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Abstract

Based on service-dominant (S-D) logic, this study developed an
integrative model of customer participation. S-D logic allows us to view service
as a transcending mental model for customer participation. The model consists
of antecedent, moderators, and consequence of customer participation.

The major contribution of this study is to investigate the relationship
marketing literature, namely, service-dominant orientation, customer
satisfaction, customer citizenship behaviors, big five personality and customer
participation, together in order to test their interrelationships in a very different
circumstances. The sample of Vietnamese banking customers was collected on
the basis of convenience sampling. Survey study was conducted with seven
hypotheses.

The results show that first, service-dominant orientation positively
influence on customer participation, customer satisfaction and customer
citizenship behaviors. Second, customer participation positively effects
customer satisfaction and customer citizenship behaviors. Third, big five
personality partially moderate the relationship between customer participation

and its antecedent.

II



This study contributed to the current literature by examining an
integrative model of customer participation based on service-dominant logic
perspective, proving that S-D logic is appropriate for studying customer

participation, and by testing the nomological validity of those constructs.
Key words: Vietnam, Banking Services, Service-Dominant Orientation,

Customer Participation, Customer Satisfaction, Customer

Citizenship Behaviors, Big Five Personality
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CHAPTER ONE
INTRODUCTION

In this chapter, research background and motivations, research objectives,

the scope of the study, procedure, and structure of the dissertation are presented.

1.1 Research Background and Motivation

In the very competitive and ever-changing world of today, paying attention
to customers’ needs and trying to attract their attention are among the main
concerns of managers especially in service-based organizations. On the other
hand, keeping the customers satisfied and loyal gives the organization such
significant advantages that highlight the importance of paying attention to
customers. Organizations rise to fame by their customers and the satisfaction
attracts more and more customers. Walsh et al. (2009) stated the way
satisfaction affects the customers’ voluntary behavior is not clear enough, the
customers who satisfied with organizations tend to be more loyal and
committed. In case of services provided by a firm meet or surpass a customer's
expectation, customers tend to support firms thought their voluntary extra-role
behaviors or it may be that they offer valuable feedbacks to the firms. Such
customer citizenship behaviors (CCBs) result in effective organizational
performance (Karpen et al. 2012) and supplies them with profit through their
capital returns (Oliva and Sterman 2001).

Why people help each other in organizations or what actually motivate
customers to willingly assist others are not new questions. Barnard (1938)
identified the importance of helping behaviors in organizations. Katz (1964)
stated that the seeds of almost all form of citizenship behavior can be detected

back to Katz’s seminal framework. Hui et al. (2001) pointed out that attention



on organizational citizenship behavior (OCB) has been considerable in the
services literature. Organizational citizenship behavior is defined as individual
voluntary behavior that is not directly recognized by the formal reward system
but enhance production process in general (Organ, 1998). The behavior is not
requirement role but personal choice of additional activities

Recent work has increasingly centered on citizenship behaviors in the
service context and there are empirical evidences that many service-oriented
behaviors of frontline employees can be conceptualized as forms of OCB (e.g.,
Bailey et al., 2001; Bettencourt et al., 2001; Groth, 2003; Hui et al., 2001). This
1s not extraordinary, it difficult to prescribe and standardize behavior because
service has nature characteristic of intangible and heterogeneous (Vaughan and
Renn 1999). Bowen et al. (2000) given that firms increasingly theorized
customers as key assets, and view effective management of customers as a
strategic advantage (Lengnick-Hall 2002), customer citizenship behaviors
(CCB), being discretionary, can play a critical role in service delivery
(Morrison 1996). A genuine customer orientation and focus on relationship
marketing requires development of a better understanding of how firms can
motivate their customers as coworker in service transportation (Bitner 1995).

Theoretical research proposes major behaviors of partners, especially
customers, may support the firm’s service quality efforts (Bowen and
Schneider 1985). Bowers et al. (1990) pointed out that customers may firstly
be effective promoters of the firm’s products and services. Following Kelley et
al. (1992), customers’ cooperation during the service encounter offers their own
satisfaction and service quality cognizance. Schneider and Bowen (1995) stated
that one of the most essential source of information is customers in service
delivery process. Moreover, Groth (2003) proposed citizenship behavior

research in a service context has paid major attention on customers.



There is doubt in whether organizations should directly improve their
customer citizenship behaviors (CCB) and how is it affected to other dependent
factors in term of customers' participation and satisfaction. Recent researches
of service marketing mention the importance of the mediating effects of such
related variables as satisfaction and commitment which are evaluated according
to changes resulting from customer behavior (Hennig-Thurau et al 2002; Walsh
et al 2014; Wang et al,. 2006). Several researches have been conducted in the
extent of citizenship behavior in services industry studying the effect of
customer’s levels' variables including participation, satisfaction. Although
mediating effects of satisfaction between the customer participation and the
citizenship behaviors have not been clarified through sufficient empirical
studies, the 1ssue of how these variables interrelate to create various types of
customer citizenship behaviors (CCB) is by itself a considerable step towards
a broader understanding of voluntary and optional behaviors of customers
(Bartikowski and Walsh 2011). All this reflects the vital role of the customer
satisfaction in connection with the major results of marketing (Ambler 2000).
The present research studies the direct and indirect mediating effects between
customer satisfaction and customer citizenship behaviors, for example loyalty
and commitment, and further examines the mediating variables of dedication
and loyalty customer to customer citizenship behaviors (CCB).

Customers usually act as partial employees in context of service firms
(Bowen & Schneider, 1985) and this participation is recognized as an extra-
role behaviors (Bettencourt & Brown, 1997). Extra-role behaviors involve
sacrifices on the customers’ time, effort, material possessions, or physical
welfare (Staub, 1978). In general, extra-role behaviors are conjointly consulted
to as customer citizenship behaviors (Bettencourt, 1997). Most of the previous
related research studies about the relationships between customer participation

and its antecedent, moderators, and consequence have been investigated in



developed countries, such as United State and Europe countries. However, in
terms of cultures and customers’ needs, it is recognized generally differences
between these Western countries with Eastern countries. There are major
reasons to differentiate Vietnam from other contexts used in previous studies
to research the interrelationship between service-dominant orientation,
customer satisfaction, customer citizenship behaviors, big five personality, and
customer participation. First, Vietnam is an Asian country with the developing
economy, which has been undergoing a transformation from a state-controlled
economy to a market-driven economy for just under 30 years. In fact, the term
of competitive advantages and relationship marketing in particular are recently
developed practices in Vietnam, especially for customers. Second, the
Vietnamese retail banking industry particularly differ from its counterparts in
developed economies in term of competition environment. The main functions
of banks in Vietnam are not only accepting deposit and lending loans but being
one of the important investment areas for customers. Consequently,
Vietnamese banks compete largely by means of the prices of their services or
interest rates for deposits and loans. Despite of regulatory toward building a
sustainable competitive environment, Vietnamese banks still need more time
and effort in order to enhance the quality of their product/service and enhance
relationships with their customers. As a result, the Vietnamese banking industry
is very different from the contexts constructed by previous authors about the
topic. It is very engaging to investigate an empirical study about the connection
between service-dominant orientation, customer satisfaction, customer
citizenship behaviors, and customer participation carries out in a new
background in order to strengthen the previous literature.

This study begins with a literature review and evaluation of ideas about
customer citizenship behavior. Next, it examines general role of customer

participation in banking services industry. Then, it reviews possible positive
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and negative influences of customer citizenship. Finally, it examines

managerial and research implications of these considerations.

1.2 Research Objectives

Based on research background and motivation above, there are several
research questions that can be drawn. First, do service-dominant orientation,
customer participation, and customer satisfaction play important roles in
enhancing customer citizenship behaviors? Second, does big five personality
moderate the interrelationship between customer participation and its
antecedent and consequence?

To answer above research questions, the objectives of this study are as

follow:

1. To certify the relationship between customer participation and service-
dominant orientation, customer satisfaction, customer citizenship
behaviors.

2. To evaluate the moderating effects of big five personality on the
relationship between service-dominant orientation and customer

participation.

1.3 Research Framework

This study presents an integrated research framework of customer
citizenship behaviors. Research framework of this study is shown in Figure 1.1.
Service-dominant orientation is an antecedent of customer participation, whose
consequence are customer satisfaction and customer citizenship behaviors.

Furthermore, there is novel construct that moderate the relationship between



customer participation and service-dominant orientation. This moderator is big

five personality.

Customer
Satisfaction

He

Customer
Participation

Service-
Dominant

Orientation
Hs

H;

Customer

Citizenship
Behaviors

Big Five

Personality

Figure 1.1 Research framework

1.4 The Scope of the Study
Based on the above research objectives, the scope of this study is presented

in table 1.1.



Table 1.1 The Scope of This Study

Items

Scope of the Study

Types of the research

The literature reviews was adopted to build up the research
hypotheses and framework. Questionnaires and construct
measurements were used to collect empirical data and to test the

hypotheses and draw the conclusions.

Key issue

This study focuses on identifying the antecedent, moderators, and

consequence of customer participation from S-D logic perspective.

Dependent variables

Customer citizenship behaviors.

Independent variables

S-D orientation, customer participation and customer satisfaction.

Moderating variables

Big five personality.

Main Variable

Customer participation.

Underlying theory

Service-dominant logic.

Testing location and

Customers of Banking service industry

Sample
Analyzed unit Individual level.
Time frame Cross sectional study.

Research instruments

Survey: Theory inference, primary data, and statistical analysis

instruments.

1.5 The Procedure of Research

This study reviewed existing literatures related to customer participation

from S-D logic perspective. Based on the literature reviews, several research

questions are drawn, research objectives are specified, and research framework

and proposed hypotheses are developed. Research framework in this study is

an integrated model of customer participation from S-D logic perspective

which consists of antecedent, moderators, and consequence of customer

participation.



This study was conducted by quantitative study. Empirical study was
conducted to empirically test proposed research framework and hypotheses.
Data was collected by questionnaire survey. The research flow chart is shown

in Figure 1.2.

Identify research objectives and research scope

l

Literature review and hypotheses development

l

Construction of the research model

Questionnaire designs and revision

Collection of survey data

Data analysis

|

Discussion of the interrelation among research
constructs

|

Conclusions and suggestions

Figure 1.2 The research procedure of this study

1.6 The Structure of Research

Chapter one describes research background and motivations, research
objectives, the scope of the study, procedure, and structure of the dissertation.
Chapter two presents the literature review, including theoretical

background, research constructs, and hypotheses development. This chapter



presents theoretical background of service-dominant logic and research
constructs of this study such as service-dominant orientation, customer
participation, customer satisfaction, big five personality and customer
citizenship behaviors. Furthermore, proposed hypotheses developments were
also presented.

Chapter three presents research design and methodology. Specifically, the
measurement scales, sampling plan, data collection procedure, and data
analysis procedure for each study were presented in this chapter.

Chapter four presents the results of the empirical study. Constructs validity
and reliability were specified and constructs inter-relationship through

hypotheses testing were presented in this chapter.



CHAPTER TWO
LITERATURE REVIEW

This chapter presents theoretical background of service-dominant logic and
research constructs of this study such as service-dominant orientation, customer
participation, customer satisfaction, customer citizenship behaviors and big
five personality. Furthermore, proposed hypotheses developments are also

presented.

2.1 Theoretical Background

The service-dominant logic (S-D logic) was first introduced by Vargo and
Lusch in 2004 through their study entitled “Evolving to a New Dominant Logic
for Marketing” which was published in Journal of Marketing. This logic is
based on Bastiat’s (1964, pp. 161-162) fundamental idea which stated that
services are exchanged for services is the great the economic law and very
crucial in economic science.

This statement means that in an exchange, all actors are deploying their
skills and competences when offering their service to one another (Lusch &
Nambisan, 2015). Service should be viewed as a broad concept of all exchange
and a transcend concept on which all of literature should not be construct as
reciprocity from goods.

S-D logic is a thinking framework at a pre-theoretic stage and is an
alternative paradigm to the traditional goods-centered paradigm which called
good-dominant (G-D) logic (Lusch & Vargo, 2011; Vargo & Akaka, 2009). S-
D logic conceptualizes business exchanges from a service-based perspective
for understanding economic exchange and value creation (Karpen, Bove, &

Lukas, 2012; Navarro, Andreu, & Cervera, 2014). S-D logic views service as a
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process, a stand-alone variable, and a primary focus of exchange (Lusch, Vargo,
& O’Brien, 2007).

Operant resources can classified by S-D logic, which means worked to act
on operand resources and other operant recourses. It also includes of dynamic
resources such as skills and knowledge that are efficient of behavior and
producing effects in other resources (Vargo & Lusch, 2004). S-D logic
prospects that customers exchange to obtain the benefits of specialized
capabilities or services, goods are communicator of operant resources, the
customer is a co-producer of service, value is perceived and determined by the
consumer, the customer is primarily an operant resource, and wealth is obtained

through the application and exchange of specialized knowledge and skills.

