recognize and greet customers whenever visiting.

I am satisfìed that the employee recognized and welcomed me whenever I
visited the store.

The cunent study
4A.57

A-5'7

It is impofiant to entertain different customers in different ways.

I am satisfied that the employee enteÍained different customers in different ways.
The current study

AA-58

A-58
It is impoÍant to let a customer speak hiVher mind wìthout reticence.

I am satisfied that the employee provided an occasion to speak my mind without
reticence.

The cunent study
Kelley (1992)

AA-59

A-59

7.

Social-
psychological

Interaction

It is important to make efforts to maintain relationship with the customers after
sefvlce.

I am satisfied that the employee made efforts to maintain a ¡elationship with me
after service.

The cunent study
AA-60

A-60

Customers are concemed about masterly skills in hairdressing in comparison
with competi tors' offers.

At the moment, I am satisfied that the employee had masterly skills in
hairdressing in comparison with competitors.

The cunent study
AA-61

A-6r

Customers a¡e concemed about the understanding of their service needs instantly
in comparison with competitors' offers.

At the moment, I am satisfied that the employee understood immediately what I
wanted in comparison with competitors,

The cunent study
A^-62

A-62*

8.

Service
Altematives

Customers a¡e concemed about the opinions ofrelatives and/or friends to the
service outcome.

At the moment, I am satìsfied that the opinions of my relatives and/or friends to
my service outcome after my last visit made me satislìed.

The cunent shrdy
AA-63

A-63
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Table 5.3 continued

(*): Item deleted in post-fieldwork validation.

5.1.3.3 OperationalisationofRETN

In this study, RETN is operationalised as: the degree of a customer's willingness of keeping

loyalty to a sbore regarding: constancy of relationship, overall seruice satisfaction, revisit intention,

consumption ftequency, consumption expenditure, recomrnendation intention, and rejection of
competitors' service altemative reflect the satisfaction of a service provider's service pedormance.

The items used to measure RETN are listed in Table 5.4.

Thble 5.4 Measures for RETN Construct: 7 scale items C1 in l dimension
Dimension Measure Source Q.No.

I have had a specific hairdresser over than one year. The current study c-l*
I am extremely satisfied with overall service performance. The cunent study c-2

I will visit this store again.

The cunent shrdy
Sirgyetal (1991)
Sirohi et al (l 998)

c-3

I will increase my fiequency of patronage in this store.

The cunent study

Sirgy et al (1991)

Sirohi et al (1998)
C4

I will increase my expenditure in this store in the future.
The cunent study
Sirohi et al (1998) c-5

I am glad to recommend this store to others.

The current study
Baker et al (1992)
Sirohi et al (1998)

c-6

Customer
Retention

I do not consider altematives of this store. The cunent study c-7
(*): Item deleted in post-fieldwork validation.
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5.1.4 Validation of Research Instrument

Validation of the research instrument was one of the major concems for this study. The reliability

and validity assessments of the research instrument were important to evaluate how well and

consistently developed insfiument measured the' intended concept. An unambiguous measure

should demonstrate a consistent agreement between different users and how well impoftant

phenomena can be explained by the measurem€nt method (Nunnally and Bemstein, 1994). In

addition to reliability, validity was neqded for our research instrument. Both separate but

interrelated conditions are important to gauge a m€¿ìsure.

In order to ensure that the developed scale items used in the study actually measured the intended

CVBMO concept, an examination of both reliability and validity of these measures was

undertaken at three stages of the current research, namel¡' the qualitative pilot study' the pre-test'

and the post-fieldwork validation. Accor{ing to the scientific approach of validating any

measurement, more than two methods should be adopted (Churchill, 1919).In the current study'

reliability and validity assessments were undertakgn by different methods at each research stage as

shown in Table 5.5. Accordingly, both questionnaires developed for the firm and the customers are

examined respectively in details later in this chapter'

Table 5.5 Approach to the Validation of Research Instrument in the Cunent Research

Three Phases of the Current Research

Test Name Qualitative
PilotStudy

Quantitative
Pre-tcst

Quantitative
Fieldwork

'f Content-related ValiditY:

Face Validity

ContentValidity v

a

v

Criterion-related ValiditY:

Predictive Validity

Concunent ValiditY

v

a

Construct Validity:

Convergent ValiditY

Discriminant ValiditY

Nomological VatiditY

v

v

v

Interjudge Reliability

Tþst-retest Reliability

Inter-item Consistency Reliability

a

v

v I
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5.1.4.1 Qualitative Pilot Study

The outcomes of the qualitative pilot study detailed in Chapter 4 provided a preliminary validation.
A good quality instrument includes four essential factors: objectivity, validity, reliability, and
practicality (Emory 1916). However, the soundness of a research instrument depends heavily on a
reliable process of scale development (Gabel, 1995). Though a comprehensive review of the
extant literature on the focal phenomenon exhausts the research domain and provides the basis for
scale development, this may not ensure the objectivity of the measures. A preliminary' data
collection with potential informants avoids the domination of the researcher in the scale
development process and enhances the rigor of the research. Hence, the subsequent validation of
measures in validity and reliability becomes meaningfrrl. This also largely reduces the syndrome
of "GIGO" (Churchill, I979),garbage in and garbage out, which results from analysing faulty data
collected by means of an unreliable research instrument. Moreover, a validated instrument
originated from a reliable scale development process greatly improves its practicality.

Accordingly, a qualitative research approach using focus group interview with potential
informants was undertaken for the curent research. Though this approach is quite time- and
cost-consuming, the validation achieved from it is much more convincing than when a few
academics or practitioners examine the content and structure of the research instrument. In this
study, both the validity and reliability were assessed in this phase of research through the
participation of key informants (i.e., service employees and customers) in the scale development
process (content validity) and the objective outcomes of content analysis (interjudge reliability
from Kappa test).

At the qualitative pilot study stage, interjudge reliability using Cohen's Kappa (Cohen, 1960) test
was examined to verify the results of the content analysis. This was to ensure that the information
derived from content analysis of focus group interviews was reliable. The results of content
analysis proved to be very aeceptable. This test not only identified the components of CVBMO
construct from both customers and the firms respectively, but also revealed their identical view on
market orientation, providing the comerstone of scale development for the current research. The
details of this examination and outcomes were fully described in Chapter 4.

5.1.4.2 Quantitative Pre-testing

The second stage of validating research instrument involved a pre-test. The primary purpose of the
pretest was to detect any possible problem pertaining to scale development. This comprised test
of wording for content validity and test-retest for content reliability. In addition, any opinion
pertaining to the content and structure of questionnaire design was collected from respondents.

A field test undertaken for pretesting with the participation of key informants (different from the
informants in qualitative pilot study) provided a reliable approach for validating the measures. The
participants for pre{esting included the firm, with the service providers (store manager with
seryice experience and hairstylists) as one of the key informants; and the customers, with mature
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students having practical working experience and studying for degrees such as Executive MBA or

PhD at a well-known national university in Taiwan as the other key informants. Both types of

respondents well represent their respective population (the firms and customers). This enhances

the appropriateness of undertaking the pre{esting.

60 sample seruice providers and 58 sample customers were included in the pre-test and completed

a self-administered questionnaire provided to them with a cover letter. Atotal of 50 and 53 useable

questionnaires were collected from the firms and the customers respectively. This yields a valid

response rate of 83.37o and9l.47o respectively.

Three types of validity were examined at this stage: face validity, content validity and construct

validity. Face validity was verified by the clarity and understandability of the research instrument

by key informants. A thorough literature review and six focus group interviews in prior research

stage formed the basis of content validity. Moreover, a comprehensive testing of wordings with

sample service providers and customers in the pre-test reinforced the content uuiiOity of the

research instrument.

Regarding reliability, the test-retest method was used to examine the stability of th? measures.

Each type of informants (the customers and the service employees) was tested twice using the

same resea.rch instrument at an interval of at least two-week. Though there is no consensus on

adopting this method to assess reliability (e.g. Nunnally and Bemstein, 1994 cf, Churchill, l9l9),

using this method solely for reliability assessment is of major concem (Peter, 1979). Since

test-retest reliability does not indicate the level to which different measure items may measure the

same trait, inter-item consistency reliability test was undertaken to determine intemal consistency.

The intemal consistency was ¿ìssessed by the Cronbach's coeff,icient alpha (Cronbach,l946).Each

validity and reliability assessment at the stage of pre-test will be discussed in details in section 5.2.

5.1.4.3 Post-fieldwork Validation

Examining the reliability and validity of the measures at the stage of pre{est does not mean that

the validation of research instrument is complete. A post-fieldwork verification must be

undertaken after fuIl-scale quantitative surveys to confirm the reliability and validity of the

research instrument. This ensures the soundness and accuracy of the research outcome.

Therefore, a post-fieldwork verification process was implemented after the final data collection

phrase to complete the research instrument validation. The reliability was examined again using

Cronbach's coeffrcient alpha (Cronbach, 1946). kr addition, two primary validity tests were

undertaken: criterion-related validity and construct validity. The former is evaluated by predictive

or concuffent validity. The latter is evaluated by convergent, discriminant, and nomological

validity. In addition, in terms of the current research pulpose of building a valid CVBMO model,

Structural Equation Modelling (SEM) was undertaken. Through these validated measures, the

intended model can then be established.
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5 .2 Pre-testing the Research Instrument

5.2.I Scale Purification at Pre-test Stag

Scale purification is used to select "appropriate" scale items, which are most suitable to be

included in the measurement. The criteria used for selection primarily depend on the

discrimination index and p value at a significant level (Nunnally and Bemstein,1994).

In a preliminary analysis of scale purif,rcation, a test-retest test was undeftaken as part of the

pretest. In determining reliability, Pearson conelation coefficient was used to assess the reliability
of the scales employed and to facilitate the selection of appropriate measure items. The items with
poor test-retest reliability were identified and deleted at first. Any measure item which a

correlation significant at the level of p < .05 (2{ailed) was retained in the final research instrument.

In order to ensure intemal consistency of the measures, Cronbach's alpha was also used to further

examine and delete measure items with poor coeffrcients at the stage of pre-test. Scate item that

showed a sharp drop in the plotted pattem and a poor item-to{otal correlation became candidates

for elimination. The purified measures then formed the final version of the questionnaires used in a

final data collection fieldwork to test the proposed hypotheses in the study.

In order to allow for the sams measure items to be used in the paired questionnaires (for the

constructs of EF & SA), any measure item with poor reliability in either questionnaire was deleted

simultaneously from both questionnaires at the stage of pre-test. Consequently, and following the

structure of questionnaire design for each the firms and the customer, 32,63,63, and 7 items were

retained respectively after pre{esting, to represent aspects of management support (the HQMO
construct: Service employees' perceptions of HQ suppofis for implementing market orientation),

service employees' efforts (the EF construct: Service employees' efforts to implement market

orientation), customer satisfaction (the SA construct: Customers' perceptions of service

employees'market orientation efforts), and customer retçntion (the RETN construct) as described

in section 5.1.3.
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5.2.2 ValidityAssessment at Pre-test Stage

At the stage of pre-test, validity assessment were undeftaken by examining face and content

validity. Face validity was tested when the measure items were generated. This test ensures that the

developed measure items are clear and understandable to the respondents. ln the cunent research'

attention was paid by the researcher to the evolution of research instrument from beginning to end'

For example, when drafting the actual questions derived from a large pool of items generated from

focus group interview, the dialect used by participants was re-edited for clarity. Also, thê wording

was adjusted in terms of different types of informants (service employees and general customers)

for their understanding. In addition, both the questionnaires for the frms and the customers were

reviewed by practitioners and academics and refined accordingly for clarification' This supports

the face validity of the research instrument.

In order to examine whether the measures used were adequate and capable of delineating the

intended CVBMO concept, content validity was also assessed. As the measures used ih the cunent

research were derived from a comprehensive review of the relevant literature, and supported from

the results of qualitative pilot study, as well as examined and purified in the qualitative pre-testing,

the content validity of CVBMO measure was ensured'

5.2.3

5.2.3.r

Reliability Assessment at Pre-test Stage

Test-retest ReliabilitY

At the stage of pre-test, the test-retest method was adopted to assess the stability of the research

instrument. This test examined whether "a measurement taken at any point in time is reliable"

(Hair et al., 1998, p.11S). Due to the diffrculty in re-administrating the same test to the same goup

of individuals with or without an interval between testing, test-retest method can be regarded as

the most stringent procedure for establishing reliability as it takes into account variations in the

sample of questions administered, especially when there is an interval between two tests.

The respondent memory problem has been raised by some scholars (e.g., Churcblll,1919) due to

the repeat of same test for the same respondents with or without an interval between testing.

However, a longer interval between the two tests decreases such an effect. In addition, when there

are a large number of ratings to be made, memory in later test is almost unaffected by the former

one Q.{unnally and Bemstein, lgg4).This situation applies to our case, since a total of 122 and 100

seven-point Likert type items were included in the pre-testing questionnaires for the firms and the

customers respectively. Hence, a test-retest procedure was undertaken by distributing

questionnaires twice at an interval of at least two weeks to the sample firms and customers to

assess the reliability and consistency of their response'

The data collected from the two rounds of test were analysed using conelation analysis. Peatson's

corelation coeffrcient was examined to determine the test-retest reliability. A strong conelation

between the two time-intemrpted investigations would suggest a high reliability of the research
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instrument (Hair et 41., 1998). Indeed, most of the measures exhibited a satisfactory coffelation
coeffrcient ranging from.30 to .80 at a significance level of p <.05. Moreover, the minimum of an

acceptable conelation coeffrcient is .30 as generally reported in the literature (Nunnally and
Bemstein, 1994). This provided evidence for the test-retest reliability of the rcsearch instrument.

5.2.3.2 Inter-item Consistency Reliabitity

The intemal consistency was evaluated for the reliability assessment. This was to examine the
homogeneity of the me¿ìsure scales used in the study. Both the Cronbach's coeff,rcient alpha
(Cronbach, 1946) andthe Kuder-Richardson formulas (Kude1& Richardson. 1937) ca¡r be used to
test intemal consistency. In terms of the interval scale used in the study, 7-point Liker{ype scale,

Cronbach's coeffrcient alpha used for multipoint-scaled items was adopted. The stability of entire
scale within each dimension was assessed by Cronbach's Alpha coefhcient. Within the range
between 0 and 1, the higher the alpha value indicates the higher reliability of research instrument.
The general lower limit of acceptability is between .60 and .70 (Hair et al., 1998). A much lower
acceptable coefficient alpha between .50 and .60 is also suggested (Nunnally, lg6i-).

The results of inter-item consistency reliability from our pre-test suggested that the scales

employed in the cunent research for the four major constructs were appropriate in representing the
nature of each construct. The alpha values of the SU construct exhibited the high intemal
consistencies of each scale, ranging from .1032 to .8129 at the pre{est stage. The alpha value for
the total scale of the SU measure was .9478. This value is considered high as reconìmended by
Nunnally (1967). These results suggest that the scale employed in the HQ construct was

'f
appropriate in representing the nature of management supports.

Regarding the paired constructs in both types of questionnaire; the alpha value for the totat scale of
the EF construct was .9J25, which is considered high Q.{unnally, 196l). The reliability coefficients
for the eight dimensions of variables ranged from .8152 to .9463, which indicated high intemal
consistency among the items. As regards the SAconstrudt in the customer questionnaire, the alpha
value for the total scale was .9819, while the reliability coefficients for the eight dimensions
ranged from .8678 to .9435, which is well within the acceptable range limit recommended by
Nunnally (1961). This provided support for the inter-item consistency reliability of both constructs.
These results suggest the appropriateness of the scales employed in both measures, which
represent the nature of service employees' efforts and that of customer satisfaction respectively.

For the RETN construct, the alpha value was .853'7, which is considered high (Nunnally, 1967).

This suggests that the scale employed in the RETN construct was also appropriate in representing
the nature of customer retention.
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5.3 Quantitative Fieldwork

5.3.1 Sampling Procedure

A stratified random sampling procedure (Sekaran, 1992) was used in the study to acquire data

from informants from every sample firm. It is widely accepted that the consumption behaviours in

major cities are distinct from that in rural areas, due to different customer characteristics. In order

to reduce a possible research bias caused by geographical factors, only those stores located in

major cities of Taiwan such as Taipei were selected. In other words, the dyad sample sets included

the service employees and their customers drawn from major urban areas only. The number of

sample stores in every city of a particular frm was systematically dehned based on the store

population across the major cities. For each city, random sampling was applied to select stores.

The use of a stratified random sampling procedure in this study ensured that the sample represents

its population (Chatfield, 1988).

Because of a confidentiality agreement, the specihc names of the sample frms cannot be disclosed.

However, they are representatives of the hairdressing industry in Taiwan in terms of market share,

annual sales volume, and business scale (the number of chained stores) listed in Taiwan chain store

almanac and public prints. In addition, they are firms in a position to embrace market orientation

according to their external publications. This fits with the screening criteria for selecting

participating firms with market-orientated practice in that customer value and market orientation

practice can be fully explored.

Aftér the confirmation of the firms' intention to co-operate, a total of 78 chained hair salons

participated in the study. These stores were locatedinl metropolises of Tâiwan: that is, Keelung,

Taipei, Hsinchu, Taichung, Chia-yi, Tainan and Kaohsiung. All the stores are company-own

franchisees, which provide an insight into the relationship between the management in

headquarters and frontline service providers in relation to customer service. Two types of sample

firms in terms of business scale were included in this research, namely relatively large and smaller

firms in hairdressing industry (all with company-own franchising chain stores). This assortment

exhibits a general view of hairdressing in Taiwan.
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5.3.2 The Dyadic Sampling Frame

Adyad sampling frame was designed for collecting data. The term "dyad" or "dyadic" used in this

research represents a matched set of service provider-customer pairs from two different
populations (i.e., the firms and the customers). Specifically, the unit of analysis was the paired

sample of a seruice provider and her/tris customers. In order to ensure research quality, each valid
dyad was expected to be formed by at least two customers to every sample service provider. After
data processing, a sample selice provider was combined with the "synthesis" of hêr/tris

customers produced by integrating customer data as detailed later in section 5.3.6. Amatched dyad

including one service provider and the aggregate his/trer customers (the "synthesis") is thus

formed. This is similar to other research using dyadic sampling frame in a similar fashion (e.g.,

Hartline et al., 2000). Using the term "dyad" or "dyadic" in the current research is meaningful.

For each sample store, a one-to-multiple dyad sampling was adopted. Service employees (i.e.,

store manager with service experience and/or hairstylists) were the focal representatives of ,the

store. Their individual average monthly sales and number of customers were used as criteria for
selecting informants. They were then randomly selected from each sample f,rm. Moreovçr,
according to the individual annual business performance (average monthly sales and number of
customer), all service employees from each sample firm were divided as "Good (over averago)"

and 'Bad (below average)" ones by using cluster analysis and then randomly selecting from these

two groups. This allowed greater generalisation of service providers to the hairdressing industry
and was used later for examining any difference between them in terms of practicing CVBMO.
For customers, only those customers who were served by our focal representatives were

considered as potential informants. The available business hours provided the source for sampling

customers at random. Customers who happen to enter the store at pre-determined survey time (i.e.,

a constant interval of time in the moming and aftemoon on weekdays, and aftemoon on weekends)

and agree to participate were selected as the respondents. In this way, a variety of customers with
different consumption pattems were included in the sample. This also avoided the effect of
subjectivity in selecting customers. As a result, an approximate random sampling approach was

achieved in this study, though it is not easy to conduct a research in an entirely random sampling

way.

The current research required a relatively large numbers of respondents. The current research

approach of using dyadic sample needs enough number of valid matched sets for a vigorous

analysis. Also, Structural Equation Modelling (SEM) @yrne, 1998) techniques are widely used

research related to model building. For the cunent research purpose of building an empirical
model, SEM was suitable and thus a large sample size was needed for its application. Though
there is no consensus regarding the definition of "large" (Kelloway, 1998) in performing SEM,
some scholars suggest a certain ratio of sample size to estimated parameters, such as 5:1 (e.g.,

Bentler and Chou, 1987). The sample size of this study was thus estimated accordingly.
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5.3.3 Questionnaire Administration

With the approval of key persons in each sample fitm conceming the survey questionnaire

distribution and collection, coded questionnaires with a duplicate identihcation number for the

sample seryice providers and their matched customers were mailed directly to headquarlers. In

order to reduce the possibility of acting in collusion to cheat in answering the questionnaires' both

types of questionnaires were scheduled to be distributed in sequence: first to customers, and then

to service providers. The interval between two rounds of distribution was about three weeks. All

customer questionnaires were retuned directly to the researcher, whereas the employee

questionnaires were collected from the headquarters by the researcher.

Both coded questionnaires were then delivered in sequence, from the headquarters to the stores

included in our study. These stores were randomly selected by the researcher in terms of

geographical location. Each store manager received a marked large envelope containing

questionnaires for sample service providers or for paired customers in tum. These stdre managers

also helped to randomly distribute the customer questionnaires for each sample employees. A

cover letter on university letterhead with a brief introduction of the research purpose and

instructions concerning questionnaire administration was also enclosed. In addition, a cash

voucher equivalent to AUD50 was attached to each cover letter to thank store manager for their

assistance.

The questionnaires for customers and seryice employees were distributed in sequence' All coded

questionnaires were attached to a cover letter on university letterhead explaining the purpose of the

study, and the confidentiality of responses. A self-adhesive envelope with code was provided to

each sample employee for her/tris confidentiality of responses. Moreover, gift vouchers (discount

ones) equivalent to AUD25 each were given to participating service providers as an appreciation

for their cooperation. For the customer, the focus was on how to collect suffrcient numbers of valid

questionnaires, which is a general concem in consumer research. Providing incentives is one

approach used to enhance the response rate. Hence, a variety of gift vouchers (cash ones

equivalent to AUD5 and discount ones equivalent to AUD25) were offered as incentives to

respondents retuming a valid questionnaire. A pre-paid postage envelope with a retum postal box

number was provided to each participating customer for reply at her/his convenience. A full copy

of the final questionnaires and cover letter is attached in Appendix 2.

As the valid response rate after a hrst questionnaire distribution did not achieve a desirable number

of matched sets to allow relevant statistical analysis, a second wave of data collection was

undertaken. There were fewer concems about the response rate of service providers, since

headquarters participated into the questionnaire administration of sample employees. The initially

low number of matched set was partly due to the indirect access by the researcher to customers.

Since the sample firms imposed constraints prohibiting the researcher from directly contacúng

customers or from disrupting the interaction between seruice providers and consumers, all

consumer questionnaires needed to be distributed by the store managers. Hence, the consumer

response rate depended mainly on the cooperation of store managers and their consumers'
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willingness to retum completed questionnahes. Though incentives were offered to both store

managers and consumers, the consumer response rate necessary to form the desirable number of
matched set remained low after the f,rst distribution.

ln order to achieve the ideal number of dyads, the consumer questionnaires were distributed once

again to all service providers for whom no or less than two completed questionnaires had been

received. Furthetmore, a reminder letter was posted to the store manager with few respondents or
with non-retumed employee questionnaires. The researcher also contacted the key persons in each

firm to hasten the coilection of both types of questionnaires. An altemative solution for distributing
and collecting questionnaires on the spot by the researcher was proposed to key persons to
enhance the number of matched dyad, but this suggestion was refused. The second wave
questionnaires were thus administrated in a similar manner as the first one.

Overall, a total of 900 customer questionnaires and 218 service provider questionnaires wcrc
distributed. On average, four customers for each service provider received the questionnaire in the

two rounds of survey. This yielded a total of 191 valid matched sets. Each dyad involved a

complete set of one service provider with an average of two to three customers. A valid response

rate of 49Vo for customers and 87.6Vo for service providers after two rounds of questionnaire

distribution was calculated as shown in Table 5.6

Tâble 5.6 Response Rates of rwo Rounds of Questionnaire Distribution
Customers ISt

2no TOTAL
Distribution
Collection ,f

ValidAmount

654
344
291

246
148

144

900
492
441

Valid Respond Rate 49.j%o

Firms st
2no TOTAL

Distribution
Collection
ValidAmount

218
148

146
;;
4s

218
195
191

Valid Respond Rate 87.6Vo

5.3.4 Examination of Non-response Bias

Non-response bias was examined using ANOVAby comparing the responses of respondents from
the two rounds of questionnaire distribution, using a two successive waves method as suggested in
past studies (e.g., Armstrong and Overton, l97l). Respondents in the second wave were regarded

as non-respondents for the first wave. If several measure items showed significant diflerence

between the two phases, non-response bias may need to be considered. However, except for one

measure item (items no. 2O in management support construct), no me¿ìsure item was found to

exhibit a significant difference between respondents from the two waves at a significance level of
p < .05 (see Appendix 3). Hence non-response bias was not a problem in the current study.
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5.3.5 RespondentProfiles

The characteristics of the sample are typical of the hairdressing industry as shown in Tables 5.7

and 5.8. Most of the service providers were female (9}.l7o), engaged purely in customer service

position (92.07o).In general, they had worked in the hairdressing industry for a long time (12.04

years), had long period of customer contact time (9.85 hours on average per day), and kept a

certain number of loyal customer (10.21 persons on average per day). Their professional

knowledge mainly came from their company's on-the-job training (90.57o) or self{raining at their

own cost (62.67o).

As to the customers, most of them were female (93.17o). Generally, the respondents were formally

educated with a degree from high school (37.37o),college (3I.6Vo),or university (24.4Vo), and had

a job with fixed salary (55.27o).Most of them visited salon once a week (28.17o) or twice a month

(24.97o), and spent about NTDSlgl.ll on each visit. In the salon, they primarily purchased

shampooing and/or blow-dry (85.97o) or haircuttin g (58.47o) seruices.

Table 5.7 Characteristics of Service Providers (n = 191)

Age
Tenure in current position (year)

Working year at companY (Year)

Customer contact (rour/ dailY)

Customer no (daily)

I-oyal customer no (daily)

Working experience in hairdressing (year)
{

Gender:
Male
Female

Position:
Hairdresser
Store manager (hairdresser as a second job)

176
15

92.0
8.0

Number
186

190

189

186

190

189

190

Mean
29.7

6.7

8.6

9.9
12.7

10.2

t2.o

Main source of professional knowledge:

Intemal on-the-job training
Extemal on{he-job training
Self-training at one's own cost

Others

Number
19

r72

Frequency
172

81

120
14

Percent

9.9
90.1

Percent
90.5

42.6
62.6

7.4
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Table 5.8 Characteristics of Customers (n=441)
Number Mean

36.1

$50,416.4
$791.8

Age
Monthly Income (NTD: New Täiwan Dollars)
Money spent (NTD) / every visit

Gender:

Mde
Female

Education @egree obtained):
Elementary school / Junior high school and below
High school A/ocational school
College
University
Postgraduate school and above

Occupation in general:

Unemployment / Retiremen t
Housewife / Student

General employee / Technical staff
Professional lManager
Others

Frequency of visiting:
Once a week
Twice a month
Every one month
Every two months
Every three months
Others

Consumption item:
Shampooing and/or Blow-dry
Haircutting
Perms

Colour-treated
Nourishment
Others

433
357

400

Number
28

413

7
1&
139
108

22

t4
113

138

106

70

127

110

65

30
2t
88

Percent
6.3

93.7

1.6

37.3
31.6
24.4

5.1

J.J

2s.6
31.2
24.0
15.9

28.1
24.9
14.7

6.9
4.8

20.0

Frequency
379
256
154
15s

183

31

Percent
85.9
58.4
34.9
35.1

41.6

7.2
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5.3.6 Process andAnalysis of Dyadic Data

In light of the dyadic data collection, a "matched-dyad" (Deshpandé et al., 1993) analysis

approach was used in the current study. Data from the firms and the customers were not analysed

separately but jointly. In the cunent reseatch, the unit of analysis was the paired sample of a

service provider and her/his customers. Relating to the unit of analysis, some studies have dealt

with similar research methods as examining the dyad (e.g., Deshpandé et aJ,.,1993; Siguaw et al.,

1993). However, detailed procedures have not been reported. The cunent study hence proposed

the following approach to deal with this problem.

ln order to form a matched dyad for subsequent statistic analysis, the data from overall customers

under each sample service providers was first integrated. The way to integrate customer data was

by averaging the scale scores gained from a seryice provider's customers for each variable to fit

the requirement of a single pair calculation (Hartline et al., 2000). Specihcally, the scores on each

questions obtained from each customer of the same service provider were averaged to'get a simple

arithmetic average for each variable.

The identification number pre-coded on each questionnaire was used as an index to process the

customer data. Every customer datum was identif,red according to the coding nuniber of the

matched service provider by utilising some database functionalities provided by SPSS version

10.0. A mean was then produced for each variable to form a set of integrated customer data. As

such, the customer data relating to any specific service provider was the input for the subsequent

dyad analysis.

