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ABSTRACT
, Employees are an integral paii of the company, which they represent when
customers are in contact with them. Personal interaction between the service provider and
customer, or the service encounter, is at the heart of most services. Committed employees
value their membership in the organization and often develop expectations of continuity.
The purpose of this research was to study the effect of customer orientation (CO)
on service workers' responses to their jobs for Samart I-mobile Company Limited. The
dimension under customer orientation were (need to pamper, need to read customers
mind, need to deliver and need for personal relationships). The dimensions under
workers' responses to their jobs were (organizational commitment, job satisfaction and
organizational citizenship behaviors).
A self structured questionnaire was distributed to 112 employees and supervisors
working for Samart I-mobile. The researcher used descriptive statistics to measure the
frequency and percentage for analyzing personal data of the respondents. Inferential
statistics used was Pearson correlation for testing hypothesis. Results indicated that need
to pamper and need to read customers mind dimensions has a relationship with
organizational commitment, job satisfaction and organizational citizenship behaviors.
Need to deliver and need for personal relationship does not have any relationship with job
satisfaction but is significantly related to organizational commitment and organizational
citizenship behavior.

The research findings have important implications for Samart I-mobile Company.
Employees should be well updated and trained about customer information infrastructure,
other organizational structure and culture changes. Information about customers and
knowledge about how it can be best used must be seen as a valuable corporate asset.
Organizational assessment surveys can help manage co-worker relationships by showing
which issues are problems, where they are a problem, and if there are underlying causes
to consider. This allows for the efficient management of factors in your organization that
affect overall profitability, creating a competitive advantage.
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CHAPTER I
GENERALITIES OF STUDY

1.1

Background of the Study
In the quest for improved business performance compames are increasingly

focusing on managing customer relationships. Customer Orientation refers to the extent
to which a business unit has directed its efforts towards facilitating the effective
management of customer relationships (Ittner & Larcker 2001 ).

Imagine a world where

all customer service representatives (CSRs) are confident, self-sufficient and motivated.
The company's department's turnover is at an all-time low, as are customer complaints.
Word on the street is that a company offers the benchmark for customer service in an
industry, and competitors are seeing their customers jump ship and swim towards their
way. ( www.barbaraglanz.com, 20/06/05).

This research study focused on I-mobile. Usually, a company focuses on
customers; however, employees play an important role in an organization. The research
findings will enable where an organization needs to improve, but also which
improvements offer the best pay-off in increased employee satisfaction. This research
study will give an insight to the managers of I-mobile to provide improved levels of
productivity and commitment by identifying the root causes of workplace attitude.

Particularly in an environment dependent upon employees and its customers for
survival, understanding of service worker customer orientation can make the difference

between a company's success or failure. Committed employees value their membership
in the organization and often develop expectations of continuity. The main theme in
customer relationship marketing is 'to get and keep customers' (Gronroos, 1998). Not
only customer-sales people relationships, but also social interactions between
employees are an important thinking of commitment and loyalty-based behavior.
There is a positive relationship felt by a customer that includes commitment, loyalty
and satisfaction. Reichheld (1993) found out that customers' loyalty and the loyalty of
sales people depends on each other.

According to Karl Albrecht, he stated in his book At America's Service, "Every
service employee is a manager." Do all of your employees feel like they are managers?
The opportunity is to make a difference by supplying quality work in a caring way exists
at each moment of truth a customer has with an organization. On the other hand, Jan
Carlzon of Scandinavian Airlines stated the term "moment of truth." A moment of truth
is "any instance when a customer comes into contact with some aspect of your
organization and has an opportunity to form an impression" about the quality of service
provided. Every service employee has the choice to manage each of these moments of
truth by having control over his or her behavior toward the customer. At each of these
moments of truth, many things can go right or wrong to create a strong impression for the
customer about the organization. Positive moments of truth are the building blocks of
customer loyalty. Glanz A.B., 2003 (www.barbaraglanz.com 20/06/05).

Today, employee loyalty needs to be earned, rather than assumed, and must be
specific, rather than general - employees are looking at their employment as a means of
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achieving personal goals rather than simply being the "good corporate soldier" of the
past. This means that companies need to express and act on a commitment to develop
employees' career objectives by introducing initiatives that make employees believe that
their current job is the best path to achieving their career goals. (www.insightlink.com,
20/06/05).

Typically, a combination of factors influences employees' decisions to stay at
their current job. Contributing factors include satisfying work, a sense of job security,
clear opportunities for advancement, a compelling corporate mission combined with the
ability to contribute to the organization's success, and a feeling that their skills are being
effectively used and challenged. Specifically, employees who enjoy their work identify
themselves with their employer and perceive that the company is flexible regarding work
and family issues also intend to stay with the organization.
The authors Narver and Slater (1990) found evidence that as organizations
increase their level of market orientation, their organizational performance increases as
well. They propose that market orientation involves three behavioral components: (1) CO
(i.e., focus on customers), (2) competitor orientation (i.e., focus on competitors), and (3)
interfunctional coordination (i.e. coordinated use of company resources). The

effective

functioning of an organization depends on employee efforts that extend beyond formal
role requirements (Katz and Kahn, 1966; Organ, 1988). Organ (1988) termed these extra
efforts "organizational citizenship behaviors" (OCB), and defined them to include
activities that target other individuals in the workplace (e.g., helping coworkers or
communicating changes that affect others) and the organization itself (e.g., actively
participating in group meetings or representing the organization positively to
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outsiders). If these behaviors are significant antecedents to real firm performance, then
managers will need to pay close attention to them and learn to reinforce them
appropriate! y.

1.1.1 Samart Corporation Public Company Limited
Samart Corporation Public Company Limited has been established since March 7,
1989, formerly known as Samart Comtech Co., Ltd., with registered capital of Baht 5
million

by

Vilailuck

Group

for

design,

implementation

and

installation of

telecommunication system business. The company has converted into a Public Company
and listed on the Stock Exchange of Thailand since 1993.

Samart Corporation conducts its business with great awareness in ethical and
moral issues. Good corporate governance has always been the foremost priority of Samart
Corporation in establishing all business guidelines. Prime objectives of practicing good
corporate governance are not only to materialize company's goals in achieving
accountability and transparency in all operations, but also to create and instill ethical
mindsets among employees.

Samart Corporation believes that they have to work with their business partners
with the greatest sincerity while supporting them with the use of a variety of different
approaches. The management of Samart Corporation operates under the balance of justice
to inspire the unity of our staff, a key leading to our success.

In 2003 Samart Corporation had revised its business solutions to facilitate
business efficiency by distributing the operations into 4 main categories:
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Government

Solutions:

Focused

on providing telecommunication services to

governmental sectors with consultant, design and installing telecommunication system.
Samart also provide excellent turnkey solutions from a distinguished team of experts in
setting up a large-scale project.

Samart Solutions: Aims to provide telecommunication services as an "Enterprise
Solutions Provider" by combining the latest technology to accommodate any challenges
encountered by the private enterprises. The services available to the private sectors are,
for example, telecommunication network, Internet service, electronic logistic system, and
database management and information service through various forms of efficient media.

I-Mobile Multimedia: Operating the import and distribution of IT appliances such as
mobile phones, hand-held computers and multimedia products including interactive
infotainment services through multi medium/devices to match various customer interests
through a personal live assistant service, audio-text, interactive multimedia and strategic
kiosk machine.

Related Business:

Business in Thailand: Samart Engineering Co., Ltd. is a premier company m
manufacturing television antennas and satellite dishes of world-class standard.

International:

As

m

Cambodia

Samart

Communication

Co.,

Ltd.

responsibility primarily involves the distribution of telecommunication equipment and
provides GSM900 mobile service in Cambodia. As well as, Cambodia Air Traffic
Services Co., Ltd. undertakes the responsibility of air traffic control in Cambodia.

5

Samart's

Vision:

Samart

Corporation

leads

the

high-tech

path

of

telecommunications in Thailand with their central ambition of offering first-class
products and services. They equip themselves with the latest technology to meet the
demands of customers in all sectors: government, private enterprises as well as household
users, to build and thus gain their confidence in products and services.

With the combination of experience, expertise and dedicated workforce, while
strengthening with the allied global paiiners who share similar visions, Samart aims to
knowledge with technology to achieve the specific requirements of customers as well as
their highest expectations. (www.samartcorp.com, 25/08/05).

1.1.2 Products & Services provided by Samart
Samart provides products and services such as:
•

The Bug: is an Infotainment service using audio-text 1900.

Basically the

Infotainment services for multi devices through wireless communication.
•

I-mobile Shop: Outlets for mobile phones, SIM Cards and multimedia

appliances, before and after sales services and pay point.
•

Fleet Management: Managing vehicles via GPRS (General Packet Radio

Services) Network under GPS (Global Positions System).
•

Bluestone Accommodations Solutions: Hotel and Resort Management System

with technology of Communication & Network System.
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•

SDSL

Samart

Net:

High

speed

internet

connection

by

SAMART.

(wWVv'.samartcorp.com, 25/08/05).

Samart Corporation's nature of operations

1. A mobile phone distributor and provider of content as a value added service;
retailer of accessories and SIM cards in the form of retail trade through I-Mobile by
SAMART Shop, which has more than 80 outlets; wholesaling and sale of franchise oflMobile by SAMART Shop; distributor of computer and information equipment.
2. Managing the distribution channels and management for 1900 MHz mobile
phone, managing and operating the 1900 MHz mobile phone customer service and
managing billing system for 1900 MHz mobile phones for Thai-Mobile Joint Venture.
3. Operator of a media business; preparing, engaging in and providing billboard
advertisement services; providing content services; and provider of content. (Source:
\V¥/\V

.set.or. th, 25/08/05)
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1.1.3 Samart I-mobile
This research focuses on Samart I-mobile. Samart I-mobile offers a variety of IT
products and services and as a leading mobile phone distributor, their innovation is
geared to provide user-friendly products and interactive infotainment through multi
devices services customized to every requirement of customers.
Their business focuses on Import mobile phone handsets from several major
brands and operates more than 70 I-Mobile outlets for mobile phones, SIM cards, as well
as value-added products such as multimedia appliances, mobile content under I-Mobile
package and internet kits. The company also operates as a major dealer for mobile phone
network operators in Thailand. I-Mobile is one of the most popular mobile brands that
steps up to be a desirable option for the consumers who look for full-optioned mobile
services. What makes I-Mobile stands out in such a competitive market is the fact that it
provides the consumers mobile phone that is equipped with picture and sound content
services. I-Mobile aims to be a regional brand through the building of Business Strategic
Partner.
I-Mobile is one of the most popular mobile brands that step up to be a desirable
option for the consumers who look for full-optioned mobile services. Samart I-Mobile
has announced its intention to focus on marketing house brand handsets, I -mobile, and
providing

mobile

content

with

a

THB 12

billion

revenue

target

in

2005.

( www.marketnevaealand.com, 26/08/05)
Samart I-mobile has 28 shops in Bangkok and 42 shops in other provinces.
Samart I-Mobile focuses on marketing its "I-Mobile" brand to be the "No I of mobile &
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multimedia market". It prepares to launch its new service of Personal Digital Content
under the name "Bug 2 Mobile". Samart expects to generate an income of Baht 1.2
billion in 2005. On the other hand, mobile phone provider Motorola has appointed Samart
I-Mobile to be its handset distributor, reasoning Samart I-Mobile is a potential distributor
with

nationwide

branches

and

satisfactory

content

management

skill.

( \Vww.samartcorp.com, 25/08/05)
I-Mobile Multimedia continued to enjoy robust revenue growth of 14.3% in 2003
by higher demand for cellular handsets. The higher handset sales were derived mainly
from demand in the replacement market. Changing design attributes and added
functionality such as MP3 players, Mega pixel Camera, Bluetooth compatibility, etc.
were key features of the handsets in 2004.

Looking at the market potential, the company made an effort to successfully
launch its own brands of handsets under the name I-Mobile which proved very
successful. For the whole year, 35% of total handset sales in terms of volume were
derived from house brands in 2004. A total of 16 handsets were launched in 2004. On the
distribution side, new distribution channels, such as, new Franchise was added to expand
product reach to the consumers.

Innovative measures, such as Mobile Outlets key

distinguishing factors in product distribution. The company formed an alliance with
Telecom Malaysia in order to expand its business operations beyond Thailand. This was
achieved by setting up three subsidiaries under I-Mobile International namely in
Malaysia, Sri Lanka and Cambodia. (www.samartcorp.com, 25/08/05).
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1.1.4 Telecommunication Industry and Competitor Analysis

· Consumption in services sector including telecommunication sector increased in
line with economic growth in 2004. Spending on electronic gadgets including mobile
handset and PDA increased, however, overall growth for this segment was in the
neighborhood of 5%. Value added mobile services saw maximum growth in terms of
absolute percentage points. Mobile phone penetration continued its upward trend in 2004
reaching a total of approximately 26 million users or a penetration of 42%. Intense
competition among the operators' benefited consumers in terms of cheaper tariff and
complementary value added services.

