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PREFACE 

It is widely acknowledged that employees with positive attitudes towards their leaders 

and working environment can contribute to significant organizational outcomes; which 

can include customer satisfaction, loyalty, and increased profits. Employee's service-

oriented behaviour has been extensively proposed in literature as the result of a multiple 

set of organizational variables. However, limited empirical research has explored the 

links between the behaviour and attitudes of front line employees that lead to 

constructive service. The study is based on a sample of 526 employees from across a 

cross section of service sectors available in the northern part of West Bengal, India. 

This study empirically examined the relationships between job related variables, 

working environment, job stress and other job related variable as a set of explanatory 

variable whose impact on the practice of customer orientation was a primary intention of 

our study. In addition, a theoretical analysis of the relationship between customer 

oriented behaviour, pay satisfaction, organisational identification, job stress, job 

autonomy & variety, job supervision and experienced meaningfulness tried to explain 

the importance of empirically investigating the observed relationships between job 

related variable and customer orientation.. The results provided support for the claim 

that perceived organizational support, organisational identification, experienced 

meaningfulness, job autonomy; positive supervision mediates the relationship between 

job dimensions and service-oriented organizational behaviours. This study is relevant to 

the management of service industries that depend on front-line employees to deliver 

quality service, and to clarify the environmental and situational aspects that influence 

employee's service behaviours. These factors are crucial in face-to-face interactions 

which can result in long run survival of the business. 

SUBRATA RAY ^...^ ^oU^, %p<J-^^4 C.^<x-^ ^ 
UNIVERSmr OF NORTH BENGAL 
RAJA RAMMOHUNPUR 

D A T E : ^^lo?\^^" 



ACKNOWLEDGEMENTS 

staying in a professional field with the busiest working pattern, completing the thesis 

work with detailed analysis involving such an exhaustive study could not be ever 

possible single handedly without the grace of God and my determination to do it along 

with the support of the well wishers. 

It was not the initial impetus but also the methodical guidance, enthusiastic supervision 

and pains of respected Dr. Debasis Bhattacharya, Associate Professor of Commerce, 

University of North Bengal, as well as my supervisor throughout the research work, had 

been the great catalytic agent and guiding light in compilation of the thesis work. I 

express my deepest gratitude & respect to him. 

I am very grateful to my parents, parents in law, my wife Dola and my sister in law 

Debika who have supported me and stayed by me in the whole 5 years of my research 

work and in the compilation of the thesis, and their continuing encouragement to me 

whenever I felt hard to go through during the process. 

I am grateful to Dr. Debabrata Mitra, Head, Department of Management, University of 

North Bengal for his necessary stimulus, continuing support and encouragement. I am 

too highly indebted to his true spirit of help, which he had extended towards me. 

I am very honestly grateful to Mr. Animesh Biswas (ex HR manager of Big Bazaar, 

Siliguri), Mr. Chandrachur Saha (Ex Store Manager, Big Bazaar, Siliguri), Mr. Saibal 

Ghosh & Mr. Amitabha Dey of LICI, , Mr. Amit Lahiri (Previous Post Master, Head Post 

Office, Siliguri), Mr. Ujjal Dutta Roy (Manager-Advance, United Bank of India, Regional 

Office, Siliguri), and Mr. Krishna (Professional Independent Marketing Data Collector) 

for their support in the process of data collection from various service sectors spread 

through out Siliguri and the northern part of West Bengal, populariy known as North 

Bengal. I also deeply thank the service staffs of the organizations for their co-operation 

and responses in the process. 



I must thank Mr. Somnath Ghosh (Office Assistant, Department of Management, 

University of North Bengal), Mr. Debasish Biswas (Lecturer, Department of 

Management, University of North Bengal), Dipak Chettri (Department of Management, 

University of North Bengal) for their cooperation and help during my research work. 

I am pleased in extending my thanks to the entire Department of Management, 

University of North Bengal, its current faculty members, ex faculty members, support 

staff members, students for their all round encouragement and active co-operation. 

I deeply thank the Department of Commerce, University of North Bengal, its Faculty 

members and support staff members of the department for their cooperation and help 

directly or indirectly during my research work. 

I also like to thank the authors whose write-ups, books and materials have provided the 

insights into the intricacies of the research work and ultimately the thesis of this 

magnitude. 

The responsibility of errors, remains mine alone. 

SUBRATA RAY Re^cA ^ckM, b^^Jr-^-i ^"^^^ 
UNIVERSITY OF NORTH BENGAL 
RAJARAMMOHUNPUR 

D A T E 
. js-kT-j^oi} 



TABLE OF CONTENTS 

1 List of Tables A 
2 List of Tables B 
3 List of Figures C 

Job Characteristics IVIodel and Customer Orientation: An Overview Pages 
1.1 Introduction 1 

1.1.1 Concept of Customer Orientation 2 
1.2 Conceptual Framework 11 

1.2.1 Customer Orientation 12 
1.2.2 Experienced Meaningfulness 13 
1.2.3 Organizational Identification 13 
1.2.4 Pay Satisfaction 14 
1.2.5 Job Stress 15 
1.2.6 Job Autonomy 16 
1.2.7 Job Variety 16 
1.2.8 Job Supervision 17 

1.3 Marketing and Customer Orientation 18 
1.4 Job Characteristics Model and its moderating effects 21 
1.5 The SOCO Scale and its dimensions 25 

1.5.1 Dimensions in the SOCO Scale 28 
1.5.2 Application of the SOCO scale in Literature 30 

1.6 The modified SOCO Scale 33 
1.7 The Purpose of the Study 36 

1.7.1 Specific objectives ofthe study 37 
1.8 Conclusion 37 
1.9 References 39 

Chapter 2 Review of Literature Pages 
2.1 Introduction. 51 
2.2 Review of Literature 54 
2.3 Problems of the market orientation research 60 
2.4 Definitions of Customer orientation 61 
2.5 Variables and approach addressing the issue 63 
2.6 Research Gaps in previous studies 75 
2.7 Hypothesis development 76 

2.7.1 Research hypothesis 78 
2.8 Psychometric Performance ofthe scales 79 

2.8.1 Cronbach's alpha measure 83 
2.9 Conclusion 84 
2.10 References 85 



Chapter 3 Customer Orientation: A Comparative Analysis Pages 
3.1 Introduction: Indian Service Sector 90 
3.2 Service Sectors Covered in the Study 91 

3.2.1 Retail Services 92 
3.2.2 Postal Services 94 
3.2.3 Banking Services.... 98 
3.2.4 Insurance Services 100 
3.2.5 Stock Broking Services 103 
3.2.6 Healthcare Services 105 

3.3 Data Collection and Sample descriptive 110 
3.4 Comparative Results of Service Industries 114 
3.5 Conclusion 130 
3.6 References 132 

Chapter 4 Customer Orientation: A IVIultivariate Analysis Pages 
4.1 Introduction 133 
4.2 Results and Discussion 135 

4.2.1 Retail Sector 135 
4.2.2 Healthcare Sector 139 
4.2.3 Postal Sector 142 
4.2.4 Stock Broking Sector 145 
4.2.5 Banking Sector 149 
4.2.6 Insurance Sector 152 
4.2.7 Overall Regression Analysis , 156 

4.3 Conclusion 161 
4.4 References 163 

Chapter 5 Conclusions: A summary and managerial implications Pages 
5.1 Introduction 165 
5.2 Managerial Implications 180 
5.3 Limitations of the Study and Scope for Further Research 184 
5.4 References 185 

No. BIBLIOGRAPHY Pages 
1 Bibliography 188 

No. ANNEXURES Pages 
1 AnnexureA: Interview Questionnaire i 
2 Annexure B: Publication at AIMA Journal of Management Research V 
3 Annexure C: Publication at Indian Journal of Marketing XXill 



LIST OF TABLES (A) 
Table No. Tables Pages 

1.1 The modified SOCO scale 35 

2.1 Structure Matrix 80 

2.2 Table of Eigenvalues 81 

2.3 KMO and Bartlett's Test 82 

2.4 Reliability Statistics 83 
- . Distribution of means and standard deviation for variables among total 

samples studied 114 
„ P Distribution of means and standard deviation for variables among the 

different service sector studied.. 114 

3.3 ANOVA test among the different variables considered in the study (A) 117 

3.4 ANOVA test among the different variables considered in the study (B) 118 

3.5 Organisational Identification: Mann-Whitney U & Wilcoxon Wtest 121 

3.6 Organisational Identification: t test for equality of Means 122 

3.7 Experienced Meaningfulness: Mann-Whitney U & Wilcoxon Wtest 122 

3.8 Experienced Meaningfulness: t test for equality of Means 123 

3.9 Pay Satisfaction: Mann-Whitney U & Wilcoxon W test 123 

3.10 Pay Satisfaction: ttestforequality of Means 124 

3.11 Job Stress: Mann-Whitney U & Wilcoxon W test 124 

3.12 Job Stress: t test for equality of Means 125 

3.13 Customer Orientation: Mann-Whitney U & Wilcoxon Wtest 125 

3.14 Customer Orientation: ttestforequality of Means 126 

3.15 Job Variety: Mann-Whitney U & Wilcoxon W test 126 

3.16 Job Variety: t test for equality of Means 127 

3.17 Job Autonomy: Mann-Whitney U & Wilcoxon W test 127 

3.18 Job Autonomy: t test for equality of Means 128 

3.19 Job Supervision: Mann-Whitney U & Wilcoxon Wtest 128 

3.20 Job Supervision: ttestforequality of Means 129 

3.21 Median Test variables and different service sectors studied 129 

3.22 Statistics of Variables 130 



LIST OF TABLES (B) 

Table No. Tables Pages 

4.1 Regression analysis for retail (A) 137 

4.2 Regression Analysis for Retail (B) 138 

4.3 Regression analysis for Healthcare (A) 140 

4.4 Regression analysis for Healthcare (B) 142 

4.5 Regression analysis for Postal Sector (A) 144 

4.6 Regression analysis for Postal Sector (B) 145 

4.7 Regression analysis for Stock Broking Sector (A) 147 

4.8 Regression analysis for Stock Broking Sector (B) 148 

4.9 Regression analysis for Banking Sector (A) 150 

4.10 Regression analysis for Banking Sector(B) 152 

4.11 Regression analysis for Insurance Sector (A) 154 

4.12 Regression analysis for Insurance Sector (B) 155 

4.13 Regression analysis for Overall Sectors (A) 156 

4.14 Regression analysis for Overall Sectors (B) 157 

4.15 Summarised Regression analysis table for all sectors (A) 158 

4.16 Summarised Regression analysis table for all sectors (B) 158 

4.17 Summarised Regression analysis table for all sectors (C) 159 

4.18 Summarised Regression analysis table for all sectors (D) 159 

4.19 Regression analysis of a service sector based on customer feed back 161 

c . Distribution of means and standard deviation for variables among total 
samples studied 168 

5.2 
Distribution of means and standard deviation for variables among the 
different service sector studied 168 

5.3 Reliability Statistics 170 

5.4 Annova Table 171 



LIST OF FIGURES (C) 

Figure No. Figures Pages 

1.1 From production-oriented to customer-oriented views 2 

1.2 Three different marketing concepts 5 

1.3 The Job Characteristics Model 22 

2.1 Scree Plot 82 

3.1 Percentage spread of respondents from different service sectors studied 110 

„ 5 Distribution of male-female respondents from different service sectors 
'^•'^ studied 111 
„ _ Percentage distribution of age groups in the respondents from different 

service sectors studied 111 
„ . Percentage spread of work experience (in Years) among the 

respondents from different service sectors studied 112 
- c Percentage spread of educational qualifications among the respondents 

from different service sectors studied 112 
„ pj Percentage spread of monthly income (in Rs.) among the respondents 

from different service sectors studied 113 
_ y Pie Chart Showing Percentage of Organizational Identification mean in 

Different Service Sectors Studied 115 

3.8 Pie Chart Showing Percentage of Experienced Meaningfulness in 
Different Service Sectors Studied 115 

o Q Pie Chart Showing Percentage of Pay Satisfaction in Different Service 
^̂  Sectors Studied 115 

Pie Chart Showing Percentage of Job Stress in Different Service 
Sectors Studied 116 

. . . Pie Chart Showing Percentage of Customer Orientation in Different 
Service Sectors Studied..... 116 

_ ._ Pie Chart Showing Percentage of Job Variety in Different Service 
Sectors Studied 116 

3.10 

3.13 
Pie Chart Showing Percentage of Job Autonomy in Different Service 
Sectors Studied 117 

- . . Pie Chart Showing Percentage of Job Supervision in Different Service 
Sectors Studied 117 

4.1 The steps in Customer Orientation , 134 

5.1 Percentage spread of respondents from different service sectors studied 169 



CHAPTER 1 
Job Characteristics Model and 

Customer Orientation: An Overview 

respects was greatly over-simplified (Gronroos, 1989, 1994, 1996, 1997, 

Gummesson, 1987 Waterschoot and Van den Bulte, 1992, Webster, 1992, 



CHAPTER 1 
Job Characteristics IVIodel and 

Customer Orientation: An Overview 



Job Characteristics Model and Customer Orientation: An Overview 

1.1 INTRODUCTION 

Peter. F. Drucker, the legendary management expert, in the mid 20'̂ ^ Century, 

had emphatically stressed that customer orientation was the single reason which 

determined the success of a business in the long run. While commenting on the 

customer oriented marketing, he also stressed that continuous innovation and 

delivering customer contentment were the two important concern that the 

marketer must pay attention, in order to sustain in the competitive, turbulent and 

volatile business environment. Kotler, in 1967, coined the new marketing concept 

which stated that it was the corporate profit that comes out of satisfying customer 

needs through integrated marketing activities. However, based on the old 

marketing concept it was believed that profit did not come out of sales volume 

alone. Towards the end of the 1970s Gronroos had presented the service 

marketing concept (Gronroos, 1979), which also pointed out differences from the 

traditional product marketing concept. Furthermore, a group of Scandinavian 

marketing researchers during the 1980s started realising that the service 

marketing concept remained valid and relevant for business-to-business 

marketing, especially when studying buyer and seller relationships. As 

understood and defined by the Nordic School of Thought, the relationship 

marketing was fundamentally different from the traditional 4Ps marketing 

hypothesis (Gronroos, 1989, 1994, 1996, 1997, Gummesson, 1987, Storbacka, 

et al, 1994, Holmlund, 1996, Brannback, 1999). This rationale was thus emerged 

as a new paradigm within marketing and firms started to believe that customer 

orientation as an important dimension which called for special attention to sustain 

in the competitive environment. 

The brief descriptions of development in marketing, stated above in many 

respects was greatly over-simplified (Gronroos, 1989, 1994, 1996, 1997, 

Gummesson, 1987 Waterschoot and Van den Bulte, 1992, Webster, 1992, 

Storbacka, et al, 1994, Holmlund, 1996, Brannback, 1997a, b, 1999).However, it 

provided the purpose of paving the road into similar issues of concern, i.e. 
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customer-orientation. Common to the above mentioned 'milestones' there was a 

criticism towards the existing mindset of the marketers which failed to endorse 

the requirement of customer-orientation, i.e. by identifying the current and future 

customer needs and thereby satisfying those needs (Brannback, 1999). 

The above mentioned perspective of Drucker still considered to be valid and 

would also equally applicable in today's cut-throat aggressive environment 

(Moore, 1995; Tapscott, 1995; Moore, 1996; Shapiro and Varian, 1999; Hagel II) 

and Singer, 1999a, b; Brannback, 1999). Peter. F. Drucker's point of view 

contained two issues: customer corporate focus and innovation, both of which 

are considered to be the foundation of accomplishment of corporate goals. 

1.1.1 The Concept of Customer-Orientation 

The evolution stated above could be possible to plot on a time scale as depicted 

in Fig. 1.1. However, the borders between a "production-oriented era" and a 

"customer-oriented" era were not very clear which was pointed out by a number 

of authors (Day 1998, Dalgic, 1998, Brannback, 1999), and in reality they tended 

to glide over each other. 

Late 1980s 1954 
Dmcker 
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Kotler 

The."OIf 
Moilretmg 
Concept 

15 60 

The "New" 
.Ivlaiiretmg 
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Figure 1.1: From production-oriented to customer-oriented views (reproduced from Brannbacl<, 
1999) 
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It was found by McCarthy in 1960 that marketing concept is essentially a new 

philosophy in contrast to the old production-oriented philosophy. The new 

philosophy as had been stated by McCarthy in 1960 was labelled as market 

orientation. On the other hand, Felton (1959) had described the marketing 

concept a "corporate state of mind". In the marketing concept stated by 

McCarthy's, the objective was directed towards the firms to focus all its efforts on 

satisfying its customers, at a profit. According to McCarthy's marketing concept it 

held three basic elements: (i) a customer orientation, (ii) an integrated company 

effort, and (iii) a profit-goal rather than just a sales-goal. In the process of 

implementing the marketing concept it was considered most likely that it may 

require changes in managerial attitudes as well as in methods and procedures, 

and organisational structures (Brannback, 1999). McCarthy argued that changes 

were necessary in all of these areas. According to Brannback, who stated in 

1999 that it took almost four decades for managers to understand that customer-

orientation was not a simple departmental activity but a philosophy, which had to 

be disseminated through-out the company and it should be a part of the 

corporate culture. However, McCarthy had introduced marketing-mix as a tool for 

achieving the marketing-oriented philosophy in practice and it was regarded to be 

an important hypothesis to become successful. 

In the year 1967, Kotler also followed the same line of thought and initiated a 

concept what he defined as the new marketing concept. Kotler had 

acknowledged that in reality marketing might officially stand at the end of the 

assembly lines, and therefore he stated in 1967 that "but unofficially its influence 

must be felt on the drawing boards." According to Kotler, the "old" marketing 

concept was in fact a sales concept paying very little, if any, consideration in 

satisfying customer requirements (Brannback, 1999). Moreover, the fact was 

that, this required the co-ordination of several activities, which at that time was 

considered to be a propensity to reside in departmental organisations to which 

they belong and functioned (advertising, marketing research, personal selling, 

etc.). Unfortunately they failed to realise that integration between all the 
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departments was a prerequisite for the practice of marketing orientation. In other 

words Kotler pointed at what McCarthy some years earlier termed a lack of 

amalgamated focus (McCarthy, 1960; Brannback, 1999). 

Kotler's "new" marketing concept, in fact, had reversed the logic of the old one to 

some degree. This was because in the "old" marketing concept the company 

began from its own existing products and found techniques to increase the 

quantum of sales volume. However, in the "new" marketing concept the company 

started with the customer (existing and potential) and worked its way back into 

the company asking what augmented products and what solutions are necessary 

for satisfying the needs of the customers (Brannback, 1999). After thirty years 

Sterne (1996, 1998) in the context of Internet business had stated that there was 

the need for the organisations to put on their "customer glasses" and try to 

imagine what the customer glimpsed and perceived. 

In Fig. 1.2, two concepts had been depicted together with a third concept, the 

electronic marketing concept, referring to the quite different rules of the game in 

Internet business (Rayport and Sviokia, 1994; Moore, 1995; Tapscott, 1995; 

Moore, 1996; Hoffman and Novak, 1996; Sterne, 1996, 1998; Brannback, 1997a; 

b, Brannback and Puhakainen, 1998; Brannback, 1999; Hagel and Singer, 

1999a, b; Shapiro and Varian, 1999). The electronic marketing concept was seen 

as a measure of customer perceived value which went beyond the needs and 

started from the ever changing expectations and profits (Brannback and 

Puhakainen, 1998). The difficulty here lied to find a way of measuring customer 

perceived values, which as we know, can be determined in a countless 

combination of ways (Rayport and Sviokia, 1994; Storbacka, et al, 1994; 

Gronroos, 1996; Holmlund, 1997; Brannback, 1999). 

The marketing field initially experienced the formal introduction of the service 

marketing concept and then the relationship marketing concept, beforehand the 

concept of the electronic marketing came into being. However, informally the 
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service marketing concept originated from the relationship marketing concept 

and was first used for studying buyer-seller relationships within industrial 

markets. These two concepts could be seen as additional steps towards the 

refinement of marketing-orientation and customer-orientation (Brannback, 1999). 

It was indeed strange, that the essence of customer-orientation seemed realised 

by the marketers after the path breaking comment made by Nestle's CEO (Day, 

1998). 

The service marketing concept (Gronroos, 1979, 1989, 1996, ZeithamI and 

Bitner, 1996) emerged as a result of criticism of the traditional marketing-mix 

paradigm, but also from realising that services diverge from products in many 

respects which should not require elaborate explanation at this juncture. In brief 

services cannot be stored, they are produced and consumed simultaneously, 

they are generally intangible, and they are heterogeneous. Based on the last 

characteristics referred, it would not be improper to argue that the quality of the 

service would dependent on employee satisfaction (Alajoutsjarvi, 1996; 

Brannback, 1999). It could not be guaranteed that there was a match between 

what had been promoted and the actual outcome achieved (ZeithamI & Bitner, 

1996; Brannback, 1999). 

Selling and Profits tlii'ough 
Products Promotion sales volume 

Tlie"old" marketing concept, the selling concept (1967) 

Customer Integrated Profits through 
needs marketing customer satisfaction 

The "iiew" marketing concept (1967) 

Customer Interactive Profits tlirough 
expectations marketing customer perceived value 

The electronic marketing concept (1997) 

Figure 1.2: Three different marketing concepts (reproduced from Brannback, 1999) 
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The primary interest in the buyer-seller relationship lied whether the customer 

perceived value was seen as a result of interaction between personnel and 

customers. The relationship marketing concept essentially derived out of it 

(Alajoutsjarvi, 1996). However, a group of researchers realised that the service 

marketing concept was also applicable in industrial marketing context for 

studying business relationships (Gronroos, 1996; Brannback, 1999). The 

traditional marketing-mix directed critical attention away from the most essential 

factor, the customers for whom the company survives. The relationship 

marketing concept distanced itself from the traditional marketing-mix theory in an 

attempt to be closer to the customers (Gronroos, 1994, 1996). According to 

Brannback, Day's statement given in 1998 it truly hits the bull's eye with the 

following argument: 

"Even firms with first-class technologies and business systems have only the 

necessary conditions for success; unless they have superior skills in 

understanding, satisfying and retaining customers they will not realize their full 

potential." 

If we look at business practice we can again make the same conclusion as Day 

(1998) had experienced "it is in vogue to become market-driven". This was well 

familiar basically in all the annual reports and thereby the employees of the 

organisation readily stated that their organisation is customer oriented. 

However, most of the time organisations failed to put the customer up front, they 

failed to comprehend that each time they were confronting a customer it was the 

moment of truth that could not be denied. Throughout the world, most of the 

organisations and its personnel failed to realise that customer-orientation was the 

concern of everyone in the organisation, be it the CEO, a line manager, a lathe 

operator, a switchboard operator or for the people in the marketing department. 

Interesting visualised facts that were observed in this field seemed to be the 

greatest paradoxes in business practice where people, who held the positions as. 
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for example, market researchers or marketing managers, or in other words the 

full-time marketers, appeared to be those who interacted least with the 

customers. Fascinatingly, on the other hand, those people who worked in 

production or R&D, i.e. persons who by their job level were far away from the 

front desk, were found themselves interacting with end-customers quite often and 

sometimes even on a daily basis. It was found that since these people were not 

trained to interact with customers it was done naturally, which sometimes worked 

and sometimes did not. The customer care was considered to be a synonym for 

customer-orientation, which was very much decisive to the companies because 

they had to train their service personnel in these essences. On the otherhand, if 

the arguments from service marketing and relationship marketing were taken into 

consideration, where the quality of the performance (service or customer 

relationship) was dependent on how satisfied employees were, it was concluded 

that these were not the 'feel good' exercises but a necessary condition for 

business success (Brannback, 1999). 

The interaction between external customers (traditional customers) and internal 

customers (employees) was in fact considered as the customer integration. This 

feature had its root in service marketing and since then, it became a common 

knowledge within marketers. However, it appeared as if the views of employees 

as internal customers elsewhere were fairly a novel realisation. The argument 

mainly concentrated in the understanding of customer integration, which 

bounded competence development tightly to the concept of customer-orientation. 

In marketing, customer orientation was being considered as a taken-for-granted 

fundamental principle among the marketers. The marketing managers always 

gave emphasis to "stay close to the customer" and to "put the customer at the top 

of the organizational chart" and consequently defined the purpose of a business 

as the creation and retention of satisfied customers. However, still many firms 

failed to direct their businesses toward their customers. For the marketing 
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managers, in any type of businesses, developing a customer-oriented 

organization had always been a big challenge (Kosuge, 2006). 

It was well established among marketing theorists that firms which focussed their 

activities on the needs of their customers, i.e. behave in a customer-oriented 

way, performed better than those companies who did not (Donavan et al., 2004). 

The studies by Narver and Slater (1990), Jaworski and Kohli (1993) empirically 

substantiated the economic potential of a firm's customer orientation. At the 

same time, research works looked into the concept of overall firm customer 

orientation and had analyzed the meaning of customer orientation, in terms of 

processes, policies, and employees. It was because of the intangible nature of 

services, their high level of customer interaction and integration, the customer 

orientation was expected to play a crucial role in terms of economic success for 

service companies. In addition to this, the researchers who analyzed the role of 

service employees as a dimension of service quality studies (Parasuraman et al., 

1988; Dabholkar et al., 2000), which explicitly addressed the concept of customer 

orientation of service employees (Kelley, 1992; Brown et al. 2002; Donavan et al. 

2004; Hennig-Thurau and Thurau 2003; Hennig-Thurau, 2004). 

It was already known that the behaviour of service employees affected the 

customers' perception of the service which was been demonstrated in the 

context of service quality research (Bitner et al., 1990). More specifically, the 

researchers had identified employee related aspects of the service as the 

dimensions of the customer service quality assessment. For example, three out 

of five service quality dimensions of Parasuraman et al.'s (1988) SERVQUAL 

evaluated directly or indirectly for addressing the behaviour of the service 

employees (i.e. responsiveness, assurance, and empathy). Similarly, Dabholkar 

et al. (2000) had identified personal attention and comfort as provided by a 

service provider's employees as components of service quality. However, as the 

service quality construct represented a customer-sided view, it was a natural 

consequence that, none of these authors used a company perspective while 
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modelling the different facets of employee behaviour that impacted service 

quality. Therefore, a service provider gained only limited information on the 

managerial action that was needed to select and train their service employees 

(Hennig-Thurau, 2004) for formulating service marketing strategies. 

If managers of the organisation could establish a high level of customer 

orientation in their employees' attitudes, this would generate a higher level of 

stability in behaviour as compared to only training employees to behave in a 

customer oriented way. As Peccei and Rosenthal in the year 2000 noted, "it is 

critical to instil or to strengthen proactive service attitudes or values among front 

line workers as an important route to the desired customer-oriented behaviours". 

While directly influencing the attitudes of the employees, it was not as easy for 

the managers as influencing their behaviours. There were certainly a number of 

managerial approaches that could influence employees' attitudes. Managers 

could either screen the potential employees in terms of their orientation toward 

customers or they should attempt to instil positive customer oriented attitudes 

into the employees very early in their training and employing procedure (Stock & 

Hoyer, 2005). 

On the other hand, the measuring of customer orientation had created more 

confusion rather than definitive answers. The difficulty of measuring customer 

orientation stemmed from the ongoing debate within the industrial/organisational 

psychology literature on the use of broad versus narrow measures of personality. 

Some researchers argued that the measurement of broad personality traits was 

preferable to narrow personality traits because they were more predictive of 

overall job performances (Ones & Viswesvaran, 1996). Advocates for the broad 

perspective, favour summing many different behavioural indicators across 

situations, building broad, "basic" personality constructs, such as the Big Five 

personality traits (Barrick & Mount, 1991). 
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Though we did not include the personality traits in this research directly however, 

the argument for a more narrow approach suggested that a construct-oriented 

approach of personality research provided a better measure of job performance, 

because it required the specification of the relationship of the personality traits 

with multiple dimensions of job performance. Schneider, Hough, and Dunnette 

(1996) suggested that the use of narrower traits on both the predictor and the 

criterion side helped to ensure that: a) as much of the variance in the predictors 

as possible was valid for the criteria to be predicted, and b) the criteria to be 

predicted were the criteria that mattered most for the job. As a result for most of 

the theorists a narrow approach to customer orientation was preferred over the 

broad approach since these traits were better able to retain specific variance that 

could enhance criterion-related validity (Alge, Gresham, Heneman, Fox, & 

McMasters, 2002). 

Overall, what we observed that in various attempts many companies designated 

themselves as customer-oriented but in various instances they failed to do so. It 

was definitely true that the customer orientation and 'total customer care' would 

definitely provide superior value to customers and that this was certainly a key 

success factor in global competition. However, customer orientation on the level 

of artefacts would yield nothing; at the worst it would have a negative effect 

(Brannback, 1999). Customer-orientation had to become a fundamental 

organisational value which the employees start learning immediately after joining 

the organisation and learning the culture prevailed in the organisation. Looking at 

the business, today we found that many firms, indeed, were in the process of 

learning to perceive customers differently than they used to do eariier. In today's 

cut-throat competitive situation the customers could not be treated as mere 

objects, rather they should be considered as subjects having adequate 

knowledge. 
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1.2 CONCEPTUAL FRAMEWORK 

Hackman and Oldham's (1975, 1976, 1980) Job Characteristics Model (JCM) 

was one of the most influential theories ever presented in the field of 

organizational psychology. It had served as the basis for scores of studies and 

job redesign interventions over the past two decades, and this research had 

been extensively reviewed (Fried & Ferris 1987; Loher, Noe, Moeller & 

Fitzgerald, 1985; Taber & Taylor, 1990). The vast majority of research supported 

the validity of the JCM, although criticisms and modifications had been labelled 

against it (Roberts & Glick, 1981j Salancik & Pfeffer, 1978). 

Hackman and Oldham had developed the model by identifying psychological 

states important for job satisfaction and motivation. After that they went 

backwards to identify job characteristics that could elicit psychological states of 

the employees. Thus, the model was centred on the critical psychological states, 

and "the core job characteristics were identified to serve the critical psychological 

states" (Johns, et al., 1992). 

The argument of JCM was that the motivation to work is actually a function of 

three critical psychological states—experienced meaningfulness of the work (or 

experienced meaningfulness), experienced responsibility for outcomes of the 

work, and knowledge of the actual results of the work activities. Furthermore, 

according to the JCM these three critical psychological states, in turn, were 

determined by five job characteristics—skill variety, task identity, task 

significance, autonomy, and feedback (Hackman and Oldham, 1980; Renn and 

Vandenberg, 1995). Later on, a thorough empirical testing of the full model (i.e. 

JCM) had confirmed that the experienced meaningfulness was the key mediator 

of all the five core job characteristics of motivation (Johns et al., 1992), thereby 

making it a potent driver of motivation. It was already been observed that job-

related effects had been examined not so extensively in prior customer 

orientation research and given the importance of experienced meaningfulness in 

11 
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JCM, we focussed on the effect of this affective evaluation of the job on customer 

orientation. In the discussion below, the relationship between experienced 

meaningfulness, customer orientation is referred to as the focal main effect. In 

addition to establishing that job-induced psychological states (or affective 

evaluations of the job) affected the employee work behaviour. The JCM argues 

that this effect would be moderated by employee affective evaluations of the 

work context. We focus upon various other aspects of the work context like pay 

satisfaction, job stress, job autonomy, job variety as well as job supervision—and 

then examine the moderating effects of salesperson affective evaluations on all 

of these aspects on the focal main effect. Here in the study the organizational 

identification construct represents the salesperson's affective evaluation with 

organizational values, and the pay satisfaction construct represents the 

salesperson's affective evaluation of their pay. 

1.2.1 Customer orientation 

Helping the customers to make the right purchase decisions that would satisfy 

their preferences was an important part of the salesperson's/serviceperson's 

function (Saxe and Weitz, 1982; Spiro and Weitz, 1990; Thakor and Joshi, 2005). 

In marketing, there was two selling strategies; customer-oriented selling (or 

customer orientation) and sales-oriented selling (or sales orientation). These two 

orientations in marketing differ both in terms of their objectives and the means 

used to achieve those objectives. Customers had preferences both in the 

immediate as well in the long term modes. Typically, short-term preferences (or 

wants) were felt and clearly articulated whereas long-term preferences (or needs) 

tended to remain latent (Thakor and Joshi, 2005). A customer-oriented 

salesperson aimed to uncover and satisfy these latent needs. Indeed, as Saxe 

and Weitz (1982) stated, "highly customer oriented salespeople avoid actions 

which sacrifice customer interest to increase the probability of making an 

immediate sale." The objective of sales orientation, by contrast, was to satisfy 

articulated customer preferences. As the item in the widely used SOCO scale 

clarified (Saxe and Weitz, 1982; Thakor and Joshi, 2005), the two selling 
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orientations that also differed with respect to means. Whereas, customer 

orientation placed an emphasis on listening to customers (e.g., I try to find out 

what kind of product would be most helpful to a customer) and dialogue (e.g., I 

try to get customer to discuss their needs with me), sales orientation encouraged 

opportunistic (John, 1984) means (e.g., I paint too rosy a picture of my products 

to make them sound as good as possible). Thus in this research, we focus on 

customer orientation as a key characteristics to measure for the purpose of 

focussing on uncovering and satisfying the customer's long-term needs by 

listening to and working with customers. 

1.2.2 Experienced meaningfulness 

If the sales personnel/service personnel believe that they would experience a 

feeling of accomplishment from this activity they would be motivated to expend 

the additional effort that was required by customer-oriented selling. In order to 

develop this belief, salespeople had to perceive customer-oriented selling as 

being an important activity (Hall, 1976; Thakor and Joshi, 2005). By making the 

work "count" in the salesperson's "own system of values", the experienced 

meaningfulness of the salesperson would enhance the activity importance 

(Hackman and Oldham, 1980). Thus, by fostering the perception of activity 

importance, experienced meaningfulness generated sales personnel/ service 

personnel belief that they would experience a feeling of accomplishment from 

having successfully engaged in customer-oriented selling. Consistent with this 

argument, prior research works had found experienced meaningfulness to be 

positively related to intrinsic motivation (Eby et al., 1999). Thus in this research, 

we focus on experienced meaningfulness as another key job characteristics 

along with the prior customer orientation in finding the impact of job 

characteristics in motivating customer orientation of service personnel. 

1.2.3 Organizational identification 

We found that the experienced meaningfulness as one of the key determinants of 

activity importance; however, it was not the only determinant. Activities take 
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place within organizational contexts and as such, the values of this context could 

shape employee perceptions of activity importance (Thakor and Joshi, 2005). 

However, the extent to which the organisational employees accept the 

organisational values, the effect of organizational values on employee 

perceptions was in fact conditional (Ashforth and Mael, 1989; Button et al., 

1994). We define organizational identification as a state of psychological 

congruence between salesperson and organizational values (Mael and Ashforth, 

1992). There is a commonly held belief that organizational values across the 

industrial landscape would fulfil the long-term needs and wants of customers 

(Langerak, 2001; Reicheld and Sasser, 1990; Thakor and Joshi, 2005). As a 

matter of fact, we disagree that when organizational identification is high among 

the salespeople / service-people, they are likely to regard customer-oriented 

selling as an important activity, which in turn shape their belief that they will 

experience the feeling of accomplishment upon successful completion of this 

activity. Furthermore, we also expect that organizational identification would also 

intrinsically motivate salespeople / servicepeople to engage in customer 

orientation. Since our conceptual framework is predicted upon JCM (Hackman 

and Oldham, 1980), we establish orgariizational identification as the moderator of 

the focal main effect. Thus in this research, we focus on organizational 

identification as another key job characteristics along with the prior customer 

orientation, experienced meaningfulness in finding the impact of job 

characteristics in motivating customer orientation of service personnel. 

1.2.4 Pay satisfaction 

The positive affective evaluation of the magnitude of the reward that is received 

in exchange for the investment of effort is known to be pay satisfaction (Churchill 

et al., 1974; Walker et al., 1977; Thakor and Joshi, 2005). The greater the 

magnitude of the reward that is received, the greater is the salesperson's / 

serviceperson's ability to obtain valued outcomes. Thus, we can postulate that on 

one hand, the experienced meaningfulness and organizational identification 

motivate salesperson effort by enhancing the feeling of accomplishment. 

14 



Job Characteristics IVIodel and Customer Orientation: An Overview ^ ;!>:; l ^XHT.?^ 

Similarly, on the other hand, pay satisfaction may likely to motivate salesperson's 

effort by enabling the salesperson to pursue valued outcomes (Lawler, 1971, 

1973). Accordingly, we expect a positive effect of pay satisfaction on customer 

orientation (Chebat et al., 2002). Based on the JCM (Hackman and Oldham, 

1980), we argue that when pay satisfaction is high, the positive relationship 

between experienced meaningfulness and salesperson motivation to expend the 

effort that is required by customer orientation would be enhanced. Thereby, in 

this research, we focus on pay satisfaction as other key job characteristics along 

with the prior customer orientation, experienced meaningfulness, and 

organisational identification in finding the impact of job characteristics in 

motivating customer orientation of service personnel. 

1.2.5 Job Stress 

We have observed in various literatures that job stress is generally defined as an 

employee's feelings of job-related hardness tension, anxiety, frustration, worry, 

emotional exhaustion and distress (Cartwright and Cooper 1997). While there 

have been several studies that had explored the causes of job stress and its 

impact (Cushman, Evans, Namerow 1995; Gibson, McGrath & Reid 1989; Himie, 

Jayaratne & Thyness 1989; Siefert, Jayaratne & Chess 1991), far less research 

had examined the impact of job stress on job satisfaction of service personnel. 

Gellis (2001) observed that job stress was negatively correlated with job 

satisfaction among service personnel in hospitals. According to Saxe and Weitz 

(1982), salespeople/servicepeople are likely to engage in customer-oriented 

selling when the benefits outweigh the costs. In order to satisfy customer 

expectations, the sales persons require a lot of energy and enhance identification 

to job, however we found that there are little studies available that were 

establishing links between customer orientation and drain of emotional resources 

and/or cynicism (Hollet and Foumier, 2007). By considering the above facts, in 

this research, we focus on job stress as another key job characteristic along with 

the prior customer orientation, experienced meaningfulness, organisational 
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identification, pay satisfaction in finding the impact of job characteristics in 

motivating customer orientation of service personnel. 

1.2.6 Job Autonomy 

According to previous literatures, we found that job autonomy was generally 

defined as the degree of freedom that employees have in making job related 

decisions (Agho, Mueller, Price 1993). It was also been defined as 

"independence in thought, goal-setting, and determination of work methods" 

(Buffum, Ritvo 1984). It is different from input into decision-making, which deals 

with issues at the organizational or policy level and not everyday job issues 

(Allen, Lambert, Pasupuleti, Tolar and Ventura, 2004). 

Salesperson job autonomy refers to the felt ability to determine the nature of the 

sales task or problem and to arrive at a course of action (Wang & Netemeyer, 

2002). A sales/service job was typically demanding because of the challenging 

marketplace and the performance-based compensation system. Salespeople 

needed both the freedom (i.e., job autonomy) and the skills to meet the 

challenges (Karasek 1979). Among job related factors (skills variety, task identity, 

task significance, autonomy, and feedback), job autonomy thus is probably the 

most relevant to the study of salesperson / serviceperson learning and self-

efficacy. This is because, the perception of job autonomy reflected two of the 

efficacy enhancing information sources specified by Bandura (1986): enactive 

mastery and persuasion. Henceforth, in this research, we focus on job autonomy 

as another key job characteristic along with the prior customer orientation, 

experienced meaningfulness, organisational identification, pay satisfaction, job 

stress in finding the impact of job characteristics in motivating customer 

orientation of service personnel. 

1.2.7 Job Variety 

Job variety is the degree of variation in the job (Price & Mueller 1986). Some jobs 

require role performance that is highly repetitive, while other jobs have significant 
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degree of variety in the required tasks and how they are performed (Mueller, 

Boyer, Price & Iverson 1994). According to Ross and Reskin (1992), "job 

autonomy and non routine work signal occupational self-direction, "which is a 

positive outcome for most employees". Thus, in this research, we focus on job 

variety as another key job characteristic along with the prior customer orientation, 

experienced meaningfulness, organisational identification, pay satisfaction, job 

stress, job variety in finding the impact of job characteristics In motivating 

customer orientation of service personnel. 

1.2.8 Job Supervision 

It was found that most employees had a direct supervisor, a person who guides 

and directs them. Supervision could drastically vary not only from organization to 

organization, but also within the same organisation. On one hand, it was 

observed that there were supervisors who provided quality, open, motivation, and 

supportive supervision; on the other hand, there were supervisors who were 

inconsistent, did not motivate employees to meet high standards, had poor 

communication styles and were unfriendly and unfair (Allen, Lambert, Pasupuleti, 

Tolar and Ventura, 2004). 

The supervisor's initiation of customer orientation appeared a strong impact on 

customer-oriented attitudes. Thus, by serving as a role model, supervisors could 

help develop positive customer oriented attitudes in their salespeople / 

servicepeople. In addition, by showing consideration and developing positive 

relationships with salespeople / service-people, supervisor might have a further 

positive impact on customer-oriented attitudes (Stock and Hoyer, 2002). 

Poor supervision was found to be linked to burnout (Cherniss 1980a; Itzhaaky 

and Aviad-Hiebloom 1998) and job dissatisfaction (Cherniss and Egnatios 1978) 

among social and human service workers. Supportive supervision was found to 

be associated with increased job satisfaction (Poulin 1994). Thus, in this 

research, we focus on job supervision also as another key job characteristic 
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along with the prior customer orientation, experienced meaningfulness, 

organisational identification, pay satisfaction, job stress, and job variety in finding 

the impact of job characteristics in motivating customer orientation of service 

personnel. 

1.3 MARKETING AND CUSTOMER ORIENTATION 

Marketing is the process by which companies create value for customers and 

build strong customer relationships in order to capture value from customers in 

return (Kotler et al., 2008). It had been seen that despite the growing interest in 

the topic of marketing, there had been insufficient discussions as well as attempt 

on issues which were concerning with the successful implementation of the 

marketing concept. None-the-less, the market practitioners were simply expected 

to accept the concept as the core of marketing (Turner & Spencer, 1997; 

Alhakimi & Baharun, 2009). A plethora of marketing literatures, clarified the 

implementation issue, a new outlook for viewing the marketing concept from a 

different perspective. For implementing the marketing concept the term "market 

orientation" is now used in the literatures (e.g. Narver & Slater, 1990; Kohli & 

Jaworski, 1990; Shapiro, 1998). However, it can be said that whenever an 

organisation is said to be market oriented, it is obvious that the organization had 

to suit its actions to be consistent with the marketing concept (Alhakimi and 

Baharun, 2009). Customer value is a theory emphasising the implementation of 

customer-centric thinking in marketing, and customer value is regarded as the 

premise to achieve a positive business performance, these are the two 

arguments which had already been emerged while establishing the link between 

marketing orientation and customer value (Chen and Quester, 2009). Market 

orientation had been assigned as the top priority status in terms of research 

needs over the last decade, by the Marketing Science Institute. Thus, the 

marketing literature had acknowledged the role of market orientation as a major 

source of achieving a sustainable competitive advantage (Castro et al., 2005; 

Alhakimi and Baharun, 2009). In their research, it is Deshpande and Webster 
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(1989); made an attempt to link the idea of market orientation to the 

organizational culture. Therefore, the market orientation was considered as the 

organizational culture that produced the necessary behaviours to create superior 

value for customers (Narver and Slater, 1990) and as a behavioural process 

through specific organizational activities (Kohli and Jaworski, 1990). On the 

otherhand. Hurley and Hult (1998) suggested that within market orientation, a set 

of behaviours and an aspect of culture, both were essential components of 

market orientation. If we look the viewpoint of other authors, we would find that 

other authors viewed market orientation as an innovation (Rogers, 1983; Liu, 

1995; Fritz, 1996). Analytically, what we found that one of the major issues the 

scholars agreed upon a lack of systematic effort to develop valid measures of 

market orientation (Kaynak and Kara, 2004; Alhakimi and Baharun, 2009). 

According to the Kohli & Jaworski's (1990) definition of market orientation, they 

suggested that the measurement of market orientation needed to assess the 

degree to which a company was market oriented, viz. the measurement 

generated intelligence, disseminated it, and took actions based on it (Alhakimi 

and Baharun, 2009). Other researchers researching in this area had also 

suggested similar behavioural conceptualizing viewpoints related to the firm 

(Day, 1994; Deshpande and Farley, 1998; Alhakimi and Baharun, 2009). If we 

view closely we would find that, Narver and Slater (1990) offered a slightly 

different perspective by including competitor information and interfunctional 

coordination in the domain of their operationalisation of market orientation. 

According to their definition, what we found that, a firm which was termed market 

oriented would exhibit three behavioural components: a customer orientation, a 

competitor orientation, and interfunctional coordination along with two decision 

criteria a long-term focus and profitability. 

In general, various authors define market orientation as, "The set of cross-

functional processes and activities directed at creating and satisfying customers 

through continuous needs-assessment". According to Narver and Slater (1998), 
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they also agreed with the authors that the continuous creation of superior value 

for customers was the heart of marketing and, hence, market orientation. It was 

also said that, creating value for customers should be the primary concern 

(Ohmae, 1988; Webster, 1994; Narver and Slater, 1998). An organization's total 

commitment to the continuous creation of superior value for customers was the 

core of market orientation. Thus, clearly, market orientation comprised a 

pervasive "customer value orientation" (Narver and Slater, 1998). 

A marketer in an organization, who implemented the marketing concept always, 

believed that organizations could ultimately achieve the success by satisfying 

customer needs (Deshpande, Farley, and Webster 1993; Kotler 1997; Brown, 

Mowen, Donaven and Licata, 2002). 

It was already established that customer oriented selling or customer orientation 

evolved from the marketing concept (Brown, Mowen, Donaven and Licata, 2002). 

According to Saxe and Weitz (1982), the degree to which salespeople practice 

the marketing concept by trying to help their customers make purchase decisions 

that would siatisfy customer needs was referred to as customer oriented selling, 

which could be termed as a behavioural concept. According to Narver and Slater 

(1990) we found that, they had defined customer orientation as the sufficient 

understanding of one's target buyers to be able to create superior value for them 

in a continuous basis. Henceforth, it could be understood that, a seller had to 

recognize a buyer's entire value chain (Day and Wensley, 1988; Brown, Mowen, 

Donaven and Licata, 2002). As a matter of fact, this dimension of customer 

orientation had received a good deal of attention in the literature (Deng and Dart, 

1994). While interviewing organisational managers Kohli and Jaworski (1990) we 

had found that the customer focus was one of the critical elements in determining 

market orientation. 

It was discerned that in most types of service organizations the individual service 

workers were the direct participants in implementing the marketing concept 
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(Brown, Mowen, Donaven and Licata, 2002). According to (Rust, Anthony, 

Zahorik, and Keiningham 1996) they opined that the "personal interaction 

component of services is often a primary determinant of the customer's overall 

satisfaction." 

So, we found that, despite the apparent importance of employees' customer 

orientation while implementation of the marketing concept in the market driven 

company, research works done on this particular construct was very limited. The 

first attempt what we found in directly measuring the customer orientation at the 

individual level was performed by Saxe and Weitz (1982). They primarily had 

developed a 24 item scale with two dimensions incorporated within it (i.e., 12 

positively phrased customer orientation items and 12 negatively phrased selling 

orientation items) to measure the extent to which a salesperson / serviceperson 

sought to increase long term customer satisfaction. Although their research 

indicated that customer orientation was related to sales performance. However, 

after analyzing we found that neither Saxe & Weitz (1982) nor researchers had 

conducted follow up studies (i.e., Michaels and Day 1985; Tadepalli 1995) 

instead they had only investigated the possible determinants of customer 

orientation. Hereafter, in our study maximum emphasis was given to this aspect 

and the identification of determinants of customer orientation. 

1.4 JOB CHARACTERISTICS IVIODEL AND ITS MODERATING EFFECTS 

In the study of Hackman and Lawler (1971), they identified three "critical 

psychological states" that a job required to be upgraded if it was to be internally 

motivating. The foundation of the Job Characteristics Model (JCM) as developed 

by Hackman and Oldham (1980) was the reactions to job enrichment, changing 

the nature of the tasks employees perform (Herzberg, Mausner, & Snyderman, 

1959) through job redesign. This model was developed for determining the 

employees' reactions towards job redesign. From the JCM the experienced 

meaningfulness of the work was being derived, which was considered as the 
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experienced responsibility for work outcomes, as well as the knowledge of 

results. Hackman and Oldham (1975) worked backwards to identify five job 

characteristics that were likely to increase the experience of the three 

psychological states. The proposed original JCM model appeared as under: 
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Figure 1.3: The Job Characteristics Model (reproduced from Hackman, 1976). 

The Job Characteristics Model of Hackman and Oldham (1976) presented 

above, depicted the following dimensions: 

(1) Skill variety, which focused on the extent to which a job required a number of 

different skills and talents. The job of a personnel specialist would receive a high 

score on this dimension, whereas the job of an operator on a production 

assembly line would receive a low score. 
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(2) Task identity, which focused on the extent to which the job required the 

performance of a whole unit, which was identifiable with a visible outcome. The 

job of a carpenter, who constructed a piece of furniture from raw material, would 

receive a high score on this dimension, whereas an operator who soldered wires 

on to a piece of equipment would receive a low score. 

(3) Task significance, which focused on the extent to which the job created a 

significant impact on the lives and work of other people inside and outside the 

organisation. The job of a surgeon in a hospital would receive a high score on 

this dimension, whereas the job of a filing clerk would receive a low score. 

(4) Autonomy, which could be viewed as the degree of freedom, discretion, and 

independence that a job possessed at both the planning and execution stages. 

The job of a college or university lecturer would receive a high score on this 

dimension, whereas the job of an accounts clerk, being closely supervised, would 

receive a low score. 

(5) Feedback from the job, which focused on the extent to which direct and 

unambiguous information about the effectiveness of the job holder's performance 

was available while s/he was engaged in carrying out the job activities. The 

airline pilot received information on the progress of the flight from the instrument 

panel on the cockpit and from ground control. The pilot's job would receive a high 

score on this dimension, whereas the job of a sales representative, who had to 

wait some time to establish the effectiveness of his or her performance, would 

receive a low score. 

Hackman and Oldham (1976), proposed that an overall Motivating Potential 

Score (MPS) was more useful, while the effects of each characteristic could be 

examined individually. MPS score denoted the level of enrichment in a job 

caused by an individual's perceived presence of various levels of the five job 

characteristics in a job, as stipulated by the JCM. This score, or indicator, was 
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developed mathematically from a seven point (Likert scale) questionnaire called 

the Job Diagnostic Survey (JDS). Therefore, a determination of the MPS using 

the JDS allowed for the measurement of an individual's perceived level of 

enrichment in one's job caused by the job characteristics in the JCM (Hackman & 

Oldham, 1980). The model stipulated that a job would be perceived as enriched, 

if the MPS was high. The MPS was designed as a multiplication of the core job 

dimensions as depicted below. 