2.2 Research Constructs
2.2.1 Service-dominant Orientation

In this study, service-dominant (S-D) orientation serves as an important
antecedent of customer participation. Service-dominant orientation was first
developed by Karpen, Bove, & Lukas in 2012. It represents a set of strategic
capabilities from service-dominant logic perspective. Based on S-D logic,
strategy is about choosing the best way to facilitate and enhance value co-
creation with network partners (e.g., customers, suppliers, etc.) for mutual and
long-term benefit (Karpen, Bove, & Lukas, 2012; Karpen, et al., 2015).
Specifically, Service-dominant orientation refers to “a co-creation capability,
resulting from a firm’s individuated, relational, empowered, and concerted
interaction capabilities” (Karpen, Bove, & Lukas, 2012, p. 21). Service-
dominant orientation enables a company to co-create value in service
exchanges with its network partners. Value co-creation can be defined as giving

customers right to co-construct and employ elevated experiences (Vargo &

Lusch, 2008).
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Service-dominant orientation consists of six strategic themes such as value-
in-context, relation focus, values focus, co-production focus, operant resource
focus, and process flow focus (Karpen, Bove, & Lukas, 2012). It reflects an
understanding meaningful interaction and reciprocal resource integration with
value network partners (Karpen, et al., 2015). Service is a value co-creating
process (Vargo & Lusch, 2008), therefore, interaction is an important aspect of
resource integration effort and value-driving experiences (Prahalad &
Ramaswamy, 2004). Interaction requires all co-creative processes be enabled
and supported by interaction capabilities (Karpen, Bove, & Lukas, 2012;
Ramaswamy, 2009).

2.2.2 Customer Participation

The definitions of customer participation engage various forms and level,
such as cooperate production and customer production (Meuter and Bitner,
1998). Because our purpose is to compass value creation process when
customers participate and interact with employees in services, we do not
consider firm and customer production (e.g., self-service technologies).
Previous definitions of customer participation is adapted to this research
context (i.e., professional financial services) by constructing customer
participation as a behavioral construct that evaluates the dimension to which
customers come up with information and become engaged in decision making
throughout the service co-creation and delivery process (Auh et al. 2007;
Bettencourt 1997; Bolton & Saxena-lyer 2009; Hsieh, Yen, & Chin 2004).
Levitt (1972) defined participation as the customers’ involvement to the
production of service process, which may negatively influence production
efficiency. Literature in service marketing researchers augmented this construct.
Lovelock and Young (1979) early realized that customers can behave as

productive labor, by encouraging consumers to have little change in their
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behavior so firms can delivered services in a more productive and efficient
manner. Fitzsimmons (1985) further consolidated this compassing when
showed that opportunities exist for productivity obtains by shifting some of the
service activities onto the consumers.

While customers’ contributions of effective labor continued to be examined
as an important form of customer participation (e.g. Bendapudi and Leone,
2003; Hsieh et al., 2004), researchers pay an increasingly attention on customer
roles, behaviors, and resources during the service process (Bettencourt et al.,
2002). Researchers defined variety roles of customers in the service context,
such as lawyer, auditor, information exchange, quality assurance (Youngdahl
et al., 2003). Moreover, some academic studies pointed out a wide range of
resources that customers contribute through participation (Bettencourt et al.,

2002; Skjolsvik et al., 2007).

2.2.3 Customer Satisfaction

Johnson and Fornell (1996) stated customer satisfaction as a personal
evaluation of performance of the firms, which has significant positive affect on
customer loyalty intentions throughout a wide range of product and service. As
an overall valuation that created over time, satisfaction commonly mediates the
affect of product and service quality on loyalty, in other words repetition of
product or service usage (Bolton and Lemon, 1999; Fornell et al., 1996; Oliver,
1999). In a service context, overall satisfaction is comparable to overall
evaluations of service quality. Boulding et al. 1993 pointed out that this
satisfaction feeling 1s effect customer behaviors that support firms’
performance, such as positive word of mouth and repurchase.

Satisfaction has been used to interpret loyalty as behavioral intentions, for
example, the possibility of repurchasing and recommending. Moreover,

Verhoef (2003) investigated that subsequent behavior might be used to create

13



a formal relationship between perceptions and behavior. Bolton (1998) found a
positive connection between customer satisfaction and the continuation of the
cellular phone customers. Bolton and Lemon (1999) showed a positive
influence of general satisfaction on customer routine of telecom services. Mittal
and Kamakura (2001) demonstrated a significant relationship of customer
satisfaction on repurchase intention by large-scale study of automotive

customers.

2.2.4 Customer Citizenship Behaviors

Concentration on customer citizenship behavior recently exists in
management and marketing literature with an increasing rate (Aherne,
Bhattacharya and Gruen 2005; Bettencourt 1997; Groth 2005; Lengnick-Hall,
Claycomb and Inks 2000). Having several productive companies studied,
Bowen (1986, p. 371) argues that their customers seldom get involved in the
process of production. In service organizations, moreover, both customers and
employees are regarded as human resources. Customers often take part in
activities different way or under different circumstances from how employees
may do the same; it is therefore possible that customers replace employees in
service-based organizations (Halbesleben and Buckley, 2004). Previous studies
suggest that service based organizations should, in some cases, consider
customers at least as organizational members or even as employees (Kelley,
Donnelly and Skinner 1990). Based on these descriptions, it can be claimed that
service customers may display citizenship behavior the same way as employees
themselves do. Thus, we can apply findings of citizenship behavior studies to
the customers. In management literature customer citizenship behavior is
formally defined as “the voluntary individual behavior which is not explicitly
or directly recognized by means of formal reward system and generally

strengthens the effective efficiency of the organization” (Organ 1988, p. 4).
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Similarly, customer citizenship behavior is defined as “the voluntary behavior
which is not essential to successful production or to introduction of services but
totally useful to the whole service organization” (Groth 2005, p. 11). Several
terms can be used to explain customer citizenship behavior among which the
following are considerable: customer voluntary behavior (Ford 1995)
customer's voluntarily performance (Bailey, Gremler & McCollough 2001;
Bettencourt 1997), organizational citizen in customers' section (Lengnick-Hall
et al 2000), lateral product of production process (Gruen, Summers & Acito
2000), and “‘extra-role” behaviors of customer (Ahearne et al 2005). The
literature regarding the term service suggests various aspects of customer
citizenship behavior. Groth (2005) has identified three aspects of customer
citizenship behavior: 1) Introducing feedbacks to the organization which means
the presentation of applicant's information to the organizations with an aim to
help them improve their service providing process, 2) Supporting other
customers parallel to the philanthropy aspect in organizational citizenship
behavior, and 3) Giving commercial recommendations to friends or relatives
(Groth et. al., 2004). Furthermore, Ford (1995) proposed that customers who
show citizenship behavior may display their commitment to the service
organization and report potential protective issues to the employees. Keh and
Teo (2001) have claimed that the customer's resistance against the failure of a
service is another aspect of customer citizenship behavior. They state the case
as a customer's tendency to accompany the services they encounter while these
services are not executed as expected. Such an attitude results in permanent
customization and does not publish negative word-of-mouth marketing
(advertisements). Marketing literature slightly suggests the main characteristics
of customer citizenship behavior to be: voluntary feedback, voluntary behavior,

and helping the organization.

15



Previous components of citizenship behavior have been investigated in very
few empirical researches. Bettencourt (1997) stated that customer satisfaction
have a positive influence on customer citizenship behavior. Gruen et al. (2000)
have provided a positive relation between effective commitment and customer
citizenship behavior. The relationship between customer identification of the
organization and customer citizenship behavior is proposed by Aherene et al.
(2005). Futhermore, Groth (2005) has figured out customer's socialization to

be in relation with customer satisfaction with customer citizenship behavior.

2.2.5 Big Five Personality

Srivastava (1999) had reinstated that the term of big five personality was
invented by Lewis Goldberg in 1976 and was originally associated with
researches of personality used in native tone. At the same time, the expression
of five factor model has been more frequently related to research of traits using
personality questionnaires. The two research traditions display mainly
consonant models and in contemporary application the terms are usually used
interchangeably. Roccas, Sagiv, Schwartz, and Knafo (2002) stated in their
introduction that this five factor personality model is a dominant approach for
representing the human trait structure today. Similarly, empirical evidences by
Digman (1990), Goldberg (1993), Mc Crae and Costa (1996), and O’Connor
(2002) have all supported that the big five personality dimensions represents
the taxonomy to describe human personality in a very orderly manner.

The big five personality factor suggested that human traits consist of five
separate dimensions that altogether provide a comprehensive allocation for the
study of human behavior. According to this emerging consensus, the big five
personality dimensions consists of extroversion, emotional stability,

agreeableness, conscientiousness, and Intellectual (Mount & Barrick, 1995).
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According to Ivancevich, Konopaske, and Matteson (2008), each of these
five dimensions are described as follows:

Extroversion is a broad dimension which encompasses traits such as being
active, gregarious, sociable, assertive, talkative and energetic. People who are
high in extroversion are usually very jovial, vocal and interactive people. They
naturally seem to have a good deal of social interaction. The research by Judge,
Heller and Mount (2002) indicates that individuals who are extroverted seem
to perform well in consultant, customer service and managerial jobs.
Furthermore, that tend to behave better in training programs and often achieve
have higher levels of job satisfaction.

Emotional stability (sometimes it’s reversed and known as neuroticism) is
the tendency to experience positive emotional states. People who are high in
emotional stability/neuroticism would feel secure, relaxed, calm and confident.
In contrary, people who are low in emotional stability/neuroticism would feel
worried, insecure, depressed, overly anxious and angry. These low emotional
people are more likely to experience stress and emotional break downs as and
when they encounter a new or challenging job.

Agreeableness has the characteristics of being courteous, forgiving, and
caring. Being high in agreeableness would mean that they are the kind of people
who can get along easily with others on any occasion. It is a dimension that can
help make someone an effective team player and can pay off in jobs where
developing and maintaining good interpersonal relationships is of utmost
importance (Neuman & Wright, 1999). Here again, it looks like this dimension
would be crucial for jobs related to sales, customer service, teaching, social
work and many others in which a person has to interact with people in general.

Conscientiousness includes the characteristics of being persevering,
organized, responsible, dependable, thorough and industrious. Individuals with

this dimension are naturally hard working, result oriented, and ambitious. No
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doubt this dimension is highly valued by all organizations. In contrast to this
dimension, are people who are lazy, inefficient and disorganized in anything
that they do? Judge and Ilies’s (2002) research indicates that conscientious
individuals exhibit a higher level of motivation and job satisfaction.

Openness to experience (sometimes called Intellect or Imagination) reflects
the extent to which a person has broad interest and the urge to take risks in
dealings. Some of its traits include broad-mindedness, being imaginative,
intelligent, curious and flexible. People who exhibit this dimension are always
able to work in an environment where change i1s continuous and innovation is
ongoing.

Besides the above mentioned Big Five Personality Dimensions, there are
literally hundreds of other personality dimensions, factors or traits that have
been classified by psychologists and academicians for the last many years.
However, for the purpose of this study, which is very much related to the school
of organizational behavior, the Big Five Personality Dimensions are employed

due to its validity, comprehensiveness and wide acceptance in many researches.
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

This study was conducted by quantitative study. Specifically, empirical
study by using questionnaire survey was conducted. The research design and

methodology adopted were included in this chapter.

3.1 Hypotheses Development

According to the descriptions above, this study proposed seven hypotheses.
Furthermore, in order to be more specific and clear for hypothesis to be tested
in the latter sections, more detailed sub-hypotheses are also described after each

hypothesis as following.

3.3.1 The Effects of Service-dominant Orientation on Customer
Participation

As the nature of the business arena is transforming, the traditional roles of
economic actors are changing and becoming blurred (Prahalad and
Ramaswamy 2004). For example, customers progressively take on employee
roles and perform activities in value creation processes. As such, more
informed, connected, and active customers progressively demand participation
in service provision processes even in traditional manufacturing industries,
while organizations inspire and allow customers to do so (Bendapudi and
Leone 2003). Consequently, the central element of marketing represents joint
processes (of providing benefit) and service flows rather than finished units of
output (Vargo and Lusch 2004). Organizations thus constantly exert to supply
better service outcomes and seek to compete based on service principles,

independent of their industry or pure service business nature (Berry et al. 2006).
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Accordingly, it is here argued that organizations could benefit from
implementing a strategic orientation consistent with the principles of the S-D
logic as it guides organizational strategy making activities and service-like
interactions with the market, both internally and externally. It also provides a
way of responding not only to the challenges but the opportunities of the current
business environment.

In line with S-D logic, organizations increasingly encourage and engage
customers and other value creation partners in co-production activities. In detail,
Lusch et al. (2007) stated that firms empower customers and aim to maximize
the collaboration of value creation partners in the customization of service
outcomes. For example, they might open up their service production processes
during the ideation, innovation, production, and/or distribution phase of the
core of the market offering. However, some customers might not necessarily
want to be highly involved in service processes (see, e.g., Kalaignanam and
Varadarajan 2006) as this participation might increase their perceived costs.
Therefore, competing strategically through service entails offering “service co-
production capitalizations and resources concrete with the customer’s desired
level of involvement” (Lusch et al. 2007, p.8).

