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Abstract 

Service climate has attracted attention from both academics and practitioners in recent 

years. However, there exist two major research gaps in this literature domain. First, 

service climate research to date has predominantly focused on its outcomes, with few 

studies investigating its antecedents. These few studies have primarily relied on a 

resource-based approach and have focused on certain organisational resources and 

practices that can enhance service climate. Second, there is limited knowledge of how 

service firms foster a service climate in emerging markets where much of the economic 

growth is currently occurring. Therefore, this study seeks to gain a more comprehensive 

understanding of (1) the antecedents of service climate and (2) the extent to which 

service firms, both local and foreign-owned, create a favourable service climate in an 

emerging market. The broad research problem investigated in this study is: How do 

service firms, local and foreign-owned, create a favourable service climate in an 

emerging market context? To examine the broad research problem, this study draws 

upon the resource-based view, social exchange theory and the eclectic paradigm to 

address the following two research questions:  

Research question 1: What are the antecedents of service climate in an emerging market 

context? How do the antecedents interact and influence service climate?  

Research question 2: How do service climate and its antecedents differ between local 

and foreign service firms in an emerging market context? How do the antecedents 

influence service climate differently across the ownership types?  
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To address these research questions, this study was conducted in two phases: 

exploratory and explanatory. The exploratory phase yielded new insights into the 

antecedents of service climate of local and foreign service firms in an emerging market 

context. It also helped clarify the antecedents of service climate and the potential 

relationships among them. Based on the findings of this exploratory phase, a conceptual 

framework was developed and hypotheses were derived. The conceptual framework and 

hypotheses were then tested in the second phase of the study using Structural Equation 

Modelling (SEM). Survey data from a total of 549 usable responses from service 

employees in both local and foreign service firms in Vietnam allowed the researcher to 

test the proposed hypotheses.  

Findings for the first research question suggested that three groups of antecedents 

contribute to creating a favourable service climate in an emerging market context: firm-

based, market-based and culture-based. In terms of firm-based antecedents, the study 

identified five antecedents positively related to service climate: (1) leadership 

commitment to service quality, (2) internal customer service, (3) internal processes and 

service standards, (4) service-oriented human resource management (HRM) and (5) 

work facilitation resources. In addition, there are significant inter-relationships among 

these firm-based antecedents in fostering a service climate. The data analysis also 

demonstrated that competitive intensity in emerging markets and employees’ cultural 

orientation moderate the impacts of the firm-based antecedents on service climate. 

Findings for the second research question showed that there are significant differences 

in the antecedents and service climate between local and foreign firms. Foreign-owned 

service firms outperformed local firms on all firm-based antecedents and in service 
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climate. In addition, the influence of leadership commitment to service quality and 

service-oriented HRM on service climate was found to be greater in foreign firms than 

that in local firms. In contrast, the influence of internal customer service on service 

climate in local firms was greater than that in foreign firms. 

This study contributes in several ways to our knowledge concerning service climate. 

First, it proposes and tests an integrated model of the antecedents of service climate in 

an emerging market context, which have not been fully examined in prior literature. 

Second, the study contributes to knowledge about the antecedents of service climate 

from a market perspective by suggesting the impact of competitive intensity in emerging 

markets. Third, it extends the literature on the antecedents of service climate from a             

cultural perspective by investigating the impact of employees’ cultural orientation on 

their perception of service climate. Fourth, this study enriches international services 

research by investigating the factors associated with service climate in internationalised 

service firms (versus those of domestic ones) from an Asian emerging market 

perspective. Finally, this study has practical implications because it provides a 

framework that enables managers of service firms to take action and invest resources to 

improve their service climate and enhance their competitive advantage in the global 

marketplace.  
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CHAPTER 1:  INTRODUCTION 

 

1.1.  Research background 

Service industries make significant contributions to economic and social development 

worldwide (Daniel and Harrington, 2007; Dunning, 2001; Eichengreen and Gupta, 

2013). Most advanced economies are dominated by services, which account for more 

than 70 per cent of their gross domestic product (GDP) (Park and Shin, 2012). Emerging 

markets have also witnessed significant growth in this sector. In Vietnam, for example, 

approximately 40 per cent of the country’s GDP was derived from services in 2011 and 

2012 (Vietnamese General Statistics Office, 2013a). Given this growth in the worldwide 

development of service industries, it is crucial to understand better various issues related 

to the impact of the rapid expansion in the global services market.  

The global business environment is also becoming increasingly competitive. In order to 

gain a competitive advantage and retain customers, organisations are shifting their focus 

to service quality as a priority (Chen and Chen, 2014; Zeithaml, Berry and Parasuraman, 

1996). This shift is important as better service quality leads to higher levels of customer 

satisfaction and commitment (Gounaris, Stathakopoulos and Athanassopoulos, 2003). In 

turn, such commitment results in customer loyalty, customer behavioural intentions and 

enhanced business performance (Ladhari, 2009; Vlachos and Vrechopoulos, 2008).  

Across several streams of service research to date, scholars have highlighted the 

important role of service climate, a concept that emphasises how service employees 

perceive the importance of service quality in their organisations (Bowen and Schneider, 

2014; Schneider and Bowen, 1993). A service climate exists in the mindset of 
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employees if they perceive that several messages provided by their organisational 

practices and reward systems, primarily under managerial influence, indicate the 

organisation’s priority commitment to services (Bowen, Schneider and Kim, 2000; Pugh 

et al., 2002; Solnet and Paulsen, 2006). A review of the relevant literature in service 

climate reveals that the main focus of service climate studies is on its consequences. For 

example, service climate has been shown to affect customer perceptions of service 

quality (Gracia, Cifre and Grau, 2010; Schneider, White and Paul, 1998). It is also 

associated with employee outcomes such as work engagement (Barnes and Collier, 

2013), employee service performance (Hong et al., 2013; Liao and Chuang, 2007; Little 

and Dean, 2006; Michel, Kavanagh and Tracey, 2013; Salanova, Agut and Peiro, 2005; 

Yeh, 2009), employee satisfaction and loyalty (Chathoth et al., 2007; Yeh, 2009), 

customer outcomes such as customer satisfaction and loyalty (Dietz, Pugh and Wiley, 

2004; Johnson, 1996; Liao and Chuang, 2007; Schneider, Macey and Young, 2006; 

Solnet and Paulsen, 2006), and organisational business performance (Hong et al., 2013; 

Solnet and Paulsen, 2006; Voon, Hamali and Tangkau, 2009). Some studies suggest that 

a strong service climate (when employees have high agreement on their perception of 

service climate) is associated with a low variability in customer satisfaction (Schneider, 

Salvaggio and Subirats, 2002).  

While research on the outcomes of service climate has shown a clear picture of its role 

in organisational success, research on its antecedents has received far less attention. 

With limited research on the antecedents of service climate, prior studies (Auh et al., 

2011; Kopperud, Martinsen and Humborstad, 2014; Salanova et al., 2005) has tended to 

rely on a resource-based view (RBV) approach and identify organisational resources 
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such as training, autonomy, inter-departmental support that help to create a service 

climate. Moreover, most of these studies are based on only one industry or even one 

organisation which limits the potential for generalisation. Many of these studies take a 

piecemeal approach and investigate the independent effects of each antecedent on 

service climate. For example, Schneider et al. (1998) and Salanova et al. (2005) 

explored the impact of technology and equipment on service climate. In another study, 

Liao and Chuang (2007) found that leadership behaviour positively influences service 

climate. In reality, all antecedents co-exist within a service organisation. It would thus 

be more meaningful to examine them together, and in particular, seek understanding of 

their interactive effects. More importantly, the extant literature only focuses on firm-

based antecedents of service climate, limiting their application at a firm level. Given the 

lack of empirical research in antecedents of service climate, Schneider and Bowen, 

leading consultants on the topic of service climate, expressed in Ostrom et al., 2010 

(p.13-14) that further research in creating and maintaining a service climate is needed as 

“it establishes which organisational practices help create the right type of service 

climate”.  

In addition, little is known about the critical factors affecting service climate of service 

firms in an emerging market context. Indeed, emerging markets continue to attract 

significant research attention (Freeman, Daniel and Murad, 2012; Hitt, Li and 

Worthington IV, 2005; Hsu, Lien and Chen, 2013; Wei et al., 2014). Such markets 

represent a subset of former developing economies that have exhibited an economic 

reform process, have achieved substantial industrialisation, modernisation, and a steady 

growth in gross national product (GNP) per capita since the 1980s (Cavusgil, Ghauri 
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and Agarwal, 2002). Over the last decade, several emerging countries have developed 

major economic reform policies and processes to attract a greater share of foreign direct 

investment (FDI) in numerous service sectors (Freeman et al., 2012). Despite the global 

economic crisis, emerging markets attracted more than half of worldwide FDI inflows in 

2011 and 2012 (UNCTAD, 2013b). Importantly, the service sector represents about 50 

percent of the value of FDI projects in 2012 (UNCTAD, 2013b).  

Despite the growing importance of emerging markets, Bruton, Ahlstrom and Obloj 

(2008) and Burgess and Steenkamp (2006) claimed that limited research has been 

conducted in emerging markets. The absence of such research is important because 

while emerging markets may share several similarities, they also have many distinct 

characteristics in terms of culture, economic development that can contribute to test 

existing theories and develop new ones (Bruton et al., 2008). Since several emerging 

markets are in the process of moving from state ownership and management to more 

market-based economies, much of the recent literature has pinpointed the importance of 

foreign firms in these markets in terms of technology transfer, know-how transfer, 

management skill enhancement, productivity enhancement and economic progress 

(Bellak, 2004; Min et al., 2013). However, the operations of foreign companies have 

also raised growing concerns regarding the competitive position of local firms (Bellak, 

2004; Min et al., 2013; Sabi, 1996). The international business literature has identified 

numerous reasons for foreign companies to invest abroad including firm-specific 

competitive advantages that are unavailable for local companies or difficult for local 

companies to imitate (Barbosa and Louri, 2005). Such advantages may include financial 

advantages, product and service differentiation, and marketing advantages. Dunning 
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(1988, 1989, 2001), for example, suggests that foreign companies have three 

advantages, namely ownership advantages, location advantages, and internalisation 

advantages. Such advantages, therefore, may assist foreign firms to outperform their 

local counterparts (Dunning, 1989). One question which emerges is whether foreign 

service firms attempt to transfer the organisational practices of creating service climate 

from their parent firm’s home country (as their ownership and internalisation 

advantages) in order to gain a more favourable service climate compared to local service 

firms. This question to date has not been explored in the literature. Further, studies on 

service climate have not taken into account the influence of contingency factors. Given 

the context of this present study, it would be useful to explore how certain specific 

characteristics of smaller Asian emerging markets (e.g. market characteristics, cultural 

characteristics) can influence how firms create a favourable service climate in these 

markets. 

1.2.  Broad research problem and research questions 

In light of the above discussion, the broad research problem to be addressed in this study 

is: 

How do service firms, local and foreign-owned, create a favourable service climate in 

an emerging market context? 

To address the broad research problem, two research questions will be considered:  

Research question 1: What are the antecedents of service climate in an emerging market 

context? How do the antecedents interact and influence service climate?  
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Research question 2: How do service climate and its antecedents differ between local 

and foreign service firms in an emerging market context? How do the antecedents 

influence service climate differently across the ownership types?  

1.3. Objectives of the research 

In order to address the broad research problem and answer the two research questions, 

the main objectives of this study are: 

- To gain an insight into the role each antecedent plays in the creation of a favourable 

service climate in an emerging market context; 

- To gain a greater understanding of how the antecedents interact in the process of 

creating a favourable service climate;  

- To understand how service climate can be created under different types of ownership 

(local vs. foreign) in an emerging market context; 

- To identify the theoretical, managerial implications of the study and areas for future 

research.  

1.4.  Research methodology 

This research was undertaken into two phases, an exploratory phase and an 

explanatory/descriptive phase. The research design included both qualitative and 

quantitative components because a combination of both research methods provides a 

better understanding of the research problem under investigation (Blumberg, Cooper 
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and Schindler, 2011; Creswell and Clark, 2007). The research design for this study is 

described in more detail in Chapter 3.  

This research was conducted in Vietnam. The reasons for selecting Vietnam as an 

emerging market context are as follows. First, Vietnam has been known as an important 

player in the global market place (Anh et al., 2006) due to the reform (known as Doi 

Moi) policy introduced in 1986 and the WTO accession in 2007. Second, despite the 

global recession, the country has achieved economic growth levels of 5 – 8 per cent 

since the early 2000s (Amer, 2010). Compared with other Asian countries, Vietnam’s 

annual growth rate ranks second only after China’s (Mai, Bilbard and Som, 2009). Also, 

as a result of the country’s reform policy, there has been a considerable increase in 

economic performance and stability, and Vietnam has emerged as one of the most 

attractive nations for FDI, especially for Australia and Western firms (Anwar and 

Nguyen, 2010). Vietnam continues to be listed as one of the top 20 emerging markets 

for FDI attraction until at least 2020 (Kvint, 2009). Third, the majority of existing 

studies in emerging markets, however, have predominantly focused on China, states of 

former Soviet Union and former communist countries in Eastern Europe (Bruton et al., 

2008). Little academic research has been conducted in smaller emerging markets such as 

Vietnam (Anh et al., 2006; Hsu et al., 2013), despite its attraction as a FDI location for 

foreign firms in several service sectors.  

1.4.1. Exploratory phase 

Objectives: Because of limited study on the antecedents of service climate in an 

emerging market perspective, the exploratory phase using qualitative research played a 

guiding role for the research focus, and served to refine the antecedents, the constructs 
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and develop the hypotheses (Collis and Hussey, 2009). Qualitative research therefore 

helped identify the antecedents of service climate and their relationships, explore the 

differences of organisational practices that are shaping service climate between local 

and foreign service firms in an emerging market context and verify scales for 

measurement. 

Data collection: The chosen qualitative research method for this phase of the study was 

semi-structured in-depth interviews. The benefit of semi-structured in-depth interviews 

is that researchers can gain a more accurate and better understanding of respondents’ 

position and behaviour in a list of key topics (Ghauri and Gronhaug, 2005; Lawton, 

Rajwani and Doh, 2013). This method of data collection is appropriate for exploratory 

research as respondents are free to answer the questions according to their own 

perception and thinking in a list of sub-areas, especially in the case of sensitive issues 

(Ghauri and Gronhaug, 2005). 

Based on the relevant literature review, an interview protocol with themes and questions 

was developed to guide the exploratory research. To ensure semantic equivalence, the 

interview protocol was translated into Vietnamese. Key informants included 20 

managers and service employees of hospitality, banking and financial service firms, 

both locally and foreign-owned.   

Data analysis: The interviews were recorded electronically and transcribed into a MS 

Word document. The researcher used a grounded, abductive approach with thematic 

coding for data analysis from the selected quotations (Dubois and Gadde, 2002). The 

key themes emerged by carefully reading and re-reading the quotations to identify the 
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dominant themes (Freeman and Lindsay, 2012). Three groups of antecedents emerged 

from the analysis, including firm-based, market-based and culture-based antecedents.  

1.4.2. Explanatory phase 

Objectives: The quantitative research (explanatory phase) empirically tested the 

hypotheses and provided support for the conceptual framework developed from the 

literature and the exploratory phase.  

Data collection: Using items adapted from the literature and the exploratory phase, a 

structured questionnaire was developed and distributed to service employees throughout 

14 service firms. The questionnaire was translated into Vietnamese and then the results 

were translated back into English. Survey questionnaires were provided in paper and 

web-based versions for service employees to participate. Finally, a total of 549 usable 

responses was utilised for analysis.  

Data analysis: Data analysis was carried out by using SPSS and AMOS programs. 

Confirmatory factor analysis (CFA) was used to purify the measurement constructs, and 

examine the validity and reliability of the measures. Due to the complexity of the causal 

relationships between service climate and its antecedents, Structural Equation Modelling 

(SEM) was employed in order to empirically test the conceptual model developed at the 

end of exploratory phase. More specification of survey methodology will be discussed 

in Chapter 5.  

1.5. Intended contributions of the study 

This study makes a number of contributions to services marketing and international 

business literature.  
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First, this study responds to Bowen and Schneider’s (2014) and Ostrom et al.’s (2010) 

calls for more research on the factors facilitating the creation and maintenance of service 

climate. The study investigated the key antecedents of service climate in an emerging 

market context, which has not been fully empirically tested in literature.  

Second, this study expands the dynamic capabilities of the RBV (Teece, 2014; Teece et 

al., 1997; Villar, Alegre and Pla-Barber, 2014) by exploring how internal factors (firm-

based antecedents), and external factors (market-based antecedents), together with their 

dynamic interactions contribute to creating a favourable service climate in an emerging 

market context.  

Third, in dealing with the complex phenomena in the study, a single theoretical 

perspective is unlikely to be able to provide a comprehensive explanation. Thus, this 

study draws on the RBV, social exchange theory and the eclectic paradigm. The 

combined and integrated insights from these three theoretical underpinnings resulted in 

a more holistic understanding of the critical factors affecting the creation of a service 

climate in both local and foreign service firms in an emerging market context.  

Fourth, while previous studies (Auh et al., 2011; Hong et al., 2013; Salanova et al., 

2005; Schneider et al., 1998) only focus on firm-based antecedents, this study 

contributes new knowledge about the antecedents of service climate from two other 

perspectives: (1) a market perspective by suggesting the impacts of competitive intensity 

in emerging markets, and (2) a cultural perspective by suggesting the impact of 

employees’ cultural orientation on their perception of service climate. Therefore, this 
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study offers an eclectic view of the antecedents of service climate by incorporating 

three-domain approach, including firm, market, and cultural factors.  

Finally, the study provides a comprehensive understanding for managers in both local 

and foreign service firms in emerging markets such as Vietnam on how service climate 

and its antecedents are created and how interactions occur. This is important not only to 

existing service firms in Vietnam but also to international companies planning to invest 

in emerging markets like Vietnam. By understanding more about these specific and key 

antecedents, managers of service firms would be able to take actions and investments to 

improve their organisational service climate, thereby enhancing their competitive 

advantage in the global marketplace.  

1.6. Outline of the thesis  

This thesis consists of seven chapters, which are briefly outlined as follows.  

 Chapter 1 provides an introduction and background of the research such as broad 

research problem, research questions, research methodology and intended contributions.  

Chapter 2 presents a review of the literature on organisational climate, service climate 

and shaping service climate. This chapter also covers the importance of emerging 

markets and shaping service climate across cultures. The main body of theories that 

explain the antecedents of service climate in local versus foreign service firms in an 

emerging market context are justified, including the RBV (specifically the dynamic 

capabilities of the RBV), social exchange theory, and the eclectic paradigm.  

Chapter 3 provides an overall research design and a detailed justification for Vietnam as 

the context of the study. The chapter justifies the use of a combination of exploratory 
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and explanatory research for the present study. The chapter then reviews the 

liberalisation of the Vietnamese economy, the FDI in Vietnam, and the significant 

contribution and growth of the service sectors in Vietnam.  

Chapter 4 discusses the methodology used for the qualitative study, including the 

sampling, research procedures, validity and reliability of the data collection. Finally, the 

findings of the qualitative study are reported. From the findings, a conceptual 

framework is developed and hypotheses are derived.  

Chapter 5 outlines the methodology used for the second phase of this research – 

quantitative study. The chapter provides justifications of the survey methodology and 

the steps taken in the questionnaire development and administration. A brief summary 

of the sample is presented.  

Chapter 6 presents the results of the survey data collected for the stage two of this 

research. The chapter begins with data preparation and data normality testing. The 

confirmatory factor analysis (CFA) is applied to validate the constructs used in this 

study.  Finally, results from structural equation modelling (SEM) path analysis are 

presented to test the proposed hypotheses developed from Chapter 4. 

The final chapter – Chapter 7 – summarises and discusses the research findings. 

Contributions of the study to theories and practice are identified. Finally, the limitation 

of the study and potential directions for future research are presented.  
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CHAPTER 2:  LITERATURE REVIEW 

 

2.1. Introduction 

This study addresses the broad research problem: How do service firms, local and 

foreign-owned, create a favourable service climate in an emerging market context? In 

doing so, this study attempts to fill gaps in the extant literature about the antecedents of 

service climate in an emerging market context. First, research investigating the 

antecedents of service climate has been limited compared to research on the outcomes of 

service climate. Second, although emerging markets are attracting foreign direct 

investment (FDI) (Freeman et al., 2012; Hitt et al., 2005), much remains unknown about 

how service climate is fostered in emerging markets, and how service climate and its 

antecedents may differ between foreign firms and local firms in these markets.  

The aim of Chapter 2 is to review the relevant literature relating to the broad research 

problem above, identify the gaps and develop research questions. The chapter starts with 

a discussion of the theoretical foundation for the study. Because marketing and 

management of services are different from those of products (Hoffman et al., 2010; 

Parish, Berry and Lam, 2008), the second part of the chapter describes the nature or 

unique characteristics of services. The chapter then discusses the concept of service 

climate, its dimensions and its crucial role in service organisations, followed by a review 

of antecedents of service climate. In the final section, creating service climate in 

emerging markets is examined. The chapter outline is summarised in Figure 2.1 and 

comprises six main sections (2.2 – 2.7). 
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Figure 2.1: Structure of Chapter 2 

Theoretical foundation 

(Section 2.2) 

The nature of services 

(Section 2.3) 

Creating service climate in 

emerging markets 

 (Section 2.7) 

Antecedents of service climate 

(Section 2.6) 

Conclusion 

(Section 2.8) 

Introduction 

(Section 2.1) 

The concept of service climate 

(Section 2.4) 

The importance of  

service climate (Section 2.5) 
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2.2. Theoretical foundation 

Three theories contribute to explaining the formation of service climate of local and 

foreign service firms in emerging markets, namely the resource-based view (RBV) of 

competitive advantage (Barney, 1991; Barney et al., 2001; Barney, 2001; Teece, 2014; 

Teece et al., 1997; Wei et al., 2014; Wright et al., 2001; Yang, 2008), the eclectic 

paradigm (Dunning, 1988, 1989, 2001), and social exchange theory (Blau, 1968; Lages 

and Piercy, 2012; Sierra and McQuitty, 2005). Each theory provides a theoretical 

perspective to explain the creation of service climate in general, and in emerging 

markets, in particular. Integrating multiple theories provides a comprehensive view of 

the antecedents of service climate in an emerging market context (Martin and van den 

Oever, 2013).  

2.2.1. The resource-based view of competitive advantage  

The usefulness of the RBV of competitive advantage in marketing and management has 

captured the attention of several scholars (Barney, 1991; Gouthier and Schmid, 2003; 

Griffith and Harvey, 2001; Mann and Dutta, 2013; Salanova et al., 2005; Wei et al., 

2014; Wright et al., 2001). The RBV of competitive advantage suggests that companies 

deploy valuable resources or capabilities to produce and offer their products and 

services to a market (Barney, 2001; Mann and Dutta, 2013). An underlying assumption 

of this theory is that organisations desire to obtain a sustainable competitive advantage 

that allows them to earn an above-normal rate of return (Barney et al., 2001; Fahy, 

Farrelly and Quester, 2004; Oliver, 1997). For a resource to be a source of competitive 

advantage, it should possess the following four characteristics: rare, valuable, 

imperfectly imitable and non substitutable (Barney, 1991; Barney, 2001). Firm 
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resources can be classified into four categories, namely physical capital, organisational 

capital, social capital and human capital. Such resources contribute to generating value 

for customers and developing strong customer relationships (Barney et al., 2001; 

Towler, Lezotte and Burke, 2011).  

Although the RBV of competitive advantage has been used extensively in marketing and 

management research, the application of this theory to services and international 

services research has received relatively limited attention (Gouthier and Schmid, 2003). 

Due to the characteristics of services (e.g. inseparability, intangibility, heterogeneity, 

perishability), it is more difficult for service firms to obtain the essential requirements 

(e.g. rare, valuable, inimitable, non-substitutable) of a sustainable competitive advantage 

(Matthyssens and Vandenbempt, 1998; Seggie and Griffith, 2008). Nevertheless, several 

international service research studies (Laird, Kirsch and Evans, 2003; Swoboda, 

Pennemann and Taube, 2012) have examined how service firms use internal and 

external resources (e.g. relationships with overseas customers, customer identity, market 

potential) to achieve a competitive advantage in an international market.  

While the RBV of the firm emphasises the importance of firm-specific resources and 

capabilities for firm performance, its main limitation relates to an inability to explain the 

mechanisms by which the resources and capabilities can be created, developed, and how 

such resources and capabilities work together to provide differential competitive 

advantages for a firm (Ambrosini and Bowman, 2009; Hung et al., 2010; Teece, 2014; 

Teece et al., 1997). Teece et al. (1997) thus attempted to explain these mechanisms and 

extended the RBV to the concept of “dynamic capabilities”. Dynamic capabilities refer 

to “the firm’s ability to integrate, build, and reconfigure internal and external 
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competencies to address rapidly changing environment” (Teece et al., 1997, p. 516). 

This definition suggests that dynamic capabilities are built upon those organisational 

routines that affect changes in the existing resources of the firm (Schilke, 2013; Teece, 

2014). It also indicates the coordination of organisational resources can provide a 

competitive advantage for the firm (Griffith and Harvey, 2001; Teece, 2014; Teece et 

al., 1997).  

In service climate research, previous studies (Gracia et al., 2010; Salanova et al., 2005) 

have identified technology, autonomy, training and interdepartmental support as 

resources that service firms can use to create a favourable service climate and enhance 

organisational outcomes. However, these studies have not examined how these 

resources may interact with each other in fostering service climate. 

In the specific context of this study, service employees and other organisational 

resources such as work facilitation resources, service-oriented HRM, and internal 

customer service are perceived as firm resources. Further, in line with the suggestions of 

Teece et al. (1997) and Teece (2014) regarding dynamic capabilities, it can be expected 

that these resources, together with their dynamic interactions will contribute to creating 

a favourable service climate. This theory also helps explain whether there may be 

differences in service climate and its antecedents in local versus foreign service firms, 

and which type of firm would have a more favourable level of service climate.  

2.2.2. The eclectic paradigm  

The eclectic paradigm by Dunning (1988, 1989, 2001) explains that foreign firms 

possess three specific advantages, namely ownership-specific advantages, location-

specific advantages and internalisation advantages. Ownership-specific advantages 
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consist of knowledge, capability, managerial skills, relationships, processes and physical 

assets that are specific to the firm. Location-specific advantages relate to comparative 

advantages that are available in individual foreign countries. Such advantages are 

external to the firms and may include customer demand, market growth, proximity to 

the market, availability and price of skilled and professional labour, and the quality of 

local infrastructure and government regulations (Dunning, 1989; Wilson and Baack, 

2012). Meanwhile, internalisation advantages are those that the enterprise derives from 

internalising its value chain (Dunning, 1988). In other words, internalisation-specific 

advantages explain how a firm is able to spread its operations for production or delivery 

internationally through the establishment of subsidiaries. Such three specific advantages, 

therefore, may assist foreign providers to outperform their local counterparts (Dunning, 

1989).  

Traditionally, the eclectic paradigm has been used to explain the internationalisation of 

manufacturing and services in the literature (Dunning and Kundu, 1995; Dunning, 1989; 

Wilson and Baack, 2012). For example, Dunning and Kundu (1995) applied the eclectic 

paradigm to explain the “what”, “where”, and “how” of internationalisation of 

multinational hotels. By using the location-specific advantages of this paradigm, Wilson 

and Baack (2012) found that these location-specific advantages are reflected in foreign 

direct investment (FDI) content. Specifically, FDI advertising content varies according 

to country income classification.  

Although the eclectic paradigm is often used to explain the internationalisation of 

manufacturing and services, prior studies have not used this paradigm to explore 

whether foreign firms transfer the practices employed by their parent firm to 
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differentiate their organisational service climate in an international setting. The 

perspectives of ownership and internalisation advantages of the eclectic paradigm can 

enhance our understanding on how foreign service providers use these specific 

advantages and transfer the practices from their parent firm’s home country to create 

different level of service climate compared to local firms in emerging markets.  

2.2.3. Social exchange theory 

Social exchange theory (Blau, 1968; Gould-Williams, 2007; Lages and Piercy, 2012; 

Sierra and McQuitty, 2005; Snape and Redman, 2010) provides an understanding about 

how organisations build a long-term relationship with their employees. As Blau (1968) 

suggested, employment relationships in a firm can be seen as a social exchange. The 

quality of social exchange leads to unspoken obligations between the parties (Blau, 

1968). The process of social exchange is initiated by a firm when the firm signals to 

employees that it cares about its employees’ well-being and their individual interests, 

and values employees’ contributions. If such supportive treatment is implemented, then, 

according to social exchange theory, employees will be motivated and reciprocate with 

positive work outcomes (Gould-Williams, 2007). For example, the quality of leader-

member exchange and organisational supports such as training, employee involvement, 

and reward programs have been identified as inputs for a social exchange (Snape and 

Redman, 2010). These inputs are likely to result in employees feeling of supported by 

the organisation, which in turn leads to possible forms of reciprocation such as 

employee commitment, loyalty and organisational citizenship behaviour (Gould-

Williams, 2007; Snape and Redman, 2010).  
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Within service climate research, Auh et al. (2011) applied a similar theory, self-

determination theory, as the theoretical underpinning for the impact of autonomy on 

service climate. This argument suggests that as employees become more self-

determined, they feel a greater sense of motivation and subsequently interpret and 

perceive their working environment in a more positive lens. This theory, however, is not 

a comprehensive explanation for the creation of service climate by other antecedents 

such as work facilitation or other aspects of service-oriented HRM practices. In this 

study, by applying social exchange theory, it is argued that the exchange of resources 

(e.g. service-oriented HRM practices and internal customer service) prompts a sense of 

obligation in service employees. As a result, service employees reciprocate by engaging 

in attitudes and behaviours that support service values and organisational goals, which 

in turn can create a favourable service climate.  

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2: Theoretical underpinnings of this study 
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Although these theories are different, integrating them generates a richer and more 

comprehensive understanding of how service climate can be created under different 

ownership arrangements (local versus foreign firms) in emerging markets (Figure 2.2).  

2.3. The nature of services  

It is generally accepted that the marketing and management of services are different 

from those of products (Hoffman et al., 2010; Parish et al., 2008). Thus, prior to 

examining the concept of service climate, it is necessary to understand the concept of 

services and identify the distinct characteristics of services. 

Services are usually referred to as intangible and their output is viewed as an activity 

rather than an object (Johns, 1999). A service is defined as “a deed, a performance, an 

effort,… and when a service is purchased, there is generally nothing tangible to show for 

it” (Berry, 1980, p. 24). Gronroos (1988, p. 10) defined a service as “not a thing but a 

series of activities or process, which moreover are produced and consumed 

simultaneously at least to some extent… ”. Additionally, Vargo and Lusch (2004, p. 2) 

defined services as “the application of specialized competences (knowledge and skills) 

through deeds, processes, and performances for the benefit of another entity or the entity 

itself”.  

Although there has been a debate on the characteristics of services for all service sectors 

and service situations, the core characteristics of services that are widely recognised in 

the services marketing literature include: intangibility, heterogeneity, inseparability, and 

perishability (Gilmore, 2003; Hong et al., 2013; Mudie and Pirrie, 2006; Zeithaml, 

Bitner and Gremler, 2009). These characteristics are described as follows.   
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Intangibility is the most basic difference between goods and services. It refers to the fact 

that services cannot be seen, tasted, felt, heard, or touched in the same manner as goods 

(Hoffman et al., 2010; Mudie and Pirrie, 2006). Unlike physical goods, services are 

difficult to communicate and ready to display, nor can they be stored, or protected 

through patents (Gilmore, 2003). As such, potential customers have difficulties in 

evaluating and comparing services (Gilmore, 2003). The intangible nature of services 

also poses significant challenges for service managers to control the quality of services 

(Hollins and Shinkins, 2006; Mudie and Pirrie, 2006).     

Heterogeneity refers to the potential of high variability in the performance of a service 

(Gilmore, 2003; Mudie and Pirrie, 2006; Zeithaml, Parasuraman and Berry, 1985). The 

quality of a service may vary depending on differences across service employees, 

specific customer demands, and when the service is provided (Mudie and Pirrie, 2006; 

Zeithaml et al., 2009). Even for an individual service employee, there may be variations 

in service performance during different times due to fluctuating moods of the 

individuals (Hoffman et al., 2010; Mudie and Pirrie, 2006; Zeithaml et al., 1985). 

Further, evaluations of services depend on attitudes, experience and expectations of 

customers which may vary over time (Mudie and Pirrie, 2006). In sum, the performance 

of services is less standardised and consistent than physical goods (Berry, 1980; 

Hoffman et al., 2010).   

Inseparability means that the production and consumption of services take place 

simultaneously (Mudie and Pirrie, 2006; Zeithaml et al., 1985). While goods are 

produced, stored, and then sold and finally consumed, services are sold, and then 

produced and consumed at the same time. As a result, customers are often present and 
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interact with service providers during the service delivery (Mudie and Pirrie, 2006; 

Zeithaml et al., 1985). Although the physical presence of customers may force service 

providers to exercise care in what and how services are delivered (Mudie and Pirrie, 

2006), the literature has identified that the interaction and engagement of customers 

during the delivery process may help service firms in several activities such as ideas for 

service development, and improve frontline employees’ performance based on their 

constructive feedback (Alam, 2013; Doorn et al., 2010; Novicevic et al., 2011; Troye 

and Supphellen, 2012).  

Perishability refers to storability of services. In general, services cannot be saved or 

stored for later sales. If capacity exceeds demand, the revenue will be lost. For example, 

unused seats in airlines and unoccupied rooms in hotels cannot be reclaimed (Hoffman 

et al., 2010; Zeithaml et al., 1985). Service managers, therefore, need to develop a 

suitable strategy to match supply and demand of services (Hoffman et al., 2010; Mudie 

and Pirrie, 2006) .               

2.4. The concept of service climate  

These above characteristics of services suggest that, compared to production of goods, it 

is more difficult for service firms to accurately standardise, control and evaluate the 

service delivery process (Hoffman et al., 2010; Mudie and Pirrie, 2006; Zeithaml et al., 

2009). Service firms thus need to create a favourable service climate in order to guide 

the attitudes and behaviour of service employees for better service quality (Hong et al., 

2013). This section will discuss the concept of service climate, its dimensions and its 

importance to organisational success.  
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Service literature has used the term ‘climate’ in various contexts. While some 

researchers use climate in a generic way (González-Romá, Peiró and Tordera, 2002; 

Gould-Williams, 2007; Schneider et al., 2002; Zohar and Luria, 2004), most research 

applies a more specific understanding for climate. For example, innovation climate 

(Bommer and Jalajas, 2002; Sarros, Cooper and Santora, 2008), organisational climate 

(Ngo, Foley and Loi, 2009; Rogg et al., 2001; Wallace, Hunt and Richards, 1999), work 

climate (Lam and Lau, 2008; Yoon, Beatty and Suh, 2001), safety climate (Flin et al., 

2000; Griffin and Neal, 2000; Walston, Al-Omar and Al-Mutari, 2010), justice climate 

(Walumbwa, Harnell and Oke, 2010), service climate (Hong et al., 2013; Salvaggio et 

al., 2007; Schneider, Wheeler and Cox, 1992; Schneider et al., 1998; Sowinski, 

Fortmann and Lezotte, 2008; Steinke, 2008), ethical climate (Grojean et al., 2004; Moon 

and Choi, 2014; Wimbush, Shepard and Markham, 1997) and diversity climate (Mor 

Barak, Cherin and Berkman, 1998; Price et al., 2005). Each perspective on climate has 

its own applications in explaining different aspects of behaviour and distinct benefits in 

organisations. For example, while safety climate is used to explain knowledge and skill 

motivation, and safety performance (Griffin and Neal, 2000; Walston et al., 2010), 

innovation climate is considered as a predictor of creativity and productivity in 

organisations (Bommer and Jalajas, 2002).  

The focus of this research is on service climate, that is how service employees perceive 

the message about the importance of service in their organisation (Schneider and 

Bowen, 1993; Yoon et al., 2001). The following sections will describe in details the 

concepts of organisational climate, service climate and its dimensions, as well as explore 

the important role of service climate in an organisational setting.  
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2.4.1. Organisational climate 

The construct of climate was first introduced by Lewin, Lippitt and White (1939) who 

used social climate and social atmosphere interchangeably to describe the shared 

perceptions of atmosphere, and mood between people in a setting. Organisational 

climate is an approach to conceptualise the organisational members’ experiences of their 

work organisation (Schneider and White, 2004). In general, the concept of climate or 

“feeling in the air” people get from their organisation is defined as the “atmosphere that 

employees perceive is created in their organizations by practices, procedures, and 

rewards” (Schneider, Gunnarson and Niles-Jolly, 1994, p.18). Since employees are 

active perceivers of their working environment, they tend to form their perceptions by 

observing and considering how the daily business of their organisation is operated and 

what goals their organisation is pursuing (Schneider, Brief and Guzzo, 1996). Schneider 

and White (2004) emphasised that organisation transmits this information to its 

employees via the organisation’s policies, procedures and practices such as human 

resource policies and practices, marketing practices, and operations management 

procedures and practices, which collectively send messages to their employees about 

what is important in the organisation, and what behaviour will be rewarded, supported 

or expected. Based on these behaviour and activities, they will develop a sense of “what 

is important around here?”, that illustrates organisational climate (Schneider and White, 

2004, p.93).  

Organisational climate is a result of both social psychological and organisational 

processes and is, therefore, a multi-faceted construct (Glick, 1985). Schneider (1975), 

Schneider et al. (1994) and Schneider et al. (2000) argued that organisations may have 
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various priorities and therefore should be strategically focused on something, for 

instance on developing a climate for safety, a climate for service or a climate for 

innovation. When a safety climate exists, it is more likely for the organisation to comply 

with safety rules and less likely for it to be involved in accidents (Flin et al., 2000; 

Walston et al., 2010). When organisational climate refers to employees’ perceptions 

about overall organisational practices, service climate focuses on the practices related to 

delivering excellent services and the degree to which service quality is emphasised in 

the organisation (Bowen and Schneider, 2014; Schneider and White, 2004). Among 

specific climates studied in the literature, service climate has received the most research 

attention in line with the significant growth in services and their increasing contribution 

to the global economy (Bowen and Schneider, 2014; Jia, Reich and Pearson, 2008). The 

relationship between organisational climate and service climate is illustrated in Figure 

2.3.  

 

 

 

 

 

 

 

 

Figure 2.3: The relationship between organisational climate and service climate 

(Adapted from Schneider et al. 2000) 
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2.4.2. Defining service climate 

Research in service climate has existed since the 1980s (Schneider, 1980). There are 

various definitions of service climate in service marketing and management literature. 

Schneider et al. (1998, p.151) defined service climate as the perceptions shared among 

employees regarding “the practices, procedures, and behaviours that get rewarded, 

supported, and expected with regard to customer service and customer service quality”. 

Similarly, Johnson (1996) emphasised that service climate exists when “these 

perceptions are integrated into a theme that indicates service is important to the 

organization” (p.832). The focal point of service climate is the extent to which employee 

efforts and competency are directed towards delivering high quality services (Schneider 

et al., 1998). A service climate exists in the mindset of employees if they perceive that 

several messages provided by their organisational practices and reward systems, 

primarily under managerial influence, indicate the organisation’s priority commitment to 

customers and to services (Bowen et al., 2000; Pugh et al., 2002; Solnet and Paulsen, 

2006). Service climate, therefore is built on the basis of caring for both internal 

customers (employees) and external customers (Voon et al., 2009).  

In addition to organisational service climate, some authors have further developed the 

concept of service climate in various contexts. For example, de Jong, Ruyter and 

Lemmink (2004) extended the concept of service climate in the context of self-

managing service teams (SMTs). As work-group practices may create variability in 

shared perceptions of behaviour among teams, SMT service climate is defined as the 

“collective beliefs of SMT members on effort, knowledge, skills, and performance with 

regard to effective service delivery (de Jong et al., 2004, p.19). Adapting Schneider et al. 
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’s (1998) definition of service climate, Jia, Reich and Pearson (2008) defined service 

climate in the context of information technology (IT) professional service employees as 

“IT professionals’ shared perceptions of the practices and behaviors in their workplace 

that support the provision of IT service to business customers” (p. 299).  

Although much of the service climate literature has studied service climate level, there 

has been a growing interest in service climate strength (González-Romá et al., 2002; Jia 

et al., 2008; Poto nik et al., 2011; Schneider et al., 2002; Sowinski et al., 2008). While 

service climate level illustrates the favourableness or positiveness of employees’ 

perceptions of service climate (calculated as a group mean), service climate strength 

represents the agreement within a group regarding employee perceptions of service 

climate (Bowen and Schneider, 2014; Schneider et al., 2002; Sowinski et al., 2008). In 

other words, low variance in employee perception of service climate indicates a high 

climate strength (Bowen and Schneider, 2014). An organisation with both a positive and 

a strong service climate will create uniform positive behaviour from employees in the 

organisation (Schneider et al., 2002).  

However, there is some confusion in the literature between service climate, service 

culture, service orientation, and service quality. These three concepts need to be 

clarified for better understanding the concept of service climate. Each of these concepts 

is further elaborated below. 

Service climate vs. Service culture  

The concept of service culture first appeared in Grönroos’ (1990) work. As a specialised 

culture within the broader concept of organisational culture, service culture is defined as  

“a culture where an appreciation for good service exists, and where giving good service 
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to internal as well as ultimate, external customers is considered by everyone a natural 

way of life and one of the most important values” (Gr nroos, 200 , p.418). Compared to 

service culture, service climate is more tangible and directly related to managerial 

observable policies, procedures and practices (Bowen et al., 2000). Service climate is 

also considered as a tangible surface layer of service culture (Bowen, cf. Ostrom et al., 

2010, p.12-13). As these tangibles of service climate evolve over time, a sharing of basic 

values, beliefs and assumptions of service culture will be reinforced (Bowen et al., 2000; 

Schneider, cf. Ostrom et al., 2010, p.14). In other words, although both service culture 

and service climate focus on the social-psychological context, the basic distinction 

between service culture and service climate lies in the layer or level of analysis. While 

service culture is found in the deep layer of organisations in giving customer service in 

the forms of beliefs, values and assumptions, service climate refers to perceptions of a 

service environment, is considered as relatively temporary and is subject to direct 

control (Denison, 1996).   

Service climate vs. Service orientation 

Service orientation has been studied both at individual and organisational levels. At the 

individual level, the concern is how service employees respond to the service process 

(Frei and McDaniel, 1998). Service orientation is seen as personal characteristics, traits, 

and behaviour determinants of employee service providers needed to deliver services 

(Chait, Carraher and Buckley, 2000; Vella, Gountas and Walker, 2009). At the 

organisational level, the concern is “the set of organizational activities designed to 

create and deliver an excellent service” (Gonzalez and Garazo, 2006, p.27).  
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At this organisational level, Homburg, Hoyer and Fassnacht (2002) offered two 

perspectives on service orientation, namely organisational elements or parameters (i.e. 

organisational structure, climate) and business strategy. Since Homburg et al.’s (2002) 

work, some authors measured constructs of service orientation of business strategy and 

service orientation of organisational structure (Gebauer et al., 2009). Because service 

orientation relates to both individual and organisational perspectives, it is a broader 

concept compared to service climate.  

Service climate vs. service quality  

Service quality refers to the difference between customer expectations of services  and 

their perceptions of service performance (Hoffman et al., 2010; Zeithaml et al., 2009). If 

a service fails to meet customer expectations, the customer will perceive this service as 

poor quality (Hoffman et al., 2010). Several scholars have tried to measure customer 

perceived service quality. At present, the measure of service quality used most 

frequently is the SERVQUAL gap model developed by Parasuraman, Zeithaml, & Berry 

(1988). This model is based on five service quality dimensions: reliability, 

responsiveness, assurance, empathy, and tangibles. Service quality relates to customer 

expectations and perceptions of services, and is therefore different from service climate 

which refers to employee perceptions of their service environment.     

In summary, service climate is different from service culture, service orientation, and 

service quality. For the purpose of this study, and in line with the definitions of service 

climate offered by de Jong et al. (2004), and Schneider et al. (1998), the researcher has 

defined service climate as collective employee perceptions about the efforts, skills, 
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knowledge, and courtesy of their organisation and their organisation’s members with 

regard to customer service delivery.  

2.4.2. Dimensions of service climate 

There is a large volume of service climate literature exploring its dimensions. Yet 

despite the development of service climate studies, there is still no consensus on what 

constitutes a service climate. Indeed, several authors developed or used various 

dimensions related to service climate in different contexts. While some scholars 

(Johnson, 1996; Schneider and Bowen, 1985; Schneider, Parkington and Buxton, 1980) 

considered service climate multi-dimensional construct, others (de Jong et al., 2004; 

Gracia et al., 2010; Liao and Chuang, 2007; Little and Dean, 2006; Mayer, Ehrhart and 

Schneider, 2009; Salanova et al., 2005) have highlighted its uni-dimensional nature.  

In regard to multi-dimensional construct, an early study measuring service climate from 

branches of two large banks by Schneider, Parkington and Buxton (1980) proposed that 

service climate can be measured with seven dimensions, namely managerial functions, 

effort rewarded, retain customers, personnel support, central processing support, 

marketing support, and equipment/supply support. Based on this seminal study, 

Schneider and Bowen (1985, 1993) tested the relationships between the service quality 

attitudes and turnover intentions of employees and customers. The authors conducted a 

principle component factor analysis that yielded a set of four dimensions, namely branch 

management/managerial behaviour, system support, customer attention/retention, and 

logistics support. Schneider et al. (1992) obtained qualitative information to identify the 

themes that constitute service climate. The authors then used content analysis and 

identified coordination, environment, interpersonal relationships, service, and other 



32 

 

resources as major themes underlying employee perceptions of service climate. Further, 

Johnson (1996) proposed a climate for service construct by examining employee 

perceptions regarding the degree to which their organisation focused on services, their 

managers and employees were service oriented and their organisation’s policies and 

procedures supported service. Johnson’s (1996) service climate dimensions focused on 

eight assessment areas, including service strategy, service support, service systems, 

recognition, management service orientation, and employee service orientation.  

The dimensions identified by Schneider et al. (1998) seems to be most influential in the 

service climate literature. These authors developed four different dimensions of service 

climate, comprising customer orientation, managerial practices, customer feedback, and 

global service climate. Customer orientation of the organisation is the degree to which 

an organisation emphasises the importance of meeting its customers’ needs and 

expectations for service quality; its managerial practices reflect immediate manager’ 

actions that support the service delivery; customer feedback reveals the solicitation and 

use of feedback from customers with regard to service quality; and its global service 

climate provides a summary measure of the climate for service (Schneider et al., 1998). 

However, a high correlation between global service climate and the three other 

dimensions of service climate was found in Schneider et al.’s (1998) work.  

Since Schneider et al.’s (1998) work, other authors have tended to use the global service 

climate construct developed by Schneider et al. (1998) in their research, such as Barnes 

and Collier (2013), Gracia, Cifre and Grau (2010), Hon (2013), Liao and Chuang 

(2007), Little and Dean (2006), Mayer, Ehrhart and Schneider (2009), Pimpakorn and 

Patterson (2010), Raub and Liao (2012), Salanova, Agut and Peiro (2005), Salvaggio et 
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al. (2007), Schneider et al. (2002), Wang (2009), and Way, Sturman and Raab (2010). In 

the global service climate construct, each item describes a separable facet of the 

organisation’s work setting and the aggregate of the items represents the more global 

gestalt of service climate (Schneider and White, 2004). Because service climate 

represents an overall sense or atmosphere of a service organisation, service climate 

scholars may use global service climate to assess directly employees perceptions of the 

favourableness of their organisation’s service climate (Schneider and White, 2004). 

Additionally, Glisson and James (2002) and Griffin and Neal (2000) argued that the 

climate construct should be conceptualised as a global construct as it will reflect 

individual employees’ perceptions about how service is valued within their organisation 

and will represent a more accurate estimate of the relationship between service climate 

and other factors.  

Further dimensions have been used in the context of self-management team (SMT) (de 

Jong et al., 2004), of branch-targeted and organisation-targeted service climate (Dietz et 

al., 2004), and of achievement of customer lifetime value (Schneider et al., 2006) 

following Schneider et al. (1998). In measuring SMT service climate, de Jong et al.  

(2004) conducted in-depth interviews with front-line service employees, and based on 

the operationalisation of tolerance-of-freedom instrument, the authors conducted a 

confirmatory factor analysis and yielded six items to measure SMT service climate as a 

uni-dimensional construct or global construct. In another context, Dietz, Pugh and Wiley 

(2004) developed two categories of the service climate of retail bank branches, 

including branch employees’ perspective on branch-targeted service climate and on 

organisation-targeted service climate. However, the overall items are similar to global 
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service climate developed by Schneider et al. (1998). Further, Schneider et al. (2006) 

developed a service climate items with implications for achieving customer lifetime 

value (CLV) strategic goals. These items are also in global construct but the focus is on 

CLV achievement.  