MPS = [(Skill variety + Task identity + Task significance)/3] X [Autonomy] X 

[Feedback] 

Jobs high in MPS had been associated with positive outcomes, such as internal 

work motivation and performance (Oldham et al. 1976), and objectively 

manipulating the MPS in a field experiment which had led to higher levels of 

intrinsic satisfaction and job involvement (Orpen, 1979). 

Furthermore, in the JCM, we found the individual differences varying with the 

Growth Need Strength (GNS) (Valliere, 1996). It was being said to moderate an 

employee's reaction to job redesign aimed at creating job enrichment (Hackman 

& Oldham, 1980). The moderator GNS had been defined as a person's desire to 

experience higher order needs, "Strength of needs for personal growth and 

accomplishment at work." (Tiegs, Tetrick & Fried, 1992). Actualization, 

achievement, development, and accomplishment were being desired by an 

individual with high growth need strength (Hackman & Oldham, 1980). Those 

employees with higher GNS were more likely to react positively to job enrichment 

and experience the psychological states when the job was enriched than those 

employees with low GNS, this was been proposed by the JCM model (Valliere, 

1996). 

So after analysing the complete Job Characteristics Model, we found that a job 

with high MPS, due to the perceived attributes of various levels of the job 
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characteristics belonging to one's job, developed motivating potential through the 

production of the psychological state that reacted with the employee's GNS level 

(Valliere, 1996). According to Hackman & Oldham (1980) if an employee was 

high on GNS and had a motivating job, the psychological states were predicted 

to cause the following work outcomes: high internal motivation, general 

satisfaction, growth satisfaction. 

Here in this study of customer orientation of the service personnel, some of the 

dimensions of the JCM had been taken into consideration for relating with the 

outcome of the study because as we observe that measuring of the customer 

orientation required measuring the dimensions of the customer orientation of the 

service personnel like experienced meaningfulness, job variety, job autonomy 

etc. Here, in the JCM what we found that the measurements of those dimensions 

were very essential. 

1.5 THE SOCO SCALE AND ITS DIMENSIONS 

It was more than 77 years ago, Strong (1925) emphasized and suggested that 

personal selling strategies should be directed toward securing customer 

satisfaction as well as purchase orders. Despite numerous references directed 

towards the benefits of customer oriented sales behaviours during that time, little 

empirical research had hardly examined the effectiveness of customer oriented 

selling and the factors influencing the extent to which salespeople / service-

people engaged in it (Saxe and Weitz, 1982). 

According to Saxe and Weitz (1982) the customer oriented selling could be 

viewed as the practice of the marketing concept at the level of the individual 

salesperson / serviceperson and the customer. The marketing concept wa. a 

cornerstone of marketing thought for the last 55 years. It demanded for an 

integrated, companywide approach in which all of the firm's activities were to be 

directed towards providing customer satisfaction and establishing mutually 
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beneficial, long-term relationships with its market (Kotler 1980). Kurtz, Dodge, 

and Klompmaker (1976) had explicitly related the marketing concept to the 

behaviour of salespeople. 

The marketing concept required an organization or the marketer to determine the 

needs of a target market and adapt itself in satisfying those needs better than 

its/his competitors. The organization sought to generate customer satisfaction as 

the key to satisfying its goals. However, what we found under the selling concept 

was that, an organization tried to stimulate demand for products it produced, 

rather than producing products in response to customer needs (Saxe and Weitz, 

1982). 

In general the customer oriented selling was a way of doing business on the part 

of salespeople / servicepeople. The term referred to the degree to which 

salespeople / service people practiced the marketing concept by trying to help 

their customers make purchase decisions that would satisfy those customer 

needs. According to Saxe and Weitz (1982), highly customer oriented 

salespeople engaged themselves in behaviours aimed at increasing long-term 

customer satisfaction. In addition, they avoided behaviours which might result in 

customer dissatisfaction. Thus, highly customer-oriented salespeople avoided 

actions which sacrificed customer interest to increase the probability of making 

an immediate sale. The selling concept in a company corresponded to a low level 

of customer orientation in a salesperson/serviceperson. 

Studies had indicated that research on individual level customer orientation was 

divided into two streams, they were personal selling literature (Brown, Widing, 

and Coulter 1991; Kennedy, Lassk, and Goolsby, 2002; Saxe and Weitz 1982; 

Singh and Koshy, 2008) and services marketing literature (Brady and Cronin 

2001; Brown, Mowen, Donnavan, and Licata 2002; Singh and Koshy, 2008). If 

we considered the personal selling literature we would find that in personal 

selling, a salesperson's customer orientation had been defined as 'the degree to 
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which he or she practiced the marketing concept by trying to help his or her 

customers make purchase decisions that would satisfy customer needs' (Saxe 

and Weitz 1982). A customer-oriented salesperson aimed to uncover and satisfy 

these latent needs and, avoided actions which sacrificed customer interest to 

increase the probability of making an immediate sale (Saxe and Weitz 1982). 

Saxe and Weitz (1982) identified the following seven characteristics of customer 

orientation based on previous literature review and field interviews of 25 sales 

managers and thereby the SOCO scale was originally developed by Saxe and 

Weitz (1982) to measure the self-assessed customer orientation of salespeople 

employed in a variety of consumer and industrial selling roles (Ryan, 2001): 

The SOCO scale included questions to evaluate the following characteristics of 

the customer oriented sales process: 

(i) A desire to help customers make satisfactory purchase decisions. 
(ii) Helping customers assess their needs. 
(ill) Offering products that will satisfy customers' needs. 
(iv) Describing products (and services) adequately. 
(v) Avoiding deceptive or manipulative tactics. 
(vi) Avoiding the use of high pressure selling. 

The original scale consisted of twenty-four statements that described ways in 

which a salesperson might act with a customer or prospect. Respondents were 

asked to indicate the proportion of time they acted in the manner described by 

each item, using a response scale ranging from one (never) to nine (always). 

Saxe and Weitz (1982) found two sub-scales that related positively and 

negatively worded items and suggested that their scale had useful psychometric 

properties, including appropriate item content, content validity, convergent and 

discriminant validity and nomological validity. Not surprisingly, the SOCO scale 

found immediate acceptance and had been widely used. 

As already mentioned earlier salesperson's / serviceperson's desire to assess 

customer needs, avoided high-pressure selling, avoided deception, described 
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products and services adequately, and helping customers made satisfactory 

purchase decisions, these were the characteristics that distinguished customer-

oriented selling from other selling approaches (Thomas, Soutar, and Ryan, 

2001). Brown et al. (2002) defined salesperson's customer orientation as an 

"employee's tendency or predisposition to meet customer needs in an on-the-job 

context". 

1.5.1 Dimensions in the SOCO Scale 

In the SOCO scale what we found that there were a total of 24 items based on 

which the selling orientation and customer orientation was measured. The 

dimensions are given below: 

The Items of SOCO Scale 

1. I try to give customers an accurate expectation of what the product/service 
would do for them. 

2. I try to get customers to discuss their needs with me. 

3. If I am not sure a product or service was right for a customer, I will still apply 
pressure to get him/her to buy. 

4. I imply to a customer that something was beyond my control when it was not. 

5. I try to influence a customer by information rather than by pressure. 

6. I try to sell as much as I can rather than satisfy a customer. 

7. I spend more time trying to persuade a customer to buy than I do trying to 
discover his/her needs. 

8. I try to help customers achieve their goals. 

9. I answer a customer's questions about products or services as correctly as I 
can. 

10.1 pretend to agree with customers to please them. 

11.1 treat a customer as a rival. 
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12.1 try to figure out what a customer's needs are. 

13. A good salesperson had to have the customer's best interests In mind. 

14.1 try to bring a customer with a problem together with a product/service that 
helps him/her solve that problem. 

15.1 am willing to disagree with a customer in order to help him/ her make a 
better decision. 

16.1 offer the product/service of mine that was best suited to the customer's 
problem. 

17.lt was necessary to stretch the truth in describing my product / service to a 
customer. 

18.1 begin the sales talk for my product / service before exploring a customer's 
needs with him / her. 

19.1 try to sell a customer all I can convince him / her to buy, even if I think it was 
more than a wise customer would buy. 

20.1 paint too rosy a picture of my products / services to make them sound as 
good as possible 

21.1 try to achieve my goals by satisfying customers. 

22.1 decide what products / services to offer on the basis of what I can convince 
customers to buy, not on the basis of what will satisfy them in the long run. 

23.1 try to find out what kind of product / service would be most helpful to a 
customer. 

24.1 keep alert for weaknesses in a customer's personality so I can use them to 
put pressure on him / her to buy. 

Based on those items of the SOCO Scale given above the selling orientation and 

customer orientation was actually being measured. Here in this study the 

customer orientation items are taken into consideration for measuring. 
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1.5.2 Applications of tlie SOCO Scale in Literature 

We could find that there were enough applications of the SOCO scale in various 

types of researches conducted by various researchers over the time from the 

time the SOCO scale had been developed by Saxe and Weitz (1982) based on 

marketing concept especially the customer orientation. Some of the major 

applications of SOCO scale in marketing are briefly depicted below: 

1. Michaels and Day (1985) used a modified SOCO scale that reflected the 

views of buyers, rather than salespeople, while studying a large sample 

(n=997) of American industrial buyers. According to Michaels and Day (1985), 

their conclusions from the study was that the SOCO scale's measurement 

properties were retained in this form and that the scale worked as well with 

buyers as it did with salespeople. In the study there were modifications done. 

However, the modifications to the wording of the original scale were made 

only to the extent necessary so that it reflected the views of buyers rather 

than salespeople. 

2. In the year 1988, there was a research carried out by Dunlap, Dotson and 

Chambers, on the real estate industry. Here in this study the SOCO scale 

was replicated in the real estate industry. The scale was administered to real 

estate brokers and real estate buyers, although there was no connection 

between individuals in the two respondent groups. Here also In this study the 

researchers made slight alterations to the wording of some scale items of the 

SOCO scale and used a five-point response format rather than the original 

nine-point scale. Coefficient alphas (Cronbach 1951) for the revised 

instrument were 0.88 and 0.91 for the brokers and the buyers respectively. 

3. Leong, Busch and John (1989) researched upon the effects of SOCO on the 

organisational salesperson effectiveness. The researchers in this major study 

• ' . V . 
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used a two-dyadic dataset empirical approach for evaluating the effect of 

SOCO on the salesperson effectiveness. 

4. In a study on the American retail consumers. Brown, Widing and Coulter 

(1991) interviewed a sample of American retail consumers using a scale 

(which was not the SOCO scale) however, that conformed closely to the 

original SOCO instrument, with only minor changes in wording to reflect a 

buyer, rather than salesperson's perspective. A six-point response format was 

used. Coefficient alpha for the SOCO instrument in the Brown et al (1991) 

study was 0.81. 

5. In another study O'Hara, Boles and Johnston (1991) researched upon the 

customer orientation of advertising and industrial product salespeople. In this 

research also the researchers brought about some changes in the SOCO 

scale, and thus the scale was reduced to 18 items but no information was 

provided as to why or which items were deleted. However, it was said that it 

was for the first time that in a study the number of items was been reduced in 

a SOCO scale. Coefficient alpha estimates were 0.82 and 0.95 for the two 

respective sales representative groups. 

6. In a research, Howe, Hoffman and Hardigree (1994) examined the 

relationship between the ethical behaviour, customer orientation and the 

performance of a sample of insurance sales agents using the original 24 item 

SOCO scale. However, in this study also the original SOCO items were 

modified to match the domain of insurance agents, and a seven-point 

response format was used. Coefficient alpha was 0.88. 

7. In another research, carried out by Tadepalli (1995), a survey of industrial 

purchasing professionals were done where the researcher modified the 

SOCO scale by changing the frame of reference of the questions to a 

particular salesperson rather than to salespeople generally (by relating to 
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respondents' most recent buying situation). Similar, to that of the research 

carried out by O'Hara, Boles and Johnston (1991) the number of items was 

also reduced but unlike that of the former, the items in the SOCO scale was 

reduced to 21 as a result of prior interviews with industrial buyers and a 7-

point scale was used. The verbal anchors were also changed in this study so 

that they ranged from "Strongly Disagree" to "Strongly Agree." He suggested 

that the scale was unidimensional and reliable. Indeed, coefficient alpha was 

higher than in most previous studies (0.94). 

8. In the year 1995 Sigauw and Honeycutt used the original 24-item SOCO 

scale in a gender-focused study of 268 sales people in the Information and 

Image Management Industry. However, unlike that of the previous researches 

mentioned above there were no refinements or modifications made to the 

original Saxe and Weitz (1982) scale during the study. 

9. Williams and Attaway (1996) used a modified 18-item SOCO scale in 

examining the relationships between organizational culture, salespeople's 

customer orientation and buyer-seller relationship development. Here, in the 

study the industrial buyers completed three surveys on individual and 

identifiable salespeople. It could be said that this form of the scale was also 

very reliable, with an alpha of 0.97. In the research, three "belief items were 

omitted because it was felt that salespeople's behaviours were observable 

and experienced through interactions between the buyer and seller, however, 

it was again felt that the same was not true for belief statements. In the on 

going research, further three items were omitted because they required the 

buyer to have knowledge about the cognitive thought structure of a 

salesperson. 

10. Pettijohn, Pettijohn and Parker (1997) in their research administered the 

original SOCO scale to a sample of real estate salespeople that linked 

customer orientation, sales productivity and sales training. In this research 
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scale reliability measured were not provided. These studies generally 

supported the dimensionality and reliability of the SOCO scale as a way of 

measuring the customer orientation of salespeople, from either a salesperson 

or a customer perspective. 

These were some of the applications carried out with the help of the SOCO 

scale. As noted, some of the studies used modified versions of the SOCO scale 

to adapt to the buyer-seller market situation, but all were easily identified as 

variants of the original scale. Here in this study also we tried to utilise some of 

the items of the SOCO scale. However, care was being taken not to include all 

the items because the main objective of the study basically lies on the measuring 

the customer orientation of the service personnel and not the selling orientation. 

1.6 THE MODIFIED SOCO SCALE 

It was not always mandatory that the SOCO scale would have to be utilised just 

as it was. In various occasions, the SOCO scale was been modified just to suit 

the situation. In the previous discussions what we had found out that the SOCO 

scale was been modified to fit in the research requirements. We had seen that 

Michaels and Day (1985) used a modified SOCO scale that reflected the views of 

buyers, rather than salespeople. In other occasions Dunlap, Dotson and 

Chambers (1988) used the SOCO scale in a research on real estate industry, 

however, they had used a five-point response format rather than the original 

nine-point scale of the SOCO scale. O'Hara, Boles and Johnston (1991) had also 

altered the original SOCO scale in a research on a study on advertising and 

industrial sales people, where the researchers had reduced the items of the 

SOCO scale to 18 instead of the original 24 items. In another research, Tadepalli 

(1995) modified the SOCO scale by changing the frame of reference of the 

questions to a particular salesperson rather than to salespeople generally (by 

relating to respondents' most recent buying situation). 
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Overall we could found that the original SOCO scale in the purpose of 

researches carried on measuring customer orientation had been modified 

according to the requirements. 

However, for Michaels and Day (1985) it also seemed appropriate, perhaps even 

more appropriate, to implement the SOCO scale with customers themselves 

assessing the degree of customer orientation of the salespeople who call upon 

them. For the researcher, while going through the research it seemed reasonable 

to assume that the assessment of the sellers' customer orientation by buyers 

might be more objective than self assessments by salespeople. Evidence of 

upward bias in individual self-ratings had been reported in various contexts 

(Grashof and Thomas 1976; Silk and Kalwani, 1982). Though curiosity about the 

degree of congruity of buyers' and sellers' assessments had some role in 

motivating the research of Michaels and Day (1985), a more general motivation 

was a desire to contribute to a replication tradition in marketing research. 

Michaels and Day (1985) modified the SOCO scale only to the extent necessary 

to accommodate the differences between the situation in which buyers evaluated 

salespeople and that in which sellers evaluated themselves with respect to their 

interactions with buyers. Each item was rephrased to ask the buyers to judge the 

proportion of salespeople calling on them, who took each of the 24 actions 

reflected in the original SOCO items by retaining the original meaning of each 

SOCO item. Care was taken to ensure that the replication was complete and 

faithful to the objectives of the original study except for the nature of the 

respondents. 

With a sample of industrial buyers a replication of the SOCO scale was 

conducted with a large probability sample. The 24-item scale was modified only 

to the extent necessary for it to reflect the views of buyers rather than 

salespeople, who were the subjects in the initial Saxe and Weitz (1982) study. 

The replication appeared to be successful. The results were similar to the 
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previous results of Saxe and Weitz; the factor structure was virtually identical to 

the original results and the internal consistency reliability of the scale in the 

replication study was higher than in the initial study. Therefore, Michaels and Day 

(1985) tentatively concluded that the SOCO scale worked as well with buyers as 

with salespeople. According to the researchers, they hoped that further testing of 

the SOCO construct in the future would lead to its refinement and that its use 

would contribute to improvements in the quality of research on salesperson-

buyer interactions. 

Given below is a depiction of the modified SOCO scale items developed by 

Michaels and Day (1985) in association to their research: 

Table 1.1: The modified SOCO scale 

THE MODIFffiD SOCO SCALE ITEMS ADOPTED BY MICHAELS AND DAY (1985) 
SI. No. 
1. 
2. 
3. * 

4. * 
5. 
6. 
7. * 

8. 
9. 
10.* 
1 1 . * 
12. 
13. 
14. 
15. 

16. 
17 .* 
18 .* 
19 .* 
2 0 . * 
21. 
2 2 . * 

23. 
2 4 . * 

The Modified SOCO Scale Items 
Salespeople give accurate representations of wliat their product will do for me. 
Salespeople try to get me to discuss my product needs. 
Salespeople apply selling pressure even tliough they know the product is not right for my 
company. 
Salespeople imply that things are beyond their control when they really are not. 
Salespeople try to influence me through information rather than by pressure 
Salespeople that call on me are customer-oriented. 
Salespeople spend more time trying to persuade than they do trying to discover my product 
needs. 
Salespeople try to help me achieve my purchasing objectives. 
Salespeople answer my questions about their products as honestly as possible. 
Salespeople agree with me only to please me. 
Salespeople treat me as an opponent. 
Salespeople try to figure out what my needs are. 
Salespeople have my best interest as a customer in mind. 
Salespeople talce a problem-solving approach in selling to me. 
Salespeople will go as far as to disagree with me in order to help me make a better purchase 
decision. 
Salespeople recommend the product best suited to solve my problems. 
Salespeople stretch the truth in their product representations. 
Salespeople talk first and listen to my needs later. 
Salespeople try to convince me to buy more than I need. 
Salespeople paint rosy pictures of their products to make them sound as good as possible. 
Salespeople try to provide for my organization's satisfaction. 
Salespeople make recommendations based on what they think they can sell, and not on the basis 
of my long-term satisfaction. 
Salespeople try to find out which products would be most helpful to me as a customer. 
Salespeople are always looking for ways to apply pressure to make me buy. 

*A11 negatively worded items are reverse-scored. 
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1.7 THE PURPOSE OF THE STUDY 

The study had been inspired by a true interest to search answers relating to a 

topical business goal of developing organisations involving service personnel 

who would be having the commitment towards developing customer oriented 

behaviours, which does not seem to be highly emphasised yet in the marketing 

discourse. We were privileged to follow closely a change process of professional 

organisations that had started making transformations from being sales target 

oriented to being customer oriented, and specifically from the overall aspect of 

the employees' perspectives. This access for us led us take up the opportunity to 

develop further a theory of creating customer orientation. 

The purpose of this study was to describe and analyse the customer orientation 

of service personnel in professional organisation dealing with services or we 

could call it as service organisations. The objective was pursued by investigating 

the customer orientation of the service personnel working for various 

organisations dealing with services operating in North Bengal with emphasis on 

districts of Darjeeling and Jalpaiguri. The period examined was approximately 

was around two and half years from September 2006 - November 2008. The 

main focus of the study was to gather information related to the thoughts of the 

service personnel belonging to the service organisations related to their customer 

handling behaviours and then to analyse those in accordance to the customer 

orientation definitions. None the less, in the study we had taken into 

consideration the job characteristics of the service personnel relating to the 

customer orientation of the service personnel. Furthermore, the study also had 

the objective of comparing with the customer thoughts with regards to the 

behaviour showed by the service personnel to them in the context of marketing. 
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1.7.1 Specific objectives of the study 

The study would mainly concentrate on various issues concerning the level of 

pay satisfaction, customer orientation, experienced meaningfulness and other job 

related variables. As we have already pointed out earlier that it involved a greater 

service person's effort in customer-related interactions relative to sales 

orientation. In fact, customer orientation required the service person to be 

motivated to practice this mode of selling. Therefore, the purpose of this study 

was to examine relationship between experienced meaningfulness, 

organizational identification and pay satisfaction and the customer orientation. 

The specific objectives of the study are listed below: 

(i) To develop and adapt valid and reliable measures to capture relevant 

constructs. 

(ii) To examine relationship between experienced meaningfulness with 

service employee's customer orientation. 

(iii) To assess the relationship between service person's motivation to 

expend the effort and customer orientation. 

To integrate the findings mentioned above and formulate effective marketing and 

human resource management strategies for the organisations, especially for the 

service organisations. 

1.8 CONCLUSION 

In this introductory chapter we have discussed in detail the evolution of marketing 

philosophy over the last century Substantial changes have taken place in the 

field of marketing as well as other related areas in the organisations to practice 

customer orientation. As we have pointed out eariier that customer orientation is 

more difficult to practice the service industry due to unending demands of 

customers from the service providers. There are some obvious reasons for 

marketers to become customer oriented since the competition is increasing at a 
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phenomenal rate due to proliferation of a large variety of product or services the 

Indian market after the liberalization of the Indian economy. A plethora of 

insurance, banking, retail chains has been established to grab the substantial 

share of the market from the traditional Indian corporate. In view of this, the 

existing companies who have not faced competition till 1990's are now facing 

quiet aggressive marketing and promotional pressure from the multinational 

companies who have substantial fund at their disposal to pull customers towards 

their products and services. 

In this background, this study is a modest attempt to study the customer 

orientation behaviour of companies of Indian origin. To our knowledge no serious 

efforts have been made in our country to relate the various job related variables 

with the practice of customer orientation. 

The discussion in this chapter has been initiated by discussing the concept of 

customer orientation and the conceptual framework proposed by researchers 

working in this field. In our study we have taken most basic organisational 

behavioural variables that may have some impact on employees to practice 

customer oriented marketing. While measuring customer orientation, the 

modified SOCO scale has been used due to its robust application in the 

marketing literature. The details of this job related variable and their application 

on the customer oriented behaviour of the employees are presented in the 

subsequent chapters. 
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Review of Literature 

2.1 INTRODUCTION 

m^Mmii 

We had already addressed that customer oriented selling (or customer 

orientation) created greater long-term performance benefits for the 

salesperson/serviceperson relative to sales-oriented selling (or sales orientation). 

This aspect had been widely noted in prior literature (Brady and Cronin, 2001; 

Goff et al., 1997; Kelley, 1992; Langerak, 2001; Reicheld and Sasser, 1990; 

Saxe and Weitz, 1982; Thakor and Joshi, 2005). There existed considerable 

variance in the extent to which customer orientation was practiced despite these 

benefits (Boles et al., 2001; Brown et a!., 2002). Customer orientation required a 

greater salesperson effort in customer relationship development activities. This 

was a key reason for sales personnel /service personnel persistence with sales 

orientation and reluctance to engage in customer orientation (Saxe and Weitz, 

1982). It had been established that effort was determined by motivation (Deci 

and Ryan, 1985), henceforth, the salesperson motivation to engage in customer 

orientation was a precondition for its practice. Accordingly, it was necessary to 

identify the determinants of salesperson/serviceperson motivation to engage in 

this mode of selling, in order to explain the variance in the practice of customer 

orientation (Thakor and Joshi, 2005). 

Kane and Lawler (1976) suggested that job performance or job evaluation 

referred to the record of the results when employees had practiced a job for a 

certain period of time. According to Schermerhorn (1989), job performance was 

the quality and quantity accomplished by individuals or groups after fulfilling a 

task. This was also applicable in the case of customer orientation. After a certain 

period of time, measurements of employees' job performance could serve as a 

criterion for promotions, wage adjustments, rewards, punishments and 

evaluations (Tsai et. al. 2010). Cascio (2006) suggested that managers must 

specifically define performance to allow the teams or employees to recognize the 

organizational expectations in order to fulfil the organizational goals be it 

customer orientation or sales performance. In other words, managers must set 
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concrete goals, trace the fulfilment degree and evaluate the teams' or 

employees' performance. Van Scotter and Motowidio (1996) suggested that 

employees with a high degree of job enthusiasm might demonstrate extra effort 

and devotion, and might actively sought out solutions to problems at work in 

order to enhance their job performance or customer orientation. Robbins (1998) 

divided the measurement of job performance into job result, job behaviour and 

personal traits. Lee et al. (1999) divided job performance into efficiency, efficacy 

and quality. Efficiency referred to the employees' output rate and was the ability 

to accomplish tasks before deadline. Efficacy referred to the employees' goal 

accomplishment rate and proposals. Quality referred to the employees' error rate 

and complaint rate, supervisor satisfaction, customer satisfaction and colleague 

satisfaction. This study suggested that in the application of this construct to 

measure hospitality industry employees' job performance, efficiency should refer 

to the employees' speed in customer service and customer orientation. The 

efficacy here meant that the accomplishment of job expected by customers from 

the service personnel, and quality here meant the service personnel's 

performance in customer service in terms of customer orientation. The 

measurement suggested by Shore and Thornton (1986) indicated that self-

evaluation allowed individuals to participate in performance evaluation and 

served as a criterion. Based on the above, according to the views of Lee et al. 

(1999), this study divided job performance into efficiency, efficacy and quality, 

and measured hospitality industry employees' job performance using employee 

self-evaluation. Smith et al. (1969) proposed the Job Description Index (JDI) to 

measure job satisfaction, with the constructs including wage, promotion, job, 

supervisors and colleagues. Black and Gregersen (1997) found a positive 

correlation between job satisfaction and job performance. Organ (1990) 

suggested that when employees were satisfied with their work, they were willing 

to sacrifice themselves and devote to their organization. 

While reviewing literature we had come across that there were important gaps in 

our understanding of the factors that motivated customer orientation. Though 
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there existed a significant body of the prior literature on customer orientation, 

many important job related aspects had not been addressed by the researchers. 

First, the effect of the salesperson's/serviceperson's affective evaluation of their 

job on customer orientation had not been examined in prior literature (for an 

exception, see O'Hara et al., 1991) despite considerable evidence regarding the 

motivating propensity of jobs (Eby. et al., 1999; Hackman and Oldham, 1980). It 

had also been observed that the salesperson's/serviceperson's affective 

evaluation of their job and of their organisation had interrelated effects on 

salesperson motivation to engage in customer orientation, given that jobs existed 

within organisational contexts (Thakor and Joshi, 2005). The second limitation in 

the existing customer orientation research is that the interrelated effects of these 

two different motivational drivers on customer orientation had not been explored. 

The compensation from the organisation was received by the 

salesperson/serviceperson in exchange for the exertion of their effort in jobs, 

needs to be considered for measuring customer orientation. So, understanding of 

the effects of the salesperson's/serviceperson's affective evaluations of their job 

and of the pay that they receive on their motivation to engage in customer 

orientation becomes very important. However, very little research had been done 

in this regard. The third limitation of existing customer orientation literature is that 

the effects of the different motivational drivers on customer orientation had not 

been explored. 

In this research, we highlighted the SOCO (Sales Orientation Customer 

Orientation) Scale to measure the customer orientation of the service personnel 

working in service organisations as well as the job characteristics model (JCM) 

(Hackman and Oldham, 1980) to some extent to address these limitations in prior 

customer orientation research. The JCM was especially appropriate for the 

purposes of our research for two reasons: it explicitly focused on the motivating 

potential of jobs, and secondly, it explicitly identified the affective evaluations of 

the organisation context and pay as moderators of the relationship between the 

serviceperson's affective evaluation of their job and motivation, thereby 
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establishing the structure of the interrelationships among these motivational 

drivers. 

2.2 REVIEW OF LITERATURE 

The conceptualisation of customer orientation had evolved from the definitions of 

marketing concept (McKitterck, 1957; Levitt, 1960; King 1965) and market 

orientation discourse (Kohli & Jaworski, 1990; Narver & Slater, 1990). The 

marketing concept was essentially a business philosophy or a policy statement, 

which suggested that the long-term purpose of the firm was to satisfy customer 

needs for maximising corporate profits (Webster, 1988). In the earlier times also 

there were people who accepted the importance of customers to the success of 

business. John McKitterick of General Electric in the year of 1957, had opined 

that the purpose of the organisation was to respond to the customer rather than 

to attempt to change the customer to fit the organisation's purposes in an 

extension of the original development of marketing concept (Lamberg, 2008). 

Levitt (1960) had made a seminal contribution of the development of marketing 

concept by stating that business definition should focus on customer needs 

rather than on the specific products used to satisfy those needs. The purpose of 

the total corporate effort should be helping customers solve selected problems; 

this had being proposed by King (1965) later on in his definition of the marketing 

concept. After going through all those early developments of the marketing 

concepts, it could be said that they all served as the foundation for the interest in 

customer orientation, which could be summarized as being a primarily 

philosophical concept. 

The customer orientation had been considered to be developed from the 

discourse around market orientation based on these early conceptualisations of 

marketing concept. In both research and practice often the concept of customer 

orientation and market orientation were considered synonymous concepts 

(Shapiro, 1988; Deshpande et al. 1993; Day, 1994; Brady and Cronin, 2001; 
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Kennedy, 2003) or was a central part of a broader definition of market orientation 

(Kohli and Jaworski, 1990). According to Shapiro (1988), the terms of "customer 

oriented", "market oriented", "market driven" and "close to the customer" terms 

were so close together in meaning, it seemed that few important distinctions 

between these terms existed. In general it had been found that the customer 

orientation was considered as the focal element of market orientation (Kohli & 

Jaworski 1990; Narver & Slater 1990, Narver et al. 1998; Hunt & Morgan 1995; 

Strong & Harris 2004; Gephardt 2006). On the other hand, Bruhn (1999) 

described that there were differences between market and customer orientation. 

In market orientation, we could found that the focus of an organisation's activities 

was on all market participants and interest groups, while in the customer 

orientation characterised by a bilateral relationship between the customer and 

the organisation. Henceforth, it could be concluded that market orientation 

focused on creating a general competitive edge, while customer orientation's 

primary objective was to fulfil individual customer expectations and their needs 

(Korunka, Scharitzer, Carayon, Hoonakker, Sonnek and Sainfort, 2007). 

However, in a very recent study, current sustainability strategies had three major 

deficiencies: they do not directly focus on the customer, they do not recognize 

the looming threats from rising global over-consumption, and they do not take a 

holistic approach (Sheth et. al., 2011). 

Kohli & Jaworski's (1990) definition of market orientation included the importance 

of using information from customers. The definition of market orientation which 

they provided was the organisation-wide generation of market intelligence 

pertaining to current and future customer needs, dissemination of the intelligence 

all across all the departments, and organisation-wide responsiveness to it. 

Furthermore, the emphasis was also given to the organisational activities related 

to the implementation of marketing concept as per the opinion of Kohli & 

Jaworski (1990). Thus, we could conclude that the definition given by Kohli & 

Jaworski (1990) was purely behavioural. On the other hand, market orientation 

55 



Review of Literature 

was considered as a business culture by Narver & Slater (1990). According to 

them, there were three behavioural components which were associated with 

market orientation. They were customer orientation, competitor orientation and 

inter-functional coordination. Along with this, there were also two decision criteria 

which were associated with market orientation: long-term focus and profitability. 

These efforts had served to extend the marketing concept from being a purely 

business philosophical organisation to representing the actions an organisation 

that could pursue in relation to their marketplace (Kosuge, 2006). 

However, later on the general definition of market orientation had uniformed 

towards the Narver & Slater's (1990) proposition (Jaworski & Kohli, 1996). Again, 

according to Hooley et al. (2000) we found that the conceptualisation of Narver & 

Slater (1990) was both conceptually and operationally appealing because it 

encapsulated the main aspects of the Kohli & Jaworski's (1990) proposition of 

intelligence gathering, dissemination, and responsiveness constructs, while at 

the same time assessing the cultural factors. Thus, as a result of which we could 

observe a shift towards i.e. conciliation and integration of the two 

conceptualisations to some extent. However, we still see that the differences of 

the perspectives are occurring. Narver & Slater (1990) suggested that customer 

orientation would play the biggest role in market orientation. Furthermore, we 

also observed Hajjat (2002) indicated that over all other components the 

customer orientation must consider the precedence (Narver & Slater 1990) of 

market orientation, indicating that the best way to beat the competition was 

through customer orientation rather than competitor preoccupation (Perreault & 

McCarthy, 1997). 

Researches on customer orientation indicated and suggested that a firm should 

concentrate on providing service that met customer needs (Noble et al., 2002). 

Moreover, it had been frequently argued by the researchers that the 

organisations should collect information from customers about their needs and 

wants and also use customer-supplied information to design and deliver total 
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offering for nurturing the organisational customer orientation (Schneider & 

Bowen, 1993). The customer orientation process treated the excellence in the 

functions like customer interactions, market and customer familiarity and thereby 

emphasised on co-operation (Deshpande et al., 1993; Noble et al., 2002). 

In accordance with Dwyer & Tanner (2002) customer or market orientation was 

rare. It became a significant resource for sustaining a competitive advantage, as 

the orientation developed in an organisation. A customer oriented organisation 

selected its target market more wisely and tender a total offering better matched 

to customer preferences, compared to its internally focussed competitors 

(Lamberg, 2008). Various researches had indicated that those organisations 

which adopted customer orientation were more successful than those which did 

not (Narver & Slater, 1990; Kohli & Jaworski, 1990; Ruekert, 1992; Slater & 

Narver, 1994; Beny, 1997; Deshpande et al., 1993; Jaworski & Kohli, 1993, 

1996; Fritz, 1996; Han et al., 1998; Day, 1999b; Becker & Homburg, 1999; 

Pelham, 1999; Sin & Tse, 2000; Slater & Narver, 2000; Webb et al., 2000; 

Gounadis et al., 2004; Souchon, et al., 2004). Thus it could be said that an 

immediate positive effect on an organisation's performance depended on the 

customer or the market orientation. An organisation's profitability was affected 

either directly or indirectly by customer or market orientation by the employee's 

satisfaction and attitudes (Jaworski & Kohli, 1993; Menguc, 1996), sales force 

orientation (e.g. Siguaw, et al., 1994; Guenzi, 2003), organisational learning (e.g. 

Slater & Narver, 1995; Hurley and Hult, 1998; Baker & Sinkula, 1999), channel 

relations (Siguaw et al., 1998). On the other hand the strength of market 

orientation-performance relationship could not be affected by the competitive 

market environment (Slater & Narver, 1994). This meant that the benefits of the 

market orientation were long-term even though environmental conditions were 

often transient, and thus being market or customer oriented, it became cost-

effective in spite of any possible moderating effects of the environment. 
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There were three payoffs points to a sustainable competitive advantage from 

customer orientation (Dwyer & Tanner, 2002). Firstly, if the efforts fit the needs of 

the customers, then from better marketing programs a customer-oriented firm 

could be benefited. Secondly, spotting a customer-oriented firm by the 

competitors was very difficult. Lastly, customer orientation was very much apt to 

be unique. Due to its complexity, intangibility and exclusivity the customer 

orientation was typically a distinctive skill (Lamberg, 2008). Customer orientation 

required supportive administrative & social systems, formal and tacit routines, 

and professional associates who incorporated the orientation into their entire 

work life (Dwyer & Tanner, 2002). Organisations must focus on selecting their 

sales staff; contribute to the development, and enhancement of long-term 

business relationships with selected customer organisations, instead of paying 

attention to just single transactions. This had been indicated in various extensive 

researches of customer oriented selling in the industrial markets (Saxe & Weitz, 

1982; Dubinsky et al., 1995; Williams, 1998; Schultz & Good, 2000; Kennedy et 

al., 201; Stock & Hoyer, 2002; Martin & Bush, 2003; Thakor& Joshi, 2005). 

Furthermore, there were also various researches on market orientation and its 

relations to strategy design and performance (Slater & Narver, 1996; Morgan & 

Strong, 1998; Viand, et al., 2005), arguing that market orientation, was the 

antecedent to business strategy design and performance. In addition, scales had 

been developed to measure customer or market orientation in an organisation 

(Kohli et al., 1993; Hajjat, 2002), and of salespeople/service-people (Saxe & 

Weitz, 1982). Pecinova (2011) emphatically accentuated the need of 

differentiated care of individual customer's results in important changes in the 

value-creating process with significant influence on business performance and 

efficiency of both individual companies and all value chains. With CRM it was 

possible to increase the value of customer relationships and thus achieved 

higher performance of the enterprise. The essential assumption towards 

achieving and maintaining sustainable competitiveness and business 

performance was a long term balance between the benefits for the both -
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customer and company. Only then were the both parties interested in long-term 

maintenance and development of the relationship. 

The antecedents of customer orientation within an organisation were relatively 

understudied and often described as in need for further study (Kelley 1992; 

Deshpande et al. 1993; Strong & Harris 2004). However, the insights into the 

outcome of customer orientation had been extensively studied (Srivasta, et al., 

1998; Steinman et al., 2000). Obviously, there were some studies that had 

widened the examination of customer or market orientation to include inter-firm 

relationships (Siguaw et al., 1998; Helfert et al., 2002; Bigne & Blesa, 2003; 

Eigne et al., 2004; Tuominen, et. al., 2004; Blesa & Bigne, 2005; Zhao & 

Cavusgil, 2006). In these studies, the level of analysis generally was a 

relationship itself, and the main focus was the relationship of customer 

orientation on organisation and customer integration. 

Moreover, the marketing literature was relatively silent on the implementation of 

this orientation. Transformation process was difficult to investigate, and 

researchers agreed that the understanding of implementing a customer focused 

culture was inadequate (Narver et al., 1998; Day, 1999a; Kennedy et al., 2003, 

Gephardt et al., 2006). Ndubisia, (2011) had drawn from the mindfulness theory 

in examining the effects of service reliability, pre-emptive conflict handling, and 

customer orientation on customer satisfaction and loyalty in healthcare service 

delivery in Malaysia. The findings of the study indicated that care reliability, 

information reliability, and pre-emptive conflict handling directly affect customer 

orientation; all four directly affect customer satisfaction, and indirectly affect 

customer loyalty via customer satisfaction. Thus, customer satisfaction was fully 

mediated in the relationship of care reliability, information reliability, pre-emptive 

conflict handling, and customer orientation with customer loyalty. 

59 



Review of Literature 

2.3 PROBLEMS OF THE MARKET ORIENTATION RESEARCH 

Based on the researches described above, we observed that a lot of empirical 

studies had been carried out over the years. The substantial amount of empirical 

findings suggested that there was a positive relationship between market 

orientation and the organisation's performance. As a matter of fact, the next 

logical step was to investigate how market orientation could be developed. From 

the existing researches we found that those researches only modestly described 

about the processes for achieving this desired orientation. For instance, the 

investigation of Day (1994) put emphasised on business process redesign, either 

radically or gradually from the bottom up, combined with top down signalling of 

commitment and stretching of improvement targets. Moving in the same lines, 

Narver, Slater, and Tietje (1998) suggested two approaches for creating a market 

orientation that might be tailored and managed; the "programmatic" approach 

and the "market-back" approach. There were very few empirical investigations 

that had studied the process of developing market orientation. Kennedy, 

Goolsby, and Arnold (2003) clarified the roles of leadership, inter-functional 

coordination, and the processing of customer-focused data in the transformation 

process in a study conducted in a major public school district. 

The prevailing conceptualisations of customer orientation may not be suited to 

investigate the how the construct may be operationalised. This was one of the 

possible reasons for the scarcity of empirical research on the process of 

developing market orientation. The customer orientation stream of research 

assumes homogeneous responses to market and customers within an 

organisation, as indicated by the measurement method. Henceforth, the existing 

research fails to provide context-specific guidance to fully understand this point 

by making such an assumption (Kosuge, 2006). 
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2.4 DEFINITIONS OF CUSTOMER ORIENTATION 

mimmm.-

There still seems to be nuance differences in the numerous definitions of 

customer orientation, although the basic message of the customer orientation 

concept was fairly consistent. If we try to frame out the main similarities of the 

definitions of customer orientation, we could find something worth noting. Firstly, 

each of the definitions of customer orientation focused on the customer as the 

core component of the definition, and secondly each of the definitions 

acknowledged the importance of being responsive to customers. The base of 

defining customer orientation originated mainly from the discussions associated 

with the marketing concept (McKitterick, 1957; Levitt, 1962; King, 1965; Vargo & 

Lusch, 2004), and also associated with the market orientation discourse (Kohli & 

Jaworski, 1990; Narver & Slater, 1990; Ruekert, 1992; Day, 1994; Hunt & 

Morgan, 1995; Deshpande & Farley, 1998; Narver et. al., 1998; Strong & 

Harrwas, 2004). Sales management was one of the most important bases of 

studying customer orientation. This concept clearly pointed towards the business 

to business sales activities (Saxe & Weitz, 1982; Williams, 1998; Thakor & Joshi, 

2005). On the other hand, if we had to consider the premise of the definition of 

customer orientation, its conceptualisation could emphasise it towards 

organisational characteristics (Shapiro, 1998), a strategy perspective 

(Jayachandran, et al., 2005; Olson et al., 2005; Osarenkhoe, 2006), or have a 

relational view to it (Williams, 1998; Strong & Harris, 2004; Vargo & Lusch, 2004; 

Jayachandran et al., 2005; Osarenkhoe, 2006). 

In a quest of finding out the perspective of the definition of customer orientation, 

we could see that there were some researchers, who emphasised customer 

orientation as a business philosophy (McKitterick, 1975; Levitt, 1960; King, 

1960), some others said that it was a business culture (Narver & Slater, 1990; 

Narver et al., 1998; Jayachandran, 2005). Whereas, there were various other 

researchers, who saw the customer orientation more from the activity or 

organisational behaviour point of view. Henceforth, the perspective then became 
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behavioural (Saxe & Weitz, 1982; Shapiro, 1988; Kohli & Jaworski, 1990; Hunt & 

Morgan, 1995; Thakor & Joshi, 2005; Osarenkhoe, 2006). Overall, it could safely 

be said that there were many more researchers, who saw the customer 

orientation as a synthesis, which comprised both the cultural and behavioural 

perspectives (Ruekert, 1992; Deshpande et al., 1993; Day, 1994; Deshpande & 

Farley, 1998; Williams, 1998; Strong & Harris, 2004; Olson, 2005; Vargo & 

Lusch, 2004). 

As a matter of fact, if we try to keenly study the definitions of customer 

orientation, we could definitely come to a conclusion that all the definitions had 

customer as a component as well as being responsive to customer as another 

core component. We had already found according to the widely known statement 

about customer orientation given by McKitterick in the year 1957, emphasising 

that organisation should try to make the business do what was suitable to the 

interest of the customer. According to the other viewpoints of customer 

orientation given by other researchers, the customer orientation was related to 

the importance of knowing the customer (Shapiro, 1988; Kohli & Jaworski, 1990; 

Narver & Slater, 1990; Ruekert, 1992; Day, 1994; Hunt & Morgan, 1995; 

Williams, 1998; Vargo & Lusch, 2004; Thakor & Joshi, 2005), as well as 

satisfying (McKitterick 1957; Levitt 1960; Saxe & Weitz 1982; Ruekert 1992; 

Deshpande 1993; Day 1994; Deshpande & Farley 1998; Williams 1998; Thakor 

& Joshi 2005) and creating value (Narver & Slater 1990; Narver et al. 1998; 

Vargo & Lusch 2004; Olson et al. 2005) for the customer. Moreover, there were 

numerous definitions which emphasised that in order to satisfy the customers, it 

was mandatory to instil organisation-wide commitment and cross functional 

processes to enable cooperation between functions (Shapiro, 1988; Kohli & 

Jaworski, 1990; Deshpande & Farley, 1998; Narver et al., 1998; Vargo & Lusch, 

2004; Jayachandran et al., 2005). 
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2.5 VARIABLES AND APPROACH ADDRESSING THE ISSUE 

It was very much evident that there was an importance of the service employees' 

customer orientation towards the implementation of the marketing concept in 

various market-driven companies. However, research on this construct had been 

limited (Mowen, Brown, Donovan & Licata, 2002). In an attempt by Saxe and 

Weitz (1982) (which was obviously the first attempt to directly measure customer 

orientation at the individual level) developed a 24-item scale with two dimensions 

(12 positively phrased customer orientation items and 12 negatively phrased 

selling orientation items) to measure the extent to which a salesperson seeks to 

increase long-term customer satisfaction. Not many researchers (Michaels and 

Day, 1985; Tadepalli 1995) conducting follow up studies after Saxe & Weitz 

(1982) had investigated the possible determinants of customer orientation, 

although the former research indicated that customer orientation was related to 

sales performance. 

In this particular study, we tried to define customer orientation as an employee's 

tendency or predisposition to meet the customer needs in a context of this job. 

Furthermore, we also tried to propose through this research that the customer 

orientation in a service setting was composed of two dimensions. They were the 

needs dimension, which represented the employees' belief about their ability to 

satisfy customer needs and was based on Saxe and Weitz's (1982) 

conceptualisation of customer orientation. The other dimension was the 

enjoyment dimension, which represented the degree to which interacting with 

and serving customers was inherently enjoyable for an employee in an 

organisational setting. We also strongly believed that both the components were 

really necessary to fully understand a service worker's ability and motivation to 

serve customers by meeting their needs. 

It was already established that the personality traits existed at various levels of 

abstraction, on which many theorists and researchers had argued upon (Allport, 
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1961; Eysenck, 1947; Lastovicka, 1982; Mowen and Spears, 1999; Paunonen, 

1998). By keeping consistency with Mowen and Spears (1999) argument, we did 

not try to employ a hierarchical model in which basic personality traits (i.e., 

introversion, emotional stability, conscientiousness, agreeability, openness to 

experience, and need for activity) combined with a specific context for 

performance (i.e., the role of the service worker) to produce surface traits (i.e., 

customer orientation) or enduring dispositions, inclinations, or tendencies to 

behaved within the context. 

The term "surface trait" was first used by Allport (1961) for the purpose of 

describing summaries of surface behaviours (as opposed to specific focal 

behaviours). It was Mowen & Spears (1999) who worked from this viewpoint, to 

define a surface trait as an enduring disposition to behave within a specific 

situational context. According to their research they proposed that the centre 

point of the situations, such as the role demands of a job as a server in a 

restaurant, exerted enough pressures to behave in specific ways. The creation of 

the surface traits were actually the result of these situational pressures combine 

with more basic personality traits. Based on a given person's general disposition 

to perform behaviours may diverge in different aspects of life, the surface traits 

were considered as contextual (e.g., a service worker was seemingly insensitive 

to the needs of family members when at home, however he was also attuned to 

the needs of customers when at work). Since, they represented an enduring 

tendency to behave, albeit within particular situational contexts, they were 

classified as traits. According to those researchers (Bowers, 1973; Endler & 

Rosenstein, 1997; Mischel, 1968) who had noted that situations interact with 

dispositions to influence behaviour, the above mentioned ideas remained 

consistent. However, we could say that because our research interest was 

considering the understanding of the service worker's customer orientation, we 

tried to limit our research to the context in which it operated (i.e., the employee's 

degree of customer orientation in a service setting). 
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Here in the study eight different variables had been taken into consideration. 

These were customer orientation, organisational identification, experienced 

meaningfulness, pay satisfaction, job stress, job autonomy, job variety and job 

supervision. Previous researches however had not incorporated so many 

dimensions altogether while exploring the employee's customer orientation in the 

service setting. 

Primarily, in this research, we tried to focus our attention on customer orientation. 

There were obvious reasons behind this. The key characteristic of customer 

orientation implied that customers had preferences both in the immediate and 

long term benefits. As a result of which there was a focus on uncovering and 

satisfying the customer's long-term needs by listening to and working with 

customers (Thakor & Joshi, 2005). However, what we could get to know that, 

short-term preferences (or wants) were felt and clearly articulated whereas long-

term preferences (or needs) tended to remain latent (Thakor & Joshi, 2005). 

According to Saxe and Weitz (1982), who had stated that, "highly customer 

oriented salespeople avoided actions which sacrificed customer interest to 

increase the probability of making an immediate sale". From this time forth, a 

customer-oriented salesperson/serviceperson had a target of exposing and 

satisfying these latent needs (Thakor & Joshi, 2005). Relative to the sales 

orientation, the salesperson/serviceperson had to be motivated to expend greater 

effort in customer-related interactions, in order to be customer oriented, (Saxe 

and Weitz, 1982). Rewards either being intrinsic to activity performance or 

external to the activity and whose procurement was enabled by activity 

performance and from this time forth, motivation to expend effort was generated 

through rewards (Deci and Ryan, 1985). We already knew that compensation or 

payments that were received in exchange for activity performance enabled the 

individual to obtain outcomes of value and hence were regarded as an extrinsic 

motivator (Lawler, 1971, 1973). 
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As a matter of fact, we had incorporated the pay satisfaction as an important 

variable in the study which was an extrinsic motivator. The 

salesperson/serviceperson's ability to obtain valued outcomes grows higher; 

when the magnitude of the reward received by them was also in the higher end. 

Thus, pay satisfaction motivated salesperson/serviceperson effort by enabling 

the salesperson/serviceperson to pursue valued outcomes (Lawler, 1971, 1973). 

It was also expected that there was a positive effect of pay satisfaction based 

customer orientation (Chebat, et al., 2002). Again it was expected that a 

salesperson/serviceperson's motivation to engage in customer orientation may 

be enhanced because they received both intrinsic and extrinsic rewards in 

exchange for effort investment, whenever high pay satisfaction was coupled with 

high experienced meaningfulness (Thakor & Joshi, 2005). On the other hand, 

based on the JCM (Hackman and Oldham, 1980), there were arguments that the 

positive relationship between experienced meaningfulness and 

salesperson/serviceperson motivation to expend the effort required by customer 

orientation may be enhanced when pay satisfaction was high. 

In continuation with the motivational factor by keeping consistency with the 

argument related to prior researchers had found that experienced 

meaningfulness to be positively related to intrinsic motivation (Eby et al., 1999). 