The distinguishing feature for mobile industry was a significant jump in the nonvoice services. These services ranged from short messaging service (SMS), multimediamessaging service (MMS), download of ring tone and screensavers, etc. Opening of cross
network MMS facilities by operators in first quarter also contributed towards increase in
MMS traffic among the users.

Nearly 69% of Thai market now owns color handset with resolution ranging from
4,000 to 262,000 colors, which implies potential growth for replacement market. From
the brand perspective, in addition to existing brands, house brands were launched by few
distributors and proven successful. Brand dominance from products from China/Taiwan
eased, while those from Japan, Europe and America saw their share going up compared
to previous year.

MP3 songs, movie clips/video downloads were the emerging

applications for mobile users m the market. Increased emphasis on technology has
changed the dimensions of conventional media industry and thus led to speedy
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convergence. Significant effects of convergence were seen in the mobile industry creating
a new sectoral niche called Mobile Multimedia. A new breed of hardware is enabling
bundling of music and video clips and thus supporting the theme of mobile multimedia.

Lifestyle and fashion related programs were highly popular among the users
which include downloading of ring tones from major music companies, logo and screen
savers, review of sports clips, movie clips on mobile handsets. Despite the competitive
fragmentation of the industry, economies of scale will prevail in bringing down the cost
of content to the end users. Rapid convergence and fast changing lifestyle will be the key
factors in exponential growth of this industry in the future. (www.samartcorp.com,
25/08/05).

Major competitors of Samart Corporation are AIS and DTAC. According to
Srisamom Phoosuphanusom 2004, Thailand's Mobile phone market is bracing for new
tit-for-tat price wars this year with major operators scrambling for growth among firsttime users, mainly in the fast-growing provincial market, after enjoying spectacular newuser growth last year.

Operators believe the number of mobile phone users in Thailand will grow by a
further 15% this year, to 27 million subscribers or 40% of the population, fuelled mostly
by the low-usage market segment in the dominant prepaid market. At the same time, they
are banking on the fast-growing popularity of high-margin wireless data communications
services to pad their bottom lines in a way that prepaid cannot.
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1.1.5

Samart I-mobile employees

· The Samart I-mobile salespeople are paid a salary and commission on the sale of
products and services. In today's marketplace, it's a given that everyone wants increased
sales, a bigger slice of the pie. Yet virtually everyone is finding this continually more
difficult to achieve.

There are many reasons why this is true. Maybe the sheer number of your
competitors has increased. Perhaps the market is maturing. Samart I-mobile provides
their employees with sales training, which may be defined as those things that are done to
help salespeople gain mastery in the skills, concepts, behaviors, and attitudes that will
enhance their expertise in influencing prospects to make positive purchasing decisions.

The Importance of Sales training mcreases the performance of salespeople,
resulting in increased sales, by:

•

Preparing salespeople to maximize the effectiveness of each customer encounter.

•

Teaching salespeople a systematic selling process, which makes it easier for them
to apply specific selling techniques based on customer-initiated buying signals.

•

Improving the ability of salespeople to carry out corporate-endorsed selling
strategies.

Sales training improves customer relations by:

•

Helping salespeople understand their customers' underlying buying motivations.
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•

Enabling salespeople to deal more effectively with customer concerns and
objections.

Sales training can reduce turnover for sales personnel by:

•

Getting new hires up-to-speed more quickly.

•

Helping experienced salespeople become more successful with existing
opportunities. (www.jrctrainingsolutions.com, 24/08/05).

1.2

Statement of the Problem
This research study focused on the internal benefit of service- worker customer

orientation with reference to job satisfaction, commitment and organizational citizenship
behavior.

This indicates whether employees being customer oriented can produce

internal benefits to the service employee (i.e., enhanced satisfaction and commitment)
and ultimately to the firm through performance of organizational citizenship behaviors.

According to Brown (2002), there is lack of empirical research addressing the role
of customer orientation on internal benefits to service worker, as other scholars have
noted the significant role of organizational citizenship behaviors, or employee behaviors
that go beyond specified job requirements in promoting positive outcomes for an
organization (Bateman and Organ 1983; Podsakoffand Mackenzie, 1994).

Implementation of the marketing concept in service firms is accomplished
through ser\rice employees and their interactions with customers. The research problem
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seeks focus on enhancing employee customer orientation of Samart I-mobile in Bangkok,
so that employees of Samart I mobile commitment longer to the firm etc.

Hence the research problem is "What is the relationship between service worker
customer orientation and internal benefits: a study of employees of I-mobile shops in
Bangkok".

1.3

Research Objectives
With reference to the statement of problem mentioned above, this research aimed

to study the effect of customer orientation (CO) on service workers' responses to their
jobs. The following responses or internal benefit to the service employees are:

To study the relationship of customer orientation (need to pamper, need to read
customer mind, need to deliver and need for personal relationship dimension) on
service employees' organizational commitment;
To study the relationship of customer orientation (need to pamper, need to read
customer mind, need to deliver and need for personal relationship dimension) on
service employees' job satisfaction;
To study the relationship of customer orientation (need to pamper, need to read
customer mind, need to deliver and need for personal relationship dimension) on
service employees organizational citizenship behaviors.

14
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1.4

Scope of the Study
· This research will suggest the benefits of employing customer oriented service

worker that go beyond improving performance to enhancing other factors that are
important to the welfare of employees and the organization: job satisfaction, commitment
and organizational citizenship.

The findings will also further highlight the value of hiring and retaining customeroriented service workers.

The main theme in maintaining customer relationship marketing is 'to get and
keep customers' (Gronroos 1998). The scope of this research was to investigate benefits
of service worker customer orientation beyond its effect on performance. The additional
benefits focused in this research are only limited to job satisfaction, commitment, and
organizational citizenship behaviors.

The researcher limited this study to only employees of I-mobile shops in
Bangkok. The respondents are only employees of I-mobile shop in Bangkok. However,
the emphasis is placed on the effect of customer orientation on service workers' response
to their jobs. Three outcomes of service workers' that enhances customer orientation are:
organizational commitment, job satisfaction and organizational citizen behaviors.
(Morgan and Hunt, 1994)
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1.5

Limitations of the Study
•

The research study has been limited to variables regarding overall job satisfaction,
commitment and organizational citizenship behaviors in I-mobile shops in
Bangkok.

•

The study is also limited to employee customer-oriented dimensions.

•

Respondents are limited to only salespeople and supervisors who are in direct
contact with the customers of Samart I-mobile shops in Bangkok.

•

The questionnaires were distributed during September- October'2005.

•

The results cannot be generalized to other service industries or shop as the
environment varies between competitors and target market.

1.6

Significance of the study
In the area of customer service, employee behavior can either cement or destroy

customer relationship. In today's increasingly service-oriented marketplace, the challenge
to maintain and continuously improve the kind of service that customers value and
remember is a critical undertaking. Companies that are able to set themselves apart by
delivering superior customer service through customer oriented employees can gain a
definite competitive advantage ( \Vww.bstsolutions.com 19/06/05).

Employment in service industries enables workers to satisfy this needs (pamper
customers, .accurately read customers needs, develop personal relationships with
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customers) in the process of performing their jobs. The measure developed herein has the
potential for use in hiring (and/or training) customer-contact employees.

Academically, this study will add empirical support to the assertion that internal
benefits of job satisfaction, organization commitment and organizational citizenship
behaviors are associated with customer oriented employees and their willingness to go
above and beyond their job requirements.

1. 7

Definition of terms

Customer orientation:

Employee's tendency or predispositions to
meet customer needs in an on-the-job
context (Brown, 2002, p.111 ).

Employee satisfaction:

The company's ability to fulfill the physical,
emotional, and psychological needs of its
employees (Heathfield, 2005).

Job satisfaction:

Refers to a positive emotional state resulting
from an employee's evaluation of all aspects
of their work environment and the job itself
(Babin and Boles 1998; Locke 1976).

Need to pamper the customer:

Degree to which service employees desire to
make customers believe they are special,
that is, individually important to the service
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provider (Donavan, Brown &

Mowen,

2004).
Need to read the customer:

Employees desire to pick up on customers'
verbal

and

nonverbal

communication

(Donavan, Brown & Mowen, 2004).
Need for personal relationships:

Employees desire to know or connect with
the customer on a personal level (Donavan,
Brown & Mowen, 2004).

Need to deliver:

Desire

to

performance

their

service

successfully (Donavan, Brown & Mowen,
2004).
Organization Citizenship Behaviors:

Non-compulsive, helpful, and constructive
behaviors

that

are

directed

to

the

organization or to its members (Bateman
and Organ 1983; Podsakoff and Mackenzie
1994).

Organization commitment:

Organizational

commitment

is

a

psychological state that a) characterizes the
employee's

relationships

with

the

organization, and b) has implications for the
decision to continue membership in the
organization (Morgan, et al, 1994).
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Salesperson:

An employee of the firm who is responsible
for selling the company's product's and
services and brings revenue to the firm.

Service Worker:

One who works at a particular occupation or
activity in a service industry such as
hospitality, tourism and telecommunications
delivering and responding to the needs of
customers.

Abbreviations

1.8

•
•

OCB:

Organizational Citizenship Behaviors

AIS:

Advance Information Service

SMS:

Short Message Service

MMS:

Multimedia messaging service

MP3:

MPEG-1Layer3

SDSL:

Symmetric Digital Subscriber Line

•
•

GSM:

Global System for Mobile Communication

GPRS:

General Packet Radio Service

•

SIM CARD:

Subscriber Identity Module card

•
•
•
•
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CHAPTER2

REVIEW OF RELATED LITERATURE AND STUDIES

Employees are an integral part of the company, and the heart of most services.
The purpose of this chapter is to present an overview of the research streams under
investigation in this thesis. More specifically, this chapter presents a review on general
related concepts that will enhance readers' knowledge. In addition, this chapter also
presents a review on various literatures and research that contributes to the understanding
of the study. Critical analyses of previous studies have been discussed to show various
researches to facilitate this study.

2.1

Theories associated with Independent variables

2.1.1 Customer Orientation
A customer orientation reflects an organization's ability to understand customer
needs, competitive offerings and translate this knowledge into superior products and
services. In this global world, a company will not be successful on the external market if
it has not first taken good care of its internal market, its employees (Brady et al., 2001 ).
Customer orientation is also an individual level construct that is central to a service firm's
ability to be market oriented, with the implementation of the marketing concept in service
firms largely accomplished through service employees and their interactions with
customers. !his orientation is a key to leveraging organizational creativity, satisfying
customer needs and improving long-run business performance.
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As a process, a customer orientation includes all of the activities involved in
acquiring information about customers, communicating that information through an
organization, and using the information for both strategic planning and more specific
quality

improvements.

Customer orientation

results

in

superior organizational

perfo1mance across studies involving large as well as small firn1s and products as well as
services (Brady et al., 2001).

Brown et al,. (2002) define customer orientation as an "employee's tendency or
predisposition to meet customer needs in an on-the-job context." At the contact service
employee level, customer orientation has been found to exert positive effects on
performance outcomes (Brown et al., 2002; Donavan et al., 2004).

Excellent customer service also depends on employees being informed with upto-date knowledge about changes in products or services offered. When employees act
on out-dated information, or provide customers with the wrong information, the image of
the organization is tarnished. In order to keep all employees knowledgeable and current
on products and services, formal training may be necessary (Berry & Parasuraman,
1991 ), but in addition, all employees must be willing to share, on a timely basis, any

information regarding changes in procedures, services, or products. Employees who
strongly identify with the customer and company should be interested in maintaining
their own and other employee base of knowledge.
Internal service quality affects job satisfaction and ultimately customer
satisfaction., High customer orientation in relationship marketing is understandable,
considering that the number of purchases and amount purchased directly affect the
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company's bottom line. By developing close relationships with customers, companies are
able to better meet individual needs and desires, and are thereby more likely to increase
customer loyalty (Ford et al., 1998).

The four dimensions applied for Customer Orientation in this research study are:
need to pamper the customer, need to read the customer's needs, need for personal
relationship, and need to deliver the service required.

In services research, internal marketing has been described as the company's
strategies for attracting, keeping and motivating customer-oriented personnel (Gronroos,
1990). Moreover, in the context of employee relationship development, internal
marketing emphasizes the importance of communicating externally made promises to the
personnel and training them in the skills which enable them to fulfill these promises
(Bitner, 1995; Gronroos, 1998).

Front-line employees depend on the services that they receive from employees in
other departments. Every employee within a company is an internal customer of someone
else, and thus forms internal customer relationships. Internal service quality affects job
satisfaction and ultimately customer satisfaction (Heskett et al., 1994). High internal
service quality and internal customer orientation are just as important as external service
quality and customer orientation.
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The Figure below 2.1 illustrates customer and employee relationships the
relationship promises that are made in the external marketing have to be enabled
internally and realized in interaction with customers (Gronroos, 1998).