Thus, every averaged customer data related to a cefiain service provider were merged into the firm

data frle to generate the required dyadic data file. In this way, every input customer data was

processed accurately to form the dyad. This procedure also provided a way to detect input data

erïor, ensured the quality of data input and enhanced the precision ofthe research data'

The sets of dyadic data were then used in any subsequent analyses for the current research. In

order to verify the causal sequence of variables proposed in the conceptual model, SEM was

utilised. LISREL is one such approach that is widely accepted and proved to be the most effective

way for the understanding of causality among variables (Hair et al., 1998). However, AMOS

(Analysis of Moment Structures), a more user-friendly substitute for LISREL, is preferred and

generally used by scholars and practitioners. This study uses AMOS version 4.0 (Arbuckle,1999)

instead of LISREL to analyse the causality arnongst variables under the construct of SU, the EF'

SA and RETN. This process fuither ensured the validity of the proposed CVBMO construct in

terms of its capability for forecasting subsequent performance variables. The results and discussion

will be detailed in the next chapter.
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5.4 Post-fieldwork validation of the CVBMO Measures

5.4.I Scale Purification at Post-fieldwork Stage

After fieldwork, scale purification was undertaken again using Cronbach's coefhcient alpha and

item-to-total corelation. In terms of the resea¡ch purpose at the stage of postfieldwork, the scale

purification ensured that the measures used to generate data for resolving the research problems
were validated. Item deletion regarding the same measure item in the paired questionnaires (i.e.,

the constructs of EF & SA) was diflerent from that used for the pretest. Considering the
practicality of scale items applied to different objects (i.e., the frm and the consumer) to make
contribution to future study, any measure scale with poor reliability in either questionnaire was

deleted from fuither analysis. Consequently, 60 and 57 items were retained for the EF and the SA
constructs respectively. In addition, 29 items remained in the SU construct and 1 item was deleted

from the 7 scale items of the RETN construct.

The items are indicated with (*) in each major construct described in section 5.1.3, were deleted in
the subsequent analysis. The iteration of scale purification ensured the appropriateness of the

measures used in the study.

5.4.2 Validity Assessment at Post-fieldwork Stage

5.4.2.1 Criterion-related Validity

The criterion-related validity is supported when the variable used can correctly predict some

criterion measure in an empirical testing (Churchill, 1919). Two types of criterion-related validity
were examined in the study: concurrent validity and predictive validity.

Concurrrnt validity

Concurrent validity can be established in two ways. The,first one involves examining whether the

research instrument can differentiate different groups of respondents from their scale scores by
examining the relationship between two concurrent measures of the same construct. The other
way to establish concunent validrty is to examine whether the empirical relationship of two
concuffent measures of the same construct is as expected. This depends on the direction and

magnitude of correlation coefficients.

In this study, concurrent validity was assessed hrst by examining the relationship between the

management support discriminated between service providers with lodtrigh support and their
scores on service efforts. Similarly, whether the retention scale discriminated between customers

with high and low retention was used to determine whether the scores of different groups on the

measurement of customer satisfaction were different.
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In order to assess concuruent validity, cluster analysis using Quick Cluster of SPSS version 10.0

was first used to divide all employees into two groups in tetms of low and high management

support. The variable management support (Q.NO. S1-S32) was used as the cluster variate.

post-clustering test using ANOVA showed that the cluster centroids of the two groups in terms the

management support were significantly different at p < .001 (see Appendix 4, Table 4a). This

suggests that the employee sample was successfully divided into two goups of low (N= 100) and

high (N= 9l) management supporl. In a similar fashion, all customers were divided into two

goups using the variable customer retention (Q.No.Cl-C7) as the cluster variate. Post-clustering

test using ANOVA also showed that the cluster centroids of the two groups in terms the customer

retention were significantly different at p < .001 (see Appendix 4, Table 4b). This suggests that the

sample of customer was successfully divided into two groups of low (l'{= 87) and high ç¡= 104)

customer retention. The concurrent validity of both questionnaires was then assessed in sequence,

usingANOVA.

As shown in Table 4c (see Appendix 4) regarding the perceptions of service employees with low

and high management support to their effofts, except one item (4414), the F value of scale items

were significant at the level of p < .05. This indicates that the research instrument for the firm was

capable of differentiating different types of service employees, and provides evide,nce for the

concurrent validity of the firm questionnaire'

In the same way, the results of ANOVA regarding customers with low and high retention to their

satisfaction showed a significant level at p < .05 in general. Of all the 63 scale items, only 4 items

were non-significant (see Appendtx 4, Table 4d). This indicates that the research instrument for

the customer was also capable of differentiating different types of customers, and provided the

evidence of concurrent validity of the consumer questionnaire.

ln this study, the relationships of the four major constructs were also examined for the purpose of

establishing concurrent validity. As shown in Table 5.9, the conelation values between the

components of all four major constructs were signihcantly high. The direction and strength of

these relationships were consistent with the expected results. This provided support for the

concurrent validity of these constructs.
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Tiable 5.9 Correlation Values between Major Constructs

Correlation values between management supports and service-providers' effort (EF)
SUl SU2 SU3 SU4 SUs SU6 SU7 SU8 SU9

EFl
EF2
EF3
EF4
EF5
EF6
EF7
EF8

.46',7**

.369**-

.451**
A06**
.329**
.289**
.2't3**
.327**

.490**

.413**

.470**

.521**

.42'7**

.406*x

.383*x

.375*x

.420**

.361xx

.424**

.453**

.373**

.395**

.352**

.'348*x

AØ**
.331 **
.455**
.528**
.452**
.416**
.390**
.419**

.509**

.408x*

.502**

.514x*

.462**

.425*+

.322*x

.464**

.378'F*

.512**

.51 I x*

.464**' 

.394**

.354**

.387**

.391,i.*

.411**

.469**

.463*'*

.425**

.358**

.304x*

.374**

.465**

.443**

.493**

.47'7**

.446*x

.403**

.347*x

.400x*

.491**

.470**

.534**

.593**

.47'l**

.462**

.42J**

.485**
** p<.ol

Conelation values between service
EF1

'effort and
EF2 EF3 EF4

satisfaction
EF5 EF7 EF8

SAl
SA2
SA3
SA4
SA5
SA6
SA7
SA8

.560x*

.4,06xx

.450'F*

.359**

.2gg**

.359**

.2gg**

.365**

.43'7**

.5&**

.463**

.315**

.279**

.336**

.284**

.313*x

.532**

.505**

.609x*

.443x*

.402x*

.457**

.409*x

.476**

.540**

.470**

.559**

.584**

.516x*

.529**

.471*x

.4',79**

.492**

.425**

.5J3xx

.523**

.546x*

.526**-

.442**

.472**

.512**

.427**

.512**

.516**

.501**

.587**

.454**

.4'78**

.548*x

.4'15**

.563**

.584**

.550**

.597*x

.599**

.541**

.496**
a7)**
.592**
.526*x
.529**
.550**
.494*x
.624**

* p< .05; ** p< .01

Conelation values between customer satisfaction (SA) and customer retention (RET\I)
SAl SA2 SA3 SA4 SA5 5A6 SA7 SA8RETN .413** .390** .44J*.*, .412+* .459x* .436** .459,r.x .497**

** p< .ol

Prcdictive validity

Establishing Predictive validity involves evaluating the ability of selected variables to discriminate
different individuals on a future criterion. In the current research, this meant examining whether
management support could predict an employee's effortt on CVBMO to satisff customers, and
whether customer satisfaction could predict retention.

Predictive validity was examined using conelation analysis. The results indicate that generally the
relationship between low/high management supporl and low/trigh service providers'efforts was
higttly correlated at a significance level of p < .05 (see Appendix 5, Table 5a). The direction arìd

magnitude of correlation coefñcients were all as expected. This suggested that the prediction of an

employee's performance of satisfying customers can come from their perceptions of management
support. The predictive validity of the research instrument for the firm was therefore supported.

In the same way, the results of correlation analysis regarding the relationship between customers
with low/trigh satisfaction and low/high customer retention were signif,rcant at p < .05 (see

Appendix 5, Table 5b). This showed that customer satisfaction was capable of predicting customer
retention. The predictive validity of the consumer questionnaire therefore was also established.
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5.4.2.2 ConstructValiditY

To assess consüuct validity, it is necessary to evaluate to what extent the instrument exactly

measures the underlying concept. Three methods were used for this examination in the current

research: they are convergent validity, discriminant validity, and nomological validity.

Convergent validity

Different approaches for examining convergent validity were adopted in the current research in

terms of scale validation. There are two ways ,to 
assess convergent validity. The first one is to

evaluate whether all components converge on a conìmon construct. Conelation analysis was

undertaken for investigating the relationship between every two c mponents of the same construct.

A strong correlation between two components indicates that they are converging on a common

underlying construct. As shown in the following conelation m es (Table 5.10), the components

in each major construct were all highly conelated each other at a ignificance level of p < .01.

Table 5.10 Correlation Values between Dimensions of Major Constructs for Convergent Validity

Assessment:

Correlation values between 9 dimensions of the management support construct (Stf

SUl SU2 SU3 SU4 SU5 SU6 SU7 SU8 SU9

SU1
SU2
SU3
SU4
SU5
ste
SU7
SU8
SUg

I
.583xx
.42'.7**

.523**

.584**

.597**

.5''t3**

.&g**

.530*x

1

.750**

.599*x

.626**

.u9**

.603*x

.615**

.692*x

1

.502**
/114>k*

.429**

.4&**

.503**

.519**

I
.684**
.634**
.596**
.582I*
.553**

I
.691x*
.536**
.615**
.544**

1

.740x*

.693**

.698**

I
.750**
.&3**

I
'71'7**

** p< .ol

Correlation values between 8 dimensions of the ' effort construct

EF1 EEz EF3 EFs EF6 EF7 EF'8

EF1
EF2
EF3
EF4
EFs
EF6
EF7
EF8

I

.788x*

.923*x

.795**

.708**

.'724**

.706**

.665**

I
.815**
.708**
.&3*x
.613x*
.632**
.63',7**

I
.839**
.778**
.728**
.752**
.767**

1

.g'14**

.848**

.835**

.797'.-*

1

.874**

.795**
;746**

1

814**
7n**

1

749*x

x* p< .01
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Table 5.10 (Continued)

Correlation values between 8 dimensions of the customer satisfaction construct (SA)
SA1 SA2 SA3 SA4 SA5 SA6 SA7 SA8

SAl
SA2
SA3
SA4
SA5
SA6
SA7
SA8

I
.J4'7**
.802'r.x

.714**

.660**

.718xx

.684**

.715**

I

.796**

.705**

.657**

.703**

.658**

.652*x

I
787**
7&**
794**
7',75**

796**

I
.8'71**
.856*x
.811**
.729**

I

.890**

.790*x

.752**

I

.843**

.815** 760**
** p< .ol

Correlation values between 7 scale items of the customer retention construct (RTENI)
RTEN 1 RTEN2 RTEN3 RTEN4 RTENs RTEN6 RTENT

RTEN 1

RTEN2
RTEN3
RTEN4
RTENS
RTEN6
RTENT

I
.446**
.474**
.309**
.475**
.390**
.499**

I
.61gxx
.640**
.590**
.621**
.708**

I
.655**
.657**'
.739**
.516**

I

.6Jgx*

.7lg**

.583x*

1

.7'73*x

.61 1x* .594**
** p< .ol

The second way to assess convergent validity is to examine whether two instruments designed to
measure the same concept are conelated closely. In the study, the parallel CVBMO measures
(Q.NO.AA1-4463 in the EF construct, and Q.NO. A1-A63 in the SAconstruct) used in both types
of questionnaires are tested. These identical measures were designed to measure the concept of
CVBMO from both the perspectives of the firm and the customers. The scale score obtained from
both kinds of respondents were examined. Results of conelation analysis indicated that the two
different instruments measuring the CVBMO concept were higtrly correlated at a significance
level of p < .05. This provides support for the convergent validity (see Appendix 6).

Discriminant validity

Discriminant validity is established when the theoretically predicted uncorrelated relationship
between two variables is empirically supported. In this study, two variables that are predicted to be
unrelated were examined: management support (the SU construct) and customer satisfaction (the

SA construct), service providers' efforts (the EF construct) and customer retention (the RETN
construct), as well as management support and customer retention. The correlation matrixes as

shown in Table 5.11 indicate the relationships between each pairs of unrelated variables. The
results show that most of the above-mentioned relationships exhibited low conelations (coeffrcient
< .20) that were non-significance at p < .05. Only a small percent of relationships (about 277o)
show a significance at p < .05, and their correlations ¿re lower than .30. The discriminant validity
of our instrument was therefore supported.
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Table 5. 1 1 Correlations between Major Variables for Discriminant Validity Assessment:

Conelations between management supports (SÐ and customer satisfaction (SA)

SUl SU2 SU3 SU4 SUs SU6 SU7 SU8 SUg

SA1
SA2
SA3
SA4
SA5
SA6
SA7
SA8

. I 86*x

.091

.163*

.053

-.036
,M7
.012

.152*

.089
-.o12
.05r
.022

-.059
-.014
-.013

.054

.039

-.011

.048

.019
-.026
.021

-.010

.086

.156'k

.032

.163*

.091

.0r 3

.0s0

.070

.1 53*

.149*

.058

.117

.0n
-.020
.054

.033

.125

.200**

.086

.149'+

.041

-.028

.038

.020

.124

.011

.W

.088

.038

-.051

.025

.019

.073

.1 58*

.083

.1'72*

.019
-.020
.083

.094

.139

.250**

.l9l**

.249+*

.1 59x

.060

.ll2*

.162*

.237**

*p<.05; xxp< .01

Correlations between service providers' efforts (EÐ and customer retention (RTEI\Ð

EF1. EFz EF3 EF4 EFs EF6 EF7 EF8

RETN .M7 .060 14',t* t] 1* .092 .o92 152* .266**

*p<.05; x*p<.01

Correlations between management supports (SÐ and customer retention (RIE|Ð

SU1 SU2 SU3 SU4 SU5 SU6 SU7 SU8 SU9

RETN .165* .0',77 .040 113 il3 t 15 .076 .146* .136

*p<.05

Nomological Validity

Based on the relationship between two variables in the same construct, Nomological validity is

used to empirically verify the anticipated relationship of these two variables, which are supposed

to be relevant in theory. In this study, the modelled relationships among four major variables in the

CVBMO construct were examined.

The correlation matrixes, as shown in Table 5.9, also indicated the predicted relationships between

two variables. The results show that the relationships between examined variables are all

significantly conelated each other at a significance level of p < .01. As the direction and weights

exhibited by the correlation coeffrcients were all consistent with the anticipated relationships,

nomological validity for all the above four major constructs was therefore supported.
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5.4.3 ReliabilityAssessment at Post-fieldwork Stage

In a similar fashion, the inter-item consistency reliability was assessed again after fieldwork. The
results of inter-item consistency reliability tests in the post-fieldwork suggest that the scales

employed in the current research for the four major constructs were approprjate in representing the

nature of each consÍuct. The alpha values of the SU construct showed high intemal consistencies

with alphas for each dimension ranging from.8311 to .9011. The alpha value for the overall scale

of the SU measures was .9646, which is considered high Q.{unnally, 1961). These results suggest

that the scale employed in the HQ construct was appropriate in representing the nature of
management supports.

Regarding the paired constructs in both types of questionnaire, the alpha value for the overall scale

of the EF constructis .9821. This value is considered high as reconìmended by Nunnally (1961).

The reliability coefhcients for the eight dimensions of variab-les ranged from .8091 to .9411,

indicating high intemal consistency ¿ìmong the items. As rogards the SAconstruct in the customer
questionnaire, the alpha value for the overall scale was .9828. The reliability coefhcients for the

eight dimensions ranged from .8180 to .94J8,well within ttie acceptable range limit recommended

by Nunnally (1961). The inter-item consistency reliability öf both constructs was thus established.

These results confirm the appropriateness of the scales employed in representing the nature of
seruice employees'efforts and that of customer satisfaction respectively.

As to the RETN construct, the alpha value was .9113, which is considered high (Nunnally, 1967).

This suggested that the scale employed in the RETN construct was appropriate in representing the

nature of cusþmer retention. Consequently, the inter-item consistency reliability was established

for our questionnaires.

5.5 Chapter Summary 
i

In this chapter, the analytic methods used in relation to the scale generation, measurement

purification, research instrument design, data collection and scale validation were detailed

described in sequence. Arigorous research approach was undertaken.

The scales employed in both questionnaires for the firms and the customers have proven to exhibit
reliability and validity in terms of the different methods used for these examinations. This suggests

that the scales employed in the current research to measure the four major constructs (i.e., the

constructs of SU, EF, SA, and RETN) were appropriate in representing the nature of each

construct. The appropriateness of the CVBMO measures has therefore been established. In
addition, the practicality of employing the measures was demonstrated. All these examinations
provided a solid base for establishing the intended CVBMO model discussed in the next chapter.
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Chapter 6. Research Results and Discussions

6.0Introduction

This chapter higtrlights the essential procedure for building a valid CVBMO model. Construct

validation and model fit are two foci. The criteria used for assessing model fit are justified in the

earlier section.

Using the measures validated in the preceding chapter, a further construct validation is undertaken.

Reliability and validity of construct are examined. This provides the base for generating a

measurement model of CVBMO. According to the fitted measurement model, a full structural

model of CVBMO is proposed. This proposed model provides the base of subsequent competing

model development. ,

In order to produce the most fitting model, two competing models are assessed according to three

categories of fit indices: absolute, incremental, and parsimonious fit. The best fitting model

representing the underlying theory of CVBMO is appraised and presented. I

Regarding causality and strength of the hypothetical relationships proposed in the cunent research,

the structural equation modelling (SEM) is used for verif,rcation. The causality in the relation

between four major variables is examined: they are management support, employee efforts,

customer satisfaction, and customer retention. Moreover, two additional relationships are

identif,red in the final model. The strength of the structural relationships and the major

determinants of each consüuct are discussed.

Lastly, two specific models of CVBMO regarding sample seryice employees with contrasting

service performance (high and low) are described. These advanced models provide different views

on CVBMO.

6.1 Overview of Building the CVBMO Model

6.1.1 The Procedure for Model Development

The measures verified in the preceding chapter provided the basis for building the intended model'

In this study, the procedures used to establish the desired CVBMO model refened to extant

articles of SEM (Structural Equation Modeling) such as Hoyle (1995) and Hair et al. (1998),

specifically adapted for the current research. AMOS (Analysis of Moment Structures) was used as

a research tool because of its user-friendly graphical inteface and its wide adoption as an easier

way of specifying structural models.



100 Chapter 6. Research Results and Discussions

Establishing a valid model was ensured by construct validation and model fit. All components in
the model are examined for intemal consistency, unidimensionality and multicollinearity, where a

conelation analysis was undertaken for each examination. In addition, discriminant validity and

convergent validity were assessed, and used to test whether the constructs were separate from each

other and intemally homogenous.

Confirmatory factor analysis was used for validating the measurement model. The loading of
constructs on indicators (observed variables) was examined. The criteria of goodness-of-fit

measure recommended by researchers were adopted for assessing the model fit. This provided a

solid base for model building.

Latent variable path analysis (Bentler, 1980) was used to establish the structural model. Those

guided criteria were also used for assessing structural model fit. In addition to the goodness-of-fit

measures, the structural coefhcients used to assess the strength of paths in the model were also

examined. This provided a comprehensive way to assess our model. A further interpretation of the

path coefhcients is discussed in a meaningful way when a model has reached an adequate fit.

Consistent with emerging consensus on model comparisons in structural equation modelling
(Bollen and Long, 1992),two rival models were proposed. These models were then tested with the

proposed model in order to identify the most frtting model. A CVBMO model from a general

perspective of all samples was produced accordingly.

Moreover, two specific CVBMO models based on sample service employees with high and low
business perfprmance were developed for comparison purpose. These advanced CVBMO models

provided an insight into the CVBMO practice from the perspectives of high and low service

performers and their customers.

6.1.2 Goodness-of-Fit Measures Used in the Current Research

The choice of which goodness-of-fit measures should'be used is a matter of dispute among

methodologists. It is important not to rely on a single index to evaluate a model from an objective

view (Hoyle, 1995). In order to provide different perspectives on the acceptability of a model fit,
three categories of fit indices are used as criterion in the current research when appropriate: they

are absolute, incremental, and parsimonious fit measures. Under each, more than one index is used

for evaluation. The criteria for model f,rt selected in this study are based on recent suggestions in
the literature by Tinsley and Brown (2000) and Hair et al. (1998), as shown in Tâble 6.1.

Each kind of fit measures has its own purpose. The absolute fit indices reflect the degree of overall

goodness-of-fit of a model without reference to a comparison model. The incremental fit indices

are also called comparative fit indices. This set of goodness-of-ht measures compares the model

under consideration with some competing models in order to examine its superiority. The

parsimonious fit indices indicate the parsimony of a model and are used in comparing altemative

models.
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Table 6. I Goodness-of-Fit Measure Used in the Cunent Research

Ideal Score" Level of Acceptable Fit b

Absolute Fit Indices

Chi-square statistic
Not significant x2 (at least P

p>.05

>.90
Higher values indicate better

fit, no established thresholdsGoodness-of-fi t index (GFI)

Incremental / Comparative Fit Indices

Comparative {L1ndex (CF! > '90 > '90

Normed fit index (NFD >.90 >.90

>.90 >.90
Tucker-Iæwis index (fLI)

Parsimonious Fit Indices

Parsimonious goodness-of-fi t index eGÐ
Higher values indicate greater model parsimony, used in

,comparing between models. Values vary between 0 and I

and.

Parsimonious notmed fit index (PI'{FI)

Higher values indicate better f,rt, used only in companng

between alternative models. No recommended levels of
acceptable frt.

Akaike information criterion (AIC)
Smaller posìtive values indicate parsimony, used in

comparing alternative models. Values close to zero indicate

better fit and greater ParsimonY

Source: Tinsley and Brown (2000f, Hair et al' (1998)

'f

D

6.I.3 Latent Variable Path Anatysis Approach for Model Building

Following the two-stage modelling approach suggested by Anderson and Gerbing (1988), a latent

variable path analysis was undertaken. Both measurement and structural relations were examined.

The latent variables consisted of the four major variables proposed previously. The conceptual

CVBMO model represented in Chapter 3 specified the predictive relationship among the latent

variables. The scales developed and verified in Chapters 4 and 5 defined how the latent variables

are measured. All this provided abaseline forbuilding the desired CVBMO model'

The indicator used to represent each measurement model depends on the significance of the l,

loadings. At least two observed indicators were eventually identified for each latent variable

(Bollen, 1989). After assessing the fit of the measurement model on the basis of the proposed

conceptual model, a full latent variable path analysis model was build. This structural model was

then assessed for model fit, and consequently modified when necessary. Regarding the underlying

theory the proposed model was then compared with other competing models for generating the

most appropriate CVBMO model.



102 Chapter 6. Research Results and Discussions

6.2 Measurement Model of CVBMO

6.2.I ConstructValidation

6.2.1.1 Internal Consistency

The psychometric soundness of the CVBMO measurement instrument is supported from the
results presented in the preceding chapter. The results demonstrated the appropriateness of the
CVBMO measures. kr this chapter, a review of items for each construct was undertaken fot post
fieldwork validation and to provide the foundation for model building.

Cronbach's alpha value was calculated for each construct for the assessment of intemal
consistency. The items that did not significantly contribute to the reliability were eliminated. As a
result, 92 and 63 items were retained respectively for the CVBMO construct in the dyad
questionnaires for the frms and the customers: 32 for SU, 60 for EF; and 5l for SA, 6 for RETN.
The items deleted are reported in Tâbles 6.2 to 6.4.

A high intemal consistency of the measurement can therefore be attested. As presented in Tâblps
6.2 to 6.4, all Cronbach's alpha values were above the .70 cutoff level of reliability recommended
for theory testing research Q'{unnally and Bemstein, 1994) and the suggested level for scale

robustness Q.{unnally, 1978).

Construct reliability was further verified from the combined alpha values. All the Cronbach's
alpha values calculated for the components of each consûuct were well within the acceptable
range limit. The stability of entire components within each construct is evident, supporting the
reliability of each construct.

Table 6.2 SU (Management Supports)

Original
No. o1

Items

Item deletion "
Post-

fieldwork

Final

No. of
Items

Post-

fieldwork

Cronbach'sAlpha
Dimension

he{est Pre-test

l. On-the-job faining
2. Working morale

3. Outlet atmosphere

4. Out-bound organisational learning

5. Understanding of customers

6. Service policy making

7. Company-widecommunication

8. In-boundorganisationalleaming

9. Emplovee recruitment and retention

3

7

J

4

4

5

4

4

5

3

5

2

-l

-)

4

J

-)

3

0

0

I

0

I

0

I

0

0

0

2

0

1

0

I
0

I

2

.8202

.t036

.7515

.8174

.8060

.8559

.78s9

.8729

.858r

.834s

.8941

.9017

.83rI

.8859

.8827

.8369

.8854

.8497
Combined Scale .9478 .9&6

"Deleted items were shown as indicator (*)
analysis.

in the appendix: Questionnaire for the firms, and were not used in the
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Table 6.3 EF

Dimension

Effort) & SA (Customer Satisfaction): Measures

Ori$nal
No. of
Items

Post-fieldwork
Pre{est

Item deletion" Finaì

No. of Items

Cronbach's Aloha

Pre-test Post-fieldwork

Firm Customer Firm Customer Firm Customer Firm Customer

1. Good service

behaviours

2. Good consuming

environment

3. Good episodes in
service

4. Individualised

value

5. Economic

value

6. Risk avoidance in

servrce

7. Social-psychological
interaction

8. Considerations of
service altematives

0

0

6

7

2

2

1

12

11

13

22

12

9

30 0

0

4

Õ 9 .9149 .9354 .9298 .8935

6 .9463 .9435 .9167 .9150

4 .8393 .9148 .9100 .9u1

4 4 .8265 .8678 .8405 .8180

6 6 .9055 .9439 .8891 .9016

0

19 16 .8840 .9389 .9417 .94'.Ì8

9 10 .8152 .9387 .9220 .940'7

0

0

0

6

4048

36 3 2 ,8169 .8879 .80S1 .8428

Combined Scale .9725 .98't9 .98n .9828

were not used in the analYsis.
b In order to generate ,ulrrá ,n"urur" items for examination of both firms and consumers in terms of research pupose,

items were deleted simultaneously in pre-test. However, considering the practicability of scale items applied to

different objects (i.e., the firm and tire consumer), items were deleted differently in posrheldwork validation'

"Deleted items were shown as indicator (*) in the appendix: Questionnaire for the firms and customers relpectivelY, and

Täble 6.4 RETN (Customer Retention): One dimension

Item no. 1-7

Original

No. of Items

Item deletion"

he-test Post-fieldwork

Cronbach's Alpha

Pre-test Post-fieldwork
Final

No. of Items
,7 0 I 6 .8537 .9113

"Deleted items were shown as indicator (*) in the appendix: Questionnaire for the customers, and were not used in the

analysis

6.2.L.2 UnidimensionalitY

The Cronbach's alpha values can not guarantee the unidimensionality of constructs but assumes it

exists at best (Hair et al., lggg). In order to check the unidimensionality of each construct, the

items of the consfructs were assessed more rigorously based on the conelation matrix of the items

produced by SPSS.

Unidimensionality is evidence that a single trait or construct underlies a set of measules (Anderson

and Gerbing, 19gg). The resulting correlation matrix of the items showed that all items loaded

highly on their coffesponding constructs, as shown in Table 6.5. This supports the independence of

the constructs (discriminant validity, convergent validity) and provided strong empirical evidence

of their validity.
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6.2.1,3 Multicollinearity

Multicollinearity can reduce the reliability of SEM estimates and affect the results of SEM. The
conelation value of two variables should be low. All the variables included in the model are
conceptually relevant. The low correlation value ensures each variable included in the model can
have clearly defined effect. Each of them either can be predicted or can be accounted to a certain
extent by the other variables in the analysis. If the corrçlation value of two variables is higher
than '80, this indicates that the two variables are close to identical. This suggests a problem of
multicollinearity (Hair et al., 1998). The higher the multicollinearity, the more diffrcult to ascertain
the effect of any single variable explained by the other variables due to their intenelationships.

Accordingly, the relationship between the four major va¡iables was assessed for multicollinearity.
The results showed that the low correlation coefficient occu¡s generally among the variables (< or
= .60). This indicates that the effect of multicollinearity amorg the variables is negligible in the
current research (see.table 6.!.