According to S-D logic, service is a customer oriented and relational and
customer is always a co-creator of value (Vargo & Lusch, 2004; 2008). It
implies that customers play an important role value co-creation (Ordanini &
Parasuraman, 2011). Service-dominant orientation is a portfolio of co-creation
capabilities which enables company to co-create value with its customers
(Karpen, Bove, & Lukas, 2012). Service-dominant orientation companies
emphasize value co-creation processes through interactions and resources
integrations (Karpen, et al., 2015). These interactions and resources
integrations are continuous and interdependent process for mutual benefit of all

involved actors. The following hypothesis is given:
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Hypothesis 1 (H1): Service-dominant orientation has a positive effect

on customer participation

3.3.2 The Effects of Service-dominant Orientation on Customer
Satisfaction

Kapen (2014) advanced marketing literature by investigating empirically
for the first time the strategic relevance of Service-dominant orientation and,
consequently, S-D logic for business performance. Using dyadic data obt
consequently ained in a retail setting, we show that Service-dominant
orientation is an important driver of not only superior firm-related performance,
such as financial and market performance, but also customer-related
performance, such as perceived value, satisfaction, affective commitment, trust,
repurchase intentions, and positive word-of-mouth. Overall, our results indicate
that firms, especially retail firms, can significantly benefit from implementing
a service-dominant orientation. Organization adopting a service-dominant
orientation focuses on facilitating and enhancing customer experiences, this
focus should translate into higher levels of customer satisfaction and positive
word-of-mouth.

A firm’s Service-dominant orientation emphasizes both participation and
integration aspects. Service-dominant orientation firstly promote the idea of
value co-creation through understanding and empowering customers. This
attention in turn helps customers in order to having more effective resources
and results. Furthermore, a service-dominant orientation emphasized the
quality of the interaction process itself and desires to facilitate delightful
customer relationships, such as, acceptable behavior and pleasurable touch
points. This focus on contribution of customers’ behavior in exchange
processes beyond a practical resource perspective. Earlier literature

emphasized the positive influence of this orientation on their satisfaction and
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repurchase intentions (e.g., Yim, Chan, and Lam 2012). Consequently, the
following hypothesis is given:
Hypothesis 2 (H2): Service-dominant orientation has a positive effect

on customer satisfaction

3.3.3 The Effects of Service-dominant Orientation on Customer
Citizenship Behaviors

For the competitive advantage environment in service industry, it is vital to
enhance the innovative performance of human resources in the organization.
For example, employees contributed to organizational competiveness by
performing creatively behavior. As the consequence, there has been a raised
attention on identifying its antecedent and consequences. In contrast,
complicated jobs and social characteristics can have the negative influence to
employees. Furthermore, high level of autonomy can lead to raised workload,
because employees have to do extra responsibilities and accountability, which
1s expected to reduce possibility of creativity-oriented CCBs.

However, little is investigated about the innovative performance of
customers. According to service-centered dominant logic, customer is the value
co-creator. In the customer value co-creation environment, creative-oriented
CCBs (customer citizenship behaviors) refer to extra-role roles of customers
with regards the development of thinking about products or services, and
planning of action that are potentially and possibly useful to a firm. According
to the intrinsic motivation perspective, customer citizenship behaviors is
influenced by customers’ co-create values and their intrinsic motivation.

Therefore, this study examine bellowing hypothesis:

Hypothesis 3 (H3): Service-dominant orientation has a positive effect

on customer citizenship behaviors
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3.3.4 The Effects of Customer Participation on Customer Satisfaction
Customer participation is the activity or resource provided by customers. It
includes psychological, physical and even emotional offerings during the
process of producing or delivering services (Rodi and Klein, 2000). Through
serving themselves or working with staff, customers actually participate in the
service to create service value (Claycomb, 2001). Their behavior may seriously
involve them in organization management and development (Van, Graham and
Dienesch, 1994). Kelley, Donnelly and Skinner (1992) believe that customer
participation in the process of service delivery can be presented by providing
information and actual working service. Many networks in service trading
require multiple factors of customer participation. For example, when trading
with brokerage firms, customers must expend both mental and physical effort.
The empirical study of Ennew and Binks (1999) shows that participation
between service provider and customers shows three aspects of participation:
information sharing, responsible behavior and personal interaction. A literature
review points out that customer participation could maximize the effectiveness
of service and satisfy the needs of service customization. Consequently, the
more customers participate, the higher their satisfaction will be.
Hypothesis 4 (H4): Customer participation has a positive effect

on customer satisfaction

3.3.5 The Effects of Customer Participation on Customer Citizenship
Behaviors

An intrinsic process motivation explanation suggests that individuals are

motivated to work or engage in behavior for the pleasure of it. Thus, for

example, since customer satisfaction and participation are positively correlated

(Bendapudi & Leone, 2003), arguably, customers may cooperate and take part
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in co-production because they enjoy the processes rather than for other task
performance or outcome reasons. The instrumental motivation view suggests
that instrumental rewards prompt individuals if they think that their behavior
will lead to certain tangible extrinsic outcomes, e.g., pay or promotion (Barbuto,
2001). In solely psychological terms, this explanation does not apply to
customer citizenship behaviors that are voluntary, discretionary, and not
reward-oriented. Yet, it compliments rationales for why instrumental motives
may be sources of social capital, as subsequently discussed. The external self-
concept motivation view indicates that individuals to try to meet others
expectations by acting in ways that elicit social feedback consistent with their
self-concepts (Barbuto & Scholl, 1998). For instance, they may act in ways that
satisfy reference group members to gain first acceptance and then status, e.g.,
customers may behave as customer citizens to get positive feedback from
employees or other customers in their aspired groups. According to the internal
self-concept motivation view, individuals set internal standards for traits,
competencies, and values that form the basis for their notions of self (Barbuto,
2001). Barbuto & Scholl (1998) stated that they are motivated to enroll in
behaviors that increase these internal standards and support reach higher
competencies. The goal internalization motivation view suggests that
individuals, who are driven by internal goals, maintain attitudes and behavior
based on their personal value systems (Barbuto & Scholl, 1998). Those who
are motivated by performance goals are suitable to focus on final outcomes,
whereas, those who pursue learning goals are likely to enjoy the learning
process. Thus, these two types of individuals may engage in customer
citizenship behaviors for different reasons. Therefore, this study test the
following hypothesis:
Hypothesis 5 (H5): Customer participation has a positive effect

on customer citizenship behaviors

24



3.3.6 The Effects of Customer Satisfaction on Customer Citizenship
Behaviors

In organizational behavior literature, employee satisfaction can lead to
organizational citizenship behavior (Zeinabadi, 2010). In consideration of
customers’ role of “partial employees” in organizations, the satisfaction-
citizenship link of employees can be extended to customer behavior research
domain. Furthermore, empirical researches also posit that customer satisfaction
relates positively with customer citizenship behaviors (Bettencourt, 1997; Y. Y1
and T.Gong, 2008).

Customer satisfaction is popular investigated concepts in the service
literature. Oliver (2010) stated satisfaction as fulfillment of a need or impulse
after customers consumed a product or service. Baker & Crompton (2000)
satisfaction enhance customers’ experience about service which provided by
firm. Following social exchange theory (Blau, 1964), customer will focus their
attempts to reciprocate toward the source of the benefits collected. When one
party offers an benefit to another, the exchange process begins. As a
consequence, mutual commitment between the parties are constructed if
recipient reciprocates received a bunch of beneficial exchanges.

Bettencourt, (1997) demonstrated that satisfying customers are more likely
to kindly reciprocate by engaging in citizenship behavior. The relationship
between customer satisfaction and CCB has been investigated empirically
(Groth, 2005; Yi & Gong, 2008). Therefore, this research proposes the
following hypothesis.

Hypothesis 6 (H6): Customer satisfaction has a positive effect

on customer citizenship behaviors
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3.3.7 The Moderating effects of Big Five Personality

The services marketing literature suggests a number of factors affecting
customer satisfaction in general. These factors may be classified into two
groups; (a) factors external to the customer such as attributes of services,
service providers and their competitors and (b) factors internal to the customer
such as values and mood of the customer. Process definitions of satisfaction
permit quick assessments with respect to brief service interactions (for example,
obtaining a credit card or purchasing a mobile services contract) as well as
assessments from service experiences that associate consumption periods of
significant duration (for example, holding credit card). Consequently,
satisfaction can be recognized in terms of extraordinary events or as an
aggregated indentation of a number of events. Oliver (1997) pointed out that
this 1s a critical characteristic of service providers. Oliver (1997) showed that,
the same with consumer’s personal characteristic, values and mood also
influence customer satisfaction to greater proportions. Values play a role as an
antecedent conditions for aspiration and it can regulate consumer expectations,
and later, construct a comparison standard for satisfaction assessments. The
construction of satisfaction is independently contributed by both
disconfirmation of expectations and value fulfilment. Moreover, there was a
clearly relationship between consumer feeling and their satisfaction.

Several successful recent studies demonstrate empirically the relationship
between personality and consumer behavior. For instance, personality factor of
extraversion has significant positive on consumption emotions and neuroticism
forecast negative consumption-based emotions. It is not only confirm literature
findings that emotions play a central role in satisfaction, but also disclose their
dependence on customers’ individual characteristic. These findings put forward
existence of a mediating relationship between personality and customer

behavior (Matzler et al., 2005). The following hypotheses can be raised:
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Hypothesis 7a (H7a): Extraversion positively moderates the effects of service-
dominant orientation on customer participation.
Hypothesis 7b (H7b): Agreeableness positively moderates the effects of
service-dominant orientation on customer participation.
Hypothesis 7¢ (H7c): Conscientiousness positively moderates the effects of
service-dominant orientation on customer participation.
Hypothesis 7d (H7d): Emotional stability positively moderates the effects of
service-dominant orientation on customer participation.
Hypothesis 7e (H7e): Intellectual positively moderates the effects of service-

dominant orientation on customer participation.

3.2 Research Model and Hypotheses

This study examined an integrative model of customer citizenship
behaviors which consists of antecedent, consequences, and moderators of
customer participation. The antecedent of customer participation are service-
dominant orientation while the consequences are customer satisfaction and
customer citizenship behaviors. This study also explored the moderating effects
of big five personality on the relationship between customer participation and
its antecedent. This study empirically tested seven proposed hypotheses

through survey study as shown in Figure 3.1
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Figure 3.1 Theoretical framework

H1 - Service-dominant orientation has a positive effect on customer
participation.

H2 - Service-dominant orientation has a positive effect on customer
satisfaction.

H3 - Service-dominant orientation has a positive effect on customer
citizenship behaviors.

H4 - Customer participation has a positive effect on customer
satisfaction.

H5 - Customer participation has a positive effect on customer citizenship
behaviors.

H6 - Customer satisfaction has a positive effect on customer citizenship

behaviors.
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H7a - Extraversion positively moderates the effects of service-dominant
orientation on customer participation.

H7b - Agreeableness positively moderates the effects of service-
dominant orientation on customer participation.

H7c - Conscientiousness positively moderates the effects of service-
dominant orientation on customer participation.

H7d - Emotional stability positively moderates the effects of service-
dominant orientation on customer participation.

H7e - Intellectual positively moderates the effects of service-dominant

orientation on customer participation.

3.2 Construct Measurement

To test the hypotheses, five research constructs, and respondents
demographic information were operationalized. Those constructs are service-
dominant orientation, customer participation, customer satisfaction, customer
citizenship behaviors, and big five personality. The measurement scales were
developed based on literature review. The questionnaire items were modified

in order to fit the purpose of this study.

3.2.1 Service-Dominant Orientation

Following Karpen, et al. (2015), service-dominant orientation consists of
six factors and each factor has four items. Those factors are relational
interaction, ethical interaction, individuated interaction, empowered interaction,
concerted interaction, and developmental interaction. A preliminary version of
measurement items as designed by Karpen, et al. (2015) was referred. All
measurement items used a seven-point Likert scales from 1=strongly disagree

to 7=strongly agree. The questionnaire items are as follow:
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This bank ...

Relational Interaction

Makes me feel at ease during our dealings.
Tries to establish rapport with me.
Encourages two-way communication with me.
Shows genuine interest in engaging me.

Ethical Interaction

Does not try to take advantage of me.
Does not pressure me in any way.
Does not mislead me in any way.
Does not try to manipulate me.

Individuated Interaction

Makes an effort to understand my needs.

Is sensitive to my situation.

Makes an effort to find out what kind of offering is most helpful to me.
Seeks to identify my expectations.

Empowered Interaction

Invites me to provide ideas or suggestions.

Encourages me to shape the service me receive.
Provides me with control over me’ experiences.
Let me interact with them in me preferred way.

Concerted Interaction

Works together seamlessly in service to me.

Acts as one unit when dealing with me.

Provides messages to me that are consistent with other customers.
Ensures they have smooth procedures for interacting with me.

Developmental Interaction

Shares useful information with me.
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2. Helps me become more knowledgeable.

3. Provides me with the advice I need to use our offerings successfully.
4. Offers expertise that I can learn from.

3.2.2 Customer Participation

Meuter and Bitner (1998) stated that the term of customer participation is
defined as various forms, from firm production to joint production to customer
production.

The purpose of this study is to understand the value creation process when
customers participate and interact with employees in services. This study
followed previous definitions of customer participation in the context of
professional financial services, which defined customer participation as a co-
creation behavior (Bolton and Saxena-Iyer 2009).

The huge potential of customer participation has attracted research
attention from multiple disciplines. Previous research at the firm level pay
attention on supporting the benefits of engaging customers as co-producers
(Morris 1986). On the other hand, literature at the customer level try to
investigate inspiration of customers in tendency to participate and means to
facilitate customer participation (Bagozzi, & Dholakia, 2006). Research has
developed from these major conceptual investigations into empirical studies
that investigate the influence of customer participation on service outcomes,
such as satisfaction and loyalty (e.g., Auh et al. 2007; Bendapudi and Leone
2003). The range of latest research even gains novel product development
(Fang 2008; Fang, Palmatier, and Evans 2008) and service failure and recovery
(Dong, Evans, and Zou 2008).