Figure 2.1: Relationship marketing triangle

Business Strnkgy:
Rdittionship !\I arl.;t't ing

' '·',

~ Fxh.'rn;tl r~lation;;hip marketing

Employ\' es
in rn~tonH'r contact

Customers

Source: Relationship marketing triangle (Gronroos, 1998, p. 325)

Donavan et al., (2004) propose that customer orientation is an enduring
disposition (i.e., consistent over time) to meet customer needs within the context of the
interaction that occurs between the service provider and the customer. Donavan et al.
(2004) proposed that customer orientation is comprised of four dimensions:

(1) The need to pamper the customer represents the degree to which employees desire to

make customers feel special
(2) The need to read the customer reflects the employee's desire to pick up customers'
verbal and nonverbal communication
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(3) The need for a personal relationship reflects the service employee's desire to know, or
connect with, the customer on a personal level
(4) The need to deliver dimension reflect the customer-oriented employee's desire to
successfully perform the service.
Figure 2.2: Relationship between Organization and Customer

®
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®
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Source: Carrie, (2003) Private Company characteristics pampering workers

The Figure 2.2 shows the relationship between employee and customer. As seen,
the company keeps the employees happy and when they are happy, they can keep
customers happy, and when they are happy, the company is happy. This has a direct
impact on the organization.

Person - Situation Fit in Organizations

Managing and improving relationships with customers is critical to the success of
organizations. Fit theory derives from interactional psychology, which suggests that the
person and the environment or situation combine to affect the person's behavior
(Chatman, 1991).
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Organizational behavior and marketing researchers have approached the notion
of fit between worker and environment in several ways. As Kristof (1996) noted, there is
a distinction between the organization itself and the specific job tasks expected of an
employee.

Holland (1985) noted that both the worker and the particular job have

personalities that fit are determined by the congruence between the two personalities.

The objective of the study was to examine the effect of Customer Orientation on
service workers' response to their jobs. Three outcomes of service workers' that enhances
customer orientation are: Organizational commitment, job satisfaction and Organizational
Citizen Behaviors. Emphasized is placed on commitment and satisfaction because of
their implications for service-worker retention (Morgan and Hunt, 1994)

The creation, storage and dissemination of information and knowledge about
customers, and related products and services, are essential to improving relationships
with customers. High quality customer information is very difficult to provide but has a
direct impact on cost reduction, revenue generation and competitive advantage (Huang et

al., 1999). Organizations need to understand the quality of their customer information and
have quality improvements programs in place.

2.1.2 Organizational Citizenship Behaviors
Telecommunication services in Asian developing countries are going through a
period of almost revolutionary change, in which established ways of offering service
continue to ?e replaced by newer technology based solutions (Deshpande et al., 1997).
Organizations could not survive or prosper without their members behaving as good
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citizens

by

engagmg

m all sorts

of positive

organization-relevant behavior.

Organizational Citizenship Behaviors 1s defined as the noncomplusive, helpful and
constructive behaviors that are directed to the organization or its members (Bateman and
Organ, 1983 ), Podsakoff and Mackenzie, 1994). Although Organizational Citizenship
Behaviors are not part of general job requirements, they can affect supervisors'
evaluations of employees (Mackenzie, Podsakoff, and Fetter, 1993)

The importance of good citizenship for organizations, understanding the nature
and sources of "Organizational Citizenship Behavior" (OCB) has long been a high
priority for organizational scholars (Organ, 1988). Organizational Citizenship Behavior
has been defined by Organ (1988) as "individual behavior that is discretionary, not
directly or explicitly recognized by the formal reward system, and that in the aggregate
promotes the effective functioning of the organization."

Customer oriented employees recognize that for successful exchanges with
customer to occur, effective internal exchanges must occur first (George, 1990). Contact
employees who are inclined to meet customer needs will go beyond the call of duty to
assist coworkers. If service employees become more satisfied with their jobs, helpful
behaviors will increase (Organ and Ryan, 1995).

OCB has been viewed as contributing to long-term organizational success because
of its function of improving organizational efficiency and effectiveness, innovativeness,
and adaptability. Also, organizational commitment has become an important topic for
organizational research due to its association with OCB or extra-role behavior (Gautam,
van Dick & Wagner 2001).
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Bateman and Organ (1983) who first coined the term Organizational Citizenship
Behavior, operationalized the concept by including two types of behaviors: (1) active
posi.tive contributions, such as punctuality and attendance beyond what a strictly
enforced, as well (2) omission of harm to one's colleagues or organization, such as
refraining from complaints, appeals and accusations over trivial matters.

Work behavior that is in some way beyond the reach of traditional measures of
job performance but hold promise for long-term organizational success is receiving
increasing theoretical attention as the challenge of global competition highlights the
importance of organizational innovation, flexibility, productivity, and responsiveness to
changing external conditions (Dyne, Graham & Dienesch, 1994). This type of behavior
has begun to be thought of in a different light. It is no longer simply something an
employee does to be nice or to be noticed, but something that could have multiple
positive affects on a company.

Lovell et al., (1999) noted that gender stereotypes of women being more altruistic,
nurturing, and helpful could create managerial expectations that female employees will
engage in more OCB. As Allen (2000) explained, "the higher base-rate expectance for
women may serve to increase the threshold above that in which raters will attend to and
encode OCB performed by women".

Organ (1988) suggested that high levels of OCB should lead to a more efficient
organization and help bring new resources into the organization. In Organ's explanation,
securing needed resources refers not only to the attraction of new members or raw
materials, but also to such intangible factors as company good will, or the external image
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and reputation of the organization.

Thus, customer perceptions of the organization's

products or services could be an external assessment of effectiveness that is influenced by
OCB.
A model of OCB and organizational effectiveness by Organ (1988) defined OCB
as behaviors that are "discretionary, not directly or explicitly recognized by the forn1al
reward system and that in the aggregate promote the effective functioning of the
organization". He identified five categories of OCB:
(1) Altruism -- the helping of an individual coworker on a task,

(2) Courtesy -- alerting others in the organization about changes that may affect
their work,
(3) Conscientiousness

carrymg out one's duties beyond the mmrmum

requirements,
(4) Sportsmanship -- refraining from complaining about trivial matters,
(5) Civic virtue -- participating in the governance of the organization.

More recent conceptualizations of OCB offer slightly different categorizations.
(Greenberg and Baron, 2000). Organizational citizenship behavior (OCB) can take many
different forms, most of which fall into the five major categories as shown in Table 2.1
below:
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Table 2.1: Determinants of OCB
Forms ofOCB

Examples

Altruism

Helping a coworker with a project
Switching vacation dates with another person
Volunteering
Never missing a day of work
Coming to work early if needed
Not spending time on personal calls
Attending voluntary meetings and functions
Reading memos; keeping up with new information

Conscientiousness

Civic virtue

Sportsmanship

Making do without complaint ("Grin and bear it!")
Not finding fault with the organization

Courtesy

"Turning the other cheek" to avoid problems
Not "blowing up" when provoked

Source: Greenberg and Baron (2000)

Successful organizations have employees who go beyond their formal job
responsibilities and freely give of their time and energy to succeed at the task at hand.
Such altruism is neither prescribed nor required; yet it contributes to the smooth
functioning of the organization (DiPaola & Tschannen-Moran, 2001).

2.1.3 Job Satisfaction
Different authors have discussed about job satisfaction in various ways. There are
different claims about the effect of happiness on productivity. Some think that the
enjoyment of life will produce involvement and smooth interaction, thus boosting
productivity. Others rather expect that happiness will reduce the motivation to seek
improvement and make them passive and dull (Paul, 1997).

29

Job satisfaction is defined as "the extent to which people like (satisfaction) or
dislike (dissatisfaction) their jobs" (Spector, 1997, p. 2). This definition suggests job
satisfaction is a general or global affective reaction that individuals hold about their job.
Employee satisfaction and retention have always been important issues. In contexts in
which the primary task is the serving of customer needs, customer-oriented employees fit
the service setting better than employees who lower customer orientation because they
are predisposed to enjoy the work of serving customers.

For instance, theories about the relationships between job satisfaction and
important work variables such as life satisfaction, family satisfaction, work-family
conflict, performance, withdrawal behaviors, and organizational citizenship have been
developed and empirically examined (Organ & Ryan, 1995). Therefore, service
employees who have higher degrees of customer orientation will be more satisfied with
their jobs than will employees who have less customer orientation.

Satisfied employees tend to be more productive, creative and committed to their
employers, and recent studies have shown a direct correlation between staff satisfaction
and patient satisfaction.

Two dimensions of employee satisfaction by Herzberg's theory

According to Herzberg's theory, there are two dimensions to job satisfaction:
motivation and "hygiene" (Herzberg et al, 1993).

Herzberg et al., (1959) stated that

(positive) satisfaction is due to good experiences, and that these are due to 'motivators' achievement, recognition, the work itself, responsibility and advancement. Dissatisfaction
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is due to bad expenences caused by 'hygiene' factors - supervisors, fellow workers,
company policy, working conditions, and personal life (Herzberg et al., 1959).

According to Reichheld (1993), customer, employee and investor loyalty are
positively related to each other. Assuming that satisfaction precedes loyalty, a study by
Rucci, Kim and Quinn ( 1998) also supports this notion. They show that a good employee
attitude towards the company has a positive effect on customer and investor satisfaction.

Frederick Herzberg (1993) theorized that employee satisfaction depends on two
sets of issues: "hygiene" issues and motivators. Once the hygiene issues have been
addressed, he said, the motivators create satisfaction among employees as seen in Table
2.2 below.

Table 2.2: Two dimensions of employee satisfaction

Hygiene issues (dissatisfiers)

Motivators (satisfiers)

Company and administrative policies

Work itself

Supervision

Achievement

Salary

Recognition

Interpersonal relations

Responsibility

Working conditions

Advancement

Job security

Source: Herzberg et al, 1993, The Motivation to Work

Hygiene issues, according to Herzberg, cannot motivate employees but can
minimize dissatisfaction, if handled properly. In other words, they can only dissatisfy if
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they are absent or mishandled. Hygiene topics include company policies, supervision,
salary, interpersonal relations and working conditions. They are issues related to the
employee's environment. Motivators, on the other hand, create satisfaction by fulfilling
individuals' needs for meaning and personal growth. They are issues such as
achievement, recognition, the work itself, responsibility and advancement. Once the
hygiene areas are addressed, said Herzberg, the motivators will promote job satisfaction
and encourage production.

Applying Herzberg's theory can be explained:

•

Company and administrative policies: An organization's policies can be a great

source of frustration for employees if the policies are unclear or if not everyone is
required to follow them. Although employees will never feel a great sense of
motivation or satisfaction due to your policies, you can decrease dissatisfaction in
this area by making sure policies are fair and apply equally to all. Also, make
printed copies of policies-and-procedures manual easily accessible to all members
of staff. And organization might also compare policies to those of similar
practices and make sure whether particular policies are unreasonably strict or
whether some penalties are too harsh.
•

Supervision: To decrease dissatisfaction in this area, one must begin by making

wise decisions when appointing someone to the role of supervisor. Be aware that
good employees do not always make good supervisors. The role of supervisor is
extre,111.ely difficult. It requires leadership skills and the ability to treat all
employees fairly. Supervisors should be taught to use positive feedback whenever
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possible and should establish a set means of employee evaluation and feedback so
that no one feels singled out.
•

Salary: Salary is not a motivator for employees, but they do want to be paid

fairly. If individuals believe they are not compensated well, they will be unhappy
working for the organization. In addition, make sure there are clear policies
related to salaries, raises and bonuses.
•

Interpersonal relations: Part of the satisfaction of being employed is the social

contact it brings, so allow employees a reasonable amount of time for
socialization (e.g., over lunch or during breaks). This will help them develop a
sense of camaraderie and teamwork.

At the same time, cracking down on

rudeness, inappropriate behavior and offensive comments. If an individual
continues to be disruptive, take charge of the situation, perhaps by dismissing him
or her from the practice.
•

Working conditions. The environment in which people work has a tremendous

effect on their level of pride for themselves and for the work they are doing. Do
everything to keep equipment and facilities up to date. Even a nice chair can make
a world of difference to an individual's psyche. Also, if possible, avoid
overcrowding and allow each employee his or her own personal space, whether it
is a desk, or even just a drawer. Before moving on to the motivators, remember
that and organization cannot neglect the hygiene factors discussed above.
•

Work itself: Perhaps the most important to employee motivation is helping

individuals believe that the work they are doing is important and that their tasks
are meaningful.

Emphasizing on their contributions to the practice result in
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positive outcomes. Share stories of success about how an employee's actions
made a real difference, or in making a process better. Of course employees may
not find all their tasks interesting or rewarding, but show the employee how those
tasks are essential to the overall processes that make the practice succeed.
•

Achievement: A premise inherent in Herzberg's theory is that most individuals

sincerely want to do a good job. To help them, make sure positions that use their
talents and are not set up for failure. Set clear, achievable goals and standards for
each position, and make sure employees know what those goals and standards are.
Individuals should also receive regular, timely feedback on how they are doing
and should feel they are being adequately challenged in their jobs.
•

Recognition: Individuals at all levels of the organization want to be recognized

for their achievements on the job. Their successes don't have to be monumental
before they deserve recognition, but praise should be sincere. When noticed that
employees doing something well, take the time to acknowledge their good work.
Publicly thank them for handling a situation particularly well. Write them a kind
note of praise, or give them a bonus, if appropriate.
•

Responsibility: Employees will be more motivated to do their jobs well if they

have ownership of their work. This requires giving employees enough freedom
and power to carry out their tasks. As individuals mature in their jobs, provide
opportunities for added responsibility. Find ways to add challenging and
meaningful work, perhaps giving the employee greater freedom and authority as
well.
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•

Advancement: Reward loyalty and performance with advancement. If an

organization does not have an open position to which to promote a valuable
employee, consider giving him or her a new title that reflects the level of work he
or she has achieved.