In summary, there has been no universal set of dimensions for service climate in extant 

literature. A set of accurate dimensions are likely to rely on issues that are of concern for 

particular industries or organisations. While earlier research in service climate view 

service climate as a multi-dimensional construct and measure it using 2-8 dimensions, 

recent works on service climate have used a uni-dimensional construct. A summary of 

service climate dimensions in the literature is described in Table 2.1.  
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Table 2.1: Service climate dimensions – a summary from various authors between 1980 - 2014 

       

                     Dimensions 

 

 

 Authors 

Multi-dimensional construct 

 

Uni-dimensional 

construct 

Service 

strategy/ 

vision 

Managerial 

functions/ 

Practices 

Customer 

orientation/ 

treatment 

Customer 

feedback/ 

estimate of 

customer 

satisfaction 

Systems 

support 

 

Personal 

support  

Logistics 

support 

Global service 

climate 

Schneider et al. (1980)  x x  x x x  

Schneider and Bowen 

(1985; 1993) 
 x x  x x x  

Schneider et al. (1992)  x   x x   

Johnson (1996) x x x x x x x  

Schneider et al. (1998)  x x x    x (7 items) 

Schneider et al. (2002)        x 

Dietz et al. (2004)        x 

De Jong et al. (2004)        x 

Salanova et al. (2005)        x (4 items) 

Solnet and Paulsen 

(2006) 
x x x  x x   

Schneider et al. (2006)        x 

Little and Dean (2006)        x 

Hui et al. (2007)   x     x 

Chathoth et al. (2007) x x x x  x   

Salvaggio et al. (2007)        x (8 items) 

Mayer et al. (2009)        x 

Wang (2009)        x 

Gracia et al. (2010)        x (3 items) 

Pimpakorn and Patterson 

(2010) 
       x 

Walumbwa et al. (2010)        x 

Way et al. (2010)        x 
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Abston and Kupritz 

(2011) 
       x (8 items) 

Auh et al. (2011)        x (6 items) 

Ehrhart et al. (2011)        x (5 items) 

Zhang et al. (2011)        x 

Raub and Liao (2012)        x 

Barnes and Collier (2013)        x (5 items) 

Drach-Zahavy and 

Somech (2013) 
       x (8 items) 

Hon (2013)        x 

Lam and Mayer (2013)        x 

Kopperud et al. (2014)        x (4 items) 

 Service 

strategy/ 

vision 

Managerial 

functions/ 

Practices 

Customer 

orientation/ 

treatment 

Customer 

feedback/ 

estimate of 

customer 

satisfaction 

Systems 

support  

 

Personal 

support  

Logistics 

support 

Global service 

climate 

Total  3 7 7 3 5 6 3 25 
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2.5. The importance of service climate 

It is crucial for an organisation to develop a favourable service climate if it wants to 

retain a competitive advantage (Gracia et al., 2010; Lux, Jex and Hansen, 1996). 

Compared to the production of goods, the attributes of service (e.g. intangibility, 

inseparability) suggest that it is more difficult for a service firm to accurately assess and 

monitor the service delivery process (Mudie and Pirrie, 2006; Schneider and Bowen, 

1993). As a result, service firms need to build a favourable service climate in order to 

guide the attitudes and behaviours of their service employees in the delivery process 

(Hong et al., 2013). Existing research has shown that employee perceptions of service 

climate have positively correlated with (1) employee outcomes such as employee job 

satisfaction, employee commitment and loyalty (Barnes and Collier, 2013; He, Li and 

Lai, 2011; Hong et al., 2013; Little and Dean, 2006; Voon et al., 2009; Wang, 2009; 

Yoon et al., 2001), (2) customer outcomes such as customer perceived service quality, 

customer satisfaction, customer retention and loyalty, word of mouth behaviour (Dietz et 

al., 2004; Gracia et al., 2010; Hui et al., 2007; Jia and Reich, 2013; Johnson, 1996; Raub 

and Liao, 2012; Salanova et al., 2005; Schneider et al., 1980; Schneider et al., 1998; 

Solnet, 2006; Solnet and Paulsen, 2006; Yoon et al., 2001), and (3) organisational 

business performance (de Jong et al., 2004; Hong et al., 2013; Schneider et al., 2006; 

Solnet and Paulsen, 2006; Voon et al., 2009). The details of the outcomes will be 

discussed next.  
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Service climate and employee outcomes  

Employee perceptions of service climate have been found to be related to employee 

outcomes. Because service climate signals the types of behaviours and attitudes that are 

desired, supported and rewarded, employees working in a positive service climate are 

likely to identify with their organisational values and support their organisational goals 

(Hong et al., 2013). A regression analysis by Little and Dean (2006) suggested that 

service climate in a call centre impacts employees on both their level of commitment and 

their self-reported feelings about their service quality capability. Similarly, Voon et al.’s 

(2009) findings indicated that service climate positively affects employee satisfaction and 

employee loyalty, which in turn lead to positive organisational performance. A self-report 

data from front-line employees in four service industries by Pimpakorn and Patterson 

(2010) further supports that service climate contributes to employee customer-oriented 

behaviour. Dimitriades (2007), Mechinda and Patterson (2011), Wang (2009) and 

Walumbwa et al. (2010) extended the research on the effect of service climate on 

employee outcomes by looking at customer-oriented organisational citizenship behaviour 

(OCB). For example, Mechinda and Patterson (2011) found that service climate has a 

greater positive influence on customer-oriented OCB of service employees than other 

variables.   

Service climate and customer outcomes 

Through the investigation of employees and customers from 23 bank branches, Schneider 

et al. (1980) were the first authors to highlight the crucial role of service climate on 

customer perceived service quality. Strong and significant relationships were found 

between several service climate dimensions such as personal support, equipment/supply 
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support with customer ratings of service quality from this study. Some aspects of service 

climate will “show to customers” and may affect their perceptions of service quality 

(Schneider and White, 2004, p.110). As a replication and extension of Schneider et al.’s 

(1980) study, Schneider and Bowen (1985) found the same positive relationships between 

employees’ perceptions of service climate and customer perceptions of customer service 

quality although correlations were lower in the later study. Schneider and Bowen (1985), 

thus emphasised that delivering service to customers outside organisations should not 

deny the central role of internal customers. Schneider et al. (1980) and Schneider and 

Bowen (1985) also demonstrated a circle of success: service quality engenders customer 

satisfaction which in turn stimulates employees to satisfy customers. A longitudinal study 

by Ryan et al. (1996) further supported the reciprocity of employee-customer relation: 

customer satisfaction in 1992 generated employee satisfaction in 1993. Schneider et al. 

(1998) used different service climate dimensions and different customer dimensions 

compared to previous Schneider’studies and also found a strong relationship between 

global service climate perceived by bank employees and service quality perceived by 

customers. Later studies demonstrating similar results include those by Gracia et al. 

(2010), Hong et al. (2013), Hui, et al. (2007), Jia and Reich (2013), Little and Dean 

(2006), and Schneider et al. (2002). These studies further support the link between 

employee experiences and customer experiences.  

From a service-profit chain perspective (Heskett and Schlesinger, 1994; Homburg, 

Wieseke and Hoyer, 2009), there are linkages between employee and customer 

experiences. Employee satisfaction and loyalty impact customer perceived service quality 

and customer satisfaction, which in turn drives customer loyalty, customer behavioural 
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intentions and firm financial performance. Applying this theory, several authors (Dietz et 

al., 2004; He et al., 2011; Hong et al., 2013; Salanova et al., 2005; Schneider et al., 2009; 

Towler et al., 2011) have attempted to extend the relationships between service climate 

and other customer outcomes such as customer satisfaction, customer loyalty, word of 

mouth (WOM) behaviour and firm performance. For instance, Johnson (1996) examined 

the influences of service climate on several dimensions of customer satisfaction including 

teller service, branch staff service, problem solving, phone representative service, bank 

statements, convenience, satisfaction with service quality, perceived quality and overall 

satisfaction. By conducting survey of employees and customers from 57 bank branches of 

a large bank, the author found that all of the dimensions of service climate were 

correlated with at least one dimension of customer satisfaction. Similarly, Dietz et al.  

(2004) studied boundary conditions and asserted that branch employees’ perspective on 

branch-targeted service climate and organisation-targeted service climate contributed to 

customer satisfaction. Service climate was also found to have significant relations to 

other customer outcomes (e.g., increased loyalty, repeat visits, client empowerment, and 

word-of-mouth behaviour) (Salanova et al., 2005; Solnet and Paulsen, 2006; Steinke, 

2008; Towler et al., 2011; Voon et al., 2009).  

Service climate and business performance  

General support of a relationship between service climate and business performance has 

been found in a number of studies (de Jong et al., 2004; Hong et al., 2013; Schneider et 

al., 2005; Schneider et al., 2009; Solnet and Paulsen, 2006). Specifically, service climate 

has been found to influence financial performance such as sales performance (Hong et al., 

2013; Schneider et al., 2005; Schneider et al., 2009), revenue growth and profit growth 
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(Hong et al., 2013; Solnet and Paulsen, 2006), and market performance (Schneider et al., 

2009). However, these studies have provided inconsistent results and supported the 

contention that a positive service climate may not necessarily enhance all aspects of 

business performance. For example, while Hong et al. (2013) and Schneider et al. (2005) 

found a positive relationship between service climate and sales performance, de Jong et 

al. (2004) found this relationship to be negative. De Jong et al. (2004) explained their 

inability to provide a positive relationship between service climate and sales productivity 

as a trade-off between customer targets and sales targets. The inconsistent results suggest 

that the influence of service climate on sales performance is probably dependent on the 

environment or the boundary conditions in which firms are operating. Further 

investigations should be undertaken to explore under which conditions this relationship 

would be positive or negative, although this is beyond the scope of this study.  

In summary, exsiting research has found the influences of service climate on various 

aspects of employees, customers and organisations. These influences are summaried in 

Table 2.2. The following sections will address the literature on shaping service climate 

and shaping service climate in an emerging market context.  
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Table 2.2: A summary of literature review of service climate’s outcomes 1980-2013 

 

 

       Outcomes 

 

 

 

Work 

Employee outcomes Customer outcomes Business 

outcomes 
Employee 

satisfaction 

Employee 

commitment 

and loyalty 

Employee’s 

performance

/capability 

Employee 

behaviour/

effort/ 

OCB 

Customer 

service 

quality 

Customer 

satisfaction 

Customer 

retention 

and loyalty 

Repeat 

visits 

and 

WOM 

Other 

customer  

outcomes 

Financial 

benefits/ 

market 

performance 

Schneider et al.  

(1980) 

    x      

Schneider and 

Bowen (1985; 1993) 

     x      

Johnson (1996)      x     

Schneider et al.  

(1998) 

    x      

Yoon et al. (2001) x   x x      

Schneider et al.  

(2002) 

    x      

Dietz et al. (2004)      x     

de Jong et al. (2004)     x     x 

Schneider et al.  

(2005) 

   x  x    x 

Salanova et al.  

(2005) 

  x    x    

Solnet and Paulsen 

(2006) 

     x x x  x 

Schneider et al.  

(2006) 

   x  x x   x 

Little and Dean  x x        
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(2006) 

Chathoth et al.  

(2007) 

x          

Hui et al.  (2007)     x      

Liao and Chuang 

(2007) 

  x      x (customer 

relationship) 
 

Dimitriades (2007)    x       

Steinke (2008)     x x   x (client 

empower-

ment) 

 

Mayer et al.  (2009)      x     

Voon et al. (2009) x x        x 

Schneider et al.  

(2009) 

     x    x 

Wang (2009)    x       

Yeh (2009)  x x        

Gracia et al.  (2010)    x x      

Pimpakorn and 

Patterson (2010) 

   x       

Walumbwa et al.  

(2010) 

x x  x       

Way et al. (2010)   x        

Ehrhart et al. (2011)     x      

He et al. (2011)  x    x     

Martinez-Tur et al. 

(2011) 

    x      

Mechinda and 

Patterson (2011) 

   x       

Towler et al. (2011)      x x    

Zhang et al. (2011)   x        
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Drach-Zahavy and 

Somech (2013) 

   x       

Hong et al. (2013) x x x  x x    x 

Jia and Reich (2013)     x      

Michel et al. (2013)  x x        

 Employee 

satisfaction 

Employee 

commitment 

and loyalty 

Employee’s 

service 

performance

/capability 

Employee 

behaviour/

effort/ 

OCB 

Customer 

service 

quality 

Customer 

satisfaction 

Customer 

retention 

and loyalty 

Repeat 

visits 

and 

WOM 

Other 

customer  

outcomes 

Financial 

benefits 
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2.6. Antecedents of service climate  

While research on the outcomes of service climate shows a clear picture of its crucial role 

in organisational success, research on its antecedents has received far less attention. 

Marketing theorists have proposed that internal marketing practices are crucial to create 

and develop a service climate (Zeithaml et al., 2009; Zerbe, Dobni and Harel, 1998). 

Internal marketing (IM) is about marketing activities within the organisation to develop  

motivated and customer-conscious service employees at every level of the organisation 

(Gronroos, 1990b; Snell and White, 2009). According to Shiu and Yu (2010), there are five 

major components of IM, including viewing employees as internal customers, enabling 

employees to be customer-oriented, human resource management-oriented viewpoint, 

internal exchange and strategic tools. If organisations want to operate successfully with 

their external customers, they must first achieve effective internal exchanges with their 

service employees as internal customers (George, 1990). Goods, services, specific external 

marketing campaigns as well as new technology, new systems of functioning should be 

marketed internally to employees before they are marketed outside the organisation 

(Gronroos, 1990b). The use of marketing in IM context suggests that all techniques, 

concepts and theories used to achieve customer satisfaction should be applied in the 

context of internal customers (Shiu and Yu, 2010). As such, organisations must first seek to 

support and satisfy their employees as internal customers to provide a climate for effective 

marketing behaviour (Ballantyne, 2000).  

Although the distinction and interrelationship between IM and human resource 

management (HRM) has yet to be clearly defined, Glassman and McAfee (1992) suggested 
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that the fundamental role of IM is to integrate both marketing functions and HRM 

functions, in which HRM is a resource tool for the marketing function and personnel 

becomes the fifth P of marketing. In other word, IM is the use of HRM to obtain the goal of 

service consciousness and customer-oriented marketing (Gr nroos, 200 ).  

Prior studies on antecedents of service climate (e.g. Auh et al., 2011; Hong et al., 2013; 

Salanova et al., 2005) have identified organisational resources and IM practices such as 

training and development, job autonomy, adoption of new technology, inter-department 

support and leadership as the main antecedents of service climate. However, these studies 

provide inconsistent results. While Auh et al. (2011) found a positive relationship between 

autonomy and service climate, Salanova et al.’s (2005) work failed to support the direct 

effect of autonomy and training on service climate. Additionally, these studies focus on one 

or two antecedents at a time, isolated from other factors. For example, Auh et al. (2011) 

singled out job autonomy and provided evidence of its impact on service climate. Recently, 

Hong et al.’s (2013) meta-analysis placed these antecedents into two broad groups: HR 

practices and leadership. In reality, all antecedents co-exist within a service organisation. 

To the researcher’s knowledge, no study has explored the interactions of such antecedents 

in facilitating the creation of a favourable service climate. More importantly, the extant 

literature only focuses on firm-based antecedents of service climate, limiting their 

application at a firm level.  

As a result of an extensive literature review to identify relevant variables that affect the 

creation of employee perceptions of service climate, four categories of antecedents are 

identified from the literature and they are discussed next. A summary of the literature 

review of the antecedents of service climate is presented in Table 2.3.  
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Table 2.3:  A summary of literature review of antecedents of service climate 1980-2014 

 

       Antecedents 

 

 

 

Work 

Leadership HR practices Inter-

departme

-ntal 

support 

Work facilitation 
Service 

leadership 

Transformat

-ional 

leadership 

Manager 

personality 

Servant  

leadership 

Training Autonomy General 

HR/ 

Human 

behaviour  

Technology/

computer 

support 

Physical 

design 

Schneider et al.  

(1998) 

       x x  

Borucki and Burke 

(1999) 

x          

de Jong et al.  

(2004) 

       x   

de Jong, de Ruyter 

and Lemmink 

(2005) 

       x   

Salanova et al.  

(2005) 

    x x   x  

Schneider et al.  

(2006) 

      x    

Liao and Chuang 

(2007) 

 x         

Salvaggio et al.  

(2007) 

  x        

Steinke (2008)          x 

Gracia et al.  

(2010) 

    x x     

Walumbwa et al.  

(2010) 

   x       

Auh et al. (2011)      x     
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Drach-Zahavy and 

Somech (2013) 

     x     

Hong et al. (2013) x      x    

Kopperud et al.  

(2014) 

 x         

 Service 

leadership 

Transformat

-ional 

leadership 

Manager 

personality 

Servant  

leadership 

Training Autonomy General 

HR/ 

Human 

behaviour  

Inter-

department

-al support 

Technology/

computer 

support 

Physical 

design 
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2.6.1. Leadership  

Providing good service quality starts with the leaders of an organisation since leaders have 

the capacity to affect their subordinates’ atmosphere (Schneider and White, 2004; 

Walumbwa et al., 2010). Leaders espouse service vision and service-oriented values to 

their employees, inspire enthusiasm and optimism about obtaining customer satisfaction 

and loyalty (Liao and Chuang, 2007). In addition, leaders set service standards, stimulate 

new ways to enhance customer service, and engage in assisting, helping and meeting their 

subordinates’ individual needs within the work setting (Lytle, Hom and Mokwa, 1998). 

Service leaders communicate clearly to their service subordinates that organisational 

practices, procedures and policies are focused on high-quality service delivery and 

therefore foster a favourable service climate (Liao and Chuang, 2007).  

According to social exchange theory (Blau, 1968; Settoon, Bennett and Liden, 1996; Sierra 

and McQuitty, 2005), the foundation of any employment relationship can be characterised 

by social or economic exchanges. The quality of social exchange leads to unspoken 

obligations between the parties (Blau, 1968; Settoon et al., 1996). Positive, beneficial 

actions directed towards employees by leaders of the service organisations contribute to the 

creation of a social context in which employees perceive and reciprocate in positive and 

beneficial ways. Such actions include service leaders transcending self-interest, care and 

concern for employees and customers, and actions to help their followers (Settoon et al., 

1996; Walumbwa et al., 2010).  

Some empirical studies support the contention that leadership is related to service climate. 

Borucki and Burke (1999) showed that the importance of service to senior managers 

directly influences the perceived importance of service to lower levels of management (e.g. 
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store and immediate managers). When these service leaders perceive the crucial role of 

service quality, they establish managerial practices and policies oriented towards customer 

service and customer service quality (concern for customers) and those in turn will more 

directly impact employee perceptions of service climate (Borucki and Burke, 1999). 

Similarly, Walumbwa et al. (2010) focused on servant leadership, which includes both 

moral and inspirational components. Their studies suggested that leadership creates a group 

service climate by instilling service vision and values in the group (e.g. trust, personal 

integrity, helping with each other, sense of community) and emphasising those 

organisational policies, procedures and practices that reinforce leaders’ beliefs. Salvaggio 

et al. (2007) expanded the knowledge regarding the relationship between leadership and 

service climate by looking at leader personality. Drawing on personality trait theory 

(Brown et al., 2002; Wang, Freeman and Zhu, 2013) and social exchange theory (Blau, 

1968; Lages and Piercy, 2012), the authors argued that leaders with appropriate traits 

(positive core self-evaluations) were more likely to have a positive leader service quality 

orientation, which in turn was related to a positive service climate. Recently, Kopperud et 

al. (2014) examined the relationship of transformational leadership (charisma, 

individualised consideration, inspirational motivation, and intellectual stimulation) and 

service climate. Because of transformational leadership’s ability to influence employees’ 

attitudes and behaviours towards customers, this form of leadership was found to have a 

positive impact on service climate (Kopperud et al., 2014).   

In summary, previous studies have focused on the effect of leader personalities and/or 

leadership styles (servant leadership, transformational leadership) on service climate. As 

such, they have attempted to find the direct relationship between these certain forms of 
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leadership and service climate. However, as Borucki and Burke (1999) and Hartline and 

Ferrell (1996) suggested, unless leaders perceive the importance of service or commit to 

improving service quality, organisational practices that support service are not likely to be 

seen as a priority. As such, the influence of another form of leadership, namely leadership 

commitment to service quality (personal, affective commitment to enhance service quality 

in the organisation) (Hartline and Ferrell, 1996), on service climate should be further 

examined.  

2.6.2. Human resource management practices  

Service organisations can further foster a favourable service climate via a service-oriented 

human resource management (HRM) practices. The RBV of competitive advantage 

suggests that competitive advantage of a firm rests principally on its valuable resources or 

capabilities (Barney, 2001). Unlike other resources that can be acquired and duplicated, 

human resources are rare, value-addictive, inimitable and non-substitutable (Bowen and 

Ostroff, 2004). From the RBV perspective, service employees (human capital) with 

personal skills and capacities, technical skills and knowledge, business and management 

knowledge are valuable assets of the firm (Wright et al., 2001; Yang, 2008). Service 

employees are the key to service quality as “they are the organization to customers, 

because they understand what customers experience, and because the service encounter is 

essentially a social encounter between service deliver and customer” (Schneider, Chung 

and Yusko, 1993, p.200).  

For a service organisation, a service-oriented HRM that is targeted on delivering high 

quality service and meeting customer needs is essential. The service-oriented HRM 

practices implemented in an organisation may signal to its service employees the extent to 
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which the organisation expects, rewards and values in good service provision, thus 

affecting employee perceptions of service climate (Chuang and Liao, 2010). Recruitment 

and selection that focus on hiring service-oriented employees, provisioning employees with 

adequate training for interactions with customers and appropriate decision making 

authority, and rewarding service-related performance can result in positive employee 

perceptions of service climate and reduce obstacles for service performance (Lux et al., 

1996). For instance, Disneyland and Nordstrom have fostered service-oriented HRM to 

create a “total service climate”. Disneyland created a comprehensive practice including 

recruitment, selection and training to ensure that customers at Disney theme parks will 

always receive warm and friendly experience (Schneider et al., 1993). Nordstrom created a 

climate of salesperson empowerment in which salesperson had authority to respond to 

customers’ needs for out-of-stock items (Schneider et al., 1993).  

Limited empirical studies provide support for the linkage between certain HRM practices 

and a climate of service. As a pioneering study to support for this link, Schneider and 

Bowen (1993) reported on a study in which they hypothesised that employee perceptions of 

service climate played a mediating role in the relationship between employee well-being 

and customer perceptions of service quality. The research indicated that a climate for 

employee well-being acts as a foundation for a service climate. Further, Schneider et al. 

(1998) developed a model of the relationship between participation and training and service 

climate. Using the data from employees and customers of 138 branches of a US bank, the 

research found that branches providing foundation issues (e.g. supportive supervision, 

efforts to remove obstacles to work, participation and training) yielded a positive global 

service climate. This service climate in turn led to customer perceptions of service quality. 
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Similar results have been found in later studies. For instance, Salanova et al. (2005) 

reported that the central point for service climate improvement is organisational resources 

(facilitators) such as autonomy, training, and technical support. The study found that the 

relationship between organisational resources and service climate is fully mediated by 

work engagement (employees feel more vigorous, dedicated and absorbed in their tasks). 

As such, organisations that facilitate work for customer service exert a powerful effect on 

work engagement. In turn this engagement positively influences employee shared 

perceptions of service climate. Moreover, favourable service climate was shown to relate to 

employee performance and customer loyalty. However, Salanova et al. (2005) failed to 

support the hypothesis of a direct relationship between organisational resources (such as 

autonomy and training) and service climate. The absence of this relationship contradicted 

other studies (e.g. Auh et al., 2011; de Jong et al., 2004; Drach-Zahavy and Somech, 2013) 

that found a positive direct relationship between employee autonomy and service climate. 

The inconsistent results of the direct relationship between certain HRM practices such as 

autonomy and training and service climate in the extant literature thus warrant further 

research attention.  

In brief, few studies have addressed the service-oriented HRM practices – service climate 

relationship. While previous studies have emphasised only autonomy and training as key 

antecedents of service climate, there is inconsistent result on the direct link between these 

practices and service climate. As such, it is not clear which service-oriented HRM practices 

and how these practices lead to a more favourable service climate. Extending the previous 

research, this study examines the relationship between a more comprehensive set of 

service-oriented HRM practices and service climate.  
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2.6.3. Inter-departmental service 

As the RBV of competitive advantage suggests, collaboration or relational capital is an 

important capability of a firm, especially in a rapidly changing environment (Ambrosini 

and Bowman, 2009). In order to deliver high quality service to customers, service 

employees need to receive quality services from their co-workers in other departments 

(Gr nroos, 200 ). The service marketing literature has asserted that mutual supports among 

service employees are necessary for the implementation of service quality because service 

process is a network of systems built upon the interrelationships and interdependence 

among sub-processes (George, 1990; Ma and Dubé, 2011; Teng et al., 2012). Previous 

studies (de Jong et al., 2004; Schneider et al., 1998) suggested interdepartmental service or 

inter-team support provides a foundation for service climate. When service employees 

receive co-workers’ service driven attitude, they are likely to be motivated to transmit this 

attitude to their customer encounter, thus contributing to a positive service climate (de Jong 

et al., 2004). In other words, good interdepartmental service not only allows service 

employees to deliver quality service to their external customers but it also emphasises the 

importance of service in organisation, an emphasis which could strengthen service climate 

(Schneider and White, 2004). While research to date has stressed the importance of 

interdepartmental service, the question of how will ensure that kind of service in the 

organisation is still under-explored.   

2.6.4. Work facilitation resources 

It would be difficult for service leaders to create a service climate without support systems 

or work facilitation resources. Work facilitation resources refer to the physical resources, 

technical resources and information technology that enhance service employees in their 
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job-related tasks’ performance (Schneider and Bowen, 1985; Schneider and White, 2004). 

While physical resources or servicescape consist of the physical working environment, 

necessary tools, equipment and supplies for providing appropriate service, technical 

resources and information technology (IT) include appropriate accessible operations and 

systems that support service delivery (Schneider and Bowen, 1993). According to the RBV 

of competitive advantage, physical resources, technical resources and information 

technologies are valuable resources of the firm that can create competitive advantages 

(Barney, 1991; Yang, 2008). Physical resources not only impact service employees’ 

abilities to perform their tasks and achieve their service goals but also serve as a 

differentiator in conveying distinctiveness relative to an organisation’s competitors (Bitner, 

1992). Technical and IT resources and capabilities such as generic technologies, IT 

infrastructure can enable a customer service process in an organisation to outperform the 

same process in competing organisations (Ray, Muhanna and Barney, 2005; Yang, 2008).   

A study by Schneider et al. (1998) argued that before a service climate can be shaped, a 

foundation for such climate must be established. It would be difficult for an organisation to 

build a service climate without the existence of work facilitation resources that can 

facilitate service delivery. Work facilitation resources are essential as they establish 

employees’ sense of how well they are supported to deliver quality service (Schneider and 

White, 2004).  Further, Schneider et al. (1998) pointed out that organisations not only need 

to encourage employees to deliver quality services but they also need to enable employees 

to deliver such services. When service employees’ work is facilitated by such supporting 

mechanism, they are likely to devote themselves on meeting customer demands (Schneider 
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et al., 1998). As such, the study found that technical and computer support impact service 

climate, which in turn leads to customer perceptions of service quality.   

A later study (Salanova et al., 2005) proposed that work engagement mediates the 

relationship between technology (as a part of organisational resources) and service climate. 

This study expanded previous work by incorporating both organisational (organisational 

resources) and psychological (work engagement) antecedents of service climate. In a health 

care service organisation, Steinke (2008) tested the impact of physical design (i.e. 

ambience, design) on service climate and customer outcomes. The research findings 

showed that when nurses working in the emergency department perceived physical design 

as positively supporting quality service delivery, they were more satisfied with their job 

and had more feelings of empowerment, both items which are significant predictors of 

service climate and customer outcomes (service quality, client satisfaction and client 

empowerment). The study also found physical design directly affected service climate. 

Although this study extended the literature by (1) showing that the relationship between 

work facilitation resources and service climate is partially mediated by job satisfaction and 

employee empowerment in health care and (2) adding client empowerment as a new 

customer outcome, the study data is drawn only from employee surveys rather than both 

employee and customer surveys to avoid common method variance. Similar to Schneider et 

al. (1998), Steinke (2008) only explored physical design, in isolation with other work 

facilitation resources. In addition, both studies have not examined how such kinds of 

resources are created and how they are related to other antecedents in fostering a positive 

service climate. 
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In summary, there has been limited research on the antecedents of service climate. 

Previous studies (Auh et al., 2011; Salanova et al., 2005) rely heavily on a RBV approach 

and focus on certain organisational resources and practices that have the capacity to create 

a service climate. These studies also take a piecemeal approach and do not investigate the 

interdependent effects of multiple antecedents on service climate. Yet the dynamic 

capabilities perspective (Teece, 2014; Teece et al., 1997), implies that the resources 

identified in previous studies about service climate may indeed interact with each other, 

leading to an enhanced service climate. Further, studies on service climate have not taken 

into account the influence of contingency factors. Given the context of this study in an 

emerging market context, it is timely to explore how certain specific characteristics of 

smaller Asian emerging markets (e.g. market characteristics, cultural characteristics) can 

influence how firms create a favourable service climate in these markets. 

Given that many factors (both internal and external) may impact service climate and the 

dynamics of the factors, it is crucial to examine them together as a set and evaluate the 

differential effects on service climate. Therefore, the first research question is:  

RQ 1: What are the antecedents of service climate in an emerging market context? How do 

the antecedents interact and influence service climate?  

2.7. Creating service climate in emerging markets 

As discussed in Section 1.1 (Chapter 1), little is known about how service climate is 

fostered in emerging markets. This section therefore will provide an overview of the 

differences between emerging markets, developing and advanced economies; the 

integration of several emerging markets in the global economy; and the attraction of 
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services FDI into emerging markets, in order to clarify the importance of the research focus 

on emerging markets. It will then discuss the transfer of the organisational practices and 

how they are shaping service climate across national borders.  

2.7.1. The importance of emerging markets 

Emerging markets continue to attract significant research attention (Freeman et al., 2012; 

Hau, Evangelista and Thuy, 2013; Hitt et al., 2005; Wei et al., 2014). However, the concept 

of emerging markets is still blurred (Kolodko, 2003). It is argued that not all developing 

countries can be characterised as emerging markets. Cavusgil, Ghauri and Agarwal (2002) 

and Cavusgil et al. (2012) highlighted the key differences among advanced economies, 

developing and emerging markets. While advanced economies are post-industrial countries 

with high levels of per-capita income, competitive industries and commercial 

infrastructure, developing economies are characterised as low levels of per capital income, 

limited industrialisation and stagnant economies (Cavusgil et al., 2012). The authors cited 

certain countries such as Australia, Canada, the United States and most European countries 

as typical examples of advanced markets and Bangladesh, Nicaragua and Zaire as 

developing economies. Emerging markets are a subset of former developing economies 

that have exhibited an economic reform process, have achieved substantial 

industrialisation, modernisation, and a steady growth in gross national product (GNP) per 

capita since the 1980s (Cavusgil et al., 2002). These markets are mainly found in East and 

South Asia, Eastern Europe, South Africa, the Middle East, and Latin America. The 

Economist Intelligence Unit (2006) identified 32 countries belong to emerging markets.   

The table below shows some key differences among the three major country groups (Table 

2.4).  
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Table 2.4: Key differences among advanced, developing and emerging markets 

Dimensions Advanced 

economies 

Developing 

economies 

Emerging markets 

Representative countries Canada, France, 

Japan, Australia, 

New Zealand, 

United States 

Angola, Bolivia, 

Nigeria, 

Bangladesh 

Brazil, China, 

Indonesia, India, 

Turkey, Vietnam 

Share of world population 

(%) 

14 24 62 

Share of world GDP (%) 48 9 43 

Major sector focus Services, 

branded 

products 

Agriculture, 

commodities 

Manufacturing, 

some services 

Economic and political 

freedom 

Free or mostly 

free 

Mostly repressed Moderated free or 

mostly not free 

Economic/political system Capitalist Authoritarian, 

socialist, or 

communist 

Rapidly 

transitioning to 

capitalism 

Regulatory environment Minimal 

regulations 

Highly regulated, 

burdensome 

Achieve much 

economic 

liberalisation 

Infrastructure Well-developed Inadequate Moderate and 

improving 

Level of competition Substantial Limited Moderate but 

increasing 

Trade barriers Minimal Moderate to high Rapidly 

liberalising 

Source: Adapted from Cavusgil et al.  (2012) and Economist Intelligence Unit (2006) 

Over the last decade, several emerging countries have developed major economic reform 

policies and processes to attract a greater share of foreign investment, especially from 
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advanced economies (Freeman et al., 2012; Singh, 2012). These efforts have promoted 

significant economic growth (Ghauri and Firth, 2011). FDI inflows to emerging markets 

doubled between 2003-2006 and in 2006-2007, such that about 40 percent of worldwide 

FDI inflows were directed to emerging markets (Lenartowicz and Johnson, 2007). Despite 

the global economic crisis since 2008, emerging markets attracted more than half of 

worldwide FDI inflows in 2011 and 2012, reaching more than $700 billion in 2012 

(UNCTAD, 2013b). Importantly, the service sector represents about 50 percent of the value 

of FDI projects in 2012 (UNCTAD, 2013b). The major target for these FDI inflows are 

Southeast Asia, Latin America, the Caribbean, and Eastern Europe (Economist Intelligence 

Unit, 2006). Asian emerging markets also attract a substantial share of FDI with $407 

billion in 2012 (UNCTAD, 2013b).  

The following table (Table 2.5) shows the forecast of top 12 emerging markets with regard 

to FDI attractiveness for 2013 - 2015.  

Table 2.5: Top 12 emerging markets 2013-2015 

1. China 5. Mexico 9. South Africa 

2. India 6. Thailand 10. Malaysia 

3. Indonesia 7. Russia 11. Philippines 

4. Brazil 8. Vietnam 12. Turkey 

Source: UNCTAD (2013b) 

Since several emerging markets are converting from state ownership and management to 

more market-based economies, more and more service companies from advanced 

economies are locating their operations in emerging markets to take advantage of their 

organisational endowments, local lower labour costs and expanding markets for their 

services (Freeman et al., 2012; Lenartowicz and Johnson, 2007). Although the operation of 
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foreign service companies brings some challenges for local service firms in terms of their 

competitiveness (Bellak, 2004; Sabi, 1996), domestic service firms can observe service 

practices from foreign firms and imitate them in their operations (Zhang et al., 2010), thus 

potentially increasing their service climate levels. As Hitt et al. (2005) indicated, while 

domestic firms in emerging markets typically have less resource endowment, they have a 

strong desire to search and learn managerial practices from their foreign counterparts that 

are better resource endowed. Zhang et al. (2010) pointed out some of the mechanisms by 

which local firms can learn organisational practices from foreign firms. For instance, local 

firms can observe and imitate; employees (especially managerial and professional 

positions) from foreign companies can take jobs in local companies; and the increased local 

competition from foreign firms may force them to update and improve their practices.  

Despite the growing importance of emerging markets, Bruton, Ahlstrom and Obloj (2008) 

and Mann and Dutta (2013) claimed that limited research has been conducted in these 

markets. Indeed, although emerging markets vary in national income and human 

development, the common characteristics that shape their institutional contexts can offer a 

fertile ground to conceptualise and develop new constructs and frameworks for marketing 

theorists (Burgess and Steenkamp, 2006). Emerging markets may share several similarities 

but they also have various distinct characteristics that could contribute to test existing 

theories and develop new theories (Bruton et al., 2008). The majority of existing studies on 

emerging markets have predominantly focused on China, states of former Soviet Union or 

former communist countries in Eastern Europe (Bruton et al., 2008). However, research in 

smaller emerging markets such as Vietnam is still limited (Anh et al., 2006), despite their 

increasing attractiveness as key FDI locations for service industries. Particularly 
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noteworthy is the fact that the differences between organisational practices and service 

climate among local and foreign service firms are likely to be more pronounced in smaller 

emerging markets than those found in other larger emerging and advanced markets. 

Compared to local firms, foreign firms in smaller emerging markets may possess a number 

of resources, not readily available to local firms, such as managerial skills, processes, and 

physical assets that are transferred from their parent company (Lau and Ngo, 2001; 

Mohamed et al., 2013). Given the distinct differences in emerging markets, more research 

in smaller emerging market countries should be conducted and examined.                                            

2.7.2. Creating service climate across cultures 

The concept of internationalisation in the service sector has received considerable attention 

from various scholars (Rodríguez and Nieto, 2012; Seggie and Griffith, 2008; Xue, Zheng 

and Lund, 2013). This process is driven by several key factors such as the WTO and its 

focus on internationalising services, government’s attitudes towards trade and FDI, 

advancements in information technologies and transportation, the creation of regional 

economic blocks and several protective measures in intellectual property rights, 

trademarks, patents (Javalgi and White, 2002). Despite the growing importance of services 

in the global market, several scholars claim that limited empirical research has been 

conducted on the internationalisation of service firms (Apfelthaler and Vaiman, 2012; 

Wagner, 2012). Indeed, due to the specific and unique characteristics of services, it is more 

difficult for service firms to export their services overseas (Xue et al., 2013). Additionally, 

it is recognised that emerging markets present several barriers for internationalising firms 

from advanced markets, especially differences in cultural and business familiarity 

(Freeman et al., 2012). 
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The extent to which a foreign firm should adapt home country practices to meet local 

conditions is a central issue in the internationalisation of service firms  (Chang, Chung and 

Jungbien Moon, 2013; Teagarden and Von Glinow, 1997). There are two competing 

perspectives with regard to this adaptation. Some studies (Lau and Ngo, 2001; Mohamed et 

al., 2013; Ngo, Lau and Foley, 2008; Rosenzweig and Nohria, 1994) from a cultural 

perspective show that the country of origin of multinational corporations (MNCs) has 

significant impact on the HRM practices, and management systems of the firm. An 

institutional perspective, however suggests that environmental constraints may force MNCs 

to behave similarly under certain conditions (Lawler et al., 1995; Rosenzweig and Singh, 

1991).  

The cultural perspective emphasises the effect of parent firm’s national culture and values 

on the operations and practices of subsidiaries. A study by Rosenzweig and Nohria (1994) 

argued that the parent’s company values and practices are transmitted to the overseas 

subsidiaries, especially through expatriates who act as carriers of MNCs’ culture. Thus 

MNCs with a high proportion of expatriates are more likely to adapt the organisational 

practices from parent’s company to the host country’s company (Gamble, 2003; 

Rosenzweig and Nohria, 1994). This argument is relevant to the RBV of competitive 

advantage (Barney, 1991; Barney, 2001; Wei et al., 2014; Wright et al., 2001; Yang, 2008) 

and Dunning’s eclectic paradigm (Dunning, 1988, 1989, 2001). Following the RBV, firms 

are likely to adopt similar HRM practices and other organisational practices to take 

advantage of their parent’ resources and competencies (Lau and Ngo, 2001). Likewise, 

from the eclectic paradigm, MNCs take advantage of ownership-specific advantages from 

their parent’s company such as managerial skills, capabilities, processes, and expertise in 
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the coordination of international activities to differentiate their practices in shaping service 

climate in local subsidiaries. Internalisation advantage perspective of this paradigm also 

explains that, in order to be profitable, foreign firms will transfer their ownership-specific 

advantages across national borders within its own organisation (Dunning, 1988, 1989, 

2001).  

In particular, in Asian emerging markets such as China, Brunei, and Vietnam where foreign 

firms face fewer institutional constraints, they may practise greater market-oriented and 

service-oriented approaches which are transferred from parent’s company and adapted to 

suit local conditions (Le and Quang, 2005; Luk, Lu and Liu, 2013; Mohamed et al., 2013). 

In contrast, although domestic service firms can improve their organisational service 

climate by observing service practices in foreign firms and imitating them in their 

operations (Zhang et al., 2010), several studies have found that managers in South Asian 

emerging markets are traditionalists, less active and committed to strategic roles, who 

prefer their current ways of service practices and philosophies (Luk et al., 2013; Miah and 

Bird, 2007; Mohamed et al., 2013). Foreign firms therefore have been found to utilise 

greater service-oriented practices than their domestic counterparts (e.g. Amba-Rao et al., 

2000; Miah and Bird, 2007). For example, a comparative study between service 

organisations of Western Europe markets and an emerging market (China) showed that the 

service orientation of HRM, corporate culture and the entire organisation is significant 

higher in Western Europe service organisations than in their Chinese counterparts, a 

situation that leads to higher service-related outcomes (Gebauer and Zedtwitz, 2007). This 

study indicated that high power distance in China limits the application of service 

orientation in training and empowerment and high uncertainty avoidance explains the 
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lower service orientation of incentive system or performance appraisal of Chinese service 

managers. For example, Chinese service managers feel uncomfortable with establishing 

concrete goals for their service employees and prefer motivating employees based on 

personal relationships (Gebauer and Zedtwitz, 2007). In addition, while foreign companies 

emphasise merit-rating systems for employee performance evaluation and send their 

employees to foreign countries to gain excellent on-the-job training, merit-rating systems 

of most local companies in Asian emerging markets are uncertain and promotion process 

and procedures are unclear (Amba-Rao et al., 2000; Jaussaud and Liu, 2011; Mohamed et 

al., 2013; Wang, 2004).    

The institutional perspective, however argues that when firms operate in the same contexts 

such as same legal and economic environment, they are likely to adopt similar 

organisational practices (Lawler et al., 1995; Rosenzweig and Singh, 1991). In other words, 

they are pulled towards isomorphism within the local institutional environment 

(Rosenzweig and Singh, 1991). Lawler et al. (1995) conducted a comparative study of 

organisational practices between local and foreign firms in India and Thailand. The 

research indicated that no significant differences in organisational practices between local 

and foreign companies in each country were found. This result suggests that MNCs had 

adapted to local practices within these countries. Similar results were also obtained in the 

studies of Taiwanese MNCs’ training and development practices (Lin, 1996).  

Further, local culture can also influence the transfer of practices or adaptation of foreign 

firms to local conditions. The similarity of parent and affiliate practices may be reduced if 

there is higher cultural distance between home and host countries (Gamble, 2003). As 

foreign service firms “export” the practices of creating service climate from their home 
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country, their values and beliefs may not fit with those of local service employees and local 

customers. For instance, Fu and Liu (2005) found that cultural differences can significantly 

affect the transfer of organisational practices and corporate culture across national borders. 

Firms with certain values are able to adapt more easily to certain local people in certain 

countries (Gamble, 2003; Ngo et al., 1998). For instance, when Disney opened Disneyland 

in Europe, the highly structured and customer-oriented approach of the company did not fit 

with local French employees and waiting in long lines are seen as uncomfortable to 

European customers (Milbank, 1994). Cultural differences, therefore, may affect the role of 

antecedents of service climate in determining employee perceptions of service climate and 

their behaviour.  

In summary, the cultural and institutional perspectives provide mixed empirical results 

regarding the transfer and adaptation of foreign firms to local emerging markets. The 

question is how foreign service firms leverage such practices in local conditions. In 

addition, there is a certain degree of local company adaptation to Western practices as 

illustrated by the learning behaviour of local firms from foreign firms’ organisational 

practices in emerging markets shown in previous section. Therefore, little is known about 

whether there are differences of organisational practices with regard to shaping a service 

climate within local and foreign service firms in emerging markets.  

In addition, the impact of different antecedents on service climate may differ between local 

and foreign firms in an emerging market context. Several studies have shown that certain 

cultures may constrain some organisational practices and lower their effectiveness, the 

effectiveness of an antecedent in the creation of a service climate thus may depend on the 

fit between culture and the type of antecedent (Lau and Ngo, 2001). For example, Western 
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firms which are more individualistic and masculine (Hofstede, Hofstede and Minkov, 

2010) should have a closer fit with individual-level interventions (Golembiewski, 1991; 

Lau and Ngo, 2001). On the other hand, relative to Western firms, Asian emerging market 

firms are more collectivistic, have high uncertainty avoidance and high power distance 

(Hofstede et al., 2010) and thus have a better fit with task-oriented, group interventions or 

system level interventions (Golembiewski, 1991; Lau and Ngo, 2001).  

Based on the above discussion, it is questionable that the influence of the antecedents on 

service climate may vary among foreign and local firms in Asian emerging markets 

according to the types of the antecedents.  

Thus, the second research question is:  

RQ 2:  How do service climate and its antecedents differ between local and foreign service 

firms in an emerging market context? How do the antecedents influence service climate 

differently across the ownership types?     

2.8. Conclusion  

In this chapter, three major theories were utilised to explain the research problem, 

including the RBV of competitive advantage, the eclectic paradigm, and social exchange 

theory. This chapter presented the review of extant literature about service climate with 

regard to its definitions, dimensions, outcomes and antecedents. The importance of 

emerging markets and shaping service climate across cultures were also examined. 

Additionally, this chapter identified some gaps in service climate literature, particularly in 

antecedents of service climate in emerging markets. Based on this foundation, two research 
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questions were developed to guide the data collection and analysis. The next chapter will 

discuss the overall research design and the choice of Vietnam as the research context.  
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CHAPTER 3:  RESEARCH DESIGN AND CONTEXT 

 

3.1. Introduction  

The previous chapter reviewed relevant literature on service climate and identified theories 

serving as foundations upon which this study is built on. The literature review of service 

climate indicates that little is known about the antecedents of service climate, especially 

from an emerging market context. In addition, how these factors interact with each other 

and influence service climate has received limited attention. The aim of this chapter is to 

discuss the overall research design, provide the justifications for a mixed method design 

and the choice of Vietnam as the research context for the present study.  

The structure of this chapter is as follows. First, this chapter introduces the overall research 

design with an explanation of each research phase (Section 3.2). The research context will 

be discussed next (Section 3.3) before conclusions for the chapter are provided at the final 

section. A structure for Chapter 3 is presented in Figure 3.1.  

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1: Structure of Chapter 3 

Introduction (Section 3.1) 

Overall research design (Section 3.2) 

Conclusion (Section 3.4) 

Vietnam as the context (Section 3.3) 
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3.2. Overall research design 

3.2.1. Research paradigm 

A research paradigm refers to a philosophical framework that guides how a research 

project should be conducted (Collis and Hussey, 2009). A research paradigm includes a 

collection of beliefs about the nature of reality (ontology), the relationship between the 

reality and the researcher (epistemology) and the techniques to gain knowledge of reality 

(methodology) (Denzin and Lincoln, 2011). Lincoln, Lynham and Guba (2011) and Perry, 

Riege and Brown (1998) identified four broad research paradigms which a researcher may 

select for their study, including positivism, post-positivism (realism), critical theory and 

constructivism (interpretivism). These paradigms are described in Table 3.1. 

Table 3.1: Research paradigms  

Item Positivism Realism Critical theory Constructivism 

Ontology Naïve realism: 
reality is real but 

apprehensible 

Critical 

realism: 

reality is real 

but only 

imperfectly 

and 

apprehensible 

Historical realism: virtual 

reality shaped by social, 

economic, political, 

cultural, ethnic, and 

gender values; crystallised 

over time 

Relativism: multiple 

local and specific 

co-constructed 

realities  

Epistemology Objectivist: 
findings true, 

researcher is 

independent of 

that being studied 

Modified 

objectivist: 

findings 

probably true 

Subjectivist: value-

mediated findings 

Subjectivist: co-

created findings, 

researcher interacts 

with that being 

investigated 

Methodology 
Experiments/ 

surveys: 
verification of 

hypotheses, 

mainly 

quantitative 

methods 

Mixed 

methods: 
triangulation 

using 

qualitative and 

quantitative 

methods 

Dialogic/ 

dialectical: researcher is a 

“transformative 

intellectual” who changes 

the social world from 

their historical mental, 

emotional and social 

structures 

Hermeneutical/ 

dialectical: 
researcher is a 

“passionate 

participant” within 

the world being 

researched 

Sources: Collis and Hussey (2009), Lincoln et al. (2011) and Perry et al. (1998) 
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Positivism paradigm is appropriate for studies involving hypothesis testing. Thus, this 

paradigm is more related to the use of quantitative research (Collis and Hussey, 2009; 

Lincoln et al., 2011). In contrast, constructivism or interpretivism paradigm involves the 

direct contact of researchers with the research phenomenon, which, in turn, helps 

researchers obtain a more holistic understanding and interpretation of that phenomenon. 