We had included the experienced meaningfulness variable as an important 

predictor of Customer Orientation in the study. It had been observed that if the 

salespeople/service people believe that they were likely to experience a feeling 

of accomplishment from their activity then the salespeople/service-people were 

likely to expend the additional effort that was required by customer-oriented 

selling (Thakor & Joshi, 2005). Salespeople/service-people had to perceive 

customer-oriented selling as being an important activity in order to develop this 

sort of belief (Hall, 1976). According to Hackman and Oldham, (1980) the 

experienced meaningfulness enhances the activity importance by making the 

work "count" in the salesperson / serviceperson's "own system of values". Thus, 

we could observe that experienced meaningfulness generated 
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salesperson/serviceperson's belief that they may experience a feeling of 

accomplishment from having successfully engaged in customer-oriented selling 

by fostering the perception of activity importance (Thakor & Joshi, 2005). 

Organizational identification and organizational commitment go side by side. The 

most popular definition of organizational commitment used in the relevant 

literature was the three component model of organization commitment namely 

affective, normative and continuance commitment (Ogunnaike, 2011). The 

understanding of affective commitment could include identification with, and 

involvement in the organization (psychological attachment). Employees with 

strong affective commitment or organizational identification remain with the 

company because they observe their goals and values to be congruent with that 

of the organization. Continuance commitment included the cost awareness when 

leaving the organization. Employees with strong continuance commitment remain 

in the company because they needed to do so. McGee and Somers suggested 

that continuance commitment was subdivided into high sacrifice commitment 

(personal sacrifice associated with leaving). Normative commitment reflected a 

feeling of obligation to the company. Strong commitment in this situation was 

where employees feel they ought to remain with the company based on a sense 

of duty, loyalty or moral obligation. Affective, normative and continuance 

commitments were distinguishable, but affective and normative commitments 

appear to be related. Research shows that employees who were more 

committed, demonstrate higher job performance, less job displeasure, more 

ethical behaviour, and diminished intent to leave, less stress and organizational 

citizenship. Furthermore, they perceive the value of organizational goals and 

think of their goals and those of the organizations in personal terms, thereby a lot 

of cost efficiencies accrue from committed employees. Originally, the goal 

congruence approach conceptualized organizational commitment as a uni-

dimensional construct and defined it as the relative strength of an individual's 

identification with, and involvement in a particular organization. Affective 

commitment was defined as employees (here in this case service personnel) 
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emotional attachment to, identification with, and involvement in the organization 

and its goals. It results from and was induced by an individual and organizational 

value congruency. As a result, it becomes almost natural for the individual to 

become emotionally attached to and enjoy continuing membership in the 

organizational factors which help create ihtrinsically rewarding situations for 

employees to be antecedents of affective commitment. These factors include 

such job characteristics as task significance, autonomy, identity, skills variety and 

feedback concerning employee job performance, perceived organizational 

support or dependence. This concept essentially conveys the feeling on the part 

of the organization to consider the concern of employees when making decisions 

that affect employment conditions and work environment. The organization 

should also consider the extent as to how much the employees were involved in 

the goal-setting and decision-making processes. As far as normative 

commitment was concerned, it refers to the employee's feelings of obligation to 

stay with the organization. Such a feeling of obligation often results from what 

was characterized as "generalized value of loyalty and duty." This was an almost 

natural predisposition to be loyal and committed to institutions such as family, 

marriage, country, religion and employment organization as a result of 

socialization in a culture that places a premium on loyalty and devotion to 

institutions. This view of commitment holds that an individual demonstrates 

commitment behaviour solely because he or she believes it was the moral and 

right thing to do. This feeling of moral obligation was measured by the extent to 

which a person feels that he or she should be loyal to his or her organization, 

make personal sacrifice to help it out and not criticize it. On the other hand, 

continuous commitment refers to the commitment based on the costs that the 

employee associates with leaving the organization. Continuance commitment 

was defined as willingness to remain in an organization because of personal 

investment in the form of non-transferable investments such as close working 

relationships with co-workers, retirement investments and career investments, 

acquired job skills which were unique to a particular organization, years of 

employment in a particular organization, involvement in the community in which 
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the employer was located, and other benefits that make it too costly for one to 

leave. 

The Social Identity Approach or SIA (Haslam, 2004) which were, in essence. 

Internally structured groups (Hogg and Teny 2000, see Haslam, 2004) also 

explains a wide range of behaviours in organisations that had been successfully 

applied in recent years. In accordance to it the key variable studied in 

organisational contexts was organisational identification. This indicates the extent 

to which "people engage in a process of self-stereotyping whereby their 

behaviour was oriented towards, and structured by, the content of that group's or 

organisation's defining characteristics, norms and values, resulting in the 

internalisation of a particular organisational identity" (Haslam,, et al., 2003). 

Precisely the organisational identification variable had generated genuine interest 

to modern service organisations aiming at the dissemination of the marketing 

concept throughout the organisation. From now on, organisational identification 

becomes an important element of determining customer orientation of service 

employees (Wieseke, Ullrich, Christ & Van Dick, 2007). It had been found that, 

the more employees identify with their organisation, the more their attitudes and 

behaviours were likely to become consistent with the core characteristics of their 

organisation based on the self-definitional nature of organisational identification. 

Furthermore, it is because of the basic motivational power the organisational 

identification ultimately leads the service personnel to act on behalf of the 

organisational (Wieseke, Ullrich, Christ & Van Dick, 2007). 

The constructs of organisational identification and organisational commitment 

was closely related with each other which was being addressed by some 

researchers (Miller et al., 2000). On the other hand, according to some recent 

studies it had been said that identification and commitment were different in their 

meaning (Meyer et al., 2006). The key point here was that organisational 

identification was the "perception of oneness with or belongingness to the 

organisation" (Ashforth and Mael, 1989), including both a self-definitional and an 
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emotional meaning for the individual, whereas organisational commitment -

defined as "a force that binds an individual to a course of action that was of 

relevance to a particular target" (Meyer and Herscovitch, 2001) which merely 

refers to an (emotional) attachment to the organisation (Allen and Meyer, 1990). 

This was the reason behind the inclusion of organisation identification as a 

variable in the study. 

Blau (1981) defines stress as the incompatibility between a person's competency 

and environment. Job stress extends upon the general definition of stress and 

was a kind of conceptual process that implies a person's cognition and reaction 

to danger or threats (Fleming et al., 1984). Pearson and Moomaw (2005) suggest 

that job stress was caused by work situations and people would have unpleasant 

feelings such as anger, tension, frustration, worry, depression and anxiety. 

Cooper et al. (1988) attributed job stress to factors intrinsic to the job, 

management's role, relationships with others; career and achievement, 

organizational structure, home and work. The sources of stress influence job 

performance. When an employee could no longer handle the stress, he would fail 

in his work (Jamal, 1990). Blau (1994) suggests that stress source could divide 

into external stressors and internal stressors. In addition, stress in the workplace 

especially in situations like customer orientation frequently hits service personnel 

with a double whammy of two-way pressures that come from a combination of 

both internal and external stressors (Stress management tips, 2010). Matteson 

and Lancevich (1982) suggest that proper stress results in sense of challenge or 

satisfaction for people. Without such stress, a person would lack motivation and 

originality. In past research on the influence of stress on job performance, the 

Yerkes-Dodson principle indicated a reverse U relationship between job stress 

and job performance (Yerkes and Dodson, 1908). In other words, an increase in 

work stress would enhance job performance. However, after work stress reaches 

a certain degree, the increase would reduce job performance. An Empirical study 

by Huber (1981) also reached a similar finding. However, excessive job stress 

may increase employee turnover rate (Parasuraman and Alutto, 1984) and 
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further enhance the personnel and training costs of firms. Based on the view of 

Blau (1994) and characteristics of the hospitality industry, this study divided 

employees' job stress in the hospitality industry into external pressure an internal 

stress thus: (1) Organizational external stress: an excessive workload, business 

stress and load. (2) Organizational internal stress: a lack of participation in job 

decision-making, without supervisory support, health advantages after changing 

jobs, anxiety, tension, etc. 

In marketing, job stress or role stress (Cordes & Dougherty, 1993) plays an 

important role in the job related outcomes. Researchers agree that extreme job 

stress invariably results in an erosion of performance and job-related attitudes 

("distress"). However, moderate levels of job stress may increase performance 

as stress stimulates individuals to excel (Seyle, 1976). Therefore, the job stress 

had become an important variable in the customer orientation. This was because 

it was this customer orientation which was also a job outcome of service 

personnel. There were various researches which indicate that there were three 

important elements associated with the job/role stress. They were Role conflict 

(RC) was the degree of incompatibility of expectations associated with the 

role/job; (2) role ambiguity (RA) was the degree to which clear information was 

lacking about the expectations associated with a role/job, methods for fulfilling 

role expectations, and/or consequences of role performance; (3) role overload 

(RO) exists when role expectations were far greater than the individual's abilities 

and motivation to perform a task (Singh, Goolsby & Rhodes, 1994). After 

reviewing the past literature we had included job stress as a variable in the study 

which would have a strong association with customer orientation. 

According to various literatures it had been considered that the notion of job 

autonomy was a key requirement for the employees (especially the service 

personnel) to be able to behave in a manner consistent with their attitudes and 

beliefs. In fact if we consider job autonomy as a variable in this study, it refers to 

a situation in which a manager gives the service personnel the discretion to make 
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day-to-day decisions about job related activities (Bowen and Lawler, 1992; 

Conger and Kanungo, 1988). Supporting the job autonomy at the work place 

removes the constraints imposed on customer-contact employees, which give 

them room to manoeuvre as they attempt to serve customers' needs (Bandura, 

1977; Gist, 1987). Hereafter, in this study, we thus felt that a work environment 

was very much essential for the employees may or may not have that level of 

empowerment in their prescribed roles. This was because, a degree of job 

autonomy permits employees to act upon their level of identification with the 

organisation by responding with favourable or unfavourable behaviours. It was 

already known that a sales/service job was typically demanding because of the 

challenging marketplace and the performance-based compensation system. 

Salespeople/service-people need both the freedom (i.e., job autonomy) and the 

skills to meet the challenges (Karasek, 1979). Among job related factors (skills 

variety, task identity, task significance, autonomy, and feedback), job autonomy 

was probably the most relevant variable to study the salesperson / serviceperson 

learning and self-efficacy because the perception of job autonomy reflects two of 

the efficacy enhancing information sources specified by Bandura (1986): 

enactive mastery and persuasion. Hereafter, we had incorporated this variable in 

this study as a key determinant in predicting the customer oriented behaviour. 

Job autonomy signals a transition away from traditional development that 

confined people's role to that of passive recipients, effectively rendering them 

dependent on handouts in the form of foreign aid (O'Gorman, 1995). Bowen and 

Lawler III (1992) define job empowerment or job autonomy as sharing with 

frontline service persons' four organizational ingredients: (1) Information about 

the organization's performance; (2) rewards based on the organization's 

performance; (3) knowledge about contributing to organizational performance; (4) 

power to make decisions that influence organizational direction and performance. 

Murat and Thomas (2003) suggest that job autonomy do not simply refer to 

telling employees (here in this case service personnel) that they were 

empowered, but aims to allow the service personnel to recognize what power 
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had been authorized. Boudrias, et al. (2004) suggests that in managerial circles, 

job autonomy application includes two types: (1) Empowering the responsibility of 

decision-making to subordinates while emphasizing rich work environments and 

diverse authority, information, resources and support, and providing the 

opportunity to learn in order to improve performance; (2) psychological 

empowerment, which refers to service personnel's experiences of job autonomy 

that were inferred as a mediating variable of empowerment and expected results. 

According to Sherman (1996), job empowerment or job autonomy acknowledges 

that the service personnel had the power to change in order to encourage 

employees to increase their competency. Kanter (1993) suggested that job 

empowerment or job autonomy could keep employees from feeling helpless. 

Organizations could thus reduce negative effects such as low morale especially 

in the situations of a failed deal in a customer interaction process. The most 

significant effect of job autonomy was to enhance service personnel abilities and 

self-efficacy (Conger and Kanungo, 1988). Bowen and Lawler III (1992) suggest 

the advantages of empowerment for organizations below: (1) To rapidly respond 

to customer demands and questions; (2) a high degree of service personnel job 

satisfaction; (3) positive interactions with consumers; (4) service personnel with 

creative thoughts; (5) the creation of loyal customers. About the definition of 

psychological empowerment, Spreitzer (1995) define this concept as the 

psychological state that the service personnel must experience for managerial 

empowerment interventions to be successful. Spreitzer's (1995) measure of job 

empowerment or job autonomy was used to define psychological empowerment 

and comprise of four components: Self-determination, competence, impact, and 

meaning. (1) Self-determination reflects autonomy in the choices and decisions 

an individual could make regarding work allocations. (2) Competence refers to 

self-efficacy specific to work or the task— t̂he confidence that one could perform 

well within a particular work domain. (3) Impact was the degree to which an 

individual could influence strategic, informational, or administrative decisions 

made at the organizational level. (4) Meaning involves the fit between a person's 

values and beliefs and work role requirements. 
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The simplest explanation of job variety as described by Price & Mueller (1986), 

was the degree of variation in the job. Based on various researches done on job 

characteristics, it was seen that it was just opposite to the routinisation task. Not 

only that, it was also found that there were jobs, which require role performance 

that was highly repetitive, while other jobs had significant degree of variety in the 

required tasks and how they were performed (Mueller, Boyer, Price & Iverson 

1994). According to Ross and Reskin (1992), "job autonomy and non routine 

work signal occupational self-direction, "which was a positive outcome for most 

employees. In various other researches it had been seen that job variety had a 

significant impact on service personnel and their organisational commitment. It 

appeared that those personnel want jobs that had variety and allow them to learn 

new things (Allen, Lambert, Pasupuleti, Tolar and Ventura, 2004). Thus, by 

considering the above facts in this research, we focus on job variety as another 

key variable. 

Supervisor was a person who guides and directs the employees in an 

organisation. Obviously, job supervision was not a constant and uniform activity 

and thus it varies from organisation to organisation. Supervisors were expected 

to give direction and feedback necessary for employees to complete their tasks 

within organisational specifications (Bruce & Blackburn, 1992). Subordinates look 

to their supervisors to help them to cope up with the demands of the job (Poulin, 

1994). There were studies which reflect that high-quality supervisor-employee 

relationships were positively correlated with employee job satisfaction. 

Supervisor-employee relationship serves to build upon the leader-member 

exchange theory by providing interesting insight into the initiatives supervisors 

could embrace to develop high-quality supervisor-employee relationships to 

influence employee job satisfaction (Stringer, 2006). On the other hand, if 

supervisors were perceived as failing, particulariy in terms of support and 

consideration, employees were less likely to be satisfied with their work and were 

less committed to the organisation (Babin & Boles, 1996; Glisson & Durick, 
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1988). The employees who had a low quality supervisor-employee relationship 

with their supervisor, may only feel superficially connected to their organisation 

(Memmi, 1974; Noddings, 1984) and may only trust to share that which was 

minimally necessary to perform required tasks and roles (Kahn, 1998) which 

could result in an increase in the likelihood of dissatisfied employers. It may 

result in increased chances of employee alienation, burnout, absenteeism and 

turnover (Stringer, 2006). On one hand it had been observed that supervisors 

who provide quality, open and supportive supervision may motivate employees to 

a considerate extent. On the other-hand, there were supervisors who were 

inconsistent, do not motivate employees to meet high standards, had poor 

communication styles and were unfriendly and unfair (Allen, Lambert, Pasupuleti, 

Tolar and Ventura, 2004) fact to persuade employees to contribute more for the 

organisation. 

As far as the supervisor's initiation of customer orientation was concerned, it 

appeared to have a strong impact on customer-oriented attitudes. Thus, by 

serving as a role model, supervisors could help develop positive customer 

oriented attitudes in their salespeople / service-people. In addition, by showing 

consideration and developing positive relationships with salespeople / service-

people, supervisor could spawn positive impact on customer-oriented attitudes 

(Stock and Hoyer, 2002). Thus, in this research, we also focus on job supervision 

also as another key variable. 

2.6 RESEARCH GAPS IN PREVIOUS STUDIES 

Most of the studies reported in the literature were relating to the behaviour of the 

employees in the developed markets where the condition of working life, benefits, 

level of education, customer relationship management, the structure of the 

organisation were diametrically opposite to the working condition prevailing in our 

service sector. The scales that had been used by researchers may be culturally 
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different and hence, need to be modified before conducting a study in our 

developing markets. 

Another important aspect that we had encountered in previous literature was the 

narrow application of the practice of customer orientation to a specific service 

sector. Not much study had been considered in the past literature by 

administering the job related variables to predict customer orientation covering a 

wide range of service sectors. We had made an attempt to make a thorough 

comparison of the variables that we had taken in our study for six contrasting 

service industries. 

It seems logical to think that the variables that we had taken in our study unlikely 

to vary across service sectors included in our study. Though Annova was a valid 

measure to establish significant differences among the means of different 

variables considered in our study but to our knowledge no systematic effort had 

been undertaken to find out the contribution of different variables for which the 

"F" value was found to be significant. 

Moreover, for this type of research the marketing data were collected using either 

by administering Likert scale or Semantic differential scale which were interval in 

nature. As such, it was required to apply non parametric statistical tests to 

corroborate the findings of parametric tests. Most of the parametric tests were 

based on the assumption of normality which may not be true in reality. The 

researcher must apply both these types of tests to draw conclusions from a 

study. For this reason, we had employed both parametric and non parametric 

tests to process the data for drawing inferences. 

2.7 HYPOTHESIS DEVELOPMENT 

An important part of sales person's task was to help consumers make purchase 

decision that would suite the requirement of the customers (Saxe and Weitz, 

1982; Spiro and Weitz, 1990). To selling strategies were widely discussed in the 
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literature - customer oriented selling and sales oriented selling. In this empirical 

paper, in the context of retail business we concentrated our study by 

Incorporating some job related variables and measuring its impact on customer 

orientation. 

Job stress was generally defined In the literature as an employee's anxiety, 

worry, frustration etc. Studies had revealed that (diss, 2001) job stress Is 

negatively related with job satisfaction. A dissatisfied employee is not likely to 

expend his energy for delivering customer oriented service. Hence we 

hypothesize that higher the perceived stress of an employee the lower would be 

the customer orientation. 

Job autonomy was regarded as the degree of freedom that the employee had in 

marketing related decision. Variety on the other hand allows the worker to do 

various types of jobs as desired by the organisation. Both job autonomy and 

variety were expected to enhance employee's belongingness with the 

organisations. In view of this we may tentatively hypothesize that higher the job 

autonomy and job variety, higher would be the customer orientation. 

Open, supportive and quality supervision was hypothesized to have a positive 

effect on the job satisfaction and organisational commitment of employees. 

Supervisors were expected to give direction and feedback necessary for 

employees to complete their task. Given the situation, the employees were 

expected to practice customer orientation Instead of selling orientation due to 

prp-employee attitudes of supervisory tasks. 

Pay satisfaction refers to the positive affective evaluation of the magnitude of the 

reward that was received in exchange (Churchill et. al., 1974; Walker et. al., 

1977). When pay satisfaction was high, sales person motivation to engage in 

customer orientation would also likely to be enhanced. Keeping this argument we 
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propose higher the level of pay satisfaction, higher would be the practice of 

customer orientation. 

2.7.1 Research l-lypotliesis 

Keeping in view the above objectives of the study this study simply tries to 

answer to following questions: 

While there had been several studies that had explored the causes of job stress 

and its impact (Cushman, Evans, Namerow 1995; Gibson, McGrath & Reid 1989; 

Himie, Jayaratne & Thyness 1989; Siefert, Jayaratne & Chess 1991), far less 

research had examined the impact of job stress on job satisfaction of service 

personnel. 

Hoi There is no significant relationship between customer orientation and 

job stress. 

According to Ross and Reskin (1992), "job autonomy and non routine work signal 

occupational self-direction, "which is a positive outcome for most employees. 

Ho2 Customer orientation is not directly influenced by the job variety and 

job autonomy. 

The supervisor's initiation of customer orientation appears to have a strong 

impact on customer-oriented attitudes. Thus, by serving as a role model, 

supervisors could help develop positive customer oriented attitudes in their 

salespeople / service-people. In addition, by showing consideration and 

developing positive relationships with salespeople / service-people, supervisor 

could have a further positive impact on customer-oriented attitudes (Stock and 

Hoyer, 2002). 

Ho3 Positive job supervision does not affect the customer orientation in a 

cross section of service industries. 
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The greater the magnitude of the reward that was received, the greater is the 

salesperson's / serviceperson's ability to obtain valued outcomes. Pay 

satisfaction motivates salesperson effort by enabling the salesperson to pursue 

valued outcomes 

Ho4 Pay satisfaction does not persuade workers to practice customer 

orientation. 

If the sales personnel/service personnel believe that they would experience a 

feeling of accomplishment from this activity they may be motivated to expend the 

additional effort that is required by customer-oriented selling. 

Ho5 Experienced meaningfulness does not have any significant impact on 

the practice of customer orientation by service employees. 

As a matter of fact, we argue that when organizational identification is high 

among the salespeople / service-people, they were likely to regard customer-

oriented selling as an important activity, which in turn shapes their belief that they 

may experience the feeling of accomplishment upon successful completion of 

this activity. 

Ho6 Organisational Identification does not significantly influence the 

customer oriented behaviour. 

This study is expected to provide sufficient insight into the relationship between 

various perceptual variables incorporated in explaining the practice of customer 

orientation. 

2.8 PSYCHOMETRIC PERFORMANCE OF THE SCALES 

In order to access the scale dimensionality a confirmatory factor analysis is 

employed using Oblique rotation procedure. Since we had considered seven 

independent or explanatory variables and one dependent variable, we had 

obtained eight distinct factors. As we know that the objectives of factor analysis 
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were twofold: data reduction and identifying underlying latent dimensions in the 

data structure for establishing scale dimensionality. 

Table 2.1: Structure Matrix 

Var iab les 

Organizational Identification 1 
Organizational Identification 2 
Organizational Identification 3 
Organizational Identification 4 
Organizational Identification 5 
Organizational Identification 6 
Organizational Identification 7 

Experienced Meaningful ness 1 
Experienced Meaningfulness 2 
Experienced Meaningfulness 3 

Pay Satisfaction 1 
Pay Satisfaction 2 
Pay Satisfaction 3 
Pay Satisfaction 4 

Job Stress 1 
Job Stress 2 
Job Stress 3 
Job Stress 4 

Customer Orientation 1 
Customer Orientation 2 
Customer Orientation 3 
Customer Orientation 4 
Customer Orientation 5 
Customer Orientation 6 
Customer Orientation 7 

Job Variety 1 
Job Variety 2 
Job Variety 3 
Job Variety 4 
Job Variety 5 

Job Autonomy 1 
Job Autonomy 2 
Job Autonomy 3 

Job Supervision 1 
Job Supervision 2 
Job Supervision 3 
Job Supervision 4 
Job Supervision 5 
Job Supervision 6 

Component 
1 

.277 

.284 

.337 

.235 

.337 

.320 

.339 

.200 

.140 

.178 

.306 

.311 

.199 

.183 

-.131 
-.216 
-.186 
-.176 

.829 

.880 

.841 

.835 

.858 

.830 

.682 

.404 

.272 

.276 

.414 

.331 

.245 

.266 

.250 

.084 

.390 

.300 

.395 

.348 

.355 

2 

.033 

.046 
-.099 
-.156 
-.168 
-.027 
.090 

-.025 
-.014 
-.123 

-.087 
-.032 
-.174 
-.230 

.817 

.863 

.881 

.860 

-.106 
-.119 
-.273 
-.274 
-.226 
-.149 
-.133 

-.158 
-.086 
-.130 
.019 
-.004 

-.060 
-.013 
.009 

-.018 
-.078 
-.058 
-.061 
.000 
-.028 

3 

-.174 
-.208 
-.203 
-.199 
-.280 
-.141 
-.211 

-.180 
-.081 
-.036 

-.169 
-.252 
-.337 
-.280 

.079 

.065 
-.004 
.008 

-.295 
-.334 
-.387 
-.264 
-.382 
-.225 
-.255 

-.236 
-.146 
-.133 
-.204 
-.149 

-.257 
-.147 
-.165 

-.700 
-.877 
-.873 
-.853 
-.870 
-.556 

4 

-.737 
-.813 
-.790 
-.499 
-.749 
-.538 
-.800 

-.197 
-.086 
-.131 

-.121 
-.138 
-.081 
-.060 

.040 

.059 
-.010 
.031 

-.349 
-.373 
-.381 
-.326 
-.327 
-.300 
-.317 

-.305 
-.273 
-.307 
-.330 
-.261 

-.169 
-.059 
-.100 

-.194 
-.224 
-.187 
-.213 
-.268 
-.273 

5 

.027 

.103 

.162 

.101 

.130 

.133 

.048 

.859 

.836 

.701 

.085 

.162 
-.081 
-.270 

-.101 
.025 
.007 
-.079 

.048 

.025 

.112 

.229 

.198 

.142 

.289 

.102 

.156 

.193 

.028 

.106 

.073 
-.078 
-.097 

.195 

.055 
-.027 
.050 
.057 
.036 

6 

.311 

.191 

.250 

.216 

.257 

.201 

.289 

.161 

.125 

.118 

.082 

.058 

.335 

.339 

-.061 
-.087 
-.115 
-.045 

.386 

.301 

.362 

.319 

.309 

.256 

.217 

.823 

.757 

.797 

.790 

.754 

.329 

.277 

.345 

.068 

.187 

.168 

.203 

.192 

.211 

7 

-.084 
.126 
-.034 
-.114 
.147 
.372 
.132 

.052 
-.026 
.052 

.797 

.701 

.761 

.621 

-.038 
-.071 
-.101 
-.086 

.105 

.292 

.186 

.209 

.156 

.140 

.254 

.244 

.091 

.060 

.143 
-.008 

.115 

.342 
-.035 

.140 

.145 

.125 

.258 

.146 

.246 

8 

.029 

.117 

.085 

.102 

.006 

.066 

.086 

-.019 
-.019 
.043 

.279 

.258 
-.113 
-.150 

.037 

.011 
-.013 
.008 

.211 

.174 

.144 

.203 

.174 

.233 

.230 

.204 

.230 

.276 

.287 

.265 

.839 

.665 

.722 

-.048 
.123 
.190 
.201 
.169 
.165 

Extraction Method: Principal Component Analysis. 
Rotation Method: Oblimin with Kaiser Normalization. 

The latent variable structure amply demonstrates that eight factors had emerged 

as separate dimensions establishing the construct validity of the scale. However, 

80 



Review of Literature 

we had come across from the structure matrix that some factor loadings more 

than 0.3 had loaded with the underlying dimensions that we wanted to extract. It 

should be mentioned that there were no established criteria for retaining the 

factor loadings, though by convention researchers report factor loadings which 

were more than 0.3. In some instances we had encountered the problem of split 

loadings which was also common phenomenon in factor analytic model. It was 

very interesting to discern that mis-loadings were almost absent in our factor 

analysis involving the aggregate data drawn from a variety of service employees. 

Table 2.2: Table of Eigenvalues 

Component 

1 

2 

3 

4 

5 

6 

7 

8 

Initial Eigenvalues 

Total 

9.818 

3.235 

2.999 

2.466 

2.094 

1.987 

1.815 

1.312 

% of Variance 

25.176 

8.294 

7.689 

6.324 

5.370 

5.095 

4.655 

3.364 

Cumulative % 

25.176 

33.469 

41.158 

47.483 

52.853 

57.948 

62.603 

65.967 

The table of Eigenvalues represents that the initial factor explains more than 25 

percent variability in the original data and the Eigenvalue was neariy 10 which 

was not uncommon since, the first factor explains the most of the variability in the 

original data structure. The eight item solution explains neariy 66 percent 

variability in all the variables included in the factor analytic model. The findings of 

our study were compatible with other similar studies reported in the social 

science field. The scree plot given below also substantiates that the factor 

analysis is quiet acceptable. 
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Fig 2.1: Scree Plot 
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Table 2.3: KMO and Bartlett's Test 

Kaiser-IUIeyer-OIkin Measure of Sampling Adequacy. 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 

df 

Sig. 

.861 

12160.893 

741 

.000 

In SPSS Output we had reported the Kaiser-Meyer-Olkin (KMO) measure of 

sampling adequacy and Bartlett's test of sphericity. The KMO statistic varies 

between 0 and 1. A value of 0 indicates that the sum of partial correlations is 

large relative to the sum or correlations, indication diffusion in the pattern of 

correlations (hence, factor analysis was likely to be inappropriate). A value close 

to 1 indicates that patterns of correlations were relatively compact and so factor 

analysis should yield distinct and reliable factors. Kaiser (1974) recommends 

accepting values greater than 0.5 and 0.7 were mediocre, values between 0.7 
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and 0.8 were good, values between 0.8 and 0.9 were great and values above 0.9 

were superb (Hutchenson & Sofronniou, 1999). For these data the value was 

0.93, which falls into the range of being superb: so, we should be confidant that 

factor analysis was appropriate for these data. 

Bartlett's measure tests the null hypothesis that the original correlation matrix 

was an identity matrix. For factor analysis to work we need some relationships 

between variables and if the R-matrix were an identity matrix then all correlation 

coefficients would be zero. There, we want this test to significant (i.e. had a 

significance value less than 0.05). A significant test tells us that the R-matrix was 

not an identity matrix: therefore, there were some relationships between the 

variables we hope to include in the analysis. The test statistic chi square was 

significant beyond p<.000 for these data, Bartlett's test was highly significant 

(p<0.000), and therefore factor analysis was appropriate. 

Table 2.4: Reliability Statistics 

Variables 

Organisational Identification 

Experienced meaningfulness 

Pay Satisfaction 

Job Stress 

Customer Orientation 

Job Variety 

Job Autonomy 

Job Supervision 

Cronbach's Alpha 

.828 

.773 

.756 

.883 

.922 

.867 

.729 

.880 

N of Items 

7 

3 

4 

4 

7 

5 

3 

6 

2.8.1 Cronbach's alpha measure 

The results of Cronbach's alpha were presented in table 2.4 . In spite of a small 

number of items in some cases the alpha values were found to be more than 0.7, 

which establish scale reliability. It could be seen that the alpha values were 

comparatively bigger in magnitude where the scale items were higher. This could 

be established if we delve into the process of computing the alpha values which 

is briefly presented below: 
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Cronbach's a is defined as: 

x - i 
1 -

2 
Where, K is the number of components (K-items or test lets), ^x the variance of 

2 

the observed total test scores, and ">5 the variance of component / for the 

current sample of persons (Develles, 1991). 

Alternatively, the Cronbach's a could also be defined as 

Kc 
a = {v^{K-\)c) 

Where, K was as above, v the average variance, and c the average of ail co 

variances between the components across the current sample of persons. 

2.9 CONCLUSION 

In this chapter we had discussed the review of literature in the field of customer 

orientation behaviour. The review of literature suggests that the study of 

customer orientation is regarded as an important variable for evaluating the 

performance of employees. Altogether seven job related independent variables 

had been considered in our study excluding the dependent variable of customer 

orientation. The results of factor analysis reveal that the scales that we had used 

in our study were construct valid. The factor analysis results were quite 

satisfactory. The KMO Bartlett test of Sphericity also found to be significant. The 

study reveals that the scales that we had developed fulfil the psychometric 

performance of the scale. The total variance explained is also on the higher side. 

In the subsequent studies the scales had been employed to capture the various 

dimensions related to the job of the employees vis-a-vis their intention to serve 

the customers. 
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3.1 INTRODUCTION: INDIAN SERVICE SECTOR 

Service sector is the lifeline for the social economic growth of a country. It is 

today the largest and fastest growing sector globally contributing more to the 

global output and employing more people than any other sectors. The real 

reason for the growth of the service sector is due to the increase in urbanization, 

privatization and more demand for intermediate and final consumer services. 

Availability of quality services is vital for the well being of the society. In 

advanced economies the growth in the primary and secondary sectors are 

directly dependent on the growth of services like banking, insurance, trade, 

commerce, entertainment etc. In alignment with the global trends, Indian service 

sector has witnessed a major boom and is one of the major contributors to both 

employment and national income in recent times. The activities under the 

purview of the service sector are quite diverse. Trading, transportation and 

communication, financial, real estate and business services, community, social 

and personal services come within the gambit of the service industry. 

The key service industries in India in terms of employment generations are 

services related to health and education. They are vital for the country's 

economic stability. A robust healthcare system helps to create a strong and 

diligent human capital, who in turn can contribute productively to the nation's 

growth. The Indian economy has moved from agriculture based economy to a 

knowledge based economy. Today the IT industry and ITE'S industry are the 

dominant service sectors. Media and entertainment have also seen tremendous 

growth in the past few years. 

Service Sector in India today accounts for more than half of India's GDP. 

According to data for the financial year 2006-2007, the share of services, 

industry, and agriculture in India's GDP is 55.1 per cent, 26.4 per cent, and 18.5 

per cent respectively. The fact that the service sector now accounts for more 

than half the GDP of the Indian economy and takes it closer to the fundamentals 
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of a developed economy. Marked acceleration in services sector growth started 

in the eighties and nineties, especially in the nineties. While the share of services 

in India's GDP increased by 21 per cent points in the 50 years between 1950 and 

2000, nearly 40 per cent of that increase was concentrated in the nineties. While 

almost all service sectors participated in this boom, growth was fastest in 

communications, banking, hotels and restaurants, community services, trade and 

business services. One of the reasons for the sudden growth in the services 

sector in India in the nineties was the liberalisation in the regulatory framework 

that gave rise to innovation and higher exports from the services sector. The rise 

in services share in GDP has not accompanied by proportionate increase in the 

sector's share of national employment. Some economists have also cautioned 

that service sector growth must be supported by proportionate growth of the 

industrial sector; otherwise the service sector growth will not be sustainable. In 

the current economic scenario it looks that the boom in the services sector is 

here to stay as India is fast emerging as global services hub. In view of the 

emergence of service sectors, we focussed our attention to a few service sectors 

that employ huge frontline employees who interact with the service recipients. 

Since, service cannot be standardised due to heterogeneous people rendering 

services still service providers by imparting training try to ensure that employees 

behave properly with the customers. In spite of this, many service employees do 

not strictly follow the customer orientation strategy. In this background it is 

imperative to make a comparison of customer orientation and other job related 

variables that lead to customer oriented behaviour. In this backdrop it is 

necessary to make a comparison of different explanatory variables that lead to 

customer oriented behaviour. 

3.2 SERVICE SECTORS COVERED IN THE STUDY 

The service sectors that have been covered in the research are retail services, 

postal services, banking services, health services (nursing home services). 
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insurance services and stock broking services. A brief overview of the sectors is 

needed to initiate further discussion. 

3.2.1 Retail Services 

The Indian retail market, which is the fifth largest retail destination globally, has 

been ranked as the most attractive emerging market for investment in the retail 

sector by AT Kearney's eighth annual Global Retail Development Index (GRDI), 

in 2009. The share of retail trade in the country's gross domestic product (GDP) 

was between 8-10 per cent in 2007. It is currently around 12 per cent, and is 

likely to reach 35 per cent by the end of 2010. With rising consumer demand and 

greater disposable income, the US$ 400 billion Indian retail sector is clocking an 

annual growth rate more than 30 per cent. It is projected to grow more than US$ 

700 billion by the end of 2011, according to a report by global consultancy 

Northbridge Capital. The organised business is expected to be more than 20 per 

cent of the total market by then. In 2008, the share of organised retail was 7.5 

per cent or US$ 300 million of the total retail market. A McKinsey report. The rise 

of Indian Consumer Market', estimates that the Indian consumer market is likely 

to grow four times by 2025. Commercial real estate services company, CB 

Richard Ellis' findings state that India's retail market has moved up to the 39"^ 

most preferred retail destination in the world in 2009, up from 44 last year. India's 

overall retail sector is expected to rise to US$ 833 billion by 2013 and to US$ 1.3 

trillion by 2018, at a compound annual growth rate (CAGR) of 10 per cent. As a 

democratic country with high growth rates, consumer spending has risen sharply 

as the youth population (more than 33 percent of the country is below the age of 

15) has seen a significant increase in its disposable income. Consumer spending 

rose an impressive 75 per cent in the past four years alone. Also, organised 

retail, which is pegged at around US$ 8.14 billion, is expected to grow at a CAGR 

of 40 per cent to touch US$ 107 billion by 2013. The organised retail sector, 

which currently accounts for around 5 per cent of the Indian retail market, is all 

set to witness maximum number of large format malls and branded retail stores 
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in South India, followed by North, West and the East in the next two years. Tier I! 

cities like Noida, Amritsar, Kochi and Gurgaon, are emerging as the favoured 

destinations for the retail sector with their huge growth potential. India has 

emerged the third most attractive market destination for apparel retailers, 

according to a study by global management consulting firm AT Kearney. The 

Northbridge Capital report states that apparel is the "largest organised retail 

category", accounting for 39 per cent of the organised market. It is growing at the 

rate of 12 to 15 per cent annually. Organised apparel retail is projected to touch 

US$ 200 million by 2010 from the current worth of US$ 120 million, the report 

noted. Buoyed by improved consumer spending, sales of listed retailers 

increased by 12 per cent in the September 2009 quarter compared with the same 

period in 2008. This is higher than the 8.2 per cent posted in the June 2009 

quarter. While the previous quarter saw value retailers such as Koutons Retail 

and Pantaloon leading sales recovery, this time around, sales of lifestyle and 

premium retailers led the growth trend. Two out of every three retailers managed 

an increase of at least 10 per cent, compared to about one in three in the June 

2009 quarter. Pantaloon Retail India (PRIL) is planning to invest US$ 77.88 

million this fiscal to add up to 2.4 million sq ft retail space at its existing 

operations. Pantaloon Retail is also looking to hive off its value retail chain. Big 

Bazaar, into a separate subsidiary, which may eventually go for an initial public 

offer (IPO). PRIL proposes to open 155 Big Bazaar stores by 2014, increasing its 

total network to 275 stores (ibef.org, 2009). 

While the outlook for India's retail business is bright, challenges abound and the 

road ahead may be bumpy. One of the lessons for India retail over the last two 

years has been the importance of getting the backend operations like sourcing, 

warehousing and the supply chain right, more so in the case of fresh foods. 

Reliance Retail after its initial high profile entry into this category decided to slow 

pedal as they hit some turbulence, some political and some on account of 

sourcing and logistics. Late entrants such as Bharti-Walmart are making a more 

cautious entry with a lot more focus on backend operations and logistics. The 
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high cost of retail space has been the other drag on the growth of India retail. For 

India retail however, there is a silver lining in the finance crash of 2008 as realty 

rates are dropping. Not unexpectedly, the talent and knowledge gap has been a 

big bump on the road. India's retail leadership are being warned to fortify their 

talent strategies to face the imminent shake out. Not only does this call for the 

urgent placement of experienced business leadership across every line of 

business and function, it also requires the shortening of learning curves across 

all lines of the organisation. Reliance, the Future Group and now Bharati-

WalMart have resorted to setting up customised training programs in house or 

sponsoring training schools. This is particularly helpful for local senior executives 

who are enlisted from other sectors to get up to speed while still working full time 

(Fifer & Padmanabhan, 2009). 

The most important area in the training gap of the service executive is the 

customer oriented approach requirement. This approach is thought as one of the 

most important way of developing the customer relationship for future sales 

generation. Henceforth we thought that this is the right option of putting this 

sector operational in this part of the region in our study because the outcomes of 

the study will definitely benefit the industry to some extent or at least it may show 

the direction to the management of the retail industry. 

3.2.2 Postal Services 

The Indian postal service comes under the Department of Posts which is a part 

of the Ministry of Communications and Information Technology under the 

Government of India. The apex body of the department is the Postal Service 

Board. The board consists of a chairman and three members. The three 

members hold the portfolios of Operations & Marketing, Infrastructure & Financial 

Services, and Personnel. The Joint Secretary and Financial Advisor to the Board 

is also a permanent invitee to the Board. Postal services were rendered by a 

combined Department of Posts and Telegraph till January 1985. The department 
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as a whole is conceived and operated as a public utility like the railways and 

electricity. The Post and Telegraph had been a part of the general budget of the 

Central government of India. 

Postal services include three broad areas of activity i.e. retailing postal products 

and services, transmission of postal articles and delivery of postal articles. India 

has the largest number of post offices in the world. At the time of Independence, 

there were 23,344 post offices in the country, mostly in urban areas and some 

larger villages. The number of post offices on 31.3.2000 was 1, 54,551 of which 

1, 38,149 post offices are in rural areas. On an average, a post office serves an 

area of 21.26 sq. kilometres and a population of 5462. Mail processing, 

transmission and delivery are the core activities of the Department of Posts. 

During 1999-2000, the Department of Posts handles 1578.15 crore articles. 

These are processed for transmission and eventual delivery by a network of 573 

sorting offices (DOPI-AR, 2000-2001). 

The Department of Posts, because of its wide reach and large number of points 

of presence, is utilised by other departments of the central govemment and state 

governments to carry out numerous functions on their behalf apart from its basic 

services. Some of the specialised services provided by the postal department are 

described as follows. 

Speed Post: It is a very high speed express service for letters and documents. 

Speed Post links more than 1200 towns in India, with 290 Speed Post Centres in 

the national network and around 1000 Speed Post Centres in the state network. 

For regular users. Speed Post provides delivery 'anywhere in India' under 

contractual service. Speed Post offers a money-back guarantee, under which the 

Speed Post fee may be refunded if the consignment is not delivered within the 

published delivery norms. 
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e-Payment: It Is one the most convenient way to pay bills under one roof. With 

its tremendous reach and expertise India Post specializes in acceptance of 

payments across the counter and their consolidation. E-Payment is a 'Many to 

One' service through which bills (telephone, electricity, etc.) paid by customers In 

post offices is electronically consolidated. 

Logistics Post: It Is one of the newest services from India Post for sending 

parcels and large consignments across the nation and around the world. 

Logistics Post manages the entire distribution side of the logistics Infrastructure 

from collection to distribution, from storage to carriage, from order preparation to 

order fulfilment. Logistics Post is an ideal service for sending large consignments 

including multi-parcels, just-ln-time parcels, bulk-break consignments and goods 

of any weight. While Parcel Post offers weight up to 35 kg. Logistics Post has no 

weight limit. Logistics Post offers not only physical logistics services but also 

provides comprehensive supply chain management services, leading to 

improvement in the service level efficiency. 

e-Post: It Is a service which is not so much functional due to its inconveniency in 

comparison to email & social networking. Here the documents and greetings are 

sent online but delivered by mall. 

Business Post: Here In this service from the postal department the total pre-

mailing solutions is being provided including collection/printing, inserting, and 

addressing. 

i\ffedia Post: It's a service which reaches millions of people through 

advertisements on Post cards. Letters walls of post offices, letter boxes. 

Competition post cards and stationary. 

Direct Post: It's a service of the postal department by which the distribution of 

advertising materials is done directly to the prospective customers. 
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Postal Life Insurance: Postal Life insurance was started in the year 1884 as a 

welfare measure for the employees of Posts & Telegraphs Department under 

Government of India dispatch No. 299 dated 18-10-1882 to the Secretary of 

State. Due to popularity of its schemes, various departments of Central and State 

Governments came under its reach of benefits. The Postal Life insurance today 

is open for employees of all central and state government departments, 

nationalized banks, public sector undertakings, financial institutions, local 

municipalities and Zila Parishads an Educational Institution aided by the 

Government etc. 

Instant Money Order Service (IMO): It's instant domestic money which is 

available in 717 post offices. However no International Money Order facility is 

available through this service. 

International Money Transfer: As a result of the collaboration of the 

Department of Posts with the Western Union Financial Services, state of the art 

international money transfer service is now available through post offices in India. 

This enables instantaneous remittance of money from 185 countries to India. The 

recipients can in fact collect the money in minutes after the sender has made the 

remittance. The service is targeted to particularly fulfil the needs of NRI 

dependent families in India, visiting International tourists and foreign students 

studying in India. 

Not only this, there are lot of other services also offered by the postal department 

where the receiving end of those services is the customer. These are being 

included in this chapter because it's the number of services of the postal 

department, which is being rendered to the society or more specifically the 

customers, and thus it prompted us to include it in the study. Henceforth, the 

customer orientation analysis of the postal services is one of the most important 

areas which we felt is the need of the hour for which we had incorporated the 
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postal services as an important service sector in our study with special reference 

to North Bengal. This we think that would immensely benefit the authorities of the 

postal department to take future strategies for the development of the customer 

relationship management of the postal services. 

3.2.3 Banl<ing Services 

The banking industry like many other financial service industries is facing a rapid 

change within the market. The changes taking place in the areas like new 

technologies, economic uncertainties, fierce competition, more demanding 

customers and the changing environment has presented an unmatched set of 

challenges in front of the banking services (Lovelock & Cristopher, 2001). 

Banking is a customer oriented services industry, therefore, the customer stays 

in the focus and customer service is the differentiating factors between the 

competitors (Jham & Khan, 2008). 

The banking industry in India has undergone sea change since post 

independence. More recently, liberalization, the opening up of the economy in 

the 90's and the government's decision to privatize banks by reduction in state 

ownership culminated in the banking reforms based on the recommendations of 

Narasimhan Committee (NCR, 1997). The leading mover for banks today is 

profit, with clear signals from the government to 'achieve or perish'. Banks has 

also started realizing that, business depends on customer service and the 

contentment of the customers (Jha S. M., 2000) and this is compelling them to 

perk up customer service and build up association with customers. 

With the existing transformation in the functional orientation of banks, the 

objective of banking is redefined. The major driver of this transformation is 

changing customer wants and expectations. Customers in urban India no longer 

want to wait in lengthy queues and waste hours in banking transactions. This 

change in customer thoughts has gone hand in hand with the development of 
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ATMs, phone and net banking along with accessibility of service right at the 

customer's doorstep. With the surfacing of universal banking, banks aim to 

provide all banking product and service offering under one roof and their 

endeavour is to be customer centric (Jham & Vimi, 2005). With the emergence of 

economic reforms in world in general and in India in particular, private banks 

have come up in a big way with prime emphasis on technical and customer 

focused issues. 

The liberalisation, privatisation and globalisation has ushered the customer 

relationship management in banks. The process of globalisation and our move 

towards global standards changed the perception of customer service and the 

banking endeavour to serve the customer better, resulted in innovative banking 

services and products. Banks are looking for more and more communication with 

customers to build customer relationship banking. However, to deliver an 

superior and exhaustive understanding of customers needs, a fully integrated 

customer management system is required along with absolute intelligibility. In the 

emerging market situation, for endurance and growth, it is significant for a bank 

to bring into line its vision, mission, goals and objectives with customer's 

satisfaction. The marketing techniques of banks influence the performance of 

banks (Kotler, P, 2005). 

The excellence of managing customer relationship is the prospect of any 

business in the world. Today customer focussing is not being viewed as just a 

business strategy but has already become a corporate mission (Shankar, A. G, 

2004). Once in a while when a good service is extended to a customer; a loyal 

customer may work as an ambassador to the bank and facilitate growth of its 

business (Bhaskar, P.V., 2004). For delivering excellence in service, it is very 

important to have the customer orientation of the employees as a culture in the 

bank. The customer orientation builds long term relationship resulting in 

customer satisfaction and cash flows to the bank (Swaroop, K.S., 2004). 
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The customer care and customer orientation has been enjoying the attention of 

the Government, the RBI and the banks themselves. Various committees have 

gone into the problem in great detail and made recommendations, many of which 

have been implemented. Despite so many measures initiated at various levels to 

improve the standard of customer service, the level of satisfaction perceived by 

various segments of customers has been low (Uppal., R.K., 2009). 

As a matter of fact, we thus felt it right to incorporate the banking sector in our 

study to enable the benefits out of our research targeting the lacunae of 

developing the customer orientation in the banking sector with special reference 

to the operations in North Bengal. 

3.2.4 Insurance Services 

The US$ 41-billion Indian insurance industry is the fifth largest life insurance 

market in the emerging insurance economies globally, growing at a rate of more 

than 32-34 per cent annually. Life insurance in India has the First Year Premium 

(inclusive of Single Premium) segment accounting for US$ 24 billion and Non-

Life Insurance—US$ 5.6-billion industry—^with motor and health segments 

accounting for 56 per cent of total business. At present, there are more than 22 

life insurance firms operating in India and as per industry estimates, the life 

category constitutes about 4 per cent of the total GDP in the country. The foreign 

direct investment (FDI) limit in the insurance space for foreign players is capped 

at 26 per cent—permissible under the automatic route subject to obtain a licence 

from the official regulator. Insurance Regulatory and Development Authority 

(IRDA)—but the government is planning to raise it to 49 per cent and a bill to give 

effect to the proposal is pending in the Rajya Sabha. The life insurance industry 

has put in more than four per cent to the country's gross domestic product (GDP) 

since liberalisation and non-life's contribution has been more than 0.6 per cent 

for the last ten years. SBI Life Insurance has been ranked the no. 1 life insurer 
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across the globe, by the Million Dollar Round Table (MDRT) members. MDRT is 

an association of the world's best life insurance sales professionals. 

The country's largest life insurance player, Life Insurance Corporation of India 

(LIC), will celebrate its SS''̂  anniversary week on September 1, 2011. Till now it 

has grown to more than 35.8 million policies and a sum assured of US$ 80.3 

billion in 2009-10. It has collected US$ 325.27 million through alternate channels 

in the first four months of the current fiscal. MetLife India Insurance became the 

first private sector life insurer to provide guaranteed monthly income along with 

other regular benefits like tax incentives and bonuses with the launch of 'Met 

Monthly Income Plan' in August 2009. MetLife has been among the top three 

fastest growing life insurance companies successively for the last 30 months. A 

present, there are more than 18 third party agents (TPAs) empanelled with the 

four PSU insurers. Insurers have also begun mulling setting up their own TPA 

mechanism to rectify the current weaknesses. According to the report by rating 

agency Care, public sector companies persist to dictate the general insurance 

market accounting for more than 58 per cent of market share. The four public 

sector general insurers—United India Insurance Company, National Insurance 

Company, New India Assurance and Oriental Insurance Company— had 

marginally increased their market share to 59.74 per cent from their collective 

market share of 59.4 per cent during April 2008-February 2009. 

In June 2009, the general insurance industry raised at 7.4 per cent. Gross 

underwritten premiums (GWP) of the public sector insurers stood at US$ 319 

million, up by eight per cent. The growth in GWP of private sector players was to 

the tune of 6.5 per cent at US$ 214.72 million. United India Insurance is the best 

performer, among public sector players, rising its business by more than 17 per 

cent. New India Assurance grew at 8.5 per cent. 

By and large growth in the life insurance industry remained moderate. The 

private sector insurance companies registered US$ 1.12 billion growth during the 
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first three months of the fiscal, while public sector player LIC posted a 20 per 

cent growth in first year premiums in the year 2009. Among the larger growth 

generating companies the Reliance Life is the only private player that has 

recorded a positive growth at 20 per cent in its first year premium collections in 

the same year. According to the data compiled by the insurance regulator, in 

June 2009, LIC's new business premiums were up 10 per cent. Cumulative 

assets managed by the private insurance players stood at US$ 31.7 billion as on 

June 30, 2009, while LIC managed over US$ 167.37 billion (March 2009). 