When feasible, support employees by allowing them to

pursue further education, which will make them more valuable to the practice and
fulfilled professionally (Herzberg et al., 1993.).

Figure 2.3: Relationship between customer and employee satisfaction
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Figure 2.3 above depicts what Rust et al., (1996, p. 63) had stated, "increasing
employee satisfaction and thereby reducing employee turnover is critical", because of the
personal relationships that often develop between customers and employees in services.
Internal marketing includes all the activities which provide a better internal product
(work and work related-activities) for employees, including employee education, and
training for customer-orientated skills. Job satisfaction is positively related to customer
orientation (Hoffman & Ingram, 1992).
Employees should also perceive benefits from having a good relationship with
customers and the company. Knowing what the customer wants and being able to deliver
it gives the employee a feeling of accomplishment and satisfaction (McCarthy, 1997).
Employees could also get satisfaction from having social bonds with customers and being
able to provide special treatment. Rust et al., (1996) found that employees' average
intentions to remain employed were significantly higher when they were happy in their
work than when they were merely satisfied. Commitment to a brand or company is also a
positive outcome of customer and employee satisfaction. As noted in the section on
customer loyalty, commitment is assumed here to precede loyalty. Customer loyalty
depends on employee loyalty (McCarthy, 1997; Reichheld, 1996; Rust et al., 1996).

The relationship between customer and employee satisfaction has already been
discussed and the nature of this relationship can be assumed. The company's external
marketing efforts affect customer satisfaction through the promises that are made and
which have to be met by the company in the form of a good-quality product. Internal
marketing creates an internal product that should satisfy the employees, who will then do
a good job both internally and externally, and remain loyal to the company. Thus,
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satisfaction, perceived relationship benefits, commitment and actual behavior are
important also in employee relationships. (Reichheld, 1993)

This can be seen and

explained in Figure 2.4 below.

Figure 2.4: A framework of factors affecting employee behavior
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Job Satisfaction and Organizational Commitment are two most prominent work
attitudes examined in the work and organizational literature. Job satisfaction may be the
most frequently measured organizational variable in both research and applied settings.
There are multiple reasons for interest in this work attitude. First, organizations are
interested in simply assessing the current state of employee job satisfaction.
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Organizations often want to know the state of employee morale over time and thus, some
form of job satisfaction measurement is generally included in employee opinion surveys
Ilies & Judge (2003).

Ilies and Judge (2003) attempted to identify personality traits that might mediate
the relationship between genetics and job satisfaction. They found that personality traits
only partially mediated this relationship and suggested that perhaps other heritable traits,
such as intelligence, may better explain this relationship.

Theory noted by Mumford (1976) stated that workers have:
1. Knowledge needs, work that utilizes their knowledge and skills.
2. Psychological needs, such as recognition, responsibility, status and advancement.
3. Task needs, which include the need for meaningful work and some degree of
autonomy.
4. Moral needs, to be treated in the way that employer would themselves wish to be
treated. Mumford's assumption was that employees did not simply see their job as a
means to an end by had needs which related to the nature of their work.
(wwv.-.changingminds.orn, 1/06/05).

Bettencourt and Brown ( 1997) found that job satisfaction had no significant effect
on employees' prosocial service behavior when perceived workplace fairness
(supervision, work standards and different aspects of pay) were partialled out. Prosocial
service behavior includes giving service above and beyond requirements (also called
citizenship performance), meeting customer expectations, pleasing customers, and cooperating with other employees to provide service quality. It may be directed towards
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both customers and other employees. In a study of banks, Bettencourt and Brown (1997)
found that organizational fairness had a significant effect on all dimensions of prosocial
behavior, which indicates that it directly affects workplace fairness customer orientedbehavior.

One factor which is usually not included in job satisfaction indices but which has
been recognized as very important is the relationship between work and the employee's
life outside work (McCarthy, 1997). One of the benefits of being employed at Southwest
Airlines is having fun at work (Hallowell, 1996). According to Hallowell, Southwest
Airlines is able to provide several benefits to its employees and to maintain its salaries at
the industry-mean level while at the same time showing higher productivity than other
airlines and providing cheap and good quality service to customers. Providing fun at
work is also practiced by other organizations and may take many forms (Weinstein,
1997).

2.1.4

Organizational Commitment

Job Satisfaction and Organizational Commitment are the most prominent work
attitudes examined in the work and organizational literature. The concept of
organizational commitment concerns the degree to which people are involved with their
organizations and are interested in remaining within them. Previous studies suggest that
job satisfaction has a positive influence on commitment (Brown and Peterson 1993).
Thus, the ii:fluence of customer orientation on commitment will be partially mediated
through satisfaction.
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Morgan, Robert and Shelby (1994) stated that organizational commitment is "a
psychological state that a) characterizes the employee's relationships with the
organization, and b) has implications for the decision to continue membership in the
organization" (p. 67). Other researchers use similar definitions that refer to an employee's
attachment, goal congruency, identification, loyalty and allegiance to their organization.

According to Johnston et al. (1990), organizational commitment is usually studied
from one of two different perspectives: commitment as a function of individual behavior
or commitment as the individual's identification with an organization. Job satisfaction
and organizational commitment are closely related. The aim of satisfying employees is to
make them more committed to the organization. Job satisfaction can also be part of a
commitment

measure.

For

instance,

Sheridan

and

Abelson

(1983)

measured

organizational commitment among nurses as the likelihood of accepting another nursing
job that offered an increase in pay, more freedom to be creative, more status, friendlier
coworkers, and a more supportive supervisor, that is, with typical job satisfaction
measures.

Employees have to believe in the integrity of their immediate supervisors and
managers. The company also has to put trust in the integrity of its employees and in their
ability to perform their work to the customers' satisfaction (McCarthy, 1997).
Empowerment of employees also requires that the company trusts their abilities to make
responsible decisions. Empowerment is related to both job satisfaction (Van Looy et al.,
1998) and ,commitment (Argyris, 1998, McCarthy, 1997). Argyris (1998) divided
empowerment into external and internal commitment. External commitment means that
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the tasks and perfonnance goals, and their importance are defined by others, while in
internal commitment they are defined by the individual.
Organizational commitment is impo1iant to researchers and organizations because
of the desire to retain a strong workforce. Researchers and practitioners are keenly
interested in understanding the factors that influence an individual's decision to stay or
leave an organization. While turnover is related to all three types of commitment,
research suggests there may be unique relationships between the three types of
commitment and other work-related outcomes (e.g., absenteeism, organizational
citizenship behaviors, and performance). Affective commitment tends to be most highly
related to these outcomes (Meyer et al., 2002).

Greenberg and Baron (2000) stated that Organizational Commitment consists of
three forms: affective commitment, continuous commitment and normative commitment.

There are three major types of organizational commitment:

•

Affective Commitment: In this case, an individual strongly identifies with the goals

of the organization and desires to remain a part of the organization. This is the
ideal 'happy' state for an individual. When an organization is undergoing change,
employees may wonder if their personal values continue to match those of the
organization in which they work. When this happens, they may question whether
they still belong and, if they believe they do that, resign.

•

Coniinuance Commitment: The individual remains with an organization because

of a perceived loss of sunken costs. The individual believes that he has invested a
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great deal of effort/time and has to remain in the organization. The commitment
involves the continuation of working for the organizations because the individual
cannot afford to do otherwise.

The longer people remain in their organizations, the more they stand to lose what
they have invested in them over the years (e.g., retirement plans, close
friendships). Many people are committed to staying on their jobs simply because
they are unwilling to Jose these things. Such individuals may be said to have a
high degree of continuous commitment.

•

Normative Commitment: The individual remains with an organization because he

believes he or she should. People with high degrees of normative commitment are
generally concerned about what others would think of them for leaving. They are
reluctant to disappoint their employers, and they worry their fellow employees
may think poorly of them for resigning (Greenberg and Baron, 2000).
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2.2

Discussion of Previous Studies

The following section, will reflect on previous studies that have been conducted
on Internal Benefits of Service-Worker Customer Orientation: Job Satisfaction,
Commitment, and Organizational Citizenship Behaviors of I-mobile Shop in Bangkok.

Donavan et al., (2004) research study emphasizes on the study of the internal
benefits of service-worker customer orientation: job satisfaction, commitment and
organizational citizenship behaviors in food services industry and financial service
industry. Results indicated that the Positive influence of customer orientation on certain
job responses is stronger for service workers who spend more time in direct contact with
customers than for workers who spend less time with customers.

Qualitative research (personal interviews) and two focus groups were used for
study 1 - financial service industry. Structural equations analyses were used for study 2
and 3 (restaurant).

Results indicated that there is a Positive influence of customer

orientation on certain job responses is stronger for service workers who spend more time
in direct contact with customers than for workers who spend less time with customers.

A recent trend in the marketing literature is a growmg interest m managmg
customer-contact service employees. However, with reference to Coote (2000) research
study, the results of an empirical investigation into the potential antecedents of service
orientation using data collected from 189 customer-contact employees. It is argued that
service orientation is influenced directly by employee attitudes and behaviors (morale and
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person organization fit) and indirectly by administrative mechanisms (professional
development, leadership support, and behavior-based evaluation).

Relationships between the administrative mechanisms and service employees'
attitudes and behaviors are also examined. The results depicted that although both morale
and person-organization fit influence service orientation significantly, the effects of
morale are relatively greater than person-organization fit. All three administrative
mechanisms significantly influence person-organization fit, but only leadership support
effects morale. These results have important implications for managing customer-contact
employees and research in the area of services marketing.

Essentially, managing

customer-contact service employees involves deploying administrative mechanisms that
create favorable attitudinal and behavioral responses from employees.

As compared to Thomas et al., (2004) investigation in order to adopt a more
inclusive, collaborative and participatory posture in problem solving and delivery of
service, the National Resources Conservation Service (NRCS) implemented a
reorganization plan to achieve a better fit between the agency, its employees, customers
and partners. A national survey employing a random sample of 1,000 NRCS employees
was used to identify factors that affect employees' evaluation of customer orientation in
organizational performance following reorganization. Linear regression and mediator
models were used to analyze the data. Results showed that employees with favorable
perception of involvement in agency change, innovation, leadership, training, and quality
of work-life are more likely to have a favorable view of the role of customer orientation
in the performance of the agency. Contrary to a priori expectation, communication was
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not significant in the regression model. The mediator model showed that the impact of
communication on customer orientation is mediated by agency involvement.

As mentioned, the researches retrieve different findings that make their study
unique. Referring to Chotipan (2001), research study's objectives were to study the level
of organizational citizenship behavior, job satisfaction level and the relationship between
organizational citizenship behavior and job satisfaction of employees in a private
company. Samples were distributed to 162 employees in a private company. Two parts of
questionnaires were used in collecting data, which were: job satisfaction factors and
evaluated organizational citizenship behavior. The results depicted that employees had
organizational citizenship behavior at the high level, job satisfaction at the high level but
income factor at the middle level. There was no significant difference of year in particular
of the company and organizational citizenship behavior as a whole

There was a significant relationship between department factor and organizational
citizenship behavior as a whole and each of the organizational citizenship behavior
components: courtesy, sportsmanship, and consciousness at the significant level of .001
and civic virtue at the significant level of .01 but no significant difference in altruism.
But, there was no significant difference of year in company and job satisfaction as a
whole. However, there was difference in job satisfaction as a whole among different
department employees at the significant level of .001 and also the difference in job
satisfaction of supervisory and peers were at the same significant level of .001, job
satisfaction ,difference of work and income were at the significant level of .01 and .05
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respectively, but no difference in occasion. Finally, the correlation between organization
citizenship behavior and job satisfaction was at the significant level of .01.

With response to Nilapan's (2000) findings; the focus was placed to investigate
the

level

of

Transformational

Leadership

and

Transactional

leadership

of

Telecommunication Industry's executives. Also, to investigate the level of job
satisfaction and organizational commitment of Telecommunication Industry's employees.

Focus was to compare their job satisfaction and organizational commitment
according to four personal characteristics of sex, age, educational level, and years of
employment. Focus was also to find the relationship between Transformational
Leadership I Transactional Leadership and job satisfaction, and the relationship between
Transformational Leadership I Transactional Leadership and organizational commitment.

The results of this study indicated that most of the executives have medium level
of Transformational Leadership and Transactional Leadership and most employees have
medium level of job satisfaction and high level of organization commitment. Also,
employees of different age, years of employment have significant difference in job
satisfaction.