For this reason, this research paradigm is more associated with qualitative methods of 

analysis (Collis and Hussey, 2009; Perry et al., 1998). In marketing and management 

research, several scholars (Eriksson and Kovalainen, 2008; Hunt, 1990; Perry et al., 1998) 

suggested an alternative paradigm, that is critical realism. Critical realism supposes that 

while the observable world is independent with human consciousness, the knowledge of 

the world is co-created or socially constructed (Eriksson and Kovalainen, 2008; Hunt, 

1990). Critical realism allows researchers to use multi-method approaches, and provides 

more detailed and accurate findings when looking for causalities of a research phenomenon 

(Eriksson and Kovalainen, 2008). With this in mind, the present study employed a realism 

paradigm. Through the utilisation of the realism paradigm, the present study sought to 

develop a comprehensive understanding of the antecedents of service climate in a small 

Asian emerging market context. At the same time, the study aimed to test the research 

hypotheses. In brief, the realism paradigm is applied to this study for triangulating data 

from several sources to enhance validity (Collis and Hussey, 2009; Eriksson and 

Kovalainen, 2008). This study, therefore, adopts a mixed method approach associated with 

realism paradigm. This will be discussed in more detail in the following section.  
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3.2.2. Overall research design  

A research design refers to a basic plan or a blueprint for conducting research to fulfil 

research objectives and answer research questions (Aaker et al., 2010; Blumberg et al., 

2011). Specifically, a research design covers strategic decisions about the selection of 

sources and types of information to be collected, and the procedures that researchers need 

to follow in order to collect the necessary information (Blumberg et al., 2011; Zikmund et 

al., 2011). An appropriate research design not only ensures the consistency of the study to 

the research problem and objectives but also saves time and cost for researchers (Churchill 

and Brown, 2004). 

The choice of a research design depends on the nature of the research that researchers want 

to conduct (Aaker et al., 2010). A research design can include either an exploratory, or an 

explanatory research or a combination of both exploratory and explanatory research 

(Blumberg et al., 2011). While exploratory research seeks to gain in-depth understanding 

of a phenomenon to answer why and how the phenomenon occurs, explanatory or 

descriptive and causal research, on the other hand, focuses on answering the questions of 

who, what, where, when, how many, how much and how (Easterby-Smith, Thorpe and 

Jackson, 2008). A comparison of exploratory research and explanatory research is 

illustrated in Table 3.2.  

  



73 

 

Table 3.2: Exploratory versus explanatory research  

Research aspect Exploratory research Explanatory research 

Most often used Qualitative research Quantitative research 

Research objectives To discover new ideas, gain 

an in-depth understanding of 

the research problem 

To test hypotheses or examine 

relationships, and generalise 

the results 

Ability to replicate Low High 

Data collection  

Types of data Rich, deep, and real Hard and replicable 

Questions Unstructured, semi-structured, 

open-ended 

Mostly structured 

Sample size Small samples Large samples to produce 

generalisable results 

Data analysis Subjective, content and 

interpretive 

Statistical analysis 

Sources: Blumberg et al. (2011), Hair, Bush and Ortinau (2003), Malhotra et al. (2002), 

Zikmund et al. (2011) 

As discussed in chapter 1 and 2, this research addresses two research questions:  

Research question 1: What are the antecedents of service climate in an emerging market 

context? How do the antecedents interact and influence service climate?  

Research question 2: How do service climate and its antecedents differ between local and 

foreign service firms in an emerging market context? How do the antecedents influence 

service climate differently across the ownership types?  
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This study is exploratory as it seeks to clarify and to yield new insights thus gaining better 

understanding of the antecedents of service climate in both local and foreign service firms 

in an emerging market context. It is explanatory as it will examine the factors affecting a 

favourable service climate in both local and foreign firms in an emerging market context 

and identify how they are related to each other.  

This research therefore will consist of two phases: exploratory phase using qualitative 

methods and explanatory phase (descriptive and causal research) using quantitative 

methods. The mixed method design is expected to provide a better understanding of the 

research problem under investigation (Blumberg et al., 2011; Creswell and Clark, 2007; 

Polsa, 2013), and is suggested by several scholars such as Blumberg et al. (2011), Creswell 

and Clark (2007), Easterby-Smith et al. (2008), and Polsa (2013). The research design for 

this study is depicted in Figure 3.2. Each research phase is discussed as follows.  

3.2.3. Phase One: exploratory research 

Exploratory research is typically used in the initial stage of the research process to help 

researchers gain ideas and insights of the problems (Blumberg et al., 2011; Zikmund et al., 

2011). In particular, through exploratory research and in discussion with knowledgeable 

individuals, researchers have opportunities to develop concepts more clearly (Zikmund et 

al., 2011), transform ambiguous problems into well-defined ones and formulate specific 

hypotheses to be tested during the formal phase of the research project (Aaker et al., 2010; 

Blumberg et al., 2011; Zikmund et al., 2011).  

Because this is the first study of the antecedents of service climate in an emerging market 

context, the exploratory study (Phase One – qualitative research) plays a guiding role for 

the research focus, and assists the researcher in several aspects. For example, it helps the 
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researcher gain an in-depth understanding of the underlying reasons and motivations of the 

antecedents of service climate in an emerging market context, especially the antecedents 

outside a firm level. Further, it discovers the differences of organisational practices that are 

shaping service climate between local and foreign service firms in an emerging market 

context. The findings of this exploratory research were not used to test a theory and make a 

generalisation, but to build a theory for subsequent testing in the phase two of this study 

(Aaker et al., 2010).   

The exploratory study was conducted using semi-structured in-depth interviews with 

managers and service employees in both local and foreign firms in Vietnam and the details 

will be presented in Section 4.2.1 of Chapter 4.  

3.2.4. Phase Two: explanatory research  

The research conducted in the explanatory phase involved both descriptive and causal 

research. The main purposes of the descriptive research are to describe the characteristics 

associated with a population (the what, who, when, where and how of a topic), and to 

determine the frequencies and proportions of the research phenomena (Aaker et al., 2010; 

Blumberg et al., 2011). In addition, descriptive research allows researchers to determine the 

extent of differences of the variables of interest among sub-groups (Zikmund et al., 2011). 

As such, in this study, descriptive research was used to describe the characteristics of the 

sample, and identify the differences of the antecedents and service climate levels between 

local and foreign firms.  

However, descriptive research is not sufficient to identify the cause-and-effect relationships 

among the variables of interest (Zikmund et al., 2011). Thus, causal research was used to 
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determine the relationships of the variables identified from the exploratory study. Causal 

research enabled the researcher to:  

- Understand which specific variables identified from the exploratory study, 

including firm-based, market-based and culture-based factors were associated with 

a favourable service climate in service firms; 

- Understand and identify the relationships among these above variables; 

- Identify the relationships of the variables in both local and foreign firms in an 

emerging market context and determine the similarities and differences of these 

relationships in both samples (local versus foreign ones).    

In general, the quantitative research (Phase Two) is necessary to empirically test the 

hypotheses and provide support for the conceptual framework developed from the phase 

one of this research. Because of its larger sample size and statistical significant levels, the 

findings of the quantitative research were able to generalise to a population (Neuman, 

2011; Zikmund et al., 2011). The main technique used to test the hypotheses in the second 

phase of this study was Structural Equation Modelling (SEM) and will be discussed in 

more detail in Section 5.5 of Chapter 5.  
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Figure 3.2: Research design for this study 

3.3. Vietnam as the context 

This study was conducted in a smaller Asian emerging market context of Vietnam because 

of several reasons. First, Vietnam has become an important player in the global 

marketplace through its strategic geographic location and current membership with various 

blocs. Second, despite the global recession, Vietnam has achieved a high economic growth 

level and consistently performed well during the recent global financial crisis. Third, 

Vietnam has emerged as an attractive nation for FDI in the region, especially in several 

service industries (Anwar and Nguyen, 2010). In particular, the services sector in Vietnam 

has experienced significant growth, contributing nearly 40% to the national GDP 

(Vietnamese General Statistics Office, 2013a). The final justification for choosing Vietnam 
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is because few studies have been conducted in smaller Asian emerging markets such as 

Vietnam (Anh et al., 2006), despite its increasing attractiveness as a key FDI location in 

several service sectors. The majority of existing studies in emerging markets have 

predominantly focused on China, states of the former Soviet Union and former communist 

countries in Eastern Europe (Bruton et al., 2008). The differences between organisational 

practices and service climate among local and foreign service firms are likely to be more 

pronounced in a smaller emerging market than those found in other larger emerging and 

advanced markets. A detailed justification for Vietnam as the context is presented in the 

following sub-sections.  

3.3.1. The liberalisation of the Vietnamese economy 

Historically, Vietnam experienced significant socioeconomic and political changes from 

the wars, having adopted the central planning system from the Soviet-style model (Mai et 

al., 2009). With a centrally planned economy, the state was the sole owner of all properties 

of the country, and the trading was limited mainly to the socialist countries. As a result, 

Vietnam suffered from serious problems such as poor economic performance, severe 

inflation, social and economic instability, steady declines in production of critical 

industries, and widespread poverty (Anh et al., 2006; Mai et al., 2009).  

In 1986, the Vietnamese government introduced a comprehensive reform program (known 

as Doi Moi) to liberalise the economy from a centrally planned economy to a more market-

oriented economy under a socialist orientation. The central elements of the Doi Moi reform 

program are to recognise the private ownership, the development of multi-sector economy, 

and the foreign trade liberalisation (Mai et al., 2009). With the support of the opening door 

policy, firms in Vietnam have been given more opportunities to provide goods and services 
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to the market and competition has become a crucial rule of game (Hau et al., 2013). As a 

result of these reform policies, Vietnam has sustained a strong economic growth, 

improving living standards of its citizens, and achieving a considerable poverty reduction.  

Significant advances in globalisation and trade liberalisation has also provided the 

Vietnamese economy with greater exposure and integration into the global economy. To 

date, Vietnam has been known as an important player in the global marketplace. Vietnam 

became a key member of the Association of South East Asian Nations (ASEAN) in 1995, 

and committed to fulfil the agreements with ASEAN Free Trade Area (AFTA). Vietnam 

has been a member of the Asia Pacific Economic Cooperation (APEC) forum since 1998, 

and the latest effort of the country in international integration is its accession into the 

World Trade Organisation (WTO) in 2007. In addition, Vietnam has strong relationships 

with several international organisations such as the World Bank (WB), the Asian 

Development Bank (ADB), and the International Monetary Fund (IMF). As a result of 

these effective participation and commitment, Vietnam has established trade relations with 

165 countries, signed bilateral trade agreements (BTA) with over 72 countries, including 

one with the United States in 2001 (Mai et al., 2009). The integration of Vietnam into the 

international business community has boosted the productivity and innovation growth, 

human capital development, international business cooperation, and economic growth of 

the country (Anwar and Nguyen, 2010; Hoang, Wiboonchutikula and Tubtimtong, 2011).  

3.3.2. Economic growth in Vietnam  

Since the introduction of the reform policy in 1986, the Vietnamese economic growth rate 

has increased at a steady speed (see Figure 3.3). The average GDP growth rate increased 

from 4.4 percent in 1986-1990, to around 8.1 percent in 1990-1995, and 6.9 percent in 
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1996-2000. Despite the global recession, Vietnam has achieved a high economic growth 

level of 5 – 8 percent since the early 2000s (Amer, 2010; Vietnamese General Statistics 

Office, 2013a). Compared to other Asian countries, Vietnam’s annual growth rate ranks 

second only after China’s (Mai et al., 2009).  

As a result of the GDP growth, GDP per capita in Vietnam has increased from US$86 in 

1988 to US$298 in 1995, US$642 in 2005 and US$1,580 in 2012 (Vietnamese General 

Statistics Office, 2013b). The labour productivity has also increased in line with the 

economic growth, from 1,235 US$ per-capita in 2005 to 2,713 US$ per-capita in 2012 

(Vietnamese General Statistics Office, 2013b). From a rice-importing country, Vietnam has 

changed into one of the biggest exporters of rice, and several agricultural products such as 

pepper, rubber, coffee and tea. The sustainable economic development and the 

achievements show that the reform policy of Vietnamese government has been going in the 

right way (Hoang et al., 2011).  

 

 

Source: Vietnamese General Statistics Office (2013b) 

Figure 3.3: Vietnam’s GDP growth rate in 2000-2012 (%) 
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3.3.3. FDI inflows into Vietnam  

FDI plays a crucial role in the economic development of Vietnam because it has been 

recognised as a “growth-enhancing factor” in emerging economies (Hoang et al., 2011, p. 

295). Vietnam started attracting FDI soon after the promulgation of the Law of Foreign 

Investment in 1987. Three modes of FDI was specified, including joint ventures, business-

to-business cooperation contracts, and fully owned foreign ventures (Anwar and Nguyen, 

2010). As a result of economic reform policies, which have led to considerable increases in 

economic performance and stability, Vietnam has emerged as an attractive nation for FDI 

in the region, especially in several service industries (Anwar and Nguyen, 2010; Meyer and 

Nguyen, 2005). According to UNCTAD (2013a), Vietnam attracted approximately 

US$8.37 billion in FDI inflows in 2012. This figure represented a significant increase in 

FDI inflows into this country over the past two decades. FDI inflow was around US$375 

million for Vietnam in 1991 (see Figure 3.4). Vietnam continues to be listed as one of the 

top 20 emerging markets for FDI attraction until at least 2020 (Kvint, 2009).  

 

Source: UNCTAD (2013a) 

Figure 3.4: FDI inflows into Vietnam (US$ million) 
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Since 1988, there has been 81 countries and territories investing in Vietnam (Mai et al., 

2009). Up to the end of 2012, Japan is the biggest foreign direct investor in Vietnam with 

US$28.7 billion for 1,849 projects, followed by Taiwan (US$27.1 billion, 2,234 projects), 

Singapore (US$24.9 billion, 1,119 projects), and Korea (US$24.8 billion, 3,197 projects). 

Big Western investors include the US (US$10.5 billion, 648 projects), the Netherlands 

(US$5.9 billion, 177 projects),  Canada (US$4.7 billion, 128 projects), France (US$3.1 

billion, 381 projects), and the UK (US$2.6 billion, 161 projects) (Vietnamese General 

Statistics Office, 2013a). The list of Vietnam’s top foreign investors is presented in Table 

3.3. The country also attracted FDI in all sectors. Major sectors of foreign investor interest 

include light manufacturing (e.g. footwear and garment industry, electronics), real estate, 

tourism, retailing, banking and financial services (Mai et al., 2009; Trinh, 2010). As a 

result of significant increase of FDI in Vietnam, the contribution of foreign investors to the 

national GDP increased from 6.3 percent in 1995 to 19 percent in 2011 (Vietnamese 

General Statistics Office, 2013b).  
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Table 3.3: Vietnam’s top foreign direct investors (up to 31/12/2012) 

Rank   Country  
  Number 

of projects   

  Cumulative Investment 

capital (US$ million)   

1  Japan                      1849            28,700  

2  Taiwan                        2234            27,129  

3  Singapore                       1119            24,875  

4  Korea                        3197            24,816  

5  British Virgin Islands            510            15,386  

6  Hong Kong                       705            11,966  

7  United States                          648            10,507  

8  Malaysia                        435            10,196  

9  Cayman Islands                  54              7,505  

10  Thailand                        298              6,064  

11  Netherland                         177              5,910  

12  Brunei                          131              4,801  

13  China                      893              4,697  

14  Canada                          128              4,689  

15  Samoa                           95              3,879  

16  France                           381              3,143  

17  United Kingdom                  161              2,617  

18  Switzerland                         92              2,001  

19  Luxembourg                      24              1,502  

20  Australia                       276              1,313  

                 Source: Vietnamese Ministry of Planning and Invesment (2013) 

3.3.4. The importance of service sectors in Vietnam 

The services sector in Vietnam has experienced significant growth. Since 1986, on average, 

the growth of services sector was higher than that of the entire economy. In particular, 

despite the recent global crisis, the services sector has outperformed the agriculture and 
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manufacturing sectors (see Figure 3.5). As a result, the share of services sector in the 

national GDP has increased from 33 percent in 1986 to about 38 percent in 2012 and the 

proportion of labour working in the services sector has also increased from 26% in 2005 to 

31% in 2012 (Vietnamese General Statistics Office, 2013a).   

 

Source: Vietnamese General Statistics Office (2013b) 

Figure 3.5: Growth rate of Vietnam’s services sector in compared to other sectors, 

2008-2012 
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banking alone with a total investment of US$1.32 billion (Vietnamese Ministry of Planning 

and Invesment, 2013). The Vietnamese government has agreed to open its financial 

services sector to global competition to be in line with the WTO requirements. For 

example, the monopoly of state banks in the Vietnamese banking system has been reduced 

by the participation of private and foreign banks (Mai et al., 2009), and all state banks have 

been equitised over the last few years, with the exception of the Vietnam Bank for 

Agriculture and Rural Development. There are currently 28 foreign banks in the country 

(Trinh, 2010). Foreign joint-venture firms, wholly-owned foreign subsidiaries and branches 

are also permitted to operate in Vietnam (Mai et al., 2009). Together with the opening of 

the banking sector to foreign investors, the hospitality and retailing sectors have also 

developed substantially. Until the end of 2012, Vietnam attracted 331 FDI projects in 

hospitality with the total value of US$10.6 billion, and 902 projects in retailing with the 

total investment of US$2.9 billion (Vietnamese Ministry of Planning and Invesment, 2013). 

Given the significant attraction of FDI in banking, hospitalities, and retailing services in 

Vietnam, these services sectors were chosen for this study.  

3.4. Conclusion  

This chapter outlined the overall research design for the present study, and provided the 

context for this study. It was argued that a mixed-method approach, including both 

exploratory and explanatory, is suitable for the present study. The chapter also provided 

justifications in selecting Vietnam as the context for this study. The next chapter justifies 

and describes the qualitative research methodology used in the first phase of this study and 

provides the findings of this exploratory study.   
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CHAPTER 4:  EXPLORATORY STUDY OF ANTECEDENTS OF SERVICE 

CLIMATE IN AN EMERGING MARKET CONTEXT 

 

4.1. Introduction 

The previous chapter (Chapter 3) detailed the research design and context for the present 

study. As discussed in Chapter 3, a mixed method design, including both an exploratory 

phase and an explanatory phase is appropriate for this study. The aim of the exploratory 

phase is to obtain preliminary insights into the antecedents of service climate and into how 

these antecedents interact in an emerging market context. These insights will help to 

develop a conceptual framework and derive hypotheses to be tested in the second phase of 

the study. This chapter specifically details the exploratory phase of this research and 

discusses the main findings of this phase.  
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The structure of this chapter is presented in Figure 4.1. The chapter initially presents the 

qualitative research methods chosen for the exploratory phase of this study. Findings of the 

exploratory phase are then discussed. A summary of the findings in the form of a research 

model with specific hypotheses derived from it will be presented at the end of the chapter.   

4.2. Qualitative research methods 

4.2.1. Justification for selecting in-depth interviewing for the exploratory phase 

In-depth interviewing was chosen for the exploratory phase of this study. In-depth 

interviewing refers to a formalised process of one-on-one interview in which researchers 

ask several semi-structured questions and probe for in-depth answers from interviewees 

(Hair et al., 2003; Zikmund et al., 2011). In-depth one-on-one interviewing was selected for 

this phase because it was considered more effective than other methods such as the focus 

group method. The benefit of in-depth interviewing over focus group method is that 

researchers can gain a more accurate and better understanding of respondents’ positions 

and behaviour in relation to a list of key topics (Ghauri and Gronhaug, 2005; Lawton et al., 

2013). This method of data collection is appropriate for this exploratory phase as 

respondents are free to answer in as much detail as possible according to their own 

perception and thinking in a range of sub-areas, especially in the case of sensitive issues 

(Ghauri and Gronhaug, 2005; Hair et al., 2003). By doing this, researchers can explore new 

concepts and discover preliminary insights into a particular issue (Blumberg et al., 2011). 

Additionally, in-depth interviewing is suitable for busy interviewees such as business 

executives (Aaker et al., 2010).  Previous studies (La, Patterson and Styles, 2009; Wang et 

al., 2013) have indicated that in-depth interviewing is a useful method in services 

marketing and organisational research.  
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The focus group method was not used for this stage of the study because of the type of 

qualitative data that the researcher intended to obtain. Focus groups are more appropriate 

when researchers need to collect different views on a topic, and observe interactions among 

respondents in a group (Blumberg et al., 2011). In focus groups with business people, 

participants might be reluctant to speak up freely about their business practices to others 

who might be their rivals (Aaker et al., 2010; Blumberg et al., 2011). In addition, it is 

difficult to schedule the same time for a group of respondents if they are a difficult type of 

participant to recruit, such as busy executives (Aaker et al., 2010), which is the case in this 

study.  

4.2.2. Sampling 

The researcher adopted a purposive, non-probability sampling method because the 

potential participants (managers and service employees) are difficult to reach (Cooper and 

Schindler, 2003). Ten service firms, both locally and foreign-owned were invited to 

participate in the interviews. These service firms represented a diversity of prominent 

service industries, including banking, hospitality, and financial services. These firms were 

chosen randomly from the Vietnamese service network and Vietnamese Chamber of 

Commerce and Industry (VCCI). In each service firm, one manager and one representative 

service employee were involved in the interview process. Managers and service employees 

were selected to participate in this study because they were considered to be the best placed 

in their firms to share experience on how their firms create a favourable service climate. 

The managers involved were knowledgeable about services marketing and management of 

their firm. They held various positions ranging from general manager (GM), vice GM or 

senior vice president, relationship manager, human resource (HR) manager, to service 
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manager. Service employees involved in the interviews have worked in their firm for at 

least one year. They also worked in departments that have customer contacts such as front 

office, customer relationship, sales and marketing (see Appendix 3 for participant details).  

4.2.3. Research procedure 

Based on the literature, the researcher developed a structured interview protocol with open-

ended questions to guide the interviews. To ensure semantic equivalence, two researchers 

who were native speakers, translated the interview protocol into Vietnamese and 

crosschecked the translated versions. Key informants were included from both managers 

and service employees of service organisations in both local and foreign service firms. The 

interviews were conducted in English and Vietnamese (where applicable). In each 

interview, the researcher first asked the participants to discuss what ‘service climate’ meant 

to them and their perceptions of service climate in their respective firms. They then 

discussed what drove service climate in their firms. The researcher provided a list of 

interview questions (see Appendix 1) to the participants at least one week in advance, and 

conducted these face-to-face interviews in the offices of the service firms and at a time 

chosen by the participants. Themes of the interview protocol for managers and service 

employees are described in Table 4.1.  
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Table 4.1: Interview protocol for managers and service employees 

Managers Service employees 

Themes Detailed discussion Themes Detailed discussion 

General - Details of 

respondent and 

company 

- Introduction of the 

term service climate  

General - Details of 

respondent 

- Introduction of the 

term service climate 

Service-oriented 

HRM practices 

- Aspects of HRM 

practices in the 

firm and how they 

are related to 

service climate 

HRM practices Describe HRM 

practices in the firm 

and how they are 

related to service 

climate 

Internal support - Inter-departmental 

support and other 

types of support 

Internal support Inter-departmental 

support and other 

types of support 

Resource 

commitment 

- - Work facilitation 

resources 

- - Other resources 

Resource 

commitment 

- - Work facilitation 

resources 

- Other resources 

Other antecedents  -   -  

Headquarter - The role of 

headquarter in 

influencing service 

practices (for 

foreign firms only) 

Service types -  

Local conditions - How local 

conditions impact 

service practices 

Working 

experience, 

cultural identity 

-  

 

The interviews were recorded digitally with permission of the interviewees. The recording 

of the interviews has several benefits for the researcher. First, it aids the listening process 

and flow of the interview (Easterby-Smith et al., 2008). Second, good recordings are 

essential for accurate transcripts and allow the researcher to re-listen to the interview when 

necessary (Cooper and Schindler, 2003; Easterby-Smith et al., 2008). The interviews were 
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then transcribed into a MS Word document to form the unit of analysis. To increase the 

quality of transcripts, the researcher asked the interviewees to review and amend them if 

necessary. The relevant findings in Vietnamese were then translated back into English.  

4.2.4. Data analysis  

The researcher used a grounded, abductive approach with thematic coding for data analysis 

from the selected quotations (Dubois and Gadde, 2002). Coding refers to the process of 

combining and categorising the interview data for ideas and themes, and then marking 

similar passages of text with a code label (Blumberg et al., 2011). The key themes emerged 

and were developed through carefully reading and re-reading the quotations to identify the 

more dominant themes (Freeman and Lindsay, 2012). The analysis included three coding 

procedures, namely open, axial and selective to interpret and attempt to explain the central 

phenomenon under study (Strauss and Corbin, 1998). Through a review of the interview 

transcripts, open coding involved a list of codes of perceptions of service climate and its 

antecedents (Strauss and Corbin, 1998). Axial coding was conducted to seek connections or 

inter-relationships among these antecedents, and selective coding was used to refine and 

integrate the major themes of the antecedents (Sinkovics and Ghauri, 2008; Strauss and 

Corbin, 1998). As part of an abductive approach, the researcher continuously moved back 

and forth between the interview data and theory to assist in the interpretation of the 

findings and to develop the hypotheses (Dubois and Gadde, 2002).  

4.2.5. Issues of reliability and validity  

This section examines the reliability and validity for this exploratory study. In qualitative 

research, reliability and validity are concerned with trustworthiness (Sinkovics and Ghauri, 

2008). Four common types of tests were used to assess the reliability and validity of this 
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exploratory study, including construct validity, internal validity, external validity, and 

reliability (Yin, 2003). They are discussed next with Table 4.2 summarising the strategies 

applied to enhance reliability and validity for this study.  

Table 4.2: Strategies to enhance the reliability and validity of qualitative research 

 

Tests Strategies 
Phase of research in which 

the strategies was applied 

Construct validity Use multiple sources of evidence 

 

Have key informants review draft 

reports of interviews 

 

Data collection 

 

Data analysis 

Internal validity  Do pattern-matching and explanation-

building within and across-case 

analysis 

 

Check for all rival explanations  

Data analysis   

 

 

Data analysis             

       

External validity  Use multiple companies  

 

Comparative findings  

Data collection 

 

Data analysis  

 

Reliability  Use detailed and consistent interview 

protocols  

 

Use consistent transcription standards  

 

Peer review  

Research design and data 

collection 

 

Data analysis 

 

Research design, data 

collection and analysis 

 

Sources:  Creswell and Miller (2000); Sinkovics and Ghauri (2008); Schweizer (2005); Yin 

(2003) 

Construct validity refers to the development of a suitable operational set of measures for 

the concepts being investigated (Yin, 2003). To obtain construct validity, multiple sources 

were utilised (Yin, 2003). For example, existing constructs of service climate and service 

practices were used from the established literature and other sources of evidence (e.g. 
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company website, company brochure, observations). In addition, in order to enhance the 

construct validity in this study, a draft transcript for each interview was reviewed by the 

key informants (including managers and service employees) as recommended by Yin 

(2003).      

Internal validity refers to the validity of the relationships or the influence of event X to 

event Y (Yin, 2003). Internal validity in this study was obtained by searching for pattern-

matching and explanation-building within and cross-case analysis, and by checking for 

plausibility of all rival explanations (Sinkovics and Ghauri, 2008; Yin, 2003).  

External validity refers to the generalisability of the research findings to another setting of 

people (Yin, 2003). In this study, external validity was achieved by using multiple 

companies across three service sectors. The inclusion of these companies was based on 

their ability to explain the research phenomena (antecedents of service climate) and to 

allow for theoretical replication (Yin, 2003). In addition, the findings of this study were 

compared with similar and conflicting literature to provide the accuracy of particular 

findings (Lee, 1999; Schweizer, 2005).  

Reliability is concerned with the degree to which the same findings and conclusions can be 

achieved if later investigators replicate the study (Yin, 2003). The major goal of reliability 

is to reduce the errors and biases involved in a study (Yin, 2003). In this study, the 

researcher sought to achieve research reliability by using detailed and consistent interview 

protocols, and consistent transcription standards (Schweizer, 2005). The interview 

protocols contain general instructions and a list of probe questions that were utilised during 

the interview process. With these protocols, similar results can be obtained if another 

researcher follows exactly the same procedures. In addition, reliability can be increased by 
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using peer review to assist in the design and implementation of the interviews (Creswell 

and Miller, 2000). In this study, peer review of the data and research process was 

conducted by the researcher’s supervisors, which improves reliability of this phase.  

4.2.6. Ethical considerations   

This section deals with the ethical issues of how the data was collected. This research 

gained approval from The University of Adelaide Human Research Ethics Committee (see 

Appendix 2). A number of steps were taken into account to ensure that this research met 

the ethical requirements of the university. In this research, participants in the interviews 

and respondents in the survey (for the second phase) were advised of the nature and 

purpose of the research project. The researcher made clear that participation in this research 

was totally voluntary and that participants can withdraw at any time. Their confidentiality 

was also assured. All information regarding participants such as individual names and firm 

names was coded to minimise the risks of identifying the participants and their firms. 

Written permission via a consent form was obtained prior to the data collection. In brief, 

major ethical considerations of the University of Adelaide Research Ethics Committee 

were followed in both stages of this study.  

4.3. Findings  

This section presents the main findings of this study. Past research on service climate has 

emphasised the role of training, autonomy, information system support, and 

interdepartmental support in cultivating a favourable service climate (Auh et al., 2011; 

Gracia et al., 2010; Liao and Chuang, 2007; Schneider et al., 1998). In this study, the 

researcher identified several additional and integrated factors driving service climate across 
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the participants. These antecedents were categorised into three broad groups, namely firm-

based, market-based, and culture-based antecedents. 

A glossary of selected key terms used in the interviews is provided in Table 4.3.  

Table 4.3: Glossary of selected key terms 

Term Definition 

Internal customer 

service 

the quality of services that front-line employees receive from 

other staff in their firm to enable them to work (Hallowell and 

Schlesinger, 2000) 

Internal process and 

service standards 

the set of cross functional processes, activities, standards 

developed within an organisation that focus on meeting and 

satisfying customers needs (Beitelspacher, Richey and Reynolds, 

2011) 

Service-oriented 

recruitment  

Organisations that recruit and select service employees based on 

service-oriented personalities and capabilities (Schneider and 

White, 2004) 

Service-oriented 

rewards and recognition 

Compensation and other incentive rewards to employee’s 

service-oriented performance, and recognition for their service 

excellence (Yavas, Babakus and Ashill, 2010) 

Service-oriented 

training 

Educational and training programs to improve employees’ job-

related and service behavioral skills (Babakus et al., 2003) 

Employee autonomy the degree to which the manager provide freedom, power, 

independence, and discretion to the employee in carrying out a 

given job (Christen, Iyer and Soberman, 2006) 

 

Work-family benefits Include job security, flexible work arrangements, vacations, and 

well-being programs for employees and in some cases for 

employees’ family members (Dulebohn et al., 2009; Ngo et al., 

2009) 

 

Work facilitation 

resources 

the physical resources, technical resources and information 

technology (Schneider and Bowen, 1985; Schneider and White, 

2004) 

Leadership 

commitment to service 

quality 

“managers’ affective desire to improve his or her unit’s service 

quality” (Hartline and Ferrell, 1996, p. 59) 

Competitive intensity The degree to which a company faces competition in a certain 

market (Grewal and Tansuhaj, 2001) 
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Employees’ cultural 

orientation 

The tendency of employees to view themselves as separable or 

inseparable from other in-group members (Triandis, 2001; 

Triandis et al., 1985), and the extent to which employees accepts 

the unequal power in their organisations (individual-level power 

distance) (Farh, Hackett and Liang, 2007).   

 

 

4.3.1. Firm-based antecedents 

The managers and service employees who participated in this research discussed a variety 

of organisational factors and inter-relationships between these factors in driving service 

climate in their organisations. These antecedents have been grouped into five categories, 

namely leadership commitment to service quality, internal process and service standards, 

service-oriented HRM, work facilitation resources, and internal customer service. In 

general, foreign firms tend to exhibit stronger firm-based antecedents than their local 

counterparts. These antecedents are discussed and explained in the sections that follow.  

4.3.1.1.  Leadership commitment to service quality 

Leadership commitment to service quality refers to the “managers’ affective desire to 

improve his or her unit’s service quality” (Hartline and Ferrell, 1996, p. 59). The interviews 

from both managers and service employees suggested that organisational service climate 

will be more favourable if leaders are committed to improving service quality. This is 

manifest by stressing the importance of service quality to their service employees, enjoying 

discussion of quality-related issues with other people in their company, upgrading their 

service knowledge and skills, recognising the necessity of change, and investing sufficient 

efforts to assist service employees’ needs in their service delivery. For example, 

Our managers are truly committed to improving service quality. They are always 

close to employees and emphasise the critical importance of customer services. 
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They have meetings weekly and brief meeting everyday to be informed customer 

related issues. For example, when there is a customer complaint, our managers 

will discuss to see which procedures are problematic. They will then talk to 

related departments and discuss with employees for instant problem solving 

(Employee #7, foreign).   

I always want to create a new, changing environment that can motivate service 

employees to work better and improve our services. For example, when I started 

my executive position, I changed several things, such as an old carpet in the front 

office that previous managers did not notice about; and it worked. We have 

received fewer complaints and our frontline employees felt happier (Manager #3, 

local).  

Thus, the finding extends previous research on the positive influence of leadership on 

service climate. For example, previous studies (Liao and Chuang, 2007; Salvaggio et al., 

2007) have focused on the effects of leader personalities and/or leadership styles on service 

climate. Salvaggio et al. (2007) argued that leaders with appropriate traits were more likely 

to have a positive leader service quality orientation, which in turn was related to a positive 

service climate. The finding of this study adds to this body of literature by suggesting the 

relevance of leaders’ affective commitment to service quality in fostering service climate. 

The finding provides important additional evidence that in smaller Asian emerging markets 

such as Vietnam where high power distance exists and decision making is normally top-

down (Hau et al., 2013), leadership commitment to service quality is a critical factor in 

creating the service climate of a firm. 

4.3.1.2.  Internal processes and service standards 

Internal processes and service standards refer to the set of cross functional processes, 

activities, standards developed within an organisation that focus on meeting and satisfying 

customer needs (Beitelspacher et al., 2011). Previous studies in advanced markets 

suggested that processes and service standards are essential to improve market performance 
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(Beitelspacher et al., 2011; Ro and Chen, 2011). In collectivistic cultures such as those in 

smaller Asian emerging markets, the importance of group norms is more apparent and as 

such, employees are expected to conform to their organisation’s processes and standards 

(Gamble and Tian, 2012). Although previous studies have not explored the role of internal 

processes and service standards on influencing service climate, the participants emphasised 

the necessity of establishing internal processes and service standards for a favourable 

service climate. To them, internal processes and service standards are guidelines that every 

employee is expected to follow. When service employees perceive that the availability of 

internal processes and service standards in their organisation generate service consistency 

and remove obstacles for service delivery, they feel more motivated in their work, which in 

turn has a positive impact on their perception of service climate.  

To serve customers well and to ensure our service employees follow guidelines, we 

must have solid processes and standards. Our internal procedures orient employees 

toward doing their best, not only for their customers, but also for their colleagues. If 

such processes are well designed, most of the obstacles for service delivery will be 

eliminated. Hence, employees will enjoy their working conditions and environment. 

(Manager #8, foreign) 

In addition, service employees in local firms had some negative views on their firms’ 

service processes and standards. For example, service employee #5 (local) acknowledged 

that because the internal processes in her firm are complicated (with long processing time 

for scanning customer records for instance), there have been several customer complaints. 

In contrast, participants in foreign firms (managers #7, #8, employee #7) praised their 

firms’ processes and standards as “professional and service-oriented” (manager # ), or 

“customer-centric” (manager #8). This is consistent with the eclectic paradigm (1988, 

1989, 2001) which suggests that foreign firms have ownership-specific advantages (i.e. 
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processes, standards), and therefore the service processes and standards that they 

transferred to smaller emerging markets such as Vietnam outperformed local firms.  

4.3.1.3.  Service-oriented human resource management (HRM) 

The present study revealed that another key factor driving service climate is a service-

oriented HRM. From the RBV, service employees (human capital) with personal skills and 

capacities, technical skills and knowledge, business and management knowledge are 

valuable assets of the firm (Wright et al., 2001; Yang, 2008). While previous studies in 

advanced Western markets (Auh et al., 2011; Salanova et al., 2005; Schneider et al., 1998) 

have provided inconsistent results about the role of autonomy on service climate and 

emphasised autonomy and training as key antecedents of service climate, the findings 

identified additional factors in service-oriented HRM practices contributing to service 

climate, including service-oriented recruitment and selection, service-oriented rewards and 

recognition, and work-family benefits. In general, foreign firms in Vietnam tend to have 

stronger service-oriented HRM practices than local firms.  

Service-oriented recruitment and selection In order to get the best employees, 

organisations first need to identify them and compete with other rivals to hire them, then 

need to be conscientious in interviewing and screening to choose employees with service-

oriented personalities and competencies from the pool of candidates (Zeithaml et al., 2009). 

Service-oriented personality can be defined as “resilient and coolheaded; cautious, playful, 

and thoughtful; willing to cooperate and defer to others; willing to adhere to strict standards 

of conduct; and interested in helping others and providing them service” (Hough and 

Schneider, 1996, p. 61). Organisations that recruit and select service employees with 

service-oriented personalities and capabilities are able to send a consistent message about 
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how organisations emphasise the importance of service quality (Schneider and White, 

2004). However, there is no empirical research to date testing whether organisations that 

use such measures to make hiring decisions achieve more positive service climate 

(Schneider and White, 2004). The findings of this study confirmed that a service-oriented 

recruitment and selection enhances the service climate of the organisation. The following 

statement by service employee #7 indicates how importance of service quality from 

service-oriented recruitment and selection in his firm,  

… my bank has strict criteria to recruit the right person, based on the applicant’s 

qualification and service experience. They employ new staff carefully, with two 

writing tests and two interviews. Many parts of the tests are on personality fit 

and communication skills… and I think my bank chooses the best employees to 

provide the best customer service quality. (Employee #7, foreign) 

Similar views were expressed by several managers (manager #4, #5, #7). These managers 

believed that organisations that want to send the message that service quality is important 

should pay more attention to recruitment. In addition, they indicated that a service-oriented 

recruitment approach can be based on the applicant’s appearance. Manager #4 shared his 

experience in recruitment,  

In service recruitment, appearance is very important. From appearance, we can 

predict if this person is suitable for a service job or not or if he/she is whole-

hearted and enthusiastic in his/her work. In addition, local characteristics and 

insider knowledge are crucial, especially in hospitality industry. When tourists 

visit Hue city, for example, they like to talk to Hue people rather than people 

from other provinces (Manager #4, local).  

Thus, this finding enriches the existing knowledge about service-oriented personalities. For 

example, Donavan, Brown and Mowen (2004) found a strong relationship between service 

employees’ personalities and service orientation of employees, such that employees who 

had more service-oriented characteristics were more involved in service-oriented 

organisational citizenship behaviour. Similarly, Brown et al. (2002) also identified a 
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positive relationships between three basic personality traits (agreeability, emotional 

stability, and the need for activity) and service orientation of employees. The finding of the 

present study shows that service employees hired by service firms are the fundamentals to 

the building of a service-centric organisation.     

Rosenzweig and Nohria (1994) argued that the values and practices of parent’s company 

are transmitted to the overseas subsidiaries through expatriates who act as carriers of 

MNCs’ culture. The findings of this study revealed that the recruitment and presence of 

expatriates in foreign firms in an emerging market tend to make their firms’ service climate 

better. Some managers in foreign firms (manager #2, manager #7, and manager #8) stated 

that they preferred recruiting expatriates or those who studied abroad. Although these 

managers were aware of cultural differences from recruiting of those people, such 

differences were not considered challenges but rather than opportunities. They believed 

that expatriates or overseas-trained people can bring a professional service environment 

that they learnt from advanced markets to an emerging market like Vietnam. This 

professionalism can influence other employees in the same firm. For example, manager #2 

said, 

Recruiting expatriates may be a bit difficult with many different procedures, but it 

brings several benefits. Local employees can learn foreign languages and benefit 

from the working styles and professional knowledge from these expatriates. Their 

disciplined and professional working styles are so beneficial for the local 

employees. (Manager #2, foreign) 

Some employees (employee #7, employee #8) also share similar perspective. To them, as a 

small emerging market, service practices in Vietnam are still underdeveloped, and 

therefore expatriates and overseas-trained people can instil new and advanced practices 

into their company and Vietnam. In the words of a service employee: 
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When recruiting expatriates or overseas-trained people, my company must have 

known what benefits those people can bring in terms of customer service 

improvement. In particular, those people can import a professional and dynamic 

service environment into Vietnam. The market in Vietnam is still underdeveloped, 

and it is not diversified like advanced economies. Therefore, those people can 

increase the competitive advantage of our bank. They bring service policies and 

practices from the head quarter, and instil these policies to our service employees. 

(Employee #8, foreign) 

Overall, the interview data suggests that organisations that recruit and select service 

employees based on service-oriented personalities and capabilities, especially organisations 

that recruit expatriates and/or overseas-trained employees can send the message about how 

organisations emphasise the importance of service quality, thus can foster a favourable 

service climate. This is particularly important as previous studies to date have not yet taken 

into account the important role of a service-oriented recruitment in the creation a positive 

service climate.  

Service-oriented rewards and recognition Another aspect of HR practices that strengthens 

service climate is how employees are rewarded for their performance. In general, when 

service employees are recognised for their service excellence, they are more motivated in 

delivering service quality in their firm. Consequently, they interpret and perceive their 

service climate more favourably. The following statements illustrate this.  

Service excellence in our company is fully recognised and rewarded. For 

example, employees who pick up belongings that customer have dropped, who 

serve customers well, and who are enthusiastic for their service work will receive 

incentives or be promoted to higher positions... (Employee #2, foreign)  

... When we are recognised and praised for our superior customer service, we feel 

appreciated and valued. (Employee #4, local) 

Papasolomou and Vrontis (2006) explored reward system in the UK retail bank industry 

context and found that front-line service employees tend to have more opportunities to get 

monetary rewards than back-office employees since they have sale targets. As a result, 
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rewards may be unfair and may not actually link to performance. However, analysis of the 

data revealed that the managers considered all of their employees as similar importance to 

customer service. One manager stated “Staff at our bank’s assessment unit may not meet 

customers directly but they have to assess customer records, which means they are also 

offering services to customers” (manager #6). The managers (manager #3, manager #6, 

manager #10), therefore indicated that in addition to monetary rewards for front-line staff 

in obtaining their sales and service targets, they also offered prizes for back-office staff for 

their performance and achievement of the corporate targets. Service performance was 

evaluated clearly by specific criteria, as revealed by the following informants: 

… not to make customers complaint twice during a half year period, need to 

answer phone calls within 3 rings. (Employee #7, foreign) 

We have above 20 criteria to evaluate employees’ service performance, such as 

service attitudes to other staff and customers, English skills, communication 

skills, problem solving, work process, … These criteria are very specific, used for 

both front-office and back-office staff.  (Manager #3, local) 

Further, the findings suggest that service employees are more driven to build an excellent 

service climate when they are rewarded based on their service excellence rather than sales 

performance. For example, several local bank managers (e.g. manager #5) stated that as 

their bank used personal sale bonuses for their staff, problems arose as some staff aimed to 

maximise their earnings and were not as concerned with customer service. The managers 

also indicated that when employees consider sale incentives as more important, they may 

compete with each other, and this may be detrimental to developing and sustaining a 

service climate.  

Service-oriented training Training and development of service employees have been 

emphasised across services marketing and HRM literature. Grönroos (2007), Salanova et 
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al. (2005), and Zeithaml, Bitner, and Gremler (2009) argued that through training with both 

job-related skills and interpersonal skills, service employees can improve their capacity to 

deal with customer demands, and to provide responsive, caring, courteous and empathetic 

services to customers. It is not surprising that all participating firms in this study 

implemented training and educational programs such as service workshops, team-building 

exercises to enable their service employees to meet their service standards and deliver high 

quality customer service. However, foreign firms tend to have more advanced training 

programs than their local counterparts do. They take advantages of internalisation to send 

their employees to other domestic subsidiaries, even overseas subsidiaries for training.  

Annually, our hotel organises training classes for our service employees and the 

teachers are foreigners. Employees in our hotel are also sent to other Accor 

corporation hotels in Hanoi, Ho Chi Minh city or even overseas for training or 

work. After their return, they earn more experiences and share with other 

employees. Our service climate and service quality, therefore increase 

accordingly. (Manager #2, foreign)  

Employee autonomy While previous studies (Auh et al., 2011; Salanova et al., 2005) 

provide inconsistent results about the role of employee job autonomy on service climate, 

our findings suggest that employee job autonomy has a positive impact on service climate. 

Autonomy refers to the degree to which the manager provides freedom, power, 

independence, and discretion to the employee in carrying out a given job (Christen et al., 

2006). The findings suggest that the changing Vietnamese service environment affecting 

Vietnamese service firms necessitated changes in their internal working environment and 

adopt more employee autonomy in service activities. The findings indicate that autonomy 

gives the employees opportunities to exercise flexible and adaptive decision-makings, 

especially in dealing with customers. This motivates them to think more positively about 

their organisational service climate.  
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When my supervisor assigns a job for me with authority to solve a problem in a 

certain level, this makes me feel more comfortable, more confident, and more 

proactive when dealing with my customers. I won’t need to report to my 

supervisor and I can make quick decisions to make customers happy. (Employee 

#1, foreign) 

In addition, the findings suggest that foreign firms tend to design service jobs with more 

autonomy than local firms in smaller emerging markets.  

 …It seems that management here does not trust employees and often step in to deal 

with difficult situations. (Employee #9, local) 

We adopt more Western service practices. That is, we often let service employees 

to carry their jobs, and reduce burden of having interference from higher level of 

management. This is totally different to the local company where I worked before, 

which was very hierarchical and centralised. (Manager #8, foreign) 

The findings therefore support the view that perceived autonomy has a positive influence 

on employee perceptions of service climate, which supports previous studies (Auh et al., 

2011; de Jong et al., 2004). However, such studies were conducted in industrialised 

markets (e.g. Canada and the Netherlands) and in self-managing service teams. The 

findings of the present study extend previous studies by providing evidence of the impact 

of autonomy on service climate from an Asian emerging market context. 

Work-family benefits An important aspect of HRM practices that emerged in the 

interviews as an antecedent of a service climate is work-family benefits. A firm that 

provides work-family benefits is likely to be the type of firm that offers job security, 

flexible work arrangements, vacations, and well-being programs for its employees and in 

some cases for the employees’ family members (Dulebohn et al., 2009; Ngo et al., 2009). 

Several scholars have claimed that while work-family benefits are recognised as an 

important area of HRM practice, little attention has been given to this area (Dulebohn et al., 

2009; Ramesh and Gelfand, 2010; Wang et al., 2004). In particular, no prior research has 

identified the relationship between work-family benefits and service climate. The findings 
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from the interview data suggested that before a favourable service climate can be created, 

service firms needs to concern about work-family benefits for its employees. The 

participants, both managers and service employees, described various forms of work-

family benefits that their service firms offered for their employees such as social and health 

insurances, birthdays for their employees, holidays for their employees and family 

members, concern for individual circumstances (e.g. marriage, health, ...), and flexible 

work arrangement. They emphasised that such kinds of work-family benefits seemed to 

give the service employees a sense of being cared, which made the employees rather 

attached to the service values of their firms, and rejected attractions or alternative careers 

from competitors. This may be in part explained by the social exchange (Cropanzano and 

Mitchell, 2005; Snape and Redman, 2010) that service employees got from their firms. As 

explained by some service employees: 

If my company wants to send the message that service quality is important, it 

first needs to show concern for employees and their families’ wellbeing such as 

marriage, visiting when they are sick, and offering suitable insurance and 

welfare policies”. (Employee #3, local)  

When managers show concern and understanding of different situations of 

employees, about the lives of employees, employees will be attached to this 

long-term relationship, they will try to serve customers better and will not leave 

their job. (Employee #9, local)  

The findings support the view that work-family benefits are required to achieve a positive 

service climate in service firms. Previous studies, such as Honeycutt and Rosen (1997) and 

Ramesh and Gelfand (2010) have identified that work-family benefits are critical predictors 

of organisational attraction and turnover intentions. Ngo et al. (2009) also found a positive 

relationship between family friendly work practices, a part of work-family benefits, and 

organisational climate. However, all of these studies have been conducted in advanced 
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markets and in manufacturing sector. The findings of the present study, therefore, add new 

insights into the influence of work-family benefits on service climate, and expand the 

current service climate literature in an emerging market context. Similar to Settoon, 

Bennett and Liden (1996), and Snape and Redman (2010), the findings suggested that 

social exchange is crucial in shaping employee perceptions and attitudes about their 

workplace.  

4.3.1.4.  Work facilitation resources 

Work facilitation resources refer to the physical resources, technical resources and 

information technology (Schneider and Bowen, 1985). The participants from both countries 

highlighted the role of work facilitation resources in influencing employee perceptions of 

service climate. They indicated that work facilitation resources such as computer systems, 

software for service operations management, physical environment, uniforms, equipment 

and tools for service make staff feel secure, well-equipped and motivate to devote 

themselves to meeting customers’ demands. As illustrated by the following participants: 

Due to the demand for higher service quality, we need to regularly upgrade our 

facilities and equipment. If the computer system at the reception desk is outdated, 

the check-in-process for customers will be slow. This will upset customers and 

negatively impact employees’ work perception and work attitude. (Manager #2, 

foreign)  

In the past, my bank expanded branches more quickly than our available budget. 