{



Table 6.5 Item Correlation Matrixes

SUI
SU2
SU3
SU4
SU5
SU6
SU7
SU8
SU9
EFI
EF2
EF3
EF4
EF5
EF6
EF7
EF8

SAl
sA2
SA3
sA4
SA.5

SA6
SA7
SA8

C2
c3

c4
c5
c6
C7

Note: SU = Management support, EF = Employees'effort, SA= Customer satisfaction,

I
.58 I
.43 ;75 I
.52 .60 .s0 1

.58 .63 .47 .68 r

.60 .6s .43 .63 .69 r

.5'7 .60 .46 .60 .54 ;74 l

.6.5 .61 .50 .58 .61 .69 7s l

.s3 .69 .58 .55 .54 .69 64 '12

I

I
8l
73

I

87
80
'75

I
.87
.85
.84
;79

l
84
78
'73

75
76

I
.82
.71

.&

.6L

.63

.64

.44

.56

.46

.31

.28

.34

.28

.31

.07

,07

.07

.03

.03

.03

I
.79
.82
.80
.71

.72

.71

.6'7

.41

.45

.36

.30

.36

.30

.36

.04

,09

.05

.01

.0'l

.00

.47 .49 .42 .46 .51 .46 .38 .4't .49

.3't .4t .36 .33 .41 .38 .41 .44 .47

.45 .47 .42 .46 .50 .51 .4't .48 .53

.41 .s2 .45 .53 .51 -51 .46 .48 .58

.33 .43 .37 .45 .46 .46 .43 .45 .48

.29 .41 .39 .42 .43 .39 .36 .40 .46
-27 .38 .35 .39 .32 .35 .30 -34 .43
.33 .38 .35 .42 .3'7 .39 .37 .40 .48

.19 .09 .04 . r 6 .15 .20 .07 .16 .25

.10 -.01 -.o2 .03 .06 .09 .06 .08 .19

.ló .05 .05 .16 .12 .ls .09 .1'7 .2s

.05 .02 .08 .09 .03 .o4 .04 .08 .16
-.04 -.06 -.03 .01 -.02 -.03 -.05 -.02 .06
.05 -.01 .02 .05 .05 .04 .03 .08 .17
.0't -.01 -.01 .o7 .03 .02 .02 .09 .16
. t 5 .05 .09 .15 .12 .t2 .07 .14 .24

. 15 .05 .00 .10 .06 .1 1 .08 .l3 .13

.t] .t2 .05 ,lt ,15 .15 ,0E .13 ,13

.15 .04 .05 .05 .06 .08 .07 .16 .\2

. r 6 .08 .04 .14 .15 .09 .06 .r4 .r2

.15 .1 I .10 .12 .12 .12 .0'1 .l I .12

.o7 .01 -.03 .06 .04 .04 .04 .07 .08

o

(Þ

I
F
cÞ
Ø
(D
Þ
a)

F
(D
Ø

Þ

U
.)
Ø

o

(,I

1

'16

I
89
79
'15

I
88

86
8l
73

I
;79
;76
.79
.78
.80

I
79
.70
.66
;70
.66
.6-5

.M

.31

.34

.26

.33

.27

I

.75

.80

.71

.66

.72

.68

.72

.49

,33

.32

.38

.JJ

.50

.47

.s9

.53

.53

.-55

.49

.62

.27

,2r

-21

.19

.20

.26

.42

.54

.52

.5-s

.53

.44

.47

.11

,0ó

.06

.0'7

.05

.t I

.54
-4'.1

.56

.58

.52

.53

.48

.48

.t't

.13

.15

.14

.t4

.14

.53

.50

.61

.44

.40

.46

.41

.48

.t4
,14

.11

.10

.12

.13

I
75

.55

.48

.56

.-58

._55

.59

.60

-54

.18

.08

.09

.10

.11

.18

.51

.42

.51

.52

.50

.59

.45

.48

.10

,09

.05

.07

.0'l

.09

1

.66 I

.66 .68 I

.74 .72 7'7 I

.s2 .-s8 61 59

I
84
82

.26

.35

.34

.38

.41

.47

,24
.39
.3'l
.38
.44

.49 .48 1

.30 .38 .62

.34 .38 .64

.32 .37 .59

.37 .46 .63

.48 .41 ;11

.48

.24

.35

.29

.3-5

.36

.54

.31

.36

.28

.JJ

.40

C = RETN =Customer retention



106 Chapter 6. Research Results and Discussions

6.2.2 Measurement Model Fit

6.2.2.1 ConvergentValidity

In this chapter, convergent validity was assessed for the measurement model fit regarding the

assignment of indicators to each construct. This validity is suggested by loadings and the overall fit
produced by confrmatory factor analysis using AMOS 4.0. The prior purified scale items tested

by Cronbach's alpha were used in the analysis. The value for each of the observed variables in the

models was based on the average of the items used to represent it. The deletion of certain

components on the basis ofAMOS diagnostics increased the fit to a better level.

As can be seen in Figures 6.I to 6.4 with respective associated goodness-of-fit indices, the loading

between the observed variable and latent variable for each construct ranged from .68 to .97 and all

exceeded the acceptable limit of .50 (Steenkamp and van Trijp, 1991). Moreover, the fit statistics

of each me¿ìsurement model (one-dimensional model) indicate a reasonable level of fit. All thÞse

demonstrated adequate convergent validity. Consequently, the convergent validity for all four

major constructs in the CVBMO model is supported

Figure 6.1 Measurement Model for the Management Support Construct

70

7

Goodness-of-fit Indices 
*

t z= .377,P =.828
12-Ratio = .188

B2

7e

GFI = .999
AGFI =.995
RMSEA=.000

SU1

Management
Support

SU7

SUAes8

SU9esg

-A 
betær fit emerged after eliminating the second, thi¡d, fourth, fifth, and sixth dimensions.
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Figxe 6.2 Measurement Model for the Service Employees'Effort Consfruct

-Abetter 
fit emerged after eliminating the hrst, second, third and sixth dimensions.

FigUre 6.3 M, easurement Model for the Customer Satisfaction Construct

Goodnes s-of-ftt Indices-

f z=1.863,P= 394

t'-Ratio = .932

Goodness-of-fit Indices.

96

91

.88

77

GFI=.995
AGFI=.975
RMSEA=.000

E5

92

,95

89 87

'f

8B

76

z=5.594,P=.061
-Ra¡o=2.797

tf
GFI = .968

AGFI=.841
¡1n4594=.097

EF4ed4
Emþlovee

Effoñs

EF5edE

EF7ed7

EFBed8

SA4ec4
Customers'
Sat¡sfact¡on

SA5ec5

SA6ec6

SA7ec7

.Abetær 
fit emerged after eliminating the fust, second, third and eighth dimensions.
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Figure 6.4 Measurement Model for the customer Retention construct

64

8tr
6ã

72

6B

GFI = .986
AGFI=.959
RMSEA=.010

85

90

a2

46

Goodness-of-fi t lndices-

f s=6.492,p=.261
t'-Ratio = 1.298

- 
The first item was eliminated due to low item-to-total correlation; a better fìt emerged
after eliminating the second item.

6.2.2.2 Composite Reliability and Variance Extracted

A further examination of the measurement model fit was undertaken by assessing the composite
reliability and variance extracted. The composite reliability, an intemal consistency reliability
measure, is used for examining the construct reliability. The variance extracted, a complcmentary
measure to the construct reliability value, was also assessed. When the values exceed the
acceptable level of .50 (Hair et al., 1998), the reliability of constructs in the model is evident.

As presented in Table 6.6, both the measures of composite reliability and variance extracted
exceeded the acceptable level of .50. All composite reliabilities for each construct were above .90,
which demonstrated the intemal consistency of each latent construct. The average variance
extracted for each construct ranged from .69 to .95, which indicate the representative nature of
indicators for the latent construct. The reliability of each construct in the measurement model is
therefore evident.

Moreover, the validity of measurement model can also be examined from the variance extracted
for each construct. Evidence of discriminant validity exists when the average variance extracted
for each construct is greater than the squared correlation between that construct and another
construct in the model (Fomell and l,arcker, 1981) or beyond the threshold level of .50.

C4 Customer
Retent¡on

c5

c6

c7



Chapter 6. Research Results and Discussions 109

As presented in Table 6.6, the measures of variance extracted exceeded the acceptable level of '50'

The average variance extracted for each construct ranged from .69 to .95, which indicate the

representative nature of indicators for the latent construct. The discriminant validity of the

CVBMO constructs is therefore evident.

As presented in Table 6.6, the average variance extracted for each construct ranged from .69 to '95,

which exceeded the acceptable level of .50. The discriminant validity of the CVBMO constructs is

therefore evident.

In addition, the intenelations of the constructs are presented in Table 6.7' The low correlation

between constructs with indirect relationship and high correlation between constructs with direct

relationship also supports the validity of each consüuct included in the model.

Table 6.6 Composite ReliabilitY and Variance Extracted Measures

Components
Composite
Reliability

Variance

Extracted

Standardised

Management SuPPott

SU1 : On+he-job training

SU7: Company-wide communication

SU8: In-bound organisational leaming

90 .69

.70

.82

.92

.78
recruitment and retentionSU9: Employee

Employee Efforts

EF4: Individualised value

EF5:Economic value

EF7: Social-psychological interaction

EF8: Considerations of altematives

.9s .84

.96

.91

.88

.83

Customer Satisfaction

SA4: hdividualised value

SA5: Economic value

5A6: Risk avoidance in service

.98 .95

.92

.94

.95

.87interactionSA7:

Customer Retention

C3: Revisit intention

C4: Consumption frequencY

C5: Consumption exPenditure

C6: Recommendation intention

.90 70
.80

.81

.85

.90

.68of competitors 'service altemativeC7:Rejection

Table 6.7 Construct Inter-correlations

SU EF SA RETN

I
A42

I
.559

.345

.153

SU

EF

SA

1

.618

.273RETN

Note: SU (management support), EF (employee efforts), SA(customer satisfaction), RETN (customer retention)
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6.3 Structural Model of CVBMO

6.3.1 FuII CVBMO Model

6.3.1.1 Initial Model

As the measurement models were valid as presented previously, we proceeded with developing
the structural model. The method of latent variable path analysis was used for building the desired
CVBMO model. All constructs verified for reliability and validity in prior sections were included
in the full latent variable model, which incorporate both structural and measurement relationships.

As shown in Figure 6.5, the resulting initial full model exhibits a somewhat a poor fit (f ,ru =
311.179, p =.000; f-Ratio =2.683: GFI =.853; AGFI =.g06; RMSEA = .0g4). According to
Anderson and Gerbing (1988), a poor fitting model can result from an unfit measurement model,
an unfit structural model, or both. As each measurement modols (one-dimensional model)
described previously achieved the statistical significance, an improvement of this poor-frtting
structural model was required.

Figure 6.5 Initial Full Model of CVBMO

7E

92

83 9t

8B

96
31

3B

56

67

64

72

a2

4A

85

9rl
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94

B5
79

Goodness-of-fit hdices:

Employee
Efforts

Customer
SatisfactiDn

Customer
Retention

Absolute fit: Incremental ht: Parsimonious fit:
Xltrc=311.179, P =.QQQ

1 -Ratio = 2.683
GFI = .853

AGFI=.806
RMSEA=.094

NFI
TLI
CFI

.898

.922

.933

Pclose = .000
AIC (default; saturated) = 385j79; 306
PNFI=.766
PGFI=.646
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6.3.1.2 PmposedModel

Given the completeness of the proposed structural paths between two latent variables (construct),

the indicators of each construct were reviewed with modification indices for a better model fit. As

suggested by Hair et al. (1998), deleting the indicators of which the residual shows a higher

modihcation index than others in a model can gradually improve the overall model fit' The

modification index generated from the covariance analypis of residuals using AMOS suggests the

candidates for deletion. Higher modification index indic'ates the larger covariance of two residuals,

which resrilt in a poorer model fit. Hence, deleting indicators with residuals demonstrating the

highest modification index is expected to gaduálly imp¡ove the model frt. As shown in Table 6.8,

the modification index among residuals es9, ed7, eç5,er'l,and ed8 are relatively high' Accordingly,

the indicators SU9, EF7, SA5, C] andEFS were deleted in sequence from the initial model to

reach a better fit. Based on the improvement of prior inilial full model (i.e., Figure 6.5), a proposed

modcl was acpomplished as presented with asqociated goodness-of-fit indices in Figure 6.6.

Table 6.8 Modification Indices

er4 ec5 ec6 erJ ed4 ed5 e16ed7 ed8 er3

(EF?) (EF8) (c3)
er4 er5
(c4) (cs)

er7
(c7)(sAs) (sA6) (sAî (EF4) (EFs)

ed4
(EF4)
ed5

(EF5)
ed1

(EF7)
ed8

(EF8)
ec4

(sA4)
ecs

(sAs)
ec6

(sA6)
e:Ê,'7

(sA7)
es1

(sul)
es7

(su7)
es8

(su8)
es9

.000

.M9

.066

.000

.662

.001

r.052

.u2

.203

.o74

;t03

.288

.614

.392

.066

.873

'1.625

2.2n

1.559

.992

3@

1.007

.265

1.853

r.310

.039

.153
I

.134

.6s0

1.701

1.9'tr

.s00

.000

.099

1.208

.119

1.o37

.072

.003

.031

.008

.205

.000

.60s

.352

.o34

1.229

.055

1.317

.514

.001

.009

.032

.238

.560

.632

.233

.608

1.239

;752

.594

.021

.nl

1.596

.146

.111

.007

.325

.197

1.148

1.662

.039

.855

.143

.126

.394

.M6

.080

.650

.018

.055

.05'l

.668

.689

.015

.168

.277

.415

.M3

t.991

.930

.151

.009

.326

.003

.120

.001

.53'7 1.892
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Figure 6.6 Proposed CVBMO Model
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Täble 6.9 Structural ParameterEstimates of Proposed Model

Model
Structural Path Estimate a t-value

Management support ) Service employees' effor1s

Service employees' efforts ) Customer satisfaction
Customer satisfaction ) Customer retention

.544

.584

.420

6.528xx*

9.542x**

5.-51 I *xx

.296

.341

.176
" Standardised Coeffrcient; h

Critical Ratio (z value) equal to t-value when df ì 30
***p < .001

The proposed model provides a better fit to the data than did the initial model @gure 6.6 cf.
Figure 6.5). This improved model ly is g2.B4l, p = .000, which indicates a significant
improvement of model fit. Overall, the goodness-of-fit indices indicate an acceptable fit of the
proposed model except for f . The loading coeffrcients between major constructs were adequate
and with the expected direction. Both the standardised estimates and t-values also support the
relationship between the constructs (see Table 6.9). However, given the current research focus of
model building, the most fitting model must be aimed for. As equivalent models exist for almost
any models, researchers strongly encourage pursuing a superior fit of preferred models over
selected, plausible equivalent models (e.g., Kline, 1998). "It is important to present all of the
simplest altematives compatible with the background knowledge and data rather than to arbitrarily
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choose one (Spttes et al., 1998, p.203) ". Considering this, two competing models were

subsequently developed as described in the next section'

6.3.2 Competing Models

A nested model approach was used to generate competing models. Given constant constructs and

the same number of indicators, tlo rival models were provided with changed estimated

relationships. They competed with the proposed model for the most fitting model later as detailed

in section 6.3.3.

Each competing model was examined here by the following statistics to be part of absolute,

incremental, and parsimonious fit indices: f, Goodness-of-fit index (GFD, Adjusted

goodness-of-fit index (AGFÐ, Root mean sqÌafe error Of approximation (RMSEA); Normed fit

index (NFI), Tucker-I-ewis index (TLD, Comparative fit index (CÐ; and Akaike information

criterion (AIC), parsimony normed fit index (PNFD, Parsimonious goodness-of-fit index (PGFÐ.

The acceptability of the fit indices shown in Table 6.1 (section 6.1.2) was used as criteria for

assessing model fit. Each competing model was examined in sequence.

6.3.2.I CompetingModel 1

The first competing model is shown in Figure 6.1. Asingle relationship of customer satisfaction to

the employee efforts was added. This reverse ielationship, which is contrary to the original

hypothetical structural relationship of employee efforts to customer satisfaction, reflects the

possible impact of customer satisfaction on employee efforts'

Overall, the goodness-of-fit indices indicate a good fit of the competing model 1 except tor t'1see

Figure 6.7). Moreoveq all the path coeffrcients were significant (see Table 6'10). This also

supports the added relationship of customer s*ipfaction to employee efforts in the model.
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Figure 6.7 CompetingModel 1
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Täble 6.10 Structural ParameterEstimates of Model 1

Model I
Structural Path Estimate u t-value
Management support ) Service employees'efforts
Customer satisfaction ) Service employces' efforts
Service employees' elTorts ) Customer satisfaction

Customer satisfaction ) Customer retention

.518

.494

.147

.413

7.496***
5.631;t*.*.

2.117*

5.424**>k

.6r5

154

171
u 

Standardised Coeffrcient; bCritical Ratio (z value) equal to t-value when df ì 30
***p< .(X)l , *p< .05
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6.3.2.2 CompetingModel2

The second competing model is presented in Figure 6.8. The possible contribution of customer

retention to employee effofts is considered. In addition to the prior supported adverse relationship

of customer satisfaction to employee efforts, one relationship of customer retention to employee

effort is added in the model.

Regarding the underlying theory these two different hypothetical relationships result in a much

better fitting model than previous ones. The overall fit indices indicate a good model fit (see Figure

6.8). Moreover, both relationships of the new structural paths are supported with other

hypothesised relationships in the model (seeTable 6.11).

Figure 6.8 Competing Model 2
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Täble 6.11 Snuctural Parameter Estimates of Model2
Model2

Structural Path Estimateu t-value

Management support ) Service employees' efforts

Customer satisfaction ) Service employees' efforts

Customer retention à Service employees' efforts

Service employees' efforts ) Customer satisfaction

Customer satisfaction à Customer retention

.536

.591

-.216

.157

.455

7.995***
7.223**x

-3.656**

224*
5.546***

.677

.t&

.r80
ustandardised coefficient; 

bcritical Ratio (z value) equal to t-value when df ) 30

***p<.001 ,*p<.05
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6.3.3 Model Comparisons and Final Model

The proposed model and two competing models were appraised with the full consideration of the
underlying theory. Three types of fit indices described previously were used as criterion of model
fit. The model comparison was undeftaken by examining for each model, the overall fit indices,

the significance of estimated coefficients and the t-value computed by the AMOS 4.0
maximumlikelihood method. A very rigorous standard was adopted for model comparisons. A
preferred model is one where the overall goodness-of-fit reach an ideal score as suggested
previously in section 6.1.2.

In addition, root mean square eror of approximation (RMSEA), the comparative fit index (CFT),

and parsimonious goodness-of-fit index (PGF! were used selectively as a test of model fit. The
RMSEA values of below .10 indicate a good fit to the data, and values below .05 suggest a very
good fit (Steiger, 1990). The CFI values of above .95 indicate a good overall fit, while values of
between .90 and .95 suggest adequate fit (Bentler, 1990). The higher values of PGFI indicate a
more parsimonious model, although no established range of acceptable values exists for this
measure (Kelloway, 1998).

The analysis revealed that each of the models demonstrate to some extent unsatisfactory results:

the p-values below the desired level in proposed model (P), and competing model 1 (C1); the
RMSEA values below acceptable level in proposed model; and the lower PGFI values in
competing model 2 (C2). Nevertheless, the CFI values for all models were excellent. Since a
rigorous standard of model fit was adopted, an acceptable model was considered as the one where
the p-value associated with f value was greater than or equal to .05 (Bagozzi and Foxall, 1996).

Accordingly, the competing model 2 outperforms the other two models in terms of overall fit
indices. Also, a significant difference is shown in model comparisons (see Table 6.13). All the
results are documented in Tables 6.12 and6.13.

Table 6.12 Goodness-of-Fit Measure for the Proposed (P) and Competing Models (Cl, C2)

Model 2
x df p-value RMSEA CFI PGFI

P

CI
e

92.847

72.923

60.108

.9',76

.98',1

.994

066

035

.000

.019

.133

.u9

Täble 6.13 The Significant Difference in Models

Model Comparison Lt Adf p-value

P

CI
C2

Pvs. Cl
Cl vs. C2

19.924

12.81s

.0000

.0003

1

I
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A comparison of the fit statistics from the above three models indicates that competing model 2

hts far better, albeit somewhat less parsimoniously than the other two models. Moreover,

competing model 2 not only takes into account the underlying theory but also provides more

information from two additional and verified stmcttrrat relationships. Comparing the results,

competing model 2 appears to ¡epresent the best model. Consequently, competing model 2 is

accepted as accurately representing the structure of CVBMO. This final model is presented in

Figure 6.8.

As can be seen in Table 6.11 (section 6.3.2), this model yields an excellent fit with significant

structural path. The significance of estimated coeffrcienf, t-value and R2demonstrate the strength

of the structural paths. In addition, the standardisèd coeffrcients of two variables in a model were

all less than .80, which suggests that there are no concems about multicollinearity. The structural

modgl ht is evident, demonstrating the robustness of this CVBMO model.

'l
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6.4Bxamining the Relationships and Indicators in the CVBMO Model
The testing of the CVBMO model was accomplished by examining the completely standardised
pammeter estimates and their t-values between any two variables in the model. The p-values of the
estimates for hypothesis testing were determined in one-tailed t-tests. Because of the directional
hypotheses, the rule of 1.65 t value was used as the critical value at the significance level of .05.
Also, examining the indicators representing how the latent variables are measured is needed.
Assessing both the proposed structural relations and the proposed measurement relations are equal
concems when using latent variable path analysis for model building. Both assessments reflect the
true power of SEM to provide a complete model incorporating both structural and measurement
considerations (Kelloway, 1998). Examining the relationships between any two latent variables, as

well as the indicators of each construct, can then allows a full latent variable path analysis model to
be developed.

Table 6'14 presents the standardised path coeffrcients and their t-values. The results indicate that
all the hypothesised relationships within the model are supported. Two additional relationships are
also identified from competing models with statistical significant and appropriate direction. Also,
Table 6.15 shows the final indicators representing each latent variable in the CVBMO model for
the specific research context. These findings are reported and discussed in details sequentially. '

Table 6.14 Results of Testing in the CVBMO Model
Hypothesised Relationships Label Hypothesis Estimate o 

t-value Conclusion

Management support

) Service employees'efforts ME
Service employees' efforts

) Customer satisfaction ES

Customer satisfaction

) Customerretention SR

Added Relationships

Customer satisfaction

) Service employees'efforts SE

Customer retention

) Service employees'efforts RE

Hl(+)tt
Tt=.536 J.995**x Supported

H2(+) Tz=.157 2244x Supported

H3 (+) "lz=.455 5.546**x Supported

(+) y^r = .591 7.223*** Supported

(-) Toz= -.216 -3.656** Supported

'llHpothesised direction of effect

"Standardised coefficient; bcritical 
Ratio (z value) equal to t-value when df > 30

***P <.001, *xp <.01, * p <.05
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Table 6.15 Final Indicators of each Construct in the CVBMO Model

LatentVariables Indicators Label

On-the-job training

Managementsupport Company-widecommunication

In-bound organisational leaming

SU1

SU7

SU8

Employee efforts
Individualised value

Fronomic value

EF4

EF5

Customer satisfaction

Individualised value

Risk avoidance in service

Social-psychological interaction

SA4

SA6

SA7

Customer retention

Revisit intention

Consumption frequency

Consumption expenditure

Recommendation intention

C3

C4

C5

C6

In order to simplify the wording for discussion, the term in italic in the paragraphs of the following

sections represents the meaning described as follows:

"Management supporf':

The headquarters' management support for employees' efforls to create and deliver customer

value in the implementation of market orientation þased on service employees' perceptions of

the headquarters' management support)

"Employee efforts":

Service employees' efforts to implement market orientation by means of fulfilling customer

value @ased on employees'view on the effective approach to satisfy customers)

" Customer satisfaction" :

Customers' satisfaction with their service providers'market orientation performance in terms of

customer value þased on customers'view on the determinants of customer satisfaction)

" C t ¿st onxe r ret etttion" :

Customers' loyal behaviours reflecting their satisfaction with their service providers' market

orientation performance in relation to customer value
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6.4.I Hypotheses Testing

The hypothesised relationships proposed in the CVBMO model were tested first. As shown in
Table 6.14, all the tests were statistically significant and in the appropriate direction (positive and

negative). This fully supporls oul hypotheses. Discussion of these hypotheses is provided in the

following sections.

6,4.1.1 Relationships between Management Suppott.and Etnployee Efforß

Hypothesis 1:

Service employees'perceptions of headquarters'management support for CVBMO have a

significant and positive influence on their market orientation behaviours.

Findings:

As hypothesised, the headquarters' management support for
CVBMO has a significant and positive impact on selice
employees' efforts in relation to market orientation (H1: y1

= .536, p < .001). The market orientation action includes a
variety of market-oriented activities aimed at satisfied

customers to retain them, developed by headquarters and

implemented by front-line employees. The finding suggests

that employees' perceptions of their headquarters' market prientation do influence their attitudes

about implementing market orientation and service practices. Specifically, they are aware of the

mariagementt ,upport for on{he-job training (SUl), company-wide communication (SU7), and

in-bound organisational leaming (SU8). Their awareness of these positively influence their efforts
in relation to market orientation.

Discussion:

Model results presented in this chapter (see Figure 6.8) suggest that management support can

affect service employees'work performance. Employees'awareness of management support such

as effective company-wide communication (SU7) (e.g., having an intensive frequency of intemal
communication) has significant effects on their efforts to fulhl market orientation. This, in tum,
satisfies customers, and enhances customer retention. Thus, understanding monagement support
has potential managerial implications

Understandiîg mnnagement supporl can assist headquarters in establishing more effective

supportive work environment, which is usually associated with an increase of employees'
productivity (Day and Bedeian, I99l). For example, the cunent research shows that developing an

in-bound organisational leaming environment based on employees' view can lead to employees'

better service attitude and behaviour. Management suppoø for in-bound organisational leaming,

such as encouraging frontline employees to share personal service experiences in informal
occasion, can assist employees in dealing with their service failure positively via leaming from

Employee
Efforts Support

Customer
Satisfaction

Customer
Retention
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senior employees' expenence.

The significant relationship betw eeî managemerú support and employee ffirts suggests the

importance of increasing employees' job satisfaction to achieve better organisation's business

performance. Whenev er management supporl is needed and sought by employees' Such

monagement support generally increases employees' job satisfaction and improves their work

performance. These conclusions are consistent with the empirical findings provided by Babin and

Boles (1996), that employees'perceptions of supervisory support have a direct and positive effect

on job satisfaction, which in tum positively influence their job performance'

In addition, our results also imply that providing nwnagement supporl based on service

employees' views can effectively reinforce an organisation's market competitiveness' A service

organisation's competitiveness can largely depend on employees' commitment to' and capacity for'

the delivery of value-added service. The resulting positive effect of mítnaSementt support oî

employees' attitude toward market orientation and seruice practices suggests that headqua¡ters'

market orientation has a positive impact on employees. This influence is reflected by employees'

invested effort in fulfilling market orientation with value delivery in service. This also suggests

thatm.anagement supporl is a crucial antecedent of employees' market orientation behaviours'

Moreover, adopting employees' view in afì organisation'S mnnagement support can create a

win-win situation for both management and employees. on the one hand, based on service

employees, first-hand information on customers' cunent and latent needs obserued from

customers at encounter, an organisation can benefit from providing effective supports to assist

employees to effectively deliver value as needed or suggested by target customers' On the other

hand, to a certain extent, service employees' expression of their concem abott mnnagement

support can reflect their demands in improving their work perforÏnance. An organisation's

ml)nagement support complying with employee needs in such a way can benefit employees by

improving their capacities to serve customers better. All of these can result in the increase in

customer satisfaction and in turn, expected business performance for an organisation' Additionally'

the improvement of employees' capacity to deliver value and seruice performance can motivate

them to continually explore desirable customer value by their observations on consumers, and can

cause them to commit to the management with greater willingness. This fuither contributes to an

organisation's competitive advantage in a longer term'

Overall, this established relationship betweeî mr.magement support and employee ffirts makes

further contributions to the research domain of market orientation. Few studies have provided

empirical evidence on the issue of supervisory support for service employees in a retail setting

@abin and Boles, 1996) and on the adoption of market-oriented behaviour (Siguaw et a1', 1998)'

our finding, therefore, provides new insight into management support for market orientation

practice from the perspective of employees. It extends our knowledge of how employees'

perceptions can affect their service behaviours, their service peformance, and may consequently

impact on their organisation's business performance in a specifrc context'
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6.4.1.2 Relationships between Emproyee Efforß and customer satßfaction

Hypothesis 2:

Service employees'efforts to implement CVBMO have a significant and positive influence on
customer satisfaction.

Findings:

Empìrical support was found for the relationship between
service employees' efforts on CVBMO and customer
satisfaction, as hypothesised by Hypothesis 2. The
employees' service performance is related significantly and
positively to customer satisfaction (H2: y2= .I5J, p< .05). ;

The results of the study indicate that service employees;
efforts on dèlivering individualised value @Fa) and
economic value @F5) particularly satisfies customers.

Discussion:

This finding, that employing customer value in market orientation practice leads to customer
satisfaction, gives added empirical evidence to the relevant studies examining the relationship
between customer value and customer satisfaction. Though this study did not aim to test the
relationship between customer value and custorneJ satisfaction, such a relationship was included in
forming the proposed CVBMO model as discussed in sections 3.L2 and3.1.3. The construct of
EF has incldded the concept of customer va-lue. This verified relationship between employee
effofis and customer satisfaction thus suggests that customer value delìvered by employees, effort
can effectively satisfy customers. The relationship between customer value and customer
satisfaction has been controversial among researchers. Some researchers stated that customer
satisfaction depends on custonrer value (e.g., Mano and Oliver, 1993; Oliver, lggT). yet, some
researchers claimed that providing value cannot ensureicustomer satisfaction (e.g., Langley and
Holcomb, 1992;Meyet and Blümelhuber, 2000). The research outcome of this study clarihes the
causal sequence that customer value leads to customer satisfaction, which remained undefined in
previous studies.