Employees of different age have significant difference in organization

commitment and Transformational Leadership and Transactional Leadership has
significant medium positive correlation with job satisfaction and Transformational
Leadership and Transactional Leadership has significant low positive correlation with
organization commitment.
Table 2.3 below depicts the summary of the empirical findings of different
authors regarding their research work.
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2.3 Critical Analysisilliscussion of Previous Studies
Table 2.3: Summary of Empirical findings
Author

Title

I

Objectives

Donavan et
al, (2004)

Test used

Findings

Qualitative
research
(personal
interviews) and two focus groups for
study 1 - financial service industry.
Structural equations analyses for
study 2 and 3

Results indicate that the Positive influence of
customer orientation on certain job responses is
stronger for service workers who spend more
time in direct contact with customers than for
workers who spend less time with customers.

Samples were 162 employees in a
private company. Two parts of
questionnaires
were
used
in
collecting data, which were: job
satisfaction factors and evaluated

The results were: 1) the employees had:
organizational citizenship behavior at the high
level, job satisfaction at the high level but
income factor at the middle level. 2) no
significant difference of year in company and

c---·-- ---•'

Pornpen
Chotipan,
2001

The Relationship
between
Organizational
Citizenship Behavior
and Job Satisfaction

The objectives were to study the
level of organizational citizenship
behavior, job satisfaction level and
the relationship between OCB and
job satisfaction of employees in a
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I

of Employees in the
Private Company

private company

organizational citizenship behavior.

Author

Title

Ob_jectives

Test used

Duangjai
Ni lap an,
2000

The relationship
among leadership of
executive, job
satisfaction and OCB,
organizational
commitment, of
employee: case study
of the
telecommunication
industry

I) to investigate the level of
Transformational Leadership and
Transactional Leadership of
Telecommunication Industrys
Executive, 2) to investigate the level
of job satisfaction and organizational
commitment of Telecommunication
Industrys Employees, 3) to compare
their job satisfaction and
organizational commitment
according to four personal
characteristics of sex, age,
educational level, and years of
employment, and 4) to find the
relationship between
Transformational Leadership I
Transactional Leadership and job
satisfaction.

Analyzed by T-test, F-Test and
Pearson Product-Moment Correlation
Multiple
Coefficient,
Stepwise
Regression Analysis.

organizational citizenship behavior as a whole 3)
there was a significant relationship between
department factor and organizational citizenship
behavior as a whole and each of the
organizational citizenship behavior components:
courtesy, sportsmanship, and consciousness at
the significant level of .001 and civic virtue at
the significant level of .0 I but no significant
difference in altruism 4) no significant
difference of year in company and job
satisfaction as a whole 5) there was difference in
job satisfaction as a whole among different
department employees at the significant level of
.00 l. 6) the correlation between organization
citizenship behavior and job satisfaction was at
the significant level of .01

Findings
Most of the executives has medium level of
Transformational Leadership and Transactional
Leadership 2) most of the employees has
medium level of job satisfaction and high level :
of organization commitment 3) employees of
different age , years of employment have
significant difference in job satisfaction (p<.05)
4) employees of different age have significant
difference in organization commitment (p<.05)
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CHAPTER3
RESEARCH FRAMEWORKS
The previous chapter reviewed literature surrounding the conceptualization of the
constructs under examination in this study. This chapter will present a research model
that integrates these constructs. Descriptions of the constructs in the research model will
be provided and research hypotheses will be specified.

3.1

Theoretical Framework
The framework is a model, which permits the researcher to explore the

relationship of variables in a logical and arranged manner. Additionally, it also refers to
the theories being used as a basis for the study, which are drawn from the literature.

Figure 3.1: Empirical Model
Organizational
citizenship
behaviors

i
Customer
orientation

Fit

Contact
time

Organizational
commitment
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The variables have been derived from Donavan (2004). The need to study these
variables enables I-mobile in developing a customer-oriented work climate and delivering
high quality service to customers. It is vital to know about how employee attitudes
translate into the development and implementation of service quality in the service
organizations.

3.3 Hypotheses formulated for this study
Hypothesis statements are conjectural statements of the relationship between two
or more variables that carry clear implications for testing the stated relations (Davis &
Cosenza 1993).

From conceptual framework in Figure 3.2 following are the variables that can be
tested between customer oriented service workers and the internal benefits of service
employees. Based on the above conceptual framework the hypothesis statements are as
follows:
Ho 1: There is no relationship between need to pamper dimensions and job satisfaction.
Ha 1 : There is a relationship between need to pamper dimensions and job satisfaction.

Ho 2 : There is no relationship between need to pamper dimensions and organizational

citizenship behaviors.
Ha2 : There is a relationship between need to pamper dimensions and organizational
citizenship behaviors.
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(Source: Internal Benefits of Service Worker Customer Orientation: Job Satisfaction,
Commitment, and Organizational Citizenship Behaviors, Donavan, 2004)
Figure 3 .1 above illustrates the empirical finding, prior to this research study, the
theoretical framework has been formulated.

Implementation of the marketing concept in service firms is accomplished
through individual service employees and their interaction with customers. The above
theoretical model Figure 3 .1 shows the relationship of employee customer orientation on
internal benefits to the service worker: job satisfaction, commitment and organizational
citizenship behaviors.

3.2

Conceptual Framework:
Figure 3.2:

Independent variables

Conceptual Framework

Dependent variables

Service-Worker Customer
Orientation
- Need to Pamper Dimension

- Need

to

Read

Customer's

Needs Dimension

Internal Benefits of Service Worker
Job Satisfaction
Organizational
Citizenship Behaviors

- Need to Deliver Dimension

Organizational
Commitment

- Need for Personal Relationship
Dimension
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Ho 3 : There is no relationship between need to pamper dimensions and organizational

commitment.
Ha3 : There is a relationship between need to pamper dimensions and organizational
commitment.

Ho 4 : There is no relationship between need to read customers needs dimension and job

satisfaction.
H~:

There is a relationship between need to read dimensions and job satisfaction.

Hos: There is no relationship between need to read customers needs dimension and

organizational citizenship behaviors.
Has: There is a relationship between need to read dimensions and organizational
citizenship behaviors.
Ho 6 : There is no relationship between need to read customers needs dimension and

organizational commitment.
H~:

There is a relationship between need to read customers needs dimensions and
organizational commitment.

Ho 7: There is no relationship between need to deliver dimension and job satisfaction.
Ha7: There is a relationship between need to deliver dimensions and job satisfaction.

Hos: There is no relationship between need to deliver dimension and organizational
citizenship behaviors.
Has: There is a relationship between need to deliver dimensions and organizational
citizenship behaviors.
Ho 9 : There is no relationship between need to deliver dimension and organizational
commitment.
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Ha9 : There is a relationship between need to deliver dimensions and organizational
commitment.

Ho 10 : There is no relationship between need for personal relationship dimension andjob
satisfaction.
Ha 10 : There is a relationship between need for personal relationship dimensions and job
satisfaction.

Ho1 1: There is no relationship between need for personal relationship dimension and
organizational citizenship behaviors.
Ha 11 : There is a relationship between need for personal relationship dimensions and
organizational citizenship behaviors.
Ho 12 : There is no relationship between need for personal relationship dimension and
organizational commitment.
Ha 12 : There is a relationship between need for personal relationship dimensions and
organizational commitment
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3.4 Operationalization Table of Dependent and Independent Variables
Table 3.1 Operationalization Table

Service worker customer orientation
Need to pamper customer

Degree to which service
employees desire to make
customers believe they are
special, that is,
individually important to
the service provider.
(Donavan, Brown &
Mowen, 2004)

Enjoy nurturing
customers
Pleasure in making
customers feels he is
the only customer.
Customer problem is
important to me.
Individual attention

Interval

Need to read customer

Employees desire to pick
up on customers' verbal
and nonverbal
communication.
(Donavan, Brown &
Mowen, 2004)

Naturally read the
customer
Know what customers
want before they ask.
Enjoy anticipating
customer needs
Read customers body
language

Interval

Need for personal
relationship

Employees desire to know or connect with the
customer on a personal
level. (Donavan, Brown &
Mowen, 2004)

Delivering service on
time.
Satisfaction in
completing tasks for
customers
Enjoy the confidence
to provide good
service

Interval

Need to Deliver

Desire to performance
their service successfully.
(Donavan, Brown &
Mowen, 2004)

Remembering
customer names
Enjoy getting to know
customers personally

Interval

Factors that are important
to the welfare of
employees and the
organization

Organizational
commitment
Job satisfaction
Organizational
Citizenship behaviors

Interval

DeQendent Variable
Internal benefit to the
service worker
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CHAPTER4
RESEARCH METHODOLOGY
This chapter addresses all major aspects of the research design and data analysis.
An overview of the methodology that will be used in this research will be provided.

Section one identifies the Research method. Section two explains the method of
collecting the data and determining the sample size. Data measurement is explained in
section three. Section four explains the data analysis.

4.1

Research Method
Research techniques are tools used in collecting data from respondents. The

researcher used survey research by distributing questionnaires to the sample unit. A
sample survey is a research technique in which information is gathered from a sample of
people by use of a questionnaire. Respondents indicate their attitudes by checking how
strongly they agree or disagree with carefully constructed statements that range from very
positive to very negative toward the attitudinal object. In addition survey can provide a
quick, inexpensive, efficient and accurate means of assessing information about a
population (Zikmund, 2000).

4.2

Target Population

4.2.1 Population and sample
For the purpose of this research, the primary respondents were the employees who
are working for Samart I-mobile, in Bangkok.
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Target population is the specific, complete group of respondents relevant to the
research project. The target population for this research included all salespeople and the
Supervisors Thais and Non -Thais that are working at Samart I-mobile shops, in
Bangkok. They have direct interaction with the customers. There are 28 shops ofl-mobile
in Bangkok area. In each I-mobile shop there is supervisor and three sales people.

Number of employees in 28 shops
One Supervisor at each I-mobile shop

28

Three Sales people at I-mobile each shop

84

112 ---+ Represents the whole

Total number of employees

population of I-mobile
outlets in Bangkok

4.2.2 Sampling procedure: Census Survey
Sampling unit is the place where researcher can find sampling element.
Sampling element is an individual member of specific population (Zikmund, 2000). The
respondents of this research study included all 28 SAMART I-mobile shops, in Bangkok.

Table 4.1: Location of Samart I-mobile shops
Shop Supervisor

Locations

I. Supapom T.

Pinklao

2. Pakin S.

Tar-Pra

3. Paralee P.

Rama2

4. Vimonsiri W.

The Old Siam Department Store

5. Jaruwan S.

TOT

6. Sudarat P.

Bangkapi

.
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7. Malini I.

Tesco Lotus at Bangkapi

8. Ratanawadee C.

Ladprao

9. Piyamat P.

Imperial ladprao

10. Piyamat P.

Tesco Lotus at Wanghin

11. Chanakan K.

Maboonkrong 1

12. Wtrairak P.

Maboonkrong 2

13. Nawarat S.

Rama3

14. Patcharaporn K.

Bangkae

15. Ponada P.

Tesco Lotus at Bangkae

16. Kanchalee C.

Software Park

17. Sukanya V.

Tesco Lotus at Seacon Square

18 Aatisuda B.

Robinson Dpt. Store in Seacon Square

19. Boonyachad S.

Imperial Samrong

20. Sasiwiman R.

I-Mobile at Ngamwongwan

21. Sowipar N.

Nokia at N gamwongwan

22. Solaya E.

Siemen at Ngamwongwan

23. Chintana P.

Future Park

24. Pairin P.

Tesco Lotus at Rungsit Klong 3

25. Pokaimat M.

Tesco Lotus in Pratumtani

26. Kaokan M.

Central Department Store at Rattantibet

27. AramA.

Fashion Island

28. Virot P.

Ramkamhang

(Source: Teerapona, Strategic Planner, Samart I-mobile Shop, 2005)

The sampling elements are the salespeople and supervisor in the 28 abovementioned SAMART I-mobile shops, in Bangkok.
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4.2.3 Sampling Procedure
The researcher decided to use Non-Probability Sampling for selecting the sample,
a method that is considered to gather required information to fulfill the objective. Nonprobability sampling is a technique in which units of the sample are selected on the basis
of personal judgment or convenience. Convenience Sampling is a procedure used to
obtain those units or people most conveniently available. (Zikmund, 2000)

After having correspondence from the Strategic Planner of I-mobile shop, the
whole population consists of 112 people. Khun. Teerapona, Strategic Planner, Samart !mobile Shop (2005), permitted the distribution of questionnaires to all 28 shops.

4.2.4 Research Instrument: Self-Administered Questionnaire
Self-administered questionnaire were used to collect information required for
achieving the research objectives. Self-Administered questionnaire was filled by the
employees rather than by the interviewer.

There are some advantages of Self administered survey (Cooper & Schilder,
1998) such as low cost, expanded geographic coverage without increase in cost. All of
the questions in the questionnaire used in this study are fixed alternative questions,
meaning that the respondent is given specific limited alternative responses and asked to
choose the one closest to his/her viewpoint.

There are four parts to the Questionnaire; the first part illustrated the
screening questions for gaining general information about employees. The second part
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depicted questions on Customer orientation and the third part follows with Service
worker measures. Lastly, the fourth part depicts questions on demographic data.