Term participation in this research is consistency with the service literature
that consults to the customer’s active behavior in the production or delivery of
a service. To avoid confusion with this usage of the word, participation is only

used in this research to refer to the dimension of customer voluntary
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performance. All measurement items used a seven-point Likert scales from

1=strongly disagree to 7=strongly agree. The questionnaire items are as follow:

1. 1let this bank know of ways that they can better serve my needs.

2. I make constructive suggestions to this bank on how to improve its service.

3. If I have a useful idea on how to improve service, I give it to someone at
this bank.

4. When I experience a problem at this bank, I let someone know so they can
improve their service.

5. If I notice a problem, I inform an employee of this bank even if it does not
affect me.

6. If an employee at this bank gives me good service, I let them know it.

7. If a price is incorrect to my advantage, I still advise someone at this bank.

3.2.3 Customer Satisfaction

Customer satisfaction. Given that many customer satisfaction measures are
specific to a particular service context and/or include items tailored to specific
characteristics of the service delivery (see Wirtz & Lee, 2003), a three-item
customer satisfaction scale was developed for this study. Items were derived
from existing customer satisfaction scales in that items that refer to the global
nature of customer satisfaction were adopted for the context of this study. All
items were assessed on 7-point scales (Item 1: 1 =not at all satisfied to 7 = very
satisfied, Item 2: 1 = not at all satisfying to 7 = very satisfying, Item 3: 1 =
strongly disagree to 7 = strongly agree).

1. Overall, I satisfied with the service provided by this bank.
2. The customer service provided by this bank is satisfactory.

3. This bank did an excellent job in providing customer satisfaction.
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3.2.4 Customer Citizenship Behavior (CCBs)

Customer citizenship behavior is defined in this research as voluntary and
discretionary behaviors, which are not required for the successful production
and/or delivery of the service but that, in the aggregate, help the service
organization overall.

All items of the final version of the CCB scale are shown below. The final
measure consisted of 12 items, 4 items for each of the three dimensions of CCB:
making recommendations, providing feedback to the organization, and helping
other customers. All items were assessed on a 7-point scale, ranging from 1
(not at all likely) to 7 (extremely likely). The questionnaire items are as follow:
% Customer citizenship behavior: recommendations
1. Irefer fellow students or coworkers to this bank.

2. Irecommend this bank to my family.
3. Irecommend this bank to my peers.
4

I recommend this bank to people interested in banking products/services.

s Customer citizenship behavior: helping customers.

1. T assist other customers in finding products.

2. I help others with their services. Teach someone how to use the service
correctly.

3. T explain to other customers how to use the service correctly.

% Customer citizenship behavior: providing feedback

1. Ifill out a customer satisfaction survey.

2. Iprovide helpful feedback to customer service.

3. Iprovide information when surveyed by this bank.

4. 1 inform this bank about the great service received by an individual

employee.
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3.2.5 Big Five Personality

The big five personality factor model was confirmed by Goldberg in 1990.
In this literature, which later beseem as the basis of the big five factor, shows
that human traits can be illustrated in context of five personality dimensions
which includes extraversion, agreeableness, conscientiousness, emotional
stability, and intellectual (openness to experience). The factors have been
investigated and validated in a lot of researches in relation to various behavioral,
attitudinal as well as performance measurement (Furnham, Dissou, Sloan, &
Chamorro-Premuzic, 2007; Lounsbury, Steel, Loveland, & Gibson, 2004;
Judge & Ilies, 2002; Judge, Thoresen, Bono, & Patton, 2001).

With the development of many instruments to measure the five-factor
model, the revised NEO Personality Inventory (NEO-PI-R; Costa & McRae,
1992) is the most widely used and researched. All items were assessed on a 7-
point scale, ranging from 1 (not at all likely) to 7 (extremely likely). The
questionnaire items are as follow:

% Extraversion

1. Imake the parties alive

I feel comfortable around people

I start conversations

I talk to a lot of different people at social functions
I do not talk a lot (Reverse)

I keep in the background (Reverse)

A A o

I have little to say (Reverse)

)
0‘0

Agreeableness
1. I sympathize with others’ feelings
I have a soft heart

I take time out for others

S

I feel others’ emotions
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I make people feel at ease

I am not really interested in others (Reverse)
I am not interested in other people’s problems (Reverse)
I feel little concern for others (Reverse)
Conscientiousness

I am always prepared

I pay attention to details

I get chores done right away

I like order

I follow a schedule

I am exacting in my work

I leave my belongings around (Reverse)

I make a mess of things (Reverse)

I often forget to put things back in their proper place (Reverse)

. I avoid my duties (Reverse)

Emotional stability
I get stressed out easily (Reverse)
I worry about things (Reverse)
I am easily disturbed (Reverse)
I get upset easily (Reverse)
I change my mood a lot (Reverse)
I have frequent mood swings (Reverse)
I get irritated easily (Reverse)
I often feel blue (depress) (Reverse)
Intellectual
I have a rich vocabulary
I have a very clear imagination

I have excellent ideas
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I am quick to understand things

I use difficult words

4
5
6. I spend time reflecting on things
7. lam full of ideas

8. T have difficulty understanding abstract ideas (Reverse)
9. Iam not interested in abstract ideas (Reverse)

10. I do not have a good imagination (Reverse)

3.2.6 Demographic Information

The questionnaire items which are related with the respondents were
presented on the last section of the entire questionnaire. These questions are
shown below:
% Respondents Information

Gender (Male / Female)

Age (Less than 25 / From 26 to 40 / From 41 to 60 / More than 60 year old)

1

2

3. Education (High school or lower / Undergraduate / Graduate)

4. Employment Status (Employed for wages / Self-employed / Unemployed /
Retired / Student / Other)

5. Income (Under 5 / From 5 to 10 / From 10 to 20 / Over 20 million
VND/month)

3.3 Sampling and Data Collection Procedure

About 800 online questionnaire surveys have been distributed to customers
of several commercial banks in Vietnam. This sample was deemed appropriate
to the goals of this research since the unit analysis of this study was individual
level. Direct customers have better understanding about bank’s service
practices. Banking industry was chosen as research settings because S-D logic

suggests banking industry has a distinct advantage in being the customer’s
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closest link to the marketplace and it is best characterized as a service-
integration function (Lusch, Vargo, & O’brien, 2007).

Originally the questionnaire was developed in English, but for use in this
study it was translated into Vietnamese, and then translated back to English.
The survey material included a cover letter from researcher. Two academicians
were consulted to check the face validity of the scales (Konuk et al., 2015).
Before the main study, a pretest was conducted with 50 respondents. Based on
the results of this, some questionnaire items were slightly reworded to increase

their clarity.

3.4 Data Analytical Techniques
3.4.1 Descriptive Statistic Analysis

To better understand the characteristics of research structures and
demographic information, descriptive statistics analysis were used to illustrate
the means and standard deviation for all research variables as well as frequency

for demographic information.

3.4.2 Common Method Bias

To assess the possibility of common method variance which is biased by
collecting two measures from the same source using the same method at the
same time, the following validity checks were conducted. First, a Harmon one-
factor test was adopted that loads all the factors into a principal component
factor analysis (Podsakoff, et al., 2003). Second, discriminated validity was
performed by comparing the square root of the AVE (average variance
extracted) with the Pearson correlations among the constructs. All AVE
estimates should be greater than the corresponding inter construct square

correlation estimates (Fornell & Larcker, 1981; Hair, et al., 2010).
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3.4.3 Evaluation of Measurement Model

The Partial Least Squares (PLS) path modeling algorithm was adopted in
this study for both the measurement model and the structural model. According
to Karin (2009), PLS is less restrictive in regard to its normal distribution
assumption, sample size restriction, and multicollinearity situation (Anderson
& Swaminathan, 2011) than other options. According to Hair et al. (2011), PLS
1s particularly more appropriate in the following conditions:
1. When the goal of the study is predicting key driven components or

constructs;

2. When the structural model is very complex (including many constructs

and many indicators);

3. When the sample size is relatively low;
4, When the collected data are to some extent non-normal;
5. When the latent variable score was used in the subsequent analysis.

Both the measurement model and structural model can be simultaneously
examined by PLS (Hair et al. 2011). The measurement model was evaluated to
ensure the reliability and validity of measurement scales. To assess the
reliability of the scales, Cronbach’s o and composite reliability (CR) were
calculated (Fornell & Lacrkel, 1981). Critical value of Cronbach’s a is 0.7 and
critical value of CR is 0.8 (Hair, et al. 2011). CR value is to confirm that the
variance shared by the respective indicators is robust (Nunnally & Bernstein,
1994). Convergent validity was assessed by factor loading and average
variance extracted (AVE). Critical value of factor loading is 0.6 and critical
value of AVE is 0.5 (Hair, et al. 2011). AVE value was used to assure that the
latent variables can explain more than half of the variance of the indicators on
average (Henseler et al., 2009). Furthermore, discriminant validity was
assessed by the construct inter-correlations, AVE square root values, and a

comparison between these values. The AVE square root values should be
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higher than the constructs’ inter-correlations in the research model. Using the
above criteria, the reliability and validity of the measurement model were
verified.

In addition, another important global criterion is the goodness-of-fit (i.e.,
the GoF index), which is the geometric mean of the average communality and
the models’ average R? value. According to Vinzi et al. (2010), the goodness
of fit index (GoF) greater than 0.36 is considered to be large; 0.25 is described

as medium, while 0.10 is described as small.

3.4.4 Hypotheses Testing Techniques

Hair, et al. (2012) further argued that the primary criterion for the PLS
model assessment is the coefficients of determination (R?), which represented
the amount of explained variance of each endogenous latent variable. When the
measurement model and structural model are justified to be reliable, then the
coefficients of the path parameters () was used to test the hypotheses as
developed in this study. Those () values which have p < 0.05 were considered
as significant values. The PLS procedure was implemented using SmartPLS2

software package.
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CHAPTER FOUR
DATA ANALYSES AND RESULTS

This chapter presents data analyses and results such as demographic
characteristics, the mean values of construct measurements, evaluation of

measurement model, common method bias, and evaluation of structural model.

4.1 Demographic Characteristics

Questionnaires were collected from 800 Vietnamese who are customers of
several commercial bank in Vietnam. From 800 online questionnaires, 291
were responded, resulting for 36.38% response rate. However, due to some
missing data, only 266 data were used for further analyses. Table 4.1 presents
the demographic characteristics of respondents’ information. Approximately
45% of the 120 respondents were male. For age, 42% were between the ages of
26 and 40, 37% were less than 25 years old, 18% were between the ages of 41
and 60, and 3% were between the ages over 60. With regard to their educational
background, 80% of the respondents had obtained at least a bachelor’s degree.
In terms of employment status distribution, 50% of the respondents have
worked for wages, 20% have worked as self-employed, 16% are student, 4%
are retired, and 8% are unemployment. About 40% of the respondents have
monthly income from 5 to 10 million VND, followed by income level of under
5 million VND with 26%.

These research variables included 24 items for service-dominant
orientation, 7 items for customer participation, 3 items for customer satisfaction,

11 items for customer citizenship behavior, 43 items for big five personality.
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Table 4.1 Sample Distribution

Demographic Variables Frequency (N=266) Percentage
Male 120 45
Gender Female 146 55
Other 0 0
Less than 25 year old 97 37
Age From 26 to 40 year old 112 42
From 41 to 60 year old 49 18
More than 60 year old 8 3
High school or lower 54 20
Education Graduate 142 54
Undergraduate 70 26
Employed for wages 132 50
Self-employed 52 20
Employment Unemployed 23 8
Status Retired 11 4
Student 43 16
Other 5 2
Under 5 million VND/month 69 26
Income From 5 to 10 mi}li.on VND/month 99 37
From 10 to 20 million VND/month 44 17
Over 20 million VND/month 54 20

4.2 Mean Values of Constructs Measurement
Table 4.2 provided descriptive statistics for each of constructs measurement,

including mean values and standard deviations of research construct.

Table 4.2 Descriptive Analysis for Questionnaire Items

Research Items Mean Sile)
Dev.
Research Constructs: Service-Dominant Orientation
Relational Interaction
[RI1] This bank makes me feel at ease during our dealings. 4.707 1.252
[RI2] This bank tries to establish rapport with me. 4.805 1.282
[RI3] This bank encourages two-way communication with me. 4.778 1.247
[RI4] This bank shows genuine interest in engaging me. 4.838 1.283
Ethical Interaction
[EI1] This bank does not try to take advantage of me. 5.169 1.524
[EI2] This bank does not pressure me in any way. 5.252 1.500
[EI3] This bank does not mislead me in any way. 5.109 1.502
[EI4] This bank does not try to manipulate me. 5.147 1.529

Individuated Interaction
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Std.