According to the Investment Commission of India, the Indian insurance market is 

expected to be around US$ 52 billion by 2010. The compound annual growth 

rate (CAGR) is expected to be over 30 per cent per annum. The total investment 

opportunity is estimated to be US$ 14 biliion-US$ 15 billion. Further, according to 

a report 'Booming Insurance Market in India (2008-2011)' by Research and 

Markets, total life insurance premium in India is anticipated to grow more than 

US$ 253.2 billion by 2011-12. Total non-life insurance premium is expected to 

increase at a CAGR of 25 per cent for the period spanning from 2008-09 to 2010-

11 (ibef.org, 2009). 

The insurance companies are now trying to deploy customer oriented 

management solutions. As competition intensifies, insurance companies are now 

trying every trick in the book to retain existing customers, with a wide range of 

services driving the market for customer oriented approaches. Hereafter, we felt 

that it is right to incorporate the insurance service sector in our study. This is 

because by then it will be appropriate to provide the management of the 

insurance companies with best strategic option in connection with the 

development of the customer oriented approaches of marketing of insurance 

services. 

- ( 1 0 2 ) -
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3.2.5 Stock Broking Services 

A stock broking service is a regulated professional broking service which enables 

buying and selling shares and other securities through market makers or Agency 

Only Firms on behalf of investors. Broking service personnel may be employed 

by a brokerage firm. A transaction on a stock exchange must be made between 

two members of the exchange—an ordinary person may not walk into the 

Bombay Stock Exchange (for example), and ask to trade stock. Such an 

exchange is mandatorily done through a broker or a stock broking firm. There are 

three types of stock broking services generally offered by a stock broking firm. 

Execution-only: Which means that the broker will only carry out the client's 

instructions to buy or sell. 

Advisory dealing: Where the broker advises the client on which shares to buy 

and sell, but leaves the final decision to the investor. 

Discretionary dealing: Where the stockbroker ascertains the client's investment 

objectives and then makes all dealing decisions on the client's behalf. 

Roles similar to that of a stockbroker include investment advisor, and financial 

advisor. A stockbroker may or may not be also an investment advisor, and vice 

versa. 

Stockbrokers also sometimes or exclusively trade on their own behalf, as a 

principal, speculating that a share or other financial instrument will increase or 

decline in price. In such cases the term broker makes little sense and the 

individuals or firms trading in principal capacity sometimes call themselves 

dealers, stock traders or simply traders. 

At the national level, investment in the financial instruments accounts for about 3 

percent of the estimated household income. Of these, investment in stock market 

and small savings account for 0.5 percent each. Investors in the stock market 

invest about 22 percent of their household income compared to 14 percent for life 
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insurance. On the other hand, the non agricultural self employed account for 35 

percent of investors in the stock market, they account for 26 percent of the life 

insurance investors and 19 percent of those who go in for small savings. The self 

employed in agriculture, in contrast, account for 21 percent of households that 

invest in unit link life insurance and small savings and 11 percent of households 

that invest in the stock market. Amongst the insured population, 32 percent are 

graduate households. From the different points of view it has been seen that the 

investors in the stock market have the highest income level at Rs. 159,901 

versus Rs. 132,030 and Rs. 113 119 In the case of investors in small savings 

and life insurance including unit linked respectively. Furthermore, the expenses 

of households that invest in the stock market are also significantly higher - at Rs. 

87, 317 per annum versus Rs. 63,830 per annum for life insurance investors. 

While non-routine expenditure accounts for around 15 percent of income in the 

case of investors in the stock markets, the figure is marginally lower at 13 

percent for households opting for other modes of investments. Overall, at the 

national level it is 12.2 percent of the investment which is going on to the stock 

market. Therefore, the average stock market investor comparatively saves more 

than other areas of investment. This is the reason why the investors and their 

investment are gradually growing in the stock market (Max-NCAER India 

Financial Protection Survey, Published in Businessworld, The Marketing 

Handbook 2009-2010). 

It needs a great deal of perseverance from the stock brokers point to convince 

and advice a client/customer for the best possible deal he/she can get out of 

stock market. Similar to other service sectors the customers needs and wants get 

a top priority in stock broking services. Thus, customer orientation plays a vital 

role in the marketing of stocking firms and its stock broking personnel. 

We thus felt it right to incorporate the stock broking sector in our study. This is 

because by then, it will be appropriate to provide the management of the stock 

broking firms with best strategic option in connection with the development of the 
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customer oriented approaches of marketing of stock broking firms and thereby 

providing the best services in this field. 

3.2.6 l-iealtlicare Sector 

In India in the past, any kind of sickness was treated by grandmothers' home 

remedies. Increasing awareness, education and exposure to media has changed 

the scenario completely and the Indian healthcare market is growing 

exponentially. 'Indian healthcare change 2008' is a report by the knowledge 

company, the market intelligence and publications divisions of Technopak 

present some interesting facts. Indian will have three generation of consumers by 

2015, of which half the population would have seen a liberalized India. This 

population account for 55% of the total population. The domestic healthcare 

market is going through a transformation, led by strong underiying growth drivers 

and has witnessed robust growth over the last couple of years according to the 

2007 KPMG-CII knowledge paper on India Pharma Inc-A Continuing Success 

Story. While this growth has been driven mainly by an increasing spend on 

healthcare, on account or rising disposable income, increasing penetration of 

health insurance and changing disease profile, regulatory reforms also provided 

a significant boost. The industry has grown at a compounded annual growth rate 

(CAGR) of 13 per cent from 2002-2007 and is expected to grow at a CAGR of 16 

per cent during 2007-2011. Over the last couple of years, the pharmaceuticals 

industry has grown at approximately 1.5-1.6 times the growth of the economy. 

The rise in disposable income has a positive impact on healthcare spends. In 

2005, 6.2 per cent of disposable income was spent on healthcare as compared 

to 2.8 per cent in 1995. 

Spends on Healthcare sector 

According to the 2007 EY-FICCI healthcare report on Opportunities in Healthcare 

"Destination India", healthcare spending is 5.1% of GDP, which is significantly 

lower than the world average of 9.5%. This spending is expected to grow to 8% 
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by 2015. Public expenditure on healthcare is expected to double from 0.9 to 2%, 

which is likely to contribute significantly to improved access to drugs and 

healthcare services. 

Private investments in hospitals are expected to drive growth in the number of 

hospital beds to 2 per thousand from the existing 1.1 per thousand; the number 

of physicians will increase to 1 per thousand from 0.5 per thousand at present. 

The healthcare sector is expected to reach US$81 billion by 2012 from the 

current US$46 billion. Changing demographics and increased affordability are 

expected to contribute to the rising healthcare spending in both urban and rural 

markets. The growth will be further fuelled by penetration of health insurance, 

with the market expected to grow nearly five times over the next five years to 

cover around 200 million Indians. India is gradually emerging as a favoured 

destination for medical tourism, with over 200% growth opportunities for the 

health and wellness industry. The 2008 McKinsey & Company report on India 

Healthcare 2015 says that the most fundamental driver of market growth over the 

next decade will be the expansion of India's consuming class. With real GDP 

growing at a strong 7.3 per cent CAGR over the next 10 years, per capita annual 

disposable income is expected to rise by 65 per cent. Increased household 

income will push nearly a fourth of the 100 million households now earning less 

than Rs. 0.9 lakh a year into higher income brackets. The steepest rise will be 

among households with an annual income of Rs. 2 lakh to Rs. 5 lakh. 

Increase in healthcare spends 

Rising urbanisation will also drive growth. Out of the 37 million households that 

will be added to the base of 207 million households, almost 70 per cent are 

expected to be added in urban India. Both trends will increase affordability and 

propensity to spend, particularly on healthcare. According to a recent study by 

McKinsey Global Institute (MGI), disposable income in India will grow at 5.8 per 

cent per annum over the period 2005-2025, while healthcare spending will 

increase at almost double the rate at 10.8 percent per annum. Healthcare is 
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expected to be one of the four fastest-growing categories, besides 

communication, education are recreation. A closer look at income classes and 

where they reside indicates where opportunities will arise. McKinsey's analysis 

indicates that the increase in the high and medium affordability population will be 

well distributed across the tier 1 and tier 2 markets. 'High-affordability' 

households are defined as those with annual incomes above Rs 5 lakh and 

'medium-affordability' as those with annual incomes between Rs 0.9 lakh and Rs. 

5 lakh. 'Low-affordability' households include all households with annual incomes 

below Rs.0.9 lakh. Tier 1 markets are defined as metres (population over 1 

million). Class 1 town (population between 0.5 million to 1 million) and Class 1A 

towns (population - 0.1-0.5 million). Tier 2 markets are the remaining urban 

markets (Class II, III and IV towns) and rural areas. Nearly one-third of the 

additional high and medium-income households will be in tier 1 markets 

comprising the metres. Class I and Class lA towns. Tier 2 markets, comprising 

the Class II to IV towns and rural markets, will account for the remaining tower 

thirds. Within tier 2 markets, the rural market represents a material opportunity, 

although it may be geographically dispersed. In metres and Class I towns, the 

high-affordability tier 1 segment will grow 2.5 times to reach 5 million households 

in 2015. The medium-affordability segment will grow to 53 million households in 

2014 (from 37 million households today). In Class II to IV towns, high and 

medium-affordability households will double from 11 million today to 23 million in 

2015. In rural areas, the high and medium-affordability segments will witness 

tremendous growth from 56 million households to reach 90 million households in 

2015. Across the country, corresponding contraction will take place in the low-

affordability segment with 74 million household in this category in 2015 compared 

to 101 million in 2005. 

The growth estimates are as Follows: 

Corporate Chains. Corporate chains are seeing very rapid growth (around 20 

percent CAGR) and this would continue. With a small base of 1 to 2 per cent of 

total beds in 2005, these chains are likely to represents 5 per cent of the market 
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in 2015. Some of the most prominent companies are Apollo Hospitals, Fortis, 

Wockhardt, Manipal and Max, although several other chains are ramping up 

rabidly or have announced aggressive plans (e.g. Care, Yashoda and Asian 

Heart Institute). These chains have tended to focus more on the metres and on 

specialty therapies such as a cardiac disease, though this beginning to change. 

Large private hospitals: These hospitals (more than 100 beds), represent about 

25 per cent of the market today. Such hospitals are usually professionally 

managed entities and charge a premium of 20 to 30 per cent over the smaller 

facilities. This segment will continue to grow strongly, driven by increasing 

demand from the high and medium affordability segment. The number of beds in 

this segment is expected to rise to 1.3 million in 2015 from 0.4 million in 2005 

implying a CAGR of 10-12 per cent (i.e., faster than the overall CAGR of 8 per 

cent). 

Small private nursing homes: These are nursing homes with less than 30 

beds, typically owned and managed by physicians and account for a quarter of 

the hospital beds in the country today. Demand for healthcare in non-metro cities 

is expected to drive high growth for this segment, to 1.1 million to 2015 from 

0.5million beds in 2005, at a CAGR of around 10 per cent. 

Government Hospitals: government hospitals represent about 35 per cent of 

beds in the country today. Growth is likely to be slow (1.5 to 2 per cent) as 

indicated by stated expansion plans. 

Mid-tier Hospitals: These private hospitals (30 to 100 beds) are likely to 

increase slowly over the next decade. These institutions are often owned by 

families or trusts and have traditionally catered to the medium-affordability 

segment. They are gradually losing their value proposition and are being 

squeezed out by the rapidly growing corporate chains and larger private hospitals 
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in metros and Class I towns and by smaller private nursing homes in Class II 

towns. 

If the health sector was not included in the study, it would not be complete 

enough to go as far as service sectors are considered in this study of customer 

orientation. The customer orientation in the health sectors also needs a great 

deal of thoroughness from the healthcare employee's point of view. The 

customer's needs and wants always should get a top priority in healthcare sector. 

Thus, customer orientation plays a vital role in the marketing of healthcare and 

the healthcare employees. 

We thus felt it right to incorporate the healthcare sector in our study. This is 

because by then, it will be appropriate to provide the management of the 

healthcare organisations with best strategic option in connection with the 

development of the customer oriented approaches of marketing of healthcare 

service providers and thereby providing the best services in this field. 

The sustainability of service sector, in general, and service industries, in 

particular, depends on how efficiently and effectively the service providers satisfy 

their customers' needs and wants. The only means to satisfy the customers is by 

providing excellent service by anticipating their requirements. In essence, the 

firms are to be customer driven. A lot of discussions have been presented to 

emphasise the importance of customer orientation in the previous two chapters. 

In the following discussions we will make a thorough analysis of the antecedents 

of customer orientations which are, in fact, our state of explanatory variables. 

Henceforth, in the subsequent analysis we begin our discussion by presenting 

various measures of descriptive statics followed by findings of parametric and 

non parametric analysis. 
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3.3 DATA COLLECTION AND SAMPLE DESCRIPTIVE 

CHAPTER 3 

The data were collected from across 6 service industries operating in North 

Bengal i.e. from Siliguri, Jalpaiguri, Malda, Uttar Dinajpur and Coochbehar 

districts. As far as the service sectors considered in the study were Retail sector; 

Department of Post, Government of India; Healthcare sector (Nursing homes and 

hospitals); Banking Sectors; Insurance Sectors; and Stock broking sectors. The 

nature of the respondents was the employees of the concerned organisation who 

happened to be in direct contact with the customers of the concerned service 

industries. They were also chosen based on their employment status in the 

concerned organisations. Here, we have chosen the respondents who are in the 

direct payroll of the organisations. As far as the percentage spread of the 

respondents from different sectors included in the study is depicted in the 

following pie chart. 

Fig 3.1: Percentage spread of respondents from different service sectors studied 

Among the respondents studied we have found that 75 percent are male and 

25% are female working in the concerned service sectors. It is obvious that the 

male workers rule the working arena. The following pie chart shows the gender 

percentage of the workers researched upon. 
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Fig 3.2: Distribution of male-female respondents from different service sectors 
studied 

The distribution of age group of our sample is presented below in the form of a 

pie chart for better visualization. Maximum numbers of respondents are in the 

age group of 36-45 years. Apparently one may conclude that by observing age 

pattern of our sample that it is not a representative sample. However, we argue 

that the sectors that we have covered are mostly dominated by employees who 

are in the lower age group. For example, in Retail, Healthcare and even in the 

stock broking services, the average age of the respondents are much below than 

what we find in the other sectors. 

Fig 3.3: Percentage distribution of age groups in the respondents from different 
service sectors studied 

.56 8. above 

The experience of service employees reveal that the distribution is a bit skewed, 

since, 41 percent of the respondents have experience of more than 15 years. 

This is due to the fact that the Insurance, Banking and Postal employees to a 

large extent are quiet experienced so far as their tenure of service is concerned. 
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The following pie chart shows the percentage spread of the experienced workers 

among the respondents spread among the service sector studied. 

Fig 3.4: Percentage spread of work experience (in Years) among the respondents 
from different service sectors studied 

11-157 \̂  6-10 
yea rs ,8% V yea rs. 8% 

As expected the majority of the respondents are graduates. The following pie 

chart depicts the percentage spread of educational qualifications among the 

respondents studied in the concerned service sectors. We come across that 

some professionals are also employed in the service sectors we have covered. 

These professionals are primarily engaged in Stock Broking firms, Retail firms, 

and Insurance sector who are mostly Development officers. 
Fig 3.5: Percentage spread of educational qualifications among the respondents 
from different service sectors studied 

MBA/CA & 
others, 12% 

Post 
Graduate, 16% 

The following pie chart shows the percentage spread of salary received by the 

service workers studied in the concerned service sectors. It is observed that 

majority of the respondents are ill paid because of inexperience and low level of 

education. Particularly, these employees come from the healthcare and retail 

sectors. 

^ 1 1 2 } 



Customer Orientation: A Comparative Analysis CHAPTER 3 

Fig 3.6: Percentage spread of monthly income (in Rs.) among the respondents 
from different service sectors studied 

Above Rs. 
30000,10% 

The sample size comprised of 526 respondents out of total responses of 620 

respondents covered. Out of which total responses 94 responses could not be 

used in our analysis due to error in the responses in questionnaire provided, 

inadequate information provided and non response and non co-operation 

problems. 

As far as the questionnaire is concerned, it contained 37 items and some 

personal information questions. The questions were closed ended in nature with 

a 5 point Likert scale starting from fully agrees to fully disagree. The 

questionnaire were being administered to the concerned respondents of the 

service sectors with due permissions from the authorities. The filling up of the 

questionnaire and the instructions were given in the questionnaire so that there 

remains no confusion among the respondents. However, the respondents were 

asked to enquire if some questions were not understood before filling up the 

questionnaire. Utmost care were taken in making the respondents understand 

the original objective of the study so that they should not feel that, there is an 

infringement though we assured them that total anonymity of responses given 

would be maintained. 
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3.4 COMPARATIVE RESULTS OF SERVICE INDUSTRIES 

CHAPTER 3 

The distribution of means and corresponding standard deviation for the eight 

variables considered in our study are presented in table 3.1. The organisational 

identification contained 7 items 5 point Likert scale. The maximum and minimum 

theoretical value would lie between 35 and 8 respectively. The mean value is 

found to be marginally higher than 26 which indicate that the sample respondents 

feel that their personal values match with the organisational values which are a 

desirable condition for the success of any organisation. Problems occur when 

there is a mis-match between the personal values of majority employees with the 

values practiced by the management. 

Table 3.1: Distribution of means and standard deviation for variables among total 
samples studied 

Variables 
Organizational 
Identification 
Experienced 
Meaningfulness 
Pay Satisfaction 

Job Stress 
Customer 
Orientation 

Job Variety 

Job Autonomy 

Job Supervision 

Minimum 

8.00 

3.00 

4.00 

4.00 

10.00 

6.00 

3.00 

8.00 

Maximum 

35.00 

15.00 

20.00 

20.00 

35.00 

25.00 

15.00 

30.00 

Mean 

26.3916 

12.0684 

13.1369 

12.0665 

27.3574 

19.4810 

11.6312 

22.3175 

Std. Deviation 

5.03763 

3.08160 

3.86785 

5.14896 

4.90419 

3.81758 

2.71239 

5.55560 

Table 3.2: Distribution of means and standard deviation for variables among the different 
service sector studied 

Variables 

Organizational 
Identification 
Experienced 
Meaningfulness 
Pay Satisfaction 

Job Stress 

Customer 
Orientation 
Job Variety 

Job Autonomy 

Job Supervision 

Retail Sector 

Mean 

27.50 

13.02 

10.46 

12.10 

26.12 

20.72 

10.92 

21.74 

SD 

4.42 

2.41 

2.79 

4.04 

4.39 

3.32 

3.48 

5.84 

Banking 
Sector 

Mean 

26.13 

12.52 

17.57 

7.46 

28.57 

20.47 

12.55 

24.57 

SD 

6.24 

2.32 

2.64 

5.87 

5.27 

3.66 

1.59 

5.48 

Postal 
Sector 

Mean 

27.72 

12.90 

12.09 

10.91 

28.70 

19.52 

10.72 

22.03 

SD 

4.91 

2.35 

1.79 

5.11 

5.09 

3.38 

2.28 

492 

Health Care 

Mean 

27.07 

12.29 

15.21 

14.81 

28.36 

19.86 

12.22 

23.48 

SD 

4.63 

2.53 

2.17 

4.95 

4.25 

3.37 

1.90 

4.91 

Insurance 
Sector 

Mean 

24.58 

12.49 

11.68 

11.93 

25.83 

18.05 

11.48 

21.41 

SD 

4.85 

1.92 

4.27 

4.11 

5.43 

3.90 

3.27 

6.61 

Stock 
Broking 

Mean 

24.85 

9.13 

12.63 

13.04 

27.19 

17.71 

11.88 

20.81 

SD 

4.76 

4.39 

4.01 

4.26 

4.74 

4.33 

2.40 

4.59 
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Fig 3.7: Pie Chart Showing Percentage of Organizational Identification mean in Different 
Service Sectors Studied 
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Fig 3.8: Pie Chart Showing Percentage of Experienced Meaningfulness in Different Service 
Sectors Studied 
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Fig 3.9: Pie Chart Showing Percentage of Pay Satisfaction in Different Service Sectors 
Studied 
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Fig 3.10: Pie Chart Showing Percentage of Job Stress in Different Service Sectors Studied 
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Fig 3.11: Pie Chart Showing Percentage of Customer Orientation in Different Service 
Sectors Studied 
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Fig 3.12: Pie Chart Showing Percentage of Job Variety in Different Service Sectors Studied 
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Fig 3.13: Pie Chart Showing Percentage of Job Autonomy in Different Service Sectors 
Studied 
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Fig 3.14: Pie Chart Showing Percentage of Job Supervision in Different Service Sectors 
Studied 
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Table 3.3: ANOVA test among the different variables considered in the study (A) 

Variables 

Organizational 
Identification 

Experienced 
Meaningfulness 

Pay Satisfaction 

Job Stress 

Sources 

Between Groups 
Within Groups 
Total 
Between Groups 
Within Groups 
Total 
Between Groups 
Within Groups 
Total 
Between Groups 
Within Groups 
Total 

Sum of 
Squares 
772.056 

12551.267 
13323.323 
933.116 

4052.421 
4985.536 
2950.450 
4903.695 
7854.144 
2471.776 
11446.895 
13918.671 

df 

5 
520 
525 

5 
520 
525 

5 
520 
525 

5 
520 
525 

Mean 
Square 
154.411 
24.137 

186.623 
7.793 

590.090 
9.430 

494.355 
22.013 

F 

6.397 

23.947 

62.575 

22.457 

Sig. 

.000 

.000 

.000 

.000 
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Customer 
Orientation 

Job Variety 

Job Autonomy 

Job 
Supervision 

Between Groups 
Within Groups 
Total 
Between Groups 
Within Groups 
Total 
Between Groups 
Within Groups 
Total 
Between Groups 
Within Groups 
Total 

691.707 
11935.100 
12626.806 
700.355 
6960.955 
7651.310 
215.298 
3647.151 
3862.449 
808.518 

15395.461 
16203.979 

5 
520 
525 

5 
520 
525 

5 
520 
525 

5 
520 
525 

138.341 
22.952 

140.071 
13.367 

43.060 
7.014 

161.704 
29.607 

6.027 

10.479 

6.139 

5.462 

.000 

.000 

.000 

.000 

The differences of variable means considered in our study are needed to be 

tested whether the responses from different service sectors are having same 

mean. Since, the number of sectors considered in our study is six service 

industries; we need to employ Annova technique to determine whether the mean 

values of variables differ significantly. The results of the Annova distinctly 

establish the fact that the mean values vary significantly because the p values 

are all significant beyond p<000. The null hypothesis was framed as that mean 

values are not same. Therefore, the null hypothesis cannot be accepted and it 

may be concluded that there exists significant differences between the mean 

values for all the variables considered In our study. The one limitation of Annova 

is that It does not explicitly reveal the contribution of different variables leading to 

acceptance or rejection of the null hypothesis. As a sequel to this, following table 

explicitly portrays the sources of variation for which significant differences 

between the means have been observed. The following table does not require 

any further explanation as we have arranged the table in a manner so that one 

could easily understand the contribution of different combination of variables that 

contributed to the results we reported in the Annova table. 

Table 3.4: ANOVA test among the different variables considered in the study (B) 
Significant Combination (p value) 

01 (.000)4,0 (.000)4^ (.001)4.2 l,O(.O01) (.000)1.5 (.000)1^ 
EM (.000)1.0 (.000)1.4 (.000)1.3 1.2 (.000) (.000)1,5 (.026)0,5 
PS (.016)5.4 (.000)5.2 (.000)5.1 5,0 (.000) (.000)53 (•000)4,0 (.000)43 •000)2,0 (.000)23 (.000)1.0 (.000)13 (.000)0,3 
JST (.001)3,2 (.000)3,4 (•000)3,5 3,1 (.000) (.000)3,0 (.007)2.1 (.000)2.0 (.000)4,0 (.000)5.0 (.009)1,0 
CO (.000)4,0 (.002)4,3 (.002)4,2 5,0 (.000) (001)53 (•001)5.2 
JV (.007)1.2 (•007)1.0 (.000)13 1.5 (.000) (.021)4.2 (•001)4,0 (.000)43 (.000)4,5 (.024)23 
JA (.004)2.1 (.000)2.0 (.000)23 5,1 (.028) (.001)5,0 (.000)5,3 (.015)43 (.049)13 

JSU| (.000)1.0 I (.000)13 I (.015)4,0 | 43 (-002) | (.015)5,0 | (.001)53 I 0006)23 
01: Organisational Identification, EM: Experienced Meaningfulness, PS: Pay Satisfaction, JST: Job Stress 

CO: Customer Orientation, JV: Job Variety, JA: Job Autonomy, JSU: Job Supervision 
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Note: The Codifications are as under 
0-lnsurance, 1-Postal, 2-Healthcare, 3-Bank, 4-Stock Broking, 5-Retail 

In statistics, the Mann-Whitney U test (also called the Mann-Whitney-Wilcoxon 

(MWW) or Wilcoxon rank-sum test) is a non-parametric statistical hypothesis test 

for assessing whether two independent samples of observations have equally 

large values. It is one of the most well-known non-parametric significance tests. It 

was proposed initially by Frank Wilcoxon in 1945, for equal sample sizes, and 

extended to arbitrary sample sizes and In other ways by Henry Mann and his 

student Donald Ransom Whitney in 1947. 

Under the null hypothesis the distributions of both groups are equal, so that the 

probability of an observation from one population (X) exceeding an observation 

from the second population (Y) equals the probability of an observation from Y 

exceeding an observation from X, that is, there is a symmetry between 

populations with respect to probability of random drawing of a larger observation. 

Under the alternative hypothesis the probability of an observation from one 

population (X) exceeding an observation from the second population (Y) (after 

correcting for ties) is not equal to 0.5. The alternative may also be stated in terms 

of a one-sided test, for example: P(X > Y) + 0.5 P(X = Y) > 0.5. 

The test involves the calculation of a statistic, usually called U, whose distribution 

under the null hypothesis is known. In the case of small samples, the distribution 

is tabulated, but for sample sizes above ~20 there is a good approximation using 

the normal distribution. Some books tabulate statistics equivalent to U, such as 

the sum of ranks in one of the samples, rather than U itself. 

The U test is included in most modern statistical packages. It is also easily 

calculated by hand, especially for small samples. For larger samples, a formula 

can be used: 
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Add up the ranks for the observations which came from sample 1. The sum of 

ranks in sample 2 follows by calculation, since the sum of all the ranks equals 

N(N + 1)/2 where N is the total number of observations. 

U is then given by: 

where ni is the sample size for sample 1, and R1 is the sum of the ranks in 

sample 1. 

Note that there is no specification as to which sample is considered sample 1. An 

equally valid formula for U is 

jj „ ^ 2 ( n 2 + l ) 
U2 = rC2 2 • 

mean= ^°'"^^ andS.D. = / n im(n, -hn2+l) 
2 V 12 

Tlie test statistics is 

U— ^ ' ^ 

Z = 

/ 

ni m (Hi -f m + I) 
12 

Tiie lUledian Test 

This test for k samples is an extension of the median test for two samples. Here 

the elements of all the samples are pooled together and the combined median is 

found out. Thien the sample elements are tabulated in the form of a 2 X k matrix 

with respect to the combined, median. For example, in case of a 3-sample study, 

the tabulate result would be as follows: 

above the median 

below the median 

Sample I 

a 

d 

Number of elements 

Sample 11 Sample III 

b c 

e f 

Total 

a + b + c 

d + e + f 
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If all the sample elements are from the same population or from populations with 

same median, equal number of observations lie in the two classifications: above 

the median and below the median. The associated probability is given by 

P = 
(°a') (gP ("cO 
(ni + 02 + n j \ 

a +b -f c / 

If this probability is smaller than a, the level of significance, then the null 

hypothesis is rejected, i.e., the samples do not belong to the same population. 
2 

For large samples, X test with (k - 1) degrees of freedom is used to accept or 

reject the null hypothesis. 

Table 3.5: Organisational Identification: Mann-Whitnev U & Wilcoxon W test 

Between Service sectors 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Healthcare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Banking 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Banking-Retail 
Stock Broking-Retail 

Mann-
Whitney U 
3055.500 
2899.500 
3671.000 
2710.500 
6434.500 
1520.000 
2169.000 
3240.500 
3278.500 
1783.500 
1337.000 
3363.000 
1978.000 
3822.000 
2848.000 

Wilcoxon W 

6883.500 
9227.500 
6086.000 
5713.500 
12762.500 
5348.000 
5997.000 
7068.500 
7106.500 
4198.500 
4340.000 
10623.000 
4981.000 
6237.000 
5851.000 

Z 

-4.538 
-1.652 
-.568 

-4.363 
-.562 

-4.436 
-2.985 
-.362 

^.579 
-1.505 
-4.363 
-.895 

-2.678 
-.882 

-4.557 

Asymp. Sig. 
(2-tailed) . 

.000 

.098 

.570 

.000 

.574 

.000 

.003 

.718 

.000 

.132 

.000 

.371 

.007 

.378 

.000 

The results of Mann-Whitney U test as well as Wilcoxon W are presented in table 

3.5. The test is conducted for all possible combination of service sectors for the 

variable organisational identification to identify significant differences between 

the responses provided by employees engaged in various service sectors. The 

table is self explanatory and a few comments are required for drawing 

inferences. Significant differences of responses on the organisational variable 

are found for the service sectors Insurance-Postal, Insurance-Stock Broking, 

Postal-Healthcare, Postal-Banking, Postal-Retail, Stock Broking-Retail, Banking-
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Stock Broking and Healthcare-Stock Broking. Mann-Whitney U test is a 

substitute for parametric T test to find out the differences between the means of 

two corresponding variables. The findings of the parametric and non parametric 

tests more or less confirm the same results so far as differences between means 

are concerned. 

Table 3.6: Organisational Identification: t test for equalitv of Means 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 
Between Postal and Retail Sector 
Between Healthcare and Banking Sector 
Between Healthcare and Stock Broking Sector 
Between Healthcare and Retail Sector 
Between Banking and Stock Broking 
Between Banking and Retail Sector 
Between Stock Broking and Retail Sector 

t-test for Equality of Means 
t 

3.301 
-.847 
1.082 
3.524 
-.733 
-3.542 
-1.409 
.354 

-4.085 
1.623 
3.743 
.285 
1.657 
-1.616 
-4.270 

Sig. (2-taiIed) 
.001 
.399 
.282 
.001 
.464 
.001 
.161 
.724 
.000 
.107 
.000 
.776 
.100 
.109 
.000 

Mean Difference 
2.22085 
-.64988 
.94099 

2.48701 
-.43690 
-2.87074 
-1.27986 
.26616 

-2.65776 
1.59088 
3.13690 
.21298 
1.54602 
-1.37790 
-2.92392 

Table 3.7: Experienced Meaningfulness: R/lann-WhItnev U & Wilccxon W test 

Between Service sectors 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Healthcare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Banking 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Ban king-Retail 
Stock Broking-Retail 

Mann-
Whitney U 

3144.500 
2540.500 
3832.000 
4268.500 
4490.000 
1314.500 
1905.500 
2055.500 
2314.500 
1717.500 
1793.500 
3297.000 
2636.000 
3173.000 
3209.000 

Wilcoxon W 

6972.500 
8868.500 
6247.000 
10596.500 
10818.000 
5142.500 
5733.500 
5883.500 
6142.500 
4132.500 
4796.500 
5188,000 
5639.000 
5588.000 
6212.000 

Z 

-4.439 
-2:978 

• -.097 
-.125 
-4.657 
-5.388 
-3.965 
-4.370 
-7.107 
-1.858 
-2.533 
-1.195 
-.082 
-2.771 
-3.853 

Asymp. Sig. 
(2-tailed) 

.000 

.003 

.923 

.901 

.000 

.000 

.000 

.000 

.000 

.063 

.011 

.232 

.934 

.006 

.000 
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For experienced meaningfulness the results of non parametric test and 

parametric test conducted more or less give identical results except three 

occasions where we find contradictory results. In most of the cases the null 

hypotheses are rejected signifying meaningful differences between the means. 

Table 3.8: Experienced Meaningfulness: t test for equality of Means 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 
Between Postal and Retail Sector 
Between Healthcare and Banking Sector 
Between Healthcare and Stock Broking Sector 
Between Healthcare and Retail Sector 
Between Banking and Stock Broking 
Between Banking and Retail Sector 
Between Stock Broking and Retail Sector 

t-test for Equality of Means 
t 

5.969 
-1.576 
-.617 
-.613 

-2.245 
-6.722 
-6.171 
-6.452 
-7.465 

.923 
1.094 
-.330 
.079 

-1.413 
-1.709 

Sig. (2-tailed) 
.000 

.117 

.538 

.541 

.026 

.000 

.000 

.000 

.000 

.358 

.276 

.742 

.937 

.160 

.089 

Mean Difference 
3.15671 
-.60700 
-.22710 
-.19886 
-.73036 

-3.76371 
-3.38381 
-3.35558 
-3.88707 

.37990 

.40813 
-.12336 
.02823 

-.50326 
-.53149 

Table 3.9: Pay Satisfaction: Mann-Whitnev U & Wilcoxon W test 

Between Service sectors 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Healthcare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Banking 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Banking-Retail 
Stock Broking-Retail 

Mann-
Whitney U 

2912.000 
865.500 
1490.500 
2317.000 
1205.000 
2467.000 
874.500 
3003.000 
3291.000 
264.000 

2290.000 
2238.500 
462.000 
412.500 
3643.500 

Wilcoxon W 

6740.000 
2756.500 
7818.500 
5320.000 
8465.000 
4358.000 
4702.500 
6006.000 
10551.000 
2155.000 
5293.000 
9498.500 
3465.000 
7672.500 
10903.500 

z 
^.901 
-8.210 
-7.013 
-5.442 
-10.847 
-.738 

-7.632 
-1.149 
-4.569 
-8.668 
-.253 

-4.318 
-8.652 
-10.332 
-2.512 

Asymp. Sig. 
(2-tailed) 

.000 

.000 

.000 

.000 

.000 

.461 

.000 

.250 

.000 

.000 

.800 

.000 

.000 

.000 

.012 

So far as pay satisfaction is concerned the results of iVIann-Whitney U test as 

well as Wilcoxon W and parametric T test provide Identical results. Only for two 
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items significant differences have not been observed. For other variables 

significant differences between means are significant beyond p<,05. 

Table 3.10: Pay Satisfaction: t test for equality of Means 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 

Between Postal and Retail Sector 

Between Healthcare and Banking Sector 

Between Healthcare and Stock Brofung Sector 

Between Healthcare and Retail Sector 

Between Banking and Stock Broking 

Between Banking and Retail Sector 

Between Stock Broking and Retail Sector 

t-test for Equality of Means 

t 

5.409 
10.098 
-6.243 
6.664 

14.480 

1.093 
-9.239 

.761 

4.751 

-13.966 

.761 

4.751 

10.121 

17.442 

2.220 

Sig. (2-
tailed) 

.000 

.000 

.000 

.000 

.000 

.276 

.000 

.448 

.000 

.000 

.448 

.000 

.000 

.000 

.028 

Mean Difference 

2.58210 
3.11593 

-2.36542 
3.52597 
4.74762 

.53382 
-4.94753 

.41005 

1.63169 

-5.48135 

.41005 

1.63169 

5.89140 

7.11304 

1,22165 

Table 3.11: Job Stress: Mann-Whitney U & Wilcoxon W test 

Between Service sec to rs 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Healthcare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Ba n king 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Banking-Retail 
Stock Broking-Retail 

Mann-
Whitney U 

3492.000 
2337.000 
1594.000 
2686.500 
4263.500 
1939.500 
1084.500 
2953.500 
4828.500 
810.000 
1878.500 
2819.000 
994.500 
1543.500 
4394.500 

Wilcoxon W 

7320.000 
4228.000 
4009.000 
5689.500 
11523.500 
3830.500 
3499.500 
5956.500 
12088.500 
3225.000 
3769.500 
4710.000 
3409.500 
3958.500 
7397.500 

Z 

-3.447 
-3.458 
-6.687 
-4.433 
-4.833 
-2.810 
-6.896 
-1.322 
-.928 
-6.126 
-2.046 
-2.541 
-6.572 
-7.202 
-.582 

Asymp. Sig. 
(2-tailed) 

.001 

.001 

.000 

.000 

.000 

.005 

.000 

.186 

.353 

.000 

.041 

.011 

.000 

.000 

.561 

For job stress variable the results of non parametric test and parametric test 

conducted exhibit identical results except for one combination of service sector 

viz. Healthcare and stock broking. Only for three items significant differences 
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have not been observed. For other variables significant differences between 

means are significant beyond p<.05. 

Table 3.12: Job Stress: t test for equality of Means 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 

Between Postal and Retail Sector 
Between Healthcare and Banking Sector 

Between Healthcare and Stock Broking Sector 

Between Healthcare and Retail Sector 

Between Banking and Stock Broking 

Between Banking and Retail Sector 

Between Stock Broking and Retail Sector 

t-test for Equality of Means 

t 
2.697 
4.836 
8.659 
4.341 
4.535 
2.663 
6.624 
1.695 

1.595 
3.582 

-1.262 

3.582 

-5.267 

-5.820 

-.290 

Sig. (2-taiIed) 
.008 
.000 
.000 
.000 
.000 
.009 
.000 
.092 

.113 

.000 

.209 

.000 

.000 

.000 

.772 

Mean Difference 
1.76652 
3.89447 
7.34873 
2.87744 
2.70417 
2.12794 
5.58221 
1.11091 
.93764 

3.45426 

-1.01703 

3.45426 

-4.47130 

-4.64457 

-.17327 

Table 3.13: Customer Orientation: Mann-Whitnev U & Wilcoxon W test 

Organisations 

Insurance-Postal 
Insurance-IHealthcare 
insurance-Banking 
insurance-Stock Broking 
insurance-Retail 
Postal-Healtiicare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healtiicare-Banking 
Healtlicare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Banking-Retail 
Stock Broking-Retail 

Mann-
Vn/hitney U 

4058.500 
3106.000 
3555.000 
2780.000 
4501.000 
2043.500 
2362.500 
3018.500 
4612.500 
2082.000 
1448.000 
2299.000 
1559.500 
2590.000 
4480.500 

Wilcoxon W 

7886.500 
9434.000 
9883.000 
5783.000 
11761.000 
5871.500 
6190.500 
6021.500 
11872.500 
4497.000 
4451.000 
9559.000 
4562.500 
9850.000 
11740.500 

Z 

-2.037 
-.993 
-.910 
-4.201 
-4.362 
-2.385 
-2.289 
-1.098 
-1.433 
-.106 

-3.894 
-4.100 
-4.337 
-4.298 
-.359 

Asymp. Sig. (2-
tailed) 

.042 

.321 

.363 

.000 

.000 

.017 

.022 

.272 

.152 

.916 

.000 

.000 

.000 

.000 

.720 

For customer orientation the results of non parametric test and parametric test 

conducted more or less confer identical results except in one occasion where we 

are finding contradictory results. It is also been found that in five occasions, 

significant differences have not been observed. In most of the cases the null 

hypotheses are rejected signifying meaningful differences between the means. 
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Table 3.14: Customer Orientation: t test for equality of Means 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 
Between Postal and Retail Sector 

Between Healthcare and Banking Sector 

Between Healthcare and Stock Broking Sector 

Between Healthcare and Retail Sector 

Between Banking and Stock Broking 

Between Banking and Retail Sector 

Between Stock Broking and Retail Sector 

t-test for Equality of Means 

t 
1.806 
-.443 
-.284 
3.433 
3.947 
-1.826 
-1.701 
1.701 
1.652 

.138 

3.196 

3.371 

3.098 

3.269 

-.398 

Sig. (2-taiIed) 
.073 
.659 
.777 
.001 
.000 
.070 
.091 
.091 
.100 

.891 

.002 

.001 

.002 

.001 

.691 

Mean Difference 
1.17067 
-.33885 
-.21364 
2.53490 
2.24107 
-1.50952 
-1.38431 
1.36423 
1.07040 
.12521 

2.87375 

2.57992 

2.74854 

2.45471 

-.29383 

Table 3.15: Job Variety: Mann-Whitnev U & Wilcoxon W test 

Between Service sectors 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Health care 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Banking 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Banking-Retail 
Stock Broking-Retail 

IVIann-
Whitney U 

3541.500 
3043.000 
3142.500 
2761.500 
5774.000 
1994.000 
1979.500 
3002.000 
3120.000 
1403.500 
1750.000 
2878.500 
1264.500 
4082.000 
2696.500 

Wilcoxon W 

7369.500 
4934.000 
9470.500 
5764.500 
12102.000 
5822.000 
5807.500 
6830.000 
6948.000 
3294.500 
4753.000 
4769.500 
4267.500 
11342.000 
5699.500 

Z 

-3.321 
-1.198 
-2.141 
-4.249 
-1.865 
-2.585 
-3.682 
-1.153 
-4.959 
-3.319 
-2.618 
-2.363 
-5.533 
-.162 
-4.964 

Asymp. Sig. 
(2-tailed) 

.001 

.231 

.032 

.000 

.062 

.010 

.000 

.249 

.000 

.001 

.009 

.018 

.000 

.872 

.000 

So far as job variety is concerned the results of Mann-Whitney U test as well as 

Wilcoxon W and parametric T test provide identical results except In two 

occasions, where we have found conflicting results. From the test it is also 

observed that for three items the significant differences have not been observed. 

For other variables significant differences between means are significant beyond 

p<.05. 
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Table 3.16: Job Variety: t test for equality of Means 

QBAPtER, 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 
Between Postal and Retail Sector 
Between Healthcare and Banking Sector 
Between Healthcare and Stock Broking Sector 
Between Healthcare and Retail Sector 
Between Banking and Stock Broking 
Between Banking and Retail Sector 
Between Stock Broking and Retail Sector 

t-test for Equality of Means 
t 

3.822 
.634 

-1.126 
3.312 
-1.954 
-2.850 
-4.318 
-.527 

-5.429 
-1.542 
2.368 
-2.268 
3.872 
-.461 

-4.960 

Sig. (2-taiIed) 
.000 
.527 
.262 
.001 
.052 
.005 
.000 
.599 
.000 
.126 
.019 
.026 
.000 
.645 
.000 

Mean Difference 
2.15343 
.34148 
-.61219 
1.81412 
-.85893 
-1.81195 
-2.76562 
-.33930 
-3.01236 
-.95367 
1.47264 
-1.20041 
2.42631 
-.24674 
-2.67305 

Table 3.17: Job Autonomy: Mann-Whitnev U & Wiicoxon W test 

Organisations 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Healthcare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Banking 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Banking-Retail 
Stock Broking-Retail 

Mann-
Whitney U 

4670.000 
1901.500 
3469.500 
4248.500 
5672.500 
2103.000 
2713.000 
3247.000 
4575.500 
1036.500 
1506.500 
3021.000 
2281.500 
3150.500 
4144.500 

Wiicoxon W 

8498.000 
3792.500 
9797.500 
7251.500 
12932.500 
3994.000 
6541.000 
6250.000 
11835.500 
2927.500 
3397.500 
4912.000 
5284.500 
10410.500 
11404.500 

Z 

-.509 
-4.887 
-1.201 
-.176 

-2.079 
-2.176 
-1.061 
-.344 
-1.530 
-5.120 
-3.684 
-1.938 
-1.536 
-2.789 
-1.235 

Asymp. Sig. 
(2-tailed) 

.611 

.000 

.230 

.860 

.038 

.030 

.289 

.731 

.126 

.000 

.000 

.053 

.125 

.005 

.217 

For job autonomy, out of fifteen combinations of mean score, in five occasions 

the results of parametric test do not corroborate the findings of non parametric 

tests. The data that we have collected using a Likert scale, which is regarded as 

an interval scale, in many instances the distribution violets the assumptions of 

normality. The variations between the acceptance and rejections of hypothesis 

may be attributed to this factor. 
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Table 3.18: Job Autonomy: t test for equality of Means 

CHAPTERS 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 

Between Postal and Retail Sector 

Between Healthcare and Banking Sector 

Between Healthcare and Stock Broking Sector 

Between Healthcare and Retail Sector 

Between Banking and Stock Broking 

Between Banking and Retail Sector 

Between Stock Broking and Retail Sector 

t-test for Equality of Means 

t 
1.075 
4.380 

-1.245 
1.791 
3.554 

2.985 
-2.069 

.891 
2.344 

-5.233 

-1.601 

-.472 

4.376 

2.547 

1.132 

Sig. (2-tailed) 
.284 
.000 
.215 
.076 
.000 

.003 

.040 

.375 

.020 

.000 

.112 

.638 

.000 

.012 

.259 

Mean Difference 
.33816 

1.50190 
-.32751 
.74269 

1.29821 

1.16375 
-.66567 
.40454 

.96006 

-1.82941 

-.75921 

-.20369 

1.62572 

1.07021 

.55552 

Table 3.19: Job Supervision: Mann-Whitney U & Wilcoxon W test 

Between Service sectors 

Insurance-Postal 
Insurance-Healthcare 
Insurance-Banking 
Insurance-Stock Broking 
Insurance-Retail 
Postal-Healthcare 
Postal-Banking 
Postal-Stock Broking 
Postal-Retail 
Healthcare-Ba n ki ng 
Healthcare-Stock Broking 
Healthcare-Retail 
Banking-Stock Broking 
Ban king-Retail 
Stock Broking-Retail 

Mann-
Whitney U 

2839.000 
2906.000 
2601.500 
3502.500 
5575.000 
2246.500 
1499.500 
2557.000 
4308.000 
1207.000 
2287.000 
3653.500 
1513.000 
2403.000 
4585.500 

Wilcoxon W 

6667.000 
4797.000 
8929.500 
6505.500 • 
12835.000 
6074.500 
5327.500 
6385.000 
8136.000 
3098.000 
4178.000 
5544.500 
4516.000 
9663.000 
11845.500 

z 
-5.071 
-1.640 
-3.723 
-2.208 
-2.256 
-1.596 
-5.390 
-2.629 
-2.153 
-4.235 
-.266 
-.020 
-4.544 
-4.829 
-.089 

Asymp. Sig. 
(2-tailed) 

.000 

.101 

.000 

.027 

.024 

.111 

.000 

.009 

.031 

.000 

.790 

.984 

.000 

.000 

.929 

Similar arguments may be put forward for the job supervision variable where we 

also come across some inconsistencies which is similar to the explanation given 

above. 

-{128} 



Customer Orientation: A Comparative Analysis 

Table 3.20: Job Supervision: t test for equality of Means 

CHAPTER3 

Between Service sectors 

Between Insurance and Postal Sectors 
Between Insurance and Healthcare 
Between Insurance and Banking Sector 
Between Insurance and Stock Broking Sector 
Between Insurance and Retail Sector 
Between Postal and Healthcare 
Between Postal and Banking Sector 
Between Postal and Stock Broking Sector 
Between Postal and Retail Sector 

Between Healthcare and Banking Sector 

Between Healthcare and Stock Broking Sector 

Between Healthcare and Retail Sector 

Between Banking and Stock Broking 

Between Banking and Retail Sector 

Between Stock Broking and Retail Sector 

t-test for Equality of Means 

t 
3.936 
1.849 
-1.359 
2.335 
2.460 

-1.519 
-4.566 
-.666 

-1.274 

-2.787 

.628 

.352 

3.158 

3.342 

-.353 

Sig. (2-talIed) 
.000 
.067 
.177 
.021 
.015 

.131 

.000 

.507 

.204 

.006 

.531 

.725 

.002 

.001 

.724 

Mean Difference 
2.66605 
1.44936 
-1.09757 
2.06656 
1.74048 

-1.21669 
-3.76362 
-.59949 

-.92557 

-2.54692 

.61720 

.29112 

3.16413 

2.83804 

-.32608 

Median test Is applied to test whether the samples have been drawn from the 

same population and It Is non parametric test which is very frequently applied in 

the field of marketing for understanding whether the samples belong to the same 

population. The tables above show that the median values significantly differ for 

different service sectors which are evident from the above tables. Therefore, the 

null hypothesis is rejected which imply that the samples do not come from the 

same population. 

Table 3.21: Median Test variables and different service sectors studied 

Variables 

Organisational Identification 

Experienced Meaningfulness 

Pay Satisfaction 

Job stress 

Customer Orientation 

Job Variety 

Job Autonomy 

Job Supervision 

> Median 
<= Median 
> Median 
<= Median 
> Median 
<= Median 
> Median 
<~ Median 
> Median 
<= Median 
> Median 
<= Median 
> Median 
<= Median 
> Median 
<= Median 

Service Sectors 
.00 

48 
64 
37 
75 
68 
44 
86 
26 
71 
41 
58 
54 
59 
53 
41 
71 

1.00 
14 
73 
20 
67 
27 
60 
54 
33 
37 
50 
32 
55 
40 
47 
13 
74 

2.00 
33 
28 
35 
26 

0 
61 
20 
41 
38 
23 
21 
40 
10 
51 
13 
48 

3.00 
25 
44 
22 
47 
61 
8 

12 
57 
44 
25 
52 
17 
54 
15 
47 
22 

4.00 
17 
60 
28 
49 
33 
44 
36 
41 
32 
45 
11 
66 
38 
39 
32 
45 

5.00 
57 
63 
76 
44 

8 
112 
55 
65 
41 
79 
67 
53 
49 
71 
38 
82 

Legends: 0=lnsurance Sector, 1=Postal Sector, 2=Healthcare sector, 3=Banking Sector, 4=Stock 
Broking Sector, 5=Retail Sector 
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N 

Median 

Asymp. Sjg. 

01 

526 

28.0000 

.000 

EM 

526 

13.0000 

.000 

Test 

PS 

526 

14.0000 

.000 

Statistics(h) 

JST 

526 

12.5000 

.000 

CO 

526 

28.5000 

.000 

JV 

526 

20.0000 

.000 

JA 

526 

12.0000 

.000 

JSU 

526 

25.0000 

.000 

Legends: OI=OrganisationaI Identification, EM=Experienced Meaningfulness, PS=Pay 
Satisfaction, CO=Customer Orientation, JV=Job Variety, JA=Job Autonomy, JSU= Job 
Supervision. 

3.5: CONCLUSION 

In this chapter we have started our discussion with a brief note regarding the 

importance of service sector in India mainly after the post liberalization era. We 

have observed that the service sectors that we have considered In our study are 

growing at an exponential rate. The growth of service sector is considered to be 

an indicator of economic development and government should promote these 

sectors by providing various incentives since, the service sectors are labour 

intensive. In a country having a large pool of educated unemployed, it is highly 

demanding to expand the service sectors including the ITes, tourism & 

hospitality, telecommunication which we have not included in our study. We have 

in-depth discussed the developments in the field of retail, postal, banking, 

healthcare, stock broking and insurance services. 