4.2.5 Collection of Data Gathering Procedures
The survey of this research was conducted during the month of SeptemberOctober 2005, to ensure that accurate data is collected. Data will be collected only from
Samart I-mobile employees.

The distribution of questionnaire shall take place in

September. Questionnaires were distributed during the week days, as this is the most
convenient time mentioned by the Strategic planner of I-mobile.

Primary data is more reliable and more complex to the research objectives than
secondary data since the research design has to be adapted to the different cultural,
linguistic, economic and social environments" (Craig & Douglas, 2002) "although the
cost in collecting primary data is higher than secondary data and takes longer time for the
collection. Malhotra (2000) clarified that it is conducted for the specific purpose for
addressing the problems in hand.
Secondary data has been gathered from variety of sources such as journals on
Marketing, Management and Service Marketing; websites as well as textbooks on
Marketing Management, Consumer behavior, Business Research Method etc.

4.2.6

Sample Size
For this particular research, the sample size is detennined by the total number of

employees (supervisors and sales people) at the 28 shops ofl-mobile. Thus, the sample
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size is 112. Sample size for the purpose of this research is bounded within the Samart !mobile shops. 112 questionnaires will be distributed to the following 28 I-mobile shops.

4.2.6 Pretest the Questionnaire
Pretesting the questionnaire enables the researcher to identify problems
encountered during the process of distribution. To determine if customer oriented
employees (need to pamper, need to read customer mind, need to deliver and need for
personal relationship dimension) were equally reliable, Cronbach's alpha was computed.
Cronbach's alpha is a widely used measure for assessing the reliability of
psychometrically developed scales (Cronbach and Snow, 1977).

Before distributed the actual questionnaire, the researcher distributed 20
questionnaires to employees of Samart I-mobile as pilot study. The researcher used
Cronbach's Coefficient Alpha scales to test the reliability of the questionnaires. However,
there were no problems undergone while distributing the questionnaires.

The overall reliability of Customer Orientation which is .7416; that includes
dimensions (need to pamper, need to read customer's needs dimension, need to Deliver
dimension and need for personal relationship dimension).

The overall reliability of

outcomes of service workers which is .8076; the dimensions included are (Organizational
commitment, Job satisfaction and Organizational Citizenship Behaviors). Hereby,

the

research study can be preceded.
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4.3 Data Measurement and Statistics used for Data Analysis
4.3.1 Descriptive Statistics
Descriptive Statistics used to describe or summanze information about a
population or sample. Describing responses or observations is typically the first form of
analysis. The calculation of averages, frequency distributions and percentage distributions
is the most common form of summarizing data (Zikmund, 2000).

The percentage and frequency distribution will be used to classify the
demographic profile of the respondents such as age, status, education, the year of
academic level and occupational level.

4.3.2 Hypothesis Testing

Pearson Correlation (Product Moment v Coefficient correlation) is used for
Hypothesis testing of customer oriented employees dimension on job satisfaction,
commitment and organizational citizenship behaviors for twelve-hypothesis testing.
Correlation is a technique for investigating the relationship between two quantitative,
continuous variables. Pearson Correlation measures the strength of the linear relationship
between two variables. The value for a Pearson's can fall between 0.00 (no correlation)
and 1.00 (perfect correlation). Positive correlation indicates that both variables increase
or decrease together, whereas negative correlation indicates that as one variable increases,
so the other decreases, and vice versa. Other factors such as group size will determine if
the correlation is significant. Generally, correlations above 0.80 are considered pretty
high.
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According to the questionnaire of this research study, questions of the variables
on customer-oriented employees are placed on a five point Likert scale. The employees
indicated their attitude by checking how strongly they agree or disagree with the .
constructed statements. Individuals generally choose from the five alternatives: strongly
agree, agree, uncertain, disagree, and strongly disagree. (Zikmund, 2000).

Formula:

The result obtained is equivalent to dividing the covariance between the two
variables by the product of their standard deviations. In general the correlation coefficient
is one of the two square roots (either positive or negative) of the coefficient of
determination (r2), which is the ratio of explained variation to total variation:

\'Y' '(Y -

YY~
.

L..~
r-') = -----·
~-

y-)2
·'

Where:
Y =a score on a random variable Y
Y' = corresponding predicted value of Y, given the correlation of X and Y and the
value of X
}- = sample mean of Y (i.e., the mean of a finite number of independent observed
realizations of Y, not to be confused with the expected value of Y)

The correlation coefficient adds a sign to show the direction of the relationship.
The formula for the Pearson coefficient conforms to this definition, and applies when the
relationship is linear.
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Hypotheses
Hypothesis 1-12

Test used
Pearson Correlation
Coefficient

4.3.3 Decision Rule for Interpretation
The Correlation coefficient generally ranges from -1.00 to + 1.00, which could be
interpreted as follows: (Gay and Diehl, 1992)

-1.00

Perfect Negative Correlation

-0.95

Strong Negative Correlation

-0.50

Moderate Negative Correlation

-0.10

Weak Negative Correlation

0.0

No Correlation

+0.10

Weak Positive Correlation

+0.50

Moderate Positive Correlation

+0.95

Strong Positive Correlation

+l.00

Perfect Positive Correlation
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Table 4.2

Measurement of each variable

Need to pamper
customer

Enjoy nurturing customers
Pleasure in making
customers feel he is the only
customer.
Customer problem is
important to me.
Individual attention

Question 1-4

Need to read customer

Naturally read the customer
Know what customers want
before they ask.
Enjoy anticipating customer
needs
Read customers body
language

Question 5-8

Need for personal
relationship

Delivering service on time.
Satisfaction in completing
tasks for customers
Enjoy the confidence to
provide good service

Question 9-11

Need to Deliver

Remembering customer
names
Enjoy getting to know
customers personally

Question 12-14

Internal benefit to the
service worker

Organizational commitment
Job satisfaction
Organizational
Citizenship behaviors

Question 1-15
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CHAPTERS
PRESENTATION OF DATA AND CRITICAL DISCUSSION OF
RESULTS

This chapter focused on the analysis of collected data from the questionnaire.
Section one described descriptive statistics of the personal characteristics of respondents.
Section two depicted the analysis of the effect of employees towards Samart I-mobile.
Section three emphasized on inferential statistics of hypothesis testing and section four
summarized the research finding.

5.1 Descriptive statistics

Descriptive analysis is the transformation process of the raw data into a form that
makes it easy to understand and interpret. It is used to analyze the respondent's personal
data. This research has been conducted by using primary data collection method through
distribution of questionnaires to 112 employees of Samart I-mobile Company.

This section contains the descriptive statistics related to respondent's personal
data (gender, age, marital status, education, income).
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5.1.1

Gender of respondents

Table 5.1 Gender of respondents

Valid

Male
Female
Total

Frequency
41
71

112

Percent
36.6
63.4
100.0

Cumulative Percent
36.6
100.0

Figure 5.1 Chart of gender

Gender

Male
36.6%

Female
63.4%

Table 5.1 and figure 5.1 displays the respondent's gender. Male represents 36.6%
of the respondents, whereas, female represents 63.4% of the total respondents. The
majority are female respondents.
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5.1.2

Age of respondents

Table 5.2 Age of respondents

Valid

Below 20 yrs old
21-25 yrs
26-30 yrs
Above 30 yrs
Total

Frequency
9
53
33
17
112

Percent
8.0
47.3
29.5
15.2
100.0

Cumulative
Percent
8.0
55.4
84.8
100.0

Figure 5.2 Chart of Age
Age

above 30 yrs
15.2%

below 20 yrs old
8.0%

26-30 yrs
29.5%

21-25 yrs
47.3%

The age distribution of the respondents in table 5 .2 and figure 5 .2 displays that the
ages range with the maximum number of respondents, 47.3%, are between 21 - 25 years
followed by the age group of 26-30 years old comprising 29.5% of the total respondents.
The remaining age groups are above 30 years representing 15.2%, and minority 8% are
below 20 years old.
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5.1.3 Marital status of respondents
Table 5.3 Marital status of respondents

.
Frequency
Single
Married
Divorced
Total

67
31
14
112

Percent
59.8
27.7
12.5
100.0

Cumulative Percent
59.8
87.5
100.0

Figure 5.3 Chart of marital status of respondents
Marital Status
70
60
50
40
30
20
......
i::

())
(.)

10

.....
())

0...

0
Single

Married

Divorced

Marital Status

Table and figure 5.3 suggests that amongst total respondents, 59.8% were singles
and represented the majority of respondents. 27.7% of the respondents were married and
12.5% of the respondents were divorced.
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5.1.4

Education level of respondents

Table 5.4 Educational level of respondents

Valid

High
school/diploma
Bachelor degree
Masters degree
Total

Frequency

Percent

Cumulative
Percent

32

28.6

28.6

73

65.2
6.3
100.0

93.8
100.0

7
112

Figure 5.4 Chart of educational level of respondents

educational background
masters degree
6.3%
high school/diploma
28.6%

bachelor degree
65.2%

Table 5.4 and figure 5.4 reflects upon the educational level of respondents. 65.2%
of the respondents hold Bachelor's degree and is the biggest of all groups followed by
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28.6% of respondents holding high school /diploma. The remaining 6.3% of the
respondents hold masters degree.

5.1.5 Income of respondents
Table 5.5 Income of respondents

Valid

10,000-20,000 baht
20,001-30,000baht
30,001-40,000baht
Above 40,000 baht

Frequency
31
33
35

Percent
27.7
29.5
31.3

13

11.6

112

100.0

Total

Cumulative
Percent
27.7
57.l
88.4

100.0

Figure 5.5 Chart of income of respondents
Income Level

10,000-20,000 baht

20,001-30,000baht

'
~

30,001-40,000baht

'

more than 40,000baht

'

I

Q)

~

....J
(!)

\{::

E
0

u

.5

0

.

.

10

20

-

30

40

Percent
Table and Figure 5.5 suggest that the biggest group of respondents have a
monthly income level of baht 30,001-40,000. This income group represents 31.3% of the
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total respondents. The second largest income group is between baht 20,001 and 30,000
baht a month amounting to 29.5% of the respondents. The remaining income groups of
baht 10,000 - 20,000 and higher than baht 40,000 per month represents 27.7% and 11.6%
of the respondents respectively.

5.2 Screening questions on employees perception for Samart I-mobile
5.2.1 Working experience in Samart I-Mobile
Table 5.6 Working experience in Samart I-mobile

Valid

Less than a year
Between one-two
years
More than two
years
Total

Frequency
24

Percent
21.4

Cumulative
Percent
21.4

44

39.3

60.7

44

39.3

100.0

112

100.0

Figure 5.6 Chart of work experience of respondents

Work experience in I-mobile

more than two years

39.3%
less than a year
21.4%

n one-two year

39.3%
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Table and figure 5.6 suggests that amongst total respondents, 39.3% of the
employees have worked between one-two years and also another 39.3% of the employees
have worked more than 2 years for Samart I-mobile.

5.2.2

Satisfaction with communications

Table 5.7 Satisfaction with communication

Frequency
60
37
15
112

Satisfied
Neutral
Not satisfied
Total

Valid

Percent
53.6
33.0
13.4
100.0

Cumulative
Percent
53.6
86.6
100.0

Figure 5.7 Communication satisfaction of respondents
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,Table and Figure 5.7 suggest that the biggest group of respondents 53.6% is
satisfied with Samart I-mobile communication. 33% of the employees are neutral and
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minority 13.4% of the respondents are not satisfied with Samart I-mobile communication.