Research Items Mean Dev
[II1] This bank makes an effort to understand my needs. 4.756 1.296
[112] This bank is sensitive to my situation. 4.714 1.286
[1I3] This bank makes an effort to find out what kind of offering is most 4.872 1.387
helpful to me.
[114] This bank seeks to identify my expectations. 4.774 1.449
Empowered Interaction
[EMI1] This bank invites me to provide ideas or suggestions 4.929 1.194
[EMI2] This bank encourages me to shape the service me receive. 4932 1.137
[EMI3] This bank provides me with control over me’ experiences. 5.120 1.201
[EMI4] This bank let me interact with them in me preferred way. 5.004 1.218
Concerted Interaction
[CI1] This bank works together seamlessly in service to me. 4.955 1.264
[CI2] This bank acts as one unit when dealing with me. 5.038 1.234
[CI3] This bank provides messages to me that are consistent with other 5.094 1.275
customers.
[CI4] This bank ensures they have smooth procedures for interacting with 5.015 1.219
me.
Developmental Interaction
[DI1] This bank shares useful information with me. 4.929 1.228
[DI2] This bank helps me become more knowledgeable. 4.801 1.260
[DI3] This bank provides me with the advice I need to use our offerings 4.929 1.282
successfully.
[DI4] This bank offers expertise that I can learn from. 4.827 1.354

Research Constructs: Customer Participation
[CP1] I let this bank know of ways that they can better serve my needs.
[CP2] I make constructive suggestions to this bank on how to improve its 5.124 1.367
service.
[CP3] If I have a useful idea on how to improve service, I give it to someone 5.083 1.409
at this bank.
[CP4] When I experience a problem at this bank, I let someone know so they 5.117 1.432
can improve their service.
[CPS5] If I notice a problem, I inform an employee of this bank even if it does 5.278 1.291
not affect me.
[CP6] If an employee at this bank gives me good service, I let them know it. 5.222 1.294
[CP7] If a price is incorrect to my advantage, I still advise someone at this ~ 5.308 1.333
bank.
Research Constructs: Customer Satisfaction
[CS1] Overall, I satisfied with the service provided by this bank. 5.154 1.290
[CS2] The customer service provided by this bank is satisfactory. 5.162 1.297
[CS3] This bank did an excellent job in providing customer satisfaction. 4.966 1.436
Research Constructs: Customer citizenship behavior (CCBs)

Recommendations
[CR1] I refer fellow students or coworkers to this bank. 4.876 1.239
[CR2] I recommend this bank to my family. 4951 1.253
[CR3] I recommend this bank to my peers. 4921 1.267
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Std.

Research Items Mean Dev
[CR4] I recommend this bank to people interested in banking 5.060 1.293
products/services.
Helping Customers
[CH1] I assist other customers in finding products. 4.680 1.181
[CH2] I help others with their services. Teach someone how to use the 4.763 1.229
service correctly.
[CH3] I explain to other customers how to use the service correctly. 4.842 1.200
Providing Feedback
[CP1] I fill out a customer satisfaction survey. 5.154 1.107
[CP2] I provide helpful feedback to customer service. 5.203 1.128
[CP3] I provide information when surveyed by this bank. 5.444 1.088
[CP4] I inform this bank about the great service received by an individual 5.252 1.106
employee.

Research Constructs: Big Five Personality

Extraversion
[EX1] I make the parties alive 3.57 1.617
[EX2] I feel comfortable around people 347 1.633
[EX3] I start conversations 347 1.621
[EX4] I talk to a lot of different people at social functions 353 1.712
[EX5] I do not talk a lot (Reverse) 3.63 1.714
[EX6] I keep in the background (Reverse) 3.70  1.729
[EX7] I have little to say (Reverse) 3.62 1.749
Agreeableness
[AGI] I sympathize with others’ feelings 299 1.265
[AG2] I have a soft heart 291  1.241
[AG3] I take time out for others 3.02 1.265
[AG4] I feel others’ emotions 293 1.234
[AGS5] I make people feel at ease 4.07 1.744
[AG6] [ am not really interested in others (Reverse) 3.06 1.394
[AG7] I am not interested in other people’s problems (Reverse) 324 1.371
[AGS8] I feel little concern for others (Reverse) 3.17 1.292
Conscientiousness
[CO1] I am always prepared 3.56 1.379
[CO2] I pay attention to details 344 1.379
[CO3] I get chores done right away 3.60 1.430
[CO4] I like order 347 1428
[CO5] I follow a schedule 347 1.407
[CO6] I am exacting in my work 3.62 1.330
[CO7] I leave my belongings around (Reverse) 3.62 1.367
[CO8] I make a mess of things (Reverse) 3.37 1.351
[CO9] I often forget to put things back in their proper place (Reverse) 348 1.369
[CO10] I avoid my duties (Reverse) 3.11  1.526
Emotional Stability 434 1.585
[ES1] I get stressed out easily (Reverse) 418 1.626
[ES2] I worry about things (Reverse) 4.15 1.529
[ES3] I am easily disturbed (Reverse) 4.05 1.584
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Std.

Research Items Mean Dev
[ES4] I get upset easily (Reverse) 417 1.635
[ES5] I change my mood a lot (Reverse) 4.13 1.544
[ES6] I have frequent mood swings (Reverse) 4.17 1.573
[ES7] I get irritated easily (Reverse) 432 1.556
[ESS8] I often feel blue (depress) (Reverse) 434 1.585
Intellectual
[IN1] I have a rich vocabulary 3.65 1.472
[IN2] I have a very clear imagination 348 1.485
[IN3] I have excellent ideas 3.53  1.417
[IN4] I am quick to understand things 3.38 1.388
[INS5] I use difficult words 3.68 1.492
[IN6] I spend time reflecting on things 3.36  1.501
[IN7] I am full of ideas 3.51 1.520
[IN8] I have difficulty understanding abstract ideas (Reverse) 3.56 1.578
[IN9] I am not interested in abstract ideas (Reverse) 344 1.544
[IN10] I do not have a good imagination (Reverse) 343  1.565

Following the conceptualization of previous studies for research constructs
in the proposed model, the research constructs of this study consist of first-
order constructs and one second-order construct. First-order constructs are
customer participation, customer satisfaction, customer citizenship behaviors,
and big five personality. The only second-order construct in this paper is
service-dominant orientation which is also the formative second-order
construct. The results of the means and standard deviations as shown in Table
4-2 indicate that all respondents tend to report higher levels for most items of
the research constructs with mean scores over 4; expect extraversion,
agreeableness, conscientiousness and intellectual. The lowest mean value i1s
Agreeableness (AG2) and the highest mean value is Providing Feedback (CP3)
with the value of 2.91 and 5.44 respectively. Furthermore, the highest standard
deviation value is Extraversion (EX7) with the values of 1.75 while the lowest

standard deviation value is Providing Feedback (CP3) with the value of 1.09.
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4.3 Evaluation of Measurement Model
4.3.1 Evaluation of Measurement Model — First Order Constructs

The collected data were analyzed by Partial Least Squares (PLS) using
SmartPLS software. PLS is appropriate for causal-predictive analysis when the
research model is more complicated (Chin, 1998). Both the measurement
model and structural model can be simultaneously examined by PLS (Hair,
Ringle, & Sarstedt, 2011). The measurement model was evaluated to ensure the
reliability and validity of measurement scales. Table 4.3 shows the results of
measurement model.

To assess the reliability of the constructs, Cronbach’s o and composite
reliability (CR) were calculated (Fornell & Lacrkel, 1981). All constructs have
Cronbach’s a value higher than its critical value of 0.7 (Hair, William, Babin,
& Anderson, 2010). The lowest Cronbach’s a value is Customer Satisfaction
(CS) construct with the value of 0.845. All constructs have CR value higher
than its critical value of 0.8 (Hair, William, Babin, & Anderson, 2010). The
highest CR value is Emotional Stability (ES) construct with the value of 0.948
and the lowest CR value is Agreeableness (AGR) construct with the value of

0.897.

Table 4.3 Results of Measurement Scales

Constructs  Research Items  Loadings AVE CR Cronbach’s a
c Relational Interaction
% [RI1] 0.870
3 [RI2] 0.877
g, [RI3] 0.876 0.763 0.928 0.897
@) [RI4] 0.872
= Ethical Interaction
E [ETI1] 0.905
5 [ETI2] 0.903
% (ETI3] 0.895 0.806 0.943 0.920
2 [ETI4] 0.888
5 Individuated Interaction
@ [111] 0.880 0.803 0.942 0.918
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Constructs  Research Items  Loadings AVE CR Cronbach’s a

[112] 0.903
[113] 0.904
[114] 0.896
Empowered Interaction
[EMI1] 0.843
[EMI2] 0.852
[EMI3] 0,868 0.735 0.917 0.879
[EMI4] 0.874
Concerted Interaction
[CI1] 0.885
[CI2] 0.867
[C13] 0877 0.758 0.926 0.894
[CI4] 0.853
Developmental Interaction
[DI1] 0.878
[DI2] 0.885
(D3] ey 0.776 0.933 0.904
[DI4] 0.881
.§ Customer Participation
2 [CPAI] 0.810
= [CPA2] 0.800
S [CPA3] 0.799
= [CPA4] 0.754 0.599 0.912 0.887
£ [CPAS] 0.816
§ [CPAG6] 0.771
@) [CPAT7] 0.656
=5 Customer Satisfaction
E Rt
S8 [CS1] 0.872
3 % [CS2] 0.867 0.763 0.906 0.845
w [CS3] 0.882

Customer Citizenship Behavior (CCBs)

g Recommendations
S [RCM1] 0.772
ot [RCM2] 0.769
E [RCM3] 0.771
S [RCM4] 0.733
‘2 Helping Customers
% {Eggg 8:;;2 0.527 0.915 0.899
18 [HCU3] 0.701
= Providing Feedback
£ [PFE1] 0.610
2 [PFE2] 0.631
@) [PFE3] 0.614
[PFE4] 0.639
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Constructs  Research Items  Loadings AVE CR Cronbach’s a

Extraversion

[EXT1] 0.8535
[EXT2] 0.8409
[EXT3] 0.8596
[EXT4] 0.8583 0.697 0.941 0.928
[EXTS5] 0.8209
[EXT6] 0.8109
[EXT7] 0.797
Agreeableness
[AGR1] 0.7704
[AGR2] 0.7432
[AGR3] 0.7837
[AGR4] 0.7493
[AGRS] DEL 0.555 0.897 0.867
[AGR6] 0.7237
[AGR7] 0.7056
[AGRS] 0.7346
Conscientiousness
[CONT] 0.815
[CON2] 0.7304
- [CON3] 0.7937
= [CON4] 0.7796
c [CON5] 0.8262
% [CONG6] 08155 0.574 0.914 0.895
a [CON7] DEL
> [CONS] 0.6428
pl [CONO] 0.6297
[ [CON10] DEL
Emotional Stability
[ES1] 0.776
[ES2] 0.8364
[ES3] 0.8606
[ES4] 0.8306
[ES5] 0.8232 0.697 0.9484 0.940
[ES6] 0.8652
[ES7] 0.8604
[ES8] 0.8231
Intellectual
[INT1] 0.812
[INT2] 0.7961
[INT3] 0.8528
[INT4] 0.7576
[INT5] 0.823
[INT6] 07433 0.613 0.926 0.910
[INT7] 0.8412
[INT8] DEL
[INT9] 0.6068
[INT10] DEL
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Five items were deleted for further analysis because the value was lower
than 0.6. They were AGS5 from Agreeableness construct, CO7 and CO10 from
Conscientiousness construct, IN8 and IN10 from Intellectual construct. All
AVE values were higher than the critical value of 0.5. The highest AVE value
1s Developmental Interaction (DI) construct with the value of 0.776 and the
lowest AVE value is Customer Citizenship Behavior (CCB) construct with

the value of 0.527.

4.3.2 Evaluation of Measurement Model — Second Order Constructs

To approximate second-order factors is by the repeated indicator approach
where the second-order factor is directly measured by using items of all its
lower order factors (Lohmoller, 1989). In this study, service-dominant
orientation is modeled as second-order formative constructs which reverse the
direction of the relationships between the higher and the lower order constructs

(Tenenhaus, et al., 2005).

Table 4.4 Measurement Evaluation of Service-Dominant Orientation

Second Order Construct

First Order Construct Service-Dominant Orientation
Path Coefficient t-value VIF

Relational Interaction 0.191*** 21.210 1.893
Ethical Interaction 0.2171%** 21.665 1.513
Individuated Interaction 0.200%*** 25.221 1.554
Empowered Interaction 0.154%* 9.367 1.870
Concerted Interaction 0.197*** 28.131 2.152
Developmental Interaction (0.2] 3% 26.117 1.374

Notes: *** p <0.001

All first-order service-dominant orientation components have significant
path coefficients in forming service-dominant orientation. As shown in Table
4.4 concerted interaction (B=0.197, p <0.001) is the most important followed

by relational interaction (= 0.191, p < 0.001), empowered interaction (p=
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0.154, p < 0.001), individuated interaction (B= 0.200, p < 0.001), ethical
interaction (f=0.211, p <0.001), and developmental interaction (f=0.213,p <
0.001).

In order to assess multicollinearity, the variance inflation factors (VIF)
were computed for these first-order service-dominant orientation dimensions.
VIF values above ten would suggest the present of uncontrolled
multicollinearity and construct doubts about the validity of the formative
measurement (Diamantopoulos and Winklhofer, 2001). As show in Table 4-4,
VIF values for the first-order service-dominant orientation dimensions varied
from 1.374 to 2.152. Therefore, all constructs in the proposed model are

satisfied.