Also, this result extends our understanding of the relationship between customer value and
customer satisfaction in relation to market orientation, where such causality had not been fully
explored. The result suggests that providing customer value (by value-added service) in market
orientation practice positively influences customer satisfaction. This makes a further contribution
to studies of both market orientation and customer value. In our case, for example, service
employees' efforts to deliver individualised value @Fa) by providing extra service to cater for
customers' pleasure signifi cantly infl uenced their customers' satisfaction.

Support

Employee
Efforts

,Customer

Satisfaction
Customer
Retention
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ln addition, this hnding supports the contention that employees'performance during the "moments

of truth" (Carlzon, 1987) significantly influences customers' overall satisfaction, as suggested in

past studies (e.g., Mittal and Lassar', 1996; Price and Amould,1999). Several effective strategies to

satisfy customers are revealed from employee ffirts. For example, the results suggest that

convenience (individualised value) and payment equity (economic value) afe two effective

elements of employee ffirts.

A brief summary of the results discussed above provides empirical support for integrating

customer value into market orientation from seruice employees' perspective. That is, selice

employees' efforts to implement market orientation by delivering customer value have a

significant and positive effect on customer satisfaction. Further, combining the findings of both

hypotheses I and1 suggest that a market-oriented organisation should act on the premise that it is

important to satisfy employees first. This provides a solid basis upon which to generate a better

business performance for an organisation adopting market orientation.

6.4.1.3 Relationships between Customer Satßfactínn and Customer Retention

Hypothesis 3:

Customers' satisfaction with their seruice provider's CVBMO efforts has a significant and

positive influence on their retention.

Findings:
'f

The results indicate that customers' satisfaction with their service

provider's efforts in relation to CVBMO has a significant and

positive impact on their retention (H3: 13 = .455, p < .001)'

Specifically, customer retention results from satisfaction with

service employees' efforts in delivering individualised value

(SA4), considering their risk avoidance in sårvice (5A6), and

taking into account their need for social-psychological interaction

(SA7). In effect, their loyalty is reflected by their revisit intention, consumption frequency,

consumption expenditure, and recommendation intention.

Discussion:

This result identifies several value-added business activities, which are effective in satisfying

customer, and in tum, achieving customer retention. According to Oliver (1999)' certain

mechanisms exist in, and intercept the formation of, the relationship between customer satisfaction

and customer retention. Thus, researchers should take the possible obstacles into account when

aiming for customer loyalty such as personal determinism and social bonding as suggested by

Oliver (1999). In response to this, this study suggests that involving several dimensions of

customer value, including intrinsic and extrinsic ones in market orientation practice, can

effectively strengthen the link of customer satisfaction to customer retention. Our empirical results
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support this. Based on service employees' application of different kinds of customer value in
market orientation practice, the effect of customers' perceptions of employee performance on
satisfaction is positive. This provides practical guidance on what to do to satisfy customers, which
can lead to customer retention. For example, fulfilling customers' needs for social-psychological
interaction by recognising and greeting them whenever they visit the store may result in customer
retention.

This signihcant relationship between customer satisfaction and customer retention provides
empirical evidence for the primary role of service employees in the relationship between market
orientation and business performance. In this study, for example, business performance can be

enhanced by an increase of customers' consumption expenditure (C5), which result from
employees'efforts to fulfil customer satisfaction. It is evident that customers'perceptions of, and
satisfaction with, employees'service performance have an impact on their retention, as suggested
in previous studies (e.g., Mittal and Lassar, 1996; Cronin and Taylor, I992;Pansurarnan, Berry,
and 7nithanl, l99l). However, this empirical result does not support previous studies that
salesperson loyalty is an antecedent to store loyalty (e.g., Macintosh and l¡ckshin, I99l;
Reynolds and Beatty, 1999). The measure item of customer retention regarding constancy of
relationship, "I have had a specific hairdresser over than one year" was discarded in
post-fieldwork validation due to low item-to{otal correlation. When customers are satished with
employees' market orientation performance, customer retention is reflected by loyal behaviour
directed at the store (e.g., revisit intention) rather than at the service employee.

The above discussion on hypothesis 3 provides an insight into customer retention, particularly the
approach to it. This study suggests that customer satisfaction is the antecedent of customer
retention, consistent with studies of customer satisfaction and/or customer retention (e.g., Gale,
1997; Oliver, 1999). Moreover, our results suggest that service employees should stress certain
essential satisfaction factors, derived from customers'view on satisfaction, in their service efforts.
According to our results, these essential factors of customer satisfactionlead to customer retention.
Service employees who include these essential factors in their efforts to satisfy customers can
effectively retain customers. This further enhances our understanding of the impact of customers'
perceptions of employee ffirts oncustomer satisfaction, and in tum, on customer retention.

6.4.2 Added Relationships

Competing model 2 revealed two additional effects that impact upon employees' efforts on
CVBMO, namely customer satisfaction and customer retention. As seen in Table 6.14, both
relationships were statistically significant and in the appropriate direction (positive and negative
respectively). This enhances the contribution of the cunent research. Discussion of these added
relationships follow in sequence.
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6.4.2.1 Relationships bet\ryeen customer satßfactínn and Employee Efforß

Findings:

The effect of customer satisfaction on employee effofts was

highly significant (Tor= '591, p < '001)' Based on customers'

perceptions of seruice employees' market orientation efforls,

three critical measures of customer satisfaction highly

influence employees' efforts to implement market orientation:

namely, customers' individualised value (SA4), customers'

avoidance of risk-taking in service (5A6)' and customers' need

of social-psychological interaction (SA7).

A notable finding emerged from examining this reverse relationship (SE) with the originally

hypothesised one (i.e., Hypothesis H2: ES). Both the supported relationships pf customer

satisfacúon to employee efforts (SE: yo1 = .591, p < ,001) and the originally hypothesised one (ES:

\2 = .157, p < .05) show a signihcant interrelationship between service employees and their

customers. The geater strength of this reverse causality suggests that the feedback from customer

satisfactionis a driving force behind employees'market orientation efforts' I

Discussion:

The second antecedent to sen¿ice employees' efforts, customer satisfaction, is revealed by this

verified relationship. Customer satisfaction inspires employees' confidence in implementing

market orientation. Customer satisfied with value-added service reinforces service employees'

behaviours to continue to deliver value in their market orientation practice. Customers' appraisal of

their efforts provides managers with an effective way to motivate service employees' An example

of this in our case is that customer satisfaction with individualised value (SA4) such as 'creating

surprise' or 'a sense of fresh and new in their usual hairstyle' can drive employees to keep working

on delivering similar value (i.e., SA4) in different way such as creating new service experiences.

The finding of a highly significant relationship between service employees and their customers

provides an insight into the interaction between employees and customers and its impact on

customer satisfaction, and employee efforts. Consistent with past literature (e'g., Mittal and Lassar,

1996;pnce and Amoul d, lggg), our results suggest that the performance of service employees in

their interaction with customers significantly influences customers' overall satisfaction' In addition,

this study further supplies empirical evidence that customer satisfaction has a reciprocal and

decisive influence on employee efforts.

Combining both supported relationships between service employee efforts and customer

satisfaction (i.e., ES and SE), the difference in the strength of these two reverse relationships (i.e.,

ES: "y2 = .15J, and the reverse SE: ]ar = .591) highlights the dominant role of customers in the

interaction between customers and employees for value delivery in market orientation practice.

These two reverse relationships are all dyadic in nature. They provide an insight into the views of
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both service employees and customers on CVBMO, and the impact of this on their respective
service and consumer behaviour (i.e., employee effort on, and customer satisfaction with,
CVBMO). The impact of customer satisfactiort on employee efforts is higher than that of employee

ffirts on customer satisfaction This supports the view that customer value can only be defined by
customers themselves (Weinstein and Pohlman, 1998). The leading role of customers in their
interaction with service employees suggests the way to improve employees'performance based on
customer satidaction. This is consistent with the view that only customers decide the success or
failure of service provided (Meyer and Blümelhube¡ 2000).

6.4,2.2 Relationships between customer Retentinn andEmplayee Efforß

Findings:

The second added relationship, the effect of customer
retention on service employees' efforts, is also signìficant
(\oz = - .216, p < .01) with negative direction. This verif,red

relationship indicates that low customer retention leads to
high employee efforts and vice versa. According to our
results, the non-financial index of customer retention is

specially measured by customers' revisit intention (C3),

consumption frequency (C4), consumption expenditure (C5), and recommendation intention (C6).
According to our results, when customer retention falls, employees make more efforts to
implement market orientation.

'l

Discussion:

The non-hnancial index of customer retention was used in the study to provide an evaluation of
business performance from the perspective of customers. This index provided a waming of
customer loss as well as a convincing proof of customer gain for frms, signified by relevant
consumer behaviours, that is, revisit intention, consumpdion frequency, consumption expenditure,
and recommendation intention. As these items measure the consequence of customer satisfaction
with employees' performance of market orientation, a market-oriented organisation can adopt
them when auditing frontline employees'efforts to fulfil market orientation.

This supported relationship between customer retention and employee efforts suggests a third
driving force of employee efforts, namely customer retention. By examining jointly this
relationship with the preceding ones regarding employees' efforts (i.e., ME, SE), three strong
antecedents to employee efforts have thus been revealed: management support, customer
satisfaction, and customer retention. The effect of these three driving forces on employees' efforts
is highly significant (ME: y¡ = .536,p <.001; SE: yu1 = .591, p < .001; ffi'yr- - .ZI6,p < .01, see

Table 6.14)' Model results also show that these three driving forces jointly make a significant
contribution to employee efforts, explaining two third of its variance (R2 = .6Jj,see Table 6.11).
This offers a considerable insight into employee efforts on CVBMO.
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While it is reasonable that low customer retention would motivate employee efforts, the reverse

statement, that high customer retention leads to low employee effofts on market orientation is less

expected. However, previous studies suggest that recruiting a new customer costs more than

keeping a loyal one (e.g., Reichheld, I996).It is thus well worth the effort for employees to

concentrate on retaining frequent customers. Employees need to make less effort to satisfy

frequent customers whom they understand much better than occasional ones. Hence, when an

employee keeps a number of loyal customers, s/he can implement market orientation with less

effort.

6.4.3 Integrated Discussion of the CVBMO Model

Having reported the empirical results and discussed each verified relationship in the CVBMO

model, this study further examines the links between key variables in the model. In this way,

further hndings are revealed, enhancing ttre contribution of this research. This integrated

discussion is presented as follows.

6.4.3.1 The Effects of Key Factors of CVBMO upon Business Performance

A clear causal relationship among the key variables discussed in

this study was established. This provides an insight into the

potency of market orientation from different perspectives.

Making a comprehensive view of the validated CVBMO model

(segFigure 6.8) provides new insight into the direct and indirect

eflect of market orientation on business petformance from three

standpoints of headquarters, front-line employees, and customers.

Namely, from management's perspective, adopting market orientation can cause customer

retention indirectly through numagement support, employee ffirts, and customer satisfaction.

From employees' perspective, implementing ryarket orientation can result in customer retention

through customer satisþction From customets'perspective, customer satisfaction directly leads to

customer retention. By providing empirical evidence of the indirect and direct links between

market orientation and customer retention at three levels (i.e., management, employees, and

customers), this research contributes significantly to the research domain of market orientation.

This study also empirically supported the influence of the interpersonal issue on the contribution

of market orientation toward business performance. The impact of interaction between

headquarters and front-line employees, and between front-line employees and customers on the

market orientation-business performance link was supported in this study. This is demonstrated by

the supported relationships as shown in Table 6.14: the relationships between rnnagement support

and employee efforts (i.e., ME), and between employee ffirts and customer satisfactiorz (i.e., ES

and SE); and then the effect of customer satisfaction on customer retention (i.e., SR), and that of

customer retentionon employee efforts (i.e., RE). In addition, in contrast with the hndings of Jones

et al. (2000), our results suggest that the employees' interaction with customers significantly
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influences customers' overall satisfaction.

The findings of the three supported hypothesised relationships (i.e., ME, ES, and SR) are analogous

to the indirect relationship established by Cronin et al. (2000). Based on customer sample data,

they found that customer value leads to customer satisfaction, which in tum result in customer

retention. A further step taken in the current study is that such relationship is identified in the

research domain of market orientation and examined from a dyadic perspective including views of
both employees and customers.

The verihed relationships between employee efforts and customer satisfaction (i.e., ES), betwèen

customer satisfaction and customer retention (i.e., SR), and between customer satisfaction and

employee efforts (i.e., SE) also suggest an avenue to effectively achieve customer retention. Based

on the views of both employees and customers in relation to CVBMO, the results of this study

imply that employee ffirts to achieve customer satisfaction do not necessarily lead to customer

retention. Only if service employees understand the deteminants of customer satisfaction bæed

on customer views on CVBMO and carry out this in their service, can employees'efforts to satisfy

customers result in customer retention.

6.4.3.2 ThrceAntecedents of Employee Efforts to Implement CVBMO

In addition to management support, the valid CVBMO model

in this study suggests two more antecedents to service

employees' market orientation behaviours, namely, customer

satisfaction and customer retention. This highlights the

influence of customers' appraisal of employees' performance

and its consequence. Results suggest that customer satisfaction

depends on service employees' performance of market

orientation, which drives employees to make further efforts to fulfil market orientation. Also,

customer retention resulting from customer satisfaction significantly affects employees' efforts to

implement market orientation.

Importantly, the model results stress the importance of customer satisfaction as a mediating

variable between employee efforts and customer retention. Only if customers are satisfied with

employees'performance, c¿rn employees'efforts lead to customer retention. This is demonstrated

by the signihcant relationships between employee efforts and customer satisfaction (i.e., ES), and

between customer satisfaction and customer retention (i.e., SR) as shown in Table 6.14. The

determinants of customer satisfaction show the opinions of customers on employees' efforts to

satisfy them. According to our results, this then results in customer retention. This provides

managers with effective guidance as to the management support required in order to aid

employees in serving customers better. Further, the determinants of customer satisfaction leading

to customer retention provide managers with effective ways of improving their service employees'

performance to retain customers.
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6.4.3.3 The Existence of Difference in Dyadic View on CVBMO

This study presents a dyadic view of the elements and effects

of CVBMO. Specifically, to employees, the detprminants of

CVBMO were examined from their perceptions of

management suppofi provided by the headquarters. The effect

of CVBMO is reflected by employees' efforts to implement

market orientation. This represents the supply side of CVBMO

(i.e., from the perspective of fums). To cuStomers, the

determinants of CVBMO were examined from their perceptions of employees' efforts to

implement market orientation. Their satisfaction with employees' performance of market

orientation reflects the effect of CVBMO and determines customer retention. This represents the

demand side of CVBMO (i.e., from the perspectives of customers). Both perspectives provide a

fuller view of market orientation in terms of antecedents and influences in the specihc context.

Hence, understanding these dyadic perceptions of market orientation have potential research and

managerial implications.

A further examination of this dyadic view suggests the existence of different interpretation of

market orientation between both parties. This is revealed from the model results presented in

Figure 6.8. Regarding the fulfilment of customer satisfaction from both perspectives, the

determinants of customer satisfaction based on employees'efforts to fulfil market orientation (i.e.,

employees' delivery of individualised value and economic value) differ from the determinants of

customer satisfaction based on customers' appraisal of employees' performance of market

orientation (i.e., customers' perceptions of individualised value, avoidance of risk-taking in service,

and need for social-psychological interactioh in service). Though the difference in interpreting

market orientation exists between both parties, results showed that employees' market orientation

efforts impact upon customer satisfaction. The added reverse relationship of employees' market

orientation efforts upon customer satisfaction¡ was also established. This suggests that market

orientation can take effect between both parties even though they may have different views of

what specifically determines market orientation. The reasons behind this apparently contradictory

results are worth exploring.

The relationship between employee efforts and customer satisfaction (i.e., F,S, see Table 6.14)

supports that employees have fulfilled customer satisfaction. The determinants of customer

satisfaction, based on customers' appraisal of employees' performance, further suggest that

employees are capable of providing certain services that basically satisfy customer (SA4:

individualised value, 5A6: risk avoidance in service, SA7: social-psychological interaction). As

these determinants are derived from customers' appraisal of employees' performance, they can be

regarded as key elements of customer satisfaction in that only customers decide the success or

failure of the service provided (Meyer and Blumelhuber, 2000). In addition to these key service

elements, extra services emphasised in employee ffirts were also found to be effective in

satisfying customers (EF4: individualised value, EF5: economic value). This implies that

Support
Employee

Efforts

Customer
Retention

Customer
Satisfaction



130 Chapter 6. Research Results and Discussions

employees carì satisfy customers not just by providing key service elements in response to
customer request, but also by emphasising certain extra selices based on their own service

experience of satisfying customers. Since this relationship of employee efforts to customer
satisfaction is reciprocal in nature, this finding leads to the managerial implication that the way of
achieving customer satisfaction is not necessarily based on a coÍìmon view of both parties. This
highlights the contribution of the cunent research toward fulhlling customer satisfaction in fhe
implementation of market orientation.

Fufthermore, though different interpretations of CVBMO exist between both parties, this study
verified both causal relationships of employees' market orientation effort to customer satisfaction
(ES: y2= .157,p <.05), and customer satisfaction to customerretention (SR: y3- .455,p < .001).

Based on the indirect relationship of employee efforts to customer retention through customer
satisfaction, the diflerence in strength of the relationships between ES and SR implies that what
employees consider as a way to satisfy customers may not necessarily lead to customer retention
but may only ensure customer satisfaction. By contrast, when customers satisfy with emploJtee

effort should lead to customer retention.

Although customer satisfaction may still result despite a discrepancy between both parties' views
of market orientation, the only way employees' efforts can achieve customer retention should ùe

based on a consensus about customer satisfaction. In other words, the transformation of customer
satisfaction to customer retention depends on the key service elements of customer satisfaction
being addressed previously (i.e., the determinants of customer satisfaction based on customers'

appraisal of employees'performance of market orientation). This provides service employees with
an avenue to fulfil customer retention: to retain customers, service employees should not just listen

or adopt customers' opinions based on their own interpretation. It is also important for service

employees to put themselves in customers' position to understand customers' views on their
market orientation efforts at satisfying them. This study thus sheds light on a service approach

aimed at achieving customer retention via the implementation of market orientation.

In addition, the finding of differences between both parties' interpretation of market orientation
implies that the approaches taken in pursuit of customer satisfaction (i.e., the structural path ES:

between employee ffirts and customer satisfaction) and customer retention (i.e., the structural
path SR: between customer satidaction and customer retention) are different. Their outcomes are

separate and distinct. The results show that employees'efforts (determinants of employee ffir'ts)
are not exactly what make customers satisfied with employees' selice performance (determinants

of customer satisfoction). Also, as discussed previously, employees'efforts do not necessarily lead

to customers being satisfied with employees' service performance. Hence, an organisation should

discriminate between customer satisfaction and customer retention while aiming for both in order

to improve business performance. This would avoid false expectations resulting from lumping
them together and confusing the consequence of customer satisfaction with that of customer

retention.
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6.5 Three-dimensional CVBMO Construct and Business Performance

The unidimensionality of each construct was shown in the resulting final model in Figure 6.8 (see

section 6.3.2).The loading between these measurement items and the latent construct all exceeded

acceptable level of .5 (Steenkamp and van Trijp, 1991) and the overall fit of the model was good.

This demonstrates adequate convergent validity for each construct in the final model. In order to

confirm the three-dimensional CVBMO construct as proposed in this study (i.e', management

support, employee e orts, customer satisfaction), the conelations among the latent constructs are

examined further by confirmatory factor analysis using AMOS 4.0. Curved arrows assigned using

SEM among three latent constructs represent correlations between constructs in the model as can

be seen in Figure 6.9.

Figure 6.9 Three-dimensional Customer Value-based Market Orientation Construct
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As shown in Figure 6.9, the associated goodness-of-fit indices indicate a good fit of the model.

Moreover, the conelations between any two latent constructs are all found to be significant at

p < .05. This demonstrates the significance of the relation between the three dimensions of the
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CVBMO construct. In addition, the average variance of a given construct is greater than the
squared paths between the construct and other constructs. This suggests that the proposed three
constructs (i.e., management suppoft, employee efforts, customer satisfaction) are distinct (Fomell
and Larcker, 1981). These results thus support a three-dimensional CVBMO construct proposed in
this study.

After verifying the conelations between dimensions of the CVBMO construct, using confirmatory
factor analysis, this study makes a further attempt at establishing the relationship between latent
dimensions of CVBMO and business performance (or more specifically, customer retention). The
relationships among key variables verified in previous sections indicate either a direct or an
indirect link between the three latent dimensions (i.e., management support, employee efforts, and
customer satisfaction) each with customer retention. As only customer satisfaction has a direct link
with customer retention, a unidirectional arrow was assigned using SEM to point out the possible
causal relation between the latent dimensions of CVBMO and business performance (see Figure
6.10).

Figure 6.10 presents this model with excellent overall fit indices. The significance of estimated
coefftcient, t-value demonstrates the strength of the structural path. This significantly supports the
CVBMO-business performance relationship (y = .4I0, p < .001). A clear effect of market
orientation on business perfotmance is demonstrated in the study. This research outcome provides
a conclusive evidence of the positive effect of market orientation on business performance.
Specifically, implementing customer value-based market orientation carì effectively lead to
customer retention.

'T

The impact of market orientation (inclusive of customer value) on business performance as

measured by customer retention is clear. This study thus supplies the empirical evidence of an
market orientation-business performance relationship by using a non-financial performance index,
customer retention. Different from the conventional approach of using financial indices in existing
studies of market orientation, this non-financial perforfnance index adopted in this study (i.e.,
customer retention) provides different views on evaluating business performance. Varied practical
indications of customer retention are suggested from this verified relationship (see Tiable 6.15,
section 6.a). By establishing the relationship between market orientation arìd customer retention,
this research contributes importantly to the research domain of market orientation.
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AModel of Retail Customer Retention: The CVBMO Construct and its Business

Performance indices

CVBMO

17
80

71

64

64

84

92

s4

Goodness-of-fit hdices

lvlanagement
Support

Employee
Efforts

91

83

82 9û

Customer
Satisfãction

Customer
Retention

SA

Absolute frt: Incremental fit: Parsimonious fit:

f qg=60.123,P = .133

12-Ratio = 1.227

GFI=952
AGNI=.923
RMSEA=.035

NFI=.966
TLI=.991
CtrI=.994

Pclose = .807

AIC (default; saturated) = 118.123;156
PNFI = .718

PGFI = .598

Correlations Estimate t-value

Management support ê Service employeÊs'efforts

Service employees' efforts ê Customer satisfaction

.561

.590

.182

5.619***

6.309xx*

2.1M*Management support <+ Customer satisfaction I

*xxp < .001, *p < .05

Structural Path Estimate t-value

Customer satisfaction ) Customer retention .410 5.411x**
*xxp < .001



134 Chapter 6. Research Results and Discussions

6.6 Further Development of the CVBMO Model

To provide an insight into the difference in CVBMO practice of the sample service employees, the

CVBMO model was fufiher examined. All service employees in our sample were divided into two
groups according to high and low service performance, as classified primarily by participating

firms. All the data were then processed using latent variable path analysis for model building.

Both resulting models regarding high and low service performer ate presented in Figures 6.11 and

6.12 respectively. The goodness-of-fit indices show the overall fit of these two specific CVBMO
models. As shown in Tâble 6.16, the estimates of structural path indicate support for all five pàths

associated with the CVBMO model with high service performers. By contrast, the estimates of
structural path indicate support for only four of the five paths associated with the CVBMO model

with low service performers. A comparison of the same structural path in these two advanced

CVBMO models provides fuither information (see Table 6.17). Also, Table 6.18 shows the hnal

indicators of each construct in the advanced CVBMO model for high and low performers in the

specific research context. By providing different perceptions of CVBMO from the perspectives of
high arìd low service performers, these specific models make a further contribution to the curreht

research.

Figure 6.11 The CVBMO Model of High Service Performers
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Figure 6.12 The CVBMO Model of I-ow Service Petfotmers

5-7

1 rl0

6E

47

55 56

91

64

74

- '19

68
97

83

o9

Goodness-of-fit Indices :

support

Absolute fit: Incremental fit: Parsimonious fit:

I ao = 68.958, P -- .2N

12-Ratio = 1.149

GFI=.906
AGFI=.857
RMSEA=.M0

NFI=.924
TLI = .986

CFI = .989

Pclose =.632
AIC (default; saturated) = 130.958; 182

PNFI=.710
PGFI = .587

Table 6.16 Structural Model Estimates regarding High and I-ow Performers

High Performer (nH= 96) I-ow Performer (nr= 95¡

Structural Path I-abel Estimate 
o t-value 

b R2 Esdmate 
a t-value 

b R2

Management support

) Service emploYees' effofts

Customer satisfaction

) Service emploYees' efforts

Customer retention

) Service emPloYees' efforts

Service employees' effolt s

) Customer sal.isfaction

Customer satisfaction

) Customer retention

SErru .588 4;786***

RE¡¡¡_ -.346 -3.737**

.781 5.124***

-.192 -2.202*

ME-1¡¿ .571 6.359**',< .778 .518 5.34O*x* .550

ES-u¿ .475 3.52'.7** .444 - .320 -.989 - .445

SRH¿ .699 5.388**x .295 .2& 2.254* .093

H: High service performers; L: Low service

"Standardised Coefficient; 
bcritical Ratio (z

performers

value) equal to t-value when df ] 30

*p< .05, *xp< .01, x*xp< .001
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Tâble 6.17 Comparison of Structural path between the Models ofHigh and Low Performers

StructuralPath

High Performer
(nH = 96)

l¡w Pedormer
(nr= 95)I¿bel F-value p-value

Estimate n
Estìmate o Standard

Enor
Standard

Error
Management support

) Service employees' efforts

Customer satisfaction

) Service employees' effofts
Customer retention

) Service employees' efforts

Service employees' efforts

) Customer satisfaction

Customer satisfaction

) Customerretention

ME

SE

RE

ES

SR

.511

.588

-.346

.475

.699

102

114 781

.518 .087 .156 .693

131 1.237 .268

100 -.192 .078 1.471 .227

14s ,.320 .376 3.922 .049x

111 .29 112 7.610 .006x*

H: High service performers; L: Low service performers
" Standardised Coçffrcient
*p< .05, **p<.01

Täble 6.18 Final Indicators of each consrruct in the cvBMo Models of High and Low Performers

Latent Variables Indicators Performers
Label

Hish Low

Management support

On-the-job training

Out-bound organisational leaming

Company-wide communication

In-bound organisat"ional leaming

SUI

SU4

SU7

SU8

SU9'f Recruitment and retention of the outstanding employees

Good service behaviours

Good consuming environment

Individualised value

Economic valuc

Risk avoidance in service

Social-psychological interaction

Considerations of service altematives

EFI

EEz.

EF4

EF5

EF6

EF7

EF8

Employee efforts

Customer satisfaction

Good service behaviours

Individualised value

Risk avoidance in service

Considerations of service altematives

SAl

SA4

SA6

SA8

Consumption frequency

Consumption expenditure

Recommendation intention

Rejection of competitors' seryice altemative

C4

C5

C6

C7

Customer retention
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6.6.1 Relationships between Management Support and the CVBMO Efforts of
High and Low Service Petformers

Findings:

The results indicate that headquarters' management suppoft

has a significant and positive impact on the CVBMO efforts of

both high and low service performers (Yrtre-H - .5J1, p < .001;

Tr'rp-l = .518, p < .001). Moreover, there is no significant

difference in the impact of management support to employee

efforts between high and low seryice petformers (structural

path ME: F-value = .156, p = .693, see Table 6.17).

However, comparing both model results show that the perceptions of management support from

highly performing employees is somewhat different from that of low ones. An examþation of the

determinants of perceived management support from both parties indicates a cofiìmon view for

out-bound organisational leaming and company-wide communication. In addition, the

headquarters' management support for recruitment or retention of outstanding employees

especially has a positive impact on the efforts of high service perfotmers. Comparatively, low

service performers perceive on-the-job training and in-bound organisational learning as two

special management supports positively influencing their serr¿ice performance.

Discussion:

The findings provide a new view on management support from the perspectives of both high and

low service performers. To the author's knowledge, previous literature on market orientation has

never examined the issue of employees' perceptions of management support and its effect on their

market orientation efforts nor has examined these two kinds of employees simultaneously. The

results support the view that market-orientated organisations tend to have employees with high

work performance as suggested in past studies (e.g., Kohli and Jaworski, 1990; Siguaw etal',1994;

Mengüç, lgg6).In this study, the impact of market orientation from employees' perceptions of

management support has similar effect on employees'effort to implement market orientation for

both high and low service performers. Yet, based on the employees' perceptions of management

support, the motivation of employees' market orientation efforts is somewhat different between

high and low service performers. Thus, understanding employees' perceptions of management

support from both types of employees has potential research and managerial implications'

A comparison between high and low service employees about their perceptions of management

support reveals similarities and differences. As can be seen in Table 6.18, the similarity suggests

the basic demands of management support for both types of service employees to carry out market

orientation. Provision of these primary management supports should be an effrcient way for

management to inspire the efforts of both types of service employees, as they are needed equally

among employees. Also, the difference suggests the additional demands of high and low service

employees respectively for management support to fulfrl market orientation. This provides

Employee
Efforts Support

Customer
Satisfaction

Customer
Retention
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management with the means to supply effective management suppoft to assist different types of
employees. That the provision of management support depends on the fit for different types of
employees suggests ways to enhance seruice employees' capacity for practicing market orientation.