Table 3.22: Statistics of Variables 

N Valid 

Mean 

Median 

Mode 

Std. Deviation 

01 
526 

26,3916 

28.0000 

28.00 

5.03763 

EM 
526 

12.0684 

13.0000 

14.00 

3.08160 

PS 
526 

13.1369 

14.0000 

14.00 

3.86785 

JST 

526 

12.0665 

12.5000 

7.00 

5.14896 

CO 
526 

27.3574 

28,5000 

31.00 

4.90419 

JV 
526 

19.4810 

20.0000 

20.00 

3,81758 

JA 
526 

11.6312 

12.0000 

13.00 

2.71239 

JSU 
526 

22.3175 

25.0000 

25.00 

5.55560 

Legends: OI=Organisationa! Identification, EM=Experienced Meaningfulness, PS=Pay Satisfaction, JST=Job Stress, 
CO=Customer Orientation, JV=Job Variety, JA=Job Autonomy, JSU=Job Supervision 

The discussions followed by presenting the descriptive statistics for the variables 

considered in our study. So far as the results are concerned, it is observed that 

the employees in the service sector are concerned with the needs of the 

customer which is revealed by the average score on this variable. For pay 

satisfaction variable the average score is not that high, indicating the 
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dissatisfaction of service personnel. In fact, in healthcare services as well in retail 

and stock broking services the employees are ill paid compared to the effort 

needed to stay in the business. 

The Annova results reflect that the variables considered in our research show 

significant differences between the variables across the service sectors included 

in our survey. It is not surprising to observe significant differences (p<.000) 

between the variables since the organisational culture, pay structure, job variety, 

nature of supervision and job stress are different. 

Significant differences have been observed for most of the variables using both 

parametric and non parametric statistical measures. The marketing data which 

are not ratio in nature are mainly analysed by employing non parametric 

statistical test since in many instances the assumption of normality is violated. In 

view of this fact, in few occasions we have seen that the results of hypothesis 

tests exhibit contradictory results. However, in most of the cases the non-

parametric l\/lann-Whitney test and parametric T test have produced same 

results. 

The distribution of job autonomy and job supervision are not normally distributed 

as revealed by the magnitude of mean, mode & median and for this reason 

contradictory results have mostly been observed for these two variables. 

Considering the nature of distribution it is safe to draw a conclusion on the basis 

of the non parametric statistical test employed in our study. 
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4.1 INTRODUCTION 

: CHAPTER, 4 

An organisation In the market economy survives by producing goods and 

services that persons are keen and capable to buy. Accordingly, ascertaining 

customer demand is vital for an organisation's future feasibility and even 

existence as a going apprehension. Many companies today have a customer 

focus (or customer orientation). This Implies that the organisation focuses Its 

activities and products on customer demands. Generally, there are three ways of 

doing this: the customer-driven approach, the market change identification 

approach and the product innovation approach. 

In the customer-driven approach, Customer wants are the drivers of all strategic 

marketing decisions. No strategy is pursued until It passes the test of Customer 

research. Every aspect of a market offering, including the nature of the service 

itself, is driven by the needs of potential Customers. The starting point is always 

the Customer. The rationale for this approach is that there is no reason to spend 

R&D funds developing products that people will not buy. History attests to many 

services that were commercial failures in spite of being technological 

breakthroughs. 

Some qualifications or caveats for customer focus exist. They do not Invalidate or 

contradict the principle of customer focus; rather, they simply add extra 

dimensions of awareness and caution to it. 

The work of researchers on disruptive technology has produced a theoretical 

framework that explains the failure of firms not because they were technologically 

inept (often quite the opposite), but because the value networks in which they 

profitably operated included customers who could not value a disruptive 

innovation at the time and capability state of its emergence and thus actively 

dissuaded the firms from developing It. The lessons drawn from this work 

include: 
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Assisting the customers to take the proper purchase decisions which would 

satisfy their needs and wants is considered to be an important part of the 

salesperson's / serviceperson's function (Saxe & Weitz, 1982; Spiro & Weitz, 

1990; Thakor & Joshi, 2005). In the field of marketing, we come across two 

selling strategies; customer-oriented selling (or customer orientation) and sales-

oriented selling (or sales orientation). These two orientations in marketing differ 

both in terms of their ultimate goal and the ways used to achieve those goals. 

Customers have preferences both in the immediate as well in the long term 

modes. Typically, short-term preferences (or wants) are felt and clearly explained 

whereas long-term preferences (or needs) tend to remain dormant (Thakor & 

Joshi, 2005). A customer-oriented salesperson aims to expose and satisfy these 

dormant needs. Saxe & Weitz (1982) have stated, "highly customer oriented 

salespeople avoid actions which sacrifice customer interest to increase the 

probability of making an immediate sale." The objective of sales orientation, by 

contrast, is to satisfy expressed customer preferences. 

Incorporate the 
needs & make 
modifications 

Determine whether 
customers like the 

service 
Design & market 

the improved 
service 

Assess 
Progress 

Fig 4.1: The steps in Customer Orientation 
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The practice of customer orientation is not a very easy task on the part of the 

organisations be it a multinational or a small organisation operating in a local 

geographical territory. There are different antecedents of customer orientations 

which depend to a great extent on the culture of the organisation, nature of 

supervision, and work roles assigned to the employees. If the workers are not 

satisfied with the treatment they receive from the organisation it is difficult to 

believe that these workers would practice customer oriented behaviour. On the 

other hand, the opposite of customer orientation is selling orientation which, if 

practiced, would generate short term benefits to the employees at the cost of 

long term survival of the organisation. In the marketing and human resource 

literature there Is hardly any disagreement that customer oriented selling is by far 

the most desirable mode of operation to bill long term relationship with the 

customers who ultimately become loyal to the organisation. In this background, 

our study has focussed its attention on the job related variables that may 

influence the employees to practice either customer oriented behaviour or selling 

oriented behaviour. In an attempt to relate the job related variables and customer 

orientations we have heavily drawn from the original JCM model as well as the 

modified JCM model which incorporated some additional variables to predict 

service personnel behaviour. 

4.2 RESULTS AND DISCUSSION 

4.2.1 Retail Sector 

As pointed out that the Indian retail business is one of the largest retail 

destinations worldwide. The Indian retail business has been ranked as the most 

attractive emerging market for investment in the retail sector by AT Kearney's 

eighth annual Global Retail Development Index (GRDI), in 2009. The share of 

retail business In the country's gross domestic product (GDP) was between 8-10 

per cent in 2007. It currently hovers around 12 per cent, and is likely to reach 

more than 35 per cent by the end of 2011. It is projected to grow more than US$ 

700 billion by the end of 2011, according to a report by global consultancy 
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Northbridge Capital. The organised business is expected to be more than 20 per 

cent of the total market by then. In 2008, the share of organised retail was 7.5 

per cent or US$ 300 million of the total retail market. A McKinsey report, The rise 

of Indian Consumer Market', estimates that the Indian consumer market is likely 

to grow four times by 2025. 

In view of the importance of the retail business In terms of employment 

generation it is imperative to study the job related factors in the retail business 

and the working environment under which the employees work. It is also a matter 

of concern how the employees In the retail sector are treated by the supervisors 

or the extent of pleasure they derive by working in a very competitive sector 

where so many retail chains have started their operation and some others are 

waiting to enter in this segment which is growing at a phenomenal rate. 

In order to assess the customer oriented behaviour of retail sales people we 

have incorporated three sets of explanatory variables in our study keeping aside 

some of the variables like job autonomy, job variety, job supervision and job 

stress to avoid the problem of multi-collinearity which is a real threat in making 

valid conclusions conceming the relationship between the set of explanatory 

variable and the criterion variable. The findings of the regression analysis for 

retail sector have been presented in table 4.1. The results of the regression 

analysis demonstrate that the F value is significant beyond p<.000 which 

establishes the goodness of fit of the regression model. If we consider the 

coefficients presented below, we find that organisational identification and 

experienced meaningfulness are significant beyond p<.00 signifying that the 

organisational values and the individual values of the employees are similar and 

the employees find their job meaningful. This result highlights the managerial 

importance of ensuring that salespeople find their work as meaningful. Managers 

can try to inculcate the experienced meaningfulness about the job of the service 

\^Z6} 



Customer Orientation: A Multivariate Analysis CHAPTER 4 •' 

people by expanding the scope of their job from being an order getter to being 

the deliverer of service to customers (Hackman & Oldham, 1980). However, so 

far as pay satisfaction is considered it is not found to be significant which may 

have some adverse effect on the part of the employees to practice customer 

oriented behaviour. The management of the organisation can try to ensure pay 

satisfaction to the employees by providing a competitive level of pay structure 

and by ensuring fairness In pay management (Chebat et a!., 2002; Lawler, 1973). 

Table 4.1: Regression analysis for retail (A) 

Model Summary 

Model 

1 

R 

.473^ 

R Square 

.224 

Adjusted R 
Square 

.204 

Std. Error of 
the Estimate 

3.92138 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfulness. 

ANOVA" 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

515.365 

1783.760 

2299.125 

df 

3 

116 

119 

Mean Square 

171.788 

15.377 

F 

11.172 

Sig. 

.000(3) 

Predictors: (Constant), Pay Satisfaction, Organisational Identification 
Dependent Variable: Customer Orientation 

Coefficients^ 

Hiuuei 

1 

Organisational 
Identification 
Experienced 
Meaningfulness 

Pay Satisfaction 

Unstandardize 
d Coefficients 

B 

.360 

.517 

.139 

Std. 
Error 

.081 

.150 

.130 

Standardized 
Coefficients 

Beta 

.362 

.284 

.088 

t 

4.422 

3.437 

1.071 

Sig. 

.000 

.001 

.286 

Dependent Variable: Customer Orientation 

For the same retail sector, another multiple regression analysis was conducted 

using the job characteristics variables suggested by the JCM model including 
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explanatory variables viz. Job stress, job variety, job autonomy and job 

supervision to predict customer orientation. The overall fit of the model is 

significant beyond p<.000 and an adjusted R^ of 0.261. The job stress is found to 

be negatively associated with customer orientation and the value is significant 

beyond p<.003. Job stress is a negative condition for most people if it crosses 

the threshold limit. As the level of stress from the job increases, the more likely 

an individual will see the job negatively (Allen et al., 2004). Under such situation 

it is quite optimistic to believe that the employee will be customer oriented. The 

coefficient of regression analysis has revealed that job supervision contributed 

heavily in predicting customer orientation behaviour. We have found that good 

supervision positively influenced workers to become customer oriented. Cherniss 

(1980) illustrated the importance of supervision In the development of positive 

attitude among the employees. The results of Cherniss (1980) are equally 

applicable for the kind of study we have undertaken. 

Table 4.2: Regression Analysis for Retail (B) 

Model Summary 

Mode 
1 

1 

R 

.534^ 

R Square 

.286 

Adjusted R 
Square 

.261 

Std. Error of the 
Estimate 

3.77933 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

ANOVA(b) 
Mode 
1 

Regression 

Residual 

Total 

Sum of 
Squares 

656.545 

1642.580 

2299.125 

df 

115 

119 

Mean 
Square 

164.136 

14.283 11.491 

Sig. 

.000(a) 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients^ 

1 
Job Stress 

Job Variety 

Unstandardized 
Coefficients 

B 

-.271 

.074 

Std. Error 

.088 

.120 

Standardized 
Coefficients 

Beta 

-.249 

.056 

t 

-3.065 

.616 

Sig. 

.003 

.539 
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Job Autonomy 

Job Supervision 

.277 

.210 

.126 

.065 

.219 

.280 

2.200 

3.246 

.030 

.002 

Dependent Variable: Customer Orientation 

4.2.2 Healthcare Sector 

In India in the past, any kind of sickness was treated by grandmothers' home 

remedies. Rising consciousness, education and spotlight to media has changed 

the situation entirely and the Indian healthcare market is emerging exponentially. 

'Indian healthcare change 2008' is a report by the knowledge company, the 

market intelligence and publications divisions of Technopak provide some 

fascinating evidence. India will have three cohorts of consumers by 2015, of 

which half the populace would have seen a liberalized India. This population 

account for 55% of the total population. The domestic healthcare market is going 

through a renovation, led by strong fundamental growth drivers and has 

observed vigorous growth over the last couple of years according to the 2007 

KPMG-GI! knowledge paper on India Pharma Inc-A Continuing Success Story. 

According to a recent study by McKinsey Global Institute (MGI), disposable 

income in India will grow at 5.8 per cent per annum over the period 2005-2025, 

while healthcare spending will increase at almost double the rate at 10.8 percent 

per annum. Healthcare is anticipated to be one of the four fastest-growing 

categories, besides communication, education and amusement. Corporate 

hospital chains are seeing very rapid growth (around 20 percent CAGR) and this 

would continue. The private nursing home sector will persist to grow strongly, 

driven by increasing demand from the high and medium affordability segment. 

The government hospital growth is likely to be slow (1.5 to 2 per cent) as 

indicated by stated expansion plans. 

In view of the importance of the healthcare sector in terms of service providence 

it is very important to study the job associated factors in the healthcare sector 

and the working atmosphere under which the healthcare workers work. It is also 

a matter of concern how the healthcare employees in the healthcare sector are 
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going through or the degree of pleasure they derive by working in a growing 

sector where many healthcare companies (especially the private players) have 

started their operation and some others are coming up to enter into this segment. 

Similar to the previous and in order to assess the customer oriented behaviour of 

healthcare workers we have incorporated three sets of explanatory variables in 

our study keeping aside some of the variables like job autonomy, job variety, job 

supervision and job stress to avoid the muitl-collinearity problems as discussed 

earlier. The finding of the regression analysis for healthcare sector has been 

presented In table 4.3. The results of the regression analysis demonstrate that 

the F value is significant beyond p<.000 which establishes the goodness of fit of 

the regression model. If we consider the coefficients presented below, we are 

finding that organisational identification, experienced meaningfulness and pay 

satisfaction are significant beyond p<.00 signifying that the organisational values 

and the individual values of the employees are similar and the employees find 

their job meaningful as well as they are satisfied with the pay to a large extent 

Thereby, the healthcare workers may impart customer oriented behaviour. In 

previous researches it is found that the positive organizational identification 

among service personnel is an additional avenue that a manager can explore in 

order to enhance customer orientation (Thakor & Joshi, 2005). The results here 

again draw attention to the managers, who can try to inculcate the experienced 

meaningfulness of the job among service people by expanding the scope of their 

job and making the job meaningful to the workers so that, they could assess the 

contribution they render for the organisation (Hackman & Oldham, 1980). 

Table 4.3: Regression analysis for Healthcare (A) 

Model Summary 

Model 

1 

R 

.693^ 

R Square 

.481 

Adjusted R Square 

.453 

Std. Error of the Estimate 

3.76381 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, 
Experienced Meaningfulness. 

ANOVA'' 
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Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

747.211 

807.478 

1554.689 

df 

3 

57 

60 

Mean Square 

249.070 . 

14.166 

F 

17.582 

Sig. 

.000^ 

Predictors: (Constant), Pay Satisfaction, Organisational Identification 
Dependent Variable: Customer Orientation 

Coefficients' 

1 

Organisational Identification 

Experienced JWeaningfuiness 

Pay Satisfaction 

Unstandardized 
Coefficients 

B 

.224 

1.105 

.796 

Std. Error 

.101 

.212 

.274 

Standardized 
Coefficients 

Beta 

.216 

.512 

.281 

t 

2.220 

5.218 

2.907 

Sig. 

.030 

.000 

.005 

Dependent Variable: Customer Orientation 

In this analysis of healthcare sector, another multiple regression analysis was 

conducted using the job characteristics variables suggested by the JCM model 

including another set of explanatory variables viz. Job stress, job variety, job 

autonomy and job supervision to predict customer orientation. The overall fit of 

the model is significant beyond p<.000 and an adjusted R^ of 0.140. If we 

consider the coefficients that contributed heavily in predicting customer 

orientation behaviour, we find that job supervision positively influences workers 

to become customer oriented. The job stress and job autonomy is found to be 

negatively associated with customer orientation and the value is significant 

beyond p<.003. Job stress is a negative condition for most people. As the level of 

stress from the job increases, the more likely an individual will see the job 

negatively (Allen et al., 2004). Since the job stress is significant, it can be 

concluded that the healthcare workers may not show a positive customer 

orientation. Furthermore, from the study, it is also found that the job variety is 

remaining not significant. Henceforth, it can be concluded that a positive effect on 

the customer orientation of the healthcare workers cannot be ensured (Lambert 

et. al.,.2004). However, since the job supervision is by far have the greatest 

magnitude of effect, more than twice the job variety (Allen, et. al., 2004), the 
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management of the healthcare sector can try to ingrain the customer orientation 

within the healthcare workers. Apart from this job autonomy is also negative; 

therefore it may have a negative impact on the customer orientation of the 

healthcare workers (Bontis et. al., 2011). Theoretically this result is consistent 

with the studies conducted by early researchers. 

Table 4.4: Regression analysis for Healthcare (B) 

Model Summary 

Model 

1 

R 

.444' 

R Square 

.197 

Adjusted R Square 

.140 

Std. Error of the Estimate 

4.72045 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

ANOVA" 

Model 

1 

Regression 

Residual 

Total 

Sum of Squares 

306.861 

1247.828 

1554.689 

df 

4 

56 

60 

Mean Square 

76.715 

22.283 

F 

3.443 

Sig. 

.014' 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients^ 

1 

Job Stress 

Job Variety 

Job Autonomy 

Job Supervision 

Unstandardized 
Coefficients 

B 

-.259 

.097 

-.659 

.311 

Std. Error 

.124 

.195 

.294 

.138 

Standardized 
Coefficients 

Beta 

-.260 

.065 

-.295 

.302 

t 

-2.092 

.500 

-2.237 

2.254 

Sig. 

.041 

.619 

.029 

.028 

Dependent Variable: Customer Orientation 

4.2.3 Postal Sector 

The Indian postal service comes under the Department of Posts which is a part 

of the Ministry of Communications and Information Technology under the 

Government of India. The Department of Posts, because of its extensive reach 

and huge number of points of existence, is being used by other departments of 

the central government and state governments to fulfil several functions on their 
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behalf apart from its fundamental services. Some of the focused sen/ices that are 

directly reached to the ordinary people as well as the government machinery are 

Speed Post, Logistic post, Postal Life Insurance, International money transfer, e-

payment etc. After the emergence of courier services in the country, the basic 

postal services are affected to a large extent however, launching the above 

mentioned services within the postal services enabled the postal department to 

gain a momentum in countries communication and service sector. 

Considering the significance of the postal sector in the provisions of service 

providence Is concerned, It is necessary to learn the job related factors In the 

postal sector and the working surroundings within which the postal service 

workers work. It Is also a matter of concern to know the scenario In which the 

postal service workers In the postal sector are going through or the extent of 

pleasure/displeasure they obtain by working in a traditional service providing 

sector. 

For measuring the customer oriented behaviour of postal service workers and 

similar to the previous cases, we have incorporated three sets of illustrative 

variables in our study by keeping aside the variables like job autonomy, job 

variety, job supervision and job stress for the reasons stated beforehand. The 

finding of the regression analysis for postal sector has been presented in table 

4.5. The results of the regression analysis demonstrate that the F value is 

significant beyond p<.000 which establishes the goodness of fit of the regression 

model. If we consider the coefficients presented below, we are find that 

organisational identification, experienced meaningfulness and pay satisfaction 

are significant beyond p<.00 signifying that the organisational values and the 

individual values of the employees are similar and the employees find their job 

meaningful as well as they are satisfied with the pay to a large extent. Thereby 

the postal service workers may impart customer oriented behaviour, in previous 

researches it Is found that the positive organizational identification among service 

personnel Is an additional avenue that a manager can explore in order to 

enhance customer orientation (Thakor & Joshi, 2005). The results here again 
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draw attention to the managers or in other words the supervisors, who can 

promote employees try to inculcate the experienced meaningfulness of the job 

among service people by expanding the scope of their job and making the job 

meaningful to the workers so that, they could assess the contribution they render 

for the organisation (Hackman & Oldham, 1980; F. Coelho et a!., 2011). 

Furthermore, a good supervisor promotes employees' feelings of self-

determination and personal initiative at work, which boost levels of interest in 

work activities and thereby contributing towards the organisation (Oldham and 

Cummings 1996; F. Coelho et al., 2011). 

Table 4.5: Regression analysis for Postal Sector (A) 

Model Summary 

Model 

.392' 

R Square 

.154 

Adjusted R 
Square 

.123 

Std. Error of the 
Estimate 

4.44496 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfulness. 

ANOVA" 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 
297.793 

1639.885 

1937.678 

df 
3 

83 

86 

Mean Square 
99.264 

19.758 

F 

5.024 

Sig. 

.003^ 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfulness 

Dependent Variable: Customer Orientation 

Coefficients^ 

1 

Organisational Identification 

Experienced Meaningfulness 

Pay Satisfaction 

Unstandardized 
Coefficients 

B 

.305 

.203 

.274 

Std. Error 

.102 

.110 

.120 

Standardized 
CoefTicients 

Beta 

.306 

.188 

.232 

t 

2.997 

1.847 

2.278 

Sig. 

.004 

.068 

.025 

Dependent Variable: Customer Orientation 

For the same postal sector, another multiple regression analysis was conducted 

using the job characteristics variables suggested by the JCM model including 

another explanatory variable viz. Job stress to predict customer orientation. The 
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overall fit of the model is significant beyond p<.000 and an adjusted R^ of 0.444. 

If we consider the coefficients that contributed heavily in predicting customer 

orientation behaviour, we find that job supervision positively Influences workers 

to become customer oriented. The job stress Is found to be negatively associated 

with customer orientation and the value is significant beyond p<.003. So, we can 

conclude that the postal service employees may have a better customer 

orientation (Allen et. al., 2004). Theoretically this result is consistent with the 

studies conducted by eariy researchers. 

Table 4.6: Regression analysis for Postal Sector (B) 

Model 

1 

R 

.685^ 

Model Summary 

R Square 

.470 

Adjusted R 
Square 

.444 

Std. Error of the 
Estimate 

3.54012 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

ANOVA" 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

910.019 

1027.659 

1937.678 

df 

4 

82 

86 

Mean 
Square 

227.505 

12.532 

F 

18.153 

Slg. 

.000^ 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients^ 

1 

Job Stress 

Job Variety 

Job Autonomy 

Job Supervision 

Unstandardized 
Coefficients 

B 

-.221 

.249 

.769 

.191 

Std. 
EiTor 

.095 

.117 

.199 

.094 

Standardized 
Coefficients 

Beta 

-.199 

.227 

.390 

.185 

t 

-2.318 

2.135 

3.875 

2.033 

Sig. 

.023 

.036 

.000 

.045 

Dependent Variable: Customer Orientation 

4.2.4 Stock Broking sector 
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At the national level. Investment In the financial instruments accounts for about 3 

percent of the estimated household Income. Of these, investment in stock market 

and small savings account for 0.5 percent each. Investors in the stock market 

invest about 22 percent of their household income compared to 14 percent for 

unit linked life Insurance. Therefore, the average stock market investor 

comparatively saves more than other areas of Investment. This is the reason why 

the investors and their investment are gradually growing in the stock market. 

In view of the importance of the stock broking sector in terms of service 

providence is concerned, It is imperative to study the job related factors In the 

stock broking sector and the working environment under which the stock brokers 

work. It Is also a matter of concern how the stock brokers in the stock broking 

sector are going through or the extent of pleasure they derive by working In a 

growing sector where many stock broking firms are operating and many others 

are waiting to enter In this sector. 

For measuring the customer oriented behaviour of stock brokers or the stock 

broking employees like the previous occasions, we have Incorporated three sets 

of explanatory variables in our study keeping aside the variables like job 

autonomy, job variety, job supervision and job stress for the reasons stated to 

previous occasions. The finding of the regression analysis for stock broking 

sector has been presented in table 4.7. The results of the regression analysis 

demonstrate that the F value is significant beyond p<.000 which establishes the 

goodness of fit of the regression model. If we consider the coefficients presented 

below, we find that organisational Identification, is significant however, 

experienced meaningfulness and pay satisfaction are not significant beyond 

p<.00 signifying that the organisational values and the individual values of the 

employees are similar and the employees are not finding their job meaningful. As 

well as they are also not satisfied with the pay they receive. Thereby, 

theoretically the stock brokers or the stock broking employees may not Impart 
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customer oriented behaviour towards the customers. So, the attention now rests 

on to the supervisor, who can promote the employees' feelings of self-

determination and personal Initiative at work, which will definitely boost the levels 

of interest in work activities and thereby contributing towards the organisation 

(Oldham and Cummlngs 1996; F. Coelho et al., 2011). 

Table 4.7: Regression analysis for Stock Broking Sector (A) 

Model Summary 

Model 

1 

R 

.566^ 

R Square 

.320 

Adjusted R 
Square 

.292 

Std. Error of the Estimate 

4.57431 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfulness. 

ANOVA" 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

719.329 

1527.476 

2246.805 

df 

3 

73 

76 

Mean Square 

239.776 

20.924 

F 

11.459 

SIg. 

.000^ 

Predictors: (Constant), Pay Satis^ction, Organisational Identification, Experienced 
Meaningfulness 

Dependent Variable: Customer Orientation 
Coefficients" 

IHIUUBI 

1 

Organisational Identification 

Experienced Meaningfulness 

Pay Satisfaction 

Unstandardized 
Coefficients 

B 

.507 

.378 

.091 

Std. 
Error 

.147 

.294 

.162 

Standardized 
Coefficients 

Beta 

.453 

.134 

.072 

t 

3.460 

1.286 

.562 

Sig. 

.001 

.202 

.576 

Dependent Variable: Customer Orientation 

Similar to that of the previous occasions for the stock broking sector, another 

multiple regression analysis was conducted using the job characteristics 

variables suggested by the JCM model including explanatory variables viz. Job 

stress, job variety, job autonomy and job supervision to predict customer 

orientation. The overall fit of the mode! Is significant beyond p<.000 and an 

adjusted R^ of 0.444. If we consider the coefficients that contributed heavily in 
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predicting customer orientation behaviour, we find that job supervision positively 

influences workers to become customer oriented. The job stress is found to be 

negatively associated with customer orientation and the value is significant 

beyond p<.003. Again here, similar to the previous occasion, the supervisor role 

becomes important, because the supervisors can influence the degree of stress 

perceived by their subordinates (F. Coelho et al., 2011) and thereby can motivate 

the employees despite they experience high job stress. Theoretically this result is 

consistent with the studies conducted by early researchers. 

Table 4.8: Regression analysis for Stock Brolcing Sector (B) 

Model Summary 

Model 

1 

R 

.688^ 

R Square 

.473 

Adjusted R 
Square 

.444 

Std. Error of the 
Estimate 

4.05479 

Predictors: (Constant), Job Supervision,' Job Stress, Job Variety, Job Autonomy 

ANOVA* 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

1063.028 

1183.777 

2246.805 

df 

4 

72 

76 

Mean 
Square 

265.757 

16.441 

F 

16.164 

Sig. 

.000^ 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients^ 

1 Job Stress 

Unstandardized 
Coefficients 

B 

-.019 

Std. Error 

.125 

Standardized 
Coefficients 

Beta 

-.014 

t 

-.149 

Sig. 

.882 

\ 148 y 



Customer Orientation: A Multivariate Analysis | i i l : Lg? lW4^^ 

Job Variety 

Job Autonomy 

Job Supervision 

.512 

.392 

.285 

.171 

.199 

.074 

.368 

.236 

.347 

2.993 

1.973 

3.847 

.004 

.052 

.000 

Dependent Variable: Customer Orientation 

4.2.5 Banking Sector 

The banking industry like many other financial service industries is facing a fast 

change within the market. The changes are taking place in the areas like new 

know-how, economic uncertainties, severe competition, more difficult customers 

and the varying environment has presented an unparalleled set of challenges in 

front of the banking services. The leading mover for banks today is profit, with 

clear signals from the government to 'achieve or perish'. The major driver of this 

makeover is changing customer desires and hope. The customer-concern and 

customer orientation has been enjoying the attention of the Government, the RBI 

and the banks themselves. Various committees have gone into the problem in 

great detail and made recommendations, many of which have been 

implemented. 

In view of the importance of the banking sector in terms of service providence is 

concerned, it is imperative to study the job related factors in the banking sector 

and the working environment under which the bankers work. It is also a matter of 

concern how the bankers in the banking sector are going through or the extent of 

pleasure they derive by working in a growing sector where many banking firms 

are operating and many others are waiting to enter in this sector (especially in 

the private banking sector is concerned). 

For measuring the customer oriented behaviour of bankers like the previous 

occasions, we have incorporated three sets of explanatory variables in our study 

keeping aside the variables like job autonomy, job variety, job supervision and 

job stress for the reasons stated to previous occasions. The finding of the 

regression analysis for banking sector has been presented in table 4.9. The 
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results of the regression analysis demonstrate that the F value is significant 

beyond p<.000 which establishes the goodness of fit of the regression model. If 

we consider the coefficients presented below, we find that organisational 

identification, experienced meaningfulness and pay satisfaction are significant 

beyond p<-00 signifying that the organisational values and the individual values 

of the employees are similar and the bankers are finding their job meaningful as 

well as they are also satisfied with the pay they receive. Thereby, the bankers 

may Impart customer oriented behaviour towards the customers. In previous 

researches, it is found that the positive organizational identification among 

service personnel Is an additional avenue that a manager can explore in order to 

enhance customer orientation (Thakor & JoshI, 2005). Here also the results draw 

attention to the supervisors, who can promote employees in trying to inculcate 

the experienced meaningfulness of the job among service people by expanding 

the scope of their job and making the job meaningful to the workers so that, they 

could assess the contribution they render for the organisation (Hackman & 

Oldham, 1980; F. Coelho et al., 2011). 

Table 4.9: Regression analysis for Banking Sector (A) 

Model Summary 

Model 

1 

R 

.778" 

R Square 

.606 

Adjusted R 
Square 

.587 

Std. Error of the 
Estimate 

3.38693 

Predictois: (Constant), Pay Satisfaction, Organisational Identification, 
Experienced Meaningfulness. 

ANOVA** 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

1145.176 

745.635 

1890.812 

df 

3 

65 

68 

Mean Square 

381.725 

11.471 

F 

33.277 

Sig. 

.000" 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaninghilness 

Dependent Variable: Customer Orientation 
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Coefficients^ 

GHAPTER4 

1 

Organisational Identification 

Experienced Meaningful ness 

Pay Satisfaction 

Unstandardized 
Coefficients 

B 

.370 

.996 

.349 

Std. 
Error 

.073 

.184 

.169 

Standardized 
Coefficients 

Beta 

.438 

.439 

.175 

t 

5.078 

5.404 

2.059 

Sig. 

.000 

.000 

.044 

Dependent Variable: Customer Orientation 

For the banking sector, another multiple regression analysis was conducted 

using the job characteristics variables suggested by the JCM model including 

another set of explanatory variables viz. Job stress, job variety, job autonomy 

and job supervision to predict customer orientation. The overall fit of the model is 

significant beyond p<.000 and an adjusted R^ of 0.666. If we consider the 

coefficients that contributed heavily in predicting customer orientation behaviour, 

we find that job supervision positively influences workers to become customer 

oriented. The job stress is found to be negatively associated with customer 

orientation and also the value is not significant beyond p<.003. Studies reveal 

that job stress evokes self-regulatory and coping mechanisms. Exposure to 

stressful situations leads individuals to focus on and to evaluate the threats they 

face and the various ways of dealing with them (F. Coelho et al., 2011). 

However, even in situations of modest stress, chronic stress may erode 

individuals' coping ability (Singh, Goolsby & Rhoads, 1994). Regardless of the 

employee's level of effort, his/her "behaviors are likely to be inefficient, 

misdirected, or insufficienf (Michaels, Day & Joachimsthaler, 1987). Since the 

job supervision is very positive therefore the supervisor, can promote the 

employees' initiative at work, which will definitely boost the levels of interest in 

work activities and thereby contributing towards the organisation (Oldham and 

Cummlngs 1996; F. Coelho et al., 2011). However, job autonomy is remaining 

not significant. Theoretically this result is consistent with the studies conducted 

by eariy researchers. So, from the statistics It can be concluded that the bankers 

are having less of job delegated power rather than having chances of job 
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empowerment. The banking sector because of high degree of formalisation, 

employees do not get a chance to decide the job to be performed independently 

without the permission of immediate supervisor. • 

Table 4.10: Regression analysis for Banking Sector (B) 

Model Summary 

Model 

1 

R 

.828^ 

R Square 

.685 

Adjusted R 
Square 

.666 

Std. Error of the 
Estimate 

3.04959 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

ANOVA" 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

1295.613 

595.199 

1890.812 

df 

4 

64 

68 

Mean 
Square 

323.903 

9.300 

F 

34.828 

Sig. 

.000' 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients^ 

1 

Job Stress 

Job Variety 

Job Autonomy 

Job Supervision 

Unstandardized 
Coefficients 

B 

-.022 

.649 

.420 

.475 

Std. Error 

.067 

.121 

.252 

.080 

Standardized 
Coefficients 

Beta 

-.024 

.451 

.127 

.494 

t 

-.329 

5.382 

1.666 

5.936 

Sig. 

.743 

.000 

.101 

.000 

Dependent Variable: Customer Orientation 

4.2.6 Insurance Sector 

The US$ 41-billion Indian Insurance industry is the fifth leading life insurance 

market in the emerging Insurance economies globally, increasing at a rate of 

more than 32-34 per cent annually. At present, there are more than 22 life 

insurance firms operating In India and as per industry approximation, the life 

category comprises about 4 per cent of the total GDP In the country. By and 

large growth in the life insurance industry stayed moderate. According to the 
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Investment Commission of India, the Indian insurance market is anticipated to be 

around US$ 52 billion by 2010. 

In consideration with the importance of the insurance sector in terms of service 

providence Is concerned, it is crucial to learn the job related factors in the 

banking sector and the working surroundings under which the insurance service 

personnel work. It is also a matter of apprehension how the insurance service 

personnel in the banking sector are going through or the extent of contentment 

they derive by working in a growing sector where many insurance firms are 

operating and many others are waiting to enter in this sector (especially in the 

form of joint venture companies). 

For measuring the customer oriented behaviour of insurance service personnel 

like the previous occasions, we have incorporated three sets of explanatory 

variables in our study keeping aside the variables like job autonomy, job variety, 

job supervision and job stress for the reasons stated to previous occasions. The 

finding of the regression analysis for insurance sector has been presented In 

table 4.11. The results of the regression analysis demonstrate that the F value is 

significant beyond p<.000 which establishes the goodness of fit of the regression 

model. If we consider the coefficients presented below, we find that only 

organisational identification and pay satisfaction are significant beyond p<.00 

signifying that the employees can identify with the organisational identity and also 

they are more or less satisfied with the pay they receive in accordance to the 

service they provide. However, experienced meaningfulness is not significant 

beyond p<.00 signifying that the insurance service personnel are not finding their 

job meaningful. So, like the previous job variables, we can say that the 

supervisor in the insurance sector can promote the personal initiative of the 

Insurance service personnel at work, which vwll definitely boost the levels of 

interest in work activities and thereby contributing towards the organisation 

(Oldham and Cummings 1996; F. Coelho et al., 2011). Thereby, the insurance 

service personnel may impart customer oriented behaviour towards the 

customers. 
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Table 4.11: Regression analysis for Insurance Sector (A) 

GHAPTE]i4 

Model 

1 

R 

.726^ 

Model Summary 

R Square 

.527 

Adjusted R 
Square 

.514 

Std. Error of the Estimate 

2.96458 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaninghjiness. 

ANOVA'' 

Model 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

1056.805 

949.186 

2005.991 

df 

3 

108 

111 

Mean Square 

352.268 

8.789 

F 

40.082 

Sig. 

.000^ 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfiilness 

Dependent Variable: Customer Orientation 

Coefficients^ 

1 

Organisational Identification 

Experienced Meaningfulness 

Pay Satisfaction 

Unstandardized 
Coefficients 

B 

.210 

-.141 

1.072 

Std. Error 

.099 

.116 

.206 

Standardized 
Coefficients 

Beta 

.229 

-.084 

.549 

t 

2.118 

-1.216 

5.204 

Sig. 

.036 

.226 

.000 

Dependent Variable: Customer Orientation 

For the insurance sector, similar to the previous occasions another multiple 

regression analysis was conducted using the job characteristics variables 

suggested by the JCM model including another set of explanatory variables viz. 

Job stress, job variety, job autonomy and job supervision to predict customer 

orientation. The overall fit of the model Is significant beyond p<.000 and an 

adjusted R̂  of 0.499. If we consider the coefficients that contributed heavily In 

predicting customer orientation behaviour, we find that job supervision Is 

remaining insignificant. Here also the job stress Is found to be negatively 

associated with customer orientation and also the value is significant beyond 
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p<.003. On the other hand, job autonomy is remaining not significant and also is 

negatively associated with customer orientation. Theoretically this result is 

consistent with the studies conducted by early researchers. From the regression 

coefficient table we find that two variables are found to be significant viz. job 

stress and job variety. Interesting to note that job supervision and job autonomy 

are not found to be significant. iVIoreover, the magnitude of job autonomy is 

negative though not significant. The coefficient of job supervision influence the 

customer orientation variable but the same is not significant. 

Table 4.12: Regression analysis for Insurance Sector (B) 

Model Summary 

Model 

.719° 

R Square 

.517 

Adjusted R 
Square 

.499 

Std. Error of the 
Estimate 

3.00940 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

ANOVA" 

JVIodel 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

1036.949 

969.042 

2005.991 

df 

4 

107 

111 

Mean 
Square 

259.237 

9.056 

F 

28.625 

Sig. 

.000^ 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients^ 

lYIUUCI 

1 

Job stress 

Job Variety 

Job Autonomy 

Job Supervision 

Unstandardized 
Coefficients 

B 

-.306 

.772 

-.378 

.092 

Std. 
Error 

.064 

.137 

.228 

.078 

Standardized 
Coefficients 

Beta 

-.357 

.612 

-.169 

.107 

t 

-4.775 

5.654 

-1.661 

1.182 

Sig. 

.000 

.000 

.100 

.240 

Dependent Variable: Customer Orientation 
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4.2.7 Overall Regression Analysis 

After conducting sector wise regression analysis with a small sample size, we 

tried to aggregate the entire data set for running regression with a large sample 

size of n=526 to see whether the overall results contradict with the sector wise 

analysis. When the sample size is large, it Is expected that the distribution is 

likely to be normal which is a precondition for running OLS technique. The model 

summary reveals that the multiple co relational coefficient is more than 0.55 and 

the adjusted square is nearly 0.31 which in the field of social research Is quite 

acceptable. The corresponding F value Is quite high and it is significant beyond 

p<.000. 

Table 4.13: Regression analysis for Overall Sectors (A) 
Model Summary 

Model 

1 

R 

.558^ 

R Square 

.311 

Adjusted R 
Square 

.307 

Std. Error of the 
Estimate 

4.08261 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfulness. 

ANOVA" 

Mode] 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

3926.252 

8700.554 

12626.806 

df 

3 

522 

525 

Mean Square 

1308.751 

16.668 

F 

78.520 

Sig. 

.000^ 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
Meaningfulness 

Dependent Variable: Customer Orientation 

Coefficients^ 

1 

Organisational Identification 

Experienced Meaningfulness 

Pay Satisfaction 

Unstandardized 
Coefficients 

B 

.366 

.262 

.347 

Std. 
Error 

.037 

.059 

.047 

Standardized 
Coefficients 

Beta 

.376 

.165 

.274 

t 

9.971 

4.457 

7.376 

Sig. 

.000 

.000 

.000 

Dependent Variable: Customer Orientation 
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The set of explanatory variables viz. Organisational identification, experienced 

meaningfulness and pay satisfaction all are significant beyond p<.000 and the 't' 

values are sufficiently large. The results signify that all these variables 

significantly influence the customer orientation variable and the employees 

pursue the practice of customer orientation instead of selling orientation. 

The second set of regression analysis conducted with the original most of the 

JCIVl Items reveal that the goodness of fit is significant beyond p<.000 and 33 

percent variation in the original data is explained by the four explanatory 

variables. The coefficients of regression theoretically support the fact that 

customer orientation Is positively influenced by the presence of job autonomy, job 

variety and job supervision. As we know, that the level of job stress and customer 

oriented behaviour are inversely related, In our study we find that job stress is 

negatively related with the practice of customer orientation and value is 

significant. 

Table 4.14: Regression analysis for Overall Sectors (B) 

Model Summary 

Model 

1 

R 

.576^ 

R Square 

.331 

Adjusted R 
Square 

.326 

Std. Error of the 
Estimate 

4.02513 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

ANOVA" 

IVIodel 

1 

Regression 

Residual 

Total 

Sum of 
Squares 

4185.727 

8441.079 

12626.806 

df 

4 

521 

525 

Mean 
Square 

1046.432 

16.202 

F 

64.588 

Sig. 

.000^ 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 
Dependent Variable: Customer Orientation 

Coefficients" 
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lUInHol 

1 

Job Stress 

Job Variety 

Job Autonomy 

Job Supervision 

Unstandardized 
Coefffclents 

B 

-.189 

.361 

.226 

.249 

Std. Error 

.034 

.052 

.073 

.034 

Standardized 
Coefficients 

Beta 

-.199 

.281 

.125 

.282 

t 

-5.520 

6.948 

3.120 

7.248 

Sig. 

.000 

.000 

.002 

.000 

Dependent Variable: Customer Orientation 

The results we have presented in this chapter are difficult to understand due to a 

large number of regression analysis conducted to relate customer orientation 

with a series of variables for different service sectors. In view of this in the 

subsequent tables 4.15 and 4.16 we present a summary of findings in a very 

specific manner so that it is easily understandable just by having a glimpse of the 

result presented in the table. 

Table 4.15: Summarised Regression analysis table for all sectors (A) 

Model Summary 

IVIodel 

R 

R Square 

Adjusted R 
Square 
Std. Error of the 
Estimate 

Retail 
Sector 

.473' 

.224 

.204 

3.92138 

Healthcare 
Sector 

.693^ 

.481 

.453 

3.76381 

Postal 
Sector 

.392^ 

.154 

.123 . 

4.44496 

Stock Broking 
Sector 

.566' 

.320 

.292 

4.57431 

Banking 
Sector 

.778" 

.606 

.587 

3.38693 

Insurance 
Sector 

.726" 

.527 

.514 

2.96458 

Predictors: (Constant), Pay Satisfaction, Organisational Identification, Experienced 
IVIeaningfuIness. 

In this table a summary of OLS output are presented for six service sectors 

covered in our study. The table is self explanatory and brief discussions of the 

findings have presented in the tables above. The purpose of giving a 

consolidated table is to improve the ease of presentation and readability. 

Table 4.16: Summarised Regression analysis table for all sectors (B) 

Coefficients^ 

Sectors 

Retail 
Sector 

Model 

Organisational Identification 
Experienced Meaningfulness 

Unstandardized 
Coefficients 

B 

.360 

.517 

Std. Error 

.081 

.150 

Standardized 
Coefficients 

Beta 
.362 
.284 

t 

4.422 
3.437 

SIg. 

.000 

.001 
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Healthcare 
Sector 

Postal 
Sector 

Stock 
Broking 

Banking 
Sector 

Insurance 
Sector 

Pay Satisfaction 
Organisational Identification 
Experienced Meaningful ness 
Pay Satisfaction 
Organisational Identification 
Experienced Meaningfulness 
Pay Satisfaction 
Organisational identification 
Experienced Meaningfulness 
Pay Satisfaction 
Organisational Identification 
Experienced Meaningfulness 
Pay Satisfaction 
Organisational Identification 
Experienced Meaningfulness 
Pay Satisfaction 

.139 

.224 
1.105 
.796 
.305 
.203 
.274 
.507 
.378 
.091 
.370 
.996 
.349 
.210 
-.141 
1.072 

.130 

.101 

.212 

.274 

.102 

.110 

.120 

.147 

.294 

.162 

.073 

.184 

.169 

.099 

.116 

.206 

.088 

.216 

.512 

.281 

.306 

.188 

.232 

.453 

.134 

.072 

.438 

.439 

.175 

.229 
-.084 
.549 

1.071 
2.220 
5.218 
2.907 
2.997 
1.847 
2.278 
3.460 
1.286 
.562 

5.078 
5.404 
2.059 
2.118 
-1.216 
5.204 

.286 

.030 

.000 

.005 

.004 

.068 

.025 

.001 

.202 

.576 

.000 

.000 

.044 

.036 

.226 

.000 
Dependent Variable: Customer Orientation 

The results we have presented previously in this chapter are difficult to 

understand due to a large number of regression analysis conducted to relate 

customer orientation with a series of variables for different service sectors. In 

view of this in the subsequent table 4.17 and 4.18 we present a summary of 

findings in a very specific manner so that it is easily understandable just by 

having a glimpse of the result presented in the table. 

Table 4.17: Summarised Regression anaiysis table for all sectors (C) 

Model Summary 

Model 

R 

R Square 

Adjusted R 
Square 
Std. Error of the 
Estimate 

Retail 
Sector 

.534' 

.286 

.261 

3.77933 

Healthcare 
Sector 

.444^ 

.197 

.140 

4.72046 

Postal 
Sector 

.685^ 

.470 

.444 

3.54012 

Stock Broking 
Sector 

.688^ 

.473 

.444 

4.05479 

Banking 
Sector 

.828^ 

.685 

.666 

3.04959 

Insurance 
Sector 

.719" 

.517 

.499 

3.00940 

Predictors: (Constant), Job Supervision, Job Stress, Job Variety, Job Autonomy 

In this table a summary of OLS output are presented for six service sectors 

covered in our study. The table is again a self explanatory one and similar to the 

previous occasions the brief discussions of the findings have already been 

presented in the tables above. The purpose of giving a consolidated table is to 

improve the ease of presentation and readability. 

Table 4.18: Summarised Regression analysis table for all sectors (D) 
Coefficients' 

I SECTORS I ModeT Unstandardized Coefficients | Standardized Coefficients | t | Slg. j 
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Retail 
Sector 

Healthcare 
Sector 

Postal 
Sector 

Stock 
Broking 

Banking 
Sector 

insurance 
Sector 

Job Stress 
Job Variety 
Job Autonomy 
Job Supervision 
Job Stress 
Job Variety 
Job Autonomy 
Job Supervision 
Job Stress 
Job Variety 
Job Autonomy 
Job Supervision 
Job stress 
Job Variety 
Job Autonomy 
Job Supervision 
Job stress 
Job Variety 
Job Autonomy 
Job Supervision 
Job Stress 
Job Variety 
Job Autonomy 
Job Supervision 

B 
-.271 
.074 
.277 
.210 
-.259 
.097 
-.659 
.311 
-.221 
.249 
.769 
.191 
-.019 
.512 
.392 
.285 
-.022 
.649 
.420 
.475 
-.306 
.772 
-.378 
.092 

Std. Error 
.088 
.120 
.126 
.065 
.124 
.195 
.294 
.138 
.095 
.117 
.199 
.094 
.125 
.171 
.199 
.074 
.067 
.121 
.252 
.080 
.064 
.137 
.228 
.078 

Beta 
-.249 
.056 
.219 
.280 
-.260 
.065 
-.295 
.302 
-.199 
.227 
.390 
.185 
-.014 
.368 
.236 
.347 
-.024 
.451 
.127 
.494 
-.357 
.612 
-.169 
.107 

-3.065 
.616 

2.200 
3.246 
-2.092 
.500 

-2.237 
2.254 
-2.318 
2.135 
3.875 
2.033 
-.149 
2.993 
1.973 
3.847 
-.329 
5.382 
1.666 
5.936 
-4.775 
5.654 
-1.661 
1.182 

.003 

.539 

.030 

.002 

.041 

.619 

.029 

.028 

.023 

.036 

.000 

.045 

.882 

.004 

.052 

.000 

.743 

.000 

.101 

.000 

.000 

.000 

.100 

.240 
Dependent Variable: Customer Orientation 

The greatest limitation of conducting customer orientation studies Including job 

dimensions is that the respondents are requested to provide responses both on 

the explanatory variables and the criterion variable. The customer orientation, in 

our study, Is provided by the respondents in presence of supervisory staffs. It Is 

quiet natural that the respondents are likely to exaggerate the customer 

orientation score in an attempt to remain on the safe side. In the organizations 

the success of service firms depends to a considerable extent on the 

performance of the frontline staffs In dealing with the customers. In view of this, 

the respondents try to portray a favourable image of the function they perform. 

No studies to our knowledge has addressed this issue and made an attempt to 

gather the behaviour of frontline service personnel from the consumers who 

directly interact with them. The methodological problem is that one cannot judge 

the customer orientation behaviour of an employee by asking a single 

respondent. In view this, we have used a systematic random sampling technique 

to collect the response of the service they receive from the service personnel. 

After collecting data from the customers by intercepting in the mall we have 

averaged their response to obtain a mean score of customer orientation. Based 
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on that mean score generated by the customers, we have run a separate 

regression to visualize the differences between the scores provided by the 

service people on the criterion variable as well as the responses obtained from 

the customers. The scores are given In the following table 4.19. 

Table 4.19: Regression analysis of a service sector based on customer 
feedback 

Model Summary 

Model 

1 

R 

.484^ 

R Square 

.234 

Adjusted R 
Square 

.142 

Std. Error of the 
Estimate 
5.10141 

a. Predictors: (Constant), Job Autonomy, Experienced Meaningfulness, Pay Satisfaction, 
Job stress. Organisation, Job Variety, Job Supervision 

ANOVA" 

Model 

1 
Regression 
Residual 
Total 

Sum of 
Squares 

462.115 
1509.415 
1971.530 

df 

7 
58 
65 

Mean Square 

66.016 
26.024 

F 

2.537 

Sig. 

.024^ 

a. Predictors: (Constant), Job Autonomy, Experienced Meaningfulness, Pay Satisfaction, 
Job Stress, Organisational Identification, Job Variety, Job Supervision 
b. Dependent Variable: Customer Orientation response by customers 

Coefficients^ 

Variables 

Organisational Identification 
Experienced IVIeanlngfulness 
Pay Satisfaction 
Job Stress 
Job Variety 
Job Supervision 
Job Autonomy 

Unstandardized 
Coefficients 

B 
-.126 
.279 
.123 
.090 
.087 
.046 
.666 

Std. Error 
.187 
.265 
.261 
.165 
.223 
.143 
.253 

Standardized 
Coefficient 

Beta 
-.116 
.127 
.057 
.070 
.065 
.053 
.457 

t 

-.677 
1.054 
.472 
.546 
.391 
.320 

2.635 

Sig. 