4.4 Common Method Bias

In order to assess the issues of common method bias, firstly, a Harmon one-
factor test was adopted and loaded all variables into a principal component
factor analysis (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). The
explained variance of one-factor test is 29.37% in the un-rotated solution which
is less than 50%. Second, discriminated validity can also be used to identify
common method bias. As what explained above, discriminant validity also
showed satisfactory results. All the AVE square root values are higher than the
constructs’ inter-correlations in the research model. These results suggested

that the issues of common method bias are still under the accepted level.

4.5 Evaluation of Structural Model

45.1 Interrelationship between Customer Participation and Its
Antecedent and Consequences

Table 4.5 and Figure 4-1 shows the results of interrelationship between
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Customer Participation and its antecedent and consequences. The results show
that service-dominant orientation has a positive influence on customer
participation (f = 0.572; p < 0.001), and customer citizenship behaviors ( =
0.713; p <0.001). Furthermore, customer participation has a positive influence
on customer satisfaction (B = 0.239; p < 0.001) and customer citizenship
behaviors (B = 0.132; p < 0.001). In addition, customer satisfaction has a

positive influence on customer citizenship behaviors (f = 0.283; p < 0.001).

Table 4.5 Path Coefficients of Customer Participation and Its Antecedent and

Consequences
Standardize
Hyp. Path Estimate t-value
Hi S-D Orientation = Customer Participation 0.572%** 7.053
H> S-D Orientation = Customer Satisfaction 0.713%%** 12.085
Hs; S-D Orientation = Customer Citizenship Behaviors (0.239%%#:* 2.892
Hs Customer Participation = Customer Satisfaction 0.132%%#:* 1.995
Hs Customer Participation = Customer Citizenship Behaviors — 0.420%** 8.121
He¢ Customer Satisfaction - Customer Citizenship Behaviors ~ 0.283%** 4.526
Construct R?
Customer Participation 0.327
Customer Satisfaction 0.634
Customer Citizenship Behaviors 0.663
Goodness-of-Fit
0.520

Notes: *** p < 0.001
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Figure 4.1 The interrelationships between customer participation

The R? values of customer participation, customer satisfaction and
customer citizenship behaviors are 0.327, 0.634 and 0.663 respectively, which
are higher than its critical value of 0.1 (Falk & Miller, 1992), and the goodness-
of-fit of the model is 0.520, which is considered as a large effect size for R?
(Vinzi, et al. 2010). According to Vinzi et al. (2010), the goodness of fit index
(GoF) greater than 0.36 is considered to be large; 0.25 is described as medium,
while 0.10 1s described as small. Therefore, H1, H2, H3, H4, H5 and H6 are
supported.

452 The Effects of Service-Dominant Orientation on Customer
Participation
Since the service-dominant orientation construct in the proposed model are

quite newly developed, this study also attempts to test the validity of this
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construct. Table 4.6 shows the effects of six service-dominant orientation
dimensions on customer participation.

Table 4.6 Path Coefficients of the Effects of Service-Dominant Orientation on
Customer Participation

Standardize

Hyp. Path Estimate t-value
Hia Relational Interaction - Customer Participation 0.112%** 6.808
Hib Ethical Interaction = Customer Participation ~ 0.121%*** 6.855
Hic Individuated Interaction = Customer Participation 0.117%%* 6.974
Hiq Empowered Interaction - Customer Participation ~ 0.088*** 5.994
Hie Concerted Interaction > Customer Participation 0.110%** 6.591
Hir Developmental Interaction = Customer Participation ~ 0.119%** 6.738

Construct R?
Customer Participation 0.327
Goodness-of-Fit
0.404

Notes: “p < 0.05; ** p < 0.01; *** p < 0.001

The results show that all of six service-dominant orientation dimensions
have significant positive effects on customer participation. In detail, relational
interaction has a positive influence on customer participation ( = 0.109; p <
0.001), ethical interaction has a positive influence on customer participation ([3
= 0.148; p < 0.001), individuated interaction has a positive influence on
customer participation (f = 0.115; p < 0.001), empowered interaction has a
positive influence on customer participation (3 = 0.088; p < 0.001), concerted
interaction has a positive influence on customer participation (f = 0.113; p <
0.001) and developmental interaction has a positive influence on customer
participation (f = 0.122; p <0.001).

The R? values of customer participation is 0.327 which are higher than its
critical value of 0.1 (Falk & Miller 1992), and the goodness-of-fit of the model
is 0.404, which is considered as a large effect size for R* (Vinzi, et al. 2010).
According to Vinzi et al. (2010), the goodness of fit index (GoF) greater than

0.36 is considered to be large; 0.25 is described as medium, while 0.10 i1s
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described as small. Therefore, Hla, Hlb, Hlc, H1d, Hle, H1f are supported.

453 The Effects of Service-Dominant Orientation on Customer
Satisfaction and Customer Citizenship Behavior

Table 4.7 shows the effects of six service-dominant orientation dimensions

on customer participation and customer citizenship behavior dimensions. First,

the results show that all of six dimensions of service-dominant orientation have

a positive influence on customer participation (f = 0.123 to 0.167; p < 0.001).

Table 4.7 Path Coefficients of the Effects of Service-Dominant Orientation on

Customer Satisfaction and Customer Citizenship Behavior

Standardize

Hyp. Path Estimate t-value
Haza Relational Interaction = Customer Satisfaction 0.151***  18.5176
Hop Ethical Interaction = Customer Satisfaction 0.163*** 20.059
Hac Individuated Interaction = Customer Satisfaction 0.160%*** 21.151
Hoq Empowered Interaction - Customer Satisfaction 0.123*** 9.610
Hze Concerted Interaction = Customer Satisfaction 0.157%** 18.419
Hor Developmental Interaction = Customer Satisfaction 0.167*** 20.927
H3a Relational Interaction = Customer Citizenship Behavior 0.138%** 13.168
Hzp Ethical Interaction = Customer Citizenship Behavior —0.148%*** 15.271
Hsc Individuated Interaction = Customer Citizenship Behavior 0.146*** 14.218
Hsa Empowered Interaction - Customer Citizenship Behavior 0.112%** 8.301
Hse Concerted Interaction = Customer Citizenship Behavior —0.143*** 13.426
Hsr  Developmental Interaction = Customer Citizenship Behavior 0.153*** 14.943
He Customer Satisfaction = Customer Citizenship Behavior 0.390*** 4.793

Construct R?
Customer Satisfaction 0.622
Customer Citizenship Behavior ~ 0.577
Goodness-of-Fit
0.547

Notes: * p <0.05; ** p <0.01; *** p <0.001

Second, customer citizenship behavior is positively affected by all of six
service-dominant orientation dimensions. In other words, relational interaction

(B=0.138; p<13.168), ethical interaction (f =0.148; p < 15.271), individuated
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interaction (3 = 0.146; p < 14.218), empowered interaction (f = 0.112; p <
8.301), concerted interaction (B = 0.143; p < 13.426), developmental
interaction (3 = 0.153; p < 14.943) all have significant influence on customer
citizenship behavior. Again, customer satisfaction shows a positive effect on
customer citizenship behavior with the significant level of confident of f is
0.390.

The R? values of customer participation and customer citizenship behavior
dimensions respectively are 0.622 and 0.577 which are higher than its critical
value of 0.1 (Falk & Miller 1992), and the goodness-of-fit of the model is 0.547,
which is considered as a large effect size for R? (Vinzi, et al. 2010). According
to Vinzi et al. (2010), the goodness of fit index (GoF) greater than 0.36 is
considered to be large; 0.25 is described as medium, while 0.10 is described as

small. Therefore, H2a to H2f, H3a to H3f and H6 are supported.

4.5.4 The Moderating Effects of Extraversion
Table 4.8 Path Coefficients of the Moderating Effects of Extraversion

Hyp. Path M1 M2 M3
Hi SDO - CPA 0.572%* 0.551%** 0.52] %%
EX > CPA -0.118*** -0.113%**
H7a SDO*EX - CPA 0.139%**
Construct R?
Customer Participation 0.327 0.340 0.358

Notes: *** p <0.001

Results of the moderating effects of extraversion (EX) is showed in table
4.8. As the results show in model 3 (M3) that extraversion positively moderates
the effect of service-dominant orientation (SDO) on customer participation
(CPA) (B = 0.139; p < 0.001). According to Falk & Miller (1992), the
significant value of R? should be higher than 0.1. In this case, the R? values of

customer participation is 0.358. Consequently, H7a is supported.
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4.5.5 The Moderating Effects of Agreeableness

Results of the moderating effects of agreeableness (AG) is showed in table
4.9. As the results show in model 3 (M3), agreeableness positively moderates
the effect of service-dominant orientation (SDO) on customer participation
(CPA) (B = 0.253; p < 0.001). According to Falk & Miller (1992), the
significant value of R? should be higher than 0.1. In this case, the R? values of
customer participation is 0.444. Consequently, H7b is supported.

Table 4.9 Path Coefficients of the Moderating Effects of Agreeableness

Hyp. Path M1 M2 M3
Hi SDO - CPA 0.572%*%* 0.510%** 0.470%**
AG > CPA -0.250 -0.198%**
H7,  SDO*AG > CPA (0.253%**
Construct R?
Customer Participation ~ 0.327 0.386 0.444

Notes: *** p < 0.001

4.5.6 The Moderating Effects of Conscientiousness

Results of the moderating effects of conscientiousness (CO) is showed in
table 4.10. As the results show in model 3 (M3), conscientiousness positively
moderates the effect of service-dominant orientation (SDO) on customer
participation (CPA) (B =0.236; p <0.001). According to Falk & Miller (1992),
the significant value of R?should be higher than 0.1. In this case, the R? values
of customer participation is 0.401. Consequently, H7c is supported.

Table 4.10 Path Coefficients of the Moderating Effects of Conscientiousness

Hyp. Path M1 M2 M3
Hi SDO - CPA 0.572%** 0.556%** 0.554%:%*
CO - CPA -0.154 -0.094
H;e  SDO*CO - CPA 0.236%**
Construct R?
Customer Participation ~ 0.327 0.349 0.401

Notes: *** p <0.001
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4.5.7 The Moderating Effects of Emotional Stability

Results of the moderating effects of emotional stability (ES) is showed in
table 4.11. As the results show in model 3 (M3), emotional stability positively
moderates the effect of service-dominant orientation (SDO) on customer
participation (CPA) (B =0.233; p <0.001). According to Falk & Miller (1992),
the significant value of R? should be higher than 0.1. In this case, the R? values
of customer participation is 0.387. Consequently, H7d is supported.

Table 4.11 Path Coefficients of the Moderating Effects of Emotional Stability

Hyp. Path M1 M2 M3
H; SDO - CPA 0.572%** 0.570%** 0.564%**
ES = CPA -0.078 -0.068
H7q SDO*ES - CPA (0.233%**
Construct R?
Customer Participation ~ 0.327 0.333 0.387

Notes: *** p <(0.001

4.5.8 The Moderating Effects of Intellectual

Results of the moderating effects of intellectual (IN) is showed in table 4.12.
As the results show in model 3 (M3), intellectual positively moderates the effect
of service-dominant orientation (SDO) on customer participation (CPA) (f =
0.216; p <0.001). According to Falk & Miller (1992), the significant value of
R? should be higher than 0.1. In this case, the R? values of customer

participation is 0.400. Consequently, H7e is supported.

Table 4.12 Path Coefficients of the Moderating Effects of Intellectual

Hyp. Path M1 M2 M3
Hi SDO - CPA 0.572%** 0.543%** 0.506%**
IN = CPA -0.179 -0.138
H7e  SDO*IN - CPA 0.216%**
Construct R?
Customer Participation  0.327 0.357 0.400

Notes: *** p < 0.001
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CHAPTER FIVE
CONCLUSIONS AND SUGGESTIONS

This chapter contains three major sections which are conclusions,
managerial implication, and future research directions. The first section
presented conclusions regarding the empirical results from previous chapter.
Suggestions and implications of this study are discussed in the second section.
Finally, the third section stated limitations and future research directions of this

study.

5.1 Research Conclusions

This study attempted to investigate an integrative framework of customer
participation which consists of antecedent, consequences, and moderators. The
antecedent is service-dominant orientation while the consequences are
customer satisfaction and customer citizenship behaviors. The relationship
between customer participation and service-dominant orientation is
investigated with present of a special moderator which is big five personality.
The five dimensions of big five personality are extroversion, emotional stability,
agreeableness, conscientiousness, and openness to experience. Based on the
investigations discussed in the previous chapter, results of hypotheses testing
are condensed in Table 5.1.

In regard to the result shown in table 5-1, all of hypotheses were
significantly supported and several conclusions can be educe from this research.
First, service-dominant orientation has a significant positive effect on customer
participation. This result suggested that a bank which has service-dominant
orientation tends to have better level of customer participation. Karpen (2015)

stated that service-dominant orientation organizations focus on value co-
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produce processes through interactions and resource integrations with its
customers. More specifically, this study makes an effort to determine how the
participation behavior in co-created service contexts affects customer
satisfaction and citizenship behavior. The results also point out that, customers
participate in co-created service process tend to present better cooperate
behavior, contributed more value with higher level of satisfaction during the
service experience period (Dong B., 2008). Consequently, the higher the
service-dominant orientation that a bank has, the higher its customer

participation will be.

Table 5.1 The Results of Research Hypotheses

Research Hypotheses Result

Service-dominant orientation has a positive effect on customer

H1 L Support
participation.