In this study, for example, management support for recruiting and detaining outstanding

employees (for high selice performers) and providing on{he-job training (for low service

performers) has a significantly influence on their efforts to carry out market orientation. Both

employees then can make the most of their management supports and perform better in their

implementation of market orientation

In addition, similar to the findings of the previously validated CVBMO model, this advanced

CVBMO model conceming high and low service performers also identifìed management support

as a driving force behind employee effort. Results suggest that management support is a critical
factor for employees' matket orientation efforts for both high and low service performers. In other

words, only if employees perceive management support from headquarters' market orientation

performance, can they exert their efforts to implement market orientation. Given that the

components of such a driving force may differ between high and low service performers,

management should customise ways to provide support for different types of employees,

according to their specific needs in terms of management support.

6.6.2 Relationships between the CVBMO Efforts of High and Low Service
Performers and Customer S atisfaction

Findings: 'f

As expected, CVBMO efforts of employees with high service

performance had a signihcant and positive impact on customer

satisfaction (TBs-H = .475, p < .01). Their efforts in keeping

good consuming environment, reducing customers' risk
perception, providing customers social-psycholbgical

interaction and delivering economic value effectively satisfied

their customers. By contrast, this study did not support a causal

relationship between low performers'CVBMO efforts and customer satisfaction (Tes-r- = - .320,p:

ns). These low performers failed to satisfy customers in spite of all their efforts to deliver

economic value in service, make good impressions on service behaviours, provide individualised

value in service, and endeavour to offer the best service altematives.

Discussion:

There is a significant difference in the relationship of employee efforts to customer satisfaction

between high and low service performers (structural path ES: F-value = 3.922,p = .M9, see Table

6.17). The different results about the causal relationship between employee efforts and customer

satisfaction between high and low service performers (i.e., Tes-n = .475, p < .01; TBs-L = - .320,p:
ns, see Table 6.17) highlight the superiority of high selice performers over low ones, as the futile

ment
Support

Employee
Efforts

Customer
Satisfaction

Customer
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nature of the efforts made by low performers is revealed in this study. These findings imply that

effective CVBMO efforts can satisfy customers and indicate what they are. By leaming from high

service performers, management can train all service employees to be more effective in satisfying

customers. l

For example, the result indicates that both high and low performers involve economic value (EF5)

in their value-added service, yet the emphasis of this type of value in serving customer is different'

Model results suggest that using this value is a top priority by high service performers (IH nps = .96)

but not by their low performance counterparts (I¡- EFs = .87). This adds to the reasons for the

radical discrepancy in the impact on customer satisfaction. Also, the results suggest that a

difference in value exists between high and low seruice performers for satisfying customers. This

provides an insight into the value delivered in market orientation practice by both high and low

performers and its impact on customer satisfaction.

This study supports the relationship between employee effort and customer satisfaction in the case

of high performers, but not for low performers. Ad these causal relationships (i.e., ESH and ES¡) are

examined based on dyadic data, the results that high seruice perfotmers are more effective in

satisfying customers than their lower counterpafts (i.e., accepted ES¡1, but unaccepted ES¡)

highlight the contribution of the matched sets of high seruice performers and their customers. High

seruice performers' success in satisfying their customers reflects an effective customer service, and

suggests an effective way to satisfy customers. Moreover, according to the results of this study,

adopting the view on customer satisfaction from the perspectives of both high service performers

and,their major customers can result in customer retention (i.e., structural path: ESH and SR¡)' This

provides a new insight into the effective way to satisfy customers, which lead to customer

retention.

6.6.3 Relationships between Customer Satisfaction and the CVBMO Efforts of
High and Low Service Performers

Findings:

An adverse relationship was found between employee efforts

and customer satisfaction. The results indicate that customer

satisfaction had a significant and positive impact on

employees' CVBMO efforts for both high and low service

performers (yse-s = .588, p < .001; TsE-L = .781, p <'001)'

However, the determinants of customer satisfaction, based on

customers' perceptions of service employees' performance of

market orientation, were not the same between these two types of seryice employees. Specifically,

customers' perceptions of individualised value (SA4) influences both high and low service

performers. Additionally, customers'perceptions of employees' good seryice behaviours (SAl) and

the superiority over customers' service altematives (SA8) especially affected the efforts of high
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service petfotmers. For low service perfotmers, however, customers' avoidance of risk-taking in
service (5A6) particularly prompted their market orientation efforts.

Moreover, this study identified a second antecedent of employees' CVBMO efforts, namely

customers' satisfaction with service employees'performance. This hnding applies equally to both

high and low performers. Further, of all antecedents of employee efforts, our results show that

customer satisfaction is the main driving force for both high and low performers (Tse-u = .588,

Tss-L= .781, see Table 6.16).

Discussion:

The supported adverse relationship between employee efforts and customer satisfaction (i.e., SE,

see Table 6.16) is consistent with the general view of the importance of customers' positive

feedback to enhance employees' performance. The non-signihcant difference in the impact of
customer satisfaction to employee efforts between high and low seruice performers (structural path

SE: F-value = I.23J, p = .268, see Table 6.17) suggests that customers' feedback is equally

important for both high and low service performers. Moreover, this study provides managers wi¡h
different criteria when judging employees' selice performance based on the difference in the

determinants of customers' satisfaction between high and low service employees' performanqe.

This also provides service employees an effective way to provide better service to satisfy

customers.

In addition, the main driving force of employee efforls on CVBMO for both high and low service

petformers, namely customer satisfaction, supports the importance of valuing customers'

experiences of seruice purchase. Such an extemal driving force (as opposed to the intemal driving
force of management support) suggests that the customers' appraisal of service employees'

performance significantly influence employees'motivation towards service achievement. In other

words, customers' views on employees' performance have a decisive influence on business

petformance as suggested in previous studies and the success or failure of service provided by
employees indeed depends on customers (Meyer and Blümelhuber, 2000).

Further, by examining jointly this relationship with the preceding reverse one regarding

employees' efforts (i.e., SE and ES, see Tâble 6.16), a virtuous cycle of interaction in service

delivery process is uncovered. The influence of customer satisfaction on employee efforts is

greater than the reverse for both high and low service performers. The dominance of customers in
the interaction with employees is again supported. This provides managers with ways to inspire

their employees' working efforts, for improving their work performance, by adequately adopting

customer opinions about their determinants of satisfaction with employees' service performance.
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6.6.4 Relationships between Customer Satisfaction and Customer Retention

towards High and Low Service Performers

Findings:

The results, as shown in Figures 6.11, 6.12 and Table 6.16,

indicate a significant and positive relationship between

customer satisfaction and customer retention for both high and

low service performers (Ysn-H = .699, p < .001; \sp.-t = .264,

p<
satisfaction to customer retention.

The results also uncover similarities and differences in the determinants of customer satisfaction

between high and low service performers. Customers are satisfied with both high and low service

employees' market orientation performance in delivering individualised value (SA4),,which leads

to retention. Additionally, customers' perceptions of high performers' efforts in terms of good

service behaviours (SAl), and the superiority over customers' service altematives (SA8) lead to

retention. By contrast, customers' satisfaction with low petformers' consideration of their

avoidance of risk-taking in service (5A6) influenced retention. I

The similarity and difference in the indicators of customer retention between high and low service

performers was shown in the results. For both high and low performers, customer retention was

measured by consumption frequency and consumption expenditure. Moreover, customers'

retention with high seryice performers was particularly reflected by their recommendation

intention (C6). By contrast, customer retention with low pedormers was determined primarily by

their rejection of competitors' service altemative (C5)'

Discussion:

A relationship between customer satisfaction and customer retention is supported for both high

and low se¡ice performers. Consistent with pervious study (e.g., Gale, l99l:Ctonn et aI,2000),

the results suggest that customer satisfaction is a prerequisite for customer retention. Over and

above this, this study provides an insight into the connection between customer satisfaction and

customer retention from the perspective of high and low service performers and their customers.

Moreover, there is a significant difference in the relationship of customer satisfaction to customer

retention between high and low service performers (structural path SR: F-value =J.610, P = .006,

see Table 6.17). The impact of customer satisfaction on customer retention is very different

between high and low service performers, the former being much greater than the latter (y5¡-¡1

= .699,p < .001; ysn-L = .2&,p < .05, see Table 6.16). This provides an insight into effective ways

to satisfy customers, which in tum, may lead to customer retention.

Furthermore, the consistency between this developed CVBMO model (i.e., high and low

performers and their respective customers) and the prior original CVBMO model (i'e., all sample

employees and their customers) is the emphasis on the individualised value (SA4) in the
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determinant of customer satisfaction from the perspective of customers. Hence, individualised

value is a critical condition for satisfying customers in general. In this study, this dimension of
value includes convenience, novelty, consumer sovereignty, respectability and exclusivity and

aesthetics consciousness.

'When combining this common supporled relationship with those between employee efforts and

customer satisfaction (i.e., SR and ES), the results suggest effective service approaches for
employees to achieve customer retention. As the major customers of high service performers can

be loyal customets, an employee can satisfy customers in an effective way by leaming from the

essential service needed by these customers. Moreover, the market orientation efforts made by
high service performers in the delivery of value effectively achieve customer satisfaction. By
contrast, the seruice provided by low service performers can not satisfy customers. These results

imply that by leaming from the key service elements needed by the customers of high service

performers, and the service provided by high service performers, low performance employees may

achieve customer retention through satisfying customer irt a more effective way.

6.6.5 Relationships between Customer Retention and the CVBMO Efforts of
High and Low Service Performers

Findings:

The results indicate that customer retention has a significant and

negative impact on the CVBMO efforts of both high and low
I

service performers (Tne-H= - .346, p < .01: yne-L= - .192,p < .05,

see Table 6.16). A further examination of these relationships

indicate that customers' consumption frequency (C4) and

consumption expenditure (C5) influence both high and low
employees' efforts. Additionally, customers' recommendation

intention (C6) has a particular impact on high service p6rfo.-"rr' market orientation efforts. For
low service performers, it is customers' rejection of competitors' seryice alternative (C5) that

especially influences their efforts.

In addition, this study identified a third antecedent of employees' CVBMO efforts, namely

customer retention. This applies to both high and low service performers (i.e., Tne-H = - .346,

P < .01; YRe-r- = - .I92,p < .05).

Discussion:

The similarity and difference in the indicators of customer retention between high and low service

performers provide an effective gauge of seruice employees' performance. Basically, the indices of
customers' consumption frequency and consumption expenditure indicate customer intention to
remain in a business relationship. Moreover, by leaming from the effect of high performers service

performance, this study suggests that customers'recommendation intention demonstrates loyalty
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to the business relationship. This is consistent with the view of Kotler (1994) commenting on the

behaviour of satisfied customers who talk favourably about certain organisations in relation to

their positive consumption experience.

The results, that customer retention has a negative impact on both high and low employees'efforts

to implement market orientation, suggest that whenever customer retention decreases, employees'

efforls to implement market orientation are enhanced, and vice versa. Moreover, as there is no

significant difference in this relationship between high and low performers (RE: F-value = l.4JI,

p = .221), customer retention has similar effect upon employee efforts to implement market

orientation regardless of whether they are high or low performers. This provides a new insight into

customer retention from its impact on the implementation of market orientation by all front-line

employees.

This finding of a negative relationship between customer retention and efforts of both high and

low performers in the developed CVBMO model is consistent with that found for all sample

employees in the original CVBMO model. However, this provides an insight into this relationship

from the perspectives of high and low employees and their respective customers. The

classification of high and low performers was based on the service performance of all sample

employees provided by the participating firms. As this study is dyadic in nature, two types of

matched sets were generated: high performers and their major loyal customers (who mainly cause

them to be high performers); and low performers and their major disloyal customers (who mainly

cause them to be low performers). The confirmation that customer retention has a negative impact

on both high and low employees'efforts to implement market orientation reveals that the greater

the numbers of loyal customers, the lesser the efforts of employee to implement market orientation.

In other words, employees can fulfil market orientation in an effortless way when customer

retention is high. This is because loyal customers are frequent customers, who are well known by

seruice employees. Employees can benefit from this and provide customised value-added service

in an effortless way. Similarly, for low petfor¡ners, when the numbers of their loyal customers

increase, they may make less effort to implement market orientation rather than spent most of their

efforts recruiting new customers.

In addition, the third antecedent of employees' CVBMO effor1, customer retention, together with

customer satisfaction and management support, higtrly account for service employees' efforts of

both high and low service performers G8*.r*u-" = .118; R2rws¡Re-r-= .550, see Table 6.16). These

three antecedents jointly make a significant contribution to the efforts of employee with high and

low service performance. Moreover, among these three driving forces, customer satisfaction is the

main one forboth high and low performers (yss-s- .588; yss-L= .781). This provides an insight

into the driving forces of employee efforts on market orientation.

Furthermore, there is no signihcant difference in the impact of these three antecedents of employee

efforts between high and low service perfotmers (structural path ME: F-value = .156, P = .693; SE:

F-value = I.23J, p = .268; RE: F-value = I. JI, p = .22J, see Table 6.17). This suggests that the
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effect of these antecedents on the efforts of both types of employee is the same. Also, their
collective effect on employee efforts is high. Management can thus use the synergistic effect of
these three antecedents by working along these three lines to improve and evaluate their front-line
employees' seruice performance.

6.7 Chapter Summary

Based on a systematic and rigorous approach, a valid CVBMO construct and related models of
customer retention were established. The selected items made reliable and valid measures for the
four research constructs. Both the reliability and validity assessment validated the measurement

models. Goodness-of-fit statistics, indicating the overall acceptability of the structural model
analysed, were acceptable.

Three hypotheses were suppofted with two added relationships. This proved the strength of 'the

hypothetical structural relationships in the CVBMO model. A detailed discussion of empirical
results for each verified relationship and integrated relationships in the model was presented. In
addition, a three-dimensional CVBMO construct was confirmed. Signifrcantly, the relationship
between CVBMO and business performance was verified. This provides a convincing way to
implement a value-based market orientation to improve business performance.

The CVBMO model was fuilher developed according to the service performance of all sample

employees provided by the participating firms. Two specific models were developed regarding the

matched sets of high and low service performers and their respective customers. These specific
models provided different perspectives on CVBMO for high and low service employees and their
respective customers. Both the general and specific models offered a comprehensive view on
CVBMO. The following chapter will reach the conclusions of the current research, discuss its
contribution and provide management implications. Research limitations and directions for future
research will also be provided.
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Chapter 7. Research Conclusions and Management Implications

7.0 Introduction

This chapter reaches the conclusions of the cunent research. Based on qualitative and quantitative

analysis presented in previous chapters, a summary of the general f,rndings in the study is

provided. Research findings discussed previously are summarised first. Research contribution and

management implications are discussed sequentially in the following sections. The research

contribution is discussed from the theoretical and methodological perspectives. In a similar way,

managerial implications are proposed. Finally, limitations of the study and directions for future

research are discussed.

7.1 Research Conclusions

The initial motivation of the current study was to examine the underlying structure of market

orientation, and explore whether a customer-centric construct of market orientation was better

able to predict business performance. These questions are important because they reflect two key

issues in the existing market orientation literature. One is the adequacy of existing market

orientation rlteasures. The other is the possible answer to questions concerning the market

orientation-business performance relationship.

Three 
{enquiries thus formed the basis of the curtent study. The first is whether the concept of

customer value can be incorporated into market orientation to consolidate the construct. The

second enquiry concems identifying the advantage of implementing market orientation for an

organisation. The third enquiry considers the impact of a value-based perspective of market

orientation on headquarters, seffice employees, and the ultimate customers in a retailing context.

A comprehensive literature review was condrlcted to find answers to the above enquiries;

however, answers from previous studies were far from satisfactory. Three hypotheses were

therefore developed in an attempt to provide better insight into the understanding of the construct

and effect of market orientation. A measurement of customer value-based market orientation

(CVBMO) was also developed and designed to better measure the potential of market orientation.

Evidence from the current study proved the reliability and validity of the CVBMO measures.

Also, the research hypotheses and two added hypothetical relationships were strongly supported.

Consequently, this study built a valid market orientation model defined by customer value

concept. A summary of the research outcomes is presented in the following sections.
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7 .lJ The Customer Value based Market Orientation Measures

This study developed a three-dimensional customer value based market orientation (CVBMO)
construct. A general review of its three components (management support, employee efforts, and

customer satisfaction) and the indices of its business performance outcome (i.e., customer

retention) are shown in Figure 7.1.

Developed initially from focus group interviews with representatives of both hrms and customers,

and verihed by different validity and reliability tests at different stages of the qualitative pilot
study, the pre-test, and the post-fieldwork, the measurement of CVBMO was generatod and

validated systematically in the study. The scales used to measure CVBMO were proved to be

appropriate in representing the nature of each dimension as concluded from analysis results of the

validation of measure items and construct validation in Chapters 5 and 6, respectively. The

validation of the CVBMO measures proved that the customer value concept can be incorporated

fittingly into market orientation. This provided an avenue to consolidate the market orie4tation

construct.

7.I.2 The Customer Value based Market Orientation Model

Two kinds of CVBMO model built in the research context of retailing were presented. One is a
CVBMO model based on all matched data sets of sample service employees and their customers,

which provides a general view on market orientation by means of delivering customer value in
market orientation practice. The other is the advanced CVBMO model based on further

classifying the whole matched data sets into two groups according to service performance, which
extends our views to the specific implementation of market orientation by high and low
performers and the perceptions of their respective customers.

The advantage of implementing market orientation for an organisation was verified from the

validated models. A market-oriented organisation can benefit from market orientation via their

employees' efforts and customers' satisfaction and retention. From the perceptions of both

employees and customers on market orientation, the CVBMO models clearly presented effective

ways to foster employees' market orientation efforts and guide them to satisfy customers.

Avenues to generate loyal customers were also indicated. These empirical models provided a

fruitful insight into the antecedents and consequences of market orientation from a value

perspective.
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Figure 7.1 An Empirical Model of Customer Value based Market Orientation
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7.I.3 Relationships between Major Variables

The effect of market orientation was demonstrated in the study. Research evidence showed the
impacts of a value-based market orientation on headquarters, service employees, and the ultimate
customers in a retailing context. The relationships between four major variables (the degree of
headquarlers' market orientation represented by "management supporî", employees' market
orientation perfotmance represented by "employee efforts", "customer satisfaction,,, and
"cltslomer retention") were supported in this study as shown in Table 7.1.

In general, evidence from the current study strongly supported the research hypotheses. Five
types of relationships were examined in the CVBMO model. In addition, three driving forces of
employee efforts were identified. They are "management supporf',"cttstomer satisjhction.,, and
"cttstomer retention", which constitute the antecedents of employee efforts. Also, the impact of
interaction between employees (by employee efforts) and customers (by customer satisfaction) on
business performance was verified in the study.

Table 7.1 Empirical Results of Relati onships in the CVBMÔ Models
Label Hypothesized/Added Relationships in rhe CVBMO Model Conclusion
ME

ES

SR

SE

RE

Service employees' perceptions of headquarters' management support for
significant and positive influence on their market orientation behaviours.

CVBMO have a

Service employees'efforts to implement CVBMO have a significant and positive influence
on customer satisfaction.

Customers'satisfaction with their service provider's CVBMO efforts has a significant and
positive influence on their intention to return.
Customers'satisfaction with their service provider's CVBMO efforts has a significant and
positive influence on service employees'efforts to implement CVBMO.
Customers'retention has a significant and positive influence on service employees'efforts to
implementCVBMO.

Relationships in theAdvanced CVBMO Model

MEHII High service
a significant

performers' perceptions of headquarters' management support for cvBMo have
and positive influence on their market orientation behaviours.

ESx High service performers'efforts to implement CVBMOIhave a significant and positive
infl uence on customer satisfaction.

SRn Customers'satisfaction with a high service performer's CVBMO efforts has a significant and
positive influence on their intention to return.

SEH Customers'satisfaction with a high service performer's CVBMO efforts has a significant and
positive influence on the high service performer's efforts to implement cvBMo.

REH Customers'retention has a significant and positive influence on high service performers'
efforts to implement CVBMO.

MELÍI Low service
a significant

performers' perceptions of headquarters' management support for cvBMo have
and positive influence on their market orientation behaviours.

ESr- Low service performers'efforts to implement CVBMO have a signifrcant and positive
infl uence on customer satisfaction.

SRI Customers'satisfaction with a low service performer's CVBMO efforts has a significant and
positive influence on their intention to return.

SEr Customers'satisfaction with a low service performer's CVBMO effofts has a significant and
positive influence on the high service performer's efforts to implement cvBMo.

REL Customers'retention has a significant and positive influence on low service performers'
efforts to implement CVBMO.

x

ll H: High service performers, L: Low service Performers; Conclusion: v = suppofted /Accepted; t = not supported / Rejected
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7.I.4 Comparisons between General and High/Low Performers and their

Customers

By using latent variable path analysis for model building, this study demonstrated the

determinants of each construct in two types of valtd CVBMO models respectively. The original

CVBMO model generated from all matched data sets provided a general view on customer

value-based market orientation. The advanced CVBMO models produced for high and low

service performers (with their respectively matched customers) provided a comparable view on

customer vaiue-based market orientation. An overview of both types of CVBMO models in

relation to CVBMO actions in different phases of in-iplementation is shown in Table 7.2. This

provided an insight into the implementation and effect of customer value-based market

orientation.

Table7.2 Similarities and Differences in CVBMO Açtions between General and High/Low Service Performers

SU: Management support, EF: Employee effort, SA: Customer satisfaction, C: Customer retention

Dimensions

Constructs

All Samples

Similarities Differences

High &Low
Performers

High Performer Low Performer

HQ MO . On-the-job training
(sul)

'Company-wide
communication (SU7)

. In-bound organisational

learning (SU8)

. Out-bound
organisational
learning (SU4)

. Company-wide
communication (SU7)

. Recruitment and

retention of the

outstanding
employees (SU9)

. On-the-job training
(su1)

. In-bound
organisational
learning (SU8)

MOEppORt

'f

. Individualised value
(EF4)

. Economic value (EF5)

. Economic valuq (EF5) . Good consuming
environment (EF2)

. Risk avoidance in
service (EF6)

. Social-psychological
interaction (EF7)

. Good service

behaviours (EFl )
. Individualised value

(EF4)
. Considerations of

service alternatives
(EF8)

SATISFACTION . Individualised value
(sA4)

. Risk avoidance in
service (5A6)

. Social-psychological
interaction (SA7)

. Individualised value
(sA4)

. Good service
behaviours (SA1)

. Considerations of
service alternatives
(sA8)

. Risk avoidance in
service (SA6)

RETENTION
(Items)

. Revisit intention (C3)

. Consumption
frequency (C4)

. Consumption
expenditure (C5)

. Recommendation
intention (C6)

. Consumption
frequency (C4)

. Consumption
expenditure (C5)

. Recommendation
intention (C6)

'Rejection of
competitors' service

alternative (C?)
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7.2 Research Contribution

1.2.I Theoretical Contribution

7,2.1.1 A Customer Value based Market Orientation Concept

Recognised in the literature review for its importance in terms of market orientation, the customer
value concept was integrated with market orientation to form the proposed customer value-based
market orientation concept. Originated from focus group interviews with representatives of both
firms and customets, and rehned at different stages of the qualitative pilot study, the pre-test, and
the post-fieldwork, the CVBMO concept was developed systematically and involved key
informants in the research process. This concept emphasise the equal consideration of the firms,
service employees, customers and competitors in implementing market orientation. Different
from the partial view apparent in past studies, a comprehensive view on market orientation
practice was thus provided.

By a scientifice approach, this concept was tested by constructing a CVBMO model. Evidence
from the current study verified its practicality. Many ways to achieve business performance by
implementing customer value in market orientation practice were revealed. This also empricially
verified Slater and Narver's theoretical aserlion (1990, I994a,1998, 2000) of the importanbe of
customer value for market orientation. Signifrcantly, what "superior" customer value involved in
market orientation implementation, as yet unspecified in past studies, was identified in this thesis.
The valid CVBMO models (general and advanced) based on the views of both firms and
customers provided evidence for this. "superior" customer value is the critical determinant of
CVBMO that lead to customer satisfaction and in turn, can result in customer retention (e.g., the
individualised value in service). The proposed CVBMO concept thus makes a contribution to the
research domains of both market orientation and customer value.

7.2.1.2 The Pioneering Measures of CustomerValue based Market Orientation

Rather than replicating or synthesising existing measures used in previous market orientation
studies, the measurement for market orientation developed in this study was a new undertaking.
This study included participants from both firms and customers in the scale development process.

The lack of sufficient informants identihed in previous market orientation measures was thus
addressed. Also, the customer value concept was integrated into this initial measurement.
Customer-centric thinking was thus fully reflected by such modifications. Moreover, evidence
from a detailed examination of this customer value-based market orientation (CVBMO) measures

in different phases of research showed the desirable reliability and validity. Therefore, this
validated CVBMO measure are distinct from previous market orientation measures in its
adoption of the views of both firms and customers in the scale development process, and was
verified by collected data from both types of qualified respondents. This makes a valuable
contribution to the measure of market orientation.
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7.2.1.3 A Validated Customer Value based Market Orientation Model

A valid market odentation model was presented in this study. This model is distinct from extant

market orientation constructs by providing a value-based perspective of market orientation. The

components of customer value theory, when incorporated systematically, consolidate the

construct of market orientation because it is more capable of capturing the essence of market

orientation. The customer-centric thinking embedded in the marketing concept and transplanted

in market orientation was fully reflected in this CVBMO model.

The CVBMO model provides a valuable insight into the effect of market orientation. The effect

of market orientation revealed from the interrelation between the headquarters, service employees,

and customers in a service context enhances our understanding of the process of market

orientation practice. Significantly, an emphasis placed on the interaction between service

employees and their customers differentiated this study from previous ones. As most previous

studies centre on the relationship between an organisation and its employees, a fôcus on this

external interface provided a much-needed understanding of the effects of implementing market

orientation.

In addition, by using non-financial performance indices of customer retention to ekamine the

market orientation-performance relationship, this study provided a different view on the effect of

market orientation on business performance. The workforce contribution to an organisation's

business performance, such as service employees' efforts to satisfy and retain customers, could

then be appropriately measured. These non-financial performance indices thus supplement the

traditional f,rnancial indices used for the manufacturing industry in past studies. Moreover, based

on customers' satisfaction with employees' service performance, the non-financial or performance

index of customer retention was better suited to capture the comprehensive nature and total effect

of market orientation. An organisation's business performance can thus better be predicted. [n

addition, the time lag effects identified by researchers as one critical cause of ineffective market

orientation were reduced. Such a model of retail customer retention therefore contributed much to

the research domain of market orientation.

7.2.I.4 Verified Relationships between Four MajorVariables

This study provided empirical evidence of value delivery in market orientation practice, based on

the interrelationships between management, the service employees, and customers in the seruice

context. Research results supported the casual sequence that management support influences

employee efforts, employee efforts impact on customer satisfaction, and customer satisfaction

results in customer retention. Contrasting with the lopsided view held by previous studies of

market orientation, this study considers equally the internal, interactive, and external relationships

of exchange partners between an organisation, employees, and customers in an exchange process.

This disclosed an integrated approach to effectively implement market orientation and also

indicated some practical ways to satisfy and retain customers.
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Two added and validated relationships, between employee efforts and customer satisfaction and

customer retention respectively made a further contribution. These two factors (customer

satisfaction and customer retention), together with management support, constituted the driving
forces of employee efforts in the study. In addition to management support, the antecedent of
market orientation implementation found in existing studies, this study thus provided new

evidence of the pivotal role of employee efforts in market orientation implementation.

Significantly, the supported relationships, of employee efforts to customer satisfaction and its

reverse, verihed the importancs of the service encounter. This study thus provided an insight into
the "moments of truth" from the perspectives of both service providers and their customers.

Research evidence highlighted the leading role of customers and indicated appropriate ways to

enhance employee efforts and satisfy customers. All are critical to a successful business.

Most importantly, avenues for customer retention were revealed in this study. To the best of the

author's knowledge, the relationship betrüeen market orientation and customer retention had

never been empirically investigated until now. Evidencg from the cunent research showed that

customer satisfaction is the prerequisite of customer retention. However, the influence of
customer satisfaction upon customer retention depends on the consistency between customer

perception of employee efforts and their own views on customer satisfaction. The role of
customer satisfaction in generating customer retention was emphasised. This further suggests the

critical role of management's support for employees'market orientation performance. As opposed

to only creating boirds between service employees and the customers (i.e., interactive relationship)

to satisfy and retain customers (Beatty et al.,1996l Reichheld,1996), this study emphasised the

necessity of{linking the bond between service employees and customers with the intemal one

between the management and service employees in order to achieve customer retention.