As a result, two employees had to work in one desk, 12 employees worked in 15 

meter square area. In addition, facilities were not fully equipped. The staff 

complained the conditions and they said the bad conditions would impact on 

service and sales. After we moved to the new and modern office, and with the 

support of fully new beautiful equipment, our employees felt happier and more 

motivated to work better. (Manager #8, foreign)  

Previous research argued that before a service climate can be shaped, a foundation for such 

climate must be established (Salanova et al., 2005; Schneider et al., 1998). For example, 
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Schneider et al. (1998) found computer support impacts service climate, leading to 

favourable customer perceptions of service quality. Their study, however, explored 

computer support that is only a part of work facilitation resources. The findings of the 

present study suggest that an appropriate level of work facilitation resources should include 

various elements ranging from service technology (e.g. information and technology, 

computer systems and software) to physical resources, contributing to employees’ sense of 

how well they are supported to deliver quality services. It is relevant to social exchange 

theory as work facilitation resources establish employees’ sense of how well they are 

supported to deliver quality service (Schneider and White, 2004).   

4.3.1.5.  Internal customer service 

Internal customer service refers to services that frontline service employees receive from 

other staff in their firm to enable them to work (Hallowell and Schlesinger, 2000). Previous 

studies in advanced markets (Schneider et al., 1998) suggested that interdepartmental 

service provides the foundation for a service climate. The participants, both in local and 

foreign service firms also recognised the crucial role of cooperative attitudes between 

departments in creating a favourable service climate. For example,  

 We need to create a friendly working atmosphere between departments for 

customer service improvement. Sometimes it is hard but it is crucial to improve our 

organisational service climate. (Manager #2, foreign) 

Customers do not evaluate a frontline employee or an employee in restaurant but 

they evaluate employees of the whole hotel. For example, a customer may receive 

very good service in check-in but in check-out, he/she has a problem with house-

keeping department, and thus he/she will perceive bad service quality from the 

hotel. Efforts of frontline employees are destroyed by house-keeping department, 

and they won’t feel happy. (Manager #4, local) 
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Further, the participants suggested that interdepartmental support is not enough to create a 

favourable service climate. As they indicated, employees also need to receive support from 

their co-workers and their supervisor for generating a favourable service climate. As 

revealed by the following participants:  

We contact customers regularly… sometimes we cannot understand everything in 

the market… Therefore, we need other employees in our department or supervisor 

to understand our difficulties and help us out. We can discuss together and find new 

ways to improve our services. (Employee #10, local) 

My supervisor is very supportive. We can seek support and advice from him very 

easily when we can’t solve a customer service problem. (Employee #9, foreign)   

This suggests that internal customer service, as an antecedent of service climate, has three 

components, namely co-worker support, inter-departmental support, and supervisory 

support. This can be explained by social exchange theory (Snape and Redman, 2010) as 

service employees who receive a positive leader-member (supervisory support) and 

member-member (co-worker and interdepartmental supports) relationships are likely to 

reciprocate by accepting the service values of the organisation. The findings, therefore, 

extend the findings of Schneider et al.’s (1998) research by suggesting three components of 

internal customer service and identifying internal customer service as a critical factor of 

service climate in the context of a smaller Asian emerging market.  

4.3.1.6.  Interactions between firm-based antecedents  

While previous studies examine the impact of firm resources separately, the findings of this 

study confirmed that there are dynamic relationships and interactions between these firm-

based antecedents in the process of creating a service climate. Hartline and Ferrell (1996) 

argued that leaders who are committed to service improvement are more likely to provide 

autonomy to service employees and emphasise behaviour-based evaluations. While many 
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managers (#1, #2, #4, #5, #7, #8, #10) and employees (#1, #2, #3, #4, #5, #7, #8) supported 

this view, they stressed that when leaders care, or have concern for employees and 

customers, they will implement several service-oriented practices such as service-oriented 

processes, service-oriented HRM, and provide employees with well-equipped work 

facilitation resources. For example,   

Realising the importance of service quality, I replaced a lot of equipment for service 

employees to enable them to work better. For instance, I replaced the computers 

with thick screens by slim LCD screens and this made my employees feel 

happier…I also observed successful cases of customer services and shared the 

experiences for my service employees. (Manager #3, local) 

In addition, the findings of this study suggested that leadership commitment to service 

quality influences employee behaviour. When employees perceive that their leaders are 

highly committed to service quality, they are more likely to collaborate with other staff to 

provide good quality services (internal customer service). As explained by the manager #4,  

While the restaurant department was preparing the buffet, it rained suddenly. 

Previously, the restaurant department did not receive any assistance from other 

departments. However, when the top managers came and helped the restaurant staff, 

and called other staff to assist, many employees from other departments turned up 

and all helped out with the event. (Manager #4, local) 

Additionally, both local and foreign firms used training as a way to implement the 

supportive behaviour among service employees. By viewing service employees as internal 

customers, training and educational activities at the service firms were directed at shaping 

their service employees’ supportive attitudes to their co-workers. All staff were encouraged 

to treat their colleagues as internal customers. As described by one service employee:  

 … We are trained not only in professional skills, customer care skills but also in 

attitudes and behaviour towards other staff and customers. (Employee #6, local) 

Clearly, having appropriate training programs in workplace sends a strong message to 

service employees regarding how organisation emphasises service quality. Thus, while the 
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interview data supported previous studies that service-oriented training is a significant 

determinant of service climate (Salanova et al., 2005; Schneider et al., 1998; Steinke, 

2008), the findings extend literature by arguing that when service employees are trained 

with service consciousness and attitudes towards their co-workers, and when they receive 

cross-training and team building, they are likely to coordinate or help other staff, which 

may lead to positive internal customer service. 

Further, when employees are more autonomous, they are more likely to exhibit cooperative 

behaviour, which leads to better internal customer service. As employee #7 (foreign) 

pointed out, “As I am in a pretty autonomous unit, I don’t need to report and wait for 

permission from my supervisor to help other staff. I can help them instantly whenever 

necessary”.   

The participants also added that work-family benefits can create a warm environment 

among staff and make them closer, more understandable, which can lead to better 

cooperation among employees (internal customer service). One participant described it as 

follows: 

During the holiday occasions or at corporate events and parties, my company 

provides opportunities for staff and their families meet together, hence creating the 

linkages between individuals and families. These events not only help employees 

feel pleasure and love our service environment but also make them closer, and 

know each other better. (Manager #8, foreign)  

Finally, the findings revealed that when service employees are well-equipped, they have 

more capabilities to co-ordinate with other staff and are more willing to help other staff in 

need. As employee #3 (local) explained,  

When a customer needs to scan [a document] but the reception desk does not have a 

scan machine, our sale and marketing department can help the reception instantly as 

we have this machine. (Employee #3, local) 
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4.3.2. Market-based antecedents 

Previous studies have not considered the impact of market factors in creating a positive 

service climate. In the present study, a major market-based antecedent emerged from the 

interviews with managers and service employees, namely competitive intensity in smaller 

Asian emerging markets. Competitive intensity refers to the degree to which a company 

faces competition in a certain market (Grewal and Tansuhaj, 2001). The competition in 

several service industries such as hospitality, banking and financial services in Vietnam has 

become increasingly fierce, as perceived by many participants. For example,  

The opening of several banks over the past five years, both domestic and foreign-

owned has made the competition very intense. These competitors provide various 

services and have several activities to attract customers. Many foreign banks offer a 

very professional working environment, with good salary packages…They have 

attracted a lot of service employees from domestic firms. (Manager #6, local) 

Previous studies (Hau et al., 2013; Kumar et al., 2011; Pehrsson, 2011; Sørensen, 2009) 

argued that competitive intensity has a strong impact on a firm’s market orientation and 

marketing performance. While these studies view competition from customer perspective, 

participants in the present study emphasised both customer and employee perspectives. As 

they indicated, the competition to attract and retain key service employees to improve their 

service climate and competitive advantages is also quite intense. In a high competitive 

intensity, employees will compare the service practices in their firm with other companies.  

I know our employees often compare us with other competitors. For example, 

when they think that another hotel is new and well-equipped, with a stronger 

clientele, or better salary, these employees might think negatively about our 

practices. This will definitely impact their service behaviours. (Manager #3, local) 

The findings suggests that the greater the perceived competition, the greater the service 

firms need to concern for their employees and customers to foster a favourable service 

climate. For example, manager #  (foreign) indicated that “The pressure from competition 
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affects our internal policies. We have to improve our internal process to obtain more 

favourable service climate”. Other local managers (manager #3, #6) also emphasised that 

as competition is more intense, they need to improve salary level, work facilitation 

resources for service employees, or have more service-oriented recruitment practice to 

enhance their organisational service climate.  

The competition forces our company to increase salaries for service employees. In 

addition, we need to upgrade work resources such as tools, equipment so that our 

employees will be motivated to work better for customer services. (Manager #3, 

local)  

The intense competition compels us to change from recruitment to other human 

resource practices. Now we are more service-oriented…. We recruit more young 

employees with service-oriented personalities and capabilities. We also provide 

them with more autonomy…All of these changes have helped us a great deal. 

(Manager #6, local)  

Competitive intensity and its impact on several marketing attributes such as market 

orientation and business performance have been well documented in literature (Chi and 

Sun, 2013; Cui, Griffith and Cavusgil, 2005; Hau et al., 2013; Kumar et al., 2011; Slater 

and Narver, 1994). However, previous literature has not examined the relationship between 

competitive intensity and service climate. The findings of the present study therefore 

extend literature by suggesting that service firms operating in a high competitive intensity 

focus more on service practice improvement to enhance their service climate.  

4.3.3. Culture-based antecedent 

The present study found that employees’ cultural orientation can be viewed as a culture-

based antecedent of service climate. Employees’ cultural orientation refers to the tendency 

of employees to view themselves as separable (individualism) or inseparable (collectivism) 

from other in-group members (Triandis, 2001; Triandis et al., 1985), and the extent to 
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which employees accepts the unequal power in their organisations (individual-level power 

distance) (Farh et al., 2007).   

According to Farh et al. (2007), Hackett, and Liang, and Wang et al. (2004) individual 

diversity in cultural orientation is likely to exist in a country. Caprar (2011) also found 

diverse cultural values among employees working in MNCs in an emerging market. The 

findings of the present study showed that service employees working in local versus 

foreign firms have different cultural orientation. Employees in local service firms are likely 

to be more collectivism than those in foreign firms. For example, employee #4 (local) and 

employee #8 (foreign) stated,  

We consider our co-workers as family members. We share happiness, sadness, 

and difficulties in our work as well as in our lives. We talk about how to create 

the best services for our company and for customers. (Employee #4, local)  

I feel that my colleagues are very individualistic. They solely focus on what they 

want or what they target, rather than thinking about others. Perhaps they are 

influenced by the Western culture. (Employee #8, foreign) 

In contrast, employees working in foreign service firms tend to reveal lower power distance 

than those working in local service firms. For example, employees #7, employee #8, and 

employee #10 in foreign service firms indicated that in their companies, discussion with 

their boss to state their points of view was easy and encouraged, and they felt comfortable 

to do this. However, employees # 3, #4, and #6 (local) were not comfortable to argue or 

present ideas with their bosses.  

This finding therefore supports prior studies (Farh et al., 2007; Newman and Butler, 2013; 

Shim and Steers, 2012) that individual cultural orientations or values are related to both 

societies (i.e. economic development) and organisations (i.e. organisational culture). 

Studies by Lau and Ngo (2001) and Rosenzweig and Nohria (1994) argued that values and 
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practices from home country are transmitted to the overseas subsidiaries in the host market, 

especially through expatriates. The findings of this study suggest that in smaller emerging 

markets, the cultural orientations of employees in foreign firms thus may be influenced by 

the Western culture imported from their headquarters.  

Further, the findings suggest that employees indicating a high level of collectivism and a 

lower power distance are more intrinsically motivated by certain service practices such as 

autonomy, internal customer service and therefore better internalise and perceive their 

organisational service climate in a more favourable manner. For example,  

People who don’t care so much about power distance and hierarchy like me will 

perceive service climate better as we prefer autonomy; and because we openly 

discuss issues with our managers, we will be embrace the service messages that 

our managers want to convey. (Employee #7, foreign)  

People who are more cooperative and more willing to help other people [high in 

collectivism] will have stronger perception about the importance of teamwork 

[internal customer service] on service climate as they will find it easy to integrate 

with other staff, to adapt to their organisational culture. (Employee #8, foreign)  

Therefore, the findings suggest that social exchange between organisational resources and 

employee perception of service climate is contingent on employees’ cultural orientation. 

Farh et al. (2007), Newman and Butler (2013), and Wang et al. (2004) argued that the 

relationship of perceived organisational support on employee outcomes are stronger for 

people scoring low in power distance and low in individualism. For example, individuals 

indicating a high power distance are less likely to be reliant to reciprocity norms (Farh et 

al., 2007). However, none of the previous studies have explored the impact of antecedents 

of service climate under different employees’ cultural orientation. The findings of the 

present study thus add new insights into the influence of employees’ cultural orientation on 

service climate, and expand the service climate literature from a culture perspective.  
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4.4. Summary of findings  

A summary of the main findings and contributions of this exploratory study is presented in 

Table 4.4.  

Table 4.4: Summary of the findings 

Key themes Findings and contributions Theories 

supported 

References to build 

constructs 

Firm-based 

antecedents 

Additional firm-based antecedents that 

prior studies have not explored, 

including: 

- internal processes and service 

standards,  

- leadership commitment to service 

quality,  

- other factors in service-oriented 

HRM practices (i.e. service-oriented 

recruitment, service-oriented rewards 

and recognition, work-family benefits) 

 

- The RBV  

- Social 

exchange 

theory 

Barney (2001) 

Griffith and Harvey (2001) 

Teece, Pisano, and Shuen 

(1997) 

Blau (1968) 

Beitelspacher, Richey, and 

Reynolds (2011) 

Schneider and White (2004) 

Ramesh and Gelfand (2010) 

Hartline and Ferrell (1996) 

 

Dynamic relationships between firm-

based antecedents 

The RBV 

(dynamic 

capabilities) 

Teece (2014) 

Teece, Pisano, and Shuen 

(1997) 

 

Compared to local firms, foreign firms 

in smaller Asian emerging markets 

perform better in several firm-based 

antecedents (i.e. internal processes, 

service-oriented HRM practices) 

 

Eclectic 

paradigm 

Rosenzweig and Nohria (1994) 

Market-

based 

antecedents 

The relationships between firm-based 

antecedents and service climate are 

likely to vary according to the level of 

competitive intensity in smaller Asian 

emerging markets 

 

The RBV 

(dynamic 

capabilities) 

 

Sørensen (2009) 

Pehrsson (2011) 

Novicevic et al. (2011) 

Doorn et al. (2010) 

Culture-

based 

antecedents 

- Employees in foreign firms exhibit 

more individualism and lower power 

distance 

 

- The relationships between firm-

based antecedents and service climate 

are likely to vary according to 

employees’ cultural orientation. 

 

- The RBV 

- Social 

exchange 

theory 

Farh, Hackett, and Liang 

(2007) 

Lau and Ngo (2001) 

Wang et al. (2004) 
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4.5. Conceptual framework and research hypotheses 

The findings of the exploratory phase provided insights of the research phenomena, namely 

the antecedents of service climate in an emerging market context. Based on the research 

findings, the researcher developed a specific set of research hypotheses to be tested in the 

second phase of this study.  

Hypothesis 1. In emerging markets, leadership commitment to service quality 

positively influences service climate.  

Hypothesis 2. In emerging markets, internal processes and service standards positively 

influence service climate.  

Hypothesis 3. In emerging markets, service-oriented HRM positively influences 

service climate.  

Hypothesis 4. In emerging markets, work facilitation resources positively influence 

service climate.  

Hypothesis 5. In emerging markets, internal customer service positively influences 

service climate.  

Hypothesis 6. In emerging markets, the firm-based antecedents are interlinked. In 

particular:  

(6a) leadership commitment to service quality positively influences internal processes 

and service standards, work facilitation resources, service-oriented HRM, and internal 

customer service; 
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(6b) internal processes and service standards, work facilitation resources, service-

oriented HRM positively influence internal customer service.  

Hypothesis 7. In emerging markets, foreign firms exhibit a higher level of firm-based 

antecedents, including (a) leadership commitment to service quality, (b) internal 

processes and service standards, (c) service-oriented HRM, (d) work facilitation 

resources, and (e) internal customer service, than their local counterparts. 

Hypothesis 8. In emerging markets, competitive intensity moderates the relationships 

between firm-based antecedents and service climate.  

Hypothesis 9. In emerging markets, (a) employees in foreign-owned firms exhibit 

more individualism and lower power distance; and (b) employees’ cultural orientation 

moderates the relationships between firm-based antecedents and service climate.  

In addition to the hypotheses developed from the findings of the exploratory study, as 

discussed in the literature review chapter (Section 2.6.2), the impact of these firm-based 

antecedents on service climate is likely to vary between local and foreign firms according 

to the types of antecedents (task-oriented versus individual-oriented interventions) (Lau 

and Ngo, 2001). Western firms which tend to be more individualistic (Hofstede et al., 

2010) should have a closer fit with individual-level interventions (Golembiewski, 1991; 

Lau and Ngo, 2001). In contrast, Asian emerging market firms which tend to be more 

collectivistic, have high power distance (Hofstede et al., 2010) should have a better fit with 

task-oriented, group interventions or system level interventions (Golembiewski, 1991; Lau 

and Ngo, 2001). With the antecedents identified from the exploratory study, similar to Lau 

and Ngo (2001), it can be proposed that leadership commitment to service quality, service-

oriented HRM have a people-orientation or individual-level intervention, and internal 
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processes, internal customer service and work facilitation resources have a task-orientation 

or system intervention. Based on the fit between culture and the types of antecedents  (Lau 

and Ngo, 2001), the following hypothesis was developed.  

Hypothesis 10. In emerging markets, ownership type (local versus foreign) moderates 

the impact of firm-based antecedents on service climate.   

The researcher aggregated the findings of this exploratory study to provide a theoretically 

grounded conceptual framework depicting the antecedents of a favourable service climate 

in emerging markets (see Figure 4.2).    

4.6. Conclusion  

This chapter focused on the methodology and main findings of the exploratory phase of 

this research. The qualitative research method of in-depth interviewing was discussed, 

including justifications for selecting in-depth interviewing, sampling, interview procedures, 

data analysis and the issues of reliability and validity of in-depth interviewing. The findings 

of this exploratory study suggested three categories of factors that lead to the creation of a 

favourable service climate, namely firm-based, market-based and culture-based 

antecedents. In addition, differences were found between local and foreign firms in several 

firm-based antecedents and employees’ cultural orientation. Based on these findings, a 

conceptual framework was developed from which 10 hypotheses were derived. These 

hypotheses will be tested in the explanatory phase of this research. The next chapter will 

discuss the methodology used to test the hypotheses developed from the exploratory phase.  
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Figure 4.2: A conceptual framework of antecedents of service climate in emerging markets  
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CHAPTER 5:  SURVEY METHODOLOGY 

5.1. Introduction  

In the preceding chapter, the exploratory qualitative phase identified the antecedents 

of service climate and their inter-relationships, and explored the differences between 

local and foreign service firms in an emerging market context. The qualitative 

findings discussed in Chapter 4 resulted in a conceptual framework and a set of 

hypotheses derived from the framework. Next, the quantitative phase will empirically 

test the proposed hypotheses developed in the exploratory phase. This chapter 

discusses the methodology used in the quantitative phase of this study.  

The chapter is organised as follows. Firstly, the survey methodology for the second 

stage of this study is justified. Secondly, questionnaire design and administration are 

discussed. This discussion is followed by a description of sampling strategies. Finally, 

proposed data analysis strategies are presented.  

 

  

 

 

 

 

 

 

 

 

 

 

Figure 5.1: Structure of Chapter 5 
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5.2. Justification of the survey methodology  

A quantitative survey was designed to empirically test the proposed hypotheses 

developed in the preceding chapter. Commonly used in marketing and organisational 

research, this method of obtaining information is based on a structured questionnaire 

given to a representative sample of people (Zikmund et al., 2011). It allows the 

researcher to obtain various types of data and constructs of interest from respondents, 

and to conduct advanced statistical analyses (Hair et al., 2003). It is also considered 

the most commonly-used method in the service climate literature (Bowen and 

Schneider, 2014). Therefore, survey research is considered appropriate for the second 

phase of this study to test the relationships identified in the exploratory phase.  

Data can be collected via a variety of survey methods such as person-administered or 

face-to-face surveys, telephone-administered surveys, self-administered surveys, and 

web-based surveys (Blumberg et al., 2011; Hair et al., 2003; Malhotra et al., 2002; 

Neuman, 2011; Saunders, Lewis and Thornhill, 2009). Each method has its own 

advantages and disadvantages, and is described in Table 5.1. Indeed, none of the 

methods is superior for all research situations and thus an appropriate method is 

chosen based on the balance of research objectives, available resources and 

constraints (Malhotra et al., 2002). A number of factors that may impact on the choice 

of a suitable method include the required accuracy, size of sample, amount of 

information needed, research topic sensitivity, the availability of facilities, time and 

costs, the characteristics of respondents from whom researchers want to collect data, 

and the experience and expertise of researchers (Hair et al., 2003; Ranchhod and 

Zhou, 2001; Saunders et al., 2009). As different survey methods have different 

strengths and weaknesses, a combination of methods is recommended to retain the 
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best features of each and minimise the overall limitations (Aaker et al., 2010). The 

data collection method chosen for the present study was a combination of self-

administered surveys and web-based surveys. Further justifications for these survey 

methods are discussed next.  

 Self-administered survey. Self-administered surveys have become a popular method 

for data collection in business research (Blumberg et al., 2011). In this study, a self-

administered survey was selected for the following reasons.  

Firstly, self-administered surveys typically cost less than person-administered surveys 

(Aaker et al., 2010; Blumberg et al., 2011). In particular, they are cost efficient where 

a large sample size is required and targeted respondents are located in different cities, 

as was the case in this study.  

Secondly, self-administered surveys typically provide greater anonymity than other 

survey methods, which is necessary for the current study (Blumberg et al., 2011; 

Malhotra et al., 2002). Self-administered surveys have been found to provide better 

quality data, especially with obtaining sensitive information (Aaker et al., 2010). In 

the current study, the researcher collected data on employee perceptions of their 

organisational policies and practices, such as their leadership commitment to service 

quality, their HR policies, co-worker support, supervisory support, service climate and 

so on. Thus, the anonymous nature of self-administered surveys is helpful to collect 

this type of sensitive information (Aaker et al., 2010).  

However, a major limitation of self-administered surveys is the potential for non-

response error and low response rates (Blumberg et al., 2011; Cooper and Schindler, 

2003). Previous studies have revealed that better educated participants, and only those 

that are more interested in the research topic, would answer survey questionnaires 
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(Blumberg et al., 2011). A low response rate can lead to a non-response error, which 

is the difference between those who participate or respond to a survey questionnaire 

and those who do not (Kinnear et al., 1993; Malhotra et al., 2002). Non-response error 

can affect the validity of research findings (Kinnear et al., 1993). Thus, in order to 

increase the response rate, the researcher combined self-administered surveys with 

web-based surveys by providing an alternative option for respondents to answer the 

survey questionnaire online. In the cover letter that was sent to the potential 

respondents, the researcher provided the link to the online survey and stated that 

respondents could choose the option to answer the questionnaire that is more 

convenient to them (paper-based or online). The justification for web-based surveys is 

presented next.  

Web-based survey. With the development of internet technologies and the utilisation 

of internet at work, web-based surveys have become a popular means of data 

collection in organisational research (Hair et al., 2003; Malhotra et al., 2002). Similar 

to self-administered surveys, web-based surveys are cost efficient, especially as there 

are no costs for printing and mail-outs, or for data entry (Aaker et al., 2010; Blumberg 

et al., 2011). Potential respondents feel anonymous and can be approached regardless 

of their geographical distance (Malhotra et al., 2002) . However, compared to self-

administered surveys, web-based surveys have a faster turnaround and an automated 

collection of survey data, thus reducing potential errors associated with manual data 

entry (Aaker et al., 2010). Further, web-based surveys typically provide more 

complete information because with a password system, respondents can be sent 

friendly email reminders asking them to respond to all questions (Zikmund et al., 

2011). The major limitation of web-based surveys is their unrepresentative sampling 

frame (Malhotra et al., 2002). However, this weakness was avoided in this study, as 
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care was taken in choosing an appropriate sample, which will be discussed in Section 

5.4. Another limitation of web-based surveys is security concerns (e.g. hackers) 

(Zikmund et al., 2011) . However, the researcher used Qualtrics, a supplier 

specialising in online surveys that has developed a very secure password-protected 

system, thus eliminating this weakness.   

In brief, this study selected self-administered surveys and web-based surveys because 

of their good rate of data collection when compared to other survey methods. The 

combination of these two methods was deemed appropriate and helped the researcher 

obtain a better response rate for this study.    
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Table 5.1: Comparison of survey approaches 

 Web-based Self-administered Person-administered Telephone-

administered 

Description Questionnaires are 

emailed or accessible on 

a website 

Questionnaires are mailed, 

faxed, delivered by hand 

and collected later 

Respondents are 

surveyed in person 

with questionnaires 

Respondents are 

surveyed on the 

telephone  

Attributes     

1. Respondent anonymity Excellent Excellent  Poor Poor  

2. Likely response rate  Fair Fair Good Fair 

3. Diversity of questions Fair Fair Excellent Good 

4. Costs Excellent Fair Poor Good 

5. Time for respondents to think 

about questions 

Excellent Excellent  Poor Poor 

6. Interviewer availability for 

probing and explanation  

Poor Poor Excellent Good 

7. Geographic coverage of 

sample 

Excellent  Excellent  Poor Excellent  

8. Ease of follow-up  Poor Good Poor Good 

9. Data collection time/speed  Good Good Poor Excellent  

10. Scheduling requirements Excellent Excellent Poor Fair 

11. Respondent cooperation Poor Fair Excellent  Good 

12. Obtaining sensitive 

information 

Good Good Fair Fair 

13. Sample control Poor Fair Excellent  Good 

14. Item non-response Fair Poor Excellent Excellent  

15. Control of interviewer 

influence on answers  

Excellent Excellent  Poor Fair  

16. Control of environment for 

survey completion 

Poor Poor Excellent  Fair  

Sources: Aaker et al. (2010), Blumberg et al. (2011), Hair et al. (2003), Malhotra et al. (2002), Neuman (2011), Saunders et al. 

(2009)  
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5.3. Questionnaire design and administration  

After justifying the survey methodology for the second stage of this study, three other 

issues of research design will be addressed; namely questionnaire design and 

administration (Section 5.3), sampling strategy (Section 5.4) and data analysis strategy 

(Section 5.5).  

This section illustrates how the questionnaire was designed, developed, and administered 

to obtain accurate information on the research issues (Malhotra et al., 2002). Designing a 

survey questionnaire requires both artistic and scientific skills as well as experience 

(Malhotra et al., 2002). Previous scholars have provided various suggestions about the 

development of the survey questionnaire. For example, while Aaker et al. (2010) and 

Blumberg et al. (2011) proposed a three-phase process,  Hair et al. (2003) recommended 

an 11-step approach. This study integrated suggestions from the previous literature and 

divided the questionnaire process into seven steps, shown in Figure 5.2. Each of these 

steps is discussed next.   

 

 

 

 

 

 

 

 

 

 

 

Figure 5.2: The questionnaire design and administration process used in this study 

Step 1. Specification of the data needed 

Step 2. Operationalisation of 

constructs 

Step 3. Selection of the 

format for responses 

Step 4. Drafting of the questionnaire 

Step 5. Pre-testing of questionnaire 

Step 6. Assessment of reliability and 

validity of measures 

Step 7. Questionnaire administration 
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5.3.1. Specification of the data needed  

The first step in the questionnaire design and administration was to specify the data 

needed to achieve the research objectives. Based on the findings from the first stage 

(exploratory study) of this research, the independent, moderator, and dependent variables 

were determined.  

The independent variables in this study included the five firm-based antecedents: 

leadership commitment to service quality, internal processes and service standards, work 

facilitation resources, service-oriented HRM and internal customer service. There were 

four moderating variables in this study, including ownership types (local versus foreign 

firms), competitive intensity in emerging markets, individual-level power distance, and 

collectivism. A dependent variable was service climate.  

5.3.2. Operationalisation of constructs  

The operationalisation of constructs is the process of delineating how a construct is 

measured appropriately by specifying the operations and activities necessary to measure 

that construct  (Hair et al., 2003). The constructs need to be specified in a way that could 

be observable and concrete (Neuman, 2011). The current study adopted existing measures 

from services marketing, service management, and international business literature. As 

there may be more than one measurement for a construct, the most appropriate measures 

for the study were selected or adapted. Several issues were taken into account for choosing 

an appropriate measurement scale: 

- Multi-item measures (e.g. more than three items) were employed as advised by 

Churchill (1979). When items are combined, the specificity of individual items can be 

averaged out. Further, when the number of items increases, the reliability of the 
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measures and measurement error tend to increase and decrease, respectively 

(Churchill, 1979); 

- The number of usages of the scales in past research; 

- The internal validity and reliability of the scales in past research (Malhotra et al., 

2002);  

- Where necessary, some minor modifications of the existing scales were made based 

on the findings of the exploratory study to suit the context of the current study in an 

emerging market.  

All measures were on a 7-point Likert-type scale, from either (1) “strongly disagree” to 

( ) “strongly agree” or (1) “very poor” to ( ) “excellent”.  

The following sections discuss the measurement scales for all constructs investigated in 

this study.  

5.3.2.1.  Service climate 

There has been no consensus on the construct of service climate. Earlier research 

(Johnson, 1996; Schneider and Bowen, 1985; Schneider et al., 1980) view service climate 

as a multi-dimensional construct, and measure it using 2-8 dimensions. However, recent 

works on service climate (Abston and Kupritz, 2011; Auh et al., 2011; Kopperud et al., 

2014; Raub and Liao, 2012) have used a global service climate measure, with each item 

describing a separable facet of the work setting of the organisation.  

This study builds on recent research and uses six items for measuring service climate. 

These items were adapted from a previous service climate scale (de Jong et al., 2004) as 

this scale has a higher reliability (coefficient alpha as 0.88) compared to other scales. This 

scale was then modified based on the findings of the exploratory study and a pre-testing. 

The operationalisation of this construct reflects employee perceptions of the efforts, skills, 
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knowledge, and courtesy of their organisation and their organisation’s members with 

regard to customer service delivery. The construct also includes the basic components of 

climate constructs in the organisational climate literature, including practices, procedure 

and behaviour (de Jong et al., 2005; Schneider et al., 1998). That is, the first two items 

reflect general practices in service quality improvement (e.g. “Our company is continually 

working to improve the quality of service we provide to our customers”). The next two 

items reflect how service goals of the company could be achieved (e.g. “Employees in our 

company often make suggestions about how to improve the service quality of our 

company”). The final two items measure employee perceptions about the specific 

behaviour in daily work (e.g. “Within our company, employees often go out of their way 

to help customers”).  

Table 5.2: Measures for the service climate construct 

Original measure 

(de Jong et al., 2004) 
Measure used in this research 

Question 

number 

1. Our team is continually working 

to improve the quality of service we 

provide to our customers.  

2. Our team has specific ideas 

about how to improve the quality of 

service we provide to customers.  

 

3. Our team often makes 

suggestions about how to improve 

the service quality of our 

organization.  

4. In our team we put a lot of effort 

in attempting to satisfy customer 

expectations. 

5. No matter how we feel, we 

always put ourselves out for every 

customer we serve.  

6. Within our team, employees 

often go out of their way to help 

customers. 

1. Our company is continually 

working to improve the quality of 

service we provide to our customers.  

2. Employees in our company have 

specific ideas about how to improve 

the quality of service we provide to 

customers.  

3. Employees in our company often 

make suggestions about how to 

improve the service quality of our 

company.  

4. In our company we put a lot of 

effort in attempting to satisfy 

customer expectations. 

5. No matter how we feel, we always 

put ourselves out for every customer 

we serve.  

6. Within our company, employees 

often go out of their way to help 

customers. 

B.1 – B.6 
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5.3.2.2.  Leadership commitment to service quality 

The role of leadership commitment to service quality in influencing organisational, 

employee and customer outcomes has been widely recognised in the services marketing 

literature (Babakus et al., 2003; Cheung and To, 2010; Demirbag et al., 2012; Hartline and 

Ferrell, 1996; Yavas et al., 2010). Leadership commitment to service quality refers to the 

“managers’ affective desire to improve his or her unit’s service quality” (Hartline and 

Ferrell, 1996, p. 59). To be consistent with the literature and findings from the exploratory 

phase, leadership commitment to service quality was measured by six items adopted from 

Yavas, Babakus, and Ashill’s (2010) study of a New Zealand bank. These items reflect 

leadership affective commitment to service quality in terms of stressing the importance of 

service quality to their service employees, enjoying discussion of quality-related issues 

with other staff in their company, giving personal input and leadership in service quality 

improvement, and showing concern for service by giving of themselves. These items were 

measured through a seven-point scale ranging from “strongly disagree” to “strongly 

agree” and higher scores reflect a stronger leadership affective commitment to service 

quality. The researcher did not use the scales developed by other scholars (e.g. Babakus et 

al., 2003; Cheung and To, 2010) because these scales measured leadership initiatives 

rather than leadership affective commitment to service quality.    

Table 5.3: Measures for the leadership commitment to service quality construct 

Original measure 

(Yavas et al., 2010) 
Measure used in this research 

Question 

number 

1. Management constantly 

communicates the importance of 

service quality 

2. Management regularly spends 

time “in the field” or “on the floor” 

with customers and frontline 

employees. 

3. Management is constantly 

1. Leadership in my company 

constantly communicates the 

importance of service quality 

2. Leadership enjoys spending 

time “in the field” or “on the 

floor” with customers and 

frontline employees. 

3. Leadership is constantly 

A3.1 – A3.6 
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measuring service quality. 

4. Managers give personal input 

and leadership into creating quality 

service. 

5. Management provides resources, 

not just “lip service,” to enhance 

our ability to provide excellent 

service. 

6. Management shows they care 

about service by constantly giving 

of themselves. 

measuring service quality. 

4. Leaders give personal input and 

leadership into creating quality 

service. 

5. Leadership provides resources, 

not just “lip service,” to enhance 

our ability to provide excellent 

service.  

6. Leadership shows they care 

about service by constantly giving 

of themselves. 

 

5.3.2.3.  Internal processes and service standards 

Internal processes and service standards refer to the set of cross functional processes, 

activities, and standards developed within an organisation that focus on meeting and 

satisfying customer needs (Beitelspacher et al., 2011). Because service employees and 

customers are critical elements in the service delivery process (Susskind, Kacmar and 

Borchgrevink, 2003), the internal processes and service standards reflect the extent to 

which service employees believe that their companies develop an appropriate level of 

processes that can facilitate service excellence, set clear standards for customer service, 

consider customer needs and consult with employees when developing or changing such 

processes and standards. The scale for internal processes and service standards was 

developed for this study based on the items adopted from Schneider et al. (1998) and 

Susskind et al. (2003).   

Table 5.4: Measures for the internal processes and service standards construct 

Original measure 

(Items from Schneider et al., 1998 

and Susskind et al., 2003) 

Measure used in this research 
Question 

number 

1. The policies and procedures here 

make it easy to deliver excellent 

service 

2. We have established clear 

standards for the quality of work 

1. The internal processes in my 

company make it easy to deliver 

excellent service 

2. We have established clear 

standards for the quality of work 

A1.1 – A1.5 
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and service in my area. 

3. Quality and customer needs are 

considered when procedures and 

policies are developed and/or 

changed here. 

4. People in my area are consulted 

when procedures and service 

standards are developed and/or 

changed.  

5. Our company does a good job 

educating its outside constituents 

about our procedures and services. 

and service in my company 

3. Quality and customer needs are 

considered when internal processes 

and service standards are developed 

and/or changed in my company.  

4. People in my company are 

consulted when internal processes 

and service standards are developed 

and/or changed.  

5. Our company does a good job 

educating its outside constituents 

about our internal processes and 

service standards.  

 

5.3.2.4.  Work facilitation resources  

The role of work facilitation resources in the creation of a service climate has been 

confirmed in the exploratory study. As suggested by the findings of the exploratory study, 

work facilitation resources not only include information technology and equipment 

support, but also the physical environment or the servicescape. The service 

technology/equipment dimension was operationalised as the technology, tools and 

equipment support for employees to service customers better, and was measured through 

four items from Yavas et al. (2010). These items were used for the present study because 

they were used in a similar context (banking industry) and have high reliability with a 

coefficient alpha of 0.83. In addition, one more item “I have the right tools and equipment 

to serve customers better” was self-developed because the items from Yavas et al. (2010) 

did not include tools and equipment. The physical environment dimension assessed the 

physical working conditions, such as the space to work, the lighting, temperature, 

ventilation, cleanliness and general design of the work environment, and was measured by 

items adapted from Lux, Jex and Hansen (1996). In their research, the work environment 

construct comprised seven items and these items were reliable based on the coefficient 

alpha (0.84), which was above the cut-off value of 0.6 for satisfactory (Malhotra et al., 
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2002). In the present study, the researcher replaced the item related to noise with the item 

related to general design of the working environment, since general design or servicescape 

is more important in services than noise (Hightower, Brady and Baker, 2002; Parish et al., 

2008). 

Table 5.5: Measures for the work facilitation resources construct 

Original measure Measure used in this research 
Question 

number 

Service technology/support  

(Yavas et al., 2010) 

1. We have “state of the art” 

technology to enhance our service 

quality. 

2. Sufficient money is allocated for 

technology to support my efforts to 

deliver better service. 

3. I have the necessary technology 

support to serve my customers better. 

4. Management works hard to make 

our systems and processes more 

customer friendly. 

Service technology/equipment 

support  

1. We have “state of the art” 

technology to enhance our service 

quality. 

2. Sufficient money is allocated for 

technology to support my efforts to 

deliver better service. 

3. I have the necessary technology 

support to serve customers better. 

4. Management works hard to make 

our systems more customer friendly.  

5. I have the right tools and 

equipment to serve customers better. 

A4.1 - 

A4.5 

Work environment 

(Lux et al., 1996) 

1. How satisfied are you with your 

physical working conditions?  

2. How satisfied are you with the 

space to work in your work 

environment?  

3. How satisfied are you with the 

lighting in your work environment? 

4. How satisfied are you with the 

temperature in your work 

environment? 

5. How satisfied are you with the 

ventilation in your work 

environment? 

6. How satisfied are you with the 

noise level in your work 

environment? 

7. How satisfied are you with the 

cleanliness in your work 

environment? 

Physical environment  

 

How would you rate ---------- 

1. your physical working conditions? 

2. the space to work in your work 

environment? 

3. the lighting in your work 

environment? 

4. the temperature in your work 

environment? 

5. the ventilation in your work 

environment? 

6. the cleanliness in your work 

environment? 

7. the general design in your work 

environment?  

 

 

A4.6 - 

A4.12 
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5.3.2.5.  Service-oriented HRM  

As indicated by the findings of the qualitative study, service-oriented HRM includes five 

dimensions: service-oriented recruitment and selection, service-oriented training, service-

oriented rewards and recognition, autonomy, and work-family benefits. A total of 27 items 

(rated from 1- strongly disagree to 7- strongly agree) were utilised to measure service-

oriented HRM, including five subscales as mentioned above. These items were adopted 

from previous studies (Chan and Lam, 2011; Chuang and Liao, 2010; Yavas et al., 2010) 

(see Table 5.6).  

More specifically, service-oriented recruitment and selection were measured by asking 

respondents to evaluate the extent to which their companies recruit and select employees 

with service-oriented personalities and capabilities (e.g. “Recruitment in my company 

emphasises traits and abilities required for providing high quality of customer services”). 

Service-oriented training was measured by asking respondents to evaluate the extent to 

which their companies emphasised training activities, especially in customer service 

training (e.g. “High quality of customer services is emphasised in training”). Service-

oriented rewards and recognition were measured by asking participants to evaluate the 

extent to which their companies rewarded and recognised employees based on their 

service excellence (e.g. “My company rewards employees for new ideas for improving 

customer services”). The dimension of autonomy was measured by asking employees to 

evaluate the extent to which they are provided freedom, power, independence, and 

discretion in serving customers or carrying out a given job (e.g. “I am permitted to use my 

own judgement in solving customer problems”). Finally, work-family benefits were 

measured by asking participants to perceive the extent to which their companies care 

about work arrangement, work safety, work-life balance and well-being programs for 
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employees (e.g. “My company considers employee off-work situations (family, school, 

etc.) when making schedules”).        

In general, these items were used for measuring service-oriented HRM, as they were used 

in a similar context (service firms) and demonstrated high internal validity, as well as 

convergent and discriminate validity (Malhotra et al., 2002). Other measurements were 

not chosen because they only contained one item, were not in a service context, and the 

questions were targeted to managers, not to employees (e.g. Wang, Bruning and Peng, 

2007).  

Table 5.6: Measures for the service-oriented HRM construct 

Original measure Measure used in this research Question 

number 

Service-oriented recruitment and 

selection (Chuang and Liao, 2010) 

1. The store selects the best all around 

candidates when recruiting employees. 

 

2. The store places priority on 

candidates’ potential to learn when 

recruiting employees. 

3. Internal candidates have the priority 

for job openings. 

 

4. Recruitment emphasizes traits and 

abilities required for providing high 

quality of customer services. 

 

5. Qualified employees have good 

opportunities for promotion. 

 

 

1. My company selects the best all 

around candidates when recruiting 

employees.  

2. My company places priority on 

candidates’ potential to learn when 

recruiting employees. 

3. My company has effective 

procedures for recruiting and selecting 

the best service employees.  

4. Recruitment in my company 

emphasises traits and abilities required 

for providing high quality of customer 

services.  

5. Qualified employees have good 

opportunities for promotion.  

A5.1 – 

A5.5 

Service-oriented training 

(Chuang and Liao, 2010) 

1. The store provides an orientation 

program for newcomers to learn about 

the company. 

2. The store continuously provides 

training programs. 

3. The store invests considerable time 

and money in training. 

4. Training is comprehensive, not 

limited to skill training. 

 

 

1. My company provides an orientation 

program for newcomers to learn about 

the company. 

2. My company continuously provides 

training programs. 

3. My company invests considerable 

time and money in training. 

4. Training is comprehensive, not 

limited to skill training. 

A5.6 – 

A5.10 
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5. High quality of customer services is 

emphasized in training. 

5. High quality of customer services is 

emphasised in training. 

Rewards and recognition 

(Chuang and Liao, 2010) 

1. On average the pay level (including 

incentives) of our employees is higher 

than that of our competitors. 

2. Employee salaries and rewards are 

determined by their performance. 

 

3. The store rewards employees for 

new ideas for improving customer 

services. 

4. The store provides a variety of 

benefits. 

5. The store does not attach 

importance to the fairness of 

compensation/rewards. (R). 

6. Employees receive monetary or 

nonmonetary rewards for great effort 

and good performance. 

7. The store gives special rewards to 

employees who are excellent in 

serving customers. 

 

 

1. On average, the pay level of our 

employees is higher than that of our 

competitors. 

2. Employee salaries and rewards are 

determined by their service 

performance. 

3. My company rewards employees for 

new ideas for improving customer 

services. 

4. My company provides the fairness of 

compensation/rewards. 

5. Employees receive monetary or 

nonmonetary rewards for great effort 

and good service performance. 

6. My company gives special rewards to 

employees who are excellent in serving 

customers. 

7. Employee promotion depends on the 

quality of service they deliver.  

A5.11 – 

A5.17 

Autonomy and Involvement 

(Chan and Lam, 2011) 

1. I am permitted to use my own 

judgment in solving customer 

problems.  

2. I have complete freedom in my 

work to serve customers. 

3. I am allowed to serve the customers 

the way I think best.  

4. I am encouraged to serve customers 

with my own way.  

5. No original measure 

 

 

1. I am permitted to use my own 

judgment in solving customer problems.  

2. I have the freedom in my work to 

serve customers. 

3. I am allowed to serve the customers 

the way I think best.  

4. I am encouraged to serve customers 

with my own way.  

5. I am often asked to participate in 

service-related decisions.  

A5.18 – 

A5.22 

Employee benefits 

(Chuang and Liao, 2010) 

1. The store considers employee off-

work situations (family, school, etc.) 

when making schedules. 

2. The store cares about work safety 

and health of employees. 

3. The store cares about work–life 

balance of employees. 

4. The store has its ways or methods to 

help employees alleviate work stress. 

5. The store has formal grievance 

procedures to take care of employee 

complaints or appeals. 

 

 

1. My company considers employee off-

work situations (family, school, etc.) 

when making schedules. 

2. My company cares about work safety 

and health of employees. 

3. My company cares about work–life 

balance of employees. 

4. My company has its ways or methods 

to help employees alleviate work stress. 

5. My company has formal grievance 

procedures to take care of employee 

complaints or appeals. 

A5.23 – 

A5.27 



138 

 

5.3.2.6.  Internal customer service  

Internal customer service refers to services that frontline service employees receive from 

other staff in their organisation to enable them to work (Hallowell and Schlesinger, 2000).  

As suggested in the exploratory phase, internal customer service captures three 

components, including co-worker support, supervisory support and inter-departmental 

support. Co-worker support reflects the extent to which service employees think that their 

co-workers help them with work-related assistance in performing their tasks (Chan and 

Lam, 2011; Susskind, Kacmar and Borchgrevink, 2007) and was measured through four 

items adapted from Chan and Lam (2011). Supervisory support refers to the extent to 

which supervisors recognise good work by employees, understand employees’ needs and 

help employees to solve work-related problems, and was measured through four items 

developed by Chan and Lam (2011). Finally, inter-departmental support reflects the extent 

to which departments and units within an organisation are willing to help each other to 

attain the organisational goals and was measured using items adapted from de Jong et al. 

(2004). These measurements were used for the present study as they were successfully 

used in similar contexts (service industry), and their reliability and validity was high. 
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Table 5.7: Measures for the internal customer service construct 

Original measure Measure used in this research 
Question 

number 

Co-worker support 

 (Chan and Lam, 2011) 

1. My co-workers can be relied 

upon when things get difficult on 

my job. 

2. My co-workers are willing to 

listen to my job-related problems. 

3. My co-workers are helpful to me 

in getting the job done. 

 

 

 

1. My co-workers can be relied upon 

when things get difficult on my job. 

 

2. My co-workers are willing to 

listen to my job-related problems. 

3. My co-workers are helpful to me 

in getting the job done. 

4. My co-workers make me feel part 

of the team 

 

A2.1 – A2.4 

Supervisory Support  

(Chan and Lam, 2011) 

1. My supervisor always helps me 

solve work-related problems. 

2. My supervisor encourages me to 

develop new skills.  

3. My supervisor praises good 

work. 

4. My supervisor understands my 

needs and work problems 

 

 

1. My supervisor always helps me 

solve work-related problems. 

2. My supervisor encourages me to 

develop new skills.  

3. My supervisor praises good work. 

 

4. My supervisor understands my 

needs and work problems. 

A2.5 – A2.8 

Inter-team support  

(de Jong et al., 2004) 

1. Other teams act in a responsive 

manner when we forward customer 

complaints.  

2. The knowledge of other teams 

assists us in serving customers. 

 

3. The quality of service delivered 

by other teams to our team is good. 

4. Because of insufficient feedback 

from other teams our service to 

customers is substandard. (reversed 

item)  

5. Other teams provide good 

feedback on how to serve 

customers. 

6. The cooperation between teams 

within the bank is good.  

7. The employees of other teams 

are helpful in solving problems of 

customers.  

Inter-departmental support 

 

1. Other departments act in a 

responsive manner when we forward 

customer service problems.  

2. The knowledge of other 

departments assists us in serving our 

customers. 

3. The quality of service delivered by 

other departments to our department 

is good. 

 

 

 

4. Other departments provide good 

feedback on how to serve customers. 

5. The cooperation between 

departments within my company is 

good.  

6. The staff of other departments are 

helpful in solving problems of 

customers. 

A2.9 – A2.14 
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5.3.2.7.  Competitive intensity in emerging markets  

Competitive intensity refers to the degree to which a company faces competition in a 

certain market (Grewal and Tansuhaj, 2001).  The level of competitive intensity in 

emerging markets is related to the behaviour, ability, and resources of competing 

companies, including promotion competition, price competition, and new competitive 

moves (Cui et al., 2005; Jaworski and Kohli, 1993). In addition, the findings of the 

exploratory phase suggested intense competition to attract service employees existed in 

emerging markets such as Vietnam. In line with previous works, competitive intensity in 

emerging markets was adapted from Jaworski and Kohli (1993), but modified in light of 

the qualitative interviews. More specifically, the researcher used a five-item, seven-point 

Likert scale (from 1- totally disagree to 7 – totally agree) to assess the extent of 

competitive intensity in emerging markets in terms of general competition, promotion 

competition, price competition and competition to attract good staff in the service 

industry.   

Table 5.8: Measures for the competitive intensity construct 

Original measure 

(Jaworski and Kohli, 1993) 
Measure used in this research 

Question 

number 

1. Competition in our industry is 

cutthroat. 

2. There are many "promotion 

wars" in our industry. 

3. Anything that one competitor can 

offer, others can match readily. 