H2  Service-dominant orientation has a positive effect on customer satisfaction. Support
Service-dominant orientation has a positive effect on customer citizenship

H3 . Support
behaviors.

H4  Customer participation has a positive effect on customer satisfaction. Support

H5 Customer participation has a positive effect on customer citizenship Support
behaviors.
Customer satisfaction has a positive effect on customer citizenship

H6 . Support
behaviors.
Extraversion positively moderates the effects of service-dominant

H7a . . ., Support
orientation on customer participation.
Agreeableness positively moderates the effects of service-dominant

H7b £ . postively moder Support
orientation on customer participation.
Conscientiousness positively moderates the effects of service-dominant

H7c . . S Support
orientation on customer participation.
Emotional stability positively moderates the effects of service-dominant

H7d . . Y posttively o Support
orientation on customer participation.
Intellectual positively moderates the effects of service-dominant orientation

H7e Support

on customer participation.

Second, this study also supports the conceptualization of service-dominant
orientation (Karpen, et al., 2012, 2015) as higher order formative construct
which consists of six dimensions such as relational interaction, ethical
interaction, individuated interaction, empowered interaction, concerted

interaction, and developmental interaction. All six dimensions show significant
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path coefficients on service-dominant orientation. Since this construct is newly
developed, this study also tested the effects of each dimension of service-
dominant orientation on customer participation. The results show that customer
participation may be enhanced through relational interaction, ethical interaction,
individuated interaction, empowered interaction, and concerted interaction but
not through developmental interaction. It is suggested that customer tend to
engage more during transaction period with service provider who shows better
understands about its customer, make efforts to enhances relationship quality
with customers, facilitates service processes by fairly empowering its
customers (Karpen, et al., 2015; Ordanini & Parasuraman, 2011). By way of
explanation, customer participation may be intensified through relational
interaction, individuated interaction, empowered interaction, and concerted
interaction. Service-dominant orientation play an important role on customer
participation because it facilitates a company to explore and to answer unmet
needs of current and potential customers (Crossan & Apaydin, 2010; Gronroos,
20006).

Third, this study explores the relationship between participation and
customer citizenship behaviors. Results significantly and positively relate
customers' participation to their citizenship behaviors. Findings propose that
customer participation enhances the consolidation of the relationship between
banks and customers. Customers' participation play an important role in value
creation which crucial for the current business era.

The last conclusion which is merit to emphasize is the confirmation of the
moderating effects of the big five personality on the relationship between
service-dominant orientation and customers participation. Consistent with
other areas of personality research (e.g., Paunonen & Ashton, 2001; Paunonen
& Nicol, 2001), the present results show that personality traits are also related

to customer participation behaviors. This paper fills this potential knowledge
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gap in the services marketing literature by extending customer citizenship
behavior research to the personality’s domain. Investigating so can help gain
valuable insight into how customer behavior contributes to the overall success
of the service organization, given that customers are often required to be in the
service “factory” and actively participate in the delivery process. Knowledge
gained in this type of research can help managers to more clearly identify and
manage those behaviors that they do or do not want their customers to engage

n.

5.2 Suggestions and Implications
5.2.1 Theoretical Implications

This study contributes to the current literature from several aspects. First,
this study contributes to customer participation literature by examining an
integrative model of customer participation based on service-dominant logic
perspective (Vargo & Lusch, 2004) which is still infrequent in literature of
marketing. According to S-D logic, service is the fundamental basis of
exchange and customers are always co-creators of value (Vargo & Lusch, 2008),
this study proposed and proved that there is an important antecedents of
customer participation which is service-dominant orientation. By proving that
S-D logic, as a theoretical foundation, is appropriate for studying customer
participation, this research offers conceptualization of service as a co-produced
process and co-created values that involves the application of competences (e.g.,
knowledge and skills) which supports new perspective for customer
participation. This study proved that the application of competences such as
service-dominant orientation leads to better customer participation.

Second, since several constructs such as service-dominant orientation
(Karpen, et al., 2012, 2015), and customer citizenship behaviors (Janssen, et al.,

2015) are newly developed, this study contributes to the literature by testing the
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validity of those constructs. This study also contribute to the literature by
examining and supporting the conceptualization of service-dominant
orientation, customer citizenship behaviors and customer participation
constructs as higher order formative construct.

Third, the study empirically supports the relationship of customer
participation and service-dominant orientation with moderator effect of big five
personality. This finding gains insight into customers' participation and service-
dominant orientation, customer traits' effect on participation behavior is
especially relevant since it has a significant effects on the relationship between
customer participation and service-dominant orientation.

The another major contribution of this study is to investigate the
relationship marketing literature, namely, service-dominant orientation,
customer satisfaction, customer citizenship behaviors, big five personality and
customer participation, together in order to test their interrelationships in a very
different circumstances. Nevertheless, this study point out that those constructs

are applicable to the Vietnamese context.

5.2.2 Managerial Implications

Furthermore, this study contributed to practitioners from following aspects.
The results of this study show that customer participation may be enhanced by
service-dominant orientation. Therefore, first, managers should try to build up
a service-dominant orientation which is a company’s capabilities to interact
with value network partners, especially with customers. By interacting with
customers, a company may understand better what customer needs and wants.

Serving companies must pay a special attention to personality of customers
and try not to judge all of customers as a general look. Many contemporary
researches on personality stated that there are five fundamental dimensions of

personality, often referred to as the big five personality traits. There is a
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significant body of literature supporting this five-factor model of personality
which are extraversion, agreeableness, conscientiousness, neuroticism and
openness. (Goldberg, 1981; McCrae and Costa, 1987). The result suggests that
each one should be known with their own personality and they must be treated
as good as it is possible. As a conclusion each company must treat its customers
based on their own personality to encourage them take part in value co-creation

process and keep them loyal to themselves.

5.3 Limitations and Future Research Directions

Despite the contributions that this study given, research limitations cannot
be avoided. First, empirical study was conducted by cross-sectional data in one
period of time. The dynamic and evolution of customer participation practices
may not be captured. Future study may collect longitudinal data to see the
changing of customer participation practices over time.

Second, the statistical population of the research is permanent customers of
some commercial banks only in Vietnam, characteristic of their services is
different and their customers reveal various preventive behaviors based on such
characteristics. Moreover, by Hofstede and McCrae (2004) showed proofs of
the effect of culture in the big five model which indicated the unique of culture
factor and could be different when investigated in a dissimilar culture. The fact
that the big five model has been developed in the west may impose the issue of
relevancy of its measurements to the Asian countries such as Vietnam. Future
research may collect the data from several industries and different countries in
order to test the generalizability of research model.

Furthermore, the conceptual model is came into the possession of current
literature but it is still not supported by quantitative research. Further

investigation which combines interviewing the customers, service employers
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and employees may offer additional insights not specified in the current
literature so far.

Lastly, customer citizenship behaviors are extremely valued by firms,
particularly in the current environment where there is a push to encourage
greater customer participation in service delivery to reduce organizational labor
costs and increase productivity. Given the potential value of citizenship
behaviors, future research needs to identify organizational and customer factors

that serve as antecedents of these behaviors.
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APPENDIX

PHIEU KHAOSAT
QUESTIONNAIRE

Vai tro ciia nhan té Tham gia doi véi sw Hai 1ong va Hanh vi

ciia Khach hang: Dan chieng tir Vigt Nam.

Than g

Ban dang dugc moi tham gia viao mdt nghién ctru ¢6 tua dé "Vai trd cta khach
hang tham gia vao sy hai 1ong ctia khach hang va Cong Dan Hanh vi: Bang
ching tor Viét Nam" (English title: The role of customer participation on
Satisfaction and Customer Citizenship Behaviors: Evidence from Vietnam).
Nghién ctru nay dugc thyc hi¢n boi Tran Ngoc Nam

Muc dich ctia nghién ctru ndy 1a diéu tra céc tién dé, trung gian, va két qua cia
nhan t6 tham gia ctia khach hang. Sy tham gia ctia ban trong nghién ctru nay 1a

hoan toan tuy nguyén va ban cé thé dung lai bat ¢t lac nao. Ban duge tu do dé

b6 qua bat ky cau hoi.

T6i tin rang ban s& khong gap phai bat ¢l rii ro nao khi thuc hién khao sat nay;
Tuy nhién, v6i bat ky hoat dong khao sat tryc tuyén nao cling tiém an nguy co
vé bao mat. Trong kha ning tot nhat ctia minh, t6i dam bao cau tra 10 cta ban
trong nghién ctru nay s& duoc gitr kin. Két qua s& duge bao mat va chi ding cho

khuon kho Nghién ctru nay, khong ¢6 mot muc dich nao khac. Sy gitip d& cua




ban la rat quan trong cho bai nghién ctru cling nhu cho sy hiéu biét cua to1 vé

nhirng van dé€ nay.

T61 vo cung danh gia cao sy hop tac cta cac ban.

Cam on ban!




Dear Respondent

You are being invited to participate in a research study titled "The role of
customer participation on Satisfaction and Customer Citizenship Behaviors:

Evidence from Vietnam". This study is being done by Tran Ngoc Nam.

The purpose of this research study is investigating the antecedents, mediate,

and consequences of customer participation in minutes to complete. Your

participation in this study is entirely voluntary and you can withdraw at any

time. You are free to omit any question.

I believe there are no known risks associated with this research study; however,
as with any online related activity the risk of a breach is always possible. To
the best of my ability your answers in this study will remain confidential. Your
help is crucial for this research and also for our understanding about these issues.

We deeply appreciate your kind cooperation.

Thank you!

Tran Ngoc Nam
Undergraduate Student
Nanhua University, Taiwan

Email:




Phan 1. Quan diém trong Dich vu (Service-Dominant Orientation)

Levels of Agreement
(Mikc d dong y)

Hay doc nhirng ciu hoi khao sat lién quan dén Quan diém trong dich vu ctia ngan hing
dudi day, sau d6 chon mirc d6 ddng y cua ban cho timg cau hoi dua trén ¥ kién ca nhén.
Please take a short look on the questions below related with Service-Dominant
Orientation of the bank, and then choose the level of agreement on each of the items
below based on your opinion.

Strongly disagree
(Hoan toan khéng dong y)
Disagree (Khong dong y)
Somewhat digagree
(Kha khong dong y)
Neutral (Trung lap)
Somewhqt agree
(Kha dong y)
Agree (Pong Y)
Strongly agree
(Hoan toan dong y)

Please take a short look on the questions below related with Service-Dominant
Orientation of the bank, and then CIRCLE the level of agreement on each of the items
below based on your opinion.

Twong tic quan h¢ (Relational Interaction)
Ngan hang nay lam cho t6i cam thay thoai mai trong qua trinh giao dich cua toi.
(This bank makes me feel at ease during my dealings.)
Ngén hang nay co gang thiét 1&p moi quan hé véi toi. (This bank tries to
establish rapport with me.)
Ngan hang nay thuc day su tuong tac hai chiéu v6i toi. (This bank encourages
two-way communication with me.)
Ngan hang nay thé hién sy quan tim thuc sy ddi voi viée toi tham gia giao dich.
(This bank shows genuine interest in engaging me.) *
Twong tic dao dirc (Ethical Interaction)
Ngan hang nay khong cd gang loi dung toi. (This bank does not try to take
advantage of me.)
Ngan hang nay khong gay ap luc cho toi theo bat ky cach ndo. (This bank does
not pressure me in any way.)
Ngan hang nay khong danh Iira toi theo bat ky cach nao. (This bank does not
mislead me in any way.)
Ngan hang nay khong ¢ gang lam thao tung toi. (This bank does not try to
manipulate me.)
Tuong tac ca nhin (Individuated Interaction)
Ngan hang nay nd luc dé hiéu dugc nhu cau ci nhan cua toi. (This bank makes
an effort to understand my individual needs.)
Ngén hang nay nhay cam véi truong hgp ca nhan cua toi. (This bank is sensitive
to my individual situation.)
Ngan hang nay nd lyc dé tim ra nhirng san pham/dich vu hitu ich nhat d6i véi
to1. (This bank makes an effort to find out what kind of offering is most helpful
to me.)
4. Ngan hang nay tim cach xac dinh nhitng ky vong ca nhan cua toi. (This bank
seeks to identify my personal expectations.)
Twong tic trao quyén (Empowered Interaction)
Ngan hang ndy moi tdi cung cap nhiing ¥ twdng hodc ¥ kién dong gop. (This
bank invites me to provide ideas or suggestions.)
Ngan hang nay khuyén khich t6i dinh hinh dich vu t6i mudn nhan duoc. (This
bank encourages me to shape the service I receive.)
Ngan hang nay cung cap cho tdi quyén kiém soat nhirng trai nghiém ctia minh.
(This bank provides me with control over my experiences.)
Ngén hang nay cho phép t6i twong tac vdi ho theo cach ua thich cua t6i. (This
bank let me interact with them in my preferred way.)
Twong tic phoi hgp (Concerted Interaction)
Ngan hang nay hoat dong vi nhau lién mach trong qua trinh cung cap dich vu
cho t6i. (This bank works together seamlessly in service to me.)
Ngan hang nay hoat dong nhu mot thé thong nhét khi giao dich véi toi. (This
bank acts as one unit when dealing with me.)
Ngan hang nay cung cap nhiing thong tin cho td6i mdt cach nhat quan. (This bank
provides messages to me that are consistent with each other.)
Ngan hang nay bao dam rang ho ¢ cac quy trinh nghiép vu thong sudt dé tuong
tac vai toi.(This bank ensures smooth procedures for interacting with me.)
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Twong tic phat trién (Developmental Interaction)
Ngan hang nay chia sé thong tin hitu ich véi toi. (This bank shares useful
information with me.)
Ngan hang nay gitp t6i tré' nén hiéu biét hon. (This bank helps me become more
knowledgeable.)
Ngan hang nay cung cap cho toi nhitng 10i khuyén ma t6i can dé sir dung dich vu
cta ho mdt cach thanh cong. (This bank provides me with the advice I need to
use their offerings successfully.)
Ngan hang nay cung cap nhitng kién thirc va k¥ nang chuyén mon ma t6i c6 thé
hoc hdi. (This bank offers expertise that I can learn from.)