The causal relationships between management suppoft, employee efforts, customer satisfaction,

and customer retention were also verihed based on the matched data sets of high/low selice
perfotmers and their customers. To the author's knovJledge, past literature in market orientation

study has never examined service employees'behaviour in market orientation implementation in

a comparative way, nor based on the perspective of high and low service performers and their

respective customers. By contrasting high and low performers, the critical factors of success and

failure in implementing market orientation can be revealed. The obstacles in the way to achieve a

positive business performance can also be identified. The advanced CVBMO models regarding

high and low service performers thus made a further contribution.
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7.2.2 Methodological Contribution

7.2,2.I procedures for Developing the Customer Value based Market Orientation

Measures

The procedure used for developing CVBMO measures differentiates the curent research from

past market orientation studies. Different from extant measurements of market orientation based

on firms, predominant view over the scale development, this study adopted the views qf both the

firms (represented by service employees) and the customers'

The common views on delivering customer value in market orientation practice identified in the

qualitative pilot study provided an insight into the value-based perspective of market orientation.

Originated from this identical view, the validated measurement for CVBMO provided a valuable

means to truly reflect the power of market orientation to both firms and customers. In this study,

the approach to scale development enabled a fuller evaluation of the market orientation-business

performance link. That is, by interpreting customer-centric thinking from customer perspective

and then by including such an insight in the scale development, the total effect of market

orientation can be fulty appraised. Also, the duplicated measure items designed in both research

instruments for measuring the selice practices and attitudes of both firms and, customers

provided a means to compare the views of both parties. Insight drawn from this comparison

further suggests directions to close the gap in different interpretations of market orientation

between both Parties.

7.2.2.2 processes to buitd the Customer Value based Market Orientation Model

The processes undertaken to construct the CVBMO model distinguished the cument research. The

qualitative research conducted first by six focus group interviews provided a fuller view of value

delivery in market orientation practice from the perspectives of both firms and customers' The

shared views derived from both parties revealed at this research stage verified the importance of

customer value f-or market orientation and the applicability of incorporating the customer value

concept into market orientation. An initial empirical model of customer value-based market

orientation was then produced. This model was further validated based on both perspectives in the

following phase of quantitative research. The customer value concept was therefore incorporated

systematically and comprehensively into market orientation and with the participation of key

informants in the research process.

Rather than interviewing management regarding their practice of market orientation, this study

presented the views of service employees on their organisation's market orientation performance

in terms of management support. Based on the seruice employees' perceptions of their

organisation's management support for the implementation of market orientation, this study

suggested ways to enhance employees' market orientation efforts. The needs and wants for

management suppoft of service employees themselves suggested several effective ways to prompt

their efforts to practice market orientation.
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A dyadic sampling approach involving the collection of data from a matched set of service
employees and their customers was used in this study. Data collected by this method provided
views on customer value delivered in market orientation practice from the perspectives of service
employees and their respective customers. The view on value offered in the implementation of
market orientation between an organisation and its competitors was also revealed from customers,
perspective. All the above reflect realistically the concern of both parties with value delivery in
market orientation practice.

7.2.2.3 Methods Used forAnalysis '

An integrated data analysis process was proposed for analysing the matched data sets, making a
substantial contribution to the cunent research outcomes. The similarities and differences in the
views on market orientation between both parties,were then revealed. This provided effective
ways to implement market orientation and indicated practical directions to improve an
organisation's competitiveness. A further data comparison between high and low service
employees respectively, with their matched customers, provided another way to enhance an
organisation's performance in terms of market orientation, by learning from the success of high
service performers and from the mistakes of low service performers.

In a similar way, evidence from the current research also provided an effective approach to
customer retention. This was derived from the comparisons between the determinants of
"employee efforts" and that of "cLtstomer satisfaction", This research provides evidence that
employees' perceptions of satisfied customers by means of their market orientation efforts (i.e.,
the determinänts of "employee efforts")led to customer satisfaction. Also, customers,perceptions
of, and satisfaction with, service providers'market orientation performance (i.e., the determinants
of "customer satisfaction") led to customer retention. A comparison between both determinants
suggests an effective approach to customer retention. The whole matched sets of data analysed in
this study thus provided a general view of employee and customers on CVBMO, which led to
customer retention. Further, an analysis of matchedrdata sets based on high and low service
perfotmers provided an insight into the selice behaviour of different types of service performers
as well as practical approaches for customer retention. For example, learning ways to keep
customer loyal from high service performers, and taking warning from the service behaviour of
low performers to avoid customer loss.

On the whole, the resulting CVBMO model generated from latent variable path analysis using
SEM presented an overall view of the relationships between four major constructs and their
indicators in the CVBMO model. The antecedents and consequences of effective implementation
of market orientation by means of customer value were evident. The determinants of four major
constructs were also clearly indicated. Therefore, the methodological approach taken in the study
resulted in a very comprehensive view of market orientation, and also led to several practical
ways to apply a value-based market orientation for improving business performance.
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7 .3 Management ImPlications

The cu'ent study provided a comprehensive customer value-based market orientation model. It is

hoped that firms can utilize these concepts and empirical results from the field study at the

management level, employee level, and customer level. Insights drawn from this study also

benefit marketing practitioners and service providers seeking to improve business performance by

implementing market orientation. Recommendations for management practices are given in the

following paragraphs.

The measure items developed in the study can be used as effective performance audit tool for

human resource management. Especially, for chain-store retailers, headquarters can use the

measures for management support to evaluate the pqrformance of related departments or business

units providing essential supports for front-line employees. Generated from employees'

perception of their organisation's ma¡ket orientätion, the measures for management support can

also be used to predict front-line employees' sen¿ice performance, which provide the reference for

promotion.

The measures for employee efforts can be used to appraise front-line employees' service

performance. Derived from the views of both employees and customers on value delivered in

implementing market orientation, these measure items are identical to the measures for customer

satisfaction. The management can thus adopt both measures for an understanding of the service

performance gap between the firms (by the measure for employee efforts) and the customers (by

the meBsure for customer satisfaction).

By employing validated measures for customer satisfaction, management can effectively evaluate

customer satisfaction from customers'views on front-line employees'efforts to satisfy them. Also,

the management can use the measures as the leading indices to predict customer retention. In

addition, the indices of customer retention can bp used to detect changes in consumer behaviour'

The management thus can take precaution against customer loss or be conhdent about the

achievement of business performance.

The validated models provided useful guidelines for implementing a value-based market

orientation. Also, practical ways to achieve customer retention were indicated. Managers and

service providers can benefit from these for effectively practicing market orientation and

improving business performance (via customer retention). Table 7 '2 recommends the way to

retain customers by means of emphasising specihc value delivered in different phrases of market

orientation implementation. For further details, please refer to Tables 5.2 and 5.3 in Chapter 5'

The ,,superior" customer value identified in the study for effectively fulfilling market orientation

has various practical applications. The way to apply such "superior" customer value depends on

an organisation's business goal, whether it is in pursuit of customer satisfaction or further is

aiming at customer retention. For example, in order to satisfy customers, frontline employees are
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needed to serve customers by showing individualised value and economic value in service. For a
further step to achieve customer retention, in addition to considering customers' avoidance of
risk+aking in service and their needs for social-psychological interaction, an emphasis on
individualised value is imperative. Management can use such "superior" customer value for
cultivating a value-based market orientation culture within the organisation, and for judging
seruice employees' efforts. Also, the contents of such "superior" customer value can be used by
management as a guideline for providing essential and effective management support for assisting
service employees to reach the business goal. Service employees can also benefit by the contents
of such "superior" customer value, which were proved to be effective to satisfy or further retain
customers. By employing the contents of such "superior" customer value as a means to detect
blind spots about their service behaviours, service employees can improve their service
performance.

The important role played by front-line employees in fulfilling market orientation for business
perfotmance was evident in this study. To benefit fully from the effect of market orientation]firms
should understand how to motivate employees effectively and help them implement market
orientation well. The three driving forces of employee efforts identified in the study (i.e.,
management suppott, customer satisfaction, customer retention) provided directions for managers
Research outcomes highlight the need to consider what the service employees'demands in ierms
of effective management support. Reflecting from the front-line employees' observations of
customer behaviours, management support should effectively drive employees' effort to practice
market orientation. Management can thus use such insights into the service employees'demands
for effective management support provided in this thesis for the purpose of designing a
comprehensive support and as a basis for developing effective support networks. This might then
rewards firms with productive employees and an increase in employee satisfaction.

Moreover, providing front-line employees with customer feedback is critical. Our results suggest
the importance of feedback about customers' views on satisfaction, on their willingness to repeat
patronage' Providing such information on a regular basis and in a customized, way should benefit
front-line employees and enable them to understand their customers better, to appreciate the
merits and realise the defects of their own service behaviour from the customers' perspective.
Additionally, the feedback of customers' response to competitors' marketing activities can benefit
frontline employees by providing them with a comprehensive view on the competitive situation
in market' This then rewards the firms with an increase in external customer satisfaction, and
eventually the improvement in business performance by the endurance of customer loyalty.
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L4 L\mitations of the Study and Directions for Future Research

It is impossible to undertake "perfect" research. This leads to research opportunities for

subsequent researchers. A research can be constrained by "delimitations" and "limitations".

According to Rudestam and Newton (2001 p.90), the distinction between the two constraints is

that the former refers to "limitations on the research design that you have imposed deliberately"

and the latter implies "restrictions in the study over which you have no control". This applies to

the curent research and is discussed in sequence as follows'

The results of this study are based on cross-sectional observations with samples from hrms and

consumers in Taiwan, and generalisations about other populations would be premature. Insights

drawn from the current research should thus be regarded as a starting point for future research

investigation. A cross-population investigation of the issues addressed in the study could produce

further insights and contribute to our understanding of a value-based perspective of market

orientation.

These empirical results are valid only for a specihc context - the service-dominated industry of

retailing, whichever is qualified by two criteria as stated in section 4'4 or as representçd in Table

4.L Managers in other industries should therefore employ the reported contents of

customer-value based market orientation (CVBMO) with caution. In addition, when using the

results of cross-sectional studies, managers should consider changes in customer needs and

competitive situation in the market, and interpret these results accordingly. A replication of the

study in different kinds of industries should increase the generalisability of the CVBMO model'

The sample employees in the study are mainly from the company-owned franchising stores of the

selected sample hrms. It could be valuable to examine the approach to market orientation taken

by service providers from non-franchising stores. A comparison between franchising stores and

non-franchising ones regarding the link between market-orientated actions and business

performance should provide headquarters with suggestions about chain-store management. In

addition, the link between business size and market orientation performance has not been widely

examined in past studies. The firms participating in the study were mainly from chain-store

retailers with larger business size. A further exploration of market orientation in smaller

chain-store retailers may provide additional empirical evidence for the effect of market

orientation in diff'erent business types. Furthermore, a study including independent retailers and

chain-store ones would provide a valuable insight into the degree of market orientation adopted

by a different business type in retailing.

Based on sample employees' perceptions of their organisation's market orientation and derived

from focus group interviews, the results emphasize the importance of management support to

service employees' efforts. However, being limited by research budget and time, this study did

not acquire information on the same issue from the management in headquarters. The views from

management concerning the critical promoter of employees' efforts to implement market
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orientation may be different. This may broaden our discussion of headquarters' market orientation
beyond the issue of management support.

This study undefiook a stratified random sampling procedure for collecting data from both firms
and their customers. However, it is common in marketing studies to use imperfect random
sampling. The problem is then how to caruy out a random sampling procedure as thoroughly as
possible for achieving research quality. In this study, a complete random sampling procedure for
sampling service employees was achieved by selecting randomly from the roster of service
employees provided by sampling firms. However, the sampling process for customers was not
perfectly random in that the population of customers could not be defined. A priori predetermined
time schedule for customer data collection (i.e., moming and aftemoon on weekdays, and
afternoon on weekends) was thus designed for addressing the impossibility of sampling
customers in a perfect random way. This enhanced the chance to include a variety of sample
customers with different consumption patterns. In a constart interval of time, customers who
happened to enter the store at predetermined time and wele served by the sampling service
employee wele selected as candidate respondents. After agreed to participate, they were selected
as respondents. In this way, subjectivity in selecting customers was avoided. Though sampling
customers at random could not be entirely achieved in this study, the author avoided most bias in
the sampling process.

Structural equation modelling (SEM) was used as the major approach to model-building in the
study. The major constraint on applying SEM is the need for large sample size, which is based on
the underlying assumption of model f,rt tests such as the 12test. It is suggested that the sample size
can have an Ëffect on the result of model ht. Since there is no consensus regarding the definition
of "large" (Kelloway, 1998), this study followed Bentler and Chou (1937) in deciding the sample
size. They suggest using a ratio of sample size to estimated parameters between 5:1 and 10:1
when estimating sample size. 'When using dyadic sampling frame, it is relatively difhcult to
obtain sufftcient numbers of respondents from both lirms and customers simultaneously. More
time and efforts are thus spent to acquire as much dyads as possible. The total resulting number of
matched data sets was 191, which is within the desired range. The original CVBMO model based
on this number of samples exhibited a good fit. A further classification of all matched data sets
was used for the advanced CVBMO models. The sample size of high and low performers was 96
and 95, respectively. This is somewhat lower than the minimum level of 100 recommended for
models incorporating latent variables (Marsh, Balla, and MacDonald, 1988). Nevertheless, the
overall goodness-of-fit indices of these models reached a satisfactory score. This indicates that the
effect of sample size on research outcomes was negligible in the curent research. Future study
using both the SEM techniques and dyadic sampling frame may aim for different sample size to
test whether the research outcome is different.

Finally, the attempts made by the current research should be the starting points for new insights
into the value of market orientation. This study confirmed the theoretical assertion of the pivotal
role of customer value in consolidating the market orientation construct, and that of the
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importance of customer value for market orientation. Significantly, this study empirically

supported rhe proposed CVBMO model in terms of validity and reliability. Testing the theoretical

model supported all a priori hypotheses. Therefore, this research contributes to the field of

Marketing by conceptualising a customer value defined market orientation for customer service

as having three dimensions, by developing scales to measure these dimensions of value based

market orientation and, by developing a model of customer retention in a competitive retail

industry. In addition, the model of customer retention identified in this thesis provides evidence of

the importance of management support for service employees' service performance. Most

importantly, it indicates that service providers should 4ttempt to manage customer satisfaction and

perceptions of value in the implementation of rnarket orientation as they are directly related to

customer retention. Researchers may find it interesting to replicate this empirical research in

different research domains by examining the measures and testing the model of customer value

based market orientation. This should improve our understanding of the ultimate attainment and

value of market orientation.

't
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Appendix 1. Executive Summary of Focus Group Interview

I Part 1. Preparation for Focus Group Interview

I Part2. Participants

I Part 3. The Moderator Guide





Executive Summary of Focus Group Interview:

I tron

a

' The topic of focus group interviews

: A value-based perspective of market orientation and customer service

Establishing the groups and plan of session

The participants: store managers & customers by means of the screening criteria (see as Part 2)

The number of groups: 3 for each type of informants (store manager & customers)

The number of participants in each group: 8-12 persons

The length of a session: 90 minutes

The sites: In principle, Taiwan chain store and Franchise Association (TCSFA) for store

managers; conference room of respective participating companies for customers

The timing of sessions: depending on the possibility of accessing these respective informants

a

. The moderator

: The current researcher is the moderator

Conducting focus group discussions

- The level of moderator involvement: playing primary role of as a catalyst for discussion;

managing the balance of oPinions

-{ The number of topics in a session: including structured and unstructured topics under the general

accepted number of 12 on average for each type of informants

- euestions for discussion: open-ended questions from general issues to specific ones (see as Paft

3)

- pre-testing the moderators' guide: The topics and questions for discussion are pre-tested for

wording and certainty of eliciting discusslon by experienced scholars in this type of research'

prospective customers, and practitioners in the selected type of retail industry (i.e., hairdressing)

- Run the beginning, middle and end of sessions: Following the moderator's guide (see as Part 3)

Data Processing

Depending on the amount of information, the data may be coded manually or use qualitative software

as assistance for content analysis

Analyzing and interpreting the information

Results are written to be parts of relevant chapters of the thesis

a



Part 2. Participants

I Screening criteria of recruiting participants:

A. Sampling firms
: Store managers/hairstylists

1. The location of her/his hair salon/barbershop is in urban areas

2. Having been in thìs position more than one year (in-house promotion from general service

employees is preferable)

3. Having the working experience as a hairstylist

B. Customers

: Office ladies and office gentlemen the age of 20 to 40

1. No family or relative is working in or operating a hair salon/barbershop

2. Having been to a salon/barbershop within latest 3 months

3. Being used to hairdressing in a salon/barbershop, not do-it-yourself

t Background of present participants:

A. Store managers/hairstylists

L What is the title of your current position?

2. How long have your been working with this position? years _months
3. How long have you been working for your company? years _months
4. How many hours do you allocate your dail), working time in contact with your customers on

average? _ hours

5. How many customers do you service a day on average?

6. How many customers name you for service when they enter the shop? _
7. How long have you been working in hairdressing? _ years _months
8. Sex: ! Male ! Fenrale

9. Age:

10. Education:

! elementary school/junior high school ! high school/vocational school ! college

I university ! post graduate school and above I other, please specify

I I . What does the main source of your professional knowledge come from? ( Multiple choice )
! internal on-the-job rraining I external on{he-job training ! self-training

I other, please specify



B. Customers

1. Sex: f Male ! Female

2. Education:

! elementary school/junior high school ! high school/vocational school I college

E university ! post graduate school and above E other, please specify

3. Age:

4. What is your total income one month on average? NTD 

-

5. How often do you go to a hair salon/barbershop on average?

! every one month ! every two months f every three months

! others, please sPecifY:

6. How much do you spend each time on the service of hair salon/barbershop on average?

! tessthanNTDI,000 fl NTD|,000-1,999 fl NTD2,000-2,999 I NTD3,000-

! Others, please specify:

7. In general, what kind of service do your expenditure spend on in a hair salon/barbershop?

(Multiple choice)

! shampooing E haircutting f perm ! color-treated ! nourishment

! others, please specify

8. What is the type of hair salon/barbershop that you usually patronage? (Single chbice)

I independent store E chain store I others, please specify:



1

Part 3. The M Guide

Agenda of Focus Group Interview

Activities before the focus group

. Recruiting the pafticipants

' Arranging the date, time, avenue of meeting for each type of informants
. Preparing the necessary facilities in the room for discussion

Tape recorder, blank tapes, labels on tapes, extension cord, microphone, clock/timekeeper;

Name tags; Refreshments; Notepaper and pen

. Arranging gifts

Activities at the focus group
. Arrival,ofparticipants

Filling in the form of "background of present participants" (see as appendix l)
. The beginning of sessions

Warming-up: Self-introduction of each participant and moderator; Ensuing the anonymous

of participation; Reminding the rule for discussion-only one person to speak at a time;
Explaining the purpose of the discussion; An overview of the topic

. The middle of sessions

Raising the open-ended questions for discussion under each topic;

Further clarification of points and issues when appropriate or necessal.y

. The ehd of sessions

A summary of the main points

3. Activities after the focus group

Thank for participation and present gifts

I Topics/Questions for focus group discussion

In terms of purposes, some of the following questions involve the store managers'/ the
customers' perceptions of relative competitors' performance of customer service in the
equivalent market.

A. Topics/Questions for store managers:

' Service employees' perceptions of their company's policy of customer service & market
orientation

1. With reference to the service employees' perceptions of company's policy of customer service

& market orientation (company's competitive advantage; market intelligence)

2. With reference to the consequence of the service employees' perceptions of company's policy
of customer service to their job satisfaction and service performance

2



a

a

The views of customer value

1 . With reference to the service employees' perceptions of their company's view of customer

value

2. With reference to the consequence of the service employees' perceptions of their company's

view of customer value to their job satisfaction and service performance

3. With reference to the service employees' perceptions of their company's view of customer

value in relation to their company's primary competitor(s)

The implementation of customer service

l. With reference to the service employees' imflementation of their company's policy of

customer service

2. With reference to the service employees' inferaction with their customers

3. With reference to the service employees' performance of customer service in relation to their

company's primary comPetitor(s)

Company's management suPPorts

1. With reference to the service employees' perceptions of their company's management supports

2. With reference to the consequence of management supports to the service employees'

performance of implementing customer servlce

3. With reference to the service employees' perception of their company's suppofts in relation to

the company's primary competitor(s)

't

B. Topics/Questions for customers:

. Exploring the concept of customer value from customers' viewpoints

1. The meaning of customer value (in terms of the perception of customer service in a specific

context-hair sal on/barbershoP)

Z. The motives of customer value in termsiof positive and negative consumption experiences in a

hair salon/barbershoP

o Customers' general purchasing behaviors (Given that a customer has planned to go to a

hair salon/barbershop)

1. The determinations of selecting a hair salon/barbershop

2. With reference to the patronage of a certain hair salon / barbershop

. Customers' perceptions of general service provided in a hair salon/barbershop

l. The criteria used and possible influences to evaluate received service from a hair

salon/barbershop

2. With reference to the relationship with a specific service provider

. Customers' reactions to their seruice providers' performance of customer service

1. With reference to the occasion of interacting with a service provider

2. With reference to the consequence of interaction to the impact of purchase intention next time





Appendix 2. Final Questionnaires

a A survey of service practices and employee attitude (English edition)

a EÊæ|ftffiãÌE çeËf Ê-e.HflËff (chinese edition)

a A survey of service practices and customer attitude (English edition)

a ERÍãÌÊËHÌE q4EFãfu8É-="8ê (Chinese edition)
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ADELAIDE
UNIVERSITY
AUSTRALIA

Dear Hairstylist,

Thank you for your assistance in this academic research. Enclosed please find a gift

coupon of Les Enphants at face value of NT$500. You have been randomly selected to

participate in this research with your headquarters' approval. We are trying to ascertain

your opinion on a number of issues regarding service practices and employee attitude in

hairdressing. Please answer all questions and all responses will be confidential to the

researcher.

This survey should take only a few minutes to complete. Please remember that there

are no right or wrong answers. Considering your privacy, after completing this

questionnaire, please put it into the enclosed envelop and seal it. Then, please leave it with

the store manager and the researcher will collect it later'

All the information you provided will be processed with all the other questionnaires.

NoXe of your information will be disclosed. Your contribution to this survey is greatly

appreciated. Thank you in advance for taking the time to fill in this questionnaire.

Sincerely yours,

Dr. Pascale Quester

Associate Professor

Shu-Ching Chen

PhD student in Marketing

School of Commerce

Adelaide University

shu-chins.chen @ adelaide.edu.au





(a secret code instead of the nanle of a service provider)

ADELAIDE
UNIVERSITY
AUSTRALIA

A survey of service practices and employee attitude

This survey should take only a few minutes tg complete. Please remember that there are no right or

wrong answers. We are trying to ascertain vour opinion on a number of issues. Please answer all

questions and take the completed questionnaire to store manager.

Part 1.

Concerning your perception of your headquarters' supports to you for implementing market-oriented

activities, to what extent do you agree or disagree lvith the following statements?

(1: strongly disagree, 7:strongly agree)

Strongly
Disagree

Neither
Agree Nor
Disagree

Strongly
Ag.o

. The on-the-job training in my company...
l. conforms to the customers'needs and wants.

2. n enhances my professionalism.

3. enhances my understanding of service procedure and consumer behavior.

. My working morale is highly inspired by.. .

4. my perception of other employees'loyalty to the company. 1

5. the assurance ofjob security in my company. 1

6. the friendly atmosphere of my working environment. 1

1. the wide adoption of employees'opinion in service policy development by I
my company. i

8. the provision by my company of an outlet for stress. 1

r A good outlet atmosphere is fostered in my company by...
9. the viølity of good interrelation among employees.

10. the cooperation at work among employees.

I 1 . store manager acting as a coordinator of appropriate job arrangement

among employees.

. My competitive consciousness is advanced by...
12. the dissemination of competitors' information within my company.

13. the learning Ílom other business with good business performance by my

company.
14. the leaming fiom the needs of the customers in my company.

15. following the instruction of my company to treat customers as individuals

in order to explore their different needs.

16. following the instruction of my company to listen to the customers with

sympathy.
17. following the instruction of my company to be sensitive to the customers'

consuming motives such as changing hairstyle.

18. following the instruction of my company to be sensitive to the customers'

facial expressions in order to figure out what exactly they need.

-1-

I
1

1

7
7

7

6
6
6

5

5

5

-)

3

3

2
2
2

4
4
4

4
4

4

4
4
4

4

4

3

3

3

3

3

2
2
2

2

2

7
7
7

7

7

6
6
6

6

6

5

5

5

5

5

7
7

7

6
6

6

5

5

5

3

3

-t

2
2

2

I
I
1

7

7

7

7

7

7

7

6

6

6

6

6

6

6

5

5

5

5

5

5

5

4

4

4

4

4

4

4

3

3

J

3

3

.,'

3

2

2

2

2

2

2

2

1

1

1

1

1

I

1



(a secret code instead of the name of a service plovider)

o In terms of service policy development, my company...
19. fully considers customers' needs and wants.

20. widely adopts the frontline employees' opinions.
21. lully considers the cunent trend of competitive market.

22. Tully considers the competitive difference in varied chain storB locations.

. In terms of internal communication processes, my company. . .

23. has an intensive frequency of internal communication.
24. takes advantage of every meeting to disseminate company policy and

discuss implementation issues.

25. does not have any barrier in the inter-functional communication.
26. allows employees to access to the management for communication

without a lot of red tape.

o In terms of organizational learning approach, my company.. .

27. makes the content of on-the-job ffaining conform to the employee demand.
28. places emphasis on on-the-job training for the full development of

employees' potential f'or work.
29. encourages employees to share personal service experiences with the other

employees.

It is imporfant to serve a customer with.. .

a show ofpoliteness.
a show of Íìiendliness/kindness.
a show ofcourtesy.
an honest response to the customers'decision-making about theil'choice of
hairstyle.
a show of consideration for the customers'interests.
a meticulous attitude in service details.

a consistent service quality as expected Íìom any outlet.
a quality service with the awareness of the dynamic competitive market.
customized services by understanding a customer's preferences or
demands or motives beforehand.

. In terms of consuming environmenÇ it is important úo...
I 0. make customers f'eel a sense of delight in the service process.

I l. make customers feel relaxed and/or at ease in service procedure.

12. keep a tidy store environment.
13. have wide distance among seats for customers' privacy.
14. offer appending service facilities for entertaining customers.
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Disagree

Strongly
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¡ In order ûo attract and keep outstanding employees, my company..
30. shows consideration for the employees' righS and interests.

3 I . has the supervisor acting capably as an inspiration for encouraging the

subordinators' working moral.
32. makes employees identifl themselves with my company.

Part2.
Concerning your experiences of serving customens, to what extent do you agr:ee or disagree with the

following statements? (1: strongly rlisagree, T: strongly agr€e)
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(a seclet cocle instead of the name of a service provider)

Strongly
Disagree

Neither
AgrreNor
Disagree

Strongly
Agree

. In terns of episodes in service, it is important to...

15. provide service in accot'dance with customers' verbal requirement'

16. make customers feel they are treated exclusively.

17. be able to achieve a customer's sense of "value for money"'

18. save custolners'time on comnrunication by letting them have a specifrc

hairdresser.

I 9. adequately delegate employee for service.

20. actively enquire about customers'opinions on service satisfaction and react

accordingly.

o In terms of customer value, our customers ane concerned about" '
21. spending less time on commuting to a store.

22. the lasting of designed hairstyle.

23. theease of self-handling the hairstyle after service.

24. flexible operating hours.

25. beingserved by one person (non-trainee) in all service steps'

26. the adoption of an appointment system.

2l . theemployees'capability of using up-to-date hairdressing skills for

creating fashionable hairstYle.

28. the employees'ability to create suçrise or a sense of fi'esh and new in the

customer's usual hairstYle.

29. the possibility of gaining new senvice experiences in a store'

30. the lieedom of selecting a hairdresser.

3l. being actively notified of information about something good for them'

32. beingÍÌee fiom the pressure of sales promotion in store'

33. a show of sincerity in dealing with their service complaint.

34. offering differential service in favor of ÍÌequenf customers'

35. price allowance for frequent customers.

36. attractive gifts for fiequent customers.

31 . the initiative in communication taken by employees'

38. providing extra service for catering to their pleasure.

39. the aesthetics in hairstYle.

40. a demonstration of aesthetics in the store appearance'

o In ternrs of economic value, our cusÛomers ane concerned about" '
41. matching prices with competitors' short-term campaign'

42. a positive response to service failure'

43. the fairness of the exchange of payment for quality of auxiliary

hairdressing.
44. the fairness of the exchange of payment for service outcome'

45 . the fairness of the exchange of payment for service contents'

46. rhefairness of the exchange of payment for time spent in store'

47. fairness in the sales promotion in store'

48. prornotional offeri ngs regarding the customers' interests'

49. the notice of sales promotion by different media.