4. Price competition is a hallmark 

of our industry. 

5. One hears of a new competitive 

move almost every day. 

6. Our competitors are relatively 

weak.  

1. Competition in our industry is 

cutthroat. 

2. There are many "promotion wars" 

in our industry. 

3. Anything that one competitor can 

offer, others can match readily. 

4. Price competition is common in our 

service industry. 

5. Competition to attract good staff in 

our industry is fierce.  

   

C1.1 – C1.5 
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5.3.2.8.  Employees’ cultural orientation 

From the qualitative findings, there are two aspects of individual cultural orientation that 

can affect employees’ perceptions of service climate in their firms, including individual-

level power distance and individualism/collectivism. These two aspects have previously 

been shown to be significant moderators of the relationship between several organisational 

practices such as organisational support, leadership and employee outcomes (Farh et al., 

2007; Hofman and Newman, 2014; Newman and Butler, 2013). Individual-level power 

distance reflects the extent to which employees accept the unequal distribution of power in 

their organizations (Farh et al., 2007; Freeman and Lindsay, 2012). This construct was 

measured by six items adopted from Farh, Hackett and Liang (2007). These six items were 

used for the current study as they were used in a similar context (China), and internal 

validity was high. Individualism/collectivism refers to the tendency of employees to view 

themselves as separable (individualism) or inseparable (collectivism) from other in-group 

members (Triandis, 2001; Triandis et al., 1985). This construct was measured using six 

items developed by Donthu and Yoo (1998), and Yoo and Donthu (2002). This scale has 

been used in previous research such as Hofman and Newman (2014), Patterson, Cowley 

and Prasongsukarn (2006), Yoo and Donthu (2002) and achieved high level of reliability. 

Other scales for measuring employees’ cultural orientation were not utilised because such 

scales are based on national levels (e.g. Hofstede, 1980; Ramesh and Gelfand, 2010) or 

have lower reliability (e.g., Wang et al., 2002). 
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Table 5.9: Measures for the employees’ cultural orientation construct 

Original measure 
Measure used in this 

research 

Question 

number 

Individual-level power distance 

(Farh et al., 2007) 

1. Managers should make most 

decisions without consulting 

subordinates. 

2. It is frequently necessary for a 

manager to use authority and power 

when dealing with subordinates. 

3. Managers should seldom ask for the 

opinions of employees. 

4. Managers should avoid off-the-job 

social contacts with employees. 

5. Employees should not disagree with 

management decisions. 

6. Managers should not delegate 

important tasks to employees.  

 

Same as original measure D.1 – D.6 

Individualism/collectivism  

(Yoo and Donthu, 2002) 

1. Individuals should sacrifice self-

interest for the group that they belong 

to.  

2. Individuals should stick with the 

group even through difficulties.  

3. Group welfare is more important than 

individual rewards.  

4. Group success is more important than 

individual success.  

5. Individuals should pursue their goals 

after considering the welfare of the 

group.  

6. Group loyalty should be encouraged 

even if individual goals suffer. 

Same as original measure D.7 – D.12 

 

5.3.2.9.  Firm ownership type 

Since the focus of this study is to emphasise how different organisational practices and 

cultural backgrounds in local and foreign firms can create differences in service climate 

formation, the researcher asked participants whether their service firms were local, wholly 

foreign-owned or international joint ventures. As international joint ventures in Asian 
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emerging markets such as Vietnam often operate in accordance with their foreign partners’ 

practices (Min et al., 2013), prior research has usually classified them together with wholly 

foreign-owned subsidiaries as foreign invested firms (Le and Quang, 2005; Li and Li, 

2008; Li, Poppo and Zhou, 2008; Min et al., 2013). Thus firm ownership type was 

measured as a dummy variable, such that 0 = local firms and 1 = foreign firms (including 

both wholly foreign-owned subsidiaries and international joint-ventures).  

5.3.2.10.  Control variables 

Demographics of the respondents (gender, tenure, education, and prior experience in the 

service industry) were included as control variables to offer a more robust test of the 

hypotheses of this study, as these variables represent traditional controls utilised in 

organisational research (Alfes et al., 2013; Wang, 2009; Zhang et al., 2011). Gender was 

coded 1 for female and 0 for male. Tenure was measured by the years that the respondents 

had worked in their organisations. In terms of education, graduation from overseas was 

coded 1 and domestic graduation was coded 0. Working experience may influence 

employee perceptions of their organisational service climate, as they may compare service 

climate in their current company with that of the previous companies that they worked for. 

Thus the researcher included three dummy variables (coded 1/0), namely “you used to 

work in domestic company before”, “you used to work in foreign company before” and 

“not have any experience before”.     

To assess whether industry type had an impact, the researcher included a categorical 

variable in the analysis where banking was coded 1, hospitality was coded 2, and retailing 

was coded 3. Since employee perceptions of the formation of a service climate may vary 

with firm size, the researcher also included firm size as a control variable. In line with 
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previous studies in the service settings (Javalgi, Griffith and White, 2003; Wang, 2009), 

this variable was measured by the number of employees.  

5.3.3. Selection of the format of responses   

Another issue in the design of questionnaires is the selection of the format of responses or 

measurement scales (Hair et al., 2003). In general, there are four types of measurement 

scales, including nominal, ordinal, interval and ratio scales (Malhotra et al., 2002; 

Neuman, 2011).  A summary of these scales is presented in Table 5.10. In this study, all of 

the key constructs were measured using Likert scales, which can be treated as interval 

scales (Aaker et al., 2010). Indeed, interval scales or Likert scales are commonly used in 

marketing research and service research because they are simple to construct and 

administer (Aaker et al., 2010; Barnes and Collier, 2013; Zikmund et al., 2011). In this 

scale, each response is given a score to reflect its degree of a characteristic (Blumberg et 

al., 2011).  

Table 5.10: Basic scales of measurement 

Scale Basic characteristics 
Marketing 

examples 

Examples in the 

current study 

Nominal Numbers serve as labels to 

identify and classify objects 

Store types, 

gender 

classification 

Ownership types, 

service industry types  

Ordinal Numbers indicate a difference 

and ranking, but not how 

much more or less 

Market position, 

quality rankings 

Level of education 

Interval Differences between 

categories of a variable can be 

compared 

Attitudes, 

opinions 

Service climate, 

leadership commitment 

to service quality 

Ratio Ratios of scale values can be 

calculated 

Sales, market 

shares 

Age, tenure  

Sources: Hair et al. (2003), Malhotra et al. (2002), Neuman (2011), Zikmund et al. (2011) 
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A seven-point numerical scale was used for most of the data in this research because it is 

frequently used by marketing researchers (e.g. Barnes and Collier, 2013; Chi and Sun, 

2013; Hau et al., 2013). It also provides a direct measure of respondents’ opinions and is 

relatively easy to administer (Churchill and Brown, 2004). Furthermore, while there has 

been no clear rule about the number of scale points, scores of seven or less are 

recommended because respondents may find it difficult to make a choice if the scale has 

more than seven levels of magnitude (Hair et al., 2003). As such, most constructs in this 

study were measured on a seven-point Likert scale using an agreement format ranging 

from “strongly disagree” to “strongly agree” to capture the perceptions or attitudes of 

respondents. Other constructs were measured using a degree or extent format from “poor” 

to “excellent”. Because seven-point Likert scale allows respondents to express the 

intensity of their perceptions and feelings, it makes responses easy to code and makes it 

easy to use statistical techniques for analysis (Churchill and Brown, 2004).  

Although seven-point Likert scales were used predominantly throughout the survey 

questionnaire, some questions used other types of scales, especially in the respondents’ 

demographic information section. For example, nominal scales were used to ask 

respondents about their gender, their firms’ ownership type, and their service industry 

type. Ordinal scales were used to ask respondents about their level of education. Finally, 

ratio scales were used to ask respondents about their age, and tenure.    

5.3.4. Drafting of the questionnaire  

The questionnaire started with an introduction to the researcher and the research topic, and 

clear and precise instructions on how to answer the questions. The contact details of the 

researcher were provided so that respondents could get in touch should they have any 

inquiries. It was then followed by five separate sections using prominent headings, with 
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relevant instructions for each section presented where necessary. The questionnaire 

concluded with a note of appreciation for the respondents’ participation and contribution 

to this study. The structure of the questionnaire is presented in Table 5.11.  

Table 5.11: Questionnaire structure and content 

Section Issues covered 

Service practices  Evaluation of employee perceptions of internal processes 

and service standards, internal customer service, leadership 

commitment to service quality, work facilitation resources, 

and service-oriented HRM practices 

Service climate Assessment of the level of service climate in service firms 

Market characteristics  Assessment of the competitive intensity in the market 

Cultural characteristics Assessment of employees’ cultural orientation on two 

aspects – individual-level power distance, and 

collectivism/individualism 

Demographics Provision of respondent’s background information: gender, 

age, tenure, prior working experience, highest qualification, 

country of graduation, ownership type of the company 

working for, the service area working in 

 

5.3.5. Pre-testing of questionnaire  

Another step in the development of a survey instrument is pre-testing, which refers to the 

testing of the survey questionnaire on a small group of respondents (Malhotra et al., 2002). 

A pre-test of the questionnaire is essential for several reasons, including:  

- To ensure that the questionnaire meets the expectations of researchers about the 

information to be obtained (Aaker et al., 2010); 

- To identify and eliminate potential errors (Malhotra et al., 2002); 
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-  To ensure that respondents do not misunderstand the questions or misinterpret the 

instructions for filling out the questionnaire (Zikmund et al., 2011);  

 - To identify the average length of time that it would take potential respondents to 

complete the questionnaire, and what extra information should be added (Aaker et al., 

2010).  

Prior to pre-testing of the questionnaire, a preliminary survey instrument was developed 

and screened by six academics who were specialists in the study area. The questionnaire 

was revised based on the comments and feedback from these experts. To ensure semantic 

equivalence, the questionnaire was then translated into Vietnamese which was the 

language of the survey and back-translated into English (Schaffer and Riordan, 2003).  

The questionnaire was pre-tested in a pilot study with 25 service employees in Hue city, 

Vietnam in July 2012. In addition to completing the questionnaire, these respondents were 

encouraged to provide evaluation and feedback of the proposed questionnaire regarding 

the survey structure, layout, wording, and instructions. They were also asked to show the 

amount of time they spent completing the questionnaire. On the basis of the feedback from 

pre-test respondents, a number of minor changes were made to the questionnaire. Care 

was given to the wording of instructions because the pre-test respondents stated that they 

were difficult to understand. Where necessary, wording was modified to improve 

understanding and to suit the context of the study. For example, the pre-test indicated that 

the instructions for answering the questions were too long and caused confusion. 

Therefore, the instructions were rewritten and tested again. Because of these changes to 

the questionnaire, the 25 pre-test respondents were not included in the sampling frame of 

the main study.  
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5.3.6. Assessment of reliability and validity of measures  

In order to evaluate the consistency and accuracy of the measures used in this study, two 

criteria, namely reliability and validity, were taken into consideration.   

Reliability. Reliability is concerned with the stability and consistency of a measurement 

(Zikmund et al., 2011). A measure is considered reliable when it yields consistent results 

and is free from random error (Malhotra et al., 2002; Zikmund et al., 2011).  

Reliability was obtained for this study by precisely and clearly conceptualising the 

constructs, by using multi-item measures, and by pre-testing the measurements as 

suggested by Neuman (2011). Firstly, clear operational definitions of the constructs were 

developed and appropriate scales were used. Secondly, all key constructs were 

operationalised by the use of multi-item measures because multi-item measures are likely 

to be more reliable and have less measurement error than single-item measures (Neuman, 

2011). Finally, the survey instrument was carefully pre-tested and modified before the 

main study was conducted as discussed in Section 5.3.5.  

In terms of statistics, to determine the reliability of a measure, the use of Cronbach’s alpha 

is recommended by several scholars (Churchill, 1979; Hair et al., 2010). Cronbach’s alpha 

is represented by a coefficient ranging from 0 to 1, and a scale should have a coefficient 

alpha of at least 0.6 (for exploratory studies) and 0.7 (for other studies) to be considered 

reliable (Malhotra et al., 2002; Nunnally and Bernstein, 1994). A detailed assessment of 

the reliability of using Cronbach’s alpha is reported in Section 6.6.1 of Chapter 6.  

Validity. While reliability is concerned with the consistency of a measure, validity is 

concerned with its accuracy, that is, the ability of a scale to measure what it is supposed to 

measure (Zikmund et al., 2011). There are three types of validity, including face or 
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content validity, criterion validity and construct validity (Neuman, 2011; Zikmund et al., 

2011). Face or content validity refers to the extent to which the content of a scale 

accurately reflects what it is intended to be measured (Malhotra et al., 2002). The content 

validity was obtained for this study through following recommended procedures (e.g. 

Churchill, 1979; Patrick et al., 2011). Firstly, the items for measuring the constructs under 

investigation in this study were developed or adapted after an extensive review of 

literature, and insights gained from the exploratory study. Secondly, the questionnaire was 

discussed with research academies, was pre-tested on a small sample of service 

employees, and was amended based on the feedback received.                

Criterion validity evaluates “whether a scale performs as expected in relation to other 

variables selected (criterion variables) as meaningful criteria” (Malhotra et al., 2002, p. 

311). In this study, the criterion validity was evaluated through the correlation matrix 

between variables, which is presented in Section 6.6.2 and Appendix 8. Construct validity 

is the ability of a set of measured variables to represent the hypothesised construct (Hair et 

al., 2010). There are two types of construct validity, namely convergent validity and 

discriminant validity (Neuman, 2011). Construct validity is assessed through statistical 

data analysis and is reported in Section 6.6 of the survey data analysis chapter.  

5.3.6. Questionnaire administration 

Self-administered surveys and web-based surveys generally obtain a lower response rate 

than other methods (Blumberg et al., 2011). Thus, in addition to a combination of these 

two methods, other strategies were used to maximise the response rate and reduce the 

response bias and non-response bias in this research. These strategies will be discussed in 

the following section.  
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Response behaviour. This study used three strategies to encourage responses, including 

minimising respondent costs, providing motivation and rewards to respondents, and 

establishing trust with the respondents (Blumberg et al., 2011; Churchill and Brown, 2004; 

Frazer and Lawley, 2000; Neuman, 2011).  

First, to minimise respondent costs, the questionnaire was designed to be easy to answer 

and not to take too much time for respondents to answer. In the pilot study, the researcher 

asked respondents for the amount of time that they spent on answering the questionnaire. 

The average amount of time to complete the survey was kept at about 15 minutes. As the 

chance of response refusal is related to the sensitivity of the question (Blumberg et al., 

2011), the utilisation of sensitive questions (e.g. personal information) was kept at a 

minimum.  

Second, to create a positive attitude to the survey and to motivate respondents to answer 

the questionnaire, the researcher introduced the survey with an emphasis on the 

importance of the research topic to the respondents’ firms, and the importance of 

participants’ assistance to the study. Consideration was also given to the incentives to 

complete the survey. It was decided not to offer tangible incentives to individual 

respondents due to the lack of support for the effectiveness and ethical issues associated 

with using incentives in organisational surveys (Singer, Groves and Corning, 1999; Van 

Horn, Green and Martinussen, 2009). To encourage service firms and service employees 

to participate in this study, a summary report of the final results of this study was offered 

to participants. Management of the service firms involved were interested in the project 

and encouraged their employees to participate in either paper-based or web-based surveys. 

This encouragement may have sufficiently increased the response rate for this research 

without monetary incentives.  
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Finally, to build trust with the respondents, a promise of anonymity and confidentiality 

was emphasised in the introduction of the survey. There was a statement assuring that all 

respondents’ answers would be analysed and reported in an aggregate form. In addition, 

the perceived objectivity and legitimacy through the placement of a letterhead of the 

researcher’s university and the confirmation of the university as the sponsor of the study 

may have increased the response rate (Blumberg et al., 2011; Frazer and Lawley, 2000; 

Zikmund et al., 2011).  

Response and non-response bias. A response bias refers to a bias that may occur if 

respondents answer the survey questions with a certain slant (Zikmund et al., 2011). There 

are several factors that may cause response bias, ranging from respondents’ 

misunderstanding of the questions, to respondents’ characteristics that subconsciously 

affect their responses (Churchill and Brown, 2004). In this study, response bias was 

minimised through a pre-testing of the questionnaire to ensure that respondents did not 

misinterpret the questions. Furthermore, an emphasis on anonymity and confidentiality 

was made in the introduction of the survey. There was also a statement reinforcing that 

there were no right or wrong answers, and respondents’ honest answers based on their 

experience were expected.  

In addition, non-response bias may occur from differences between responses obtained 

from the sample and the likely responses of non-respondents, which may affect the 

generalisability of the results (Armstrong and Overton, 1977; Malhotra et al., 2002). The 

most common recommendation for reducing non-response bias is to enhance response rate 

(Armstrong and Overton, 1977; Lambert and Harrington, 1990). Various strategies were 

incorporated to obtain an adequate response rate in this study, as discussed above. In terms 

of statistics, it is recommended to compare early and late respondents on the key questions 
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investigated, as late respondents are more like non-respondents (Armstrong and Overton, 

1977; Chi and Sun, 2013; Lambert and Harrington, 1990).  In this study, the t-test results 

showed no significant differences (p>0.05) between early and late responses (see 

Appendix 5). Therefore, non-response bias was not problematic and the data can be used 

for further analysis.  

5.4. Sampling strategy  

Another area in conducting survey research is to determine sampling. It involves the 

process of selecting a subset, or some part of population to draw conclusions for the whole 

population (Zikmund et al., 2011). In the following sub-sections, sampling methods, 

selection of participating firms and individual respondents, and sample characteristics will 

be discussed.    

5.4.1. Sampling methods 

The researcher adopted purposive and quota sampling methods. Purposive or judgmental 

sampling was used to ensure that firms included in the sampling frame satisfy some of the 

required characteristics (Zikmund et al., 2011). As service climate was a principal 

construct to be investigated in this study, firms in the service sectors were deemed 

appropriate to participate in the study. In addition, as the proposed conceptual framework 

incorporates the concept of internal customer service, it was necessary that participating 

firms comprised a wide range of functional departments. Thus, a sampling frame was 

developed by approaching firms that conformed to these criteria. Previous studies have 

conducted surveys on respondents within a single firm or a single industry (e.g. Auh et al., 

2011; Lam and Mayer, 2013; Walumbwa et al., 2010). This study expands prior studies by 

incorporating respondents from a variety of service firms and service industries, both local 
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and foreign-owned. This allows for a comparison across industry and ownership type, and 

generalisability of the results. 

After approaching and selecting local and foreign service firms that were available in 

different service sectors and cities, the researcher developed the service employee sample 

using quota sampling. Quota sampling is a sampling method that ensures that various 

subgroups of the population are represented (Zikmund et al., 2011). This sampling in 

certain situations provides accurate results close to those for the conventional probability 

sampling method (Malhotra et al., 2002). This sampling method was identified as a 

suitable method in the case of this study because it would guarantee that respondents 

(service employees) come from various functional departments, roles and management 

levels.  

5.4.2. Selection of participating firms and individual respondents 

Through desk research and several sources such as the Vietnamese service network and 

the Vietnamese Chamber of Commerce and Industry (VCCI), the researcher identified 

more than 200 local and 30 foreign service firms operating in various service sectors: 

banking, telecommunications, hospitality, service retailing, and logistics. In the next step, 

the researcher selected three service sectors, including banking, hospitality, and service 

retailing for the study because only these service sectors had more than five foreign 

service firms, especially from advanced markets (e.g. Australia, the UK, France, the US) 

operating in the major cities of Vietnam. The researcher contacted the human resources 

departments of the companies in person or via phone, and then sent them a package 

containing (a) a cover letter explaining the purpose of the study and stating that their 

participation in the survey was voluntary, and (b) a sample of a service employee survey 

to seek for their support and approval to conduct survey with their service employees. 
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Finally, 14 service firms, eight local and six foreign-owned in four major cities: Ho Chi 

Minh, Hanoi, Hue and Danang, agreed to participate in the survey.  

Managers of the companies distributed the questionnaires and envelops to their service 

employees. Depending on the number of service employees in each company, the number 

of questionnaires distributed to each company ranged from 50 to 100 questionnaires and a 

total of 850 questionnaires were distributed. Before the questionnaire distribution, the 

researcher met with a person who was responsible for distributing the survey 

questionnaire and emphasised the importance of representativeness of respondents in their 

firms, and asked them to deliver the questionnaires to service employees from various 

functional departments and organisational levels. The researcher assured the 

confidentiality and anonymity of responses by asking service employees to return the 

completed surveys in a sealed envelope to a confidential return box or submit online if 

they preferred doing a web-based survey. Service employees were also clearly informed 

that their participation was voluntary and the anonymity of respondents was ensured. A 

reminder notice was sent to service employees 2 weeks and 4 weeks after they received 

the questionnaire. A total of 560 questionnaires were returned, 11 of which were unusable 

due to missing data, and 549 questionnaires were fully completed for analysis. Therefore, 

a response rate of 65.9% was obtained. This response rate is comparable to previous 

studies published in the literature of service climate (e.g. Auh et al., 2011; Walston et al., 

2010; Walumbwa et al., 2010).  

5.4.3. Sample characteristics 

The sample characteristics are presented in Table 5.12. Of the usable responses, 58.1% of 

respondents were working in local firms; 66.5% were female; 63% were 20-30 years of 

age; 43.9% were working in hospitality industry; 4.2 years was the average service tenure.   
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Table 5.12: Sample characteristics 

 Total Local firms Foreign firms 

 Number Percent Number Percent Number Percent 

 549 100 319 100 230 100 

Gender       

Male 184 33.5 102 32.0 82 35.7 

Female 365 66.5 217 68.0 148 64.3 

Age        

Under 20 1 0.3 0 0 1 0.4 

20-30 346 63.0 195 61.1 151 65.7 

31-40 171 31.1 100 31.4 71 30.9 

Over 40 31 5.6 24 7.5 7 3.1 

Average working 

tenure 

4.2 years  4.8 years  3.1 years  

Service sector       

Banking 199 36.2 132 41.4 67 29.2 

Hospitality 241 43.9 148 46.4 93 40.4 

Retailing 109 19.9 39 12.2 70 30.4 

Highest qualification       

High school 41 7.5 21 6.6 20 8.7 

College/TAFE 176 32.1 101 31.7 75 32.6 

Undergraduate 302 55.0 189 59.2 113 49.1 

Postgraduate 30 5.5 8 2.5 22 9.6 

Place of graduation       

Vietnam 527 96.0 318 99.7 209 90.9 

Overseas 22 4.0 1 0.3 21 9.1 

Prior working 

experience 

      

In foreign company 77 14.0 26 8.2 51 22.2 

In local company 234 42.6 134 42.0 100 43.5 

No experience before 265 48.3 169 53.0 96 41.7 
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5.5. Data analysis strategy   

Data analysis was carried out by using the statistical software package SPSS and AMOS 

20.0 programs. Relevant descriptive statistics such as means, standard deviations (SD), 

frequencies, and percentages were reported to summarise the demographic variables of 

survey respondents, and to provide a basis for multivariate data analysis (Hair et al., 

2010). To test the hypothesised relationships developed from the exploratory study, 

structural equation modelling (SEM) with path analysis technique was used. SEM is a 

powerful quantitative technique for testing theoretical relationships among latent 

(unobserved) and observed variables (Hair et al., 2010) and is defined as “class of 

methodologies that seeks to present hypotheses about the means, variances, and 

covariance of observed data in terms of a smaller number of ‘structural’ parameters 

defined by a hypothesized underlying model” (Kaplan, 2000, p.1). SEM was employed to 

empirically test the hypothesised model due to the complexity of the causal relationships 

between service climate and its antecedents. Some critical advantages of using this method 

are its ability to test an entire model simultaneously, and its ability to estimate the direct 

and indirect effects of independent variables on dependent variables (Kline, 2011). This 

method therefore provides an integrated view of the relationships, rather than of 

individualised pairs (Conduit and Mavondo, 2001). Further, SEM has been commonly 

used in services marketing and management research over the last 30 years (Homburg and 

Stock, 2004; Martínez-López, Gázquez-Abad and Sousa, 2013; Michel et al., 2013).  

5.6. Conclusion  

This chapter has presented the survey methodology used for the second phase of this 

study. A justification for combining both self-administered surveys and web-based 

surveys was provided. In addition, the seven steps in the design and administration of the 
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questionnaire were explained in detail and the operationalisation of all constructs was 

defined and developed. Finally, the sampling and data analysis methods were justified. In 

summary, the data was deemed suitable for further data analysis. The collected data will 

be analysed and discussed in the following chapter.   
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CHAPTER 6:  ANALYSIS OF SURVEY DATA – TESTING THE ANTECEDENTS 

OF SERVICE CLIMATE IN VIETNAM 

 

6.1. Introduction  

This chapter presents the results of survey data collected for the second phase of this 

research. It begins with data preparation and data normality testing. The confirmatory 

factor analysis (CFA) is applied to validate the constructs used in this study as suggested 

by Hair et al.  (2010). Finally, results from structural equation modelling (SEM) path 

analysis are presented to test the proposed hypotheses developed from Chapter 4. The 

structure of this chapter is presented in Figure 6.1. 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.1: Structure of Chapter 6 

 

Introduction (Section 6.1) 

Data preparation  

(Section 6.2) 
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Construct validity (Section 6.5-6.6) 

Testing the hypotheses – Antecedents 

of service climate (Section 6.7) 

Test of moderating effects 

(Section 6.8) 

Common method bias (Section 6.7) 

Conclusion (Section 6.9) 



159 

 

6.2. Data preparation  

Before analysing the survey data, the researcher entered the data into an SPSS 20.0 data 

editor spreadsheet and coded all variables. The next step was the handling of missing data 

as multivariate data analysis requires complete data for all variables (Hair et al., 2010). In 

general, missing data under than 10 percent of an observation can be ignored (Hair et al., 

2010; Malhotra et al., 2002). In this research, none of the percentage of missing data 

exceeds 10 percent, thus missing data in this research was not problematic in treatment. 

The missing values were then handled with the single imputation method or mean 

substitution, which involves replacing the missing values of a variable with the mean 

value of that variable (Kline, 2011). This is the most basic method and are more widely 

used in multivariate data analysis (Hair et al., 2010; Kline, 2011).   

6.3. Assessment of data normality  

Normality distribution is the most fundamental assumption in multivariate analysis 

(Byrne, 2010; Hair et al., 2010). In general, the impact of non-normality distribution 

diminishes with a large sample size of 200 or more (Hair et al., 2010). The present study 

had a sample size of 549, thus non-normality was not considered a major concern.  

There are several options to assess the normality of data. One option to assess data 

normality is the normal probability plot, in which the cumulative distribution of the actual 

data values is compared with the cumulative distribution of a normal distribution (Hair et 

al., 2010). When a distribution is normal, “the line representing  the actual data 

distribution closely follows the diagonal” (Hair et al., 2010, p. 72). Another option that 

statistical scholars have suggested is using skewness and kurtosis values to assess data 

normality (Hair et al., 2010; Kline, 2011). While skewness indicates the symmetry of a 

distribution, kurtosis refers to the “peakedness” or “flatness” of a distribution (Hair et al., 
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2010). If the calculated z value for skewness and kurtosis exceeds the critical z value of 

+/-1.96 (0.05 significant level) and +/-2.58 (0.01 significant level), the assumption of data 

normality will be rejected (Hair et al., 2010). However, this assumption is an uncommon 

occurrence in research practice (Byrne, 2010; Kline, 2011). As such, Kline (2011) 

suggested that on a continuous variable, the absolute values of kurtosis should not be 

greater than eight and absolute values of skewness should not be greater than three. In the 

present study, these conditions of normality were met (see Appendix 7).  Appendix 6 

provides a legend to the labelling of the items. 

6.4. Measurement models 

Prior to developing a full structural model for testing the proposed hypotheses, this 

research addresses the issues associated with measurement models as suggested by 

Anderson and Gerbing (1982), and Kline (2011). As discussed in Chapter 5, since all 

constructs in this study are multi-item measures and fully developed, these measures 

should be purified (Churchill, 1979). The purification of all measures is thus conducted 

with confirmatory factor analysis (CFA). CFA is a way to test how well “measured 

variables logically and systematically represent constructs involved in a theoretical 

model” (Hair et al., 2010, p. 693). Additionally, CFA allows the researcher to assess the 

uni-dimensionality and validity of the constructs (Anderson and Gerbing, 1988).  

6.4.1. Goodness-of-fit indices  

To evaluate the extent to which the models fit the data, a variety of goodness-of-fit indices 

were used in this research as no single fit index can identify a correct model from the 

sample data (Byrne, 2010). The indices for examining goodness of model fit can be 

classed into three general groups: absolute fit indices, incremental fit indices, and 

parsimony fit indices (Hair et al., 2010).  



161 

 

Absolute Fit Indices  

Absolute fit indices measures how well the specified model reproduces the observed data 

(Kenny and McCoach, 2003). These indices provide the fundamental assessment of the fit 

between the sample data and the theory (Hair et al., 2010). The followings are the absolute 

fit indices used in this study.      

Chi-square χ
2
 statistic:  Chi-square statistic is considered as the most fundamental fit 

index, and the good model fit should provide an insignificant p value at 0.05 (Hair et al., 

2010). However, Chi-square statistic is sensitive to sample size, as such the larger the 

sample size, the more difficult for the model to achieve a statistically insignificant 

goodness-of-fit (Hooper, Coughlan and Mullen, 2008; Kenny and McCoach, 2003). As the 

sample size for this study is relatively large (549 respondents), the researcher sought 

alternative indices to evaluate model fit.  

Normed Chi-square χ
2
/df :  In order to minimise the impact of sample size on evaluating 

model fit, several scholars (Hooper et al., 2008; Kaplan, 2000; Kline, 2011) suggested to 

use Normed Chi-square, which is a ratio of  χ
2
 to the degree of freedom (df). The ratio of 3 

or less is considered as good-fitting model (Hair et al., 2010).  
 
      

GFI – Goodness of Fit Index: GFI measures the relative amount of variance and 

covariance from the sample that is jointly explained by the hypothesised model (Byrne, 

2010). Values of GFI range from zero to 1.0, and a value higher than 0.9 indicate a good 

fit (Kline, 2011).  

RMSEA – Root Mean Square Error of Approximation: RMSEA assesses how well a 

model, with unknown but optimally chosen values would fit the population covariance 

matrix (Byrne, 2010; Hooper et al., 2008). Lower RMSEA represents better model fit 

(Hair et al., 2010). RMSEA values below 0.08 suggest a reasonable fit, and below 0.06 

indicate a good fit (Hu and Bentler, 1999; Kline, 2011).      
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SRMR – Standardised Root Mean Residual: SRMR is “the square root of the difference 

between the residuals of the sample covariance matrix and the hypothesised covariance 

model” (Hooper et al., 2008, p. 54). SRMR values over 0.1 indicate a problem with fit, 

and the suggested value for SRMR is below 0.08 (Hu and Bentler, 1999).  

Incremental Fit Indices  

Incremental Fit Indices, or relative fit indices evaluates the fit between the estimated 

model and and some alternative baseline models (Hair et al., 2010). The most popular 

baseline model is a null model, which assumes that all observed variables are uncorrelated 

(Hair et al., 2010; McDonald and Ho, 2002). 

NFI – Normed Fit Index: NFI compares the discrepancy of the researcher’s model with 

the baseline model (Byrne, 2010). NFI ranges between 0 and 1 and a model with perfect 

fit have NFI value of 1 (Byrne, 2010; Hair et al., 2010).   

TLI – Tucker Lewis Index: TLI compares the normed chi-square values between the null 

model and the specified model (Hair et al., 2010). TLI ranges from 0 and 1 and suggested 

value for TLI is over 0.95 (Hu and Bentler, 1999).  

CFI – Comparative Fit Index: CFI is an incremental index and assesses the relative 

improvement of the hypothesised model and the baseline model (Kline, 2011). CFI values 

range from 0 to 1 and higher values indicate better fit (Kaplan, 2000). An acceptable level 

of fit for CFI is values over 0.9 (Hair et al., 2010).   

Parsimony Fit Indices  

This group of indices provides information about the best alternative model based on fit 

relative to complexity (Hair et al., 2010). The most common use of parsimony fit indices 

is Adjusted Goodness of Fit Index (AGFI), which adjusts GFI by “a ratio of the degrees of 

freedom used in a model to the total degrees of freedom available” (Hair et al., 2010, p. 
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651). Similar to GFI, AGFI value ranges from zero to 1.0, and an acceptable level for 

AGFI is values more than 0.9 (Kline, 2011).  

Table 6.1: Summary of selected fit indices used for this study 

Fit Category Index Acceptable Level 

Absolute Fit Indices Normed Chi-square 

Goodness of Fit Index 

Root Mean Square Error of Approximation 

Standardised Root Mean Residual 

χ
2
/df  < = 3 

GFI > 0.9 

RMSEA < 0.06 

SRMR < 0.08 

Incremental Fit 

Indices 

Normed Fit Index 

Tucker Lewis Index 

Comparative Fit Index 

NFI > 0.95 

TLI > 0.95 

CFI > 0.9 

Parsimony Fit Indices Adjusted Goodness of Fit Index AGFI > 0.9 

 

The results of CFA were assessed based on the selected fit indices used for this study (see 

Table 6.1). If the goodness of fit for a measurement model is not achieved due to factor 

cross-loadings or correlations of error terms, model re-specification will be considered by 

eliminating of some items (Byrne, 2010). The next section will describe the measurement 

development for all constructs applied in the study. Appendix 6 provides a legend to the 

labelling of the items. 

6.4.2.  Measurement model of service climate 

Service climate was adapted from de Jong et al. (2004). The results from Table 6.2 show 

that Model 1 contains six original items and appears to misfit the data as all values of GFI, 

AGFI, CFI, NFI and TLI are under 0.9, SRMR above 0.08 and RMSEA above 0.07. The 

standardised residual covariance (SRC) matrix and modification indices (MI) showed that 

item SClimate 2 was cross-loading with a number of other items (items SClimate 3, 

SClimate 5, and SClimate 6) in the hypothesised model. Therefore, this item was 

eliminated as suggested by Byrne (2010). With the removal of item SClimate 2, the model 
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achieved a better fit with most of the fit indices were satisfied, apart from AGFI, TLI and 

RMSEA. The MI suggested some evidence of misspecification for the error terms between 

SClimate 5 and SClimate 6. Therefore, a correlation of the error terms for these two items 

was established, resulting in Model 3. The final model (Model 3) had a great fit with the 

data. The standardised regression weights (or factor loadings) and the squared multiple 

correlations for the hypothesised model of service climate are shown in Figure 6.2.  

Table 6.2: Assessment of the hypothesised model of service climate 

Model 

 

χ
2
/df 

p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(6 items) 
4.12 <0.001 0.09 0.80 0.532 0.804 0.801 0.673 0.271 

Model 2 (5 items) 2.35 <0.001 0.057 0.91 0.73 0.92 0.91 0.83 0.203 

Model 3 (5 items, 

Cross loading e5- 

e6) 

0.54 0.65 0.005 0.999 0.994 1 0.999 1.003 0 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.2: One-factor congeneric model of service climate 
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6.4.3. Measurement model of leadership commitment to service quality 

Leadership commitment to service quality was measured by six observed variables, which 

was adapted from Yavas et al. (2010). The results from Table 6.3 show that Model 1 

contains six original items and appears to fit the data well as all values of GFI, AGFI, CFI, 

NFI and TLI are above 0.9, apart from p value, Chi square/df and RMSEA. The SRC 

matrix and MI suggested that item Leader 3 was cross-loading with items Leader 1 and 

Leader 5 in the model. After removing of this item, the model achieved a better fit with all 

of the fit indices were in acceptable level. Figure 6.3 reveals the standardised regression 

weights and squared multiple correlations for the hypothesised model of leadership 

commitment to service quality.  

Table 6.3: Assessment of the hypothesised model of leadership commitment to 

service quality 

Model 
Chi 

sq/df 
p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(6 items) 
5.03 <0.001 0.026 0.97 0.933 0.981 0.976 0.968 0.086 

Model 2 (5 items) 2.39 0.035 0.017 0.991 0.973 0.995 0.992 0.990 0.05 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.3: One-factor congeneric model of leadership commitment to service quality 
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6.4.4. Measurement model of internal processes and service standards 

The congeneric model of internal processes and service standards has five indicators. 

Results of Model 1 consisted of five original items and appeared to fit the data well, apart 

from Chi square/df and RMSEA. The SRC matrix and MI suggested that item InPro 5 was 

cross-loading with other items (items InPro 2 and InPro 4) in the model. Item InPro 5 was 

deleted which in turn provided a better fit for the hypothesised model. Figure 6.4 shows 

the standardised regression weights and squared multiple correlations for the hypothesised 

model of internal processes and service standards.  

    Table 6.4: Assessment of the hypothesised model of internal processes and service 

standards 

Model 
Chi 

sq/df 
p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(5 items) 
3.983 0.001 0.025 0.986 0.957 0.985 0.981 0.971 0.074 

Model 2  

(4 items) 
0.280 0.756 0.005 0.999 0.997 1 0.999 1.00 0 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.4: One-factor congeneric model of internal processes and service standards 
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6.4.5. Measurement model of work facilitation resources 

Following the results from qualitative research, the researcher ran a higher-order CFA 

model of work facilitation resources, taking into account service technology and physical 

environment. The Model 1 with 10 items did not fit the data well as several fit indices 

(χ
2
/df, SRMR, AGFI, RMSEA) failing to meet the acceptable level of fit. The SRC matrix 

and MI suggested that item SerTec 1 and PhyEn 1 were cross-loading with other items in 

the hypothesised model. In Model 2, the researcher removed PhyEn 1 and the fit indices 

for the model improved, except χ
2
/df and RMSEA. With the removal of SerTec 1, the 

model achieved a good fit with all of the fit indices were in acceptable level. Figure 6.5 

reveals the standardised regression weights and squared multiple correlations for the 

hypothesised model of work facilitation resources.  

Table 6.5: Assessment of the hypothesised model of work facilitation resources 

Model 

 

χ
2
/df 

p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(10 items) 
6.169 <0.001 0.069 0.926 0.88 0.947 0.938 0.930 0.097 

Model 2 (9 items) 4.2 <0.001 0.043 0.957 0.926 0.972 0.963 0.961 0.076 

Model 3 (8 items) 2.62 <0.001 0.005 0.978 0.958 0.987 0.979 0.981 0.054 
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Figure 6.5: Higher-order factor CFA model of work facilitation resources 
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other items in the hypothesised model. This suggests an exclusion of these two items 

(Byrne, 2010). In Model 2, the researcher dropped Dept 2 and the fit indices for the model 

improved. With the removal of Sup 1, the model achieved a good fit with all of the fit 

indices were in acceptable level. Figure 6.6 reveals the standardised regression weights 

and squared multiple correlations for the hypothesised model of internal customer service.  

Table 6.6: Assessment of the hypothesised model of internal customer service 

Model 

 

χ
2
/df 

p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(14 items) 
3.543 <0.001 0.035 0.934 0.907 0.947 0.948 0.953 0.068 

Model 2 (13 

items) 
3.241 <0.001 0.037 0.946 0.921 0.968 0.955 0.960 0.064 

Model 3 (12 

items) 
2.84 <0.001 0.034 0.957 0.935 0.976 0.964 0.969 0.058 
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Figure 6.6: Higher-order factor CFA model of internal customer service  
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6.4.7. Measurement model of service-oriented HRM  

Consistent with the findings from qualitative research, the researcher ran a higher-order 

CFA model of service-oriented HRM, taking into account five dimensions: service-

oriented recruitment, training, rewards and recognition, employee autonomy and 

involvement, and employee benefits. The CFA results from Table 6.7 revealed that Model 

1 with 27 items did not fit the data well. Most fit indices (χ
2
/df, SRMR, GFI, AGFI, TLI, 

RMSEA) failing to meet the acceptable level of fit. The SRC matrix and MI suggested 

that the following items (in descending order) Rewards 7, Benefits 5, Benefits 4, Auto 4, 

Rewards 2, Rewards 1, Training 4, Training 1, Recruit 5 were cross-loading with other 

factors in the hypothesised model. Thus, one item was deleted at a time (Byrne, 2010) and 

models from 2 to 10 revealed an improvement of goodness of fit.  

As shown in Table 6.7, Model 11 consists of 18 items and error correlation between item 

Recruit 1 and Recruit 2 provided a good fit measurement model with all fit indices were in 

acceptable level. Figure 6.7 shows the standardised regression weights and squared 

multiple correlations for the hypothesised model of Service-oriented HRM.  
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Table 6.7: Assessment of the hypothesised model of service-oriented HRM 

Model 

 

χ
2
/df 

p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(27 items) 
3.99 <0.001 0.063 0.850 0.822 0.908 0.881 0.898 0.074 

Model 2  

(26 items) 
3.64 <0.001 0.061 0.867 0.841 0.921 0.894 0.912 0.069 

Model 3  

(25 items) 
3.51 <0.001 0.06 0.878 0.853 0.927 0.901 0.918 0.068 

Model 4 

(24 items) 
3.49 <0.001 0.058 0.885 0.86 0.929 0.904 0.921 0.067 

Model 5 

(23 items) 
3.5 <0.001 0.057 0.888 0.863 0.93 0.906 0.922 0.067 

Model 6  

(22 items) 
3.32 <0.001 0.057 0.899 0.875 0.938 0.914 0.930 0.065 

Model 7 

(21 items)  
3.4 <0.001 0.057 0.902 0.877 0.94 0.918 0.932 0.065 

Model 8 

(20 items)  
3.4 <0.001 0.057 0.908 0.883 0.942 0.92 0.934 0.065 

Model 9 

(19 items) 
3.4 <0.001 0.057 0.913 0.887 0.944 0.923 0.935 0.066 

Model 10 

(18 items)  
3.33 <0.001 0.056 0.921 0.897 0.950 0.93 0.94 0.065 

Model 11 

(18 items, cross 

loading e1 – e2) 

3.02 <0.001 0.053 0.93 0.907 0.956 0.94 0.95 0.06 
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Figure 6.7: Higher-order factor CFA model of service-oriented HRM 
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6.4.8. Measurement model of competitive intensity  

The measurement of competitive intensity includes five items, which was adapted from 

the interviews and from Jaworski and Kohli (1993). Model 1 with initial five items 

revealed that it is not a good fit model as Chi square/df value higher than 3.0, RMSEA 

value far beyond 0.06, and NFI and TLI values less than 0.95. The SRC matrix and MI 

suggested that item Compete 2 was cross -loading with other items (items Compete 4 and 

Compete 5). Item Compete 2 was then dropped and Model 2 (with four items) was 

produced. Although Chi square/df (3.3) is a bit more than 3.0, model 2 shown in Table 6.8 

indicated an acceptable goodness of fit for the hypothesised model of competitive 

intensity. Figure 6.8 shows the standardised regression weights and squared multiple 

correlations for the hypothesised model of competitive intensity.  

Table 6.8: Assessment of the hypothesised model of competitive intensity 

Model 
Chi 

sq/df 
p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(5 items) 
10.93 <0.001 0.042 0.966 0.899 0.939 0.934 0.878 0.135 

Model 2  

(4 items) 
3.3 0.035 0.011 0.994 0.971 0.991 0.987 0.973 0.06 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.8: One-factor congeneric model of competitive intensity 
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6.4.9. Measurement model of individual level power distance  

The measurement of individual level power distance was adapted from Farh, Hackett and 

Liang (2007). Model 1 with initial six items indicated that it is bad fit model as GFI, 

AGFI, and CFI values less than 0.9, Chi square/df value higher than 3.0, and RMSEA 

value far beyond 0.06. The SRC matrix and MI suggested that item Power 6 was cross -

loading with items Power 4 and Power 5. Item Power 6 was deleted. With the removal of 

item Power 6, the model revealed a better fit with most of the fit indices were satisfied, 

apart from Chi square/df and RMSEA. The MI suggested some evidence of 

misspecification for the error terms between Power 4 and Power 5. A correlation of the 

error terms for both items was then established, resulting in a great fit model (Model 3). 

The standardised regression weights and the squared multiple correlations for the 

hypothesised model of individual level power distance are presented in Figure 6.9.  

Table 6.9: Assessment of the hypothesised model of individual level power distance  

Model 
Chi 

sq/df 
p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(6 items) 
20.43 <0.001 0.078 0.891 0.746 0.874 0.869 0.789 0.188 

Model 2  

(5 items) 
6.43 <0.001 0.036 0.994 0.929 0.975 0.971 0.950 0.1 

Model 3  

(5 items - cross 

loading e4 – e5) 

1.15 <0.001 0.01 0.998 0.988 1 0.997 0.999 0.016 
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Figure 6.9: One-factor congeneric model of individual level power distance  

 

6.4.10. Measurement model of collectivism cultural orientation 

The measurement of collectivism was adapted from Yoo and Donthu (2002). As shown in 

Table 6.10, model 1 with initial six items appeared to fit the data well, apart from Chi 

square/df and RMSEA values. The SRC matrix and MI suggested that item Collect 5 was 

cross -loading with other items (Collect 6 and Collect 4). Item Collect 5 was then removed 

and the model 2 revealed a better fit. However, the MI suggested some evidence of 

misspecification for the error terms between Collect 1 and Collect 2. A correlation of the 

error terms for these two items was then established, which resulted in a good fit model 

with the data. The standardised regression weights and the squared multiple correlations 

for the hypothesised model of Collectivism are displayed in Figure 6.10.  
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Table 6.10: Assessment of the hypothesised model of collectivism cultural orientation 

Model 
Chi 

sq/df 
p SRMR GFI AGFI CFI NFI TLI RMSEA 

Model 1 

(6 items) 
9.76 <0.001 0.042 0.945 0.872 0.957 0.952 0.928 0.126 

Model 2  

(5 items) 
7.33 <0.001 0.025 0.974 0.921 0.980 0.977 0.960 0.107 

Model 3  

(5 items - cross 

loading e1 – e2) 

2.59 0.051 0.01 0.995 0.973 0.997 0.995 0.990 0.054 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.10: One-factor congeneric model of collectivist cultural orientation 
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established constructs, skewness and kurtosis values were assessed (Hair et al., 2010; 

Kline, 2011). As recommended by Kline (2011), on a continuous variable, the absolute 

values of kurtosis should not be greater than eight and absolute values of skewness should 

not be greater than three. As evidenced in Table 6.11, all of the individual constructs are 

normal because none of the skewness and kurtosis values exceed critical values suggested 

by Kline (2011).   

Table 6.11: Descriptive statistics of new constructs 

 Mean Skewness Kurtosis 

Statistic Std. Error Statistic Std. Error 

SClimate 5.34 -.643 .104 .648 .208 

LeadershipSQ 5.47 -.815 .104 .569 .208 

SerTec 5.23 -.471 .104 .089 .208 

InterProcess 5.26 -.562 .104 .132 .208 

PhysicalEnvi 5.32 -.364 .104 -.140 .208 

Co_worker 5.59 -.912 .104 1.522 .208 

Supervisor 5.31 -.975 .104 1.420 .208 

Depart 5.02 -.332 .104 -.114 .208 

SO_Recruit 5.13 -.899 .104 .865 .208 

SO_Training 5.13 -.810 .104 1.130 .208 

SO_Rewards 4.89 -.651 .104 .499 .208 

SO_Auto 4.48 -.432 .104 .121 .208 

SO_Benefits 4.92 -.653 .104 .227 .208 

Compete 5.48 -.853 .104 .610 .208 

Power_distance 3.39 .304 .104 -.493 .208 

Collectivism 5.14 -.291 .104 -.508 .208 

 

6.6. Construct validity 

The final step before testing the full research model and hypotheses is to examine the 

construct validity as it is required to develop and test theories (Steenkamp and Van Trijp, 

1991). Construct validity is the ability of a set of measured variables to represent the 

hypothesised latent construct (Hair et al., 2010). The construct validity of the 

measurement scales used in this study was assessed by examining both convergent 
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validity and discriminant validity, as recommended by Churchill (1979). Specifically, 

while convergent validity measures the extent to which the items measuring the latent 

construct “converge or share a high proportion of variance in common”, discriminant 

validity examines the degree to which a measured construct is truly different from other 

constructs (Hair et al., 2010, p. 709).  

6.6.1. Convergent validity 

Following Churchill’s (1979), Fornell and Larcker’s (1981), and Hair et al.’s (2010) 

suggestion, convergent validity for each latent variable in the present study was examined 

by observing the values of individual factor loadings in CFA, the composite reliability 

(CR), Cronbach’s alpha (α), and average variance extracted (AVE).  

 Factor loadings 

At a minimum, all individual factor loadings should be statistically significant, and a good 

rule of thumb is that standardised factor loadings should be higher than 0.5 (Anderson and 

Gerbing, 1988). The standardised factor loadings for all constructs in this study range 

from 0.53 to 0.9, as shown in Table 6.12. In addition, the squared multiple correlations 

(SMC) values of all indicators in CFA congeneric models were high. Except seven SMC 

values less than 0.45, most SMC values range from 0.45 to 0.81. However, the indicators 

with low SMC values contributed highly to goodness-of-fit indices and therefore they 

should be retained for further analysis.  