.501 

.296 

.639 

.587 

.697 

.750 

.011 
Dependent Variable: Customer Orientation response by customers 

4.3 CONCLUSION 

The results of multiple regression analysis amply demonstrate that the customer 

orientation is an antecedent of job characteristics Including the nature of 

supervision. In the retail sector it Is observed that Organisational Identification 

and Organisational Identification and Experienced Meaningfulness significantly 

influence the dependent variable and pay satisfaction is not found to be 

significant. For health care sector, all the Independent variables are found to be 
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influencing the practice of customer orientation. For postal service, the 

experienced meaningfulness factor is significant beyond p<.068 indicating a 

weak relationship with the criterion variable. Pay satisfaction is not at all 

significant for stock broking firm and it is a fact that they receive very less salary 

and are given unrealistic goals which are very difficult to achieve. For stock 

broking sector only the organizational variable is found to be associated with 

customer orientation. It is quite interesting to note that all the explanatory 

variables are significantly influencing the customer orientation facet significantly. 

For insurance sector the experienced meaningfulness variable is not significantly 

associated with the customer oriented selling. 

The regression conducted with the original JCM model are found to be significant 

though the goodness of fit in many occasions are not quiet high due to exclusion 

of all scale Items proposed by Hackman and Oldham (1980). On the whole, the 

direction and magnitude of the coefficient are found to be consistent. The major 

limitation of conducting customer orientation studies is that the respondents 

provide answers to both dependent and independent variables which distort the 

findings since, the respondents try to establish that they are very sincere with 

their job, while dealing with the customers. In order to verify the results, an 

average response score from the respondents were gathered on the customer 

orientation variable and regression was run by obtaining job related scores from 

the respondents. The goodness of fit is found to be very low and only a single 

variable was found to be significant. The direction and magnitude of the 

coefficients are also found to be inconsistent which violate the theoretical 

foundations. For example, stress and customer orientation are expected to be 

negatively related but the data from respondents do not corroborate the results. 

{ 1 6 2 ) -



Customer Orientation: A Multivariate Analysis 

4.4 REFERENCES 

GBAPTER 4 

Allen, R. I., Lambert, E. G., Pasupuletl, S., Tolar, T. C , & Ventura, L. A., (2004). 
The Impact of Job Characteristics on Social and Human Service Workers, 
Social Work and Society, Vol. 2 (2), pp. 173-188. 

Bontis., N, Richards., D, & Serenko., A. (2011). Improving service delivery: 
Investigating the role of information sharing, job characteristics, and 
employee satisfaction, Emerald Group Publishing Ltd. 

Chebat J-C, Babin B & Kollias K. (2002). What makes contact employees 
perform? Reactions to employee perceptions of managerial practices. 
International Journal of Bank Marketing, Vol. 20 (7), pp. 325 -332. 

Cherniss, C , (1980). Staff burnout: Job stress in the human services, Sage, 
Beverly Hills, CA. 

Coelho., F, Augusto., M, & Lages., LF. (2011).Contextual Factors and the 
Creativity of Frontline Employees: The Mediating Effects of Role Stress and 
Intrinsic Motivation, Journal of Retailing, Vol. 87, pp. 31-45. 

Hackman J.R. & Oldham, G.R. (1980). Work Redesign. Reading, MA, 
Addison-Wesley Publishing Company Inc. 

Lawler, EE, (1973). Motivation in work organizations. Brooks/ Cole, Monterey 
(CA). 

Michaels, Ronald E., Ralph L. Day & Erich A. Joachimsthaler (1987). Role 
Stress Among Industrial Buyers: An Integrative Model, Journal of Marketing, 
Vol. 51 (2), pp. 28-45. 

Oldham, Greg R. & Anne Cummings, (1996). Employee Creativity: Personal 
and Contextual Factors at Work, Academy of Management Journal, Vol. 39 
(3), pp. 607-34. 

Saxe, R., & Weitz B. A., (1982). The SOCO scale: a measure of the customer 
orientation of salespeople. Journal of Marketing Research, Vol. 19, pp. 343-
351. 

Singh, J,. Goolsby, J, R & Rhoads G, K. (1994). Behavioral and Psychological 
Consequences of Boundary Spanning Burnout for Customer Service 
Representatives, Journal of Marketing Research, Vol. 31 (4), pp. 558-69. 

{ 1 6 3 > 



Customer Orientation: A Multivariate Analysis idMPJFERCA 

Spiro RL & Weitz BA. (1990), Adaptive selling: conceptualization, 
measurement, and nomological validity. Journal of Marketing Research, Vol. 
27, (February), pp. 6 1 - 69. 

Thakor, M. V., & Joshi, A. W., (2005). Motivating salesperson customer 
orientation insights from job characteristics model. Journal of Business 
Research, Vol. 58, pp. 584-592. 

i ''64} 



CHAPTER 5 
Conclusions: A summary and 

managerial implications 



Conclusions: A summary and managerial implications 

5,1 INTRODUCTION 

CHAPTERS 

In this ultimate chapter we present the synoptic view of the findings of the study 

and the results that warrant further discussions. This chapter will include sample 

demographics, the major findings of the parametric and non parametric tests 

followed by a thorough discussion on the multiple regression analysis using the 

service sectors covered and the aggregate data collected for the study to 

compare and contrast the findings of this empirical research. Moreover, we have 

also conducted two separate sets of regressions involving organisational related 

variables to avoid the effect of multi-collinearity; a unique approach in our study 

is made by collecting the level of satisfaction of customers while Interacting with 

the frontline service employees. This Is important because the employees in 

general tend to provide data to protect their interest. As such, the findings are 

based on the responses of the employees may not reveal the true picture of the 

problem under consideration. 

The discussion of this chapter is based on the descriptive statistics followed by 

inferential statistics for drawing meaningful conclusions. Based on the findings of 

the study, a thorough analysis of managerial implications will be presented for 

the benefit of the industries providing services. The limitations of the study as 

well as the directions for further research would be discussed for the inquisitive 

researchers intending to study customer orientation behaviour. 

It is well established among marketing theorists that firms which focus their 

activities on the needs of their customers, i.e. behave in a customer-oriented 

way, perform better than those companies who do not (Donavan et al., 2004). 

The studies by Narver and Slater (1990), Jaworski and Kohll (1993) experimental 

study validated the financial potential of a firm's customer orientation. Many 

research works have been undertaken in this field to look Into the notion of 

customer orientation and have analyzed the meaning of customer orientation. 

Eminent researchers like Parasuraman et al., (1988) and Dabholkar et al., (2000) 
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have analysed the role of service employees as an element of service quality 

studies. These researchers emphatically addressed the concept of customer 

orientation of service employees to survive In a highly competitive business 

environment (Kelley, 1992; Brown et al. 2002; Donavan et al. 2004; Hennlg-

Thurau and Thurau 2003; Hennig-Thurau, 2004). 

The researchers had acknowledged employee associated aspects of the 

services as the dimensions of the customer service quality assessment. Three 

out of five service quality dimensions of Parasuraman et al.'s (1988) SERVQUAL 

evaluated directly or indirectly for addressing the behaviour of the service 

employees which are responsiveness, assurance, and empathy. Similarly, 

Dabholkar et al. (2000) had identified individual consideration and comfort as 

provided by a service provider's employees as vital components of delivery of 

service quality. Authors working in this field mostly used a company perspective 

while modelling the different facets of employee behaviour that impacted service 

quality. Since, the customers view points are not incorporated in the study the 

service providers gained only a incomplete information on the managerial action 

that are needed to select and train their service employees (Hennig-Thurau, 

2004) for formulating service marketing strategies, 

Only by employing rigorous training of employees to behave in a customer 

oriented way, the managers of the organisation could establish a high level of 

customer orientation in their employees' attitudes. This would produce a higher 

level of stability in behaviour to satisfy the needs of the customers. It is needless 

to state that the vital job on the part of the managers is to instil proactive service 

attitudes or values among front line workers as an important route to the desired 

customer-oriented behaviours (Peccei and Rosenthal, 2000). In order to make 

the employees suitable for rendering proper services to the customers, it is 

obligatory to change the attitudes and behaviours of these frontline workers who 

constantly interact with the customers. Managers could either screen the 

potential employees in terms of their orientation toward customers or they should 
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try to Infuse positive consumer oriented attitudes into the employees very early In 

their training and employing procedure (Stocks Hoyer, 2005). 

Again, the measurement of customer orientation has created more bewilderment 

rather than perfect answers. The difficulty of measuring customer orientation 

originated from the ongoing debate within the industrial/organisational 

psychology literature on the use of broad versus narrow measures of personality. 

Some researchers argued that the measurement of broad personality traits was 

preferable to slender personality traits because they were more predictive of 

overall job performances (Ones & Viswesvaran, 1996). Advocates for the broad 

perspective, favour summing many different behavioural indicators across 

situations, building broad, "basic" personality constructs, such as the Big Five 

personality traits (Banick & Mount, 1991). 

Overall, what we have observed that in various attempts many companies have 

designated them as customer-oriented but in various instances they fall to do so. 

It is definitely true that the customer orientation and total customer care are 

definitely endowed with superior value to customers and that this Is certainly a 

key success factor in global competition. However, customer orientation on the 

level of objects would yield nothing; at the worst it would have a negative effect 

(Brannback, 1999). Customer-orientation had to become a fundamental 

organisational value which the employees start learning immediately after joining 

the organisation and learning the culture prevailed In the organisation during the 

process of socialization. Looking at the business, today we found that many 

firms, Indeed, were In the process of learning to perceive customers differently 

than they did eariler. In today's cut-throat competitive situation the customers 

could not be treated as mere objects, rather they should be considered as 

subjects having adequate knowledge. 

The distribution of means and corresponding standard deviation for the eight 

variables considered in our study are presented in table 5.1. The organisational 
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identification contained 7 items 5 point Likert scale. The maximum and minimum 

theoretical value would lie between 35 and 8 respectively. The mean value is 

found to be marginally higher than 26 which indicate that the sample respondents 

feel that their personal values match with the organisational values which are a 

desirable condition for the success of any organisation. Problems occur when 

there is a mis-match between the personal values of majority employees with the 

values practiced by the management. 

Table 5.1: Distribution of means and standard deviation for variables 
among total samples studied 

Variables 
Organizational 
Identification 
Experienced 
Meaningful ness 

Pay Satisfaction 

Job Stress 
Customer 
Orientation 
Job Variety 

Job Autonomy 

Job Supervision 

Minimum 

8.00 

3.00 

4.00 

4.00 

10.00 

6.00 

3.00 

8.00 

Maximum 

35.00 

15.00 

20.00 

20.00 

35.00 

25.00 

15.00 

30.00 

Mean 

26.3916 

12.0684 

13.1369 

12.0665 

27.3574 

19.4810 

11.6312 

22.3175 

Std. Deviation 

5.03763 

3.08160 

3.86785 

5.14896 

4.90419 

3.81758 

2.71239 

5.55560 

Table 5.2: Distribution of means and standard deviation for variables among the different 
service sector studied 

Variables 

Organizational 
Identification 
Experienced 
Meaningful ness 
Pay Satisfaction 

Job Stress 

Customer 
Orientation 
Job Variety 

Job Autonomy 

Job Supervision 

Retail Sector 

Mean 

27.50 

13.02 

10.46 

12.10 

26.12 

20.72 

10.92 

21.74 

SD 

4.42 

2.41 

2.79 

4.04 

4.39 

3.32 

3.48 

5.84 

Banking 
Sector 

Mean 

26.13 

12.52 

17.57 

7.46 

28.57 

20.47 

12.55 

24.57 

SD 

6.24 

2.32 

2.64 

5.87 

5.27 

3.66 

1.59 

5.48 

Postal 
Sector 

Mean 

27.72 

12.90 

12.09 

10.91 

28.70 

19.52 

10.72 

22.03 

SD 

4.91 

2.35 

1.79 

5.11 

5.09 

3.38 

2.28 

4.92 

Health Care 

Mean 

27.07 

12.29 

15.21 

14.81 

28.36 

19.86 

12.22 

23.48 

SD 

4.63 

2.53 

2.17 

4.95 

4.25 

3.37 

1.90 

4.91 

Insurance 
Sector 

Mean 

24.58 

12.49 

11.68 

11.93 

25.83 

18.05 

11.48 

21.41 

SD 

4.85 

1.92 

4.27 

4.11 

5.43 

3.90 

3.27 

6.61 

Stock 
Broking 

Mean 

24.85 

9.13 

12.63 

13.04 

27.19 

17.71 

11.88 

20.81 

SD 

4.76 

4.39 

4.01 

4.26 

4.74 

4.33 

2.40 

4.59 
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As far as the percentage spread of the respondents from different sectors 

included in the study is depicted in the following pie chart. 

Retail 
Sector, 23% 

Healthcare 
Sector, 12% 

Fig 5.1: Percentage spread of respondents from different service sectors 

studied 

In order to assess the scale dimensionality a confirmatory factor analysis is 

employed using Oblique rotation procedure. Since v̂ e had considered seven 

independent or explanatory variables and one dependent variable, we have 

obtained eight distinct factors. As we know that the objectives of factor analysis 

are twofold: data reduction and identifying underlying latent dimensions in the 

data structure for establishing scale dimensionality. The latent variable structure 

amply demonstrates that eight factors has emerged as separate dimensions 

establishing the construct validity of the scale. However, we have come across 

from the structure matrix that some factor loadings more than 0.3 have loaded 

with the underlying dimensions that we have desired to extract. It should be 

mentioned that there are no established criteria for retaining the factor loadings, 

though by convention researchers report factor loadings which are more than 

0.3. In some instances we have encountered the problems of split loadings which 

are also common phenomenon in factor analytic model. It is very interesting to 

discern that mis-loadings are almost absent in our factor analysis involving the 

aggregate data drawn from a variety of service employees belonging to diverse 

service sectors. 
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The results of Cronbach's alpha were presented In table 5.3. In spite of a small 

number of items In some cases the alpha values are found to be more than 0.7, 

which establish scale reliability. It could be seen that the alpha values are 

comparatively higher in magnitude where the scale items are more. 

Table 5.3 Reliability Statistics 

Variables 

Organisational Identification 
Experienced meaningfulness 

Pay Satisfaction 
Job Stress 

Customer Orientation 
Job Variety 

Job Autonomy 
Job Supervision 

Cronbach's 
Alpha 
.828 
.773 
.756 
.883 
.922 
.867 
.729 
.880 

N of Items 

7 
3 
4 
4 
7 
5 
3 
6 

The differences of variable means considered in our study are needed to be 

tested whether the responses from different service sectors are having same 

mean. Since, the numbers of sectors considered In our study are six service 

industries; we need to employ Annova technique to determine whether the mean 

values of variables differ significantly. The results of the Annova distinctly 

establish the fact that the mean values vary significantly because the p values 

are all significant beyond p<000. The null hypothesis is framed as that mean 

values are not same. Therefore, the null hypothesis cannot be accepted and It 

may be concluded that there exists significant differences between the mean 

values for all the variables considered in our study. The one limitation of Annova 

is that It does not explicitly reveal the contribution of different variables leading to 

acceptance or rejection of the null hypothesis. As a sequel to this, following table 

explicitly portrays the sources of variation for which significant differences 

between the means have been observed. The following table does not require 

any further explanation as we have arranged the table In a manner so that one 

{ 1 7 0 > 



Conclusions: A summary and managerial implications GHA1?TBR5 

could easily understand the contribution of different combination of variables that 

contributed to the results we reported in the Annova table. 

01 
EM 
PS 

JST 
CO 
JV 
JA 

JSU 

Table 5.4: Annova Table 
Significant Combination (p value) 

(.000)4,0 
(.000)1,0 
(.016)5,4 
(.001)3,2 
(.000)4,0 
(.007)1,2 
(.004)2,1 
(.000)1,0 

(.000)4,5 
(.000)1,4 
(.000)5,2 
(.000)3,4 
(.002)4,3 
(.007)1,0 
(.000)2,0 
(.000)1,3 

(.001)4,2 
(.000)1,3 
(.000)5,1 
(.000)3,5 
(.002)4,2 
(.000)1,3 
(.000)2,3 
(.015)4,0 

1,0 (.001) 
1,2 (.000) 
5,0 (.000) 
3,1 (.000) 
5,0 (.000) 
1,5 (.000) 
5,1 (.028) 
4,3 (.002) 

(.000)1.5 
(.000)1,5 
(.000)5,3 
(.000)3,0 
(.001)5,3 
(.021)4,2 
(.001)5,0 
(.015)5,0 

(.000)1,2 
(.026)0,5 
(.000)4,0 
(.007)2.1 
(.001)5,2 
(.001)4,0 
(.000)5,3 
(.001)5,3 

(.000)4,3 (.000)2.0 
(.000)2,0 (.000)4,0 

(.000)4,3 (.000)4,5 
(.015)4,3 
(.006)2,3 

(.049)1,3 

(.000)2,3 
(.000)5,0 

(.024)2.5 

(.000)1.0 (.000)1,3 
(.009)1,0 

(.000)0.3 

01: Organisational Identification, EM: Experienced Meaningfulness, PS: Pay Satisfaction, JST: Job Stress 
CO: Customer Orientation, JV; Job Variety, JA: Job Autonomy, JSU: Job Supervision 

The results of Mann-Whitney U test as well as Wilcoxon W are presented In 

chapter 3. The test is conducted for all possible combination of service sectors 

for the variable organisational identification to Identify significant differences 

between the responses provided by employees engaged in various service 

sectors. The table is self explanatory and a few comments are required for 

drawing inferences. Significant differences of responses on the organisational 

variable are found for the service sectors Insurance-Postal, Insurance-Stock 

Broking, Postal-Healthcare, Postal-Banking, Postal-Retail, Stock Broking-Retail, 

Banking-Stock Broking and Healthcare-Stock Broking. Mann-Whitney U test is a 

substitute for parametric't' test to find out the differences between the means of 

two corresponding variables. The findings of the parametric and non parametric 

tests more or less confirm the results so far as differences between means are 

concerned. 

For experienced meaningfulness the results of non parametric test and 

parametric test conducted more or less give identical results except in three 

occasions where we find contradictory results. In most of the cases the null 

hypotheses are rejected signifying meaningful differences between the means 

exist. 

So far as pay satisfaction is concerned the results of Mann-Whitney U test as 

well as Wilcoxon W and parametric't' test provide identical results. Only for two 
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items significant differences have not been observed. For other variables 

significant differences between means are significant beyond p<.05. 

For job stress variable the results of non parametric test and parametric test 

conducted exhibit identical results except for one combination of service sector 

viz. Healthcare and stock broking. Only for three Items significant differences 

have not been observed. For other variables significant differences between 

means are significant beyond p<.05. 

For customer orientation the results of non parametric test and parametric test 

conducted more or less confer identical results except in one occasion where we 

have found contradictory results. It is also been observed that in five occasions, 

significant differences have not been observed. In most of the cases the null 

hypotheses have been rejected signifying meaningful differences between the 

means. 

So far as job variety Is concerned the results of Mann-Whitney U test as well as 

Wilcoxon W and parametric 't' test provide Identical results except In two 

occasions, where we have found conflicting results. From the test it is also 

observed that for three items the significant differences have not been observed. 

For other variables significant differences between means are significant beyond 

p<.05.The't'distribution is a parametric one and follows normal distribution when 

the sample is large but Maan-Whitney test is a non-parametric distribution. The 

results may vary due to this reason. However, since the data are not ratio scale 

data we may expect that the non-parametric test is a better option to conclude 

acceptafion or rejection of hypotheses. 

For job autonomy, out of fifteen combinations of mean score, in five occasions 

the results of parametric test do not corroborate the findings of non parametric 

tests. The data that we have collected using a Likert scale, which is regarded as 

an interval scale. In many instances the distribution violets the assumptions of 
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normality. The variations between the acceptance and rejections of hypothesis 

may be attributed to this factor. 

Similar arguments may be put fonward for the job supervision variable where we 

also come across some inconsistencies which are similar to the explanation 

given above. 

Median test is applied to test whether the samples have been drawn from the 

same population and it is non parametric test which is very frequently applied in 

the field of marketing for understanding whether the samples belong to the same 

population. The tables above show that the median values significantly differ for 

different service sectors which are evident from the above tables. Therefore, the 

null hypothesis is rejected which imply that the samples do not come from the 

same population. 

Retail Sector: The results of the regression analysis demonstrate that the F 

value is significant beyond p<.000 which establishes the goodness of fit of the 

regression model. If we consider the coefficients presented below, we find that 

organisational identification and experienced meaningfulness are significant 

beyond p<.00 signifying that the organisational values and the individual values 

of the employees are similar and the employees find their job meaningful. This 

result highlights the managerial importance of ensuring that salespeople find their 

work as meaningful. Managers can try to inculcate the experienced 

meaningfulness about the job of the service people by expanding the scope of 

their job from being an order getter to being the deliverer of service to customers 

(Hackman & Oldham, 1980). However, so far as pay satisfaction is considered it 

is not found to be significant which may have some adverse effect on the part of 

the employees to practice customer oriented behaviour. The management of the 

organisation can try to ensure pay satisfaction to the employees by providing a 

competitive level of pay structure and by ensuring fairness in pay management 

(Chebat et al., 2002; Lawler. 1973). 
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For the same retail sector, another multiple regression analysis was conducted 

using the job characteristics variables suggested by the JCM model Including 

another explanatory variable viz. Job stress to predict customer orientation. The 

overall fit of the model is significant beyond p<.000 and an adjusted R^ of 0.261. 

The job stress is found to be negatively associated with customer orientation and 

the value is significant beyond p<.003. Job stress is a negative condition for most 

people if it crosses the threshold limit. As the level of stress from the job 

increases, the more likely an individual will see the job negatively (Allen et al., 

2004). Under such situation it is quite optimistic to believe that the employee will 

be customer oriented. The coefficient of regression analysis has revealed that job 

supervision contributed heavily in predicting customer orientation behaviour. We 

have found that good supervision positively influenced workers to become 

customer oriented. Chemiss (1980) illustrated the importance of supervision in 

the development of positive attitude among the employees. The results of 

Chemiss (1980) are equally applicable for the kind of study we have undertaken. 

Healthcare services: The finding of the regression analysis for healthcare sector 

has been presented in chapter 3. The results of the regression analysis 

demonstrate that the F value is significant beyond p<.000 which establishes the 

goodness of fit of the regression model. If we consider the coefficients presented 

below, we are finding that organisational identification, experienced 

meaningfulness and pay satisfaction are significant beyond p<.00 signifying that 

the organisational values and the individual values of the employees are similar 

and the employees find their job meaningful as well as they are satisfied with the 

pay to a large extent. Thereby, the healthcare workers may impart customer 

oriented behaviour. In previous researches It was found that the positive 

organizational identification among service personnel was an additional avenue 

that a manager could explore to enhance customer orientation (Thakor & Joshi, 

2005). The results, here again, drew attention to the managers, who would try to 

Inculcate the experienced meaningfulness of the job among service people by 
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expanding the scope of their job and making the job meaningful to the workers so 

that, they could assess the contribution they rendered for the organisation 

(Hackman & Oldham, 1980). 

Multiple regression analysis is conducted using the job characteristics variables 

suggested by the JCM model including another set of explanatory variables viz. 

Job stress, job variety, and job autonomy and job supervision to predict customer 

orientation in the health care sector .The overall fit of the model is significant 

beyond p<.000 and an adjusted R^ of 0.140. If we considered the coefficients 

that contributed heavily in predicting customer orientation behaviour, we find that 

job supervision positively influenced workers to become customer oriented. The 

job stress and job autonomy are found to be negatively associated with customer 

orientation and the values are significant beyond p<.003. Job stress is a negative 

condition for most people. As the level of stress from the job increases, the more 

likely an Individual will see the job negatively (Allen et al., 2004). Since the job 

stress is significant, it can be concluded that the healthcare workers may not 

practice positive customer orientation. Furthermore, from the study, it is also 

found that the job variety is not significant. Henceforth, it can be concluded that a 

positive effect on the customer orientation of the healthcare workers cannot be 

ensured (Lambert et. al., 2004). However, since the job supervision is by far have 

the greatest magnitude of effect, more than twice the job variety (Allen, et. al., 

2004), the management of the healthcare sector can try to ingrain the customer 

orientation within the healthcare workers. Apart from this the coefficient of ob 

autonomy is also negative; therefore it may have a negative impact on the 

customer orientation of the healthcare workers (Bontis et. al., 2011). 

Theoretically this result is consistent with the studies conducted by eariy 

researchers. 

Postal Services: The results of the regression analysis demonstrate that the F 

value is significant beyond p<.000 which establishes the goodness of fit of the 

regression model. If we consider the coefficients presented below, we find that 
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organisational Identification, experienced meaningfulness and pay satisfaction 

are significant beyond p<.00 .signifying that the organisational values and the 

individual values of the employees are similar and the employees find their job 

meaningful as well as they are satisfied with the pay to a large extent. Thereby 

the postal service workers may impart customer oriented behaviour. In previous 

researches it is found that the positive organizational identification among service 

personnel is an additional avenue that a manager can explore in order to 

enhance customer orientation (Thakor & Joshi, 2005). The results here again 

draw attention to the managers, who can try to inculcate the experienced 

meaningfulness of the job among service people by expanding the scope of their 

job and making the job meaningful to the workers so that, they could assess the 

contribution they render for the organisation (Hackman & Oldham, 1980). 

For the postal sector, multiple regression analysis is conducted using the job 

characteristics variables suggested by the JCM model including another 

explanatory variable viz. Job stress to predict customer orientation. The overall fit 

of the model is significant beyond p<.000 and an adjusted R^ of 0.444. If we 

consider the coefficients that contributed heavily in predicting customer 

orientation behaviour, we find that job supervision positively influences workers 

to become customer oriented. The job stress is found to be negatively associated 

with customer orientation and the value is significant beyond p<.003. So, we can 

conclude that the postal service employees are more customer orientated (Allen 

et. al.,2004). 

Stock broking: The results of the regression analysis demonstrate that the F 

value is significant beyond p<.000 which establishes the goodness of fit of the 

regression model. If we consider the coefficients presented below, we find that 

organisational identification, is significant however, experienced meaningfulness 

and pay satisfaction are not significant beyond p<.00 signifying that the 

organisational values and the individual values of the employees are similar 

though the employees do not find their job meaningful. As well as they are also 
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not satisfied with the pay they receive. Thereby, theoretically the stock brokers or 

the stock broking employees may not practice customer oriented behaviour 

towards the customers rather they would be motivated to pursue selling 

orientation to earn a substantial amount of commission. 

For the same stock broking sector, another multiple regression analysis was 

conducted using the job characteristics variables suggested by the JCM model 

including another explanatory variable viz. Job stress to predict customer 

orientation. The overall fit of the model is significant beyond p<.000 and an 

adjusted R̂  of 0.444. If we consider the coefficients that contributed heavily in 

predicting customer orientation behaviour, we find that job supervision positively 

influences workers to become customer oriented. The job stress is found to be 

negatively associated with customer orientation and the value is significant 

beyond p<.003. 

Banking Sector: The results of the regression analysis demonstrate that the F 

value is significant beyond p<.000 which establishes the goodness of fit of the 

regression model. If we consider the coefficients presented below, we find that 

organisational identification, experienced meaningfulness and pay satisfaction 

are significant beyond p<.00 signifying that the organisational values and the 

individual values of the employees are similar and the bankers are finding their 

job meaningful as well as they are also satisfied with the pay they receive. 

Thereby, the bankers may practice customer oriented behaviour towards the 

customers. 

For the same banking sector, another multiple regression analysis was 

conducted using the job characteristics variables suggested by the JCM model 

including another explanatory variable viz. Job stress to predict customer 

orientation. The overall fit of the model is significant beyond p<.000 and an 

adjusted R^ of 0.666. If we consider the coefficients that contributed heavily in 

predicting customer orientation behaviour, we find that job supervision positively 
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influences workers to become customer oriented. The job stress is found to be 

negatively associated with customer orientation and also the value is significant 

beyond p<.003. However, job autonomy Is found to be not significant. 

Theoretically this result is consistent with the studies conducted by eariy 

researchers. So, from the statistics it can be concluded that the bankers are 

having less of job delegated power rather than having chances of job 

empowerment. The banking sector because of high degree of formalisation, 

employees do not get a chance to decide the job to be performed independently 

without the permission of immediate supervisor. 

Insurance Sector: The results of the regression analysis demonstrate that the F 

value is significant beyond p<.000 which establishes the goodness of fit of the 

regression model. If we consider the coefficients presented below, we find that 

only organisational identification and pay satisfaction are significant beyond 

p<.00 signifying that the employees can identify with the organisational identity 

and also they are more or less satisfied with the pay they receive in accordance 

to the service they provide. However, experienced meaningfijlness is not 

significant beyond p<.00 signifying that the Insurance service personnel are not 

finding their job meaningful. Thereby, the insurance service personnel may 

impart customer oriented behaviour towards the customers. 

For the same insurance sector, another multiple regression analysis was 

conducted using the job characteristics variables suggested by the JCM mode! 

including another explanatory variable viz. Job stress to predict customer 

orientation. The overall fit of the model is significant beyond p<.000 and an 

adjusted R^ of 0.499. If we consider the coefficients that contributed heavily in 

predicting customer orientation behaviour, we find that job supervision is 

remaining Insignificant. Here also the job stress Is found to be negatively 

associated with customer orientation and also the value is significant beyond 

p<.003. On the other hand, job autonomy is remaining not significant and also is 

negatively associated with customer orientation. Theoretically this result Is 
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consistent with the studies conducted by eariy researchers. From the regression 

coefficient table we find that two variables are found to be significant viz. job 

stress and job variety. Interesting to note that job supervision and job autonomy 

are not found to be significant. Moreover, the magnitude of job autonomy is 

negative though not significant. The coefficient of job supervision influence the 

customer orientation variable but the same is not significant. 

After conducting sector wise regression analysis with a small sample size, we 

tried to aggregate the entire data set for running regression with a large sample 

size of n=526 to see whether the overall results contradict with the sector wise 

analysis. When the sample size is large, it is expected that the distribution is 

likely to be normal which is a precondition for running OLS technique. The model 

summary reveals that the multiple co relational coefficient is more than 0.55 and 

the adjusted square is neariy 0.31 which in the field of social research is quite 

acceptable. The corresponding F value is quite high and it is significant beyond 

p<.000. 

The set of explanatory variables viz. Organisational identification, experienced 

meaningfulness and pay satisfaction all are significant beyond p<.000 and the't' 

values are sufficiently large. The results signify that all these variables 

significantly influence the customer orientation variable and the employees 

pursue the practice of customer orientation instead of selling orientation. 

The second set of regression analysis conducted with the original most of the 

JCM items reveal that the goodness of fit is significant beyond p<.000 and 33 

percent variation in the original data is explained by the four explanatory 

variables. The coefficients of regression theoretically support the fact that 

customer orientation is positively influenced by the presence of job autonomy, job 

variety and job supervision. As we know, that the level of job stress and customer 

oriented behaviour are Inversely related, in our study we find that job stress is 
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negatively related with the practice of customer orientation and value is 

significant. 

The greatest limitation of conducting customer orientation studies including job 

dimensions is that the respondents are requested to provide responses both on 

the explanatory variables and the criterion variable. The customer orientation, in 

our study, is provided by the respondents in presence of supervisory staffs. It is 

quiet natural that the respondents are likely to exaggerate the customer 

orientation score in an attempt to remain on the safe side. In the organizations 

the success of service firms depends to a considerable extent on the 

performance of the frontline staffs in dealing with the customers. In view of this, 

the respondents try to portray a favourable image of the function they perform. 

No studies to our knowledge has addressed this issue and made an attempt to 

gather the behaviour of frontline service personnel from the consumers who 

directly interact with them. The methodological problem is that one cannot judge 

the customer orientation behaviour of an employee by asking a single 

respondent. In view this, we have used a systematic random sampling technique 

to collect the response of the service they receive from the service personnel. 

After collecting data from the customers by intercepting In the mall we have 

averaged their response to obtain a mean score of customer orientation. Based 

on that mean score generated by the customers, we have run a separate 

regression to visualize the differences between the scores provided by the 

service people on the criterion variable as well as the responses obtained from 

the customers. 

5.2 MANAGERIAL IMPLICATIONS 

According to the research findings, hospitality industry employees' job 

satisfaction positively Influences organizational commitment. However, many 

employees are dissatisfied with their wages, welfare, promotion and growth. 

Thus, it is suggested that the employees in the hospitality industry should receive 
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a fair amount of pay considering the stress under which they work. Time bound 

promotion and growth opportunities in the organization are mandatory in order to 

strengthen employee satisfaction. In addition, organizational commitment is the 

most critical factor to enhance job performance. Job satisfaction should enhance 

job performance only through organizational commitment. It indicates that the 

enhancement of organizational commitment is an important strategy of human 

resource management in the hospitality industry, it should particularly allow 

employees to accept organizational objectives, values and beliefs, and enhance 

the employees' loyalty and devotion. Empowerment and leadership are key 

factors for increasing hospitality industry employees' organizational commitment. 

In addition, internal marketing is the most important factor to enhance hospitality 

industry employees' job satisfaction, followed by leadership and empowerment. 

This study suggests that hospitality industry supervisors should sufficiently 

empower their employees by assigning different jobs and profession. Thus, 

employees would properly demonstrate their competency, and be more 

autonomic at work and more flexible when dealing with emergencies. As to 

younger part-time employees with lower seniority and a higher educational level, 

it is suggested to enhance educational training and flexibility, giving them greater 

problem-solving abilities and sufficient empowerment. In addition, this study 

suggests supervisors to select transformational leadership or transactional 

leadership according to the attributes of the employees' jobs so that employees, 

particularly younger part-time ones with a higher educational level, will perceive 

their supervisors' leadership positively. The following measures are 

recommended: (1) Supervisors should regularly hold meetings with employees. 

Besides recognizing employees' problems and listening to suggestions, the 

supervisors can also promote the policies and beliefs of the company; (2) They 

regularly hold employee training, job rotation, expanded and enriched jobs to 

allow employees to learn different affairs and further control the jobs in order to 

enhance their confidence; (3) Supervisors should actively learn their employees' 

situations, encourage them and care about them so that the employees would 

realize the employer-employee relationship surpassing a mere business trade. In 
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addition, the hospitality industry should construct an easy communication 

platform, such as public message book (board), e-mail or mailbox for opinions. 

Thus, employees, particularly younger part-time employees will more 

successfully communicate with supervisors and colleagues. Finally, the research 

findings reveal that the influence of job stress on hospitality industry employees 

is not negative. Proper external job stress can enhance hospitality industry 

employees' job performance. Thus, in order to enhance job performance, 

supervisors can offer appropriate job loading and objectives according to 

different employees' professions, seniority or positions in order to increase 

employees' (particulariy the part-time ones) job satisfaction and job performance. 

In addition, internal job stress reduces employees' job satisfaction. It is 

suggested that supervisors should allow employees to join in decision-making 

and support and care for the physical and mental health of their employees, 

especially those with higher level of educational background. 

Sales managers have to ensure that salespeople expend effort in developing and 

maintaining customer relationships over time. Our research is of significance to 

sales managers because it identifies three key salesperson psychological states 

that foster salesperson motivation to expend effort in these activities. Of the three 

psychological states—experienced meaningfulness, organizational identification, 

and pay satisfaction—our research shows that experienced meaningfulness is 

the strongest determinant of customer orientation. This result highlights the 

managerial importance of ensuring that salespeople find their work as 

meaningful. Managers can foster experienced meaningfulness among 

salespeople by providing them variety in their job and by expanding the scope of 

their job from being an order getter to being the deliverer of service to customers 

(Hackman and Oldham, 1980). Further, our results highlight the importance of 

ensuring pay satisfaction among salespeople as this enhances the effect of 

experienced meaningfulness on customer motivation. Managers can foster pay 

satisfaction by providing a competitive level of pay and by ensuring fairness in 
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pay management and by providing incentives for better performance, lesser 

absenteeism etc. (Chebat et al., 2002; Lawler, 1973). However, In many 

Instances, managers may be constrained from taking actions to alter job variety 

or job scope. Consider job rotation: senior management, customers, and 

salespeople may all oppose this practice on the grounds that It potentially 

disrupts effective working relationships between salespeople and their 

customers. What is a manager to do In such a situation? Our research 

recognizes the development of organizational Identification among salespeople 

as an additional avenue that a manager can explore in order to enhance 

customer orientation. Given that salespeople are in the field for the most part, 

their manager becomes representative of the organization. By employing 

considerate leader behaviors (Boles et al., 2001) and by providing regular and 

constructive feedback (JaworskI & Kohli, 1993), the sales manager can enhance 

the salesperson's Identification with the organization. Since these actions (i.e., 

considerate leader behaviours and provision of feedback) are directly in the 

manager's control, the manager can employ them to compensate for their 

inability to enhance experienced meaningfulness. 

The data obtained indicates that organizational identification has a positive 

impact on customer orientation however the same is quite significant. The 

managerial Interpretation is that the employee engagement Initiative which the 

company has in the organization promotes a unique culture across a level which 

helps employees to identify themselves with the organization and thus create 

positive Impact on their respective performances to practice customer orientation. 

The company should Improve the induction procedure and develop a two way 

communication to clear the perceptions and doubts of the employees joining the 

organization. The human resource managers design and develop human 

resource practices such as performance appraisal techniques, reward systems; 

promotion pollcies.etc. Needless to point out that the success of these initiatives 

depends to a large extent on their implementation by the line managers. The 

response of the employees' In this respect is simply fascinating and the company 
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should maintain this culture to enhance the performance of the employees and 

reduce the employee turnover. The data obtained indicates that some of the 

important job dimensions have positive impact on customer orientation and the 

same are significant. The managerial interpretation is that style of supervision 

which the company follows is in line with company's values and ethics which is 

further is defined by the Organizational Vision and Mission and hence has a 

positive impact is revealed on employee's performance in terms of customer 

orientation. However the same is significant as individual behavioural traits of the 

supervisors and the traits of the employees are very much consistent. The 

supervisors must keep up the good work and enhance the morale of the 

employees working under them. The data obtained indicates that customer 

orientation in many cases is positively associated with the job related variables. 

The managerial interpretation is that the customer orientation is critical In service 

Industry and the reward and appreciation linked to it is significant thereby 

creating a positive and significant impact. 

In addition the employee expectation on pay is also driven by Industry trends and 

the service industries studied by us being on the high end of SME segment is 

always compared with MNC's and large Indian Companies. In addition the 

variable pay in the company is open ended and hence a high performer can earn 

substantially well over and above his/her fixed pay. 

5.3 UMITATION OF THE STUDY AND SCOPE FOR FURTHER RESEARCH 

The present study has several limitations that should be addressed at this stage. 

In our view the study was conducted with a small sample drawn from a small 

number of service sectors operating from India. The findings reported above 

must not be generalised since the mission, objective, organizational culture vary 

significantly across other service Industries operating in the same sector. The 

second limitation of the study pertains to the assessment of validity measures 

adopted in this study. We have considered only the construct validity and 
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nomological validity througli factor analysis and multiple regression analysis. The 

future studies should consider other types of validity like, content validity, 

discriminant validity etc. 

5.4 REFERENCES 

Allen, R. I., Lambert, E. G., Pasupuletl, S., Tolar, T. C , & Ventura, L A., (2004). 
The Impact of Job Characteristics on Social and Human Service Workers, 
Social Work and Society, Vol. 2 (2), pp. 173-188. 

Barrick, M.R., & Mount, M. K. (1991). The big five personality dimensions and 
job performance: A meta-analysis. Personnel Psychology, Vol. 44, pp. 1-26. 

Boles JS, Babin BJ, Brashear TG, & Brooks C. (2001). An examination of the 
relationship between retail work environments, salesperson selling 
orientation customer orientation and job performance. Journal of Marketing 
Theory & Practice, Vol. 9 (Summer), pp. 1-13. 

Bontis., N, Richards., D, & Serenko., A. (2011). Improving service delivery: 
Investigating the role of information sharing, job characteristics, and 
employee satisfaction. Emerald Group Publishing Ltd. 

Brannback, M., (1999), Is Internet Changing the Dominant Logic of 
Marketing? European Management Journal, Vol. 15. (6), pp. 698-707. 

Brown, T. J., Mowen, J. C, Donovan, D. T. & Likata, J. W., (2002). The 
Customer Orientation of Service Workers: Personality Trait Effects on Self-
and Supervisor Performance Ratings, Journal of Marketing Research, Vol. 39 
(1), pp. 110-119. 

Chebat J-C, Babin B & Kollias K. (2002). What makes contact employees 
perform? Reactions to employee perceptions of managerial practices. 
International Journal of Bank Marketing, Vol. 20 (7), pp. 325 -332. 

Gherniss, C , (1980). Staff burnout: Job stress in the human services. Sage, 
Beverly Hills, CA. 

Dabholkar, P.A., Sheperd, CD. & Thorpe, D.l. (2000). A comprehensive 
framework for service quality: an investigation of critical conceptual and 
measurement issues through a longitudinal study, Journal of Retailing, Vol. 
76(2), pp. 139-73. 

{ 1 8 5 > 



Conclusions: A summary and managerial implications ^ H A S T E R S ' 

Donavan, DT., Brown, T.J. & Mowen, J.C. (2004), Internal benefits of service 
worker-customer orientation: job satisfaction, commitment, and 
organizational citizenship behaviors, Journal of Marketing, Vol. 68, January. 

Hackman J.R. & Oldham, G.R. (1980). Work Redesign. Reading, MA, 
Addison-Wesley Publishing Company Inc. 

Hennig-Thurau, T. & Thurau, C. (2003), Customer orientation of service 
employees - toward a conceptual framework of a key relationship 
marketing construct. Journal of Relationship Marketing, Vol. 2 (1), pp. 1-32. 

Hennig-Thurau, T. (2004), Customer orientation of service employees - its 
impact on customer satisfaction, commitment, and retention, International 
Journal of Service Industry Management, Vol. 15 (5), pp. 460-478. 
JaworskI, B.J. & Kohli, A.K. (1993), Market orientation: antecedents and 
consequences. Journal of Marketing, Vol. 57, pp. 53-70. 

Kelley, S.W. (1992), Developing customer orientation among service 
employees, Journal of the Academy of Marketing Science, Vol. 20 (1), pp. 27-
36. 

Lawler, EE, (1973). Motivation in work organizations. Brooks/ Cole, Monterey 
(CA). 

Nan/er, J.C. & Slater, S.F. (1990), The effect of a market orientation on 
business profitability, Journal of Marketing, Vol. 54, pp. 20-35. 

Ones, D.S., & Vlswesvaran, C. (1996). Bandwidth-fidelity dilemma in 
personality measurement for personnel selection. Journal of Organizational 
Behavior, Vol. 17, pp. 609-626. 

Parasuraman, A., ZeithamI, V.A. & Berry, L.L (1988), SERVQUAL: a multiple-
Item scale for measuring consumer perceptions of service quality, Journal 
of Retailing, Vol. 64, Spring, pp. 12-40. 

Peccei, Riccardo & Patrice Rosenthal. (2000). Front-Line Responses to 
Customer Orientation Programs: A Theoretical and Empirical Analysis. 
International Journal of Resource Management Vol. 11 (3), pp. 562-590. 

Stock, R. M., & Hoyer, W. D., (2005). An attitude-behavior model of 
salespeople's customer orientation. Journal of the Academy of Marketing 
Science, Vol. 33 (4), pp. 536-552. 

Thakor, M. V., & Joshi, A. W., (2005). Motivating salesperson customer 
orientation insights from job characteristics model. Journal of Business 
Research, Vol. 58, pp. 584-592. 

I ^̂^ } 



BIBLIOGRAPHY 



BIBLIOGRAPHY 

Agho, A., Mueller, C, & Price, J., (1993). Determinants of employee job satisfaction: An 
empirical test of a causal model, in: Human Relations. Vol. 46, pp. 1007-1027. 

Alajoutsijarvi, (1996). K.: Rautainen pari, Kymmenen ja Valmetin suhde, lahiverkosto ja 
makrovoimat. Doctoral Dissertation, in Finnish, University of JyvaskylS, pp. 1948-1990. 

Alge, B. J., Gresham, M. T., Heneman, R. L., Fox, J., & McMasters, R., (2002). IWeasuring 
customer service orientation using a measure of interpersonal skills: A preliminary test in 
a public service organization, Journal of Business Psychology, Vol. 16, pp. 467-476. 

Alhakimi, W. & Baharun, R., (2009). A synthesis model of market orientation constructs 
toward building customer value: A theoretical perspective, African Journal of Marketing 
Management, Vol. 1(2), pp. 043- 049. 

Allen, R. I., Lambert, E. G., Pasupuleti, S., Tolar, T. C . & Ventura, L A., (2004). The Impact of 
Job Characteristics on Social and Human Service Workers, Social Work and Society, Vol 2 
(2). pp. 173-188. 

Annual Report (2000-2001), Department of Post, India. 

Ashforth B.E & Mael F., (1989). Social identity theory and the organization. Academy Manage 
Review. Vol. 14 (1), pp. 20 -39. 

Bandura, A. (1986). Social Foundations of Thought and Action: A Social Cognitive View. 
Englewood Cliffs, Prentice Hall, New Jersey. 

Bamck, M.R.. & Mount, M. K. (1991). The big five personality dimensions and job 
performance: A meta-analysis. Personnel Psychology, Vol. 44, pp. 1-26. 

Bitner, M.J.. Booms, B.H. & Tetreault, M.S. (1990). The service encounter: diagnosing 
favorable and unfavorable incidents. Journal of Marketing, Vol. 54, pp. 71-84. 

Black JS, & Gregersen HB (1997). Participative decision-making: an integration of multiple 
dimensions. Human Relations, Vol. 50 (7), pp. 859-878. 

Biau G (1981). A empirical investigation of job stress, social support, service length, and 
job strain. Organizational Behaviour Human Performance, Vol. 27 (2), pp. 279-302. 

BlaiiTH. (1994). Psychological Services for Law Enforcement. Wiley, New York. 

Boles JS, Babin BJ, Brashear TG, & Brooks C. (2001). An examination of the relationship 
between retail work environments, salesperson selling orientation customer orientation 
and job performance. Journal of Marketing Theory & Practice, Vol. 9 (Summer), pp. 1-13. 

Bontis.. N, Richards., D, & Serenko., A. (2011). Improving service delivery: Investigating the 
role of information sharing, job characteristics, and employee satisfaction. Emerald Group 
Publishing Ltd. 

Boudrias JS, Gaurdreau P, & Laschinger HKS (2004). Testing the structure of psychological 
empowerment: Does gender make a difference?, Educational Psychological Measure, Vol. 64 
(5), pp. 861-877. 

Bowen DE, & Lawler EE III (1992). The empowerment of service workers: What, why, how, 
and when, Sloan Management Review, Vol. 33 (3), pp. 31-39. 

{^sr} 



BIBLIOGRAPHY 

Brady M.K., & J.Cronin Jr. (2001), Customer Orientation: Effects of Customer Service 
Perceptions and Outcome Behaviors, Journal of Service Research, Vol. 3 (3), pp. 241 - 2 5 1 . 

Brannback, M. & Puhakainen, J. (1998). Web marketing: Has the distinction between 
products and services become obsolete?. Journal of Market-Focused Management, Vol. 3 
(1), pp. 47-58. 

Brannback, M. (1997). The Knowledge-Based Marketing Concept - A Basis for Global 
Business, Human Systems Management. Vol. 16 (4) pp. 293-299. 

Brannback, M., (1999), Is Internet Changing the Dominant Logic of Marketing? European 
Management Journal, Vol. 15. (6), pp. 698-707. 

Brown SP, Cron WL, & Leigh TW (1993), Do feelings of success mediate sales performance-
work attitude relationships? Journal of Academy of Marketing Science, Vol. 21 (2), pp. 91-100. 

Brown, Gene, Robert E. Widing, & Ronald L. Coulter (1991). Customer Evaluation of Retail 
Salespeople Utilizing the SOCO Scale: A Replication, Extension, and Application, Journal 
of tfie Academy of Marketing Science, Vol 19(4), pp. 347-351. 

Brown, T. J., Mowen, J. C , Donovan. D. T. & Likata, J. W., (2002). The Customer Orientation 
of Service Workers: Personality Trait Effects on Self- and Supervisor Performance 
Ratings, Journal of Marketing Research, Vol. 39 (1), pp. 110-119. 

Bruhn, M. (1999). Kundenorientierung—Bausteine eines Exzellenten Unternehmens. Beck, 
Mu'nchen. 

Buffum, W., & Ritvo, R., (1984). Work autonomy and the community mental health 
professional: Guidelines for management in: Administration in Social Work, Vol. 8 (4). pp. 39-
54. 

Cascio WF. (2006). Managing Human Resources: Productivity, Quality of Work Life, Profits, 
McGraw-Hill. Inc. New York. 

Castro CB, Armario EM & Rio MES (2005). Consequences of market orientation for 
customers and employees, Eurooean, Journal of Marketing. Vol. 39 (5/6). pp. 646. 

Chebat J-C, Babin B & Kollias K. (2002). What makes contact employees perform? Reactions 
to employee perceptions of managerial practices, international Journal of Bank Marketing, 
Vol. 20 (7), pp. 325 -332. 

Chen S & Quester P (2009). A value-based perspective of market orientation and customer 
service, Journal of Retailing Consumers. Sen/. Article in press. 

Chemiss, C. & Egnatios, E., (1978). Is there job satisfaction in community mental health?, in: 
Community Mental Health Journal. Vol. 14, pp. 309-318. 
Cherniss, C , (1980). Staff burnout: Job stress in tiie human services. Sage, Beverly Hills, 
CA. 

Churchill G, Ford NM, & Walker DC. (1974). Measuring the job satisfection of industrial 
salesmen. Journal of Marketing Research, Vol. 1, pp. 254-260. 

Coelho., F, Augusto., M, & Lages., LF. (2011).Contextual Factors and the Creativity of 
Frontline Employees: The Mediating Effects of Role Stress and Intrinsic Motivation, Journal 
of Retailing, Vol. 87. pp. 31-45. 

{ 1 8 8 > 



BIBLIOGRAPHY ^MJBMWilkU 

Conger JA. & Kanungo RN (1988). The empowerment process: Integrating theory and 
practice. Academic Management Review, Vol. 13 (3), pp. 471-782. 

Cooper CL, Sloan SJ, & Williams S (1988). Occupational stress indicator management guide, 
NFER-Nelson. Windsor. 

Cushman. L., Evans, P. & Namerow, P., (1995). Occupational stress among AIDS social 
service providers, in: Social Wbr/c in Health Care, Vol. 21 (3), pp. 115-131. 

Dabholkar, P.A., Sheperd, CD. & Thorpe, D.I. (2000). A comprehensive framework for seryice 
quality: an investigation of critical conceptual and measurement issues through a 
longitudinal study, Journal of Retailing, Vol. 76 (2), pp. 139-73. 

Dalgic, T. (1998). Dissemination of Market orientation in Europe, International marketing 
Review, Vol. 15 (1), pp. 45-60. 

Day GS. & Wensley R., (1988). Assessing advantage: A framework for diagnosing 
competitive superiority, Journal of Marketing. Vol. 52, pp. 1-20. 

Day, G. S. (1998). What Does It Mean to be Market-Driven, Business Strategy Review, Vol. 9 
(1), pp. 1-14. 