50. lhe assurance of low risk for participating in promotion activities'

¡ In term of customers'risk perception, it is important to" '
51. make an assertion of high service quality. 1

52. show efforts to maintain and enhance the company's reputation in service. 1

53. execute well the service process prescribed for customers' I
54. keep the cleanness of the employees' appearance. 1

55. maíntain the sanitation of hairdressing utensils. I
56. deal promptly with the customers'complaints or their negative reactions [o 
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(a secret code instead of the name of a service provider)

Strongly
Disagree

¡ In terms of social-psychological interaction with customers, it is important úo...
57. recognize and greet customers whenever visiting. I 2
58. entertain different customers in different ways. I 2
59. let a customer speak his/her mind without rettcence. I z
60. make efforts to maintain relationship with the customers after service. I 2

¡ In terms of considerations of service alternatives, customers arr concerned about...
61. masterly skills in hairdressing in comparison with competitors'offers. I 2 3
62. the understanding of their service needs instantly in comparison with

competitors'offers. I 2 3

63. the opinions of relatives and/or f iends to the servrce outcome. I 2 3

Neither
Agree Nor
Disagrce

Strongly
Agree

3

-)

-1

3

4
4
4
4

7
7
7
7

5

5

5

5

6
6
6

6

4

4

4

s67
567
s67

Respondent Information
The following information will be treated confidentially and used for the rrcsearch only. Please answer
each question by either writing it down or ticking the box applied to you.

l. Sex: l. lMale 2. lFemate

2. What is your age?

3. What is the best description of your cunent position?

1. I n haiÉtylist 2. Z e, store manager 3. ! A store manger as well as a hairsrylist

4. I Others, please specify:

4' How long have your been working with this position approximatery? _ years

5. How long have you been working for your company approximately? years

6. How many hours do you allocate your dail)¡ working time in contact with your customers on average?

hours

7. How many customers do you service a day on average? _ persons

8. How many customers name you for service when they enter the shop a day on average? _ persons

9. How long have you been working in hairdressing approximately? _ years

I 0' What does the main source of your professional knowledge come from? S4ultiple choice)

1. ! Intemal on-the-job rraining 2. ! Extemar on-the-job training

3. I Self+raining at one's own cost 4. ! Others, please

Thank you for your contribution to this research.

4
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Dear Customer,

Thank you for your assistance in this academic research. You have been randomly selected

to participate in this research. We are trying to ascertain your opinion on a number of

issues regarding service practices in hairdressing and customer attitude toward service

providers. please answer all questions and all responses will be confidential to the

researcher. i

For your kindly feedback, we provide a variety of gift coupons (Les Enphants, 
'Working

House, MOS Burger). You can have your choice among these three options while returning

your completed questionnaire. Your selection will be posted in terms of your preferenòe

and correspondence

This survey should take only a few minutes to complete. Please remember that there are no

right or wrong answers. Considering your privacy, after completing this questionnaire' please

put it into the enclosed stamped addressed envelope, seal and post it.

All the information you provided will be processed with all the other questionnaires. None of

your information will be disclosed. Your contribution to this survey is greatly appreciated'

Thank you in advance for taking the time to fill in this questionnaire.

Sincerely yours,

Dr. Pascale Quester

Associate Professor

Shu-Ching Chen

PhD student in Marketing

School of Commerce

Adelaide University

shu-ching.chen @ adelaide.edu.au
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A survey of service practices and customer attitude

This survey should take only a few minutes to complete. Please remember that there are no right or

wrong ansvyers. We are trying to ascertain vour oiinion on a number of issues. Please answer all

questions and then the completed questionnaire to store manager or the researcher.

Part 1.
(l) From your perception of the service providers'service performance, to what extent do you agree or

disagrrce wiitr tne folowing statements? (1: strongly disagree, T:strongly agrce)

(2) For each of the following statements, pleasp tick whichever ones you think is important in

hairdressing service.

Strongly
Disagree

In terms of receiving service, I am satisfied that the employee"'

l. showed politeness.

2. showed f iendliness/kindness.

3. phowed courtesy.

4. was honest in response to my decision-making such as choice

of hairstyle.

5. showed the consideration of my interests.

6. was meticulous in service details.

1 . provided a consistency of service quality as expected in any

outlet.

8. provided a quality selvice with the awareness of the dynamic

competitive market.
g. provided a customized service by understanding my

preferences, demands, or motives beforehand'

o In terms of consuming environment I am satisfied that' ' '

10. the employee made me feels a sense of delight'

I l. the employee made me feel relaxed and/or at ease'

12. the store environment was tidy.

13. the wide distance among seats showed respect for my privacy'

14. appending service facilities for enterlaining me was offered'

o In terns of episodes in service, I am satisfied that the employee"'

15. provided service in accordance with my verbal requirement' I 2

16. made me feels a sense of customization in her/his service offer. | 2

(1)

Neither
Agree Nor
Disagree

Strongly
Agree

(2)

It is
Important
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17. made me feels a sense of "value for money".

18. saved me time on communication as sheAe is assigned to be

my specifrc hairdresser.

19. adequately delegated service.

20. actively enquired about my opinions on service satisfaction and

reacted accordinglY.
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Strongly
Disagree

Neither
Agree Nor
Disagree

Strongly
Ag."e

It is
Important

. In terms of customer value, I am satisfied that...
2l. less time was spent on commuting to a store.

22. the hairstyle lasted a long rime.

23. it was easy to self-handle the hairstyle.

24. ¡he operating hours wete flexible.
25. an employee (non-trainee) was assigned to provide services in

all service steps.

26. areservation system was practiced.

21 . the employee was able to use up-to-date hairdressing skills to
create a fashionable hairstyle.

28. the employee was able to create surprise or a sense of fi'esh and
new in my usual hairstyle.

29. ¡he employee was able to provide me with a new service
expenence.

30. the employee asked me my preference for selecting a
hairdresser.

31. the employee actively notified me of information about
something good for me.

32. the employee did not pressure me to take advantage of sales
promohon tn store.

33. the employee showed sincerity in dealing with my service
complaint.

34. the employee provided differentials in service in fàvor of
fiequent customers.

35. price allowance was made for ÍÌequent customers.

36. attractive gifts were offered for Ílequent customers.

31 . the employee took the initiative in communicating with me.
38. the employee provided extra service for catering to my

pleasure.

39. aesthetics was shown in my hairstyle.

40. a sense of aesthetics in hairdressing was demonstrated by the
store appearance.

¡ In tenrs of monetary issues, I am satisfied that...
41 . the chain store matched prices with competitors,shofi{erm

campargn.

42. the employee had positive responses to service failure.
43. the quality of auxiliary hairdressing was wonh the price I paid.
44. Ihe service outcome was wolth the price I paid.

45. the offer in service contents was worth the price I paid.

46. the time spent in store for service was worth the price I paid.

47. the sales promotion offered in store were fair (no deception).
48. my interests are considered in promotional offerings.
49. I was well aware of sales promotion in store through different

media.
50. the assurance of low risk for panicipating in promotion

acÍvltles.

. In term of risk perception, I am satislied that...
5 I . the chain store asserls high service quality.

52. rhe employee showed efforts to maintain and enhance the
company's reputation in service.

53. the employee executed well her/his prescribed service
procedure for customers.

54. the employee had a neat look.

55. the hairdressing utensils were clean.

56. the employee promptly dealt with my complaints or negative
reactions to service.
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Strongly
Disagree

Neither
AgrceNor
Disagree

Strongly
Agrce

It is
Important

¡ In terms of social-psychological interaction in serwice, I am satisfied that the employee...

57. recognized and welcomed me whenever I visited the store. I 2 3 4 5

58. entertained different customers in different ways. I 2 3 4 5

59. the employee provided an occasion to speak my mind without I 2 3 4 5
retlcence.

60. the employee nrade efforts to maintain a relationship with me I 2 3 4 5
after service.

o In terms of considerations of service alternatives, at the momenÇ I am satisfied that...

61. the employee had masterly skills in hairdressing in comparison I Z 3 4 5
with competitors.

62. theemployee understood immediately what I wanted in I 2 3 4 5
comparison with compet itors.

63. the opinions of my relatives and/or ÍÌiends to my servlce I 2 3 4 5
outcome after my last visit made me satisfied.

o Please check thoroughly your ans\ryer for completing each question r

o Remember that you nded to tick in the left column all those you deem important for

quality service.

Part2.
From your perception of overall service per{ormance, to what extent do you agree or disagree with the

following statements?

7

7

7

7

6

6

6

6

tr
tr
tr

7

7

7

6

6

6

tr

tr

Completcly
Disagree

Neither
Agree Nor
Disagree

Completely
Agree

o

1.

2.

J.

4.

5.

6.

7.

In terms of willingness of retention, .....

I have had a specific hairdresser over than one year.

I am extremely satisfied with overall service performance.

I will visit this store again.

I will increase my fiequency of patronage in this store.

I will increase my expenditure in this store in the future.

I am glad to recommend this store to others.

I do not consider altematives of this store.
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Respondent Information

The following information will be treated confidentially and used for the research only. Please ans\iler

each question by either writing it down or ticking the box applied to you.

Sex: l. lMale 2. flFemale

Education:

l. ! Elemenøry school /Junior high school 2. I High school / Vocational school

3. ! College / University

5. ! Others, please specify:

4. ! Post graduate school and above

'What is your age?

2.

3.

4. What is your occupation in general?

l. ! Unemploymenl Retirement

3. I General employee / Technical staff

2: ! Housewife/ Student

4. ! Professional /Manager

7

5. ! Others, please specify:

5. What is your total fixed ìncome one month on average?

6. How often do you go to this hair salon/barbershop on average?

1. E once a week 2. I Twice a month 3. ! Every one month 4. ! Every two months

5. ! Every three months 6. tr Others, please specify:

How much do you spend each time on the service of hair salon/barbershop on average?

'f8. In general, what kind of seruice do your expenditure spend on in a haìr salon/barbershop? (Single or Multiple

choice)

1. ! Shampooing / Blow-dry 2. ! Haircutting 3. I Perm

4. E Colour-treated 5. ! Nourishment 6. ! Others, please specify:

Please check thoroushly that you have completed each question.

Thank you for your contribution to this research.
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Appendix 3. ANOVA Analysis of Non-response Bias

Measurement for Service Employeesl Perception of Management Support

Measurement for Serviöe Employees' Efforts

Measurement for Customers' S atisfaction on S ervice Employees' Efforts

Measurement for Customer Retentiona

{





ANOVA Analysis of Non-rrcsponse Bias:

Measurement for Service Employees' Perceptions of Management Support

Dislrbution
Items

lst

sl

s2

SJ

s4

s5

s6

s7

s8

s9

sl0
sl1
s12

SIJ

sl4
sl5
s16

sl7
sl8
si9
sÐ
s2l

s22

s23

i24
s25

s26

s2l
s28

s29

s30

s31

s32
* p<.05; a. mean; b. standard deviation

F value
2nd

5.587'

6.112

5.912

5.476

5524
5.692

5.259

4.931

5.615

5.566

5.406

5.3&
5.469

5213
5.213

5.713

5.853

5.811

5.&A
5.497

5.116

5.615

5.431

5.608

4.986

5.141

5.510

5.615

5.622

5.210

5.318

5.566

(.889)

(.949)

(r.093)

(1.080)

(r.022)
(1.033)

(1.133)

(1.156)

(1,02s)

(1.140)

(1.098)

(r.093)

(1.082)

(r.344)
(1.039)

(.919)

(.942)

(1.081)

(1.054)

(1.051)

(1.087)

(1.14s)

(.993)

(1.348)

(r.218)
(1.093)

(1.087)

(1.067)

(1.114)

(i.l2s)

5.500"

5.854

5.919

5.61
5.129

5.688

5.208

4.958

5,M
5,67
5.438

5.4r1

5.250

5.333

5.438

5.438

5.&6
5.875

5.4\1
5.ß3
5.625

5.542

5.250

5.411

4.938

5.208

5.333

5.ffi
5.&6
5.063

5.333

5.438

(1.011)

(,82s)

(.887)

(.9s3)

(1.067)

(.971)

(1.166)

(1.031)

(1.125)

(1.1 i7)
(1.070)

(.846)

(.812)

(.834)

(1.070)

(.897)

(.838)

(.78e)

(.e86)

(r.r4Ð
(.866)

(.798)

(.887)

(1.007)

(i.2r0)
(1.09r)

(1.078)

(.984)

(.934)

(r.245)
(1.038)

.251

3.129

.æ2
i.169

1.299

.001

.080

.0r3

.003

.328

.029

.ú3
1.611

.t25

.595

2.1M
1.909

.178

r.%9
5.284*

.809

.187

1.058

1.330

.u9

.089

.950

.004

.018

.549

.058

,M

(l

.029)



Measurement for Service Employees' Efforts

Dish'ibution
Items F value

lst

5.972 (.8e6)

2nd

nl
aâ2

aa3

aa4

aa5

n6
aal
æ8

aa9

aal0
øaII
aa12

æ13

øa\4

aa15

æ'l6
nll
aal 8

aa19

aø20

aa21

aa22

aa23

aa24

aa25

a226

aa21

aa28

aa29

aa30

aa3l

aú2
aø33

a234

a235

aa36

a231

aa38

aa39

aa40

n4I
a42
æ,43

aa44

aa45

æ,46

aa41

aa48

aa49

aa50

a251

aa52

aø53

aø54

aÂ55

a356

aD51

aa58

aø59

nû
aa61

aa62

øa63

5.919 (.956) .m2

.582

.161

.611

.358

1.632

.4U
l.648

.191

.001

.000

.m0

.946

3.480

2.265

.438

.n1
1.340

2.580

,m4
.025

.028

.W

.428

.501

2.887

2.U4
.w6
.4M
.l ll
.441

.ffi
2.338

.021

.416

.l8l

.057

.r.l/)

.m6

.816

.082

.694

.9s6

.022

.001

2.681

.0r8

.149

1.191

.581

.519

.081

,148

.J.v+

.251

.665

)¿u
.075

.0r0

.052

.112

.291

.u4

6.070

5.776

5.881

5.U6
5.909

5.818

5.818

5.839

5.15s

5.874

5.545

5.343

4.3&
5.259

5.434

5.811

5.930

5.176

5.513

4.818

5.629

5.191

4.421

4.491

5.294

5.88r

5.155

5.608

5.965

6.W
5.909

5.U6
5.1 82

5.281

4.148

5.734

5.343

5.699

5.294

4.951

5.931

5.832

5.811

5.176

5,&3
5.916

5.510

5.587

5.]n
5.965

5.895

5.191

5.853

5.860

5.721

5.615

5.&3
5.134

5.511

5.678

5.U2
5.513

(.869)

(1.017)

(.%6)
(.952)

(.911)

(.961)

I q??l

(.962)

(.980)

(.94r)
(1.060)

(1.205)

(1.697)

(1.086)

(1.091)

(.8e6)

(.e6e)

(1.017)

(1.051)

(1.039)

(.911)

(.946)

(r.590)

(1.732)

(1.244)

(.e68)

(.913)

(.es7)
(.e14)

(.876)

(.8es)

(.944)

(1.314)

(1.231)

(1.485)

(.91]l)

(1.082)

(.e20)

(1.150)

0.493)
(.er3)

(1.048)

(.919)

(.915)

(.974)

(.e08)

(1.180)

(1.141)

(r.022)
(.915)

(.878)

(.9m)
(.e03)

(.969)

(.943)

(,9s6)

(1,017)

(.ei9)
(1.021)

(.e61)

(t.114)

5.958

5.625

5.750

5.750

s.708

5.708

5,M
5.111

5.750

5.875

5.52r
5.146

4.815

4.919

5.313

5.750

5.750

5.5m
5.583

4.192

5.ffi
5.896

4.ffi
4.292

4938
5.&6
5.708

5.708

6.021

6.1U
5.792

5,M
5.146

5.146

4.&6
5.111

5.292

5.688

5.458

5.021

5,8 r3

5.61
5.833

5.111

5.315

5.8%
5.583

5.833

5.854

5.854

5.854

5.854

5.938

5,938

5.854

5.500

5.688

5.750

5.419

5,625

4.938

5.542

(.898)

(r .r 04)
(r.000)

(1.000)

(r.031)

(.898)

(t.l 80)
(.857)

(.863)

(.789)

(.94s)
(1.238)

(r.468)

(1.r94)

(1.1 14)

(.863)

(.812)

(1.012)

(.82r)
(.e22)

(.893)

(.857)

(1.735)

(1.125)

(t.29s)
( 1.041)

(.898)

(.8e8)

(r.082)

(.8s7)

(.922)

(.e62)

(1.288)

(1 .1 85)
(r.313)

(.122)

(1.202)

(r.014)

(.898)

(1.345)

(.u2)
(.907)

(.834)

(.881)

(1.003)

(.905)

(.9€t¡
(.e53)

(.e22)

(.94s)
(.82s)

(.850)

(.783)

(.783)

(.899)

(.e68)

(.803)

(.934)

(.945)

(.931)

(1.1 l9)

* p<.05; a. mean; b. sta¡rdard deviation



Measurement for Customers 'Satisfaction on Service EmPloyees' Efforts

Distribution F
Iterns

1st 2nd

al

a2

a3

a4

a6

a]
a8

a9

al0
all
aI2
a13

al4
a15

al6
a17

al8
a19

a20

a2\

a22

a23

?24

a25

a26

a21

a28

a29

a30

?31

a32

s33

?34

a35

a36

a31

a38

a39

aN
a4l
a42

a43

a44

a45

^Ma47

a48

a49

ó0
a51

a52

a53

a54

ó5
a56

a51

a58

a59

a60

a61

a62

a63

6.332

6.385

6.125

6.195

6.052

5.981

5.079

5.9t2
6.2M
5.850

6.168

6.011

5.521

4.261

5.931

5,701

6.015

6.351

6.135

6.050

5.349

5.933

5.952

496
5.021

5.513

5.710

5.1'14

5.616

6.M3
6.143

5.930

6.026

5.238

5.312

4.]99
6.156

4.824

6.012

5.420

5.436

5.738

5.665

5.988

6.m4
5.718

5.739

4.990

5.191

5.570

5.129

6.011

5.9q9

6.329

5.983

6.40
6.108

5.6U
6.023

5.684

6.060

5.683

5.958

(.630)

(.69e)

(.735)

(.768)

(.141)

(1.001)

(,867)

(.691)

(.12t)
(.668)

(.12s)

(.82e)

(1.203)

(]16)
(.968)

(.146)

(.611)

(.7æ)
(.112)

(r.371)

(.78e)

(.787)

(1.064)

(1,46r)
(.998)

(.830)

(.860)

(.889)

(.83s)

(.144)

(.92s)
(.16r)

(1.108)

(i.170)
(1.12s)

(.146)

(1.090)

(.142)

(.933)

(.840)

(.e30)

(.87Ð

(,1W)

(.114)

(.889)

(.841)

(.914)

(.966)

(.7e5)

(.837)

(.833)

(.83e)

(.61)
(.8ss)

(.789)

(.806)

(.e00)

(.860)

(1.038)

(,862)

(1.038)

6.239

6.052

6,026

5.829

5.832

4.U]
5.128

6.U4
5.630

6.021

5946
5.300

4.608

5.192

5.696

5.910

6.n3
5.%3

6.111

5.229

5.134

5.965

5.292

5.213

5.514

5.16
5.701

5.648

5.183

5.991

5.701

5.831

5.505

5.582

4.621

6.004

4.882

5.882

5.382

5.580

5.124

5.694

5.823

5.116

5.604

5.831

5.139

5.290

5.557

5,648

5.892

5.945

6.238

5.958

5.816

6.ú2
5.131

5.951

5.828

5.955

5.701

5.192

(.663)

(.678)

(.881)

(.e46)

(.819)

(1.r s0)
(.768)

(,1s1)

(.916)

(.639)

(.866)

(1.060)

(1.340)

(.79i)
(.902)

(.876)

(.6e3)

(.1s2)

(.129)

(t.425)
(1.032)

(.111)

(.971)

(1.2s9)

(1.216)

(.8n)
(.808)

(1.066)

(.e19)

(.758)

(1.208)

(.828)

(.893)

(.996)

(1.147)

(.151)

(1.07s)

(.778)

(.839)

(.955)

(.7s6)

(.879)

(.693)

(.7s6)

(.u2)
(.7v)
(.878)

(.8s6)

(.81e)

(.849)

(.1t2)
(.143)

(.114)

(.778)

(,816)

(.944)

(.750)

(.760)

(.196)

(.985)

(.919)

,013

.æ4

.05i

.012

.007

.055

.149

.331

.536

.æ2

.2r]1

.862

.162

.005

.29t

.w4

.011

.014

.082

.329

.028

;112

.293

.034

.2&
,212

.1 10

.49

.40.,1,

.066

.089

.269

.2m

.554

2.r41
.u6

1.210
/oo

,ffi
.u3
.123

562
.253

.008

.049

.012

.125

.191

.007

Ar2
.012

.071

.190

,143

.035

t,336
.104

.010

,T2T

.320

.015

.061

.310

(.661) 6.024 (.8e6)

xp<05 a nean;b standa¡d deviation



Measurement for Customer Retention

Disbibution
Items

5.975',

6.U5
6.319

5.995

6.m5
6.114

5.781

Q.262)
(.122)

(.694)

(.876)

(,879)

(.824)

5.840

6.071

6.340

6.007

5.823

5.924

5.845

(.6s1)
(.651)

(.832)

(.85e)

(.837)

F value

.395

.u4

.|4

.m6
r.563

3.296

.141

lst 2nd
cl
c2

c3

c4

c5

c6

cl

(i

x p<.05; a. rnean; b. st¿ndard deviation
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Appendix 4. Concurrent ValiditY

Cluster Analysis of the Samples of Service Employees

Cluster Analysis of the Samples of Customers

ANOVA for Concurent Validity (the Firm)

ANOVA for Concunent Validity (the Customer)

a

a





Concurlent validitY:

Table 4a. Cluster AnalYsis of the Samples of Service Employees

Variate

Management support 1: [.ow suppott 2: High support

Cluster F value

S1

S2

S3

S4

S5

S6

S7

S8

S9

s10
s11

s12
s13
st4
s15
s16
s17
sr8
s19
s20
s21
s22
s23
s24
s25
s26
s27
s28
s29
s30
s31

s32

5.060

5.550

5.400

5.030

4.930
5.150
4.610
4.410
4.9'10

5.060

4;130
4.800
4.7'10

4.710
4.680
s.060
5.2N
5.230
4.9',70

4.790
5.160

4.990
4.800
49W
4.290
4.570
4.880
4.960
4.970
4.590
4.800
4.970

6.133
6.589

6.600

6.078

6.300

6.300

5.956

5.533

6.333
6.189

6.178
6.011

6.122

5.922
6.022

6.300

6.433

6.500

6.311

6.067

6.389

6.n8
6.M4
6.2æ
5.733

5.822
6.122
6.344
6.36'7

5.822
6.011

6.16',7

67.477***
101.666**x
I 34.1 38***
60.586*r¡*

127.192***
90.838*',¡*

l'24.395>k**

65.1 l0x**
102.865',i**

76.978***
134.418***
96:165***

141.145',¡**

101.407***
71.078***

I 1 3.595***
746.8'.79***

I 83.650***
7U.937*>k*

97.945**>k

1 1 1.302***
124.055**r¡

92.050***
1U9.2U7***

81.299',r**

65.354j<',¡t¡

90.2',19***

139.721>k**

158.194***
68.517***
82.158rrt¡+

106.795 
js**

N 100 9l
xx*P<0.001

Täble 4b. Cluster AnalYsis of the SamplÞs of Customers

Variate

Retention

Cluster

l: [¡w retention 2: High retention
F value

C1

C2
C3
C4
c5
C6
C7

5.138

5.575

5.895

53&
5.243
5.467

5.057

6.613
6.452
6.766

6.529
6.558

6.Ø9
6.417

93.872***
120.229',**
128.718 ***
1 56.909 ***
142.613>k't*

191.440 ***
149.973 ***

N 8'l r(x
***P<0.001



Thble 4c. ANOVA for Concunent Validity (the Firm)

Item

Employees' perception of management support

in relation to their CVBMO efforts F value
Employee with Low suppof Employee with High support

AA2
AA3
AA4
AA5
AA6
AA7
AA8
AA9
AAlO
AA] I
AA12
AAI3
AAI4
441.5
AA]6
AA17
AA]8
AAI9
AA20
4,A21
AA22
AA23
AA24
AA25
AA26
AA27
AA28
Aþ.¿9

AA3O
AA3I
AA32
AA33
AA34
AA35
AA36
AA37
AA38
AA39
AA4O
AA41
AA42
AA43
4.444
AA45
AA46
AA47
AA48
AA49
AA5O
AA51
AA52
AA53
AA54
AA55
AA56
AA57
AA58
AA59
AA60
AA6I
AA62
AA63

(.77On
(.6er )
(.962)
(.802)

(.84.5)

(.77s)
(.7e4)

(.e62)

(.724)
(.761)
(.723)
(.e48)

(l.r l6)
(1.833)

(1.129)
(.e67)

(.74t)
(.7s4)
(.724)
(.822)

(1.220)
(.861)

(.7e)
(1;740)
(t.9s2)
(r.196)
(.743)
(.782)
(.748)
(.e53)
(.623)
(.743)
(.832)

(1. r 86)
(r.12-5)

(1.484)
(.6e6)

(1.112)
(.7te)
(.934)

(1..591)

(.687)

(.721)
(.744)
(.761)
(.8e7)

(.764)
(.eee)

(.e23)

(.877)
(.719)
(.6s2)
(.716)
(.712)
(:7s9)
(.u2)
(.834)

(.864)

(.773)
(.es8)
(.8se)

(r.304)

45.717x'r*
64.1.2,5***

40.000***
4g.gg4***
41.J95*""""

72.942***
59.105*+ir
37.908***
76.311***
51 .726*+*
43.055*rk*

40.15 1 
xx*

20.530*>k*

3.531

27.639***
44.899**.+

8l.341>3*'¡

58.247**>r

63.019***
61.-513***
I 2.688***
3g.g6l ***
70.447**+
14.9Ø**""

7.017**
20.631*>k>?.