 Composite reliability (CR) 

Fornell and Larcker (1981) and Hair et al. (2010) suggested that the convergent validity of 

a construct is achieved when its composite reliability exceeds 0.6. Composite reliability is 

calculated from the squared sum of standardised factor loadings (Li) for each construct and 

the sum of error variances (ei) as follows.  

                          CR = (ƩLi)
2
/ [(ƩLi)

2
 + Ʃei] 
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As shown in Table 6.12, CR values for all constructs range from 0.75 to 0.83, exceeding 

the prescribed minimum requirement. Therefore, it can be conclude that the constructs 

used in the present study achieved good level of convergent validity.   

 Cronbach’s Alpha (α) 

Another indicator for convergent validity is Cronbach’s alpha or coefficient alpha. The 

Cronbach’s alpha measures the internal consistency of the set of items for each construct 

(Churchill, 1979). The alphas should be at least 0.7 for a construct to be considered as 

high reliability (Nunnally and Bernstein, 1994). In this research, the alpha values shown in 

Table 6.12 exceeded 0.7, ranging from 0.89 to 0.92. Therefore, the reliability of all 

measures was satisfactory.   

  Average variance extracted (AVE) 

AVE is a summary indicator of convergence, and is calculated by average percentage of 

variance explained for the items loading on a construct (Fornell and Larcker, 1981). For n 

items, AVE is calculated as the total of all squared standardised factor loadings divided by 

the number of items (n). A suggested value of AVE for adequate convergence is 0.5 or 

higher (Hair et al., 2010).  

In this research, the AVE values shown in Table 6.12 all exceeded 0.5, except only one 

value for competitive intensity (0.45) which is under this minimum requirement. 

Nevertheless, the result of CFA for competitive intensity construct indicated an acceptable 

goodness-of-fit, and the composite reliability of this construct was high (0.8).  

6.6.2. Discriminant validity 

The procedure suggested from Fornell and Larcker (1981) was applied to assess the 

discriminant validity of the constructs used in this study. As proposed by Fornell and 

Larcker (1981) and Hair et al. (2010), discriminant validity could be assessed by 

comparing the AVE values for each construct with the squared interconstruct correlations 
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associated with that construct. To satisfy for the discriminant validity, AVE values should 

be higher than the squared correlation estimate.  

Appendix 8 shows the correlation matrix between the latent constructs used in the present 

study. The correlation between these constructs was in expected directions, supporting 

criterion validity. Table 6.13 presents the comparison between AVE values and the 

squared correlations between the constructs. Results from Table 6.13 suggest that all 

constructs achieve discriminant validity as all AVE values are greater than the squared 

correlation estimate.  

Table 6.12: Reliability checks for all hypothesised constructs 

 

 

Scale 

 

Item 

Standardised 

Loadings 

 

SL 

squared 

α 
 

CR 

 

VE 

 

AVE 

        

Service climate 

  

  

  

  

  

SClimate 1 0.68 0.46 

  

  

  

  

  

0.894 

  

  

  

  

  

0.83 

  

  

  

  

  

0.50 

  

  

  

  

  

0.53 

SClimate 3 0.64 0.41 

SClimate 4 0.9 0.81 

SClimate 5 0.72 0.52 

SClimate 6 0.68 0.46 

Total 3.62 2.66 

Leadership  

commitment to 

service quality 

  

  

  

Leader 1 0.61 0.37 

  

  

  

  

  

0.895 

  

  

  

  

  

0.83 

  

  

  

  

  

0.50 

  

  

  

  

  

0.61 

Leader 2 0.75 0.56 

Leader 4 0.82 0.67 

Leader 5 0.86 0.74 

Leader 6 0.84 0.71 

Total 3.88 3.05 

Internal 

Process 

  

  

  

  

InPro 1 0.73 0.53 

  

  

  

  

0.895 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.56 

InPro 2 0.84 0.71 

InPro 3 0.73 0.53 

InPro 4 0.68 0.46 

Total 2.98 2.23 

Service 

technology 

  

  

  

  

SerTec 2 0.84 0.71 

  

  

  

  

0.89 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.68 

SerTec 3 0.88 0.77 

SerTec 4 0.74 0.55 

SerTec 5 0.83 0.69 

  3.29 2.72 
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Physical 

environment 
  

  

  

  

PhyEn 2 0.76 0.58 

  

  

  

  

0.90 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.59 

PhyEn 3 0.74 0.55 

PhyEn 4 0.77 0.59 

PhyEn 5 0.81 0.66 

Total 3.08 2.37 

Co-worker 

support 
  

  

  

  

Co-worker 1 0.78 0.61 

  

  

  

  

0.902 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.64 

Co-worker 2 0.81 0.66 

Co-worker 3 0.85 0.72 

Co-worker 4 0.75 0.56 

Total 3.19 2.55 

Supervisor 

support 
  

  

  

Sup 2 0.82 0.67 
  

  

  

0.898 

  

  

  

0.75 

  

  

  

0.50 

  

  

  

0.69 

Sup 3 0.86 0.74 

Sup 4 0.81 0.66 

Total 2.49 2.07 

Inter-

departmental 

support 

  

  

  

  

Dept 1 0.74 0.55 

  

  

  

  

  

0.896 

  

  

  

  

  

0.83 

  

  

  

  

  

0.50 

  

  

  

  

  

0.63 

Dept 3 0.83 0.69 

Dept 4 0.73 0.53 

Dept 5 0.84 0.71 

Dept 6 0.82 0.67 

Total 3.96 3.15 

Service-

oriented 

recruitment 
  

  

  

Recruit 1 0.81 0.66 

  

  

  

  

0.896 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.70 

Recruit 2 0.86 0.74 

Recruit 3 0.86 0.74 

Recruit 4 0.81 0.66 

Total 3.34 2.79 

Service-

oriented 

training 
  

  

Training 2 0.74 0.55 
  

  

  

0.895 

  

  

  

0.75 

  

  

  

0.50 

  

  

  

0.63 

Training 3 0.79 0.62 

Training 5 0.84 0.71 

  2.37 1.88 

Service-

oriented  

rewards 

  

  

  

Rewards 3 0.79 0.62 

  

  

  

  

0.896 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.65 

Rewards 4 0.82 0.67 

Rewards 5 0.85 0.72 

Rewards 6 0.77 0.59 

  3.23 2.61 

Autonomy 
  

  

  

  

Auto 1 0.71 0.50 

  

  

  

  

0.903 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.56 

Auto 2 0.84 0.71 

Auto 3 0.76 0.58 

Auto 4 0.67 0.45 

  2.98 2.24 

Employee 

benefits 
  

Benefits 1 0.71 0.50 
  

  

  

  

  

  

  

  

  

  

  

  

Benefits 2 0.76 0.58 

Benefits 3 0.85 0.72 
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    2.32 1.80 

0.897 0.75 0.50 0.60 

Competitive 

intensity 
  

  

  

  

Compete 1 0.73 0.53 

  

  

  

  

0.905 

  

  

  

  

0.80 

  

  

  

  

0.50 

  

  

  

  

0.45 

Compete 3 0.71 0.50 

Compete 4 0.61 0.37 

Compete 5 0.62 0.38 

  2.67 1.79 

Individual level 

power distance 

  

  

  

  

Power 1 0.82 0.67 

  

  

  

  

  

0.92 

  

  

  

  

  

0.83 

  

  

  

  

  

0.50 

  

  

  

  

  

0.51 

Power 2 0.87 0.76 

Power 3 0.74 0.55 

Power 4 0.53 0.28 

Power 5 0.55 0.30 

  3.51 2.56 

Collectivism  

  

  

  

  

  

Collect 1 0.71 0.50 

  

  

  

  

  

0.904 

  

  

  

  

  

0.83 

  

  

  

  

  

0.50 

  

  

  

  

  

0.62 

Collect 2 0.78 0.61 

Collect 3 0.86 0.74 

Collect 4 0.84 0.71 

Collect 6 0.73 0.53 

  3.92 3.09 
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Table 6.13: Assessment for discriminant validity – squared correlations between constructs and average variance extracted   

 

 

 V1 V2 V3 V4 V5 V6 V7 V8 V9 V10 V11 V12 V13 V14 V15 V16 

Service climate (V1) 0.53                

Leadership (V2) 0.37 0.61               

Service-tech (V3) 0.35 0.42 0.68              

Internal process (V4) 0.41 0.41 0.42 0.56             

Phy-environment (V5) 0.22 0.14 0.20 0.20 0.59            

Coworker support (V6) 0.18 0.18 0.10 0.22 0.10 0.64           

Sup-support (V7) 0.26 0.35 0.20 0.28 0.10 0.27 0.69          

Departmental (V8) 0.32 0.34 0.29 0.36 0.11 0.27 0.35 0.63         

SO-Recruitment (V9) 0.30 0.29 0.27 0.30 0.14 0.12 0.19 0.30 0.70        

SO-Training (V10) 0.40 0.26 0.31 0.30 0.22 0.07 0.14 0.22 0.31 0.63       

SO-Rewards (V11) 0.34 0.26 0.30 0.26 0.22 0.05 0.12 0.18 0.32 0.40 0.65      

SO-Autonomy (V12) 0.12 0.10 0.15 0.09 0.06 0.04 0.07 0.14 0.14 0.13 0.18 0.56     

SO-Benefits (V13) 0.32 0.18 0.24 0.22 0.11 0.07 0.16 0.20 0.16 0.27 0.35 0.23 0.60    

Compete-intense (V14) 0.12 0.13 0.09 0.07 0.03 0.06 0.06 0.04 0.08 0.07 0.07 0.04 0.09 0.45   

Power distance (V15) 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.01 0.00 0.00 0.00 0.00 0.00 0.00 0.51  

Collectivism (V16) 0.21 0.08 0.10 0.08 0.08 0.11 0.08 0.08 0.06 0.08 0.09 0.03 0.10 0.04 0.01 0.62 

Note: The boldface scores on the diagonal are values for AVE  
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6.7. Common method bias  

As both dependent and independent variables were collected from a single key 

respondent (service employees) within the service firms, it is important to assess the 

measures for potential common method bias (Melton and Hartline, 2013). To reduce 

the likelihood of common method bias, the researcher used two approaches.  

First, the potential common method bias was reduced through the design of the survey 

as suggested from Podsakoff, MacKenzie, Lee, and Podsakoff (2003). The researcher 

used lengthy scales with various scale points, and clear, concise and unambiguous scale 

items. In addition, in the survey questionnaire, the researcher assured with respondents 

that their answers are anonymous and there are no right or wrong answers to encourage 

them answer the questions as honestly as possible.  

Second, the Harman single factor test (Podsakoff et al., 2003) was used to assess the 

potential impact of a common method factor. The result indicated that the goodness-of-

fit of the single factor model was highly unsatisfactory (Chi square/df = 6.73, GFI = 

0.541, AGFI = 0.502, CFI = 0.62, RMSEA = 0.102), suggesting that common method 

bias was not problematic in the study.   

6.8. Testing the hypotheses – Antecedents of service climate in local vs. foreign 

service firms in Vietnam 

After survey data had been assessed against the assumptions of structural equation 

modelling (SEM), the next step was to evaluate the overall model fit and test the 

hypothesised relationships in the model (Hair et al., 2010). To test the hypothesised 

relationships developed in this study, SEM with path analysis technique in the 

statistical software package AMOS 20.0 was used. The critical advantages of using this 
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technique are its ability to test an entire model simultaneously, and its ability to 

estimate the direct and indirect effects of independent variables on dependent variables 

(Kline, 2011). This technique therefore provides an integrated view of relationships, 

rather than of individualised pairs (Conduit and Mavondo, 2001). 

Because the survey data may have a hierarchical order (the respondents are nested 

within the service firms), the intra-class correlation of the dependent variable was 

calculated (James, 1982; Swoboda et al., 2012). Intra-class correlation indicates the 

amount of variance explained by groups compared to the total variance (Hox, 2010). 

The resulting intra-class correlation of the dependent variable (service climate) was 

0.062. This value was well below 0.12, which is typically considered acceptable for 

multilevel modelling in organisational research (Hox, 2010). Additionally, there was 

only 14 service firms participated in this study, which was much smaller than the 

recommended number of groups (e.g. at least 50) for multilevel analysis (Hox, 2010; 

Maas and Hox, 2005). As such, a multilevel model was not appropriate for this study 

(Hox, 2010; Maas and Hox, 2005; Michel et al., 2013; Swoboda et al., 2012).  

6.8.1. Structural model for the whole sample  

Overall model fit  

The fit of the whole model was evaluated by the goodness-of-fit indices described in 

section 7.4.1. In general, the hypothesised model provides a reasonable fit to the sample 

data (Chi square = 409; df = 48; GFI = 0.89; CFI = 0.83). However, these various 

goodness-of-fit indices suggested that the hypothesised model might benefit if taking 

some modifications into consideration. Indeed, the modification indices supported 

adding three direct paths (from internal process to service-oriented HRM and from 

work facilitation resources to internal process and to service-oriented HRM) and 
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deleting one non-significant path (from work facilitation resources to internal customer 

service) from the model. Thus, the model was respecified by deleting the one non-

significant path and adding the three direct paths. Although not hypothesised a priori, 

these adding paths seemed to make theoretical sense as they reflect the inter-

relationships among the antecedents, and will be discussed in the next chapter. As 

shown in Table 6.14, the goodness-of-fit indices indicated that the resulting model 

provides a better fit with the survey data than the original model. All goodness-of-fit 

indices were in acceptable level. More specifically, the Chi square/df was under 3.0, 

RMSEA and SRMR less than 0.06, and other fit indices such as GFI, AGFI, CFI, NFI, 

TLI were well above the acceptable level.  

Table 6.14: Goodness-of-fit measures for the resulting model 

Fitness measure   

Normed Chi-square (χ
2
/df  ) 2.235 Acceptable, less than 3 

RMSEA 0.047 Acceptable, less than 0.06 

SRMR 0.045 Acceptable, less than 0.06 

GFI 0.975 Acceptable, close to 1 

NFI 0.962 Acceptable, close to 1 

TLI 0.966 Acceptable, close to 1 

CFI 0.978 Acceptable, close to 1 

AGFI 0.952 Acceptable, close to 1 

 

Test of direct, indirect and total effect relationships  

Overall, the hypothesised antecedents effectively predicted a favourable service 

climate, returning an R square of 0.6 for the whole structural model. This is reasonable 

compared to other previous service climate studies such as Auh et al. (2011) at 0.24, de 

Jong et al. (2004) at 0.60, and Ehrhart et al. (2011) at 0.28.  
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Figure 6.11 illustrates the standardised coefficients derived from the direct relationships 

between the variables in the model. Further information regarding these relationships is 

shown in Table 6.15 and Table 6.16. Table 6.15 shows the direct, indirect and total 

effects of the antecedents on service climate. Table 6.16 presents the standardised 

coefficients from the relationships between antecedents and respective levels of 

significance.  

The total effects of the antecedent variables on service climate are illustrated in Table 

6.15. Leadership commitment to service quality has the greatest impact on service 

climate, but much of this effect is indirect or mediated by other antecedents, including 

internal processes and service standards, service-oriented HRM, work facilitation 

resources and internal customer service. In contrast, the impacts of service-oriented 

HRM, work facilitation resources and internal processes and service standards on 

service climate are relatively smaller but these impacts are direct rather than mediated 

by internal customer service. Of the control variables, none of the control variable has 

significant impact on employee perceptions of service climate.   

The results in Table 6.16 indicate that most of the antecedent variables are correlated 

with each other. This suggests that these organisational service practices reflect 

dynamic capabilities and are consistent with an integrated service strategy of the 

companies. Leadership commitment to service quality was found to have positive and 

significant direct effects with other antecedent variables, including work facilitation 

resources, internal processes and service standards, service-oriented HRM and internal 

customer service. Internal processes and service standards, and service-oriented HRM 

were found to have direct relationships with internal customer service. Although work 

facilitation resources variable does not have a direct relationship with internal customer 
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service, it has positive and significant relationships with internal processes and service-

oriented HRM, which subsequently influences internal customer service.  

Table 6.15: Direct, indirect and total effects of antecedents on service climate 

Antecedent variables 

Direct effect Indirect 

effect 

coefficient 

Total 

effect 

coefficient 

Result Standardised 

coefficient 
t value 

Leadership commitment to 

service quality 

0.12 2.36* 0.51*** 0.63*** H1: Supported 

Internal processes and 

service standards 

0.18 4.68*** 0.05
 ns

 0.23*** H2: Supported 

Work facilitation resources 0.14 3.97*** 0.01
 ns

 0.15*** H4: Supported 

Service-oriented HRM 0.36 9.94*** 0.02
 ns

 0.38*** H3: Supported 

Internal customer service 0.15 3.75*** - 0.15*** H5: Supported 

Control variables       

Gender 0.01 0.42
 ns

    

Tenure -0.03 -1.23
 ns

    

Service sector -0.02 -0.89
 ns

    

Prior working experience -0.006 -0.22
 ns

    

Education -0.03 -1.24
 ns

    

Firm size -0.03 -1.23
 ns

    

* p < 0.05, ** p < 0.01, *** p < 0.001, ns: non-significant 

Table 6.16: Direct effects of intra-antecedent relationships  

Path Standardised coefficient t value 

Leadership commitment to SQ        Work facilitation resources 0.32 8.1*** 

Leadership commitment to SQ        Internal process 0.64 19.3*** 

Leadership commitment to SQ        Service-oriented HRM 0.22 5.5*** 

Leadership commitment to SQ        Internal customer service 0.34 8.0*** 

Work facilitation resources              Internal process 0.45 11.3*** 

Work facilitation resources              Service-oriented HRM 0.40 9.8*** 

Internal process                                Service-oriented HRM 0.21 5.1*** 

Internal process                                Internal customer service 0.32 7.2*** 

Service-oriented HRM                     Internal customer service 0.15 3.3*** 

         *** p < 0.001 
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In brief, the following hypotheses were supported by the model. All the inter-construct 

relationships are positive.  

H1. In emerging markets, leadership commitment to service quality positively 

influences service climate.  

H2. In emerging markets, internal processes and service standards positively 

influence service climate.  

H3. In emerging markets, service-oriented HRM positively influences service 

climate.  

H4. In emerging markets, work facilitation resources positively influence service 

climate.  

H5. In emerging markets, internal customer service positively influences service 

climate.  

H6a. In emerging markets, leadership commitment to service quality positively 

influences internal processes and service standards, work facilitation resources, 

service-oriented HRM, and internal customer service. 

H6b.1. In emerging markets, internal processes and service standards positively 

influence internal customer service.  

H6b.2. In emerging markets, service-oriented HRM positively influences internal 

customer service.  

The following hypothesis was not supported.  

H6b.3. In emerging markets, work facilitation resources positively influence 

internal customer service.  
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Figure 6.11: Final model 

 

6.8.2. Structural model for local versus foreign data  

As discussed in previous chapters (Chapter 2 and Chapter 4), the impact of the 

antecedents, including leadership commitment to service quality, internal processes and 

service standards, service-oriented HRM, work facilitation resources, and internal 

customer service on service climate is hypothesised to be different between ownership 

types. Specifically, the influence of system-level antecedents, including internal 
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processes and service standards, internal customer service and work facilitation 

resources is greater in local firms than in foreign firms. In contrast, the influence of 

individual-level antecedents, including leadership commitment to service quality and 

service-oriented HRM is greater in foreign firms than in local firms. 

Because ownership type is a categorical variable, to test the moderating impact of 

ownership type on the relationship between firm-based antecedents and service climate, 

multi-group analysis was applied. Before running multiple-group analysis to implement 

ownership types as a moderator, the researcher examined whether the factor loadings of 

the measurement model were operating equivalently (or invariant) among the local and 

foreign groups. Following Cheung and Rensvold (2002) and Steenkamp and 

Baumgartner (1998), the researcher compared the unconstrained measurement model 

with the constrained measurement model that contained equal factor loadings between 

these two groups. The difference in chi-square and CFI values was used. However, as 

Chi-square value is sensitive to sample size, the critical value for the differences in Chi-

square should be set at p = 0.001 rather than at 0.05 (Cooper, Gomez and Aucote, 

2007). The goodness-of-fit measures from this test of invariant factor loadings was 

satisfactory (Chi-quare/df = 3.1, GFI = 0.91, CFI = 0.883, RMSEA =0.062, SRMR = 

0.08), and the difference in the model fit between the unconstrained and constrained 

models for the groups that vary on ownership type was not significant at 0.001 level 

(Chi-square difference = 33.3, p = 0.032). Full metric invariance was also confirmed 

based on (Cheung and Rensvold, 2002) suggestion as the CFI difference between the 

unconstrained and constrained models met the cut-off criterion of 0.01 (CFI difference 

= 0.007).  
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Table 6.17: Measurement invariance between local and foreign groups  

Model 

Chi-

square 

(d.f.) 

Chi-square 

difference 

(p-value) 

CFI RMSEA SRMR 

Model 1: Unconstrained 

model 

310.8 

(90) 
- 0.89 0.065 0.08 

Model 2: Constrained 

model 

344.1 

(110) 
33.3 (0.032) 0.883 0.062 0.08 

 

Table 6.18 summarises the standardised coefficients in the path diagram for local and 

foreign samples. Most structural paths from the antecedents to service climate are 

significant for both local and foreign samples.    

The results shown in Table 6.18 indicated that the path coefficients of internal 

processes and service standards (0.22), work facilitation resources (0.13), internal 

customer service (0.2) in local firms were higher than those in foreign firms 

(coefficients are 0.15, 0.1 and 0.02 respectively). In contrast, the path coefficients of 

leadership commitment to service quality (0.2), service-oriented HRM (0.46) in foreign 

firms were stronger than those in local firms (0.07 and 0.30 respectively). After 

conducting multiple-group analysis, the Chi-square test for the differences is significant 

for leadership commitment, service-oriented HRM and internal customer service. Thus 

the findings partially support Hypothesis 10 concerning the difference in the impact of 

the antecedents on service climate between ownership types.   
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Table 6.18: Standardised coefficients of the direct impacts of the antecedents on 

service climate between local and foreign groups 

Antecedent variables 

Local firms Foreign firms Significant 

difference 

 

Standardised 

coefficient 
t value 

Standardised 

coefficient 
t value 

Leadership commitment 

to service quality 

0.07 0.16
ns 

0.20 3.35*** + 

(∆χ
2 
= 2.7,  

∆df = 1) 

Internal processes and 

service standards 

0.22 4.01*** 0.15 2.39* ns 

(∆χ
2 
= 0.57,  

∆df = 1) 

Work facilitation 

resources 

0.13 2.30* 0.10 1.70
+
 ns 

(∆χ
2 
= 0.18,  

∆df = 1) 

Service-oriented HRM 0.30 5.84*** 0.46 7.63*** * 

(∆χ
2 
= 3.8,  

∆df = 1)  

Internal customer 

service 

0.20 3.96*** 0.02 0.37
ns

 * 

(∆χ
2 
= 4.8,  

∆df = 1) 

             
+
p < 0.1, * p < 0.05, ** p < 0.01, *** p < 0.001 

   

6.8.3. Testing the difference of antecedents and service climate levels 

between local and foreign service firms  

In Hypothesis 7, the researcher argued for the differences in the mean values of the 

antecedents and service climate between local and foreign firms. Further, Hypothesis 

9a proposed that employees in foreign-owned firms exhibit more individualism and 

lower power distance than those in local firms. In order to test these hypotheses, the 

researcher conducted Independent samples t-test comparing leadership commitment to 

service quality, internal processes and service standards, service-oriented HRM, work 

facilitation resources, internal customer service, individual power distance, 
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individualism, and service climate variables between two groups of different ownership 

types, local and foreign-owned. The results of the Independent samples t-test are shown 

in Table 6.19.  

As shown in Table 6.19, foreign firms scored higher than local firms on all firm-based 

antecedents and on service climate and employees in foreign firms scored higher on 

individualism and lower in power distance. The test of equality of variances was first 

examined to check whether there was the equality of variances between two groups 

(local and foreign) (Buglear, 2005). If equal variances are not assured, the equal 

variances not assumed in SPSS output will be used for t-test results for the differences 

between the two groups. The results of Levene’s test for equality of variances for 

leadership commitment to service quality, internal processes and service standards, 

service-oriented HRM, work facilitation resources, internal customer service and 

service climate were all significant at 0.001 levels. Therefore, equal variances were not 

found for these variables. Nevertheless, equal variances were found for 

collectivism/individualism and power distance as the Levene’s test for equality of 

variances for these two variables were non-significant (p>0.05).  

As predicted, the Independent samples t-test results in Table 6.19 strongly confirm that 

significant differences in the antecedents and service climate were found between local 

and foreign firms. Specifically, foreign-owned service firms exhibit a higher level of 

firm-based antecedents, including leadership commitment to service quality, internal 

processes and service standards, service-oriented HRM, work facilitation resources, 

internal customer service and service climate. All of these differences are significant at 

0.001 levels. Further, employees in foreign firms exhibit more individualism 

(significant at 0.001 level) and lower power distance (significant at 0.05 level). 
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Therefore, the Independent samples t-test lent strong support for the following 

hypotheses (H7 and H9a).  

H7. In emerging markets, foreign-owned firms exhibit a higher level of firm-based 

antecedents and service climate.  

H9a. In emerging markets, employees in foreign-owned firms exhibit more 

individualism (or less collectivism) and lower power distance.  

Table 6.19: T-test results of the antecedents and service climate across ownership 

types 

Variables 

 Local 

firms 

(N=319) 

Foreign 

firms 

(N=230) 

Levene’s test 

for equality 

of variances 

t-test for 

equality of 

means 

Leadership 

commitment to service 

quality 

Mean 5.25 5.77 *** *** 

SD 1.11 0.81 

Internal processes and 

service standards 

Mean 5.01 5.61 *** *** 

SD 1.08 0.79 

Work facilitation 

resources 

Mean 5.12 5.50 *** *** 

SD 0.90 0.72 

Service-oriented HRM Mean 4.68 5.23 *** *** 

SD 0.96 0.71 

Internal customer 

service 

Mean 5.15 5.55 *** *** 

SD 0.93 0.75 

Service climate Mean 5.16 5.59 *** *** 

SD 1.01 0.75 

Collectivism 

Mean 5.30 4.90 

ns *** 
SD 1.01 1.20 

Power distance 

Mean 3.52 3.20 

ns * 
SD 1.20 1.03 

* p < 0.05, *** p < 0.001, ns: non-significant 
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6.9. Tests of moderating effects  

 Moderated regression analysis (Aiken and West, 1991) was utilised to test the 

moderating effects. After centering independent and moderator variables, the researcher 

constructed interaction terms by multiplying the two centred predictors. As Aiken and 

West (1991) recommended, centering for computational reasons can reduce 

multicollinearity in interactive regression models.  

6.9.1. Competitive intensity as a moderator 

To test the moderating effect of competitive intensity on the relationships between the 

firm-based antecedents and service climate, the researcher centrered all predictors and 

moderator variables, including leadership commitment to service quality, service-

oriented HRM, internal processes and service standards, work facilitation resources, 

internal customer service and competitive intensity by standardising each variable at a 

mean of zero and standard deviation of 1. The results are shown in Table 6.20. 

Appendix 9a shows the graphical presentations of the moderating effect of competitive 

intensity on the relationships between the firm-based antecedents and service climate.   

Table 6.20: Moderating effect of competitive intensity on the relationships 

between the firm-based antecedents and service climate 

 Competitive intensity 

Hypothesis Path 

estimate 

t-value 

Leadership commitment to SQ H8a -0.09* -2.53 

Internal processes H8b -0.11*** -3.25 

Work facilitation resources H8c -0.12*** -3.75 

Service-oriented HRM H8d -0.09** -2.78 

Internal customer service H8e -0.12*** -3.67 

             
+
p < 0.1, * p < 0.05, ** p < 0.01, *** p < 0.001 
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Table 6.20 shows a significant moderating effect of competitive intensity on the 

antecedents-service climate relationships. All path estimates are significant at from 

0.05 to 0.001 levels. Thus the results provide support for five hypotheses H8a – H8e. 

The significant results are in the expected directions. Specifically, the positive 

relationships between leadership commitment to service quality, service-oriented 

HRM, internal processes and service standards, work facilitation resources, internal 

customer service and service climate weaken as competitive intensity increases. In a 

more intensely competitive environment, especially when attracting key service 

employees, the efforts of service firms to use firm-based antecedents to enhance service 

climate are more difficult or less effective than in less competitive environment.  

6.9.2. Employees’ cultural orientation as a moderator 

Table 6.21: Moderating effect of employees’ cultural orientation on the 

relationships between the firm-based antecedents and service climate 

 

 Individual power distance Collectivism 

 Hypothesis Path 

estimate 

t-value Hypothesis Path 

estimate 

t-value 

Leadership commitment 

to SQ 

H9b.1a -0.03
ns 

-0.84 H9b.2a -0.05* -1.66 

Internal processes H9b.1b -0.06* -1.72 H9b.2b -0.08** -2.749 

Work facilitation 

resources 

H9b.1c -0.01
 ns

 -0.37 H9b.2c -0.07* -2.31 

Service-oriented HRM H9b.1d -0.03
 ns

 -0.87 H9b.2d -0.07* -2.24 

Internal customer service H9b.1e -0.04
ns

 -1.37 H9b.2e -0.04
ns

 -1.37 

   ns: non-significant, * p < 0.05, ** p < 0.01, *** p < 0.001 (one tailed tests) 

Table 6.21 shows that the moderating effects of employees’ cultural orientation, 

including individual-level power distance and collectivism are multifaceted. Based on 

the test results, hypotheses H9b.1b, H9b.2a, H9b.2b, H9b.2c, and H9b.2d are 
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supported, while hypotheses H9b.1a, H9b.1c, H9b.1d, H9b.1e, and H9b.2e are not 

supported. The individual-level power distance only negatively moderates the 

relationships between internal processes and service climate. In addition, collectivist 

cultural orientation negatively moderates the relationships between leadership 

commitment to service quality, service-oriented HRM, internal processes and service 

standards, work facilitation resources and service climate but not the internal customer 

service - service climate relationship. Appendix 9b and Appendix 9c show the 

graphical presentations  of the moderating effect of employees’ cultural orientation on 

the relationships between the firm-based antecedents and service climate.  

6.10. Conclusion  

This chapter has presented the steps taken to analyse the survey data and test the 

proposed hypotheses. The data was prepared for analysis. The measurement models of 

the constructs were developed and the reliability and validity of the constructs were 

confirmed. The goodness-of-fit of the whole structural model was assessed and the 

hypotheses were tested. Overall, the results support most of the proposed hypotheses 

regarding the antecedents and moderators of service climate in an emerging market 

context. A discussion of the research findings, contribution of the study in terms of 

theory and practice, limitations of the study and directions for future research are 

addressed in the next chapter.  
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CHAPTER 7:  DISCUSSION OF FINDINGS AND CONCLUSION 

 

7.1.  Introduction  

This chapter discusses the research findings and outlines the theoretical contributions 

and managerial implications of the study. As mentioned in Chapter 1, this study aims to 

identify relevant antecedents of service climate and the relationships among these 

antecedents, and to compare the differences in service climate and its antecedents of 

local and foreign service firms in an emerging market context. By applying the RBV of 

competitive advantage (Barney et al., 2001; Barney, 2001; Teece, 2014; Teece et al., 

1997; Wei et al., 2014), social exchange theory (Blau, 1968; Lages and Piercy, 2012; 

Sierra and McQuitty, 2005), and the eclectic paradigm (Dunning, 1988, 1989, 2001), 

this study examined how service climate can be created under different ownerships 

(local versus foreign service firms) in the context of emerging markets.  

To answer the research questions, this research was undertaken in two phases: an 

exploratory phase and an explanatory phase. The exploratory phase helped to clarify 

the antecedents and the relationships between these antecedents. It also yielded new 

insights in understanding of the antecedents of service climate of local and foreign 

service firms in an emerging market context. Based on the findings of this exploratory 

phase, a conceptual framework (Figure 4.2) was developed and hypotheses were 

derived from it. The conceptual framework and hypotheses were then tested using SEM 

in the second phase of the study. A total of 549 usable responses from service 

employees in both local and foreign service firms allowed the researcher to test and 

analyse the data. The following sections will discuss the research findings from these 
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two phases. The discussion is based on the two research questions proposed in Chapter 

1.  

This chapter begins with a summary and discussion of the research findings, leading to 

a discussion of the theoretical and practical contributions of the study. Next, the chapter 

identifies the limitations of the study and future research directions. Finally, this 

chapter presents the conclusions of the entire study. The structure of this chapter is 

shown in Figure 7.1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7.1: Structure of Chapter 7 

 

 

Introduction (Section 7.1) 

Summary and discussion of research 

findings (Section 7.2) 

Theoretical implications 

(Section 7.3) 

Managerial implications 

(Section 7.4) 

Limitations of the study and future 

research (Section 7.5) 

Conclusion (Section 7.6) 
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7.2.  Summary and discussion of research findings 

Research question 1: What are the antecedents of service climate in an emerging 

market context? How do the antecedents interact and influence service climate?  

While there has been scant research into the antecedents of service climate, previous 

studies on this phenomenon (Auh et al., 2011; Salanova et al., 2005; Schneider et al., 

1998) relied on a resource-based approach, and focused on certain organisational 

resources and practices that can enhance service climate. This study took a holistic 

approach and found that three groups of firm-based, market-based and cultured-based 

antecedents have dynamic inter-relationships affect the creation of a favourable service 

climate in an emerging market context. The main hypotheses of the study were largely 

supported by the data. Each group of antecedents is discussed in the next section.  

Firm-based antecedents  

The study identified and tested five antecedents that are positively related to service 

climate. These antecedents include leadership commitment to service quality, internal 

customer service, internal processes and service standards, service-oriented HRM and 

work facilitation resources. In addition, this study confirmed that there are significant 

dynamic inter-relationships among these firm-based antecedents in fostering an 

excellent service climate. 

Leadership commitment to service quality and service climate The findings of this 

study suggest that leadership commitment to service quality plays a key role in the 

development of a favourable service climate. The findings confirm the view in the 

literature that leaders, through their attitudes and behaviour, help foster a service 

climate (Hong et al., 2013; Kopperud et al., 2014; Liao and Chuang, 2007; Salvaggio et 
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al., 2007). In the present study, leaders with a high level of commitment to service 

quality were found to influence service climate in both direct and indirect ways, and 

that much of the effect was indirect or mediated by other firm-based antecedents, such 

as internal processes and service standards, work facilitation resources, service-oriented 

HRM and internal customer service. Leaders with a high commitment to service quality 

were more likely to assist service employees’ needs in their service delivery by setting 

service processes and standards, assisting service employees with various service-

oriented HRM practices, and providing work facilitation resources, as well as 

stimulating internal customer service between employees. Such antecedents in turn led 

to improved service climate. These findings resonate with previous literature linking 

leadership personalities and styles to service climate (e.g. Salvaggio et al., 2007). 

Recently, Kopperud, Martinsen and Humborstad (2014) found that work engagement 

mediates the influence of transformational leadership on service climate. The current 

study supports and expands these previous findings by investigating the role of 

leadership commitment to service quality in directly and indirectly influencing a 

positive service climate.  

Additionally, the findings of the current study confirm the application of social 

exchange theory in the service climate literature. Positive, beneficial actions and 

practices directed towards service employees by leaders of the service organisations 

contribute to the creation of a social context in which employees perceive and 

reciprocate in positive and beneficial ways (Settoon et al., 1996; Walumbwa et al., 

2010).    

Service-oriented HRM and service climate The findings of this study illustrate that 

among the firm-based antecedents, service-oriented HRM has the greatest direct impact 
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on service climate in an emerging market context. The findings resonate with previous 

work linking various human resource practices such as training (Salanova et al., 2005) 

and autonomy (Auh et al., 2011; Salanova et al., 2005) to service climate. However, 

prior studies (Auh et al., 2011; Salanova et al., 2005; Schneider et al., 1998) only 

mentioned training and autonomy as foundations for service climate in Western 

advanced markets. In addition, Salanova et al.’s (2005) work failed to support the 

hypothesis of the direct relationship between autonomy and training and service 

climate. Indeed, without a specific strategic focus (e.g. a service-oriented strategy), 

general human resource practices such as general training or autonomy may lack a clear 

direction for service employees, and are thus less effective in directing employees’ 

attention and efforts toward achieving service quality enhancement (Hong et al., 2013). 

Extending these prior studies, the present study emphasises the service orientation in all 

HRM practices and finds additional factors in service-oriented HRM practices 

contributing to service climate, including service-oriented recruitment and selection, 

service-oriented rewards and recognition, and work-family benefits. Further, the study 

confirms the existence of a direct relationship between these service-oriented HRM 

practices and service climate. The findings suggest that the the implementation of 

service-oriented HRM practices in an organisation directly affecting employee 

perceptions of service climate by serving as a signal to service employees regarding the 

extent to which the organisation expects, rewards and values good service provision. A 

number of service-oriented HRM practices can be implemented to reduce obstacles for 

service performance and lead to more positive employee perceptions of service climate. 

These practices include focusing on the recruitment and selection of service-oriented 

employees, providing employees with adequate training for interactions with 

customers, granting employees a higher degree of autonomy, rewarding and 
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recognising service-related performance, and caring for the work-family benefits of 

service employees can reduce obstacles for service performance and result in positive 

employee perceptions of service climate.  

Additionally, the findings provide new insights into the influence of service-oriented 

HRM on service climate in an Asian emerging market context. The cultural context in 

Asian emerging markets may differ from Western ones in important ways. For 

example, research has suggested that individuals in Western countries are more 

individualistic and they may prefer more autonomy than people from Asian emerging 

markets such as Vietnam (Thang et al., 2007). Previous studies (Auh et al., 2011; 

Salanova et al., 2005; Schneider et al., 1998) have examined the influence of some 

HRM practices such as autonomy and training on service climate in Western advanced 

markets. This study reaffirms the existence of these relationships in an Asian emerging 

market context, a finding that has value for both researchers and managers.  

Internal processes and service standards and service climate Internal processes and 

service standards were found to play a significant role in the creation of a favourable 

service climate in this study, a finding that has not been empirically tested before. The 

finding shows that service firms wishing to implement a favourable service climate 

need to develop an appropriate level of internal processes and service standards that 

give priority to customer services. When service employees perceive that the internal 

processes and service standards in their organisation work to generate service 

consistency and remove obstacles for service delivery, they feel more motivated in their 

work, which in turn has a positive impact on their perception of service climate.  

The importance of internal processes and service standards in service firms reinforces 

the findings from previous studies (Beitelspacher et al., 2011; Ro and Chen, 2011). 
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Beitelspacher et al. (2011) suggested the need for a customer orientation, including 

establishing processes internally to respond to market performance. Additionally, 

service standards are a crucial part of an organisation’s mission and a key influence on 

employee’s attitude and outcomes as service standards provide a foundation on which 

services are provided, delivered and evaluated (Susskind et al., 2007). The number of 

service standards should be appropriate. Too many service standards may diminish 

service employees’ awareness of what are the most important service priorities while 

too few service standards may offer insufficient direction for service employees and 

reduce the perceived importance of service in the organisation (Berry, Zeithaml and 

Parasuraman, 1994). Studies by Susskind, Kacmar, and Borchgrevink (2003) and 

Susskind et al. (2007) found that when employees perceive that they are being guided 

by a strong set of service standards, their perception of organisational support is 

greater. The findings of the present study are consistent with previous studies, and 

expand recent literature by testing and confirming internal processes and service 

standards as antecedents of service climate.  

Internal customer service and service climate The study’s findings supported the 

hypothesis that internal customer service, which includes co-worker support, supervisor 

support and interdepartmental support, had a positive impact on service climate in an 

emerging market context. This finding thus provides support for previous studies which 

suggested that interdepartmental service provides a foundation for service climate in 

the context of advanced markets (Schneider et al., 1998). Internal customer service is, 

however, a broad concept that contains interdepartmental support. The findings of this 

study extend those of Schneider et al.’s (1998) by suggesting the existence of three 

components of internal customer service, and testing the influence of internal customer 



 

 

207 

 

service on service climate in the context of an Asian emerging market where collective 

orientation in interpersonal relationships and related reciprocity are more apparent than 

in more advanced Western markets (Thang et al., 2007).  

Such findings are in line with the literature in services marketing. Indeed, in order to 

deliver high quality service to external customers, service employees must receive good 

services from their co-workers as well as from other areas (Gr nroos, 200 ). Mutual 

support among service employees is necessary for the implementation of service 

quality because the overall service process is a network of systems built upon the 

interrelationships and interdependence among sub-processes (George, 1990). 

Additionally, the identification of the internal customer service factor in positively 

predicting service climate has reaffirmed the importance of relationship resources as 

proposed from the RBV of competitive advantage (Barney, 1991; Barney et al., 2001; 

Barney, 2001; Wright et al., 2001; Yang, 2008) and social exchange theory (Blau, 

1968; Sierra and McQuitty, 2005). As social exchange theory suggests, employees who 

experience positive relationships, including leader-member and member-member 

relationships, are more likely to reciprocate by accepting the values of the organisation.  

Work facilitation resources and service climate Work facilitation resources proved to 

be a significant antecedent of service climate in service firms. The role of work 

facilitation resources found in this study confirms the findings of prior studies in the 

service climate literature. Indeed, before a service climate can be shaped, a foundation 

for such a climate must be established (Salanova et al., 2005; Schneider et al., 1998). 

For example, Schneider et al. (1998) found that computer support influences service 

climate, leading to excellent customer perceptions of service quality. The present 

results also agree with portion of Schneider et al.’s (1998) research which pointed out 
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that organisations not only need to encourage employees to deliver quality services, but 

also to enable employees to deliver such services. When service employees’ work is 

facilitated by such supportive mechanisms, they are more likely to devote themselves to 

meeting customer demands (Schneider et al., 1998). Beyond the corroborations of 

previous works, the findings of the present study further suggest that to foster an 

excellent service climate, work facilitation resources should not be limited to computer 

support or technology support only, but should include various resources, namely 

information technology, computer systems and software, and physical resources or 

servicescape, which all contribute to employees’ sense of how well they are supported 

in the delivery of quality services.  

 Interactions between firm-based antecedents This study expands upon the growing 

service climate literature through the investigation of dynamic relationships of firm-

based antecedents. The results of this study found that leadership commitment to 

service quality has significant positive direct effects on other firm-based antecedents 

such as work facilitation resources, internal processes and service standards, and 

service-oriented HRM, as discussed above in the leadership commitment to service 

quality and service climate sub-section. In addition, leadership commitment to service 

quality predicts internal customer service. When employees perceive that their leaders 

are highly committed to improving customer service, they are more likely to help and 

collaborate with other colleagues. This finding is consistent with Grojean et al.’s (2004) 

argument suggesting that leaders can serve as a role model for employees who see their 

leaders’ behaviour, recognise the rightness of this behaviour, and then behave in an 

appropriate manner themselves.    
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Additionally, internal processes and service standards were found to have direct 

impacts on internal customer service. Appropriate internal processes and service 

standards were likely to remove obstacles for service delivery and orient employees 

toward doing their best not only for customers but also for their colleagues.  

Further, the findings suggest that service-oriented HRM practices are crucial in 

implementing supportive behaviour among service employees. For example, when 

service employees are recruited based on service-oriented personalities, trained with 

service consciousness and attitudes towards their co-workers, and have certain levels of 

control in their work, they have more capabilities and are more willing to coordinate or 

help other colleagues. These findings are in line with social exchange theory (Blau, 

1968; Sierra and McQuitty, 2005) as all of these resources establish employees’ sense 

of how well they are supported and expected to deliver high quality service. When they 

feel supported in providing services, they are more likely to reciprocate by helping and 

cooperating with other staff in giving the best service to customers. These relationships 

also suggest that these organisational service practices reflect the dynamic capabilities 

of the resources themselves (Teece, 2014; Teece et al., 1997) and are consistent with an 

integrated approach to service strategy by a service firm.  

One unpredicted finding from the survey data analysis was that, in contrast to the 

findings from the qualitative study, the provision of work facilitation resources did not 

directly predict internal customer service. Instead, work facilitation resources had a 

positive and significant impact on internal processes and service standards, and service-

oriented HRM, which subsequently influenced internal customer service. Further, 

internal processes and service standards were significantly positively related to service-

oriented HRM. Although not hypothesised a priori from the qualitative findings, such 
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relationships make sense as they reflect the dynamic capabilities of the firm (Teece, 

2014; Teece et al., 1997; Villar et al., 2014). As previous research suggests, dynamic 

capabilities are the abilities of firms to adapt, integrate, and reconfigure internal and 

external competencies to match opportunities in the marketplace (Schilke, 2013; Teece 

et al., 1997). It is the process of combination and interaction of firm resources in 

achieving a competitive advantage for the firm (Teece et al., 1997; Villar et al., 2014). 

As such, in this study, work facilitation resources of the firms worked to create better 

internal processes and support activities for service-oriented HRM practices. For 

example, computer systems, information technology and servicescape might help 

service firms with recruitment and training activities. In addition, good internal 

processes might help service firms organise service-oriented HRM activities more 

effectively.  

Market-based antecedents  

In the services marketing literature, competitive intensity has been found to influence a 

firm’s market orientation and market performance (Hau et al., 2013; Kumar et al., 

2011; Pehrsson, 2011; Sørensen, 2009). This study extends previous research in 

antecedents of service climate by taking into account the impact of a market-based 

antecedent, competitive intensity in emerging markets. The results demonstrate that 

competitive intensity in Vietnam moderates the impacts of firm-based antecedents on 

service climate. That is, the greater the intensity of rivalry amongst the service firms, 

the greater the service firms need to concern themselves with their employees and 

customers in order to foster a favourable service climate. This finding is explained 

because under the conditions of high competition, especially competition to attract and 

retain key service employees, employees have greater opportunities to compare their 
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own organisation’s service practices with those of their competitors. As such, efforts to 

use the firm-based antecedents to enhance organisational service climate become more 

difficult under high level of competitive intensity than under lower levels. Dynamic 

capabilities (Schilke, 2013; Teece, 2014; Teece et al., 1997) can also be applied to 

explain this relationship. With dynamic capabilities, firms are able to adapt, integrate, 

and reconfigure internal and external competencies to match opportunities in the 

marketplace (Schilke, 2013; Teece et al., 1997). Under highly competitive conditions, 

service firms need to utilise and integrate their firm resources more extensively in order 

to gain a more favourable service climate. Furthermore, the findings extend prior 

research by providing evidence of this relationship from an emerging market context 

where the presence of many foreign service firms from advanced economies has made 

service competition in the Vietnamese marketplace significantly more intense.   

Culture-based antecedents  

The findings of the present study found that employees with different cultural 

orientations perceived the impacts of firm-based antecedents on service climate in 

different ways. Specifically, individual-level power distance negatively moderates the 

relationship between internal processes and service climate. In addition, collectivist 

cultural orientation negatively moderates the relationships between leadership 

commitment to service quality, service-oriented HRM, internal processes and service 

standards, work facilitation resources and service climate. The explanations of these 

relationships will be discussed next.  

Using a social exchange theory to explain employee perceptions and attitudes, Rhoades 

and Eisenberger (2002, p. 711) noted that the strength of organisational support and 

employee perceptions and attitudes “should be influenced by employee’s acceptance of 
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the reciprocity norm as a basis for employee-employer relationships” (p. 11). In other 

words, employees with certain cultural orientations are more intrinsically motivated by 

certain service practices and are therefore better able to internalise and perceive their 

organisational service climate in a more favourable manner. Such findings thus suggest 

that social exchange between organisational practices and employee perception of 

organisational service climate is contingent on the cultural orientations of employees. 

The findings are consistent with previous studies (Farh et al., 2007; Hofman and 

Newman, 2014; Stone, Stone-Romero and Lukaszewski, 2007) that highlight the 

impact of individual cultural orientations on the acceptance and effectiveness of 

organisational practices. For example, individual merit-based reward systems and 

recruitment driven by objective market-oriented criteria are more effective with 

individuals who have stronger individualistic values, since such practices normally 

emphasise personal gains rather than group benefits (Brettel et al., 2008; Stone et al., 

2007). In addition, employees high in power distance are less reliant on reciprocity 

norms due to “their strong deference to authority figures” (Farh et al., 2007). As such, 

Farh et al. (2007) found that the relationship between organisational support and work 

outcomes are stronger for individuals scoring low in power distance.   

Research question 2: How do service climate and its antecedents differ between local 

and foreign service firms in an emerging market context? How do the antecedents 

influence service climate differently across the ownership types?     

Given that several emerging markets are converting from state ownership and 

management to more market-based economies, more and more service companies from 

advanced economies are locating their operations in emerging markets to take 

advantages of their resource endowments, local lower labour costs and expanding 
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markets for their services (Lenartowicz and Johnson, 2007). However, no prior study, 

to the researcher’s knowledge, has compared the differences between foreign and 

domestic firms in creating a service climate in an emerging market context. The 

findings of the study strongly confirm that differences in the antecedents and service 

climate were found between local and foreign firms. In particular, compared to local 

firms, foreign-owned service firms exhibited a higher level of leadership commitment 

to service quality, internal processes and service standards, service-oriented HRM, 

work facilitation resources, internal customer service and service climate.  