Day, George S. (1994), The Capabilities of Market-Driven Organizations, Journal of 
Marketing, Vol. 58, pp. 37-52. 

Dec! EL, & Ryan RM. (1985). intrinsic motivation and self-determination in human behavior, 
Plenum, New York. 

Deng S, & Dart J (1994). Measuring market orientation: A multi-factor, muiti-item approach, 
Joumal of Marketing Management, Vol 10, pp. 725-742. 

Deshpande R & Farley JU (1998). Measuring market orientation: Generalization and 
synthesis. Journal of Matliet Focused Management, Vol. 2 (3), pp. 213-232. 

Deshpande R, & Webster FE Jr. (1989). Organizational culture and marketing: Defining the 
research agenda, Journal of Marketing. Vol. 53 (1), pp. 3-15. 

Deshpande R, Farley JU, & Webster FE Jr (1993). Corporate culture, customer orientation, 
and innovativeness in Japanese firms: A quadrad analysis, Journal of Marketing, Vol. 57 (1), 
pp. 23-37. 

Devellis, R.F. (1991). Scale Development, Sage Publications, pp. 24-33. 

Donavan, D.T., Brown, T.J. & Mowen, J.C. (2004), Internal benefits of service worker-
customer orientation: job satisfaction, commitment, and organizational citizenship 
behaviors. Journal of Marketing, Vol. 68, January. 

Drucker, P. F. (1954), The Practice of Management, Harper & Brothers, New York. 

Dunlap, B.J., Michael J. Dotson & Terry M. Chambers (1988), Perceptions of Real-estate 
Brokers and Buyers: A Sales-Orientation, Customer-Orientation Approach, Journal of 
Business Research, pp. 17. 

Eby LT, Freeman DM, Rush MC & Lance CE (1999). Motivational bases of affective 
organizational commitment: a partial test of an integrative theoretical model. Journal of 
Occupational Organisational Psychology, Vol. 72 (4), pp. 463- 483. 

{ 1 8 9 ) -



BIBLIOGRAPHY 

Felton, A. (1959). Making the Marketing Concept Work, Harvard Business Review, Vol. 37. 

Fifer, K. & Padmanabhan, G. (2009). Indian Retail Sector: Time to take Stock, Heidricli and 
Struggles. 

Fleming R, Baum A, & Singer JE (1984). Tov/ard on intergrative approach to the study of 
stress. Journal of Social Personality & Social Psychology, Vol. 6 (4), pp. 939-949. 

Fried, Y. & Ferris, G.R. (1987). The validity of the job characteristics model: A review and 
metaanalysis. Personnel Psychology, Vol, 40, pp. 287-322. 

Fritz W (1996). Market orientation and corporate success: Findings from Germany, 
European Journal of Marketing, Vol. 8, pp. 59-74. 

Gellis, Z. D. (2001). Job stress among academic health center and community hospital 
social workers, in: Administration in Social Work. Vol. 25 (3), pp. 17-33. 

Gibson, F., McGrath, A., & Reid, N. (1989). Occupational stress in social work. British Journal 
of Social Work, Vol. 19, pp. 1-18. 

Goff BG, Boles JS, Bellenger DN. & Stojack C. (1997). The influence of salesperson selling 
behaviors on customer satisfaction with products. Journal of Retail, Vol. 73 (2), pp. 1 7 1 -
183. 

Grashof, John F. & G. P. Thomas (1976), Industrial Buying Center Responsibilities: Self 
versus Other Member Evaluations of Importance, in Educators' Proceedings, Kenneth 
Berhardt, ed. Chicago: American Marketing Association, pp. 344. 

Gronroos, C. (1979). Marknadsforing av Tjanster. En studie av marknadsforingsfunktionen 
itjansteforetag (Marketing of Services: A Study of the Marketing Function in Service 
Firms), Doctoral Dissertation, Svenska Handelshogskolan. 

Gr6nroos, C. (1989). Defining Marketing: A Market-Oriented Approach, European Journal of 
marketing. Vol. 23 (1), pp. 52-60. 

Gre^nroos, C. (1994). Quo Vadis, Mari^eting? Toward a Relationship Marketing Paradigm, 
Journal of Marketing Management, No. 10, pp. 347-360. 

Gronroos, C. (1996). Relationship marketing: Strategic and Tactical Implications, 
Management Decisions, Vol. 34 (3), pp. 5-14. 

Grdnroos, C. (1997). Relationship Marketing: Interaction Dialogue, and value. Working Paper 
No. 344, Swedish School of Economics and Business Administration. 

Gummesson, E. (1987). The New marketing - Developing Long-term Interactive 
Relationships, Long-Range Planning, Vol. 20. (4), pp. 10-20. 

Hackman J.R. & Oldham, G.R. (1976). Motivation through the design of work: Test of a 
theory. Organizational Behavior and Human Performance, Vol. 16, pp. 250-279. 

Hackman J.R. & Oldham, G.R. (1980). Work Redesign. Reading, MA, Addison-Wesley 
Publishing Company Inc. 

Hackman J.R. & Oldham, G.R. (1975). Development of the job diagnostic survey. Journal of 
Applied Psychology, Vol. 60, pp. 159-170. 

-[ 190 y 



BIBLIOGRAPHY 

Hackman, J. R., & Lawler, E., Ill (1971). Employee reactions to job characteristics. Journal of 
Applied Psychology Monograph, Vol. 55, pp. 259-285. 

Hagel III, J. & Singer, M. (1999). Unbundling the Corporation, Harvard Business Review, pp. 
133-141. 

Hall DT. (1976). Careers in organizations. Pacific Palisades (CA): Goodyear. 

Hennlg-Thurau, T. & Thurau, C. (2003), Customer orientation of service employees - toward 
a conceptual framework of a key relationship marketing construct, Journal of Relationship 
Marketing, Vol. 2 (1). pp. 1-32. 

Hennig-Thurau, T. (2004), Customer orientation of service employees - its impact on 
customer satisfaction, commitment, and retention. International Journal of Sen/ice Industry 
Management, Vol. 15 (5), pp. 460-478. 

Herzberg, F., Mausner, B. & Snyderman, B. (1959). The Motivation to Work. Wiley Press, New 
York, NY. 

HImIe, D., Jayaratne, S. & Thyness. P. (1989). The buffering effects of four types of 
supervisory support on work stress, in: Administration in Social Work, Vol. 13 (1), pp. 19-34. 

Hoffman, Donna. L., Novak & Thomas. P. (1996), Marketing in hypermedia computer-
mediated environment: Conceptual foundations, Journal of Marketing, pp. 50-68. 

Hollet, S. & Fournier, C , (2007). Does customer orientation influence salesforce burnout 
and performance? Results from an empirical study, Instltut De Recherche En Gestion. 
Universite Paris XII, 36th EMAC Conference, Reykjavik, 22"̂ * - 25*^ May, 2007. 

Holmlund M. (1997). Perceived Quality in Business Relationships, Doctoral Dissertation. 
Swedish School of Economics and Business Administration, Helsinki. 

Howe, Vince K., Douglas Hoffman & Donald W. Hardigree (1994). The Relationship Between 
Ethical and Customer-Oriented Service Provider Behaviors, Journal of Business Ethics, Vol. 
13, pp. 497-506. 

Hurley RF, & Hull GTM (1998). Innovation, market orientation, organizational learning: An 
integration and empirical examination, Journal of Marketing, Vol. 62, pp. 42-54. 

Hutcheson, G., & Sofroniou, N. (1999). The Multivariate Social Scientist, Sage Publications, 
London. 

Itzhaky, H., & Aviad-Hiebloom, A., (1998). How supervision and role stress in social work 
affect burnout, in: Arete, Vol. 22 (2), pp. 29-43. 
JagdJsh N. Sheth, Nirmal K. Sethia & ShanthI Srinivas (2011). Mindful consumption: a 
customer-centric approach to sustainability, Journal of the Academy of Marketing Science, 
Vol. 39, pp. 21-39. 

Jamal M (1990). Relationship of Job Stress and Type-A Behavior to Employees, Job 
Satisfaction, Organization Commitment, Psychosomatic Health Problems and Turnover 
Motivation. Journal of Human Relations, Vol. 43 (8), pp. 727-738. 

Jaworski, B.J. & Kohli, A.K. (1993), Market orientation: antecedents and consequences, 
Journal of Marketing, Vol. 57, pp. 53-70. 

^ 191 y 



BIBLIOGRAPHY 

Jha, S. M. (2000). Bank Marketing, Millennium Edition, Himalaya, Mumbai. 

Jham. Vimi, (2005). Insights into Customer Interactions in the Banking Industry - A 
Qualitative Relationship Marketing Study, Review of Professional Management, Vol. 3 (1), pp 
10-17. 

John G. (1984). An empirical investigation of some antecedents of opportunism in a 
marketing channel. Journal of Marketing Research, Vol. 21, pp. 278- 289. 

Johns, G., Xie, J .L '& Fang, Y. (1992). Mediating and moderating effects In job design. 
Journal of Management, Vol. 18, pp. 657-676. 

Kaiser 1974 & Kaiser, J. F. (1974). Using the Window Function, IEEE Transactions on 
Circuits and Systems - 1 , Fundamental Theory and Applications, pp. 20-23. 

Kanter RM (1993). Men and women of the corporation, Basic Books. New York. 

Karasek, R. A. (1979). Job Demands, Job Decision Latitude, and Mental Strain: Implications 
for Job Redesign. Administrative Science Quarterly, Vol. 24, pp. 285-309. 

Kaynak E, & Kara A. (2004). Market orientation and organizational performance: A 
comparison of industrial versus consumer companies in Mainland China using market 
orientation scale (MARKOR), Industrial Marketing Management. Vol. 33 (5), pp. 743-753. 

Kelley SW. (1992). Developing customer orientation among service employees. Journal of 
Academy of Marketing Science, Vol. 20 (Winter), pp. 2 7 - 36. 

Kelley, S.W. (1992), Developing customer orientation among service employees, Journal of 
the Academy of Marketing Science, Vol. 20 (1), pp. 27-36. 

Kennedy, K. N., Goolsby, J. R. & Amould, E. J. (2003), Implementing a customer orientation: 
Extension of theory and application. Journal of Marketing. Vol. 67 (4), pp. 67-81. 
Kennedy, Karen N., Felicia G. Lassk, & Jeny R. Goolsby (2002). Customer Mind-Set of 
Employees throughout the Organization, Journal of the Academy of Marketing Science. Vol. 
30(2), pp. 159-171. 

King, R. (1965), The marketing concept. In: Science in marketing. Edited by Schwartz, G. pp. 
70-97, John Wiley & Sons. New York 

Kohli AK, & Jaworski BJ (1990). Market orientation: The construct, research propositions, 
and managerial implications. Journal of Marketing, Vol. 54, pp. 1-18. 

Kosuge, R. (2006). Internal dynamics of customer-oriented service organizations, 
Implications from a cognitive perspective, MMRC Discussion Paper no. 103, University of 
Tokyo. 

Kotler, P. (1967). Mariceting Management Analysis, Planning, and Control, 9̂ ^ edition. 
Prentice Hall Inc., Englewood Cliffs, New Jersey. 

Kotler, P. (1980), Marketing Management: Analysis, Planning and Control, 4*̂  edition. 
Englewood Cliffs, Prentice- Hall, Inc. New Jersey. 

Kurtz, D. L , H. R. Dodge & J. E. Wompmaker (1976). Professional Selling. Dallas: Business 
Publications Inc. 

{ 1 9 2 > 



BIBLIOGRAPHY 

Lamberg, H. (2008). Creating Relational Customer Orientation, Analyzing change process 
with a professional high-tech organisation, Academic dissertation for public discussion, 
University of Tampere. 

Langerak F. (2001). Effects of market orientation on the behavior of salespersons and 
purchasers, channel relationships, and performance of manufacturers. International Journal 
of Research in Marketing, Vol. 18, pp. 221-234. 

Lawler EE, (1971). Pay and organizational effectiveness: a psychological view. McGraw-Hill, 
New York. 

l-awler, EE, (1973). Motivation in work organizations. Brooks/ Cole, Monterey (CA). 

Lee YD, Lain JW & Chen CY (1999). A study on the measurement of productivity for white 
color employees: a case of electronic industry in Taiwan. Chinese Milit Academy Journal, 
Vol. 14. pp. 345-361. 

Leong, Slew Meng, Paul S. Busch, & Deborah Roedder John (1989), Knowledge Bases and 
Salesperson Effectiveness: A Script-Theoretic Analysis, Journal of Marketing Research, Vol. 
26(2), pp. 164-78. 

Levitt, T. (1960). The industrialisation of service. Hansard Business Review, Vol. 38 (5), pp. 41-
52. 

Liu H (1995). Market orientation and firm size: An empirical examination in UK firms, 
European Journal of Marketing, Vol. 29 (1), pp. 57-71. 

Loher, B.T., Noe, R.A., Moeller, N.L. & Fitzgerald, M.P. (1985). A meta-analysis of the relation 
of job characteristics and job satisfaction. Journal of Applied Psychology, Vol. 70, pp. 280-
289. 

Lovelock & Cristopher, (2001). Service Marketing: People, Technology, Strategy, 4*̂  Edition, 
Prentice Hall. 

Matteson. M., & J. Ivancevich. (1982). Stress and the Medical Technologist: A General 
Overview, American Journal of Medical Technology, Vol. 48, pp. 163-168. 

McCarthy, E. J. (1960). Basic Marketing, A managerial approach, Richard D. Irwin, Homewood 
111. 

McKiterick, J. (1957). What is the marketing though and action? American Marketing 
Association, Chicago, IL, pp. 71-82. 

Michaels, Ronald E. & Ralph L Day (1985), Measuring Customer Orientation of Salespeople: 
A Replication with Industrial Buyers, Journal of Marketing Research, Vol. 22, pp. 443-446. 

Michaels, Ronald E., Ralph L. Day & Erich A. Joachimsthaler (1987). Role Stress Among 
Industrial Buyers: An Integrative Model, Journal of Marketing, Vol. 51 (2). pp. 28-45. 

Moore, G, A. (1995). Inside the Tornado, Capstone, Oxford. 

Moore, J. F. (1996). The Death of Competition: leadership and Strategy in the Age of 
Business Ecosystem. Harper Business, New York. 

Mueller, C, Boyer, E., Price, J., & Iverrson, R., (1994). Employee attachment and noncoercive 
conditions of work, in: Work and Occupations, Vol. 21. pp. 179-212. 

{ 1 9 3 > 



BIBLIOGRAPHY 

Murat H, & Thomas, GR (2003). Job satisfaction of restaurant employees: An empirical 
investigation using the Minnesota satisfaction questionnaire. Journal of Hospitality & 
Tourism Research, Vol. 27 (1): pp. 85-100. 

Narasimhan Committee Report, (1997), www.indianembassv.orq/enews/apr98 

Nan/er, J.C. and Slater, S.F. (1990). The effect of a market orientation on business 
profitability, Journal of Marketing. Vol. 54, October, pp. 20-35. 

Nelson Oly Ndubisia, (2011). Mindfulness, reliability, pre-emptive conflict handling, 
customer orientation and outcomes in Malaysia's healthcare sector. Journal of Business 
Research. 

O'Gomrian F (Ed) (1995). Brazilian community development: changes and challenges. London: 
Zed Books. 

O'Hara, Bradley S., James S. Boles & Mark W. Johnston (1991). The Influence of Personal 
Variables on Salesperson Selling Orientation, Journal of Personal Selling and Sales 
Management, Vol. XI (1) (Winter), pp. 61-67. 

Ogunnaike, 0 . 0 (2011). Assessing the Effect of Organizational Commitment on Service 
Quality; a Study of Customer-Contact Employee, Giobal Journal of Management And 
Business Research, Vol. 11 (I), Version I. Global Joumals Inc. (US), pp. 33-39. 

Ohmae, K. (1988), Getting Back to Strategy, Harvard Business Review, Vol. 66 (6), pp. 149-
156. 

Oldham, G. R., Hackman, J. R., & Pearce, J. L. (1976). Conditions under which employees 
respond positively to enriched work. Journal of Applied Psychology, Vol. 6, pp. 395-403. 

Oldham, Greg R. & Anne Cummings, (1996). Employee Creativity: Personal and Contextual 
Factors at Work, Academy of Management Journal, Vol. 39 (3), pp. 607-34. 

Oldham, Greg R. & Anne Cummings, (1996). Employee Creativity: Personal and Contextual 
Factors at Work, Academy of Management Journal, Vol. 39 (3), pp. 607-34. 

Ones, D.S., & Viswesvaran, C. (1996). Bandwidth-fidelity dilemma in personality 
measurement for personnel selection. Journal of Organizational Behavior. Vol. 17. pp. 609-
626. 

Organ DW (1990). The Motivational Basis of Organizational Citizenship Behavior, In 
Research in Organizational Behavior, Vol. 8, edited by B.M. Staw and L L Cummings, CT: JAl 
Press, pp. 43-72, Greenwich. 

Orpen, C. (1979). The effects of job enrichment on employee sati'sfaction, motivation, 
involvement, and perfomiance: A tield experiment. Human Relations, Vol. 32, pp. 189-217. 

Parasuraman S, Alutto JA (1984). Sources of Outcomes of Stress in Organization Settings: 
Toward the Development of a Structural Model. Academy of Management Joumat, Vol. 27 (2), 
pp. 330-350. 

Parasuraman, A., ZeithamI, V.A. & Berry. L.L (1988). SERVQUAL: a multiple-item scale for 
measuring consumer perceptions of service quality, Journal of Retailing, Vol. 64, Spring, pp. 
12-40. 

^ 194 y 

http://www.indianembassv.orq/enews/apr98


BIBLIOGRAPHY 

Pearson LC & Moomaw W (2005). The relationship between teacher autonomy and stress, 
work satisfaction, empowerment, and professionalism. Educ. Res. Q., Vol. 29 (1), pp. 37-53. 

Peccei, Riccardo & Patrice Rosenthal. (2000). Front-Line Responses to Customer Orientation 
Programs: A Theoretical and Empirical Analysis, international Journal of Resource 
Management Vol. 11 (3), pp. 562-590. 

Pettijohn. Charles E., Linda S. Pettijohn & R. Stephen Parker (1997), An Exploratory Analysis 
of the Impact of Salesperson Customer-Orientation on Sales Force Productivity, Journal of 
Customer Service in Marketing and Management, Vol. 3 (4), pp. 5-23. 

Poulin, J., (1994). Job task and organizational predictors of social worker job satisfaction 
change: A panel study, in: Administration in Social Work, Vol. 18 (1), pp. 21-38. 

Price, J. and Mueller, C , (1986). Absenteeism and turnover among hospital employees, CT: 
JAl Press, Greenwich. 

Rayport, Jeffrey F, & Sviokia, John J. (1994), Managing in tiie Marketspace, Han/ard Business 
Review, November-December, pp. 141-150. 

Reicheld FF, Sasser WE. (1990). Zero defections: quality comes to services. Harvard 
Business Review, Vol. 68 (September- October), pp. 105 -111 . 

Renn RW, & Vandenberg RJ. (1995). The critical psychological states: an underrepresented 
component in job characteristics model research. Journal of Management, Vol. 21 (2), pp. 
279- 303. 

Robbins SP (1998). Organizational Behavior (8*^ edition.). Upper Saddle Rive. Prentice Hall 
International, New Jersey. 

Roberts, K.H. & Glick, W. (1981). The job characteristics approach to task design: A critical 
review. Journal of Applied Psycliology, Vol. 66, pp. 193-217. 

Rogers EM (1983). Diffusion of innovations, (3"* edition), The Free Press, New York. 

Ross, 0. & Reskin, B., (1992). Education, control at work, and job satisfaction, in: Social 
Science Research, Vol. 21, pp. 134-148. 

Rust, Roland T., Anthony J. Zahorik, & Timothy L Keinlngham (1996). Service Marketing, 
HarperCollin, New York. 

Ryan, Maria. M., (2001). The Selling Orientation-Customer Orientation (S.O.C.O.) Scale: A 
Proposed Short Form, Journal of Personal Selling & Sales Management. 

Salancik, G.R. & Pfeffer, J. (1978). A social information processing approach to job 
attitudes and task design. Administrative Science Quarteriy, Vol. 23, pp. 224-253. 

Saxe, R., & Weitz B. A., (1982). The SOCO scale: a measure of the customer orientation of 
salespeople, Journal of Marketing Research, Vol. 19, pp. 343-351. 

Schermerhom JR (1989). Management for Productivity, 3"̂  Edition. John Wiley and Sons, New 
York. 

Schneider, R. J., Hough, L. A., & Dunnette, M. D. (1996). Broadsided by broad traits: How to 
sink science in five dimensions or less, Journal of Organizational Behavior, Vol. 17, pp. 639-
665. 

{ 1 9 5 > 



BIBLIOGRAPHY 

Shapiro, B.P. (1988), What the hell is 'market oriented'? Harvard Business Review, Vol, (6), 
pp. 119-125. 

Shapiro, C , & Varian, H. R. (1999). Information Rules, A strategic guide to the network 
economy, Han/ard Business school press, Boston. 

Sherman D (1996). Nurses willingness to care for AIDS patients and spirituality, social 
support, and death anxiety, Journal of Nursing Scholarship. Vol. 28 (3), pp. 205-213. 

Shore LM & Thomton III GC (1986). Effects of gender on self and supervisory ratings, 
Academy Management Journal, Vol. 29 (1), pp. 115-129. 

Sigauw, Judy A. & Earl D. Honeycutt, Jr. (1995), An Examination of Gender Differences in 
Selling Behaviors and Job Attitudes, Industrial Marketing Management, Vol. 24, pp. 45-52. 

Siik, Alvin J. & M. U. Kalwani (1982), IVIeasuring Influence, in Organizational Purchase 
Decisions, Journal of Marketing Research, Vol. 19 (May), pp. 165-181. 

Singh, J,. Goolsby, J, R & Rhoads G, K. (1994). Behavioral and Psychological 
Consequences of Boundary Spanning Burnout for Customer Service Representatives, 
Journal of Marketing Research, y/ol 31 (4), pp. 558-69. 

Singh, R., & Koshy, A. (2008). Salesperson's Customer Orientation: A Reconceptualization 
and a New Definition, Research and Publication, Working Paper No. 2008-04-01, IIIWA, India. 

Slater, S.F. & J. C. Narver (1998), Additional Thoughts on the Measurement of Market 
Orientation: A Comment on Deshpande and Farley, Journal of Market Focused Management, 
Vol. 2, pp. 233-236. 

Smith PC, Kendall L, & Hulin CL (1969). The measurement of satisfaction in work and 
retirement. Rand McNally, Chicago. 

Spiro RL & Weitz BA. (1990), Adaptive selling: conceptualization, measurement, and 
nomological validity. Journal of Marketing Research, Vol. 27, (February), pp. 6 1 - 69. 

Spreitzer GM (1995). Psychological empowerment in the workplace: Dimensions, 
measurement and validation. Academy of Management Journal, Vol. 38 (5), pp. 1442-1465. 

Sterne, J. (1996). Customer Service on the Internet Wiley Computer Publishing. 

Sterne, J. (1998). World Wide Web Marketing 2"̂ * edition, John Wiley & Sons, New York. 

Stock, R. M., & Hoyer, W. D., (2004). Leadership Style as Driver of Salespeoples' Customer 
Orientation. Journal of Market-Focused Management, Vol. 5, pp. 355- 376. 

Stock, R. M., & Hoyer, W. D., (2005). An attitude-behavior model of salespeople's customer 
orientation. Journal of the Academy of Marketing Science, Vol. 33 (4), pp. 536-552. 

Storbacka, K., Strandvik & T., Gr6nroos, C. (1994). Managing Customer relationship for profit: 
The Dynamics of relationship Quality, International Journal of Service Industry Management, 
Vol. 5(5), pp. 21-38. 

Stress Management Tips (2010). Stress Management in the Workplace, accessed in 10 Sep. 
2010. http://www.stressmanagementtips.com/workplace.htm. 

-(196 y 

http://www.stressmanagementtips.com/workplace.htm


BIBLIOGRAPHY 

Strong, C. A & Harris, L. C. (2004). The drivers of customer orientation: an exploration of 
relational, human resource, and procedural tactics, Journal of Strategic Marketing. Vol. 12 
(3). pp. 183-204. 

Strong, E. K., Jr. (1925), Theories of Selling, Journal of Applied Psychology, Vol. 9 (January), 
pp. 75-86. 

Taber, T.D. & Taylor, E. (1990). A review and evaluation of the psychometric properties of 
the job diagnostic survey. Personnel Psychology, Vol. 43, pp. 467-500. 

Tadepalli, Raghu (1995), Measuring Customer Orientation of a Salesperson: Modifications 
of the SOCO Scale, Psychology and Marketing, Vol. 12 (May), pp. 177-187. 

Tapscott, D. (1996). The Digital Economy, Promises and perils in the age of networked 
Intelligence, McGraw-Hill, New York. 

Thakor, M. V., & Joshi, A. W., (2005). Motivating salesperson customer orientation insights 
from job characteristics model. Journal of Business Research, Vol, 58, pp. 584-592. 

Thomas, Raymond W., Geoffrey N.Soutar, & Maria M Ryan (2001), The Selling Orientation-
Customer Orientation (S.O.C.O.) Scale: A Proposed Short Form, Journal of Personal Selling 
& Sales Management, Vol. 21 (1), pp. 63-69. 

Tiegs, R. B., Tetrick, L. E., & Fried, Y. (1992). Growth need strength and context satisfactions 
as moderators of the relations of the job characteristics model. Journal of Management, Vol. 
18, pp. 575-592. 

Tsai MC, Cheng CC, & Chang YY (2010). Drivers of hospitality industry employees' job 
satisfaction, organizational commitment and job performance, African Journal of Business 
Management. Vol. 4 (18), pp. 4118-4134. 

Turner, G., Spencer, B., (1997). Understanding the marketing concept as organizational 
culture, European Journal of Marketing, Vol. 31 (2), pp. 110-121. 

Uppal.. R.K., (2009). Customer Service in Indian Commercial Banks: An Empirical Study, 
Asia-Pacific Journal of Social Sciences, Vol. I (1), pp. 127-141. 

Valliere, Kevin. (1996). Joint Moderating Effects in the Job Characteristics Model. Joint 
Moderators. 

Van Scotter JR (2000). Relationship of Task Performance and Contextual Performance with 
Turnover, Job Satisfaction, and Affection Commitment, Human Resource Management 
Review, Vol. 10 (1), pp. 79-95. 

Van Waterschoot, W.: Van den Bulte, C. (1992). The 4 P Classification of the Marketing Mix 
Revisited, Journal of Marketing, Vol. 56, October, pp. 83-93. 

Vimi Jham & Kaleem Mohd Khan. (2008). Customer satisfaction in the Indian Banking 
Sector; A Study, IIMB Management Review, Vol. 20 (1). 

Walker Jr & 0 0 Churchill Jr. (1977). Motivation and performance in industrial selling: 
present knowledge and needed research. Journal of Marketing Research, Vol. 14 (May), pp. 
156-168. 

{^S7} 



BIBLIOGRAPHY 

Wang. G., & Netemeyer, R. G., (2002). The Effects of Job Autonomy, Customer 
Demandingness, and Trait Competitiveness on Salesperson Learning, Self-Efficacy, and 
Performance, Journal of Academy of Marketing Science, Vol, 30 (3), pp. 217-228. 

Webster, F. E. (1992). The Changing Role of Marketing in the Corporation, Journal of 
Marketing, Vol. 56 October, pp. 1-17. 

Webster, F. E., Jr. (1994). Market-Driven Management John Wiley & Sons, Inc. New York. 

Williams, Michael R. & Jill S. Attaway (1996), Exploring Salespersons' Customer Orientation 
as a Mediator of Organizational Culture's Influence on Buyer-Seller Relationships, Journal 
of Personal Selling and Sales Management, Vol. XVI (4) (Fall), pp. 33-52. 

www.articlesfactorv.com (2010). The Stock broking in India, Business Articles. 

www.articlesfactorv.com (2011). Stock broking in India is done by many stock brokers and 
professionals, Finance Articles. 

www.ibef.org. (2009) • 

Yerkes RM, & Dodson JD (1908). The relation of strength of stimulus to rapidity of habit-
formation. Journal Comparative Neurology. Psychology, Vol. 18, pp. 459-482. 

ZeithamI, V. A. & Bitner, M. J. (1996). Service Marketing, McGraw-Hill Companies Inc, New 
York. 

Zuzana Pecinova, (2011). Deciding on Investment In Customer Oriented Company, 
Economics and Management. Vol 16, pp. 1298, 

-[ 198 y 

http://www.articlesfactorv.com
http://www.articlesfactorv.com
http://www.ibef.org


ANNEXURES 



INTERVIEW QUESTIONNAIRE 

QUESTIONNAIRE 

I, SUBRATA RAY, am pursuing my Ph.D. work in the Department of Commerce, University of 
North Bengal on Marketing of Services. Without your co-operation it is Impossible to complete my 
research work. In view of this I would request to your good self to provide me a few information 
regarding some common job related questions/queries. 

It is also to be noted that the data provided by you in the questionnaire will not bear any names or 
any other kind of identifying marks (both Individual and organization wise) for the purpose of 
maintaining secrecy, uniformity and anonymity. 

THANK YOU FOR YOUR KIND CO-OPERATION 

SECTION 1 

Please read the statements very carefully and choose the appropriate box next to the statements 
by giving a tick mark only in a single box, whichever is applicable according to you. (Only a 
single box should be chosen). Please do provide your own free response and please note that 
there is no right or wrong answer. 

I do not feel emotionally attached 
to my organization. 

I am proud to tell others that I am 
a part of this organization. 

I feel like a part of the family in my 
organization. 

I would be happy to spend the 
rest of my career in this 
organization. 

I really care about the future of my 
organization. 

I don't praise my organization in 
front of my friends. 

My organization always inspires 
me to do my best job 
performance. 

My job is exciting and challenging. 

I am very satisfied with my 
payments. 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disaqree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can'l 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can'l 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 
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INTERVIEW QUESTIONNAIRE j^M^MSWli^BI 

I get higher payments in 
comparison to others who are in 
the same position like me. 

My payment is appropriate 
according to my job 
responsibilities. 

It is very difficult to get another job 
with this kind of good payment 
structure like this organization. 

I am usually under a lot of 
pressure when I am at work. 

When I am at work I often feel 
tense. 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

I am usually calm and feel easy 
when I am working. 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

1 don't feel that my job is very 
stressful. 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

I try to get customers to discuss 
their needs with me. 

1 try to help my customers to 
achieve their goals. 

I try to find out what the 
customer's needs are. 

I am willing to disagree with a 
customer in order to help him 
make a better decision. 

I am always very frank in 
discussions with my customers. 

I try to find out what kind of 
service would be most helpful to a 
customer. 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

I treat my customer as a rival. 

have much variety in my job. 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partiaiy 
Disagree 

Fully 
Disagree 
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INTERVIEW QUESTIONNAIRE A^rNEXURE 1 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

My job requires that I need to be 
very creative. 

1 rarely get chance to do different 
things on my job. 

My job requires me to constantly 
learn new things. 

My job is mainly concemed with 
routine works. 

1 have the freedom to choose my 
way of doing my job. 

1 have the freedom to use my full 
abilities in my job. 

My job doesn't allow me to make 
my own decisions. 

My supervisor doesn't make any 
efforts to make the work 
environment a better place. 

My supervisor equally treats all 
the employees under him/her with 
an uniform performance standard. 

My supervisor encourages me to 
do my best. 

My supervisor is very friendly and 
is very approachable. 

My supervisor takes care of the 
personal welfare of the 
employees. 

My supervisor is capable enough 
to evaluate me and my job. 

Full/ 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
A^ree 

Partially 
Agree 

Can'l 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully Partially 
Agree 

Can'l 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Aqree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Aqree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 

Fully 
Agree 

Partially 
Agree 

Can't 
Say 

Partially 
Disagree 

Fully 
Disagree 



INTERVIEW QUESTIONNAIRE A N N ^ E X U R E : Ir 

SECTION 2 

YOUR PROFILE (Please t ick in the appropriate box) 

• Please state vour Sex : 

Male I I Female I I 

• Please check vour aae group: 

Below 25 years L I 26yrs-35yrs I I 36yrs-45yrs U 46yrs-55yrs I I 56yrs & above I I 

• Your tota l experience in years : 

Less then 1 year I I 1 -5 years I I 6 -10 years I 111 - 15 years I 115 years & more I I 

• Your tota l experience in the present job : 

Less then 1 year I I 1 - 5 years I I 6 -10 years I I 11 - 15 years I I 15 years & more I I 

• Your Educational Qualif ications : 

Under Graduate I I Graduate I I Post-Graduate I I Professionally Qualified I I 

• Please check your gross salary fPer Month) ; 

Less than 10,000 D 10,001 to 20,000 U 20.001 to 30,000 U 30.000 & more D 

{ • v ) -
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Abstract: The work, envirorimenlJob characteristics are empirically tested by'researchers to relate 
job satisfaction and coiplmitmeiit pf^vanous types of employees. These|studies;haye-iiddressed two issues: 
impact of these variable! !6rrjob satisfaction and organisational commitmeht>T6 "determine the customer 
orientation of retail sales person using therkeyJCM-imodel̂ ^rariables have not been studied extensively in 
literature. Indian retail jridustp' isjgrow îrig atla pihfenoinienaI|rat^l^nipl6ying^around 8% workers and 
contributing 10%ofthej country's GDP. these investments are expected to increase by 25% yearly. Indian 
retail industry is expanding itself most aggressively as a'̂ fesult of tKe great demand for real estate is been 
created. In spite of thi^exponential^growth, thehuman resource factor in retail;manag^ment is still largely 
ignored who lack of formal "̂ 'retailing education. In view of this^it is yeiy^optifnistic to expect that 
inexperienced retail employees 'Wouldbuild human relations in rebiiL management. In this backdrop, an 
exploratory research is undertaken i'to analyse^ retail personnel-custpmer; orientation practices. Multiple 
regression analysis unfolds some interesting ̂ re"sults-that;may be lised to lormulate pro-active HR strategies 
in retailing. 
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Introduction 

Researchers working in tlie field of marketing have already established that customer 
oriented selling (or customer orientation) generates greater long term performance 
benefits for the sales person relative to sales oriented selling (Brady and Cronin, 2001; 
Saxe and Weitz, 1982; Thakor and Joshi, 2005). It is, however also believed that there 
exists considerable debate regarding the degree to which customer orientation is practices 
by the sales personnel in spite of inherent benefits that accrue to them in the long term 
(Boles et al., 2001, Brown et al., 2002). In fact, one can hardly deny that customer 
orientation requires a greater effort on the part of the sales personnel because he has to 
spend a lot of time and energy in customer relationship development activities. This is a 
key reason for sales personnel persistence with sales orientation and reluctance to engage 
in customer orientation (Saxe and Weitz, 1982). Peter. F. Drucker, in the mid of the 20* 



century, has categorically stressed that customer orientation is the only factor which 
determines the success of a business in the long run. While commenting on this issue, he 
also stressed that continuous innovation and delivering customer orientation are the two 
pivotal issues that the marketers must consider seriously in order to sustain in the 
competitive and turbulent business environment. 

The conceptualisation of customer orientation has evolved from the definitions of 
marketing concept (McKitterick, 1957; Levitt, 1960; King, 1965) and market orientation 
discourse (Kohli and Jaworski, 1990; Narver and Slater, 1990). The marketing concept is 
essentially a business philosophy which suggests that the long term purpose of the firm is 
to satisfy the needs of the customers (Webster, 1992). The sales and service sector play a 
critical role in the growth of developing, economics and both national and multinational 
firms are exploring various means in an attempt to improve their sales quality to create 
customer satisfaction andrloyaltyi Prior research unfolds that attitudes towards jobs of 
customer contact employees and custorher oriented selling are related. As such managing 
the attitudes of sales'fdrce js critical to the. success of sales firms (Heskett et. al, 1994; 
Schneider and Boweri, 1995).-.. " " ' ^^..^ ^ ••• 

The positive job.^attitude of the customer contact employees is a precondition for the 
practice of cfistbmer orientation ̂ -The sfrategy planners rriû^̂ ^̂  in view the importance 
of the role of "custbtneri contact 'einpldyees"-toi: enhance the perfdrmance of firms. In fact, 
after the emergence of-niafket o]*ientktion|in[the late ^1990's" itih been widely accepted 
as a major strategy to improve itjie'overall gfbwtn and profitability of business firms by 
developing aS)and>ya^6n of loyal customers (JawojrekiEand Kohli, 1993; Seines et al., 
1994). In sales^and'^mafketing journal it is perceived^(that the behaviour of employees 
towards the customerTplays a_̂  critical role inaugmerifirig customer satisfaction which 
ultimately lends'^to positive ^vpTdTofrmouth c'omniunication among the customer peer 
groups (Bitner et.'al; 1990; Serge^lamMr^nkel;'2dOO;vEicwen and Schneider, 1985). 

On can hardly deny that employees are, a'major source of resource in any business. This 
is particularly true in retail industryiwhere^the employees interact with its customers on a 
continuing basis. The Indian retail'market, which is the fifth largest retail destination 
globally, has been designated as the most lucrative emerging market for investment. 
According to a study conducted at Kearney's eighth annual Global Retail Development 
Index (GRDI), in 2009, India has been ranked as the most attractive retail destination 
globally. The share of retail trade in the country's GDP was between 8-10 percent in 
2007 which is currently around 12 percent. It is estimated that the share of retail trade in 
India is likely to reach 22 percent of the GDP by 2010! In view of this, it is imperative for 
the retail players to discern the importance of strategic human resource management to 
take advantage of phenomenal growth of retailing business in India. 

Literature review 

It is generally theorised that the environment in which employers work influences their 
attitudinal states to a considerable extent and these attitudinal states in turn determine 
workers intentions and behaviours. It is believed that work environments are not just 



tangible, physical structures. There also social and psychological structure that shapes the 
behaviour of workers (Allen et. al., 2004). Presence of an appropriate physical structure 
and psychological structure in an organisation only can motivate workers to practice 
customer orientation in a retail business environment. 

It is well established among marketing theorists and practitioners that firms that focus 
their activities on the needs of their customers, i.e. behave in a customer oriented way, 
perform better than those companies that do not (Donovan et. al., 2004). Several studies 
in the field of customer orientation have empirically substantiated the economic potential 
of a firm's ability to serve the customers (Narver and Slater, 1990; Jaworski and Kohli, 
1993). Because of the intangible .nature of* retail services and higher level of customer 
interaction with the workers, customer oriented service, may be expected to play a crucial 
role in terms of economic success for service oriented companies. In addition to this, 
many researchers have analysed the role of service personnel as.an important dimension 
of service quality (Parasuraman et. al , 1988, Dabholkar et. al., 2000); Many studies have 
explicitly addressed tha.concept'Of customer orientation of service employees in the 
recent past (Kelly, 1992,'Donovan et. al.j-2004, Henning and Thurau, 2004, Thakor and 
JOShi, 2005). ^:'"r, — . (SdA {;\ - I ^ l ^ . ^ - ! i:>{'•"' < ' ^ 

The behaviour of semceemployees^'affect^-the "customer's perception of the service 
which has been amply demonstrated in tlie'context of service quality literature (Bitner et. 
al., 1990). Researchers have, identified employee specific ,̂ (|onstrucfs of the service as 
dimensions as dimehsionsjpf^me customer's service quality assessment. For instance 
three out of the five servit^rquality^dimensions.^^^^^ scale'(Parsuraman et. al., 
1988) measures the custonier briehtedjbehayiour of̂ ^ in terms of 
reliability of service, responsiveness of service personneLandempa^ behaviour they 
exhibit while interacting with thexustpmerJAt this stage,- it ,is safe to conclude based on 
the contributions of researchers thatwitKout dedicated customer oriented employees it is 
impossible for retailers to retain customers and succeed in its mission in the long run. 

In this study we draw heavily fi-om the Job Characteristics Model {hereafter JCM 
developed by Hackman and Oldham (1975)} and try to relate job characteristics 
dimensions as a set of predictor variables and retail employee's customer orientation as a 
dependent variable. Needless, to state that the Job Characteristics Model (JCM) is one of 
the most influential theories ever presented in the field of organisational psychology. The 
vast majority of empirical research has supported the reliability and validity of the JCM 
dimensions. Again, various modifications have also been offered by researchers 
depending on the purpose of the study (Roberts and Glick, 1981; Salancik and Pfeffer, 
1978). 

Job characteristics pertain to the attributes associated with a specific job (Hackman and 
Lawler, 1971) and include areas such as job autonomy, job variety, job stress, task 
significance, task identity and job supervision (Hackman and Lawler, 1971). In our study, 
we have focussed our attention to a few important constructs viz., job autonomy, 
supervision, job related stress, job variety. In addition to this, following the suggestion of 
Thakor and Joshi (2005), we have incorporated satisfaction with pay as an explanatory 



variable keeping in view that it may also affect sales force intentions to practice customer 
orientation. 

Job Stress 

We have observed in various literature that job stress is generally defined as an 
employee's feelings of job-related hardness tension, anxiety, frustration, worry, 
emotional exhaustion and distress (Cartwright and Cooper 1997). While there have been 
several studies that have explored the causes of job stress and its impact on employees 
performance (Cushman, Evans, Namerow 1995; Gibson, McGrath and Reid 1989; Himle, 
Jayaratne & Thyness 1989; Siefert, Jayaratne and Chess 1991), however, a few 
researchers have examined the impact of job stress on job satisfaction of service 
personnel. Gellis (2001) has observed that job stress is negatively correlated with job 
satisfaction among service personnel in hospitals. In a very recent research article Wen-
Hai Chih et. al (2009) has observed that the job stress negatively influences customer 
orientation behaviours of frontline, .employees. Dee K. Knight et. al. (2007) also has 
observed that role stress affected customer .orientation. He also has established that the 
impact of role conflict has a hegativeHeffect on customer -orientation, but positive on 
selling orientation and job, perfonnancer ' ; '̂̂  ~ 

Pay satisfaction ;' r "̂ / .?^" ""-; , ' -

The positive affective-evaluation of the magnitude of the i*ewar<i-that is received in 
exchange for the irivestment,ofieffort is knownias;pay satisfaction .(Churchill et al., 1974; 
Walker et al., 1977;jThakor |and^j6shi'; 2005).'^^ of the reward 
that is received, thelgreatei* is t̂he^^saleispersoiiL's abili]tyjto;obtain valued outcomes. We 
expect a positive effect of pay satisfaction on customer orjehtation (Chebat et al., 2002). 
Based on JCM (Hackman and Oldham, 1980), we argue''that whenjpay satisfaction is 
high, there is a likejihood.of positive association between .salesperson's motivation to 
expend the effort that;is required by customer orientation. In this research, we include pay 
satisfaction as a key imjjort^nf variable.to^e?^ motivation to engage 
in customer oriented selling; "- - ; > : . ; ' -\i' :-'v'/'̂ ' 

Job Autonomy "\ ' " 

According to available literature, we find that job autonomy is generally defined as the 
degree of freedom that employees have in making job related decisions (Agho, Mueller, 
Price 1993). It has also been defined as "independence in thought, goal-setting, and 
determination of work methods" (Buffum, Ritvo 1984, 39). Salesperson job autonomy 
refers to the felt ability to determine the nature of the sales task or problem and to arrive 
at a course of action (Wang & Netemeyer, 2002). A sales/service job is typically 
demanding because of the challenging marketing environment and the performance-
based compensation system. Salespeople need both the freedom (i.e., job autonomy) and 
the skills to meet the challenges (Karasek 1979). Among job related factors (skills 
variety, task identity, task significance, autonomy, and feedback), job autonomy thus is 
probably the most relevant to the study of salesperson's learning and self-efficacy 



(Bandura, 1986). As such, we include job autonomy as another key explanatory variable 
along with other job related variables included in this study in finding the impact of job 
characteristics in motivating customer orientation of sales personnel. 

Job Variety 

Job variety is the degree of variation in the job as perceived by the worker (Price & 
Mueller 1986). In fact, some jobs require role performance that is extreamly repetitive in 
nature while other jobs have significant degree of variety in the required task and how 
that is performed (Mueller, et. al., 1994). According to Ross and Reskin (1992), "job 
autonomy and non routine work signal occupational self-direction, "which is a positive 
outcome for most employees. In our study, the job variety constructs is adopted from the 
study reporter by Curry et. al, (1994), Martin, Roman and Blum (1995) and Mueller et. 
al. (1994). Moreover, in this study, we focus on job variety as another key characteristic 
along with the prior customer orientation, experienced meaningfulness, organisational 
identification, pay satisfaction, Jpbf stress; "job variety in finding the impact of job 
characteristics in motivating ciistoirier orientation of service personnel. 

Job Supervision ••£'•/••{' I '^-'- -rC'̂ -̂̂ 1'' V'" • • ' ^ <; / " .-'̂ v̂ -̂ '" 

It has been foundjthat mostiemployees have a direct̂  supefyisor,ia person who guides and 
directs them. The.qiiality of supervision can drastically vary not,only from organization 
to organization;vbut-'also';within an agency. On one hand .ifetiasrbeen observed that there 
are supervisors; who prpvide'.quality",^op,en,'̂ mptiyation, and supp^^ supervision, on the 
other hand there'are;SUi)ej^is_c^V employees to meet 
high standards,\ ;hWe popru-cpmmunicatipn' styies,iiarei^unfriendly and unfair (Allen, 
Lambert, Pasupuleti-'Tolar and-yentura, 2004). The supervisor's initiation of customer 
orientation appears, ta^haye a strong impact on custoiper-driehited attitudes. Thus, by 
serving as a roleim6deI,:'supervisors can help develop^ositivercustomer oriented attitudes 
in their salespeopleMnj-additi'bn,.^^^^ showing - consideration :and developing positive 
relationships with ^lespeoplerpiefsiip^ impact on customer-
oriented attitudes arrioiigthe salesipjirspnhel-^under his cbntfol (Stock and Hoyer, 2002). 
Poor supervison is found; to ibeijinkedtbf^^ Itzhaaky and Aviad-
Hiebloom 1998) and job satisfaction, (̂ ^ 1978) among social and 
human service workers. Supportive fsupenvision is associated with increased job 
satisfaction (Poulin 1994). Thus, in this research, we include job supervision as another 
key job characteristic in motivating customer orientation of sales personnel. 

Customer orientation 

Helping the customers to make the right purchase decisions that will satisfy their 
preferences is an important part of the salesperson's function (Saxe and Weitz, 1982; 
Spiro and Weitz, 1990; Thakor and Joshi, 2005). In marketing, there are two selling 
strategies which are being widely discussed in various literature—customer-oriented 
selling (or customer orientation) and sales-oriented selling (or sales orientation). These 
two orientations in marketing differ both in terms of their objectives and the means used 



to achieve the desired objectives. Customers have preferences both in the immediate as 
well in the long term. Typically, short-term preferences (or wants) are felt and clearly 
articulated whereas long-term preferences (or needs) tend to be latent (Thakor and Joshi, 
2005). A customer-oriented salesperson aims to uncover and satisfy these latent needs. 
Indeed, as Saxe and Weitz (1982) state, '̂ highly customer oriented salespeople avoid 
actions which sacrifice customer interest to increase the probability of making an 
immediate sale." The objective of sales orientation, by contrast, is to satisfy articulated 
customer preferences. As the items in the widely used SOCO scale make clear (Saxe and 
Weitz, 1982; Thakor and Joshi, 2005), the two selling orientations also differ with respect 
to means. Whereas customer orientation places an emphasis on listening to customers 
(e.g., I try to find out what kind of product would be most helpful to a customer) and 
dialogue (e.g., I try to get customer to discuss their needs with me), sales orientation 
encourages opportunistic (John, 1984) means (e.g., I paint too rosy a picture of my 
products to make them sound as good as possible) if these are necessary to make the sale. 
Thus in this research, we incorporate customer orientation as a dependent variable which 
is likely to be influenced by the job characteristics dimensions discussed above. 

Hypothesis development ,^ r*^ |j ^- !) '! ; , 

An important part of s^Ies person's task Is jp̂  purchase decision that 
will suite the requirenjent pfHKe; bustomers~(S^^^ Spiro and Weitz, 
1990). To selling'strategies arê ^ discussed in th^yiterature^^ customer oriented 
selling and sales;Oriente<lvselling. In this empirical paper,;in,;|Ke,xontext of retail business 
we concentratedfduf study :by incorporating some job relafedVariables and measuring its 

^jtrrv^'^-f ' . - ' . ^ " » ^ •^•^-"^i^ 

impact on custonier orientation^-i 

Job stress is generally defined •̂ in<;'the-̂ literature %s an employee's anxiefy, worry, 
frustration etc. Studies Haye^revealbd that (diss, 200 l);:j6t>̂  stress is negatively related 
with job satisfactipnf %'dissatisfied employee is not-iikely tb'Texpend his energy for 
delivering customerlpriehted service. Hence we hypothesize that higher the perceived 
stress of an employee the lower .̂ i 11 :be,tjie„customerĴ ^̂  

Job autonomy is regarded astthe degreejof freedomethat^th have in marketing 
related decision. Variety 6n-thê qther,hand̂ â ^̂  to do various types of jobs 
as desired by the organisation. Both job autpnpmy"and variety are expected to enhance 
employee's belongingness with the organisations." In view of this we may tentatively 
hypothesize that higher the job autonomy and job variety, higher would be the customer 
orientation. 

Open, supportive and quality supervision is hypothesized to have a positive effect on the 
job satisfaction and organisational commitment of employees. Supervisors are expected 
to give direction and feedback necessary for employees to complete their task. Given the 
situation, the employees are expected to practice customer orientation instead of selling 
orientation due to pro-employee attitudes of supervisory tasks. 



Pay satisfaction refers to the positive affective evaluation of the magnitude of the reward 
that is received in exchange (Churchill et. al., 1974; Walker et. al., 1977). When pay 
satisfaction is high, sales person motivation to engage in customer orientation will also 
likely to be enhance. Keeping this argument we propose higher the level of pay 
satisfaction, higher will be the practice of customer orientation. 

Objectives of the Study 

The study will mainly concentrate on various issues concerning the level of pay 
satisfaction, customer orientation, job stress, Job.autonomy, job variety and its impact on 
the practice of customer orientation by the sales personnel of a retail chain store. In fact, 
customer orientation requires the salesfperson to be motivated to practice this mode of 
selling. The specific objectives of the study are listed below: 

(i) To adapt a reliable scaleMOj measure various job.dimensions of employees with 
respect to the retail sales personnel. -

(ii) To examine relationship between customer orientation of sales erapldyee's and the 
job related dimension sounder wKich they operate. 

(iii)To assess the relatiohshipibetween-^various job related dimensions"mentioned above 
and retail sales person's, motivation |tp' follow customer orientation marketing 
strategy. 

(iv)To integrate the fmdiiigs mentioned above and formulate effective marketing and 
human resource managemelit strategies. 