5.2.3 . Satisfaction with inter-personal

Table 5.8 Satisfaction with inter-personal relationship

Valid

Satisfied
Neutral
Not satisfied
Total

Frequency
51
49
12
112

Cumulative
Percent
45.5
89.3
100.0

Percent
45.5
43.8
10.7
100.0

Figure 5.8 Satisfaction with inter-personal relationship
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Table and Figure 5.8 suggest that majority group of respondents 45.5% is satisfied
with inter-personal within Samart I-mobile. 43.8% of the employees are neutral and
minorities 10.7% of the respondents are not satisfied with Samart I-mobile inter personal
communication.
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5.2.4

Satisfaction with methodology of change/innovation

Table 5.9 Satisfaction with methodology of change/innovation

Frequency
Valid

Satisfied
Neutral
Not satisfied
Total

75
35
2
112

Percent
67.0
31.3
1.8
100.0

Cumulative
Percent
67.0
98.2
100.0

Figure 5.9 Satisfaction with methodology of change/innovation
not satisfied
1.8%
neutral
31.3%

satisfied
67.0%

Table and figure 5.9 suggests that amongst total respondents 67% of the
employees are satisfied with Samart I-mobile methodology of change/innovation. 31.3%
of the employees are natural and minority 1.8% of the respondents is not satisfied.
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5.2.5 Mental and physical exhaust

Table 5.10 Mental and physical exhaust

33

Percent
10.7
13.4
21.4
29.5

Cumulative
Percent
10.7
24.1
45.5
75.0

28

25.0

100.0

112

100.0

Frequency
12
15
24

Valid Strongly agree
Agree
Neutral
Disagree
Strongly
disagree
Total

Figure 5.10 Mental and physical exhaust of employees
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From table and figure 5.10 we can see that 29.5% of employees disagree that they
are mentally or physically exhausted and 20% of employees strongly disagree that at the
end of the day they are physically/mentally tired while working at Samart I-mobile
Company. 21.4% of respondents are neutral, 13 .4% of employees feel neutral and
minority of only 10. 7% agree that they do get tired mentally at the end of the day.
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5.2.6

Satisfaction with methods of conflict solution

Table 5.11 Satisfied with methods of conflict

Valid

Satisfied
Neutral
Not satisfied
Total

Frequency
44
46
22
112

Percent
39.3
41.1
19.6
100.0

Cumulative Percent
39.3

80.4
100.0

Figure 5.11 Satisfaction with method of conflict solution
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From table and figure 5 .11, we can see that 41.1 % of employees are neutral with
Samart I-mobile method of resolving conflicts that arise. This could be conflict with
employees and supervisors, or disagreement about the company's policies, rules or
regulations. ,39.3% of the employees are satisfied with the conflict resolution method,
while minority 19 .6% of employees is dissatisfied.
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5.2.7

Satisfaction with participation in important decisions
Table 5.12 Satisfied with participation in important decisions

Frequency

Valid

Satisfied
Neutral
Not satisfied
Total

62
39
11
112

Percent
55.4
34.8
9.8
100.0

Cumulative
Percent
55.4
90.2
100.0

Figure 5.11 Satisfaction with participation in important decisions

not satisfied
9.8%

neutral

satisfied

34.8%

55.4%

Table and figure 5.12 depict that majority 55.4% of employees are satisfied with
Samart I-mobile involving them in decision-making. They feel valued and a part of the
company as they have a say in decision-making. 34.8% of employees are neutral and
9 .8% of employees are not satisfied with their level of participation.
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5.3 Test and Explanation of Hypothesis Results
Inferential Statistics

Inferential statistics involves the analysis and verification for hypothesis
statements in the populations, which are used to make inferences about the characteristics
of the population.
Hypothesis 1: Test of relationship between need to pamper and Organizational
citizenship behavior.

Table 5.13 Correlation between need to pamper and Organizational
Citizenship behavior.

Total of need
to pamper

Pearson Correlation

Total of
organizational
citizenship
behavior

Sig. (2-tailed)
N
Pearson Correlation

Total of need
to pamper

Total of
organizational
citizenship behavior

1

.268(**)

.
112

.004
112

.268(**)

1

Sig. (2-tailed)

.004
N
112
112
** Correlation is significant at the 0.01 level (2-tailed).

The significant level (2-tailed test) of hypothesis 1 is .004, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .268(**), implying that there is a
positive relationship between need to pamper and organizational citizenship behavior.

78

The result from table 5.13 shows that there is a positive relationship between need to
pamper and organizational citizenship behavior.

Hypothesis 2: Test of relationship between need to pamper and job satisfaction.

Table 5.14 Correlation between need to pamper and job satisfaction

Total of need
to pamper

Total of need
to pamper

Total of job
satisfaction

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation

Total of job
satisfaction

1

.364(**)

.
112

.000
112

.364(**)

1

Sig. (2-tailed)

.000
N
112
** Correlation is significant at the 0.01 level (2-tailed).

112

The significant level (2-tailed test) of hypothesis 2 is .000, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .364(* *), implying that there is a positive
relationship between need to pamper and job satisfaction. The result from table 5.14
shows that there is a positive relationship between need to pamper and job satisfaction.
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Hypothesis 3: Test of relationship between need to pamper and organizational
commitment.

Table 5.15 Correlation between need to pamper and organizational commitment

Total of
need to
pamper

Total of need to
pamper

Pearson
Correlation
Sig. (2-tailed)
N

Total of
organizational
commitment

Pearson
Correlation

Total of
organizational
commitment

1

.186(*)

112

.050
112

.186(*)

1

Sig. (2-tailed)

.050
N
112
112
* Correlation is significant at the 0.05 level (2-tailed).

The significant level (2-tailed test) of hypothesis 3 is .050, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .186(*), implying that there is a positive
relationship between need to pamper and organizational commitment. The result from
table 5.15 shows that there is a positive relationship between need to pamper and
organizational commitment.
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Hypothesis 4: Test of relationship between need to read customers mind and
organizational citizenship behavior.

Table 5.16 Correlation between need to read customers mind and organizational
citizenship behavior
Total of need
to read
customers
mind

Total of
customer needs

Total of
organizational
citizenship behavior

Pearson
1
.235(*)
Correlation
Sig. (2-tailed)
.013
N
112
112
Pearson
Total of
.235(*)
1
organizational
Correlation
citizenship
Sig. (2-tailed)
.013
behavior
N
112
112
* Correlation is significant at the 0.05 level (2-tailed).

.

The significant level (2-tailed test) of hypothesis 4 is .013, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .235(*), implying that there is a positive
relationship between need to read customers mind and organizational citizenship
behavior. The result from table 5. l 6 shows that there is a positive relationship between
need to read customers mind and organizational citizenship behavior.

81

Hypothesis 5: Test of relationship between need to read customers and job
satisfaction

Table 5.17 Correlation between need to read customers mind and job satisfaction
Correlations
Total of need
to read
customers
mind

Total of
customer
needs

Pearson
Correlation

1

Total of job
satisfaction

.187(*)

Sig. (2-tailed)
.
.049
N
112
112
Total of job Pearson
.187(*)
I
satisfaction
Correlation
Sig. (2-tailed)
.049
N
112
112
* Correlation is significant at the 0.05 level (2-tailed).

The significant level (2-tailed test) of hypothesis 5 is .049, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .187(*), implying that there is a positive
relationship between need to read customers mind and job satisfaction. The result from
table 5 .17 shows that there is a positive relationship between need to read customers mind
and job satisfaction.
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Hypothesis 6: Test of relationship between need to read customers mind and
organizational commitment

Table 5.18 Correlation between need to read customers mind and organizational
commitment

Total of
customer
needs

Pearson
Correlation
Sig. (2-tailed)

Total of
organizational
commitment

Pearson
Correlation
Sig. (2-tailed)

N

Total of need to
read customers
mind

Total of
organizational
commitment

1

.188(*)

.
112

.047
112

.188(*)

1

.047
112
112
* Correlation is significant at the 0.05 level (2-tailed).
N

The significant level (2-tailed test) of hypothesis 6 is .047, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .188(**), implying that there is a positive
relationship between need to read customers mind and organizational commitment. The
result from table 5 .18 shows that there is a positive relationship between need to read
customers mind and organizational commitment.
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Hypothesis 7: Test of relationship between need to deliver and organizational
citizenship behavior
Table 5.19 Correlation between need to deliver and organizational citizenship
behavior

Total of
deliver
dimension

Pearson
Correlation
Sig. (2-tailed)
N

Total of
organizational
citizenship
behavior

*

Pearson
Correlation
Sig. (2-tailed)

Total of deliver
dimension

Total of
organizational
citizenship
behavior

1

.189(*)

112

.046
112

.189(*)

1

.046
N
112
112
Correlation is significant at the 0.05 level (2-tailed).

The significant level (2-tailed test) of hypothesis 7 is .046, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .189(*), implying that there is a positive
relationship between need to deliver and organizational citizenship behavior. The result
from table 5.16 shows that there is a positive relationship between need to deliver
dimensions and organizational citizenship behavior.
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Hypothesis 8: Test of relationship between need to deliver and job satisfaction

Table 5.20 Correlation between need to deliver and job satisfaction

Total of
deliver
dimension

Pearson
Correlation
Sig. (2-tailed)
N

Total of job
satisfaction

Pearson
Correlation
Sig. (2-tailed)
N

Total of deliver
dimension

Total of job
satisfaction

1

.027

.
112

.775
112

.027

1

.775
112

112

The significant Level is .775, which is more than the set criteria of alpha 0.05,
therefore the null hypothesis is accepted and the alternative hypothesis rejected. The
correlation value is .027, implying that there is no relationship between need to deliver
and job satisfaction. The result from table 5.20 shows that there is no relationship
between need to deliver dimensions and job satisfaction.
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Hypothesis 9: Test of relationship between need to deliver and organizational
commitment
Table 5.21 Correlation between need to deliver and organizational commitment
Total of
deliver
dimension
Total of deliver
dimension

Total of
organizational
commitment

*

Pearson
Correlation
Sig. (2-tailed)
N
Pearson
Correlation

Total of
organizational
commitment

1

.237(*)

112

.012
112

.237(*)

1

Sig. (2-tailed)
.012
N
112
Correlation is significant at the 0.05 level (2-tailed).

112

The Significance level (2-tailed test) of hypothesis 9 is .012, which is lesser than
the set criteria of alpha 0.05, therefore, the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .237(*), implying that there is a positive
relationship between need to deliver and organizational commitment. The result from
table 5.21 shows that there is a positive relationship between need to deliver dimensions
and organizational commitment.
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Hypothesis

10:

Test

of

relationship

between

personal

relationship

and

organizational citizenship behavior.
Table 5.22 Correlation between personal relationship and organizational citizenship
behavior
Total of
organizational
citizenship
behavior

Total of
personal
relationship

Total of personal
relationship

Pearson
Correlation
Sig. (2-tailed)

1

.266(**)

.
112

.005
112

.266(**)

1

.005
112

112

N

Total of
organizational
citizenship behavior

Pearson
Correlation
Sig. (2-tailed)
N

* * Correlation is significant at the 0.01 level (2-tailed).

The significant level (2-tailed test) of hypothesis 10 is .005, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .266(**), implying that there is a positive
relationship between personal relationship and organizational citizenship behavior. The
result from table 5.21 shows that there is a positive relationship between personal
relationship and organizational citizenship behavior.
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Hypothesis 11: Test of relationship between personal relationship and job
satisfaction.
Table 5.23 Correlation between personal relationship and job satisfaction

Total of
personal
relationship

Pearson
Correlation
Sig. (2tailed)

Total of job
satisfaction

Pearson
Correlation
Sig. (2tailed)

.N

N

Total of
personal
relationship

Total of job satisfaction

1

.013

.

.888

112

112

.013

1

.888
112

112

The significant Level is .888, which is more than the set criteria of alpha 0.05,
therefore the null hypothesis is accepted and the alternative hypothesis rejected. The
correlation value is .013, implying that there is no relationship between personal
relationship and job satisfaction. The result from table 5.23 shows that there is no
relationship between personal relationship and job satisfaction.
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Hypothesis

12:

Test

of

relationship

between

personal

relationship

and

organizational commitment.
Table 5.24 Correlation between personal relationship and organizational
commitment

Total of
personal
relationship

Pearson
Correlation
Sig. (2-tailed)
N

Total of
organizational
commitment

Pearson
Correlation
Sig. (2-tailed)

Total of personal
relationship

Total of
organizational
commitment

1

.208(*)

.
112

.027
112

.208(*)

1

.027
112
112
* Correlation is significant at the 0.05 level (2-tailed).
N

The significant level (2-tailed test) of hypothesis 12 is .027, is lesser than the set
criteria of alpha 0.05, therefore the null hypothesis is rejected and the alternative
hypothesis is accepted. The correlation value is .208(*), implying that there is a positive
relationship between personal relationship and organizational commitment. The result
from table 5.21 shows that there is a positive relationship between personal relationship
and organizational commitment.
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5.4 Summary of hypothesis testing
Table 5.25 Summary of hypothesis testing

.004

.268

Reject H 0

Pearson
correlation

.000

.364

Reject H 0

Pearson
correlation

.050

.186

Reject H 0

Pearson
correlation

.013

.235

Reject H 0

Pearson
correlation

.049

.187

Reject H 0

Pearson
correlation

.047

.188

Reject Ho

Pearson
correlation

.046

.189

Reject Ho

Pearson
correlation

.775

.027

Accept H 0

Hai: Need to pamper is

Pearson

related to organizational

correlation

citizenship behavior
Ha2: Need to pamper is

related to job satisfaction
HaJ: Need to pamper is

related to organizational
commitment
Ha4: need to read

customers mind is related
to organizational
citizenship behavior
Has: need to read

customers' mind is related
to job satisfaction
Ha6: need to read

customers' mind is related
to organization
commitment
Ha1: need to deliver is

related to organization
citizenship behavior
Has: need to deliver is

related to job satisfaction
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H 8 9: need to deliver is
related to organizational

Pearson
correlation

.012

.237

Reject H0

Pearson
correlation

.005

.266

Reject H0

Pearson
correlation

.888

.013

Accept H 0

Pearson
correlation

.027

.208

Reject H0

commitment

Harn: personal relationship
is related to organizational
citizenship behavior

Ha11: personal relationship
is related to job satisfaction

Ha12: personal relationship
is related to organizational
commitment

91

CHAPTER6

SUMMARY FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS

This chapter presents the summary, conclusion and recommendations based on
the results of the study and is divided in three sections. The first section summarizes
conclusion of the demographic characteristics; followed by recommendations and
suggestions for further study. The results have been presented according to the
methodology described in chapter 4. Furthermore, the section will also focus on
comparing the results with the previous research, which are discussed in the chapter 2.