73.361***
55.932***
72.787***
19.2?3*¿.>t

66.164*x*
35.085>k**

-55.19 I ***
60.001***
3).935***"
23.240**>k

73.072***
29.275***
96.278***
53.325***

9.359*x
78.884***
67.780***
69.6s0x*x
67.056**á<

53.233*x*
44.896***
29.126***
43.292***
62.992*>k.+

62.677*>k*

92.973**>k

79.753***
79.694***
44.969***
40.954**>k

42.410***_

39.094***
39.222***
25.745*':r*

48.361 ***
I I .681 **x
32.470**.k

AAI -5.6000

-5.630

5.330

5.4q
5.+Q
.5.400

-5.360

5.380

s.360

5.340

5..510

5,1 40
4.940
4.300

4.8r0
4.990
5.330

5.450

5.210

-5.1l0
4.570
5.270

s.370
4.0.50

4.130
4.820

-s.330
5.330

-5.160

s.690
5.610

5.-540

5.360

4.-580

4.820
4.280
5.2n
4.960
5.r90
4.8.50

4.680

5.4-s0

5.300

5.380

5.340
5.r40
5.540

5.140

5.200

5.290
5.500

5.420
5.360

5.430
5.500

5.390

5.200

5.300

.5.380

5.1 80

5.260
4.7s0
5.240

(.853)n

(.8r 2)
(.e33)

(.e03)

(.880)

(.816)

(.85e)

(.874)
(.83s)
(.e13)

(.8e3)

(.e21)
(1.1 88)
(r.418)
(.971)
(.927)
(.73e)

(.86e)

(r.028)
(.e0e)

(.700)
(.802)

(.8r 2)
(r.403)
(1.447)
(1.201)

(,922)
(.817)

(.84e)

(.e61)

(.8s2)
(.eM)
(.847)

(1.084)

(1.123)
(1.24O)

(.u4)
(.e42)

(.800)
(.ee9)

(1.246)
(.80e)
(.ee0)

(.78e)
(.7e4)
(.8s3)
(.858)
(1.r0r)
(r.064)
(.856)
(.870)

(.755)

(.772)
(.7s6)
(.8e3)

(.8s2)
(.8ee)

(.870)

(.8e6)
(.936)
(.848)

(.947)

ó.400u

6.-51 I

6.2N
6.311

6.26'7

6.389

6.278

6.2W
6.356
6.222

6.289
6.000

5.700

4.744

5.611

s.9l I
6.300

6.3s6
6.244

6.r00
-5.078

6.022

6.333
4.933
4.789
5.611

6.378

6.2W
6.156
6.300

6.-500

6.256

6.267

-5.856

s.756
5.233

6.256

s.767

6.278
5.878

-5.31 I

6.422

6.344

6.31

6.267

6.M7
6.333
5.967

6.r56
6.289
6.422

6.411

6.322

6.378
6.3r r

6.1 78

6.022

6.078

6.144
s.878

6.122

5.311

-5.933
Mean; Standad Deviation; *P<0.05, *xP<0.01, xxxP<0.001



Täble 4d. ANOVA for Concurrent Validity (the Customer)

Cnstomers' retention in relation to their satisfaction

with the employees' CVBMO elïorts F value
Iterr

Customers with L¡w retention Customers with High retention

AI
A2
A3
A4
A-5

A6
A7
A8
A9
Ar0
Alr
/'12
A13
A14
Al5
416
At'7
A18
419
A20
/¿1
422
A23
424
425
A26
A27

/.28
429
430
A3l
432
433
A34
435
A3ó
437

A38
439
440
A4t
442
A43
A44
A45
/.46
A4'7

A48
449
A50
A5l
As2
453
454
455
456
457
458
459
460
A61

A62
463

-5.909"

6.@6

-5.903

-s.880
s.670

-5.630
4.822

5.546

-5.803

5.454
5.839

-5.804
5.136

4.195
5.s65

5322
5.589

6.0r4
s;768
5.73'7

5.1 59

5.458

5.94
4.806

4;7'.76

5.301

-).J /O

5.-51 I

5.2'76

5.699
5.797

-5.5 r -5

5.600
4.959
5.193
4.605

5.788
4.680
5.594
5.M2
5.2'10

5.349
5.239
5.477

5.509

5.220

-5.31 8

4.653
4.832
5.11'7

5.301

5.559

5.536

5947
5.4'79

5.s23
5.657

5.241

-5.563

5.1 91

5..508

5.1 9-5

5.519

(.818f
(.70e)

(.727)

(;7'13)

(.824)
(.784)

(l.011)
(.726)
(.701)

(.161)
(.702)
(.71't)
(.8s-5)

(1.069)

(.7r 8)
(.8s3)
(.827)
(;t46)
(.8O4)

(.810)

(t.397)
(.7e3)
(.738)

(.e01)

(1.3s8)
(1.033)

(.7-5s)

(.835)

(.834)
(.863)

(.786)

(.ee4)
(.778)
(.e58)

(.8e7)

(.8e1)
(.742)
(.951)

(.725)
(.86s)
(.726)
(.787)
(.8s3)
(.6s1)
(.686)

(.75',t)

(.67e)

(.826)

(.8'72)
(.s73)
(.7-56)

(.76-5)

(;774)
(.710)

(.826)

(.747)
(.861)

(.721)
(.83e)

(.es8)
(.865)

(.873)

6.544"
6.560

6.277

6.381

6.268
6.213
5.r87
6.133
6.46-5

6.080

6.3'16

6.2M
5.749

4.477

6.172
6.016

6.323

6.60s

6.363

6.3N
5.453
6.2N
6.216
5.2-50

5.324

5;774

6.01.5

-s.960

-5.998

6.211

6.363

6.171

6.296

-5.595

s.619

4.881

6.393
4.971
6.302
5.718

5.&1
6.057

6.034
6.3N
6.313
6.082
6.137

5.340

5.538

5.943
6.M9
6.333
6.361

6.û6
6394
6.341

6.478
6.076
6.3'15

6.163
6.474

6.r00
6.248

(.50Ðb
(.485)

(.6r6)
(.703)

(.712)
(.64s)

(1.043)

(.848)

(.s73)
(.668)

(.s 15)

(;745)
(.833)

(r.366)
(.724)
(.913)

(.ss0)
(.478)
(.s10)
(.s92)

(1.362)
(;t43)
(.724)

(r.122)
(1.422)
(1.027)
(.775)
(.803)

(.888)
(.824)
(.609)

(.e17)
(.638)

(r.062)
(r.26s)
(1.287)
(.638)

(r.171)
(.61l)
(.82e)

(.94s)
(.83e)

(.706)

(.e2)
(.64s)
(;174)
(.728)
(.937)
(.871)

(.767)
(.7s 1 )
(.6ss)
(.640)
(.41't)
(.s74)
(.63s)
(.612)
(.787)
(.627)
(.763)
(.Øs)
(.es3)

4j.110'å**
28.630x*x
I 4.860***
22.038***
29.954***
31.798*+*

5.968*
25.842***
-51.660'¡**
36.426***
36.998***
17.087*x*
25.A25*+*
2.437

33.563***
29.090***
53.682***
43.893**iF

33,l64xxx
35.1.17*x*

2.156
49.357**+
29.M5;t**

8.845**
'7.332**

10.010*x

33.059>kx*

14.264+**
33.1 I I ***
77.467***
31.407***
22.487***
46.151 *x>k

18.512*'¡*
6.920**
2.855

36..776**+

3.61
53.638***
30.25',7**;r

8.955**
35.719***
49.629*'t*
84.505+*x
69.355***
59.914***
63.669***
28.311',i',i*

31.079***
69.691t<**

46.764***
56;733***
64.984***
58.270***
80.906r¡**
66.978x*x
59.953***
5',7.474***
59.379***
60.834***
'77.897***

46.A23***
39.734***

Me¿n; Sønd¿ud Deviation; *P<0.05, *xP<0.01, xx*P<0.001
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Appendix 5. Predictive VâliditY

Management Support to Employee Ffforts

Customer Satisfaction to Customer Retention

{





Predictive validity:
(Sl-S32) to Employee Effort (AA1-4463)Table 5a. Management SuPPort

s32

279

364
395

423

391

339
3ó-5

302

12

442

.390
307

400

253
4t'7

4tró I

lo6 |

r80

3i4 
|

.451

421

419

201

370

.343
4t7
400

327

328
281

355

393

356

371

3s8
32'7

428

3t1
346
409

4t0
t3

392
t4

307

360

4il
.435
2'75

.443

38r
366

.424

43t

s30
330

34t

2s1

364
42t

315

294

.313

229

4l
382
255

338

280

459
428

329

.340
319
361

411

410

429

r55
400

370
.385

s29

39s

362
410
421

4

405

361

338
3r9
t94

375
440

.392
360
444

37'7

391
284

.211

4t9

4t7
293

411

.325

.507
300
479
466

453
415

415

461

5l I

449
443

456

342

5

465

458

481

.353
340

311
484

381

I

5l
428

501

s27
-1-r I

388
429
40r

3l
40?

423

3

410

r55

364

392
39r
I

317

t94
.382
405

215

362
288

356

301

.291
195

.439

s26
286

.289

314
387

421

440
425
472

334
455
401

492

313

.31'7

337

379
251

315

2'79

407

265
415

.382

336

.40t
3r9

318
404

262
4t3

.319
404
435

rs6
398

333

345

335
347

404
451

415

35r

319
.335

352
414
429

.41 I

433

.3s2
484

s24

078

356
4tt

.4

328
141

398

5

449

4

23

4t
320
t79

I

.475

s23
330

335

369
,15 r

343

312
406

252

042
1

4t 9

372
392

33

76

211

210
.209

322

409

265

291

247

-)t+

391

.425

352
276

411

4s4
398

375
.454
4t3
430

3t7
r96

.335

462

-498
455

.478
268

.437

454

't4'7

31',]

398
456

342
463

385

.398

243
.488
452

.523

s2r

.227

lr9
423
4l
4t5
364
287

412

4l

470

.355

521

.358
l3

489

s20
JòJ

402

324

308

391

389

393
406

343

.391

444
428

551

4r0
264
259

I

443

414

288

.463
4t6
459
435

.437
462

sl9
350

403

.3 r6

339

307
40t

320

271

3l

370

383

432
5t

401

438

1

454

434
435

4t'7

419

396
473
480

410

397

183

492

445

.469

-508

312
4s5

493

4t4
561

490

341
205

408
.374

508

538

2t2
.478

.581 |

.zzs I

20t I

400

.s36

19t
513

334
482

420
495

.507

392
331

571

398

,556

.41 t

.t76

I s¿s
T-5t1-r
I .sss

sl7
475

517

388

428

5ll
567

.495

480
428

JJJ

408

391

549
_5t l

5r8
49'7

577

208

206
5

49t
.540

I

484

446

342
.354
57r

4l

5-50

50r
s60

sró
4t4

411

433

499
4.+0

413

39r

373

s30

478

5r9
2t5

.203
J-t ò

474

537

474

38r

517

422

540

452

t64
481

298
311

322
341

129
473

_390

384

314

225

.311

17

352
464

211

392

310

256

459

314
.398

3't1

376
390
368

421

.257

427

410

409

440

4t6

47'7

441

360

257

442
.332

.409

428

408

302

392
492

186

5 4

480

.401
445

4t6

.483

438

.465

s13
382

452

471

I

410

384
M8
5¿J

357
322

,438

417

347

426

.238
413

.496

495

348
455
396

376

.532

493

.261
487

5r5
486

324
2t9
30t
299

362
287

321

234
zt6
274

259

254
291

217

t3

22t
_400

330
4t2

463

.353
419

.413

l5l

.380

1

214

326
275

4

38r
285

.307

l9

.4r 8

205

297

.430
41

.4t3
265

362

263

171

431

481

.290

.398
475

5

173

sl0
426

42t
395

403

416
456

.4t2
413
464

298
220

.3 r9

455

433

363

.44?
l5

.247

.438

.)):

249

392
.461

369
.357

302

341
375
374

S9

.425

421

4t9
460

44

386

360

168

366

377

.292

375
427

.zt5
135

454

195

324

3t2

407

.36r

303
304

3r6
213

382
372

I

.314
t94

348
393

358
429

314
r95

404

460

r85

241

42't

284
.329
281

312

442

452

480
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4
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324
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328
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423
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429

455
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326
426
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3

341
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504
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473

420
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.350
38r

.345
425

369

3t

.354

401

4r8
369

431

.429

366
.366

4t7
425

458
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316

429
435

.430
3s0
296

.301

314

420

340

481

263

392

318

390

.408
384

467

424

.282

380
292

37t
434

369

397
403

.20'1

289

425

393
386

.429

36r

r89

349
253

392
287

.251

344
.350

.3tI

.342

.268

.261

.t94

.n7

.501

415

411

490

4s2

506

380
471

.334

.347

495

.435

.476

.505

-
.5U /
.451

.421

.+10

.279

.320

506

502
.500

.424

.396

.4%

.491

.439

.409

.445

.364

.432

t9

.418

453

309

445

252

.382

.389

.396

.465

.443

.406
-.477

.336

.299

.418

316
.224
.360

.344

.403

.494

.310

.397

.320

.326

.389

.282

.360

.262

.269

.235

.324

I

296

403

289

.240

378
28s

298

286
.269
283

264

217
.252
4n

269

252

348

245

291
249

202
222
367

260
276

.368

247
270

.297

AA49
AA5O

AA54

AA5I
AA52
AA53

AA45

^446AA47
AA48

AA55
AA56
AA57
AA58
AA59
AA60
AA6I
AA62
AA63

Table 5a.

All correlations are significant at and below .05 unless indicated by a shade area



Table 5b. Customer Satisfaction (41-463) to Customer Retention (Cl-C7)

CT C2 C3 C4 C5 C6 C7

A1 .359'"* -54'l 
** .365 ** .298** .434** .443** .452**

4,2 .316** -571 
** .458** .31 1** 392** .419** .429**

A3 .220** .-501*+ 299** .246** 349** .31 3 ** 282**

A4 173* .54-5 * * .423** 382** .5 tJ-' Áa <** .373**

A5 238** .-566** 310** 289** .353** 346** .436**

A6 228** .-588** .324** .325** .397** .477** .461**

A7 .0-53 296** .08 .206** 205** 15'7* .262**

A8 149* .4'76** .379** .434** 359** .440** 363**

A9 .255** 538** .446** .458** .365** .446** .471+*

A10 .2'78** .485** 297** 361 ** .355 ** .383** .479**

All 322** .594** .470"* 333 ** .432** .478** .4',73**

^t2
1 75* .5 16** .394** .394** .401 ** .429** .287**

413 220** .462** .292** .378** .430** .3'76** 330**

^14
.095 2'79** 1-59* .227** 17'l* .222** 220**

415 .317** 604** .472** .39-5 *x .477** .405x* .492**

A16 .255 ** .525** 313** .40'7** .3-55 ** .398** .406**

Al7 .310** .611** .480** .433** .577** Á1a ** .458**

418 .5 15** .573 ** .513** .369** .402tr* 346** .4'13+*

419 .401 ** .486** .433** .388** 349** .341 ** .428**

^20
.295** )ô)^' .442** .359** 347** .382** 502**

^2r
-.088 207** .039 172* 165* ll8 .143*

^22
.349** 451 ** 3',79** 375** .46'l** .428** .347**

^23
I 93 *'k .39-5 ** 398** 348** .314** 364** .302**

^24
t02 .377** .20'7x* .275** .205*x 232** .266**

^25
.034 .329** 078 .2'70** 225'"* .252** 293**

^26
.09r .400** .224** .298*'k 2',13** .29'7** 345**

^27
I 86* .496** .332** .421** .369*x .472** .433x*

428 I 50* -508+* 272** 2'76** .262** .287** .369**

^29
.223** .522** 360** .459** .-t I t^- .400** .380**

430 146* .440** 292** .2784* .340** 376*to 292**

A31 287** .-549** .369** .336** 386** .434** .495**

^32
2',75** .400x* .333 ** .552" 3'74** .352** 33,l **

A33 296** .5'14** .400** .466** 43'7** .395** .44'7**

A34 128 391't* l-53* 332** .319*+ .257*to ,388**

435 I g9** 378** 235** 245** .309*'k 260** .343**

A36 138 .324** .093 2-58** 195** 204** .27'1**

437 .297** .51 I ** .441*to .333 ** .432** .422** .436**

438 .086 .278*+ 059 128 122 r09 203**

439 258** ,585*f .489** .490** .468** .495** .454*x

440 214** 516** .238** .392** .384** .390** .388**

^4r
179* 362** I 88** 248** .306** .202** .366+*

ìr42 .298** 541 *x 303 ** .423** .370** 322** .429**

A43 .246** .572** .348** .543** .513** .492** .601**

444 .354** .620** .523** .560** .551** .602** 594**

A45 .259** .541** .401** .492** .468** .492** 597**

^46
212** .472** .293** .420*to .439** .430** .480**

A47 287** 625** 363** .496** .51 I *x .523** .607**

448 .23'l** .479** 263** 323** .392** 357"* .-508**

tr49 .202** 420** 17',|+ 32'7** .3-59** 300** .379**

450 .362** .566** .472** .547** .570** 565 ** .496**

451 .284** .539** .403** .515x* 519** .-5-55 ** 525**

A52 .472** .454** .369** .36'1** .434** Áaa>\* .428**

396** .602** 339** .417** 447** .440** .^558**

454 .419** 560** 366** .472** .488xx .510** .508**

455 .302** 559** .455** 527** .562** 551 ** .539**

A56 .355 ** 595 ** .461** .451 ** .495*)t .494** .575 **

457 .510** .518** .498** .396** .439** .467** 552**

458 .348** .531 ** .400** .439** 381 ** Áaa** 535 **

A59 .443** .540** .438** .362** .427** .452** .533**

A60 .420** .502** 392** .365 ** .413** .375 ** .526**

461 .458'r'* 538** 557** .478** .549** .546** .506**

^62
.J /J-- .430** 367** 361 +* .48'l** .429** .478**

463 .287** .464** .373** .357** .427** .494** .366**

*p< .05, **p< .01, x**p< .00
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Appendix 6. Convergent ValiditY

The Correlation Values of the CVBMO Measures between the Questionnaires

of Service Employees and Customers





Convergent validitY:
res of service employees and their customers

The correlatìon values of the CVBMO measures between the questionnat
A3l

22'7

14

221

r36

292
219

231

2

299

t-+

363

293

294

302
252

321

243

342

2'82

646

.3t5
312
235

289

348
397

.217

I

--361

.225

361

I 8-5

301

.358
361

424

4t9
258

388
lt

349
480

34t
391

.312
458
385

306

wA29
199

-lJ-1
123

r87

r93

285

r 13

204
231

370

236
1

283
ll7
329

326

370

354

3r9
2'74

t8r
240

713
283

wA28

t4
2'70

261

252
365

621

455

295

220

J i-r

261

4
2'19

369
292
40t
262
223

wA27
r70

t?8
253

185

t92
.z3t

316

!89
114

2t9

216
r69

229
303

235

336

280

4r5

325
398

r82
3t
3l
3'71

204
236

332

ï4
3

.30,1

^26r87

.246

024
255
249

.291
2t4
210

6

216

289

286

.252
116

228

400

374
33r

297
222

t55

.265
t61

wA25

360

t1

il
281

rl
t6'7

208

.324
t94
283

o'71

wA24
r98
ll

I50
178

172

246
0r6
r65

344

250

r85

r88

239

.394

7

I

.428
374
38r

I

.305

3n
l8

.258

\ry

156

r90
328

21

133

r86
265

r85
2l

165

233

.285

189

3t2

't'77

t11
r45
300

225

2?5

3r

204
271

r48

275

221
354
.2s3
217

.335
387

.3'7

w^22
214
188

r5t
234

21t

I

231

284

223

322

299

318

585

376
185

.282
23'7

323

2t6
246

241

209

211

189

245

I

wA2l
)
t2'7

252

059

62

095

118

198

095

2r8
t12

.485

lt4

116

tl
?11

146

0

150

27

1 5'7

w
324
268

315

320
3r4
3r8
300
418

280

303

218

344

314
4r8
578

3
.226
208

309

4t1
261

371

368

165

5Zt

2'71

428

3t4

wAl9
355

r6

216

359
36s

291

4Q7

361

316

368

4t9

I

352
412

.283

208

242

251

3'16

288

334
366

312

323

231
401

386

388

18

21'7

r89

224

299

?15

29t

235

36r
267

369

375

281

282
.304
225

341

.330
268

347

r90
278

.257

-l r5

WA 7

302
2'10

_322

330
296

258

353

303

246
28r

421

64s
344
l8

366
306
242

.282
298

326

396
346
431

33s

.?4s
204

46'7

4
165

4t6

wA16

2t7
320

t7l
291

l0

398

3s1
212

245

255
246

548

27t

395

278

?41

2'72

241

362
430

446
313

246
405

348

391

351
440

355

.219
469

368

A

289

286

2t6

243
286

282

f22
3l
254

281

.452

-rlf

214
269

369

390

284
292
209

312

345

3l

wAl4
059

- 012

0.s3

|2

013
143

t.l
t53

251

0
2

.252

144

30r
r89
248

r83
220

r95

.229

211

.262
r38

At3

103

.275

178

.301

265

.293
268

310

311

342

300
429

35'7

221

3t

.312
258

I

212

324
282

310

.241

w

244
263

260

185

294

179

241

523

306
22t

347

335

360

190

312
314
411

234

289

292

262

164
I

.259

2'79

194

247

wAll
296

370

14'7

360

398

31

690

3r3
.31

360

328

.361

438

.306
373

3

15'7

319
304
276

220

259
217

223

l4

l5

112

217

303

270

311

139

21

3l
243

576

204
239

.223

2t9
359

.347

306

27t

213

240

329

320
't67

237

212
407

255

w
.30

283

290

304
211

.324

r66

142

284
403

425

326

.213

247

.255

176

245

3r8
JJJ

3',75

271

.?95

.345

244

347

322

\ry48
.261
r68

206
268

484

22t
266

t -54

t56

t79

r50
175

215

r87

158

320

.292

3

r68

.216
187

169

306
.225
255

30r
164

\ry47

231

29l
r03

295

r88

252
lll

2tl
r70
172

1r6
.222

144
o79

290
292

281

r89

.t82
I

29',7

w

388
104

214

.664

394
423

335

429

286

30r

451

.431

354

?99
319

308
282
21

389

396
JO/

.4fi

396
368

309
l8

320

343

wA5
369
322

584
.259

.232

.341

339
219

201

.208
274

.376

37t
_35 r

.225

30r

.326

4

30r

.3t2
287
383
/)5

r84
.380
345

wA4

35'7

284

52',7

370

290

056

405

.369

l5

.0ó I

165

398

?53

.256
6

w

3

637

207

.363

356
340
260
434

307

3t4

399

.390

.362
240
l9l
204

324

313

344

315
2't8

260

32't

367

375

365

313

.200

330

353

4t5
3'72

.382
1'1

404

327
.360
269
229
4t6

.36ó

313
261

250

283

243

343

8

161

247

WAA9
WAAlO
WAAII
WAAI2
WAAI]
WAAl4
WAAI5
WAAI6
WAAl7
WAAIS
WAA19
WAA20
WAA2l
WAA22

AA23

w
w
w
w
wA

^29

w
w
wAA34

AA35

w
w
w
WAA43
WAA44



.292

.276

.37s

.34t

.346

.3-s9

.419
l)a
.42s )

391

288

325

.+59

.359

347

.289

_:ls
.290
.462

.35-5

.3:15

lqs-- 4io-l
:t82

487

503

292
332

283

390
338

507
326

|.:38
-õo|*

.306

-301
.4t3
.38,1- 
367

.389

..166 I

.284

.211

J{5
.338

.474

.433

.-506

.362

.473

.3 r6

3r5
3s2

339

2s3

372

.201
237

t83
27t

395

298

23r

384

325

320

400

283

338

392

3t3

470

331

12t
288

428
170

184

163

334
225

r83

3t3
303-.r4;-l

322

241

321

233

354

401

3t2
258

352
r53

I .061
280

. t34
- 309

.11t
- 

.190

.264

.263

.211

.r89

. t33

.2t7

.226

.30r

.258

.377

.304

.3Alãr

399

346

.?02

.31 5

.t83

.290

279

.265
393

284

202
3r8

6

2s5
379

363
272

286
.271

300
r84
254
324
Jlo-i8s

.395

.290
--_:=---1

.156

.t75 I

I 1r¿

| .:os
)ot

.l 89
- 2lg

342
--14s

r83

2t0
3r0

311

3¡8

143

226

.222

148

180

,.¿+v
.o14
.2t4
.232

. r58

.202

.255

.163

.l t7
c'64

.360

.278

.465

.289

.348

. JJ.1
- .426

.425

.39t
-:-:=--. -1+O

336

420

7t5

12t

405

4t3

133

I

114

,115

361

341

402

29s
395

411

269
340

I 16?

.3s3

.371

.410

.440

.397

.400

.404

.393

.333

.215

.327

. I6.5

.27 t

.295

.3l3

.298

238

3t4

.309

.268

354

382
433

339

376
)i I

.376

.325

.428

.279

.369

.4s5

.412

-
.J /J

J43-

4
442

437
375

479

418

.272

.292

3n
.314
. -t-1 ó---;;-
. J.'J

=80.364

.439

.303

415

.1)3

208

.145

402

330

469

430

.343

.353

.306

.252

.352
- 369-.4Q-

.371
a)á

-
.:or I

.380

:-Bo
.348

.382
- 

.4+S

.)/l

.374

-.1i-

072
)76

263

t90
221

t71

2t6

237

257

238

298

362- 
340

382

| .136
ìnst-

.271

281
.262- 312
.304
.303

.2)0

.265

218

279

369

306

33r

363

288

404

277

229

299

280

t99

2r8
.265

.293

.302

.2s6

.289

.271

.297

.284
-.260-
-.nl-t

.3r0

.244

- l3?
.214
.254

.308

.297

.2s0

.173

.236

.278

.344

.282

.386

.30r-B-,
t?n

.426 I

254

)^t
L _"

.3s8

.4n

.406

.458

.466

.366

.372

.336

306

| .26s
.308
.357

.275

.402

.254

.362

.373

.310

.228

.239

245

5

t78
3t

281

187

208

300
319

t9t
239

287
212

t4t

272
179

2il
327

273

284
.348
360
253

354

34

399
403

434

24
4l

.385

.44)

.425

.119

.46)

.447

.399

.370

.430

J40

235

200

32t

' .304
.370
.337

.3 r3

.1t5

.368

.307

.342

.306

| .3s3
I .zzt

.308
-.ne

.259-l%
.353
all

.364 l

¡.¡o I

.358

-
.34 I

=sg.266-3r6-
.302
.377

.246

348

.299

400
l0

334
.32t

.410

315

259

468

309

413

.430
327

294

293

t79

391

319

.368

.452

.359

.471

.417

.326

.274

.394

I

378

30
281

l

438

.274
303

.31 I

276

351

267

AA49w

\ry

w
w

w
WAA46

AA47
AA48

WAA55
w

WAA56
WAA5'
WAA58
WAA59
WAA60
WAA6I
WAA62
WAA63

cOntr

(continued)

wA63

248
297

262
232

34t
281

251

244
?57''-1
1)) I

-
.2e-5 I

r65

260

l6

370

361

29s

179

t71

wA62

200

07t
096
075
250
o52
t39
09-s

t7t

-
. t5ó
. roll
r60

254
)))
t92
226
224

218

-r%
269

.228
t61

. t6.ì |

wA61
.llt
235

243

209
289
268

207

303

402

--;--l.J-1+

2rs l
)1AL.3

.195

213

334
367

430

31)
344

362

-.ztt 
I

.263

.:se I

wA60
.t 42- 
112

201

026

r78
t60
195

232--w-
-ã1-,
.l+s l

223

290

196

216
2t5

3

250

t69

239
215
t69
295

)1)

257

229

Lr-5

294

t99

l8-s

347

.300
406

315

3

386

252
251

228

24t
)
255

215

2

r98

295

23t
365

2s9
.222

3r

211

199
t98
259
t57

1

305
223

.148
182

346
245

322

344

303

.345

396
.271-.:-1
.¿5 t

.zso I

t62

99
.220

229

280

r65

174

200

242

269

288
221

230

wA55
217

23t
231

230
274
258
.r80
i95

.209
l9l-

lq¡ l

rsr I

288

278

.284
328

320

.)J I-=;=-
- 

3s0

t87
.262

.:85
t?s I

wA54

337
29t-Ee
236

38-5

239

281

309
28¡

.38s

=¡306

322
.249

36s

335
.247

335

339

313
269

=rì._,,1
250

wA53
.)o7-':,6
306
.t9l
246
249
263

246

204-Èît
.t59 I

.ro: j

353

280

237
35r
)t5

199

241

I WA52
)rq
207
297
t08
290
236

3¡l
279

231
?)1

r 60l
.t+t I

tst
' .367

255

423

.)) I

193

268

349

.282
296ø-

--:=:___)
.290

21

202

200

262
298

304

209

325

383

25t

307

227

298

)47

246

041

t45
t15
279

I r8

229

. t98
194

t87
t70
281

.3 ¡0
r83

.239

I

27

t9
J89

r6r
I

t -59

r98

.326

t07
.t76
l2t
,35

. t84
215
,5J

.200-fDl
:st I

wA48

rl-33

- 0-5

122

.o16
098

u]
08

.t02

.ut

.1 85

-orr I

o14 I

251

t,4 t

M7
143

219

6
r56

I WA47

.t4l
Iror-

202
t04
252

t67
08-s

210
t62
)70

--18-1..',]
.t+'t I

| .138

-
.lu:
t73
213
259

202

r99
28t
250-E

.)63
t8l

I WAJ6

I :n
Inq
I 1) t
t .

I r:+
.268
r89
227

219

260
231

t2,
¡82

| .246
I .zts
I z't-t

.-r /ò
l3o-.
-15]

308
342

.334
210

.209

258

247

256

346
235

-1J -1

345

225

235

.336
256

392
440

426

I wA44
le)

.26s

.298
300
273

t-11

347
lsr-

rsr l

.zqt I

290

I .244

. r65

-80
384
4t2

- 
.291

3t5
.286

256

.147

.387

.269

I wA43

| .:¡o
I .r¡q

.270
203

304
t47

.170
229
255

271

J ß----]:-

.227

| .243
I ros|*

)o)|*
.368

-1r8
257

303

365
299

33s
3,18

245

2l

.191

265

209

288

.271

434-:x
242-ìor
344-i

.258-Erl

.Lot I

..¡os I

231

t67

141

192
265

146- 
327

. t59
319

210

t8-5

217
249

213
.173-;;-l
.:Jl 

I

.¡os I

234

t72
.260
192
360

235

.346
-.291
-ul

321

328

.203

316
.376

JO/

.255
r80

-Ia-t

wA39
295

231

.31 |

21

194

350
255

I .12

I os+

I ,ot-n
325

.240
299
293

356

3t9
255

240

I wA38
I r¿¡
L--:=L
l.rqr

.309
176

241

297
30ó

356

234

340
H-

t47

324

211

172

305
235

t79

173

238
390
4)3

.239

363

254

t97
245
it!

290

2l

r56
259

JJO--È
33r

3t4
-Zoz

''-' 
I

.205
19Á

.:¡e I-.n61,

r59
o4,4.

38
122

190

188

- 026

.104

-.276
.t4t
.?61

.230
076
178

230
.232

187

l'6.l-ti:_l

wA3s
r83

. t39
r53
176

.307

188

_134

249

.251

313

3t0
269

245
.343

235
.34t-------'l
.188

.214 )

I WA34

.179- l?3
.272
r6l

.281
245

247

282

25s
.356
rrn I

.z¡o I

¡u I

.333

255

364

.2t8
297

.418

312

.289
179

354

I wA-Ì3

| .277
I )¡"

.2ó8
t69

-244
--zæ

.227

-.2+7

-tlo
2r -5-
.296 )

.zs+ I

204

410

319

293

297

.380
415

.363

338
_309

2t9

082

2t0

230

o22

147

r0t

.202

308

280
t96
263

241

t6r
t4t
22t
t88
t27

w

wAA4
AA5

WAA6
WAAT
w

w
A^12

WAAIS

I

WAAI4
WAAl5
WAAI6
WAAIT
WAAIS
WAAI9
WAA2O
WAA2I
wA^22
WAA23
WAA24



continued)

correlations are significant at and below .05 unless indicated by a shade area
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