Research Questions 

Keeping in view the above objectives%f'the'study this"stu^ tries to answer to 
following questions: 

• Is there any significant relationship between customer orientation and job stress? 
• How customer orientation is influenced by the job variety and job autonomy? 
• How job supervision affect the customer orientation in a retail chain shopping 

business? 
• Is pay satisfaction persuading workers to practice customer orientation? 
• How all these variables simultaneously affect the customer orientation concept for 

the long run survival of the business? 
This study is expected to provide sufficient insight into the relationship between various 
perceptual variables incorporated in explaining the practice of customer orientation. 

Methodology 

We have adopted in our study a very simple cross-sectional descriptive research design 
study where respondents are to provide response on different multi point responses which 
require a great deal of understanding and comprehension of the concept on which the 
responses are sought. The responses were collected with the help of questionnaires from 
the chain retail outlet located in Siliguri, a small city in the district of Darjeeling in the 



state of West Bengal. However, convincing of the management staffs of the organization 
was regularly done for the purpose of making them to understand the importance of the 
study. Initially, it was visualised that the data collection will be done by us but at last it 
was decided not to interact directly with the employees. The reason that we perceived 
was that the responses were collected by us the respondents would not cooperate with us 
and might provide biased responses. So, it was decided that the questionnaires will be 
distributed in the weekly meeting of the retail staffs where the targeted respondents (retail 
outlet sales staffs) will be made aware of the study on behalf of the management. A total 
of 200 questionnaires were distributed among the sales members of the retail outlet in 3 
phases because not all the staff members were present in every weekly meetings of the 
outlet because of various kinds - of leaves and day offs. A tentative due date of the 
returning of the filled up questionnaires was fixed by the management of the outlet in 
consultation with us by considering. the factors like the understanding of the 
questionnaires and maintenance of thaw;ork schedule of the sales personnel of the retail 
outlet and work pressure? Among the 200 questionnaires 159 were returned within and 
after the due date had expired. From the returned questionnaires also it was found that 21 
were unusable because of failure to follow instructions^ Tniis,'";tHe effective sample size 
was reduced to i38,^representing a1"esponse rateof 69°^. This response rate compares 
favourably to responsb'rat"es"reporte11 Bp'Vilmiz and; Hunt,(2001> and Siguaw et al. 
(1994) m recent studies using^sales person samples^ During the response collection it has 
been found that sometbf the response-'^as collected prior to the date fixed as a due date of 
returning of the samples/There were^'some responses \\^i(5h%\^ejcbilected after the due 
date had actually.expired.- In order to test for non-responsejbias,.we'compared the early-
versus-late respondents 'on;vSex,;̂ age, sales experience, tenure with' the current employer 
and monthly and fdiiriH no' statis^ically-^jsignificant differences between the two groups. 
The way we administered the questionnaires ih thWthreat of a non-response bias 
(Armstrong and Overtoil, ~19?7J —"^ - -- — 

Sample & study design 

The study was carried out involving the customer sales employees of the India's biggest 
retail chain. A total number of 138 respondents were taken into consideration. 
Respondents who are involved in the sales and customer handling activities were 
considered for this study. The respondents had the designation of fi'ontline sales 
executives, team leaders, asst departmental managers, departmental managers etc. The 
data on demographic variables like age, sex, number of years of experience, qualification 
have been reported in table l.The sample observations are skewed in many respects. 
There is a large proportion of male employees* compared to their counterpart who are 
female. Again more than 93 percent of the respondents are below the age group of less 
than thirty five which is not that uncommon due some obvious reasons that suit the HR 
requirement of the industry. However, the tables reported in the table I are self 
explanatory in nature and not much discussion on the demographic profiles of the 
respondents is not our the basic intention of the study. 



Table 1 

Category 
Male 
Female 

SEX 
Frequency 

103 
37 

Percentage 
75% 
25% 

Variable 
Below 25 years 
26yrs —35 yrs 
36yrs —45yrs 
46 y r s -55 yrs 
56 yrs ~ above 

AGE 
Frequency 

81 
43 
10 
0 
0 

Percentage 
59% 
31% 
10% 

-
-

TOTAL JOB EXPERIENCE 
Variable 

Less than 1 year 
1 year to 5 years 
6 years to 10 years 
11 years to 15 years 
15 years and above 

Frequency 
67 
53 
10 
4 
4 

Percentage 
48% 
38% 

0.07% 
.023% 
.023% 

EXPERIENCE IN PREVIOUS JOBS 
Variable 

Less than 1 year 
1 year to 5 years 
6 years to 10 years 
11 years to 15 years 
15 years and above 

Frequency 
115 
23 
0 
0 
0 

Percentage 
83% 
17% 

-
-
-

QUALIFICATIOIN 
Variable 

Under Graduates 
Graduates 
Post Graduates 
Professionally Qualified 

Frequency 
25 
75 
19 
14 

• 

Percentage 
18.00% 
57.00% 
14.00% 
10.00% 

SALA] 
Variable 

Less than Rs. 10,000 
Rs. 10,001-Rs. 20,000 
Rs. 20,001-Rs. 30,000 
Rs. 30,001-above 

RY INCOME 
Frequency 

115 
15 
0 
2 

Percentage 
83.33% 
10.86% 

-

03.62% 



The responses were collected with the help of questionnaires from the chain retail outlet 
located in Siliguri, a small city in the district of Darjeeling in the state of West Bengal. 
However, convincing of the management staffs of the organization was regularly done 
for the purpose of making them to understand the importance of the study. Initially, it 
was visualised that the data collection will be done by us but at last it was decided not to 
interact directly with the employees. The reason that we perceived was that the responses 
were collected by us the respondents would not cooperate with us and might provide 
biased responses. So, it was decided that the questionnaires will be distributed in the 
weekly meeting of the retail staffs where the targeted respondents (retail outlet sales 
staffs) will be made aware of the study on behalf of the management. A total of 200 
questionnaires were distributed amongathe.sales members of the retail outlet in 3 phases 
because not all the staff meihbers were present in-every weekly meetings of the outlet 
because of various kinds'of'leaves Jand'day offs. X tentative due date of the returning of 
the filled up questionnaires was fixeH by the'management of the outlet in consultation 
with us by considering'the factors.like.the understanding of the questionnaires and 
maintenance of th£ work schedule of the sal^s personnel pftiie retail outlet and work 
pressure. Among;the^OO questionnaires 159 were retiifned within and after the due date 
had expired. F̂rom? the'returned questionnaires also'it was^fdiind,that 21 were unusable 
because of failui-e^to folIow^instmctipns.JTJius, the effective sample size was reduced to 
138, represeiitihg a respplSse '̂rate |of;;69J^7T^ compares favourably to 
response rat^s-fepprted by^Yilmaz; and Hunty[20^) and^SiguaW et al. (1994) in recent 
studies usingisales person samples.' During the resppnse^cpllectiori it has been found that 
some of the respons,e;wais,,collected prior to the date fixed asiadue date of returning of the 
samples. There^werespme'responses which were cpllected after the due date had actually 
expired. In order,^^„ tes;t for^non-response^ bias, we com^ the early-versus-late 
respondents on sex;-age, sales ;experience,%terrure'with thejs^ employer and monthly 
and found no statistically 'sighificaifilMif|erences :betweeii^he two groups. The way we 
administered the questionnaires niitigates'the tKrearof a non-response bias (Armstrong 
and Overton, 1977). : '" '' •' / ' ^""'" 

Operationalisation of the constructs 

We start a discussion concern the SOCO scale which in expanded form is termed as sales 
orientation and customer orientation simply by a particular sales person practice customer 
orientation simply by summing and examining the items on which scores have been 
distributed. However, in our study we have used only the customer oriented selling 
methodology by slightly modifying the scale to suite the requirements of the consumers 
as well as the employees. In many researches, the SOCO scale has been modified by the 
researchers to suite the situations. While measuring the customer oriented feeling we kept 
seven items of the scale that measures customer orientation. The other objective was that 
we have tried to keep the questionnaire as simple as possible in an attempt to persuade 
the busy staffs to cooperate with us. 

In this study customer orientation is measured using a seven point scale adapted by 
(Thakor and Joshi 2005). In view of large number of items the alpha value is found to be 
more than 0.709 for all the variables which is acceptable but not very high. Regarding 



pay satisfaction that included 4 items generated an alpha value of 0.753. Similarly, job 
stress and job autonomy exhibited high degree of reliability. The reliability co-efficients 
in general show good degree of internal consistency. 

Table 2 
RELIABILITY STATISTICS 

Variables 
Pay Satisfaction 
Job Stress 
Job Variety 
Job Autonomy 
Job Supervision 
Customer Orientation 

Cronbach's Alpha 
.753 
.827 
.767 
.864 
.709 
.815 

Number of Items 
4 
4 
5 
3 
6 
7 

The results of descriptive measures have been presented in the following table 
Table 3: Statistics 

N Valid 

Missing 

Mean 

Median 

Mode 

Std. Deviation 

Percentiles 25 

50 

75 

Pay 
Satisfaction 

138 

12 

10.3913 

11.0000 

12.00 

4.13536 

6.0000 

ll.OOOO 

13.2500 

Job Stress 
138 

12 

12.2319 

12.0000 

12.00 

6.26809 

9.0000 

12.0000 

16.0000 

Customer 
Orientation 

138 

12 

25.6159 

26.0000 

30-00 

4.66439 

22.0000 

26.0000 

30.0000 

Job 
Variety 

138 

12 

20.0725 

21.0000 

25.00 

4.71314 

19.0000 

21.0000 

23.0000 

Job 
Autonomy 

138 

12 

10.7826 

12.0000 

14.00 

3.67818 

8.0000 

12.0000 

14.0000 

Job 
Supervision 

138 

12 

21.0290 

24.0000 

26.00 

6.14893 

17.0000 

24.0000 

26.0000 

We have reported various measures of central tendencies along with corresponding 
standard deviation. With regard to job stress and job supervision the greatest diversity of 
responses have been observed. Otherwise, the interval data instruments generated data 
which are more or less normal which is evident from the various measures of central 
tendencies. 

P ^ Satisfaction 

Job Stress 

Customer 
Orientation 
Job Variety 

Job Autonomy 

Job Supervision 

Valid N (listwise) 

Table 4: Descriptive Statistics 

N 
138 

138 

138 

138 

138 

138 

138 

. Minimum 
4.00 

6.00 

15.00 

6,00 

3.00 

8.00 

Maximum 
19.00 

70.00 

34.00 

25.00 

15.00 

30.00 

Mean 
10.3913 

12.2319 

25.6159 

20.0725 

10.7826 

21.0290 

Std. Deviation 
4.13536 

6.26809 

4.66439 

4.71314 

3.67818 

6.14893 

In an attempt to nieasure the impact of above mentioned job dimension characteristics on 
customer orientation of sales personnel a multiple regression analysis technique was 
adopted. The over all goodness of the fit measured by R̂  was found to be significant 



beyond P<.000 Pay satisfactions, job autonomy and job supervision are found to be 
positively influencing the practice of customer orientation by the sales personnel. As 
expected, the level of stress perceived and customer orientation variables are inversely 
related. Again, absence of less job variance is reflected in less amount of customer 
orientation. Job variety and customer orientation are found to be unrelated. Previous 
studies also reported similar findings in the literature. 

Our findings are similar to the studies reported (Thakor and Joshi, 2005). In our study we 
did not observe a significant association between pay satisfactions. However, while 
studying the impact of job characteristics on employees' job satisfaction and commitment 
are found positive. It is established in our study the job autonomy and positive 
supervision affect employees* attitude to practice customer orientation. In tune with the 
finding of Allen et. al., (2004), job stress has a negative impact on job commitment. In 
line with his finding we would also conclude job stress affects customer commitment, 
which in turn might affect the customer orientation behaviour of the retail sales 
personnel. 

Table 5: Model Summary 

Mode 
1 R R Square 

Adjusted 
R Square 

Std. Error 
of the 

Estimate 
1 .581(a) .338 .313 3.86722 

a Predictors: (Constant), Job Supervision, Job Stress, Job variety. Pay Satisfaction, Job 
autonomy 

Table 6: ANOVA(b) 

Model 
1 Regressio 

n 
Residual 

Total 

Sum of 
Square 

s 
1006.5 

29 
1974.1 

16 
2980.6 

45 

df 

5 

132 

137 

Mean 
Square 

201.306 

14.955 

F 

13.460 

Sig. 

.000(a) 

a Predictors: (Constant), Job Supervision, Job Stress, Job variety. Pay Satisfaction, Job 
autonomy 

b Dependent Variable: Customer Orientation 



Table 7; Coefncients(a) 

Mode 
1 
1 (Constant 

) 
Pay 

satisfacti 
on 
Job 

Stress 
Job 

Variety 
Job 

Autonom 
y 

Job 
Supervisi 

on 

Unstandardized 
Coefficients 

B 

15.152 

.321 

-.014 

.080 

.256 

.140 

Std. 
Error 

1.769 

.094 

.054 

.094 

.129 

.061 

Standardized 
Coefficients 

Beta 

.284 

-.019 

.081 

.202 

.184 

t 

8.563 

3.423 

-.266 

.858 

1.983 

2.275 

Sig. 

.000 

.001 

.790 

.392 

.049 

.025 

a Dependent Variable: Customer Orientation 

Managerial implications 

Our finding though very modest suggest that managerial thinking and strategy 
formulation may benefit from studies conducted periodically including key job 
dimensions and employee willingness to practice customer orientation. Firms that are 
interested to raise employee's job satisfaction and work on specific aspects like skill 
variety, job autonomy. Again, retailing is a hard business and it requires lot of physical 
abilities to interact with a heterogeneous group of customers. Retailers are high visible 
employees and the supervisors monitor employees very closely. There is not need to state 
that the consumers operate in buyer's market and unless they are monitored in an 
empathetic manner, they may shift elsewhere or take part in negative word of mouth 
communication. As much in a competent retail organisation each group of employees 
should attend training to develop inter personal skill and proper way of communicating 
with the customers keeping in view the customer orientation aspect. 

Limitations and future research 

The major limitations of this study should be acknowledged at this stage. The study was 
undertaken using a small sample that too from a single retail chain outlet which is biggest 
among the six district of North Bengal. In addition to this data relating to employees 
gathered using a self reporting technique, it would have been better if we could collect 
data from the consumers to assess the discrepancy between consumer's perception of 



customer orientation and employee's perception of delivering customer orientation-
Future research study should consider a cross section of sales people drawn from various 
service industries to compare the practice of customer orientation in different sections. 
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Abstract 

Although customer orientation is a core element of the marketing concept so is very crucial in the concept of 
relationship marketing. However, no widely accepted conceptualization of the construct still exists. In sales 
organizations, the fulfilment of the customer needs and wishes by customer-contact employees can be seen as 
crucial for gaining a high degree of customer orientation. Customer Orientation of Retail Sales Personnel requires 
greater expenditure of efforts by the sales personnel to interact with a heterogeneous group of customers. The 
sales personnel should be motivated continuously to practice customer orientation for satisfying customers. In this 
research, we try to draw fi-om the job characteristics model (JCM) to argue that retail sales personnel motivation 
to engage in customer orientation is impacted by the extent to which they experience their work as meaningful and 
affective evaluations of two aspects of their working environment: their identification with the values of their 
organization and their satisfaction with the pay they receive. Research results were derived from the responses of 
120 sales personnel of a large retail outlet chain operating in the national market in India The findings of the 
results revealed that customer orientation is influenced by experienced meaningfulness, job stress and other job 
related facets. Managerial implications and directions for future research and limitations of the study are also 
discussed. 

Keywords: Sales Personnel; Customer Orientation; Job Characteristics Model 

1. Introduction 

It is observed fi^om marketing literature that the impact of a firm's customer orientation on its long-term economic 
success is largely undisputed. As a sequel to this, the concept of customer orientation has assumed tremendous 
importance in marketing research. The idea behind customer orientation - which is closely related to the 
fundamental thinking behind marketing itself (Kotler, 1972) - is that a company has to address the needs and 
wishes of its customers adequately in order to ensure that they will buy the company's products, ensure sales of 
the company, exhibit a high degree of satisfactiori with these goods and services and ultimately become loyal 
customers of that company. Although it is rarely made explicit in the literature, customer orientation can be seen 
as a main construct to the relationship marketing concept (Hennig-Thurau and Hansen, 2000). 

However, there is a dearth of a widely accepted definition of sales person's customer orientation and also, there is 
disagreement among the researchers as to how to conceptualize the construct. The sales sector plays a more 
critical role in the growth of developing economies, and both multinational and local sales firms are exploring 
various ways and means in an attempt to improve their sales quality to create customer satisfaction and loyalty. 
Prior research revealed, that the attitude towards job of customer contact sales employees and customer 
satisfaction and loyalty are directly related. As such managing the attitudes of salesforce towards their job is 
critical to the success of sales firms {Heskett et al. 1994; Schneider & Bowen, 1995). The positive job attitude of 
the customer contact employees is an integral part of the market orientation. Since the emergence of market 
orientation in the 1990s, it has been widely accepted as a major way to enhance the performance of the firm 
(Jaworski and Kohli, 1993; Narver and Slater, 1990) as well as the individual employees of the firm (Jaworski and 
Kohli, 1993; Seines et al., 1996; Siguaw et al., 1994). At the individual employee's level, it has been found that 
market orientation, as a single construct, reduces the role stress of employees while increasing their job 
satisfaction and organisational commitment (Jaworski and Kohli, 1993; Seines et al., 1996; Siguaw et al., 1994). 
These studies on the effect of market orientation on employees' job attitudes, considered mostly for the male-
dominant Western subjects (Jaworski and KohH, 1993; Ruekert, 1992; Seines et al., 1996; Siguaw et al., 1994). 



In sales and marketing literature, it is documented that the behaviour of employees towards the customers plays a 
central role in generating customer satisfection and sales quality (Bitner et al., 1990; Sergeant & Frenkel, 2000; 
Bowen & Schneider, 1985). This is especially true for the employees who interact personally with the customer as 
part of the sales interactions. As a result of which, the sales employee's customer orientation is expected to 
strongly influence a sales firm's business performance by developing a long lasting customer-employee 
relationship (Bove and Johnson, 2000). From prior studies it is evident that customer orientation aeates greater 
long-term po-formance benefits for the salesperson relative to sales orientation (Brady and Cronin, 2001; Goff et 
al., 1997; Kelley, 1992; Langerak, 2001; Reicheld and Sasser, 1990; Saxe and Weitz, 1982; Thakor and Joshi, 
2005). However, there exists a significant difference in the extent to which customer orientation is practiced 
(Boles et al., 2002). It is believed that sales person persistence with sales orientation and their unwillingness to 
practice customer oriraitation is due to the reason that the latter requires greater salesperson's effort in customer 
relationship development activities (Saxe and Weitz, 1982). A salesperson's motivation to engage in customer 
orientation is a precondition for its practice since the effort of the salesperson is determined by motivation (Deci 
and Ryan, 1985). In view of this, it is necessary to identify the determinants of salesperson motivation to engage 
in customer orientation in a retail service contest since not many studies have been undertakai using retail sales 
personnel. In the service marketing literature, the quality of service has gained much research prominence in 
recent years. With greater choice of retail outlets and increasing awareness, Indian consumers have become more 
demanding of improved quality service. The key players of the Indian retail market no longer neglect customer 
service issues. The customer orientafion of the retml sales personnel remains unexplored to a large extent in prior 
researches. If a retailer decides to strategically augment its sales in a long term basis, it is essential that the retailer 
should adopt changes systematically to introduce innovative customer interaction strategies with a long-term 
vision to retain customers. There are various literature based on customer orientation, however, important gaps 
associated with our understanding of the factors that motivate customer orientation also co-exists. After going 
through the previous literature we observe that despite considerable evidence associated with the motivating 
propensity of jobs (Eby et al., 1999; Hackman and Oldham, 1980), the effect of sales personnel's affective 
evaluation of their job on customer orientation has been examined in very few instances. Secondly, in prior 
researches on customer orientation the interrelated effects of the two different motivational drivers (sales person's 
affective evaluation on their job and their affective evaluation of the organisation they work for) on customer 
orientation is also very limited. Thirdly, we also observe that in prior literature the researches on customer 
orientation did not incorporate job related stress, which is an important job characteristic that might affect the 
motivation of the sales personnel. 

To address these limitations in prior customer orientation research we tried to draw fi"om the job characteristics 
model (JCM) (Hackman and Oldham, 1980). There are basically two reasons for which the JCM is especially 
appropriate for the purposes of this research. Firstly, the JCM clearly focuses on the motivation potential of jobs. 
Secondly, it identifies the affective evaluations of the organization context and the payments as the moderators of 
the relationship between the sales personnel's affective evaluation of their job and motivation. 

We begin by going through the prior literature survey to discuss the conceptual fi:amework. Following this, we 
will actually define our objective of the study. Subsequently, we will discuss the method used for the study. The 
results of our empirical tests will then be presented. Research results have been discussed in the next section 
followed by managerial implications, limitations and scope for further research. 

2. Fast Research 

The retail industry has developed into a full-fledged industry in America and Europe where more then three-
fourths of the total retail trade is done by the organised retailers. Retailing was limited to commodities that fulfil 
their basic needs in the very early stage of human civilisation. With the economic liberalisation in 1991, retailing 
in India witnessed a wave of organisations entering the retailing business like Shopper's Stop, Subiksha, Nilgiris, 
Food World, Pantaloons etc. Today buyers are expecting more convenience, friendlier and less time consuming 
purchase situafions. The retailers also are in a process of transforming the processes of customer interactions with 
an attitude to practice customer oriented selling. This requires that retailers more intensively focus their attention 
on services on a strategic level. A key gap in previous researches, however, is related to the dimensions that 
constitute a customer oriented business strategy. When a retailer adopts a customer oriented business strategy, 
several important strategic decisions must be made (Hombut^, Hoyer, & Fassnacht, 2002). Therefore, we attempt 



to clarify conceptually what these decisions are. Our study tries to conceptually and empirically address the issue 
of a customer oriented business strategy in the retail marketing context 
The primary objective of customer orientation is to fulfil individual customer expectations and needs. Bruhn 
(1999) distinguishes three forms of customer orientation, ranging from a very narrow to a broad, situation-based 
interpretation. The information based interpretation defines customer orientation in terms of the availability of 
customer information, i.e. the extent to which information on customer needs is collected and analyzed, and the 
extent to which this information is available in a company or public organization. The culture and philosophy-
based interpretation goes beyond the first interpretation. It defines a company's customer orientation through the 
presence of certain elements in its general corporate philosophy, such as values, norms and convictions 
(Deshpande et al., 1993; Homburg and Pflesser, 2000). Thus, customer orientation is part of corporate culture and 
characterizes not only the company's opinions but also its employees' behaviour in dealing with customers. The 
third form of customer orientation is sales and interaction based customer orientation, which is mainly determined 
by the quality of the sales provided. This view diverges from the first two forms of customer orientation. While 
the first two conceptualizations address customer orientation from the standpoint of the organization, the sales and 
interaction based conceptualization considers the customer's perspective. On the basis of these differing 
interpretations, it is important to adopt a broad definition of customer orientation that takes into account all three 
interpretations introduced by Bruhn (1999). According to Bruhn (1999) Customer orientation is the 
comprehensive, continuous collection and analysis of customer expectations as well as their interna! and external 
implementation in an organization's sales and interactions, with the objective of establishing stable and 
economically advantageous customer relationships on the long term. An important part of the sales personnel 
function is to help customer make purchase decisions that will satisfy customer preferences (Saxe and Weitz. 
1982; Spiro and Weitz 1990). Customers have preferences both in the immediate and long term. Typically, short-
term preferences (or wants) are felt and clearly articulated whereas long-term preferences (or needs) tend to be 
latent. A customer oriented sales personnel aims to uncover and satisfy these latent needs. Indeed, as Saxe and 
Weitz (1982) stated, "highly customer oriented sales people avoid actions which sacrifice customer interest to 
increase the probability of making an immediate sale." In this research we focus on customer orientation keeping 
the important job related characteristics of retail sales personnel viz., uncovering and satisfying customer's long 
term needs and listening to customer's specific needs by interacting vrith them. As already mentioned earlier, here 
the retail sales organisation set up is taken up into consideration because of the presence of huge scope of 
customer interaction with the customer contact employees. Furthermore, it is also felt that the long term 
perspective of developing the customer relationship is a precondition for success in the retail sector. 

It has been observed that the organization's success depends on effective customer relations and the customer 
sales employees play a vital boundary spanning role for the organization. In consistent with such observations, the 
organisations are always in a constant process to build up their image among the customers by managing the types 
of behaviours employees' exhibit (Becherer & Maurer, 1999; Hipkin, 2000; Martin, 2000; O'Gonman & Doran, 
1999). This is especially important in those organisations where nearly all employees have direct contact with the 
customers on a daily basis (O'Gorman & Doran, 1999; Pamell, Carraher, & Odom, 2000; Zinger, LeBrasseur, & 
Zanibbi, 2001). Wri^t, Pearce, and Busbin (1997) found that firms which emphasizes on customer service 
generate high on return on sales, return on investments, return on assets, and profit growth by the individual 
employee's outcomes than those firms which are less emphasizing on customer service, irrespective of the size of 
the firms. 

According to the Job Characteristics model, the motivation to work is a fiinction of three critical psychological 
states — experienced meaningfulness of the work (or experienced meaningfulness), experienced responsibility for 
outcomes of the work, and knowledge of the actual results of the work activities. On the otherhand, according to it 
five different job characteristics — skill variety, task identity, task significance autonomy, and feedback, are 
actually determine the above mentioned three critical psychological states in turn (Hackman and Oldham, 1980; 
Renn and Vandenberg, 1995). 

Empirical testing of the full model has shown that experienced meaningfulness is the key mediator of the core job 
characteristics on motivation (Johns et al., 1992), thereby making it an especially salient driver of motivation. 
Given that job-related effects have not been extensively examined in prior customer orientation research and given 
the salience of experienced meaningfuhiess in JCM, we focus upon the effect of this affective evaluation of the 
job on customer orientation. 



In addition to establishing that job-induced psychological states (or affective evaluations of the job) affect 
employee work behaviour, JCM argues that this effect will be moderated by employee's affective evaluations of 
the work context. We focus upon some aspects of the work like organisational identification, experienced 
meaningfiilness, pay satisfaction, job variety, job autonomy, job supervision, job stress and examine the 
moderating effects of salesperson affective evaluations on customer orientation. 

The sales personnel have to be motivated to expend greater effort in customer-related interactions in order to be 
customer oriented (Saxe and Weitz, 1982). Motivation to expend effort is generated through rewards. The rewards 
may be either intrinsic to activity performance or may be extrinsic to the activity, whose procurement is enabled 
by activity performance (Deci and Ryan. 1985). TTie feeling of accomplishment is regarded as an intrinsic 
motivator that arises from successfiil activity performance. This is because it is a rewarding psychological state 
that is directly attained through successful activity performance (Brown et al., 1993; Hall, 1976). On the 
otherhand the compensation that is received in exchange for activity performance enables the individual to obtain 
outcomes of value and hence is regarded as an extrinsic motivator (Lawler, 1971, 1973). The experienced 
meaningfiilness and organisational identification foster the feeling of accomplishment, thereby motivating the 
sales personnel to engage in customer orientation through intrinsic means, and pay satisfaction fosters sales 
personnel ability to procure valued outcomes, thereby fostering sales personnel motivation to engage in customer 
orientation through extrinsic means (Thakor & Joshi, 2005). 

It is always necessary to distinguish between institutional and employee related constructs while measuring 
customer orientation. In the forma" case, one needs to analyze company documents and measure the extent to 
which the organization acts in a customer oriented manner. As far as the employee related customer orientation is 
concerned, it describes an employee's ability (or perceived ability) to act in a customer oriented manner and to 
meet customer expectations. The human fector perspective focuses on employee related customer orientation 
(Korunka, Schritzer, Caryon, Hoonakker, Sonnek, and Sainfort, 2007). The scale developed by Narver and Slater 
(1990) takes into account the cultural aspect into consideration. Here the customer orientation is described as a 
facet of corporate culture that increases customer benefits and thereby the success of the company. The so-called 
MKTOR scale (Market Orientation Scale) consists of 14 individual items on the dimensions of customer 
orientafion, competitive orientation and interflinctional coordination. The SOCO scale (Selling Orientation and 
Customer Orientation) developed by Saxe and Weitz (1982) is often used to measure the customer orientation by 
employees since it is an employee-related construct (Bennett et al., 1999; Boles et al., 2001; Brown et al., 2002; 
Hoffinann and Ingram, 1992). It consists of 24 items with two dimensions: 12 positive items on customer 
orientation and 12 negative items describing selling orientation. It is designed to measure the extent to which 
employees act in a customer-oriented manner and thus increase customer satisfaction in the long run (Brown et 
al., 2002). It provides a measure of customer orientation by the employee. Brady and Cronin (2001) adapted this 
scale to measure customer orientation from the customer's perspective. It is not always mandatory that the SOCO 
scale would have to be utilised in its ori^nal form. In various occasions, the SOCO scale was modified just to suit 
the situafion. In the previous discussions what we have found that the SOCO scale was modified to fulfil the 
research requirements. We have seen that Michaels and Day (1985) used a modified SOCO scale that reflected the 
views of buyers, rather than salespeople. In other occasion Dunlap, Dotson and Chambers (1988) used the SOCO 
scale in a research on real estate industry, however, they have used a five-point response format rather than the 
original nine-point scale of the SOCO scale. O'Hara, Boles and Johnston (1991) have also altered the original 
SOCO scale of a research on advertising and industrial sales people, where the researchers have reduced the items 
of the SOCO scale to 18 instead of the original 24 items. In another research, Tadepalli (1995) modified the 
SOCO scale by changing the .frame of reference of the questions to a particular salesperson rather than to 
salespeople in general (by relating to respondents' most recent buying situation). Overall we can find that the 
original SOCO scale for the purpose of researches carried on measuring customer orientation has been modified 
according to the requirements. Here, in this research also we have drawn items from the SOCO scale but have not 
used all the items used in the original scale nor we have drawn items from other popular scales. Attempts were 
made to incorporate items from various measures adopted in various researches which can explain the measure of 
customer orientation in a much more refined manner. 

3. Objectives of the Study 

The study will mainly concentrate on various issues concerning the level of pay satisfaction, customer orientation, 
experienced meaningfiilness and job related stress. In fact, customer orientation requires the sales person to be 



motivated to practice this mode of selling. Therefore, the purpose of this study is to examine relationship between 
experienced meaningfulness, organisational identification, job stress, pay satisfaction and the customer 
orientation. The specific objectives of the study are listed below: 

(i) To adapt valid and reliable scales to measure relevant constructs with respect to the retail sales personnel. 

(ii) To examine relationship between experienced meaningfulness with sales employee's customer orientation in 
a retail organisational set up. 

(iii) To assess the relationship between retail sales person's motivation to expend the effort and customer 
orientation. 

(iv) To integrate the findings mentioned above and formulate effective marketing and human resource 
management strategies. 

4. Research Questions 

Keeping in view the above objectives of the study this study simply tries to answer to following questions: 

• Is the any significant relation between customer oriaitation and organisational meaningfulness? 
• How customer orientation is influenced by the perceived experience meaningfulness? 
• How job stresses affect the customer orientation in a shopping mall business? 
• How all these variables simultaneously affect the customer orientation concept for the long run survival 

of the business? 

This study is expected to provide sufficient insight into the relationship between various perceptual variables 
incorporated in explaining the practice of customer orientation. 

5. Methodology 

We have adopted in our study a very simple cross-sectional descriptive research design study where respondents 
are to provide response on different muhi point responses which require a great deal of understanding and 
comprehension of the concept on which the responses are sought The responses were collected with the help of 
questionnaires from the chain retail outlet located in Siliguri, a small city in the district of Darjeeling in the state 
of West Bengal. However, convincing of the management staffs of the organization was regularly done for the 
purpose of making them to understand the importance of the study. Initially, it was visualised that the data 
collection will be done by us but at last it was decided not to interact directly with the employees. The reason that 
we perceived was that the responses were collected by us the respondents would not cooperate with us and might 
provide biased responses. So, it was decided that the questionnaires will be distributed in the weekly meeting of 
the retail staflfe where the targeted respondents (retail outlet sales staffs) will be made aware of the study on behalf 
of the management. A total of 175 questionnaires were distributed among the sales members of the retail outlet in 
3 phases because not all the staff members were present in every weekly meetings of the outlet because of various 
kinds of leaves and day of!s. A tentative due date of the returning of the filled up questionnaires was fixed by the 
managemoit of the outlet in consultation with us by considering the factors like the understanding of the 
questionnaires and maintenance of the work schedule of the sales personnel of the retail outlet and work pressure. 
Among the 175 questionnaires 152 were returned within and after the due date had expired. From the returned 
questionnaires also it was found that 32 were unusable because of failure to follow instructions. Thus, the 
effective sample size was reduced to 120, representing a response rate of 68.57%. This response rate compares 
favourably to response rates reported by Yilmaz and Hunt (2001) and Siguaw et al. (1994) in recent studies using 
sales person samples. During the response collection it has been found that some of the response was collected 
prior to the date fixed as a due date of returning of the samples. There were some responses which were collected 
after the due date had actually expired. In order to test for non-response bias, we compared the early-versus-late 
respondents on sex, age, sales experience, tenure with the current employer and monthly and found no statistically 
significant differences between the two groups. The way we administered the questionnaires mitigates the threat 
of a non-response bias (Armstrong and Overton, 1977). 

5.1 Sample & Study Design 



The study was carried out involving the customer sales employees of the India's biggest retail chain, A total 
number of 120 respondents were taken into consideration. Respondents who are involved in the sales and 
customer handling activities were considered for this study. The respondents had the designation of frontline sales 
executives, team leaders, asst departmental managers, departmental managers etc. The data on demographic 
variables like age, sex, number of years of experience, qualification have been reported in table l.The sample 
observations are skewed in many respects. There is a large proportion of male employees' compared to their 
counterpart who are female. Again more than 93 percent of the respondents are below the age group of less than 
thirty five which is not that uncommon due some obvious reasons that suit the HR requirement of the industry. 
However, the data reported in the table I are self explanatory in nature and not much discussion of the 
demographic profiles of the respondents are discussed keeping in view the homogeneity of the sample. 

Table 1 

SEX 
Category 

Male 
Female 

Frequency 
94 
26 

Percentage 
78.33% 
21.66% 

AGE 
Variable 

Below 25 years 
26 yrs - 35 yrs 
36 yrs - 45 yrs 
46 yrs - 55 yrs 
56 yrs - above 

Frequency 
77 
39 
4 
0 
0 

Percentage 
64.16% 
32.50% 
03.33% 

-
-

TOTAL JOB EXPERIENCE 
Variable 

Less than 1 year 
1 year to 5 years 
6 years to 10 years 
11 years to 15 years 
15 years and above 

Frequency 
62 
48 
6 
2 
2 

Percentage 
51.66% 
40.00% 
05.00% 
01.66% 
01.66% 

EXPERIENCE IN PREVIOUS JOBS 
Variable 

Less than 1 year 
1 year to 5 years 
6 years to 10 years 
11 years to 15 years 
15 years and above 

Frequency 
106 
14 
0 
0 
0 

Percentage 
88.33% 
11.66% 

-
-
-

QUALIFICATION 
Variable 

Under Graduates 
Graduates 
Post Graduates 
Professionally Qualified 

Frequency 
18 
70 
16 
16 

Percentage 
15.00% 
58.33% 
13.33% 
13.33% 

SALARY INCOME 
Variable 

Less than Rs. 10,000 
Rs. 10,001 - Rs. 20,000 
Rs. 20,001 - Rs. 30.000 
Rs. 30,001 -above 

Frequency 
108 
10 
0 
2 

Percentage 
90.00% 
08.33% 

-
01.66% 



The responses were collected with the help of questionnaires from the chain retail outlet located in Siliguri, a 
small city in the district of Darjeeling in the state of West Bengal. However, frequent convincing of the 
management staffs of the organization was done for the purpose of making them to understand the importance of 
the study. Initially, it was visualised that the data collection will be done by us but at last it was decided not to 
interact directly with the employees. The reason that we perceived was that if the responses were collected by us 
the respondents would not cooperate enthusiastically and might provide biased or random answers. So, it was 
decided that the questionnaires will be distributed in the weekly meeting of the retail staffs where the targeted 
respondents (retail outlet sales staffs) will be made aware of the study on behalf of the management. A total of 
175 questionnaires were distributed among the sales members of the retail outlet in 3 phases because not all the 
staflFmembers were present in every weekly meetings of the outlet due to different kinds of leaves and day offs. A 
tentative due date of the returning of the filled in questionnaires was fixed by the management of the outlet in 
consultation with us by considering the factors like the understanding of the questionnaire and without disrupting 
the work schedule of the sales personnel . Among the 175 questionnaires 152 were returned within and after the 
due date had expired. From the returned questionnaires it was found that 32 were unusable because of feilure to 
follow the instructions properly. Thus, the effective sample size was reduced to 120, representing a response rate 
of 68.57%. This response rate compares favourably to response rates reported by Yilmaz and Hunt (2001) and 
Siguaw et al. (1994) in recent studies using sales person samples. During the response collection it has been found 
that some of the response was collected prior to the date fixed as a due date of returning of the samples. There 
were some responses which were collected after the due date had expired. In order to test for non-response bias, 
we compared the early-versus-late respondents on sex, age, sales experience, tenure and found no statistically 
significant differences between the two groups. The way we administered the questionnaires mitigates the threat 
of a non-response bias (Armstrong and Overton, 1977). 

5.2 Measures 

Scale items of the study were developed from reviewing prior literature and were refined through various insights 
and knowledge acquired from many exploratory interviews and interactions we did with many sales professionals. 
The scale items were derived from various studies done for the purpose of measuring various variables considered 
in prior researches like organisational identification (Porter et al. 1974), experienced meaningflilness (Williams, 
1998), pay satisfaction (Comer et. al. 1989), job stress (Crank, Regoli, Hewitt and Culbertson, 1995), customer 
orientation (Saxe and Weitz, 1982). All the theoretical construct in the model were measured using multiple item 
five point (5 = fiilly disagree to I = fully agree) scales since the scales that we employed in our study had already 
been applied under more or less similar conditions. 

5.2.1 Organisational Identification 
Experienced meaningfiilness is not only the important variable that positively influences productivity. 
Organisation identification, on the other hand, is the mismatch, if any, between the perception of organisational 
values and individual values does not create any problem for the organisation According to Thakor & Joshi (2005) 
organisational identification may be termed as a state of psychological congruence between the salesperson and 
the values of the organisation. We have used the scale in this study of organisational identification from Thakor & 
Joshi(2005) since organisational identification is commonly regarded as being at the core of the commitment 
construct (Allen and Meyer, 1990 p. I; Mathiew and Zajac, 1990; Mowday et al., 1979, p. 226). 

5.2.2 Experienced Meaningfulness 
If the service personnel strongly believe that they would experience a feeling of accomplishment from their job 
they would be motivated to expend additional effort required by customer oriented selling. In this study we have 
used the infrinsic job cognition scale used by Thakor & Joshi (2005) to measure experienced meaningfulness. We 
have used this scale because of its sfrong face validity in relation to the definition of experienced meaningfulness. 

5.2.3 Pay Satisfaction 
Pay satisfaction refers to the affective evaluation of the sales personnel to the pay that they receive over a period 
of time in exchange for their effort investment. Here in this study we adopted four items from a prevalidated scale 
that measure pay satisfaction (Thakor & Joshi (2005). 

5.2.4 Job Stress 



Job stress is generally defined in the literature as an employee's feelings of job-related hardness, tension, anxiety, 
frustration, worry, emotional exhaustion and distress (Cartwri^t & Cooper 1997). In this study for measuring the 
job stress we had adopted a four item scale of job stress from Crank, Regoli, Hewitt and Culbertson (1995). 

5,2.5 Customer Orientation 
For this study we have used a seven item scale of customer orientation by adapting relevant items from the 
existing Thakor & Joshi (2005) scale. Adaptation of the customer orientation scale such as those proposed in our 
study is reported in prior published research (Brown et al., 2002; Cravens et al., 1993). 

6. Results & Discussions 

The results of descriptive measures have been presented in table 3. 

Table 3: Descriptive Statistics 

Median 

Mode 

Mean 

Percentiles 

25 

50 

75 

01 
28.0000 

30.00(a) 

27.5083 

25.2500 

28.00G0 

31.0000 

EM 
14.0000 

14.00 

13.0250 

13.0000 

14.0000 

14.0000 

PS 
10.0000 

10.00 

10.4667 

9.0000 

10.0000 

12.0000 

JST 
10.0000 

9.00 

12.1083 

9.0000 

10.0000 

16.0000 

CO 

27.0000 

30.00 

26.1250 

23.2500 

27.0000 

30.0000 

a Multiple modes exist The smallest value is shown 
ONOrganisational Identification, EM=Experienced Meaningfulness, PS=Pay Satisfaction, JST=Job Stress. 

CO=Customer Orientation 

We report various measures of central tendencies along with percentile values. The interval scale instruments 
generated data which are more or less normal that can be evident from the various measures of central tendencies. 
The mean pay satisfaction score is quite low by any standard. Regarding job stress a large number of employees 
exhibited a high stress syndrome which is a bit alarming. One peculiar observation is evident from the Descriptive 
values reported in table 3.The mean as well as the median score on the organisational identification and 
experienced meaningfulness scores are quite healthy which are indicative of a sound organisational culture 
practised by the upper level of management. In this study organisational identification is measured using a seven 
point scale adapted by (Thakor and Joshi 2005). The alpha value is found to be 0.859 which is adequately high. In 
contrast the internal consistency of the experienced meaningfulness scale is found to be satisfactory despite a 
smaller number of scale items. Regarding pay satisfaction that included 4 items generated an alpha value of 0.899. 
Similarly, job stress and customer orientation exhibited high degree of reliability. The reliability coefficients, in 
general, show good degree of internal consistency. In order to establish scale dimensionality, we used a factor 
analysis method using principal component analysis as the starting point. There are two objectives of factor 
analysis: the first objective is to reduce the data set to a manageable level and the second objective is to establish 
the imderlying dimensions in the data. In an attempt to analyse fiictor analysis, we preferred and oblique rotation 
instead of Varimax rotation which is an orthogonal rotation. The variables that we have used in our study are 
expected to have low to moderate degree of correlation with each other and for this application of Varimax 
rotation procedure would not be an appropriate rotational method. TTie results of the factor analysis amply 
demonstrate that the scales, which we have used in our study, have sufficient degree of construct validity. In 
analysing the structure matrix one would discern number of split loadings and mis-loadings. The summary results 
of factor analysis revealed that 71% variation in the original variables is explained by the 5 factors extracted. In 
this process both repeatability property of the instruments and construct validity were adequately established. 

Table 4 

Variables 
Organisational Identification 
Experienced Meaningfulness 
Pay Satisfaction 

RELIABILITY STATISTICS 
Cronbach's Alpha 

.859 

.766 

.899 

Number of Items 
7 
3 
4 



Job Stress 
Customer Orientation 

.924 

.933 
7 
7 

Table 5: Factor Structure Matrix 

oi l 

oi2 

oi3 

oi4 

oiS 

oi6 

017 

ps1 

ps2 

ps3 

ps4 

em1 

em2 

em3 

jst1 

jst2 

Jst3 
jst4 

co1 

co2 

co3 

co4 

co5 

co6 

co7 

1 

.264 

.289 

.360 

.219 

.280 

.325 

.236 

.121 

.067 

-.015 

.023 

.242 

.189 

.270 

-.300 

-.257 

-.247 

-.230 

.821 

.888 

.773 

.887 

.887 

.889 

.828 

2 

.085 

.068 

-.244 

-.083 

.051 

.016 

.114 

-.031 

-.207 

-.062 

-.128 

.024 

-.048 

-.103 

.786 

.934 

.930 

.928 

-.400 

-.109 

-.393 

-.389 

-.219 

-.155 

-.127 

Component 

3 

-.056 

.146 

-.002 

-.136 

.040 

.015 

.033 

.780 

.923 

.859 

.918 

-.136 

-.099 

-.047 

-.058 

-.175 

-.085 

-.111 

-.096 

.129 

-.024 

-.030 

.024 

.107 

.133 

4 

-.610 

-.746 

-.631 

-.797 

-.864 

-.766 

-.749 

-.068 

.012 

.075 

-.020 

-.051 

.012 

-.103 

.102 

-.031 

-.102 

-.039 

-.294 

-.402 

-.200 

-.252 

-.244 

-.395 

-.378 

5 

-.044 

.173 

-.074 

.032 

.045 

.040 

.091 

-.037 

-.172 

-.086 

-.102 

.922 

.944 

.527 

-.053 

-.029 

-.040 

-.061 

.288 

.247 

.259 

.320 

.206 

.204 

.225 

Note i) Extraction Method: Principal Component Analysis. Rotation Method: OblimJn with Kaiser Nomialization. 
Note li) Only loadings above 0.30 are reported in bold. 
oi: organizational identification, ps: pay satisfaction, em: experienced meaningfulness, jst: job stress, 
GO: customer orientation 

Table 6: Total Variance Explained 

Component 

1 

2 

3 

4 

5 

Total 

6.892 

3.890 

3.180 

2.260 

1.614 

Initial Eigenvalues 

% of Variance 

27.568 

15.559 

12.720 

9.041 

6.455 

Cumulative % 

27.568 

43.128 

55.848 

64.889 

71.344 

Extraction Method: Principal Component Analysis. 
a When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 

In an attempt to measure the impact of above mentioned job characteristics dimensions on customer orientation of 
sales personnel a multiple regression analysis technique was adopted. The overall goodness of the fit measured by 
R̂  was found to be significant beyond P<.000. The organisational identification and experienced meaningfulness 



variables are found to be positively influencing the practice of customer orientation by the sales personnel. As 
expected, the level of stress perceived and customer orientation variables are inversely related. The coefficient is 
significant, beyond p< .001 indicating that job related stress inversely affect the employees to be provide customer 
oriented service. Pay satisfaction and customer orientation are found to be positively related though the extent of 
association is very weak. Previous studies also reported similar findings in the literature. We did find any 
significant impact of sex measured by a dummy variable (raale=I, female =0 ).However, the females are more 
likely to engage in customer oriented selling than their females who are males. 

Table 7: Model Summary (b) 

Model 
1 

R 

.550(a) 

R Square 

.303 

Adjusted R 
Square 

.272 

Std. Error of 
the Estimate 

3.74954 

a Predictors: (Constant), Job Stress, Experienced Meaningfulness, Pay Satisfaction, Sex, Organisational 
identification 
b Dependent Variable: Customer Orientation 

Table 8: ANOVA (b) 

Model 
1 Regression 

Residual 

Total 

Sum of 
Squares 

696.391 

1602.734 

2299.125 

df 

5 

114 

119 

Mean Square 

139.278 

14.059 

F 

9.907 
Sig. 

.000(a) 

a Predictors: (Constant), Job Stress, Experienced Meaningfulness, Pay Satisfaction, Organisational Identification, 
Sex 
b Dependent Variable: Customer Orientation 

Table 9: Coefficients (a) 

Model 
1 (Constant) 

01 

EM 

PS 

JST 

SEX 

Un-standardised 
Coefficients 

B 
13.466 

.355 

.485 

.055 

-.309 

-.302 

Std. Error 
3.653 

.079 

.145 

.128 

.086 

.864 

Standardized 
Coeffidents 

Beta 

.357 

.266 

.035 

-.284 

-.028 

t 
3.686 

4.475 

3.348 

.429 

-3.577 

-.350 

Sig. 
.000 

.000 

.001 

.669 

.001 

.727 . 

a Dependent Variable: Customer Orientation (CO) 
Ol=0rganisational Identification, EM=Experienced Meaningftjiness, PS=Pay Satisfaction, JST=Job Stress, 

6.1 Managerial Implication 

From the study we can say that the sales managers have to ensure that sales personnel in the retail sector should 
expend effort in developing and maintaining customer relationships over time. This research carried out on the 
retail sales personnel is very significant to the retail sales managers because it identifies various job characteristics 
which can enhance the sales personnel work motivation. From the research the key job characteristics like 
organisational identification, experienced meaningfulness, job stress requires to be taken care of by the 
organisational managers especially who are there in the retail sales. From our research it shows that organisational 
identification, experienced meaningfulness and job stress are the strongest detenninants of customer orientation of 
the retail sales personnel. This result highlights the managerial importance of ensuring that retail sales personnel 
find their work more meaningllil. Manages can ensure that experienced meaningfulness among retail sales 
personnel by reducing the job stress as well as providing with job autonomy. Further, our results highlight the 
importance of ensuring pay satisfaction among retail sales personnel as this may enhance the effect of experienced 
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meaningfiilness of the job to the employees. Managers can foster pay satisfaction by providing a competitive level 
of pay and by ensuring feimess in pay management (Chebat et al., 2002; Lawler, 1973). 

When worker creativity is unleashed, problems are solved, productivity is improved, and both firms and workers 
benefit. This perspective builds on the earlier work redesign literature that maintains that work with greater skill 
variety, task identity, task significance, autonomy, and feedback (Hackman and Oldham, 1976). By being more 
satisfying for workers, such jobs are seen to produce better outcomes for firms (here the retail organisations) 
(Hackman et al., 1975). Lowe and Schellenberg (2001) provide empirical evidence for the high performance work 
system model's arguments: workers in their study who enjoyed more intrinsically satisfying work were more 
productive and reported'higher levels of job satisfection. The present study also corroborate the fact that job 
induced stress affects the performance of worker to practice customer orientation. The job must be made 
meaningful to the workers to enhance their level of perceived meaningfiilness of the task they perform. 

6,3 Limitation and Future Research 

The study is limited by several factors that should be addressed in future research. Firstly, the major limitation of 
this empirical work is the use of a cross-section of sample to examine the relationship between the constructs, 
which may by dynamic in nature. Cross-sectional data do not reflect any ongoing transformations that may affect 
the relationships between these constructs. For example, a service firm like the retail organization could be 
moving toward a greater or lesser market orientation, but the effect of market orientation on job attitudes of its 
retail sales personnel may lag behind. A longitudinal study would better capture the dynamics of these constructs. 

The implication of our research should be evaluated along with caveats pertaining to research design, data 
collection, and homogeneous subjects. In terms of research design, we used a descriptive research design and as 
such are unable to establish a causal relationship between experienced meaningfiilness and customer orientation 
and other predictors. Secondly, with respect to data collection, the individual retail sales personnel provided data 
on both the independent and dependent variables. Such practice creates the potential for response bias. Finally our 
conceptual framework does not take into consideration other possible moderators such as sales personnel 
personality characteristics viz., extroversion (Stewart, 1996), self-esteem etc. (Sujan et al., 1994). Undoubtedly, 
more theoretical and empirical works are needed to understand the effects job related and other perceptual 
variables on customer orientation. 
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