Phan 2. Sw tham gia ciia khach hang (Customer Participation)

Levels of Agreement
(Mirc dg dong Y)

Hay doc nhirng ciu hoi khao sat lién quan dén Sy tham gia cua khach hang khi thyc hién
giao dich tai cac ngan hang dudi day, sau d6 chon mirc do dong y cua ban cho tirng cau
hoi dya trén y kién ca nhan.

Strongly disagree
(Hoan toan khong dong y)
Strongly disagree
(Hoan toan khéng dong y)
Strongly disagrge
(Hoan toan khéng dong y)
Strongly disagree
(Hoan toan khdng dong y)
Strongly disagrge
(Hoan toan khéong dong y)
Strongly disagree
(Hoan toan khéng dong y)
Strongly disagree
(Hoan toan khéng dong y)

Please take a short look on the questions below related with your Participation, and then
CIRCLE the level of agreement on each of the items below based on your opinion.

To6i chia sé cho ngan hang nay cach dé cung cap dich vy dap rng nhu cau cua to6i
t6t hon. (I let this bank know of ways that they can better serve my needs.)

Toi gop v xay dung d€ ngan hang nay cai thién dich vu cua minh. (I make
constructive suggestions to this bank on how to improve its service.)

Néu t6i c6 mot y tuong hiru ich ve lam thé nao d€ cai thién dich vy, t6i dua no
cho nhan vién tai ngan hang nay. (If I have a useful idea on how to improve
service, I give it to staff of this bank.)

Khi t6i gap mot sy cO tai ngan hang nay, t6i dé cho nhan vién clia ngan hang nay
biét dé ho c6 thé cai thién dich vu cua ho. (When I experience a problem at this
bank, I let staff of this bank know so they can improve their service.)

Néu t6i nhan thay mot van dé, t6i thong bao cho nhan vién ciia ngan hang nay
ngay ca khi n6 khong anh huong dén t6i. (If I notice a problem, I inform an
employee of this bank even if it does not affect me.)

Néu mot nhéan vién tai ngan hang nay cung cap cho t6i dich vu tdt, toi cho ho
biét diéu do. (If an employee at this bank gives me good service, I let them know
it.)

Néu viéc giao dich khong chinh xac va c6 1oi cho t6i, toi van khuyén nhan vién
tai ngdn hang nay. (If a price is incorrect to my advantage, I still advise
employee at this bank.)




Phan 3. Su hai long ciia khach hang (Customer Satisfaction)

Hay doc nhirng ciu hoi khao sat lién quan dén Sy hai long cua khach hang duéi déy, sau
d6 chon mirc @6 dong y cta ban cho tirng cau hoi dua trén y kién ca nhan.

Please take a short look on the questions below related with your Satisfaction, and then
CIRCLE the level of agreement on each of the items below based on your opinion.

Levels of Agreement
(Mike dd dong Y)

Strongly disag ree
(Hoan toan khéng dong y)

Strongly disagree
(Hoan toan khang dong y)

Strongly disag ree
(Hoan toan khéng dong y)

Strongly disagree
(Hoan toan khang dong y)

Strongly disag ree
(Hoan toan khéng dong y)

Strongly disagree
(Hoan toan khang déng y)

Strongly disagree
(Hoan toan khang dong y)

Nhin chung, t6i hai long voi dich vu cung cap boi ngan hang nay. (Overall, 1
satisfied with the service provided by this bank.)

Cac dich vu khach hang dugc cung cap boi ngan hang nay rat thoa dang. (The
customer service provided by this bank is satisfactory.)

Ngan hang nay da thuc hién rat xuat sic viéc mang dén sy hai 1ong cho khach
hang. (This bank did an excellent job in providing customer satisfaction.)

Phan 4. Hanh vi tiéu dung cia khach hang (Customer citizenship behavior - CCBs)

Hay doc nhirng cau hoi khao sat lién quan dén Hanh vi tiéu dung cta khach hang dudi
day, sau d6 chon muc d¢ dong y ctiia ban cho tirng cau hdi dua trén y kién cé nhan.

Please take a short look on the questions below related with your Customer citizenship
behavior (CCBs), and then CIRCLE the level of agreement on each of the items below
based on your opinion.

Levels of Agreement

(Mire 9 dong y)

Strongly disagrge
(Hoan toan khéng dong y)

Strongly disagree
(Hoan toan khang dong y)

Strongly disagre:e
(Hoan toan khéng dong y)

Strongly disagree
(Hoan toan khang dong y)

Strongly disagre:e
(Hoan toan khéng dong y)

Strongly disagree
(Hoan toan khang déng y)

Strongly disagree
(Hoan toan khang dong y)

Sw khuyén nghi (Recommendations)

Toi gioi thi€u ban bé ciia minh dén ngan hang nay. (I refer fellow friends to this
bank.)

Toi gioi thiéu gia dinh minh dén ngén hang nay. (I recommend this bank to my
family.)

Toi gioi thigu dong nghiép cua minh dén ngan hang nay. (I recommend this bank
to my peers.)

T6i gidi thidu ngén hang nay cho nhimg ngudi quan tim dén cac san pham/dich
vu cta ngan hang. (I recommend this bank to people interested in banking
products/services.)

Sw hé tre¢ (Helping customers)

1. Téi hd tro nhitng khach hang khéc trong viéc tim kiém céac san pham/dich vu. (I
assist other customers in finding products/services.)

2. Téi gilip d& nguoi khac vdi giao dich cua ho trong ngén hang. Huéng dan ho
lam thé nao d¢€ st dung dich vu mét cach chinh xac. (I help others with their
transaction at bank. Teach someone how to use the service correctly.)

3. Toi giai thich cho khach hang khac lam thé nao dé st dung dich vu mét cach
chinh xac. (I explain to other customers how to use the service correctly.)

Cung cap thdng tin phan hai (Providing feedback)

Tbi hoan thanh phiéu khao sat sy hai 1ong cua khach hang. (I fill out a customer
satisfaction survey.)

Toéi cung cap thong tin phan hoi hitu ich cho Dich vu ho tro khach hang. (I
provide helpful feedback to customer service.)

Toi cung cap thong tin khi dugc khao sat boi ngan hang nay. (I provide
information when surveyed by this bank.)

Toi thong bao cho ngdn hang nay vé cac dich vu tuyét voi ma téi nhan dugce tu
nhan vién c4 nhan. (I inform this bank about the great service received by an
individual employee.)




Phén 5. Nim nhém tinh cach chi yéu (Big five Personality)

Levels of Agreement
(Mike dd dong Y)

Hay doc nhirng cu hoi khao sat lién quan dén 5 nhom tinh cach chii yéu dudi day, sau d6
chon muc d¢ dong y cua ban cho ting cau hdi dua trén y kién c4 nhan.

Please take a short look on the questions below related with your Big five Personality,
and then CIRCLE the level of agreement on each of the items below based on your
opinion.

Strongly disagree
(Hoan toan khéng dong y)
Strongly disagree
(Hoan toan khang dong y)
Strongly disag ree
(Hoan toan khéng dong y)
Strongly disagree
(Hoan toan khang dong y)
Strongly disag ree
(Hoan toan khéng dong y)
Strongly disagree
(Hoan toan khang dong y)
Strongly disagree
(Hoan toan khang déng y)

A
I
I

Hwong ngoai (Extraversion)
1. Toi la nguoi khuay dong céac bita ti¢c. (I make the parties alive.)
2. To6i cam thay thodi mai khi & gan moi nguoi. (I feel comfortable around people.)
3. Toi thuong la nguoi bat dau nhiing cudce tro chuyén. (I start conversations.)
4. To6i noi chuyén véi rat nhiéu nguoi céd nhitng vai tro xa hoi khac nhau. (I talk to a
lot of different people at social functions.)
5. Toi khong néi nhicu. (I do not talk a lot.)
6. To6i khong muon gay sy chu y. (I keep in the background.)
7. Toi co it di€u muon noi. (I have little to say.)
Thén thién (Agreeableness)
1. Toi dong cam vaéi nhitng cam xuc cua nguoi khac. (I sympathize with others’
feelings.)
T61 ¢6 mot trai tim nhan hau. (I have a soft heart.)
T61 danh thoi gian cho nhitng nguoi khac. (I take time out for others.)
T6i cam nhan duoc nhitng cam xtc cia nguoi khac. (I feel others’ emotions.)
T6i lam cho moi ngudi cam thay thoai mai. (I make people feel at ease.)
Tbi khong thuc sy quan tim dén ngudi khéc. (I am not really interested in
others.)
Tbi khong dé y dén cac van dé clia ngudi khac. (I am not interested in other
people’s problems)
8. Toi cam thdy it lo ling cho ngudi khac. (I feel little concern for others.)
an tam (Conscientiousness)
1. T6i luon ludbn chuan bi sin sang. (I am always prepared.)
2. Téi cha y dén cac chi tiét. (I pay attention to details.)
3. Téi hoan thanh nhitng viéc vit rat nhanh chong. (I get chores done right away.)
4
5
6
7
8
9

SN

SN
(op]

T

Toi thich thir tu. (I like order.)
Toi 1am theo lich trinh dinh san. (I follow a schedule.)
Tbi rat chinh xéc trong cong viéc. (I am exacting in my work.)
Tbi dé do dac lung tung. (I leave my belongings around.)
Tbi dé moi thir 16n x6n. (I make a mess of things.)
T6i thuong quén dua moi thir trd lai dung vi tri ctia n6. (I often forget to put
things back in their proper place.)
10. Toi tron tranh trach nhiém ctia minh. (I avoid my duties.)
Tam ly 6n dinh (Emotional stability)
Toi rat dé bi cing thang. (I get stressed out easily.)
T6i lo lang vé moi thir. (I worry about things.)
T6i rat dé bi lam phan tam. (I am easily disturbed.)
Toi rat dé co cam giac budn chan. (I get upset easily.)
T6i thay doi tim trang rat nhiéu. (I change my mood a lot.)
T6i thuong xuyén thay doi tim trang. (I have frequent mood swings.)
Tbi dé dang bi kich dong. (I get irritated easily.)
. Toi thudng cam thay budn chan and suy sup. (I often feel blue and depress.)
luc tritué (Intellectual)
Tb6i c6 mdt von tir vung phong phu. (I have a rich vocabulary.)
To6i c6 mot tri tuong tugng rat rd rang. (I have a very clear imagination.)
T6i co nhitng y tudng tuyét voi. (I have excellent ideas.)
T6i nhanh chong hi€u dugc moi thir. (I am quick to understand things.)
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T61i st dung nhing tir kho. (I use difficult words.)
Tbi danh thoi gian dé suy nghi vé nhiéu tht. (I spend time reflecting on things.)
Tbi co day dp nhitng ¥ tuong. (I am full of ideas.)
Tbi gap khé khan trong viéc hiéu y tuong triru tuong. (I have difficulty
understanding abstract ideas.)

9. Toi khong thich nhitng ¥ tuong triru twong. (I am not interested in abstract
ideas.)

10. T6i khong c6 mot tri twong twong tot. (I do not have a good imagination.)

Phin 6. Thong tin ¢4 nhin (Personal Information)

Chan thanh cam on céc ban da danh thoi gian hoanh thanh phiéu khao sat. Nhitng thong tin nay s€ dugc giit kin va chi phuc
vu cho bai trinh nghién ctru cta t6i. Moi ban vui 1ong cung cap them nhiing thong tin dudi day:

I sincerely appreciate your time and efforts to answer the following questions. Your answer will be treated in strict
confidence. For our information, would you please indicate the following questions:

Gi6i tinh (Gender) o Male (Nam) o Female (Nt) o Other (Khac)

Tudi o Dudi 25 o Tu 26-40 o Tu 41-60 o Trén 60
(Age) Less than 25 From 26-40 From 41-60 More than 60

Education ) 0 THPT/Trudng nghé hoc thap hon (High school or lower)
(Trinh d6 hoc van) o Cao dang/Pai hoc (Undergraduate)
0 Sau dai hoc (Graduate)

o Lao dong huong luong (Employed for wages)
o Lao dong tu do (Self-employed)
Tinh trang viéc lam (Employment o Thét nghiép (Unemployed)
Status) 0 Nghi huu (Retired)
o Hoc sinh/Sinh vién (Student)
o Khac (Other)

0 Duéi 5 triéu dong/thang (Under 5 million VND/month)

o Tur 5 dén 10 triéu ddng/thang (From 5 to 10 million VND/month)

o Tir 10 dén 20 triéu dong/thang (From 10 to 20 million VND/month)
o Trén 20 triéu dong (Over 20 million VND/month)

Thu nhap (Income)
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