These findings corroborate the RBV which suggests that MNCs are likely to adopt 

similar organisational practices to take advantage of the resources and competencies 

owned by their parent companies (Lau and Ngo, 2001). Likewise, in line with the 

eclectic paradigm (Dunning, 1988, 1989, 2001), MNCs take advantage of ownership-

specific advantages from their parent company such as managerial skills, capabilities, 

processes, and expertise in the coordination of international activities to differentiate 

their practices in fostering an excellent service climate in local subsidiaries. Foreign 

firms also transfer their ownership-specific advantages across national borders within 

their own organisations to take advantage of their internalisation-specific advantage 

(Dunning, 1988, 1989, 2001). In the context of emerging markets such as Vietnam, as 

foreign firms faced fewer institutional constraints, they utilised greater service-oriented 

practices that were transferred from their parent company. This finding is consistent 

with previous studies that found a higher level of organisational practices such as 

organisational development (Lau and Ngo, 2001), HRM practices (Mohamed et al., 

2013; Ngo et al., 2008), and ethical practices (Muller and Kolk, 2010) in foreign firms 

compared to domestic firms in emerging markets.  
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Further, the t test results showed that employees in foreign firms were more 

individualistic and showed less power distance than those working in local firms. This 

finding emphasises the influence of the parent firm’s national culture and values on the 

operations of subsidiaries. In the context of Vietnam, the parent company values were 

transmitted to subsidiaries in Vietnam, especially through expatriates. This result is 

consistent with previous findings by Rosenzweig and Nohria (1994) which argued that 

MNCs with a high proportion of expatriates are likely to transfer the values from the 

parent company to the host country’s company. 

Additionally, the findings of this study found that most firm-based antecedents, 

including leadership commitment to service quality, internal processes and service 

standards, service-oriented HRM, work facilitation resources, and internal customer 

service were strong predictors of service climate in both ownership types. However, it 

was evident that the effects of these firm-based antecedents on service climate were 

different between the ownership types. Based on the test results from Chapter 6, the 

influence of leadership commitment to service quality and service-oriented HRM was 

found to be greater in foreign firms than in local firms. In other words, foreign firms 

are more effective at using leadership commitment to service quality and service-

oriented HRM to foster an excellent service climate. This finding indicates that local 

firms need to pay more attention to the marginal impact of leadership commitment to 

service quality and service-oriented HRM. In addition to higher leadership commitment 

and more sophisticated service-oriented HRM practices that are transferred from their 

headquarters, foreign service firms may be successful in acquiring local knowledge to 

provide a more favourable service climate in the host market. Local firms, on the other 

hand, did not appear to have fully developed an awareness of the strategic role of 
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leadership commitment and service-oriented HRM in enhancing the service climate in 

their firms. Indeed, human resource practices of domestic firms in emerging markets 

are still influenced by “traditional personnel administration and high power distance 

cultural values” and controlling influences from top management in these firms are still 

dominant (Wang et al., 2007, p. 698). As a result, the implementation of leadership 

commitment and service-oriented HRM had less of an effect on service climate in these 

firms (Wang et al., 2007). This finding contradicts the finding from Ngo et al. (2008) 

who found no effects of ownership types on the relationship between strategic HRM 

and employee relations climate in China.  

The study found that local firms outperform foreign firms with respect to the influence 

of internal customer service on service climate. While foreign service firms adopted a 

higher level of internal customer service, it was local service firms that linked this firm-

based antecedent more tightly with service climate. This finding supports the view that 

Asian emerging market firms are more collectivistic, have high uncertainty avoidance 

and medium to high power distance (Hofstede et al., 2010) and thus should have a 

better fit with task-oriented, or group interventions (Golembiewski, 1991; Lau and 

Ngo, 2001). From the RBV perspective, as lagging behind foreign firms in several 

organisational processes and resources, local firms are making a lot of efforts to reduce 

these gaps between themselves and foreign firms (Ngo et al., 2008). Since system-level 

resources or physical resources such as internal customer service, internal processes or 

work facilitation resources are visible and easier to acquire, local firms are absorbing 

and rapidly learning these resources from their foreign counterparts (Wang et al., 

2007). Ultimately, they may be as good as foreign firms, or even they reap greater 
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benefits from adopting these system-level antecedents in fostering an excellent service 

climate.    

7.3.  Theoretical implications   

The findings of this research offer several important theoretical contributions to the 

service climate literature.  

First, responding to Bowen and Schneider’s (2014) and Ostrom et al.’s (2010) calls for 

more research on the factors facilitating the creation and maintenance of service 

climate, this study proposed and tested an integrated model of the antecedents of 

service climate, which has not been fully examined in prior literature. Following 

suggestions from Teece (2014), and Teece et al. (1997) regarding dynamic capabilities, 

this study is one of few studies exploring how firm-based antecedents, together with 

their dynamic interactions contribute to creating a favourable service climate in an 

emerging market context. This study, therefore, is one of the first studies testing the 

direct and indirect effects of the firm-based antecedents on service climate. This is 

theoretically important because the integrative model addresses not only the 

interactions between the antecedents but also the pathways through which these factors 

synergistically drive a service climate.  

Second, while previous studies (Auh et al., 2011; Hong et al., 2013; Salanova et al., 

2005; Schneider et al., 1998) only focus on firm-based antecedents, this study 

contributes to knowledge about the antecedents of service climate from a market 

perspective by suggesting the impact of competitive intensity in emerging markets, and 

from a cultural perspective by suggesting the impact of employees’ cultural orientation 

on their perception of service climate. This study thus offers an eclectic view of the 
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antecedents of service climate by incorporating a three-domain approach, including 

firm, market, and cultural factors. In addition, while previous studies were based on 

only one industry, or even one organisation which can limit the generalisation, the 

current study examined the antecedents of service climate of service firms in Vietnam 

across several service sectors such as banking and finance, hospitality and retailing.  

Third, this study enriches international services research by investigating the factors 

associated with service climate in internationalised service firms (versus those of 

domestic ones) from an Asian emerging market perspective. In this way, the study 

argues that the internalisation-specific advantages and ownership-specific advantages 

of the eclectic paradigm can be applied in the context of emerging markets to offer a 

deeper understanding of why foreign service firms in these markets adopt a higher level 

of firm-based antecedents than local firms. Further, despite the intensified competition 

between local and foreign service firms in an emerging market context such as 

Vietnam, there has been limited knowledge of which types of service firms can more 

successfully develop a favourable service climate. In the context of Asian emerging 

markets, the study supports the view that the influence of firm-based antecedents on 

service climate is contingent upon ownership types. The effectiveness of the 

antecedents in creating a service climate depends on the fit between culture and the 

types of antecedents (individual-level versus system-level interventions).  

Finally, social exchange theory has been well supported in various studies (Farh et al., 

2007; Hofman and Newman, 2014; Lages and Piercy, 2012), particularly with regard to 

employee attitude and behaviour relative to their organisational policies and practices. 

This study makes a theoretical contribution by suggesting that social exchange is 

crucial not only to employee attitude and behaviour but also to employee motivation 
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and to their perception of service climate. When employees are supported with 

organisational resources and practices, they feel a sense of obligation to reciprocate and 

support their organisational goals (Blau, 1968; Sierra and McQuitty, 2005). The present 

study demonstrates that the use of social exchange theory is helpful in building further 

understanding of why employee perceptions of service climate are contingent on 

employees’ cultural orientation.  

7.4.  Managerial implications  

The findings of this study offer a number of managerial implications for managers and 

decision-makers responsible for creating and maintaining a service climate in emerging 

markets.  

First, for managers of service firms operating in emerging markets, creating and 

maintaining an excellent service climate is crucial to gaining better employee 

outcomes, customer outcomes and financial performance loyalty (Bowen and 

Schneider, 2014; Raub and Liao, 2012; Towler et al., 2011). The research findings 

provide a comprehensive understanding for managers in both local and foreign service 

firms in emerging markets of how service climate and its antecedents are created and 

how interactions occur. To gain a favourable service climate, service firms need to pay 

attention to the three groups of antecedents suggested by the findings of this study, 

including firm-based, market-based and culture-based antecedents. This is important 

not only for existing service firms operating in Vietnam but also for international 

companies that want to invest in emerging markets such as Vietnam. By understanding 

more about these specific and key antecedents, managers of service firms are able to 
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take actions and make investments to improve their organisational service climate and 

to enhance their competitive advantage in the global marketplace.  

Second, service firms should be aware of the dynamic interactions among firm-based 

antecedents. The present findings suggest that the creation of a positive service climate 

starts with a leadership commitment to service quality. Leaders need to show 

commitment to service quality by stressing the importance of service quality to their 

service employees, enjoying discussion of service-related issues with other colleagues 

in their company, upgrading their service knowledge and skills, and investing sufficient 

effort to assist service employees’ needs in their service delivery. When leaders care 

about service quality, they tend to implement several service-oriented practices such as 

service-oriented processes, service-oriented HRM, and they provide employees with 

well-equipped work facilitation resources. When employees perceive that their leaders 

are highly committed to service quality, they are more likely to collaborate with other 

staff to provide good quality services. Additionally, the study found that internal 

customer service is critical in creating an excellent service climate and is affected by 

not only leadership commitment to service quality but also by other firm factors such as 

internal processes, and service-oriented HRM. Thus, attention needs to be paid to 

providing processes and communication infrastructure that enhance the collaboration 

between employees, and offering human resource policies/activities such as training 

programs that emphasise the importance of employee cooperation.       

Third, over the past two decades, with the opening policies to attract FDI and the 

participation in the global marketplace, local firms in Vietnam have achieved many 

improvements in terms of firm resources, capabilities and performance (Hau et al., 

2013; Le and Quang, 2005). However, despite such improvements, the findings of this 
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study found that local firms still lag behind foreign firms in both firm-based 

antecedents and service climate. To achieve a more favourable service climate and gain 

a competitive advantage, local firms in emerging markets should pay more attention to 

developing their firm-based antecedents. Additionally, service firms in emerging 

markets should also understand that although leadership commitment to service quality, 

internal processes and service standards, work facilitation resources, service-oriented 

HRM and internal customer service are strong antecedents of a positive service climate, 

the influence of these firm-based antecedents on service climate is different for local 

service firms relative to foreign ones. Because internal customer service has a stronger 

impact on service climate for local firms, they should develop internal customer service 

to achieve a superior service climate. Conversely, the impact of leadership commitment 

to service quality and service-oriented HRM on service climate are stronger for foreign 

firms. Thus, foreign firms should take advantage of such strong relationships to build a 

competitive advantage in the host market.   

7.5.  Limitations of the study and future research  

While this study makes several valuable theoretical and managerial contributions, as 

with previous studies, the present study has some limitations. The limitations of this 

study will be discussed and suggestions for future research will be proposed.  

First, the survey data for both predictors and outcomes were provided by only one 

source, from service employees. In the future, multiple sources of data collection by 

surveying not only service employees but also executives, and middle managers could 

triangulate the research findings and minimise the possibility of common method bias. 
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For example, data from leadership commitment to service quality and service-oriented 

HRM could be collected from managers.  

Second, this study is limited to one small emerging market and was conducted on the 

basis of surveying 549 service employees in a limited number of service firms in 

Vietnam. In the future, data collected from several emerging markets would advance 

our understanding of the antecedents of service climate across national borders. In 

addition, this study concentrated on the customer services sector (B2C - Business-to-

Customer). The proposed conceptual framework and hypotheses could also be tested in 

the business services sector (B2B - Business-to-Business). Such studies would serve to 

increase the generalisability of the conceptual framework or identify the differences of 

the framework between different service types (B2B versus B2C).   

Third, given the limited access to service firms in Vietnam, the study only compared 

the creation of service climate between local and foreign service firms in general and 

did not specify ownership types in more detail. Future research could divide ownership 

types into three or four groups such as state-owned firms, private-owned firms, wholly-

owned foreign invested firms, and joint-venture. For example, private-owned firms 

may be more autonomous and flexible in utilising their firm resources and practices in 

creating a service climate as opposed to state-owned firms which are more controlled 

by local governments (Wang et al., 2007).   

Fifth, although the study has taken employees’ cultural orientation into consideration, 

future research could incorporate other variables such as employee characteristics (i.e. 

employee personalities, employee experience). For example, employees who are 

expatriates, who have worked overseas before or have different personalities may 

perceive their organisational service climate differently compared to local employees.  
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Finally, future research could include some outcomes of service climate such as 

customer service quality, customer satisfaction and financial performance. The 

inclusion of service climate outcomes in the framework would help researchers draw a 

broader picture of the service profit chain that links the antecedents and the outcomes 

of service climate.  

7.6.  Conclusion  

In this chapter, a discussion and comparison of the research findings to the previous 

literature with respect to the two research questions was presented to identify the 

contributions of this study. Theoretical and managerial implications were then 

provided. Finally, limitations of the study and implications for future research were 

suggested.  

In summary, this study provides a comprehensive framework that explains the 

antecedents of a service climate in an emerging market context. More specifically, a 

firm’s service climate is determined by three groups of antecedents, including firm-

based, market-based and culture-based antecedents. In addition, the relationships 

among the variables in the framework vary across local and foreign firms. This study 

has made a significant contribution to service climate literature by being the first study 

to integrate and explore the dynamic influence of such antecedents on service climate 

in a small Asian emerging market, which has been under-researched so far. The study 

outcomes provide business practitioners with a deeper understanding of the key 

antecedents of a favourable service climate, especially in an emerging market context.   
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Appendix 1: Interview instruments 

Appendix 1a: Information sheet for managers (English and Vietnamese) 

 

 
 

INFORMATION SHEET (MANAGERS) 

 

Project title: Antecedents of Service Climate: Local vs. Foreign Service 

Firms in Vietnam 

 
Dear Madam or Sir, 

Re: Seeking Industry Input for PhD Project 

My name is Hung Hoang. I am a PhD student at Business School, The University of 

Adelaide, Australia. For my study, I am undertaking a project on the drivers of service 

climate in both local and foreign service firms in Vietnam. 

The aim of this research is to gain a better understanding of the factors driving service 

climate in your company. Service climate can be briefly defined as employees’ point of 

view of the practices, procedures and kinds of behaviours that get rewarded, supported 

with regard to customer service and customer service quality. I hope that the findings of 

this research will help your organisation to improve competitive advantage in service 

provision in Vietnam.  

In order to obtain in-depth knowledge of this business phenomenon, I would like to 

seek your expert input and advice in the form of an interview with you at a mutually 

convenient time. The interview will last for approximately 45 minutes to one hour. 

Your participation in this research is entirely voluntary and your personal details, the 

name of your company and any other comments from you will be kept strictly 

anonymous and only be used for academic purpose. As a token of my appreciation of 

your support, I am more than happy to provide you with the summarised results of this 

study when the thesis is complete.  

Finally, I would like to thank you for your time and consideration of my interview 

request. Please do not hesitate to contact me or my principal supervisor (details below) 

should you have any inquiries. I look forward to hearing from you soon.  

Mr Hung Hoang, PhD candidate 

Business School 

The University of Adelaide, SA 5005 

Ph: + 61 8 8313 4256 (in Australia) 

      + 84 54 3515889, 0945285012 (in Vietnam) 

Email: hung.hoang@adelaide.edu.au 

 

Dr. Sally Rao Hill, Principal Supervisor 

Business School 

The University of Adelaide, SA 5005 

Ph: + 61 8 8303 4237 

Email: sally.raohill@adelaide.edu.au  
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Kính gửi: Ban lãnh đạo các doanh nghiệp dịch vụ  

(v/v thu thập dữ liệu cho đề tài nghiên cứu) 

 

Đề tài nghiên cứu: Các nhân tố quyết định đến việc tạo dựng môi trường 

dịch vụ trong công ty ở Việt Nam 

 
Kính thưa quý công ty,  

Tên tôi là Hoàng Trọng Hùng. Hiện tôi là nghiên cứu sinh ở trường Kinh doanh, Đại 

học Adelaide, Australia và đang thực hiện đề tài nghiên cứu về các yếu tố ảnh hưởng 

đến việc tạo dựng môi trường dịch vụ trong công ty. 

Mục đích của đề tài nhằm hiểu rõ hơn các yếu tố ảnh hưởng đến việc tạo dựng môi 

trường dịch vụ trong công ty. Theo lý thuyết, môi trường dịch vụ trong công ty liên 

quan đến quan điểm của tất cả nhân viên về các thông lệ, quy trình và hành vi về dịch 

vụ khách hàng và chất lượng dịch vụ mà công ty mong muốn, ủng hộ và khen thưởng 

nhân viên nếu thực hiện tốt. Tôi hy vọng rằng kết quả của nghiên cứu này sẽ giúp quý 

công ty nâng cao năng lực cạnh tranh trong việc cung ứng dịch vụ ở Việt Nam.  

Để đạt được mục đích nghiên cứu của đề tài, tôi mong muốn nhận được các ý kiến 

đóng góp của quý công ty dưới hình thức trao đổi, nói chuyện với 01 đại diện của Ban 

lãnh đạo/nhà quản lý. Nội dung trao đổi sẽ xoay quanh những kinh nghiệm của quý 

công ty trong việc thiết lập môi trường dịch vụ trong tổ chức mình và việc thiết lập môi 

trường dịch vụ đó ảnh hưởng đến chất lượng dịch vụ khách hàng và hoạt động kinh 

doanh của công ty như thế nào. Cuộc trao đổi, nói chuyện sẽ kéo dài khoảng 45 phút 

đến 1 tiếng. Sự tham gia của quý công ty vào nghiên cứu này là hoàn toàn tự nguyện. 

Tất cả các thông tin cá nhân và công ty sẽ được giữ bí mật. Chúng tôi chỉ phân tích và 

báo cáo một cách tổng quát nhất từ các dữ liệu mà chúng tôi thu thập được. Để đáp lại 

sự giúp đỡ của quý công ty, tôi có thể cung cấp đến quý công ty kết quả tổng quan của 

nghiên cứu khi nghiên cứu hoàn thành.  

 

Cuối cùng, xin chân thành cảm ơn sự cân nhắc giúp đỡ từ quý công ty. Xin vui lòng 

liên hệ tôi hoặc giáo sư hướng dẫn chính (chi tiết ở bên dưới) nếu quý công ty cần thêm 

thông tin.  

 

Hoàng Trọng Hùng 

Nghiên cứu sinh, trường Kinh doanh, Đại học Adelaide, Australia 

Phone: + 61 8 8313 4256 (Australia) 

            054 3515889, 0945285012 (Việt Nam) 

Email: hung.hoang@adelaide.edu.au 

 
TS. Sally Rao Hill, Giáo sư hướng dẫn chính 

Giảng viên trường Kinh doanh, Đại học Adelaide, Australia 

Phone: + 61 8 8303 4237 

Email: sally.raohill@adelaide.edu.au  
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Appendix 1b: Information sheet for employees (English and Vietnamese) 

 
 

 
 
 

INFORMATION SHEET (SERVICE EMPLOYEES) 

 

Project title: Antecedents of Service Climate: Local vs. Foreign Service 

Firms in Vietnam 

 
Dear Madam or Sir, 

Re: Seeking Industry Input for PhD Project 

My name is Hung Hoang. I am a PhD student at Business School, The University of 

Adelaide, Australia. For my study, I am undertaking a project on the drivers of service 

climate in both local and foreign service firms in Vietnam. 

The aim of this research is to gain a better understanding of the factors driving service 

climate in your company. Service climate can be briefly defined as employees’ point of 

view of the practices, procedures and kinds of behaviours that get rewarded, supported 

with regard to customer service and customer service quality. I hope that the findings of 

this research project will help your company to improve competitive advantage in 

service provision in Vietnam.  

In order to obtain in-depth knowledge of this business phenomenon, I would like to 

seek your input and advice in the form of an interview with you in your company or 

any place at a mutually convenient time. The interview will last for approximately 45 - 

60 minutes. Your participation in this research is entirely voluntary and your personal 

details, the name of your company and any other comments from you will be kept 

strictly anonymous and only be used for academic purpose. Please be assured that your 

participation or non-participation in this research will not affect your work situation.  

As a token of my appreciation of your support, I am more than happy to provide you 

with the summarised results of this study when the thesis is complete.  

Finally, I would like to thank you for your time and consideration of my interview 

request. Please do not hesitate to contact me or my principal supervisor (details below) 

should you have any inquiries. I look forward to hearing from you soon.  

 

Mr Hung Hoang, PhD candidate 

Business School, The University of Adelaide, SA 5005 

Ph: + 61 8 8313 4256 (in Australia) 

      + 84 54 3515889 (in Vietnam) 

Email: hung.hoang@adelaide.edu.au 

 
Dr. Sally Rao Hill, Principal Supervisor 

Business School, The University of Adelaide, SA 5005 

Ph: + 61 8 8303 4237 

Email: sally.raohill@adelaide.edu.au  
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Kính gửi: Các anh/chị cán bộ nhân viên tại các doanh nghiệp dịch vụ  

(v/v thu thập dữ liệu cho đề tài nghiên cứu) 

 

Đề tài nghiên cứu: Các nhân tố quyết định đến việc tạo dựng môi trường 

dịch vụ trong công ty ở Việt Nam 

 
Kính thưa quý anh/chị,  

 

Tên tôi là Hoàng Trọng Hùng. Hiện tôi là nghiên cứu sinh ở trường Kinh doanh, Đại 

học Adelaide, Australia và đang thực hiện đề tài nghiên cứu về các yếu tố ảnh hưởng 

đến việc tạo dựng môi trường dịch vụ trong công ty. 

Mục đích của đề tài nhằm hiểu rõ hơn các yếu tố ảnh hưởng đến việc tạo dựng môi 

trường dịch vụ trong công ty. Theo lý thuyết, môi trường dịch vụ trong công ty liên 

quan đến quan điểm của tất cả nhân viên về các thông lệ, quy trình và hành vi về dịch 

vụ khách hàng và chất lượng dịch vụ mà công ty mong muốn, ủng hộ và khen thưởng 

nhân viên nếu thực hiện tốt. Tôi hy vọng rằng kết quả của nghiên cứu này sẽ giúp quý 

công ty nâng cao năng lực cạnh tranh trong việc cung ứng dịch vụ ở Việt Nam.  

Để đạt được mục đích nghiên cứu của đề tài, tôi mong muốn nhận được các ý kiến 

đóng góp của quý anh/chị dưới hình thức trao đổi, nói chuyện. Nội dung trao đổi sẽ 

xoay quanh những kinh nghiệm của quý công ty anh/chị trong việc thiết lập môi trường 

dịch vụ trong tổ chức mình. Cuộc trao đổi, nói chuyện sẽ kéo dài khoảng 45 - 60 phút. 

Sự tham gia của quý anh/chị vào nghiên cứu này là hoàn toàn tự nguyện. Tất cả các 

thông tin cá nhân và công ty sẽ được giữ bí mật. Chúng tôi chỉ phân tích và báo cáo 

một cách tổng quát nhất từ các dữ liệu mà chúng tôi thu thập được. Để đáp lại sự giúp 

đỡ của quý anh/chị và công ty, tôi có thể cung cấp đến quý anh/chị và công ty kết quả 

tổng quan của nghiên cứu khi nghiên cứu hoàn thành.  

 

Cuối cùng, xin chân thành cảm ơn sự cân nhắc giúp đỡ từ quý anh/chị. Xin vui lòng 

liên hệ tôi hoặc giáo sư hướng dẫn chính (chi tiết ở bên dưới) nếu quý anh/chị cần thêm 

thông tin.  

 

Hoàng Trọng Hùng 

Nghiên cứu sinh, trường Kinh doanh, Đại học Adelaide, Australia 

Phone: + 61 8 8313 4256 (Australia) 

            054 3515889, 0945285012 (Việt Nam) 

Email: hung.hoang@adelaide.edu.au 

 
TS. Sally Rao Hill, Giáo sư hướng dẫn chính 

Giảng viên trường Kinh doanh, Đại học Adelaide, Australia 

Phone: + 61 8 8303 4237 

Email: sally.raohill@adelaide.edu.au 
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Appendix 1c: Interview protocol for managers (English and Vietnamese) 

 
 

 
 

 

INTERVIEW PROTOCOL (MANAGERS) 

 

Project title: Antecedents of Service Climate: Local vs. Foreign Service 

Firms in Vietnam 
 

Thank you for taking your time to participate in this research.  

Your responses to this interview are completely confidential and anonymous. I will 

code your company’s and your personal details in the final research report and any 

publications to maintain your anonymity. This protocol will be used as a framework for 

the interview. Your cooperation is greatly appreciated.  

--------------------------------------------------------------------------------------------------------- 

 

Date: ………………………..   Time commenced: …………………………. 

Interviewee’s name: …………………………………… 

Organisation:……………………………..  Branch: ……………………..  

Ownership structure: .........................   Number of employees: ............................. 

Number of expatriates: ..........................  

Your current position: ………………………………………………  

How long have you been in this position? ……………………………….. 

How many years of working experience in this organisation? ……………………… 

 

1. What does the term “service climate” mean to you?  

 

 

What do you think about this definition? “Service climate is employee point of view of 

the practices, procedures, and behaviours that get rewarded, supported, and expected 

with regard to customer service and customer service quality”.  

 

 

2. How favourable do you think the service climate is in your organisation? 

 

 

3. How do you as a manager create a favourable service climate in your organisation?  

 

 

4. Is service quality important to you? Why? Do you think it is an important influence 

on building a service climate? Why? 
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5. Do human resource management practices in your organisation emphasise on 

service? How can these practices contribute to a favourable service climate?  

 

 

6. What specific aspects of human resource management practices do you think are 

important in creating a service climate in your organisation?  

 

 

 

7. What do you think about the role of co-worker support and departmental support in 

creating a service climate in your organisation? Can you explain how this support 

happens in your organisation?    

 

 

 

 8. Do you think resources to facilitate service employees’ work such as equipment, 

technologies are important to building a favourable service climate in your 

organisation?  Any other resources come to mind? 

 

 

9. What else do you think is important in creating a service climate in your 

organisation? 

 

 

 

10. How does the headquarter influence the service practices and service climate in 

your organisation? (for foreign firms only) 

 

 

11. How are your firm’ service practices and service climate affected by local 

conditions (e.g. competitive intensity in the market, customer demand)?  

 

 

 

12. What will you do differently to improve service climate in your organisation in 

short term and long term?  

 

 

13. If I need to clarify any points, do you mind if I get back to you?  

 

--------------------------------------------------------------------------------------------------------- 

 

Thank you very much for your participation in this interview!  
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BẢNG PHỎNG VẤN (NHÀ QUẢN LÝ) 

 

Đề tài: Các nhân tố quyết định đến việc tạo dựng môi trường dịch vụ trong 

công ty ở Việt Nam  
 

Trước hết, xin chân thành cảm ơn anh/chị đã tham gia vào công trình nghiên cứu này.  

Tất cả các thông tin cá nhân và doanh nghiệp của anh/chị sẽ được giữ bí mật. Chúng tôi 

chỉ phân tích và báo cáo một cách tổng quát nhất từ các dữ liệu mà chúng tôi thu thập 

được.  

--------------------------------------------------------------------------------------------------------- 

 

Ngày phỏng vấn: ………………….. Thời gian phỏng vấn: ……………………….. 

Tên người được phỏng vấn: ……………………………. 

Tên doanh nghiệp: ……………………………. Chi nhánh: ……………………………. 

Loại hình sở hữu: ……………………………. Số lượng nhân viên: ………………. 

Số lượng người nước ngoài: ………… Trong đó: Vị trí quản lý: …… Nhân viên: ……. 

Vị trí công việc hiện tại: ……………………………….. 

Anh/chị đã làm việc ở vị trí công việc này bao lâu rồi? …………………… 

Anh/chị đã làm việc ở công ty này bao lâu rồi? ……………………………… 

 

 

1. Theo anh/chị, môi trường dịch vụ trong doanh nghiệp có nghĩa là gì?  

 

 

 

Theo lý thuyết, môi trường dịch vụ trong doanh nghiệp liên quan đến quan điểm của tất 

cả nhân viên về các thông lệ, quy trình và hành vi về dịch vụ khách hàng và chất lượng 

dịch vụ mà công ty mong muốn, ủng hộ và khen thưởng nhân viên nếu thực hiện tốt.  

Anh/chị thấy định nghĩa này như thế nào?  

 

 

2. Vậy anh/chị đánh giá như thế nào về môi trường dịch vụ này trong công ty anh/chị? 

Có tốt không? Tại sao anh/chị cho rằng như thế?  

 

 

3. Với cương vị là nhà quản lý, anh/chị đã làm gì để tạo dựng và thúc đẩy môi trường 

dịch vụ tốt đẹp trong công ty anh/chị?  

 

 

 

4. Chất lượng dịch vụ khách hàng có ý nghĩa như thế nào với công ty anh/chị? Theo 

anh/chị, mối quan hệ giữa chất lượng dịch vụ khách hàng và môi trường dịch vụ trong 

doanh nghiệp như thế nào? Tại sao?  
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 5. Các chính sách và việc thực hiện quản trị nguồn nhân lực trong công ty anh/chị có 

nhấn mạnh đến dịch vụ không? Làm thế nào để các chính sách này thúc đẩy việc tạo 

dựng một môi trường dịch vụ tốt đẹp?  

 

 

6. Những khía cạnh nào của quản trị nguồn nhân lực mà anh/chị cho là quan trọng 

trong việc tạo dựng và thúc đẩy môi trường dịch vụ trong công ty anh/chị?  

 

 

 

 . Theo anh/chị,  việc hỗ trợ giữa các nhân viên và các bộ phận trong công ty có vai trò 

gì trong việc xây dựng môi trường dịch vụ? Vậy công ty anh/chị đã làm gì để tạo được 

sự hỗ trợ đó?  

 

 

8.  Anh/chị  có cho rằng các nguồn lực hỗ trợ nhân viên trong công việc như các 

phương tiện, công nghệ đóng vai trò quan trọng trong việc tạo dựng môi trường dịch vụ 

tốt đẹp trong công ty anh/chị không? Theo anh/chị còn có những nguồn lực hỗ trợ nào 

khác trong công ty anh/chị nữa không? Theo anh/chị, các nguồn lực này có ảnh hưởng 

đến việc hỗ trợ giữa các nhân viên và bộ phận trong công ty anh/chị không? Tại sao?  

 

 

9. Ngoài những nhân tố mà chúng ta vừa thảo luận, theo anh/chị còn có những nhân tố 

nào khác trong công ty anh/chị trong việc tạo dựng môi trường dịch vụ nữa không?  

 

 

10. Công ty mẹ ảnh hưởng như thế nào đến các chính sách dịch vụ và môi trường dịch 

vụ trong công ty anh/chị hiện nay? (câu hỏi này chỉ dành cho doanh nghiệp nước ngoài) 

 

 

11. Theo anh/chị, môi trường cạnh tranh có ảnh hưởng như thế nào đến môi trường 

dịch vụ của công ty anh/chị? Chủ yếu là về những phương diện nào mà chúng ta đã đề 

cập? Ngoài môi trường cạnh tranh, còn có những nhân tố bên ngoài nào có thể tác động 

đến việc xây dựng môi trường dịch vụ trong công ty anh/chị?  

 

 

12. Anh/chị sẽ làm gì để nâng cao môi trường dịch vụ của công ty anh/chị trong ngắn 

hạn và dài hạn?  

 

 

 

13. Nếu có vấn đề gì cần làm sáng tỏ, tôi có thể liên lạc để xin ý kiến của anh/chị được 

không?  

 

--------------------------------------------------------------------------------------------------------- 

 

Xin chân thành cảm ơn các ý kiến đóng góp quý báu của anh/chị cho công trình nghiên 

cứu này!  
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Appendix 1d: Interview protocol for employees (English and Vietnamese) 

 
 

 

 
 
 
 

INTERVIEW PROTOCOL (SERVICE EMPLOYEES) 

 

Project title: Antecedents of Service Climate: Local vs. Foreign Service 

Firms in Vietnam 
 

Thank you for taking your time to participate in this research.  

Your responses to this interview are completely confidential and anonymous. I will 

code your company’s and your personal details in the final research report and any 

publications to maintain your anonymity. This protocol will be used as a framework for 

the interview. Your cooperation is greatly appreciated.  

--------------------------------------------------------------------------------------------------------- 

 

Date: ………………………..   Time commenced: …………………………. 

 

Interviewee’s name: …………………………………… 

Organisation: ……………………………..  Branch: ……………………..  

Department/Session: ……………………………………………………………… 

How many years of working experience in this organisation? 

…………………………… 

 

 

1. What does the term “service climate” mean to you?  

 

 

 

What do you think about this definition? “Service climate is employee point of view of 

the practices, procedures, and behaviours that get rewarded, supported, and expected 

with regard to customer service and customer service quality”.  

 

 

2. How favourable do you think the service climate is in your organisation? 

 

 

 

3. What practices in your organisation contribute to a favourable service climate?  

 

 

 

4. How important is service quality to your management? How do you know this?  
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5. Do human resource management practices in your organisation emphasise on 

service? How can these practices contribute to a favourable service climate?  

 

 

6. What specific aspects of human resource management practices do you think are 

important in creating a favourable service climate in your organisation?  

 

 

 

7. Do you think co-worker support and departmental support are important to you in 

high quality service delivery? Why? Can you explain how this support happens in your 

organisation?   

 

 

 

 8. Do you think resources to facilitate your work such as equipment, technologies are 

important to building a favourable service climate in your organisation?  Any other 

resources come to mind? Do you think these resources influence the support among 

employees? Why?  

 

 

 

9. What else does your management need to do to create and maintain a favourable 

service climate in your organisation? 

 

 

 

10. Do your work characteristics (e.g. routine/non-routine), and your previous working 

experience influence your perspective of service climate in your organisation? Why?  

   

   

 

11. Are there any cultural differences which may exist in your organisation? If so, what 

are they? How do you think about their influences on service climate in your 

organisation?  

 

 

 

12. What should your management do differently to improve the service climate in 

your organisation?  

 

 

 

13. If I need to clarify any points, do you mind if I get back to you?  

 

--------------------------------------------------------------------------------------------------------- 

 

Thank you very much for your participation in this interview! 
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BẢNG PHỎNG VẤN  

(NHÂN VIÊN DỊCH VỤ) 

 

Đề tài: Các nhân tố quyết định đến quan niệm của nhân viên về môi trường 

dịch vụ trong công ty ở Việt Nam  
 

Trước hết, xin chân thành cảm ơn anh/chị đã tham gia vào công trình nghiên cứu này.  

Tất cả các thông tin cá nhân và doanh nghiệp của anh/chị sẽ được giữ bí mật. Chúng tôi 

chỉ phân tích và báo cáo một cách tổng quát nhất từ các dữ liệu mà chúng tôi thu thập 

được.  

--------------------------------------------------------------------------------------------------------- 

 

Ngày phỏng vấn: ………………….. Thời gian phỏng vấn: ……………………….. 

Tên người được phỏng vấn: ……………………………. 

Tên doanh nghiệp: ……………………………. Chi nhánh: ……………………………. 

Tên bộ phận/phòng ban: ……………………………………… 

Vị trí công việc hiện tại: ……………………………….. 

Anh/chị đã làm việc ở công ty này bao lâu rồi? ……………………………… 

 

 

1. Theo anh/chị, môi trường dịch vụ trong doanh nghiệp có nghĩa là gì?  

 

 

 

Theo lý thuyết, môi trường dịch vụ trong doanh nghiệp liên quan đến quan điểm của tất 

cả nhân viên về các thông lệ, quy trình và hành vi về dịch vụ khách hàng và chất lượng 

dịch vụ mà công ty mong muốn, ủng hộ và khen thưởng nhân viên nếu thực hiện tốt.  

Anh/chị thấy định nghĩa này như thế nào?  

 

 

2. Vậy anh/chị đánh giá như thế nào về môi trường dịch vụ này trong công ty anh/chị? 

Có tốt không? Tại sao anh/chị cho rằng như thế?  

 

 

3. Công ty anh/chị đã làm gì để tạo dựng và thúc đẩy môi trường dịch vụ tốt đẹp trong 

công ty anh/chị?  

 

 

 

4. Chất lượng dịch vụ khách hàng có ý nghĩa quan trọng như thế nào với ban giám đốc 

công ty anh/chị? Làm thế nào anh/chị biết được điều đó?  
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5. Các chính sách và việc thực hiện quản trị nguồn nhân lực trong công ty anh/chị có 

nhấn mạnh đến dịch vụ không? Làm thế nào để các chính sách này thúc đẩy việc tạo 

dựng một môi trường dịch vụ tốt đẹp?  

 

 

6. Những khía cạnh nào của quản trị nguồn nhân lực mà anh/chị cho là quan trọng 

trong việc tạo dựng và thúc đẩy môi trường dịch vụ trong công ty anh/chị?  

 

 

 . Theo anh/chị,  việc hỗ trợ giữa các nhân viên và các bộ phận trong công ty có vai trò 

gì trong việc xây dựng môi trường dịch vụ? Vậy công ty anh/chị đã làm gì để tạo được 

sự hỗ trợ đó?  

 

  

8.  Anh/chị  có cho rằng các nguồn lực hỗ trợ nhân viên trong công việc như các 

phương tiện, công nghệ đóng vai trò quan trọng trong việc tạo dựng môi trường dịch vụ 

tốt đẹp trong công ty anh/chị không? Theo anh/chị còn có những nguồn lực hỗ trợ 

nàokhác trong công ty anh/chị nữa không? Theo anh/chị, các nguồn lực này có ảnh 

hưởng đến việc hỗ trợ giữa các nhân viên và bộ phận trong công ty anh/chị không? Tại 

sao?  

 

 

9. Ngoài những nhân tố mà chúng ta vừa thảo luận, theo anh/chị còn có những nhân tố 

nào khác trong công ty anh/chị trong việc tạo dựng môi trường dịch vụ nữa không?  

 

10. Liệu tính chất công việc của anh/chị (vd: công việc lặp lại/ không lặp lại),  kinh 

nghiệm công việc trước đây của anh/chị có ảnh hưởng đến quan điểm của anh/chị về 

môi trường dịch vụ trong công ty anh/chị không? Tại sao?    

 

 

11. Có sự khác biệt về văn hóa trong công ty anh/chị không? Nếu có, đó là gì? (VD: 

văn hóa người Việt và văn hóa nước ngoài, giữa người đào tạo trong nước và ngoài 

nước (du học trở về), …  Sự khác biệt văn hóa đó có ảnh hưởng đến môi trường dịch vụ 

trong công ty anh/chị không? Nếu có thì ảnh hưởng như thế nào?  

 

 

12. Anh/chị có kiến nghị gì để nâng cao hơn nữa môi trường dịch vụ của công ty 

anh/chị?  

 

 

 

 

13. Nếu có vấn đề gì cần làm sáng tỏ, tôi có thể liên lạc để xin ý kiến của anh/chị được 

không?  

 

--------------------------------------------------------------------------------------------------------- 

 

Xin chân thành cảm ơn các ý kiến đóng góp quý báu của anh/chị cho công trình nghiên 

cứu này!  
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Appendix 3: Participant details 

 

Participant # Role Service industry Ownership 
No. of 

employees 

Interview 

length 

Manager      

#1 GM Hotel Foreign 120 60 mins 

#2 HR manager Hotel Foreign 192 70 mins 

#3 GM Hotel Local 240 60 mins 

#4 Service manager Hotel Local 230 60 mins 

#5 GM Banking Local 90 50 mins 

#6 Vice manager Banking Local 249 55 mins 

#7 Senior vice 

president 

Banking Foreign 1200 50 mins 

#8 Relationship 

manager 

Banking Foreign 600 45 mins 

#9 Vice director Financial services Local 85 35 mins 

#10 Vice GM Financial services Foreign 600 45 mins 

Service 

employee 

     

#1 Front office Hotel Foreign 120 35 mins 

#2 Front office Hotel Foreign 192 40 mins 

#3 
Sales  and  

marketing office 

Hotel 
Local 

240 35 mins 

#4 Front office Hotel Local 230 40 mins 

#5 Customer 

relationship 

Banking Local 90 40 mins 

#6 Customer 

relationship 

Banking Local 249 30 mins 

#7 Customer 

relationship 

Banking Foreign 1200 35 mins 

#8 Customer 

relationship 

Banking Foreign 600 30 mins 

#9 Assistant to 

auditor 

Financial services Local 85 30 mins 

#10 Assistant Financial services Foreign 600 35 mins 
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Appendix 4: Survey questionnaire instruments  

Appendix 4a: Cover sheet (English and Vietnamese) 

 

 
 
 

 

Mr Hung Hoang 

PhD candidate 

Business School 

The University of Adelaide, SA 5005 

Ph: + 61 8 8313 4256 (in Australia) 

      + 84 945285012 (in Vietnam) 

Email: hung.hoang@adelaide.edu.au 

<Date> 

 
Dear Madam or Sir, 

 
RE: PhD RESEARCH ON SERVICE CLIMATE OF SERVICE FIRMS  

IN VIETNAM 

My name is Hung Hoang. I am a PhD student at Business School, The University of 

Adelaide, Australia. For my study, I am undertaking a project on the antecedents of 

service climate in both local and foreign service companies in Vietnam. 

The aim of this research is to gain a better understanding of the factors driving service 

climate in your company. Service climate can be briefly defined as employees’ point of 

view of the practices, procedures and kinds of behaviours that get rewarded, supported 

with regard to customer service and customer service quality. I hope that the findings of 

this research will help your company to improve competitive advantage in service 

provision in Vietnam.  

In order to fully understand this business phenomenon, I would like to seek your expert 

input and advice into my study by completing the attached questionnaire. The 

questionnaire will take approximately 15 minutes to complete and can be undertaken at 

your convenience. Your participation in this research is entirely voluntary and your 

personal details, the name of your company and any other information you provide will 

be kept strictly anonymous and only be used for academic purpose. All answers will be 

reported in aggregate form. As a token of my appreciation of your support, I am more 

than happy to provide you with the summarised results of this study when the thesis is 

complete.  

If you prefer filling the questionnaire online, please follow the instructions at the URL 

link:  http://adelaide.qualtrics.com/SE/?SID=SV_3U9OviInuuyyK7W  

Finally, I would like to thank you for your time and contribution to the study. Please do 

not hesitate to contact me should you have any inquiries. I look forward to receiving 

the completed questionnaire from you soon.  

 

Yours faithfully,  
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Đề tài nghiên cứu: Tạo dựng môi trường dịch vụ trong công ty ở Việt Nam 

 
Chào anh/chị,  

 

Tên tôi là Hoàng Trọng Hùng. Hiện tôi đang là nghiên cứu sinh ở trường Kinh doanh, 

Đại học Adelaide, Australia và đang thực hiện đề tài nghiên cứu về các yếu tố ảnh 

hưởng đến quan điểm của nhân viên về môi trường dịch vụ trong công ty. 

Mục đích của đề tài nhằm hiểu rõ hơn các yếu tố ảnh hưởng đến quan điểm của nhân 

viên về môi trường dịch vụ trong công ty. Theo lý thuyết, môi trường dịch vụ trong 

công ty liên quan đến quan điểm của nhân viên về các thông lệ, quy trình và hành vi về 

dịch vụ khách hàng và chất lượng dịch vụ mà công ty mong muốn, ủng hộ và khen 

thưởng nhân viên nếu thực hiện tốt. Tôi hy vọng rằng kết quả của nghiên cứu này sẽ 

giúp quý công ty anh/chị nâng cao năng lực cạnh tranh trong việc cung ứng dịch vụ ở 

Việt Nam.  

Để đạt được mục đích nghiên cứu của đề tài, tôi mong muốn anh/chị hoàn thành bản 

thăm dò ý kiến này. Bản thăm dò này sẽ mất khoảng 15 phút để hoàn thành. Sự tham 

gia của anh/chị vào đề tài nghiên cứu này là hoàn toàn tự nguyện. Tất cả các thông tin 

cá nhân và công ty sẽ được giữ bí mật. Chúng tôi chỉ phân tích và báo cáo một cách 

tổng quát nhất từ các dữ liệu mà chúng tôi thu thập được. Để đáp lại sự giúp đỡ của 

anh/chị và quý công ty, tôi có thể cung cấp đến anh/chị và quý công ty kết quả tổng 

quan của nghiên cứu khi nghiên cứu hoàn thành.  

 

Nếu anh/chị thấy làm bảng hỏi online thuận tiện hơn, xin vui lòng làm theo chỉ dẫn ở 

đường link sau:  http://adelaide.qualtrics.com/SE/?SID=SV_3U9OviInuuyyK7W. 

Cuối cùng, xin chân thành cảm ơn sự cân nhắc giúp đỡ từ anh/chị. Xin vui lòng liên hệ 

tôi hoặc giáo sư hướng dẫn chính (chi tiết ở bên dưới) nếu anh/chị cần thêm thông tin.  

 

Hoàng Trọng Hùng 

Nghiên cứu sinh, trường Kinh doanh, Đại học Adelaide, Australia 

Phone: + 61 8 8313 4256 (Australia) 

            054 3515889, 0945285012 (Việt Nam) 

Email: hung.hoang@adelaide.edu.au 

 
TS. Sally Rao Hill, Giáo sư hướng dẫn chính 

Giảng viên trường Kinh doanh, Đại học Adelaide, Australia 

Phone: + 61 8 8303 4237 

Email: sally.raohill@adelaide.edu.au  
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Appendix 4b: Survey questionnaire (English and Vietnamese) 

 
 

 

Hung Hoang 

                                      A SURVEY OF SERVICE CLIMATE  
                        OF SERVICE FIRMS IN VIETNAM 

                 
           

INSTRUCTIONS  

 
Please be assured that all information you provide is strictly confidential.  
If, in your opinion, service practices vary throughout your company, please answer the questions in 
respect to your branch/department.  
Please select the most appropriate answers for each item by clicking or circling the appropriate numbers. 
There is no right or wrong answer, and I would really like you to give me the honest answers based on 
your experiences.   
 
 
A – SERVICE PRACTICES 

 
The following questions relate to service practices in your company. Please indicate to what extent you 
agree or disagree with the following statements.  
 
A1. Internal processes and service standards 
 

 Strongly 
disagree 

 Strongly       
agree 

1.  The internal processes in my company make it easy to deliver 
excellent service 

1 2 3 4 5 6 7 

2.  We have established clear standards for the quality of work and 
service in my company 

1 2 3 4 5 6 7 

3.  Quality and customer needs are considered when internal 
processes and service standards are developed and/or changed 
in my company.  

1 2 3 4 5 6 7 

4.  People in my company are consulted when internal processes 
and service standards are developed and/or changed.  

1 2 3 4 5 6 7 

5. Our company does a good job educating its outside constituents 
about our internal processes and service standards.   

1 2 3 4 5 6 7 

 
A2. Internal relationships (internal service) 

 Strongly 
disagree 

 Strongly       
agree 

Co-worker support         

1.   My co-workers can be relied upon when things get difficult on 
my job. 

1 2 3 4 5 6 7 

2.   My co-workers are willing to listen to my job-related problems. 1 2 3 4 5 6 7 

3.   My co-workers are helpful to me in getting the job done. 1 2 3 4 5 6 7 

4. My co-workers make me feel part of the team.  1 2 3 4 5 6 7 

Supervisor support        

5.   My supervisor always helps me solve work-related problems. 1 2 3 4 5 6 7 

6.   My supervisor encourages me to develop new skills.  1 2 3 4 5 6 7 

7.   My supervisor praises good work. 1 2 3 4 5 6 7 

8.  My supervisor understands my needs and work problems. 1 2 3 4 5 6 7 

Inter-departmental support        

9.  Other departments act in a responsive manner when we 
forward customer service problems.  

1 2 3 4 5 6 7 

10.  The knowledge of other departments assists us in serving our 
customers. 

1 2 3 4 5 6 7 

11.  The quality of service delivered by other departments to our 1 2 3 4 5 6 7 
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A3. Leadership commitment to service quality 

 
 
A4. Work facilitation resources 

 
 
A5. Service-oriented human resource practices  

department is good. 

12.  Other departments provide good feedback on how to serve 
customers. 

1 2 3 4 5 6 7 

13.  The cooperation between departments within my company is 
good.  

1 2 3 4 5 6 7 

14.  The staff of other departments are helpful in solving problems 
of customers. 

1 2 3 4 5 6 7 

 Strongly 
disagree 

 Strongly       
agree 

1. Leadership in my company constantly communicates the 
importance of service quality 

1 2 3 4 5 6 7 

2. Leadership enjoys spending time “in the field” or “on the floor” 
with customers and frontline employees. 

1 2 3 4 5 6 7 

3. Leadership is constantly measuring service quality. 1 2 3 4 5 6 7 

4. Leaders give personal input and leadership into creating quality 
service. 

1 2 3 4 5 6 7 

5. Leadership provides resources, not just “lip service,” to 
enhance our ability to provide excellent service. 

1 2 3 4 5 6 7 

6. Leadership shows they care about service by constantly giving 
of themselves. 

1 2 3 4 5 6 7 

 Strongly 
disagree 

 Strongly       
agree 

Service technology/equipment support        

1.   We have “state of the art” technology to enhance our service 
quality. 

1 2 3 4 5 6 7 

2.   Sufficient money is allocated for technology to support my 
efforts to deliver better service. 

1 2 3 4 5 6 7 

3.   I have the necessary technology support to serve customers 
better. 

1 2 3 4 5 6 7 

4.   Management works hard to make our systems more customer 
friendly.  

1 2 3 4 5 6 7 

5.    I have the right tools and equipment to serve customers 
better. 

1 2 3 4 5 6 7 

Physical environment        

How would you rate ……….. Poor       Excellent 

6.    your physical working conditions? 1 2 3 4 5 6 7 

7.    the space to work in your work environment? 1 2 3 4 5 6 7 

8.   the lighting in your work environment? 1 2 3 4 5 6 7 

9.   the temperature in your work environment? 1 2 3 4 5 6 7 

10.   the ventilation in your work environment? 1 2 3 4 5 6 7 

11.   the cleanliness in your work environment? 1 2 3 4 5 6 7 

12.   the general design in your work environment?  1 2 3 4 5 6 7 

 Strongly 
disagree 

 Strongly       
agree 

Recruitment        

1.    My company selects the best all around candidates when 
recruiting employees.  

1 2 3 4 5 6 7 

2.    My company places priority on candidates’ potential to learn 
when recruiting employees. 

       

3.    My company has effective procedures for recruiting and 
selecting the best service employees.  

1 2 3 4 5 6 7 

4.    Recruitment in my company emphasises traits and abilities 
required for providing high quality of customer services.  

1 2 3 4 5 6 7 
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B – SERVICE CLIMATE 

 
The following questions relate to the work and quality focus of your company. Please indicate to what 
extent you agree or disagree with the following statements. There is no right or wrong answer, and I would 
really like you to give me the honest answers based on your experiences.   

 

5.    Qualified employees have good opportunities for promotion. 1 2 3 4 5 6 7 

Training        

6.    My company provides an orientation program for newcomers 
to learn about the company. 

1 2 3 4 5 6 7 

7.    My company continuously provides training programs. 1 2 3 4 5 6 7 

8.   My company invests considerable time and money in training. 1 2 3 4 5 6 7 

9.   Training is comprehensive, not limited to skill training. 1 2 3 4 5 6 7 

10.   High quality of customer services is emphasised in training. 1 2 3 4 5 6 7 

Rewards and recognition        

11.  On average the pay level of our employees is higher than that 
of our competitors. 

1 2 3 4 5 6 7 

12.   Employee salaries and rewards are determined by their 
service performance. 

1 2 3 4 5 6 7 

13.   My company rewards employees for new ideas for improving 
customer services. 

1 2 3 4 5 6 7 

14.   My company provides the fairness of compensation/rewards. 1 2 3 4 5 6 7 

15.   Employees receive monetary or nonmonetary rewards for 
great effort and good service performance. 

1 2 3 4 5 6 7 

16.    My company gives special rewards to employees who are 
excellent in serving customers. 

1 2 3 4 5 6 7 

17.    Employee promotion depends on the quality of service they 
deliver. 

1 2 3 4 5 6 7 

Employee autonomy and involvement        

18.    I am permitted to use my own judgment in solving customer 
problems.  

1 2 3 4 5 6 7 

19.    I have the freedom in my work to serve customers. 1 2 3 4 5 6 7 

20.    I am allowed to serve the customers the way I think best.  1 2 3 4 5 6 7 

21.    I am encouraged to serve customers with my own way.  1 2 3 4 5 6 7 

22.    I am often asked to participate in service-related decisions. 1 2 3 4 5 6 7 

Employee benefits        

23.    My company considers employee off-work situations (family, 
school, etc.) when making schedules. 

1 2 3 4 5 6 7 

24.     My company cares about work safety and health of 
employees. 

1 2 3 4 5 6 7 

25.     My company cares about work–life balance of employees. 1 2 3 4 5 6 7 

26.     My company has its ways or methods to help employees 
alleviate work stress. 

1 2 3 4 5 6 7 

27.  My company has formal grievance procedures to take care of 
employee complaints or appeals. 

1 2 3 4 5 6 7 

 Strongly 
disagree 

 Strongly     
agree 

1. Our company is continually working to improve the quality of 
service we provide to our customers.  

1 2 3 4 5 6 7 

2.  Employees in our company have specific ideas about how to 
improve the quality of service we provide to customers. 

1 2 3 4 5 6 7 

3.  Employees in our company often make suggestions about how 
to improve the service quality of our company.  

1 2 3 4 5 6 7 

4.  In our company we put a lot of effort in attempting to satisfy 
customer expectations. 

1 2 3 4 5 6 7 

5.  No matter how we feel, we always put ourselves out for every 
customer we serve.  

1 2 3 4 5 6 7 

6.  Within our company, employees often go out of their way to 
help customers. 

1 2 3 4 5 6 7 
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C – MARKET CHARACTERISTICS

 
The following questions relate to competitive intensity in your service industry and customer response and 
engagement. Please indicate to what extent you agree or disagree with the following statements.  
 
C1. Competitive intensity 

 
C2. Customer response/feedback 

 
 
 
D – CULTURAL CHARACTERISTICS 

 
The following questions relate to individual cultural characteristics. Please indicate to what extent you 
agree or disagree with the following statements.  

 
 
 
 
 

 Strongly 
disagree 

 Strongly       
agree 

1.     Competition in our service industry is cutthroat. 1 2 3 4 5 6 7 

2.    There are many "promotion wars" in our service industry. 1 2 3 4 5 6 7 

3. Anything that one competitor can offer, others can match 
readily. 

1 2 3 4 5 6 7 

4.     Price competition is common in our service industry. 1 2 3 4 5 6 7 

5.     Competition to attract good staff in our industry is fierce.  1 2 3 4 5 6 7 

 Strongly 
disagree 

 Strongly       
agree 

1.      My company formally asks our external customers to 
evaluate the quality of our services.  

1 2 3 4 5 6 7 

2.     My company collects information on customer suggestions 
and complaints.  

1 2 3 4 5 6 7 

3.     Our customers are very engaged in giving feedback to us 
(i.e. via direct comments, social media) 

1 2 3 4 5 6 7 

4.      We are informed about customer evaluations of the quality 
of service delivery by my company.  

1 2 3 4 5 6 7 

 Strongly 
disagree 

 Strongly       
agree 

Individual-level power distance        

1.    Managers should make most decisions without consulting 
subordinates. 

1 2 3 4 5 6 7 

2.    It is frequently necessary for a manager to use authority and 
power when dealing with subordinates. 

1 2 3 4 5 6 7 

3.    Managers should seldom ask for the opinions of employees. 1 2 3 4 5 6 7 

4.    Managers should avoid off-the-job social contacts with 
employees. 

1 2 3 4 5 6 7 

5.    Employees should not disagree with management decisions. 1 2 3 4 5 6 7 

6.    Managers should not delegate important tasks to employees.  1 2 3 4 5 6 7 

Collectivism        

7.    Individuals should sacrifice self-interest for the group that 
they belong to.  

1 2 3 4 5 6 7 

8.    Individuals should stick with the group even through 
difficulties.  

1 2 3 4 5 6 7 

9.    Group welfare is more important than individual rewards.  1 2 3 4 5 6 7 

10.  Group success is more important than individual success.  1 2 3 4 5 6 7 

11.  Individuals should pursue their goals after considering the 
welfare of the group.  

1 2 3 4 5 6 7 

12.  Group loyalty should be encouraged even if individual goals 
suffer. 

1 2 3 4 5 6 7 
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E – RESPONDENT INFORMATION 

 
1. Gender:  Male   Female 

2. Age: 

 Under 20  20-30   31-40   41-50   Over 50  

3. How long have you been employed by this company?   ______ years _____ months 

4. In which department in your company do you work? 

        Marketing/sales  Customer service      

 Technical  Administration   Other (please specify)  ____  

5. What proportion of your time is spent in contact with customers?  

    0-19%               20-39%             40-59%                   60-79%               80-100% 

6. Which type of ownership does your company belong?   Domestic      Foreign      Joint-venture 
 
7. Which service industry does your company belong?    Hotel/hospitality           Financial service 
   
              Retailing service       
8. a. Before working in this company, you used to work in:  

             Domestic company: _____ years _____ months 

            Foreign company (or work overseas): _____ years _____ months 

             Not have any experience before 

b. How many foreign companies and/or companies overseas that you worked before? _____ 

c. Your highest qualification:  

         High school              College/TAFE            Undergraduate               Postgraduate 

d. Where did you graduate?        Vietnam                  Foreign country (please specify ______)   

 
 

THANK YOU VERY MUCH FOR YOUR PARTICIPATION AND CONTRIBUTION! 
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                       BẢN THĂM DÒ Ý KIẾN VỀ  
                          MÔI TRƯỜNG DỊCH VỤ TRONG  

                   CÔNG TY 

               
      

HƯỚNG DẪN  

 
Toàn bộ thông tin anh/chị cung cấp sẽ được bảo mật và chỉ dùng riêng cho đề tài nghiên cứu này.  
Trong trường hợp những câu hỏi về dịch vụ mà anh/chị cảm thấy có sự khác nhau giữa các bộ phận 
trong công ty, vui lòng trả lời các câu hỏi liên quan đến chi nhánh/phòng ban/bộ phận nơi anh/chị đang 
làm việc.  
Vui lòng lựa chọn câu trả lời mà anh/chị cho là phù hợp nhất bằng cách khoanh tròn vào con số tương 
ứng. Lưu ý rằng không có thước đo chuẩn cho câu trả lời đúng hay sai. Nếu một vài trong những khía 
cạnh dưới đây mà anh/chị cảm thấy chưa thật hài lòng, tôi hy vọng anh/chị sẽ mạnh dạn khoanh tròn ô số 
2 “Không đồng ý” hay ô số 1 “Hoàn toàn không đồng ý”.     
 
A – VỀ CÁC CHÍNH SÁCH DỊCH VỤ 

 
Các câu hỏi sau liên quan đến chính sách dịch vụ trong công ty anh/chị. Hãy cho biết mức độ đồng ý của 
anh/chị đối với những vấn đề sau với mức độ tăng dần từ 1- Hoàn toàn không đồng ý đến 7 – Hoàn toàn 
đồng ý.  

 
A1. Các quy trình làm việc 

 
A2. Quan hệ trong công việc 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

1. Các quy trình làm việc trong công ty được thiết kế thuận tiện để 
chúng tôi cung ứng dịch vụ một cách tốt nhất 

1 2 3 4 5 6 7 

2.  Công ty đã thiết lập các tiêu chuẩn rõ ràng cho chất lượng công 
việc và dịch vụ  

1 2 3 4 5 6 7 

3.  Công ty luôn cân nhắc chất lượng và nhu cầu khách hàng khi 
thiết lập hoặc điều chỉnh các quy trình làm việc và tiêu chuẩn dịch 
vụ của công ty 

1 2 3 4 5 6 7 

4.  Nhân viên chúng tôi được thông báo và tham khảo ý kiến khi có 
thay đổi về các quy trình làm việc và tiêu chuẩn dịch vụ  

1 2 3 4 5 6 7 

5. Công ty chúng tôi luôn công khai/hướng dẫn cho bên ngoài nắm 
bắt/hiểu biết quy trình làm việc và tiêu chuẩn dịch vụ của công ty 

1 2 3 4 5 6 7 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

Quan hệ với đồng nghiệp         
1. Đồng nghiệp luôn sẵn sàng giúp đỡ khi tôi gặp khó khăn trong 
công việc 

1 2 3 4 5 6 7 

2. Đồng nghiệp sẵn lòng lắng nghe những vấn đề trong công việc 
mà tôi gặp phải 

1 2 3 4 5 6 7 

3. Đồng nghiệp thường giúp tôi hoàn thành tốt công việc 1 2 3 4 5 6 7 

4. Đồng nghiệp khiến tôi cảm thấy là một phần của tập thể  1 2 3 4 5 6 7 

Quan hệ với quản lý trực tiếp/sếp        

5. Sếp luôn giúp tôi giải quyết những vấn đề liên quan đến công 
việc 

1 2 3 4 5 6 7 

6. Sếp khuyến khích tôi phát triển các kỹ năng mới  1 2 3 4 5 6 7 

7. Sếp luôn đề cao và khen ngợi khi tôi làm tốt công việc  1 2 3 4 5 6 7 

8. Sếp hiểu rõ các nhu cầu c ng như những khó khăn trong công 
việc mà tôi phải đối mặt 

1 2 3 4 5 6 7 

Quan hệ với các phòng ban/bộ phận         

9.  Các phòng ban khác làm việc với tinh thần trách nhiệm cao đối 
với những vấn đề liên quan đến dịch vụ khách hàng mà chúng tôi 
chuyển qua 

1 2 3 4 5 6 7 
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A3. Sự cam kết của lãnh đạo với chất lượng dịch vụ 

 
A4. Nguồn lực hỗ trợ công việc 

 
A5. Chính sách nguồn nhân lực  

10. Kiến thức của họ giúp chúng tôi thực hiện tốt dịch vụ cho khách 
hàng 

1 2 3 4 5 6 7 

11. Phòng ban tôi nhận được dịch vụ hỗ trợ tốt từ các phòng ban 
khác  

1 2 3 4 5 6 7 

12. Các phòng ban khác mách chúng tôi cách phục vụ khách hàng 
một cách tốt nhất 

1 2 3 4 5 6 7 

13. Sự hợp tác giữa các phòng ban trong công ty tôi là rất tốt 1 2 3 4 5 6 7 

14. Nhân viên ở các phòng ban khác rất hữu ích trong giải quyết 
các vấn đề về khách hàng 

1 2 3 4 5 6 7 

Lãnh đạo công ty … Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

1. luôn nhấn mạnh tầm quan trọng của chất lượng dịch vụ  1 2 3 4 5 6 7 

2. thích dành thời gian trò chuyện, làm việc trực tiếp với khách 
hàng và nhân viên dịch vụ 

1 2 3 4 5 6 7 

3. thường xuyên kiểm tra chất lượng dịch vụ  1 2 3 4 5 6 7 

4. luôn thể hiện khả năng lãnh đạo trong việc tạo dựng dịch vụ chất 
lượng cao 

1 2 3 4 5 6 7 

5. cung cấp các nguồn lực, không chỉ là "nói suông", để nâng cao 
khả năng cung ứng dịch vụ của chúng tôi  

1 2 3 4 5 6 7 

6. luôn sẵn sàng quên mình vì chất lượng dịch vụ 1 2 3 4 5 6 7 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

Công nghệ và phương tiện hỗ trợ dịch vụ        

1. Công ty chúng tôi có công nghệ tốt nhất để nâng cao chất lượng 
dịch vụ 

1 2 3 4 5 6 7 

2. Công ty đầu tư thích đáng vào công nghệ để hỗ trợ chúng tôi 
cung ứng dịch vụ tốt hơn 

1 2 3 4 5 6 7 

3. Tôi có đầy đủ sự hỗ trợ công nghệ cần thiết để phục vụ khách 
hàng tốt hơn 

1 2 3 4 5 6 7 

4. Các sếp làm việc hết mình để khách hàng có thể sử dụng hệ 
thống dịch vụ dễ dàng hơn 

1 2 3 4 5 6 7 

5. Tôi có đủ các trang thiết bị cần thiết cho việc phục vụ khách hàng 
tốt nhất 

1 2 3 4 5 6 7 

Môi trường làm việc: Anh/chị đánh giá thế nào về ……….. Rất xấu/tệ hại        Tuyệt vời 

6.  cơ sở vật chất nơi làm việc của anh/chị? 1 2 3 4 5 6 7 

7.  không gian làm việc của anh/chị? 1 2 3 4 5 6 7 

8.  ánh sáng ở nơi làm việc của anh/chị? 1 2 3 4 5 6 7 

9.  nhiệt độ ở nơi làm việc của anh/chị? 1 2 3 4 5 6 7 

10. sự thông thoáng ở nơi làm việc của anh/chị? 1 2 3 4 5 6 7 

11. sự sạch sẽ ở nơi làm việc của anh/chị? 1 2 3 4 5 6 7 

12. thiết kế nói chung ở nơi làm việc của anh/chị?     1 2 3 4 5 6 7 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

Tuyển dụng        

1.  Công ty tôi lựa chọn những ứng viên tốt nhất khi tuyển dụng 1 2 3 4 5 6 7 

2.  Công ty tôi ưu tiên khả năng học hỏi của ứng viên khi tuyển 
dụng họ 

1 2 3 4 5 6 7 

3.  Quy trình tuyển dụng và lựa chọn nhân viên dịch vụ của công ty 
rất hiệu quả 

1 2 3 4 5 6 7 

4.  Khi tuyển nhân viên mới, công ty đề cao tính cách và khả năng 
của ứng viên cho việc cung ứng dịch vụ chất lượng cao cho khách 
hàng 

1 2 3 4 5 6 7 

5.  Những nhân viên có khả năng có cơ hội thăng tiến cao 1 2 3 4 5 6 7 

Đào tạo        

6.  Công ty có các chương trình hướng nghiệp cho nhân viên mới 1 2 3 4 5 6 7 
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B – MÔI TRƯỜNG DỊCH VỤ CỦA CÔNG TY

 
Các câu hỏi sau liên quan đến sự tập trung vào chất lượng của công ty anh/chị. Hãy cho biết mức độ đồng 
ý của anh/chị đối với những vấn đề sau. 

để họ hiểu biết về công ty 

7. Công ty thường xuyên cung cấp các chương trình đào tạo cho 
nhân viên 

1 2 3 4 5 6 7 

8.  Công ty tôi đầu tư nhiều thời gian và chi phí cho đào tạo  1 2 3 4 5 6 7 

9.  Các chương trình đào tạo rất toàn diện, không chỉ giới hạn ở 
đào tạo kỹ năng 

1 2 3 4 5 6 7 

10. Các chương trình đào tạo nhấn mạnh vào chất lượng dịch vụ 
khách hàng  

1 2 3 4 5 6 7 

Khen thưởng         

11. Trung bình thì thù lao cho nhân viên chúng tôi cao hơn so với 
nhân viên ở công ty khác 

1 2 3 4 5 6 7 

12. Tiền lương và thưởng cho nhân viên được căn cứ trên kết quả 
công việc. 

1 2 3 4 5 6 7 

13. Công ty tôi khen thưởng nhân viên có sáng kiến mới trong cải 
tiến dịch vụ khách hàng 

1 2 3 4 5 6 7 

14. Công ty tôi có chế độ thù lao/khen thưởng công bằng  1 2 3 4 5 6 7 

15. Nhân viên nhận được thưởng bằng tiền hoặc bằng hình thức 
khác cho những nổ lực và kết quả cung cấp dịch vụ xuất sắc 

1 2 3 4 5 6 7 

16. Công ty tôi có phần thưởng đặc biệt cho nhân viên xuất sắc 
trong phục vụ khách hàng 

1 2 3 4 5 6 7 

17. Thăng tiến của nhân viên phụ thuộc vào chất lượng dịch vụ mà 
họ cung ứng 

1 2 3 4 5 6 7 

Khả năng tự chủ của nhân viên        

18. Tôi được phép sử dụng ý kiến cá nhân khi giải quyết các vấn 
đề khách hàng 

1 2 3 4 5 6 7 

19. Tôi có quyền tự quyết khi phục vụ khách hàng  1 2 3 4 5 6 7 

20. Tôi được phép phục vụ khách hàng theo cách mà tôi cho là tốt 
nhất 

1 2 3 4 5 6 7 

21. Tôi được khuyến khích phục vụ khách hàng theo cách riêng 
của mình 

1 2 3 4 5 6 7 

22. Tôi thường được đề nghị tham gia vào các quyết định liên quan 
đến dịch vụ của công ty 

1 2 3 4 5 6 7 

Các lợi ích khác        

23.  Công ty tôi cân nhắc đời sống cá nhân của nhân viên (như gia 
đình, trường học, …) khi sắp xếp lịch làm việc cho nhân viên 

1 2 3 4 5 6 7 

24.  Công ty tôi quan tâm đến an toàn lao động và sức khỏe cho 
nhân viên 

1 2 3 4 5 6 7 

25.  Công ty tôi quan tâm đến sự cân bằng giữa công việc và cuộc 
sống cho nhân viên 

1 2 3 4 5 6 7 

26.  Công ty tôi có các phương pháp giúp nhân viên giảm bớt áp 
lực công việc 

1 2 3 4 5 6 7 

27.  Công ty tôi có các quy trình chính thức để giúp nhân viên giải 
quyết các vấn đề cá nhân 

1 2 3 4 5 6 7 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

1. Công ty liên tục tìm cách để cải tiến chất lượng dịch vụ cung cấp 
cho khách hàng  

1 2 3 4 5 6 7 

2.  Nhân viên trong công ty đưa ra nhiều ý kiến cá nhân cụ thể để 
nâng cao chất lượng dịch vụ cung cấp cho khách hàng 

1 2 3 4 5 6 7 

3.  Nhân viên trong công ty thường đưa ra nhiều kiến nghị nhằm 
nâng cao chất lượng dịch vụ của công ty  

1 2 3 4 5 6 7 

4.  Chúng tôi rất nổ lực trong việc cố gắng thỏa mãn những kỳ vọng 
của khách hàng 

1 2 3 4 5 6 7 

5.  Cho dù tâm trạng thế nào, chúng tôi vẫn luôn cố gắng hết sức 
phục vụ tốt khách hàng  

1 2 3 4 5 6 7 

6.  Trong công ty chúng tôi, các nhân viên thường tìm hết cách để 
giúp khách hàng 

1 2 3 4 5 6 7 
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C – ĐẶC ĐIỂM THỊ TRƯỜNG 

 
Các câu hỏi sau liên quan đến mức độ cạnh tranh và ý kiến khách hàng. Hãy cho biết mức độ đồng ý của 
anh/chị đối với những vấn đề sau với mức độ tăng dần từ 1- Hoàn toàn không đồng ý đến 7 – Hoàn toàn 
đồng ý.  
 
C1. Mức độ cạnh tranh giữa các công ty 

 
C2. Ý kiến khách hàng  

 
D – VĂN HÓA LÀM VIỆC

 
Các câu hỏi sau liên quan đến các đặc điểm văn hóa cá nhân. Hãy cho biết mức độ đồng ý của anh/chị đối 
với những vấn đề sau với mức độ tăng dần từ 1- Hoàn toàn không đồng ý đến 7 – Hoàn toàn đồng ý.  

 
 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

1. Các công ty trong ngành dịch vụ chúng tôi cạnh tranh rất gay gắt 1 2 3 4 5 6 7 

2. Họ có nhiều chương trình khuyến mãi  1 2 3 4 5 6 7 

3. Bất cứ điều gì mà đối thủ có thể cung cấp, các công ty khác có 
thể làm theo dễ dàng 

1 2 3 4 5 6 7 

4. Các công ty trong ngành chúng tôi thường cạnh tranh về mặt giá 
cả 

1 2 3 4 5 6 7 

5. Họ cạnh tranh gay gắt để thu hút đội ng  nhân viên giỏi  1 2 3 4 5 6 7 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

1. Công ty tôi chính thức đề nghị khách hàng đánh giá chất lượng 
dịch vụ của chúng tôi  

1 2 3 4 5 6 7 

2. Công ty tôi thu thập thông tin về những kiến nghị và phàn nàn 
của khách hàng  

1 2 3 4 5 6 7 

3. Khách hàng chúng tôi rất hay tham gia vào việc phản hồi cho 
chúng tôi (ví dụ, qua góp ý trực tiếp, phương tiện truyền thông, 
blog,…) 

1 2 3 4 5 6 7 

4. Công ty thường cho chúng tôi biết kết quả đánh giá của khách 
hàng về chất lượng dịch vụ của chúng tôi  

1 2 3 4 5 6 7 

 Hoàn toàn 
không đồng ý 

 Hoàn toàn  
đồng ý 

Khoảng cách về địa vị        

1. Sếp nên đưa ra hầu hết các quyết định mà không cần tham khảo 
ý kiến nhân viên 

1 2 3 4 5 6 7 

2. Sếp cần thường xuyên dùng uy quyền khi giao thiệp với nhân 
viên 

1 2 3 4 5 6 7 

3. Sếp nên ít hỏi ý kiến nhân viên 1 2 3 4 5 6 7 

4. Sếp nên tránh nói chuyện với nhân viên về những vấn đề ngoài 
công việc 

1 2 3 4 5 6 7 

5. Nhân viên không nên phản đối các quyết định của sếp 1 2 3 4 5 6 7 

6. Sếp không nên ủy thác những nhiệm vụ quan trọng cho nhân 
viên 

1 2 3 4 5 6 7 

Tinh thần tập thể        

7.  Cá nhân nên hy sinh lợi ích bản thân cho tập thể  1 2 3 4 5 6 7 

8.  Cá nhân nên gắn bó với tập thể cho dù tập thể gặp khó khăn  1 2 3 4 5 6 7 

9.  Phúc lợi của tập thể quan trọng hơn phúc lợi cá nhân  1 2 3 4 5 6 7 

10. Sự thành công của tập thể quan trọng hơn sự thành công của 
cá nhân  

1 2 3 4 5 6 7 

11. Cá nhân chỉ nên theo đuổi mục tiêu của họ sau khi cân nhắc lợi 
ích của tập thể  

1 2 3 4 5 6 7 

12. Sự trung thành với tập thể nên được đề cao trên cả mục đích 
cá nhân  

1 2 3 4 5 6 7 
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E – THÔNG TIN VỀ ANH/CHỊ

 

1. Giới tính của anh/chị:    Nam       Nữ 

2. Tuổi của anh/chị: 

  Dưới 20  20-30   31-40   41-50   Trên 50  

3. Thời gian anh/chị làm việc trong công ty này?   ______ năm _____ tháng 

4. Anh/chị làm việc ở phòng/ban nào? 

  Marketing/sales   Dịch vụ khách hàng    

  Kỹ thuật   Hành chính  Khác, ghi rõ ________  

5. Bao nhiêu % thời gian anh/chị có tương tác/làm việc với khách hàng?  

        0-19%               20-39%             40-59%               60-79%                  80-100% 

6. Loại hình doanh nghiệp (DN) của công ty anh/chị?     DN trong nước    DN nước ngoài   

                 Liên doanh 

7. Ngành dịch vụ của công ty anh/chị?       Khách sạn/du lịch       Tài chính/ngân hàng  

                         Khác, ghi rõ _________ 

8. a. Trước khi làm việc ở công ty này, anh/chị đã từng làm việc ở?    

     Công ty trong nước. Bao lâu?  _____ năm ______ tháng  

           Công ty nước ngoài (hoặc làm việc ở nước ngoài). Bao lâu? _____ năm _______ tháng            

           Chưa có kinh nghiệm trước đó 

    b. Anh/chị đã từng làm cho bao nhiêu công ty nước ngoài hoặc bao nhiêu công ty ở nước ngoài 

trước đó? _______ 

    c. Bằng cấp cao nhất của anh/chị: 

  Trung học phổ thông             Cao đẳng/trung cấp               Đại học                    Sau đại học  

    d. Anh/chị tốt nghiệp ở:            Việt Nam         Nước ngoài (cụ thể tên nước ________________) 

 

XIN CHÂN THÀNH CẢM ƠN SỰ THAM GIA VÀ ĐÓNG GÓP CỦA ANH/CHỊ! 
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Appendix 5: Test for non-response bias  

 

 

Independent Samples Test 

 

  

Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig.  

(2-tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval of 

the Difference 

Lower Upper 

Service climate 
Equal variances assumed .529 .468 .411 547 .681 .03401 .08280 -.12864 .19666 

Equal variances not assumed 
  

.410 433.859 .682 .03401 .08302 -.12915 .19717 

Leadership commitment 
Equal variances assumed .011 .917 1.493 547 .136 .13550 .09077 -.04280 .31380 

Equal variances not assumed 
  

1.481 426.362 .139 .13550 .09149 -.04433 .31534 

Service technology 
Equal variances assumed 3.182 .075 1.585 547 .114 .14817 .09351 -.03551 .33185 

Equal variances not assumed 
  

1.532 391.582 .126 .14817 .09669 -.04193 .33828 

Internal processes 
Equal variances assumed 1.717 .191 .530 547 .597 .04715 .08903 -.12773 .22203 

Equal variances not assumed 
  

.531 441.268 .596 .04715 .08878 -.12734 .22164 

Physical environment 
Equal variances assumed .056 .813 -1.969 547 .049 -.16067 .08160 -.32096 -.00039 

Equal variances not assumed 
  

-1.940 416.770 .053 -.16067 .08282 -.32348 .00213 

Co-worker support 
Equal variances assumed 2.140 .144 .596 547 .552 .05040 .08460 -.11579 .21659 

Equal variances not assumed 
  

.612 473.985 .541 .05040 .08241 -.11153 .21233 

Supervisor support 
Equal variances assumed 8.688 .003 -1.052 547 .293 -.10654 .10125 -.30542 .09235 

Equal variances not assumed 
  

-1.083 476.907 .280 -.10654 .09841 -.29991 .08684 

Inter-departmental 

support 

Equal variances assumed 1.592 .208 3.432 547 .001 .31175 .09084 .13332 .49019 

Equal variances not assumed 
  

3.492 461.705 .001 .31175 .08928 .13631 .48719 
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Service-oriented 

recruitment 

Equal variances assumed 5.695 .017 -.623 547 .533 -.06343 .10178 -.26335 .13649 

Equal variances not assumed 
  

-.651 496.012 .516 -.06343 .09749 -.25497 .12811 

Service-oriented training 
Equal variances assumed 3.224 .073 .736 547 .462 .07413 .10073 -.12374 .27199 

Equal variances not assumed 
  

.707 383.153 .480 .07413 .10484 -.13200 .28025 

Service-oriented 

rewards 

Equal variances assumed .579 .447 .556 547 .579 .06127 .11025 -.15530 .27783 

Equal variances not assumed 
  

.540 398.754 .589 .06127 .11340 -.16166 .28419 

Autonomy 
Equal variances assumed .277 .599 -1.188 547 .235 -.12168 .10240 -.32283 .07947 

Equal variances not assumed 
  

-1.191 440.209 .234 -.12168 .10220 -.32255 .07919 

Employee benefits 
Equal variances assumed 5.566 .019 1.690 547 .092 .18120 .10724 -.02946 .39186 

Equal variances not assumed 
  

1.646 401.598 .100 .18120 .11007 -.03518 .39759 

Competitive intensity 
Equal variances assumed .149 .699 3.555 547 .000 .30998 .08720 .13869 .48128 

Equal variances not assumed 
  

3.600 455.331 .000 .30998 .08610 .14079 .47918 

Individual power 

distance 

Equal variances assumed .818 .366 3.308 547 .001 .37988 .11485 .15429 .60547 

Equal variances not assumed 
  

3.307 437.000 .001 .37988 .11488 .15409 .60567 

Collectivism 
Equal variances assumed .007 .934 6.140 547 .000 .62131 .10118 .42255 .82006 

Equal variances not assumed 
  

6.082 424.108 .000 .62131 .10216 .42052 .82210 

Work facilitation 

resources 

Equal variances assumed 1.394 .238 -.084 547 .933 -.00625 .07485 -.15328 .14077 

Equal variances not assumed 
  

-.081 400.578 .935 -.00625 .07688 -.15738 .14488 

Internal customer 

service 

Equal variances assumed 11.174 .001 1.103 547 .271 .08521 .07726 -.06656 .23697 

Equal variances not assumed 
  

1.157 502.119 .248 .08521 .07364 -.05947 .22989 

Service-oriented HRM 
Equal variances assumed 2.072 .151 .327 547 .744 .02630 .08053 -.13188 .18448 

Equal variances not assumed 
  

.319 406.116 .750 .02630 .08237 -.13563 .18823 
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Appendix 6: Legend to the labelling items 

 

Label Items 

Service climate 

SClimate 1 1. Our company is continually working to improve the quality of service 

we provide to our customers.  

SClimate 2 2. Employees in our company have specific ideas about how to improve 

the quality of service we provide to customers.  

SClimate 3 3. Employees in our company often make suggestions about how to 

improve the service quality of our company. 

SClimate 4 4. In our company we put a lot of effort in attempting to satisfy customer 

expectations. 

SClimate 5 5. No matter how we feel, we always put ourselves out for every customer 

we serve.  

SClimate 6 6. Within our company, employees often go out of their way to help 

customers. 

Leadership commitment to service quality  

Leader 1 1. Leadership in my company constantly communicates the importance of 

service quality 

Leader 2 2. Leadership enjoys spending time “in the field” or “on the floor” with 

customers and frontline employees. 

Leader 3 3. Leadership is constantly measuring service quality. 

Leader 4 4. Leaders give personal input and leadership into creating quality service. 

Leader 5 5. Leadership provides resources, not just “lip service,” to enhance our 

ability to provide excellent service.  

Leader 6 6. Leadership shows they care about service by constantly giving of 

themselves. 

Internal Process 

InPro 1 1. The internal processes in my company make it easy to deliver excellent 

service 

InPro 2 2. We have established clear standards for the quality of work and service 

in my company 

InPro 3 3. Quality and customer needs are considered when internal processes and 

service standards are developed and/or changed in my company. 

InPro 4 4. People in my company are consulted when processes and service 

standards are developed and/or changed. 

InPro  5. Our company does a good job educating its outside constituents about 

our processes and service standards.  

Service technology  

SerTec 1 1. We have “state of the art” technology to enhance our service quality. 

SerTec 2 2. Sufficient money is allocated for technology to support my efforts to 

deliver better service. 

SerTec 3 3. I have the necessary technology support to serve customers better. 

SerTec 4 4. Management works hard to make our systems more customer friendly. 

SerTec 5 5. I have the right tools and equipment to serve customers better. 

Physical environment 

PhyEn 1 1. How would you rate your physical working conditions? 

PhyEn 2 2. How would you rate the space to work in your work environment? 



 

 

294 

 

PhyEn 3 3. How would you rate the lighting in your work environment? 

PhyEn 4 4. How would you rate the temperature in your work environment? 

PhyEn 5 5. How would you rate the ventilation in your work environment? 

PhyEn 6 6. How would you rate the cleanliness in your work environment? 

PhyEn 7 7. How would you rate the general design in your work environment?  

Co-worker support 

Co-worker 1 1. My co-workers can be relied upon when things get difficult on my job. 

Co-worker 2 2. My co-workers are willing to listen to my job-related problems. 

Co-worker 3 3. My co-workers are helpful to me in getting the job done. 

Co-worker 4 4. My co-workers make me feel part of the team 

Supervisor support 

Sup 1 1. My supervisor always helps me solve work-related problems. 

Sup 2 2. My supervisor encourages me to develop new skills. 

Sup 3 3. My supervisor praises good work. 

Sup 4 4. My supervisor understands my needs and work problems. 

Inter-departmental support 

Dept 1 1. Other departments act in a responsive manner when we forward 

customer service problems. 

Dept 2 2. The knowledge of other departments assists us in serving our 

customers. 

Dept 3 3. The quality of service delivered by other departments to our department 

is good. 

Dept 4 4. Other departments provide good feedback on how to serve customers. 

Dept 5 5. The cooperation between departments within my company is good.  

Dept 6 6. The staff of other departments are helpful in solving problems of 

customers. 

Service-oriented recruitment 

Recruit 1 1. My company selects the best all around candidates when recruiting 

employees.  

Recruit 2 2. My company places priority on candidates’ potential to learn when 

recruiting employees. 

Recruit 3 3. My company has effective procedures for recruiting and selecting the 

best service employees. 

Recruit 4 4. Recruitment in my company emphasises traits and abilities required for 

providing high quality of customer services. 

Recruit 5 5. Qualified employees have good opportunities for promotion. 

Service-oriented training 

Training 1 1. My company provides an orientation program for newcomers to learn 

about the company. 

Training 2 2. My company continuously provides training programs. 

Training 3 3. My company invests considerable time and money in training. 

Training 4 4. Training is comprehensive, not limited to skill training. 

Training 5 5. High quality of customer services is emphasised in training. 

Service-oriented rewards 

Rewards 1 1. On average, the pay level (including incentives) of our employees is 

higher than that of our competitors. 

Rewards 2 2. Employee salaries and rewards are determined by their service 

performance. 
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Rewards 3 3. My company rewards employees for new ideas for improving customer 

services. 

Rewards 4 4. My company provide the fairness of compensation/rewards. 

Rewards 5 5. Employees receive monetary or nonmonetary rewards for great effort 

and good service performance. 

Rewards 6 6. My company gives special rewards to employees who are excellent in 

serving customers. 

Rewards 7 7. Employee promotion depends on the quality of service they deliver. 

Autonomy 

Auto 1 1. I am permitted to use my own judgment in solving customer problems. 

Auto 2 2. I have the freedom in my work to serve customers. 

Auto 3 3. I am allowed to serve the customers the way I think best.  

Auto 4 4. I am encouraged to serve customers with my own way.  

Auto 5 5. I am often asked to participate in service-related decisions.  

Employee benefits 

Benefits 1 1. My company considers employee off-work situations (family, school, 

etc.) when making schedules. 

Benefits 2 2. My company cares about work safety and health of employees. 

Benefits 3 3. My company cares about work–life balance of employees. 

Benefits 4 4. My company has its ways or methods to help employees alleviate work 

stress. 

Benefits 5 5. My company has formal grievance procedures to take care of employee 

complaints or appeals. 

Competitive intensity 

Compete 1 1. Competition in our industry is cutthroat. 

Compete 2 2. There are many "promotion wars" in our industry. 

Compete 3 3. Anything that one competitor can offer, others can match readily. 

Compete 4 4. Price competition is common in our service industry. 

Compete 5 5. Competition to attract good staff in our industry is fierce.    

Individual level power distance 

Power 1 1. Managers should make most decisions without consulting subordinates. 

Power 2 2. It is frequently necessary for a manager to use authority and power 

when dealing with subordinates. 

Power 3 3. Managers should seldom ask for the opinions of employees. 

Power 4 4. Managers should avoid off-the-job social contacts with employees. 

Power 5 5. Employees should not disagree with management decisions. 

Power 6 6. Managers should not delegate important tasks to employees.  

Collectivism  

Collect 1 1. Individuals should sacrifice self-interest for the group that they belong 

to. 

Collect 2 2. Individuals should stick with the group even through difficulties. 

Collect 3 3. Group welfare is more important than individual rewards. 

Collect 4 4. Group success is more important than individual success. 

Collect 5 5. Individuals should pursue their goals after considering the welfare of 

the group.  

Collect 6 6. Group loyalty should be encouraged even if individual goals suffer. 
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Appendix 7: Descriptive statistics of measurement items to assess data normality 

 

 Mean S.D Skewness Kurtosis 

Internal Processes  

InterPro 1 

 

5.16 

 

1.276 

 

-.560 

 

.089 

InterPro 2 5.25 1.179 -.712 .487 

InterPro 3  5.42 1.168 -.695 .516 

InterPro 4 5.22 1.334 -.703 .431 

InterPro 5 5.06 1.387 -.682 .277 

Co-worker support 

Co-worker 1 

 

5.64 

 

1.210 

 

-1.004 

 

1.143 

Co-worker 2 5.51 1.077 -.770 1.108 

Co-worker 3 5.53 1.086 -.900 1.541 

Co-worker 4 5.70 1.143 -1.008 1.394 

Supervisor support 

Sup 1 

 

5.54 

 

1.286 

 

-1.017 

 

1.307 

Sup 2 5.47 1.300 -.967 1.030 

Sup 3 5.35 1.246 -.886 1.053 

Sup 4 5.11 1.336 -.904 .863 

Inter-departmental support 

Dept 1 

 

5.09 

 

1.251 

 

-.434 

 

-.177 

Dept 2 5.09 1.194 -.380 .003 

Dept 3 5.09 1.178 -.408 -.085 

Dept 4 4.76 1.306 -.388 -.202 

Dept 5 5.11 1.230 -.475 .166 

Dept 6 5.08 1.259 -.480 .018 

Leadership commitment to service 

quality 

Leader 1 

 

5.93 

 

1.222 

 

-1.370 

 

0.954 

Leader 2 5.19 1.245 -.524 .124 

Leader 3 5.58 1.188 -.906 .767 

Leader 4 5.58 1.174 -.837 .476 

Leader 5 5.35 1.273 -.766 .347 

Leader 6 5.32 1.348 -.795 .295 

Service technology 

SerTec 1 

 

5.17 

 

1.325 

 

-.818 

 

.653 

SerTec 2 5.23 1.219 -.724 .437 

SerTec 3 5.18 1.254 -.487 -.012 

SerTec 4 5.28 1.222 -.466 -.079 

SerTec 5 5.23 1.201 -.614 .615 
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Physical environment 

PhyEn 1 

 

5.23 

 

1.177 

 

-.996 

 

1.698 

PhyEn 2 5.24 1.068 -.309 -.299 

PhyEn 3 5.43 1.111 -.483 .029 

PhyEn 4 5.28 1.143 -.649 .383 

PhyEn 5 5.33 1.140 -.708 .939 

PhyEn 6 5.51 1.068 -.590 .378 

PhyEn 7 5.26 1.106 -.468 .065 

Service-oriented recruitment 

Recruit 1 

 

5.13 

 

1.435 

 

-.754 

 

.303 

Recruit 2 5.22 1.281 -.766 .514 

Recruit 3 4.96 1.247 -.776 .627 

Recruit 4 5.21 1.262 -.799 .776 

Recruit 5 5.04 1.259 -.592 .404 

Service-oriented training 

Training 1 

 

5.26 

 

1.210 

 

-.714 

 

.681 

Training 2 5.23 1.246 -.828 .671 

Training 3 4.93 1.333 -.617 .271 

Training 4 4.90 1.286 -.672 .397 

Training 5 5.24 1.300 -.815 .800 

Service-oriented rewards 

Rewards 1 

 

4.51 

 

1.484 

 

-.512 

 

-.020 

Rewards 2 4.85 1.406 -.610 .261 

Rewards 3 4.76 1.486 -.615 .074 

Rewards 4 4.79 1.451 -.562 -.069 

Rewards 5 5.00 1.397 -.542 .138 

Rewards 6 4.99 1.493 -.786 .217 

Rewards 7 5.00 1.407 -.577 -.030 

Employee autonomy 

Auto 1 

 

4.65 

 

1.303 

 

-.467 

 

.044 

Auto 2 4.35 1.361 -.414 -.119 

Auto 3 4.54 1.450 -.525 -.013 

Auto 4 4.40 1.444 -.450 -.188 

Auto 5 4.32 1.537 -.379 -.265 

Employee benefits 

Benefits 1 

 

4.65 

 

1.610 

 

-.568 

 

-.367 

Benefits 2 5.31 1.342 -.831 .348 

Benefits 3 4.80 1.342 -.637 .216 

Benefits 4 4.49 1.442 -.411 -.321 

Benefits 5 4.48 1.454 -.417 -.234 

Service climate 

SClimate 1 

 

5.29 

 

1.288 

 

-.828 

 

.807 
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SClimate 2 4.96 1.205 -.428 .121 

SClimate 3 4.93 1.209 -.476 .234 

SClimate 4 5.43 1.084 -.564 .246 

SClimate 5 5.53 1.137 -.547 .036 

SClimate 6 5.51 1.134 -.738 .545 

Competitive intensity     

Compe 1 5.82 1.362 -1.384 0.917 

Compe 2 5.83 1.188 -.976 .530 

Compe 3 5.19 1.310 -.633 -.011 

Compe 4 5.59 1.209 -.809 .615 

Compe 5 5.31 1.351 -.778 .293 

Individual level power distance 

Power 1 

 

3.26 

 

1.676 

 

.253 

 

-.916 

Power 2 3.08 1.648 .394 -.953 

Power 3 3.31 1.719 .340 -.804 

Power 4 3.61 1.754 .154 -1.020 

Power 5 3.68 1.658 .073 -.834 

Power 6 3.95 1.776 -.021 -.914 

Collectivism  

Collect 1 

 

5.06 

 

1.477 

 

-.639 

 

-.100 

Collect 2 5.41 1.316 -.682 .019 

Collect 3 5.01 1.465 -.445 -.388 

Collect 4 5.05 1.446 -.372 -.687 

Collect 5 5.00 1.435 -.661 .261 

Collect 6 5.17 1.355 -.555 .058 
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Appendix 8: Correlation matrix  

 

 V1 V2 V3 V4 V5 V6 V7 V8 V9 V10 V11 V12 V13 V14 V15 V16 

Service climate (V1) 1                

Leadership (V2) 0.61* 1               

Service-tech (V3) 0.59* 0.65* 1              

Internal process (V4) 0.64* 0.64* 0.65* 1             

Phy-environment (V5) 0.47* 0.37* 0.45* 0.45* 1            

Coworker support (V6) 0.43* 0.42* 0.32* 0.47* 0.32* 1           

Sup-support (V7) 0.51* 0.59* 0.45* 0.53* 0.31* 0.52* 1          

Departmental (V8) 0.57* 0.58* 0.54* 0.60* 0.33* 0.52* 0.59* 1         

SO-Recruitment (V9) 0.55* 0.54* 0.52* 0.55* 0.38* 0.34* 0.44* 0.55* 1        

SO-Training (V10) 0.63* 0.51* 0.56* 0.55* 0.47* 0.27* 0.38* 0.47* 0.56* 1       

SO-Rewards (V11) 0.58* 0.51* 0.55* 0.51* 0.47* 0.22* 0.35* 0.43* 0.57* 0.63* 1      

SO-Autonomy (V12) 0.34* 0.32* 0.39* 0.30* 0.24* 0.21* 0.27* 0.38* 0.37* 0.36* 0.42* 1     

SO-Benefits (V13) 0.57* 0.43* 0.49* 0.47* 0.33* 0.26* 0.40* 0.45* 0.40* 0.52* 0.59* 0.48* 1    

Compete-intense (V14) 0.35* 0.36* 0.30* 0.27* 0.16* 0.25* 0.25* 0.21* 0.28* 0.27* 0.27* 0.20* 0.30* 1   

Power distance (V15) -0.03 0.02 0.04 -0.02 0.07 -0.05 0.07 0.11 0.03 0.06 0.03 0.07 0.06 0.00 1  

Collectivism (V16) 0.46* 0.28* 0.32* 0.28* 0.29* 0.33* 0.29* 0.28* 0.24* 0.29* 0.30* 0.17* 0.31* 0.21* 0.12* 1 

* Correlation is significant at p < 0.01 (2-tailed)  
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Appendix 9: Moderating effect of competitive intensity and employees’ cultural 

orientation on the relationship between firm-based antecedents and service 

climate 

 

Appendix 9a: Moderating effect of competitive intensity 
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Appendix 9b: Moderating effect of power distance  
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Appendix 9c: Moderating effect of collectivism  
 

 
 

 

 
 

 

3

3.5

4

4.5

5

5.5

6

6.5

7

7.5

8

Low Leadership commitment High Leadership commitment

S
er

v
ic

e 
cl

im
a
te

 

Low

Collectivism

High

Collectivism

3

3.5

4

4.5

5

5.5

6

6.5

7

7.5

8

Low Internal processes High Internal processes

S
er

v
ic

e 
cl

im
a
te

 

Low

Collectivism

High

Collectivism



 

 

306 

 

 
 

 

 

 

 
 

 

3

3.5

4

4.5

5

5.5

6

6.5

7

7.5

8

Low Internal service High Internal service

S
er

v
ic

e 
cl

im
a
te

 

Low

Collectivism

High

Collectivism

3

3.5

4

4.5

5

5.5

6

6.5

7

7.5

8

Low Service-oriented HRM High Service-oriented HRM

S
er

v
ic

e 
cl

im
a
te

 

Low

Collectivism

High

Collectivism



 

 

307 

 

 

3

3.5

4

4.5

5

5.5

6

6.5

7

7.5

8

Low Work facilitation High Work facilitation

S
er

v
ic

e 
cl

im
a
te

 

Low

Collectivism

High

Collectivism


	TITLE: Antecedents of Service Climate: Local vs. Foreign Service Firms in an Emerging Market Context
	Abstract
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	Statement of declaration
	Publications
	Acknowledgements

	CHAPTER 1: INTRODUCTION
	CHAPTER 2: LITERATURE REVIEW
	CHAPTER 3: RESEARCH DESIGN AND CONTEXT
	CHAPTER 4: EXPLORATORY STUDY OF ANTECEDENTS OF SERVICE CLIMATE IN AN EMERGING MARKET CONTEXT
	CHAPTER 5: SURVEY METHODOLOGY
	CHAPTER 6: ANALYSIS OF SURVEY DATA – TESTING THE ANTECEDENTS OF SERVICE CLIMATE IN VIETNAM
	CHAPTER 7: DISCUSSION OF FINDINGS AND CONCLUSION
	Bibliography
	Appendices
	Appendix 1: Interview instruments
	Appendix 2: Ethics approval
	Appendix 3: Participant details
	Appendix 4: Survey questionnaire instruments
	Appendix 5: Test for non-response bias
	Appendix 6: Legend to the labelling items
	Appendix 7: Descriptive statistics of measurement items to assess data normality
	Appendix 8: Correlation matrix
	Appendix 9: Moderating effect of competitive intensity