6.1

Summary and Discussion of Findings
This research study explores the relationship between internal benefit of service-

worker customer orientation with reference to job satisfaction, commitment and
organizational citizenship behavior.

This study also shows the summary of the

demographic profile. The following objectives vital for this study were:

•

To study the relationship of customer orientation (need to pamper, need to read
customer needs, need to deliver and need for personal relationship dimension) on
service employees' organizational commitment. The results show that all
dimensions need to pamper, need to read customer needs, need to deliver, and
personal relationship have a relationship with organizational commitment.

•

To study the relationship of customer orientation (need to pamper, need to read
customer needs, need to deliver and need for personal relationship dimension) on
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service employees' job satisfaction. The results depict that need to pamper, need
to read customer needs have a relationship with job satisfaction. On the other
hand, need to deliver and personal relationship does not show a relationship with
job satisfaction.
•

To study the relationship of customer orientation (need to pamper, need to read
customer needs, need to deliver and need for personal relationship dimension) on
service employees organizational citizenship behaviors. The results exhibit that all
dimensions under customer orientation have a relationship with organizational
citizenship behaviors.

This research aimed to suggest the benefits of employing customer oriented
service worker that go beyond improving performance to enhancing other factors that are
important to the welfare of employees and the organization: job satisfaction, commitment
and organizational citizenship.

The researcher has achieved successful results and

accomplished the objectives.
The results of demographics stated that, majority of the population were females
representing 63.4%. Majority of the employees were aged between 21-25 years of age
with 47.3%. Most of them were single indicating 59.8%. Majority of the employees hold
bachelor degree as their highest educational achievement representing with 65.2%. Their
income level ranges from Baht 30,001-40,000 showing 31.3%.

With reference to the screening questions majority of the employees have worked
one- two year presenting 39.3% and more than two years also presenting 39.3%.
Majority of the employees are satisfied with the communication at I-mobile indicating
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53.6%. Furthermore, majority of the employees are satisfied with inter-personal
relationship representing 45.5%.

Most of the employees are also satisfied with the

methodology of change/innovation which indicates 67%. On the other hand, majority of
the employees disagree that they are mentally/physically exhausted with I- mobile
showing 29.5%. Additionally, employees are neutral about the methods of conflict
resolution at I-mobile indicating 41.1 %. Lastly, majority of the employees are satisfied
with the extent of participation in important decisions at I- mobile representing 55.4%.

Referring to inferential statistics, the hypotheses findings show that the dimension
of need to pamper has a relationship with all internal benefits of service worker
dimensions (organizational commitment, job satisfaction and organizational citizenship
commitment).

Customer orientation reflects an organization's ability to understand customer needs,
competitive offerings and translate this knowledge into superior products and services. In
this global world, a company will not be successful on the external market if it has not
first taken good care of its internal market, its employees (Brady et al., 2001 ). The results
explain that the employees of I-mobile shops are being informed with up-to-date
knowledge about changes in products or services offered. Satisfied employees tend to be
more productive, creative and committed to their employers. Thus, when an employee is
satisfied, committed, and has a good understanding about the organizational citizenship
behavior this will make employees desire to make customers feel special.

The results illustrate that the dimension of need to read customer needs has a
relationship with all internal benefits of service worker dimensions (organizational
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commitment, job satisfaction and organizational citizenship commitment).

Service

employees who have higher degrees of customer orientation will be more satisfied with
their jobs than from employees who have less customer orientation (Organ & Ryan,
1995). Motivators, on the other hand, create satisfaction by fulfilling individuals' needs
for meaning and personal growth. They are issues such as achievement, recognition, the
work itself, responsibility and advancement. Once the hygiene areas are addressed, said
Herzberg, the motivators will promote job satisfaction and encourage production.
Therefore, when an employee is satisfied with the job, committed, and have a
good understanding about the organizational citizenship behavior will make employee's
desire to pick up customers' verbal and nonverbal communication

Lovell et al., ( 1999) noted that gender stereotypes of women being more altruistic,
nurturing, and helpful could create managerial expectations that female employees will
engage in more OCB. As mentioned earlier, the majority of employees are females in I mobile shops.

The results illustrate that the dimension of need to deliver has a relationship with
two internal benefits of service worker dimensions (organizational commitment, and
organizational citizenship commitment). On the other hand, there is no relationship with
job satisfaction. According to Reichheld (1993), customer, employee and investor loyalty
are positively related to each other. Assuming that satisfaction precedes loyalty, a study
by Rucci, Kim and Quinn (1998) also supports this notion. They show that a good
employee

at~itude

towards the company has a positive effect on customer and investor

satisfaction. Employees should also perceive benefits from having a good relationship
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with customers and the company. Knowing what the customer wants and being able to
deliver it gives the employee a feeling of accomplishment and satisfaction (McCarthy,
1997). Therefore, the result shows that there is no relationship with job satisfaction. This
explains that when employees are not satisfied with their job; the need to deliver the
service successfully is affected.

Therefore, when an employee is satisfied with the job, committed, and have a
good understanding about the organizational citizenship behavior will make employees
desire to successfully perform the service which is customer oriented.

The results illustrate that the dimension of need for personal relationship has a
relationship with two internal benefits of service worker dimensions (organizational
commitment, and organizational citizenship commitment). On the other hand, there is no
relationship with job satisfaction. This explains that when employees are not satisfied
with their job; the need of personal relationship with customers is affected.

Part of the satisfaction of being employed is the social contact it brings, so allow
employees a reasonable amount of time for socialization (e.g., over lunch or during
breaks). This will help them develop a sense of camaraderie and teamwork. The
environment in which people work has a tremendous effect on their level of pride for
themselves and for the work they are doing. Employees will be more motivated to do
their jobs well if they have ownership of their work. This requires giving employees
enough freedom and power to carry out their tasks. As individuals mature in their jobs,
provide opportunities for added responsibility (Herzberg et al., 1993).
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Therefore, when an employee is satisfied with the job, committed, and has a good
understanding about the organizational citizenship reflects the service employee's desire
to know, or connect with, the customer on a personal level.

6.2

Conclusion and Implication of Research Findings
Organizations often want to know the state of employee morale over time and

thus, some form of job satisfaction measurement is generally included in employee
opinion surveys (Ilies & Judge ,2003).

As mentioned earlier that research focuses on I-mobile shops in Bangkok only.
112 questionnaires were distributed to the 28 shops of I- mobile. The research was
limited to only supervisors and sales people of I- mobile who have direct contact with
customers. All the objectives have been accomplished and the findings will enhance the
service for employees at I-mobile shops.

Thus it can be concluded that need to pamper, need to read customer needs, need
to deliver, and personal relationship have a relationship with organizational commitment.
However, the results depicted that need to pamper, need to read customer needs have a
relationship with job satisfaction. Need to deliver and personal relationship does not
have a relationship with job satisfaction. Furthermore, the results exhibit that all
dimensions under customer orientation have a relationship with organizational citizenship
behaviors.

According to Donavan et al., (2004) research study emphasizes on the study of
the internal benefits of service-worker customer orientation: job satisfaction, commitment
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and organizational citizenship behaviors in food services industry and financial service
industry. Results indicated that the Positive influence of customer orientation on certain
job responses is stronger for service workers who spend more time in direct contact with
customers than for workers who spend less time with customers. However, this study
focuses on I-mobile which belongs to the telecommunications industry. The results differ
of this study as compared with Donavan et al., (2004).

As compared to Thomas et al., (2004) investigation was in order to adopt a more
inclusive, collaborative and participatory posture in problem solving and delivery of
service, the National Resources Conservation Service (NRCS) implemented a
reorganization plan to achieve a better fit between the agency, its employees, customers
and partners.

Linear regression and mediator models were used to analyze the data.

Results showed that employees with favorable perception of involvement in agency
change, innovation, leadership, training, and quality of work-life are more likely to have a
favorable view of the role of customer orientation in the performance of the agency.

Results of this study are different as compared to Thomas et al., (2004). This
study focuses on I-mobile which belongs to the telecommunications industry. Regression
was not applied to retrieve results, but Pearson correlation was applied to find the
relationship between Customer orientation and internal benefits of service workers.

Referring to Chotipan (2001), research study's objectives were to study the level
of organizational citizenship behavior, job satisfaction level and the relationship between
organizational citizenship behavior and job satisfaction of employees in a private
company. The results depicted that employees had organizational citizenship behavior at
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the high level, job satisfaction at the high level but income factor at the middle level.
There was a significant relationship between department factor and organizational
citizenship behavior as a whole and each of the organizational citizenship behavior
components: courtesy, sportsmanship, and consciousness.

Moreover, this study focused on I-mobile company employees who were
supervisors and sales people. 112 questionnaires we distributed at 28 shops of I- mobile.
Department factors and components under OCB were not focused on. Results also vary,
as it shows that all dimensions need to pamper, need to read customer needs, need to
deliver, and personal relationship have a relationship with organizational commitment.
However, the results depict that need to pamper, need to read customer needs have a
relationship with job satisfaction. Need to deliver and personal relationship does not
have a relationship with job satisfaction. Furthermore, the results exhibit that all
dimensions under customer orientation have a relationship with organizational citizenship
behaviors.

6.3

Recommendations with Reference to Variables

Recommendations can be categorized as follows:
Customer Orientation

•

It is evident from this study that knowledge about customers alone is insufficient
for the move to a customer focused organization. Employees also play an
important part in an organization. If they are treated well and are satisfied with
their job, they shall be more productive. Employees should be well updated and
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trained about customer information infrastructure, other organizational structure
and culture changes. Extensive and regular training is critical for staff to make
best use of customer information and to know how to best use related product and
service information to provide high quality customer service.

Reward

mechanisms need to be established to encourage required behaviors. Information
about customers and knowledge about how it can be best used must be seen as a
valuable corporate asset. Reorganizing the organization to establish clusters of
staff working on particular customer segments will facilitate knowledge sharing.
Having employees involved in knowledge sharing makes they feel worth and they
will deliver the service successfully.
•

While companies routinely acclaim the virtues of a customer orientation, rarely do
they assess the systems, activities and tools used to accomplish it. Customer
orientation includes all of the activities involved in acquiring information about
customers, communicating that information thrnugh an organization, and using
the information for both strategic planning and more specific quality
improvements. There are times when employees are unaware of situations and
information, and they cannot handle a particular situation as they do not have the
authority to. I- mobile should verify whether the information needed to identify
specific areas in need of improvement. Also, how customer information is
disseminated to employees in order to effect change. In this way the barrier will
subside and employees will have a wide spectrum of their duties and will be
committed to their organization.
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•

Internal benefits of Service worker

•

Employee Surveys are an important and popular tool that organizations use to
solicit employee feedback to know whether their employees are satisfied with
their work or vice-versa. There are some companies who ignore that. Therefore, if
managers emphasize on variables under employee satisfaction solely will be
essential. Listening to employees who may have insights and suggestions for
improvement provides the organization with valuable information that can be
acted upon to increase satisfaction in the workplace.

•

Teamwork is an important factor to manage well. The trick is to realize that
coaching may not be enough. Managers need to manage the factors in the
workplace that influence teamwork. One of the best methods seems to create a
workplace that promotes positive human relationships so that you encounter as
few problems as possible. Organizational assessment surveys can help manage coworker relationships by showing which issues are problems, where they are a
problem, and if there are underlying causes to consider. This allows for the
efficient management of factors in your organization that affect overall
profitability, creating a competitive advantage.

6.4

Recommendations for Further Studies
Several possibilities for further research can be derived from this initial study.

Subjects for future research can be addressed:

•

This research study focused on only Samart I-mobile employees. However, other
famous companies in Bangkok can be emphasized in future studies. For instance:
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DTAC, AIS and Thai Cement companies. Future research could examine how
both customer and employee perceptions of different role across service
categories and levels of service.
•

Service orientation is important m both professional service contexts and
traditional service settings. In professional services, in particular, greater scope for
professional development opportunities may exist. In the present study,
employees' opportunities for professional learning and growth may have been
emphasized.

•

This research, however, has been conducted within the boundaries of Bangkok.
Hence, focus on one company in one country limits the ability of the field to give
advice to managers who work abroad as to how to recognize and boost OCB in
their workplace.

To do so, we need a better understanding of the nature and

sources of national differences in what people consider OCB. Therefore, it is
imperative to also to study on other multinational companies in other countries to
address advice to managers about OCB. This shall improve loyalty and
commitment, thereby boosting organizational productivity and positively
affecting an organization's top and bottom lines.
•

There are many service based organizations, where employees are trained to have
direct contact with customers. In any labor market, companies compete to find
and keep the best employees, using pay, benefits, promotions, and training. But
these well-intentioned efforts often miss the mark. The front-line manager is the
key to attracting and retaining talented employees. No matter how generous the
pay or how renowned the training, the company that lacks great front-line
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managers will suffer. Effective internal communication has been one of the
organization's strong suits.

The organization's survival depends upon it.

Therefore, focusing on employee benefits and training can be researched to
enhance the front-line staffs that have direct contact with customers.
•

Researching on aspects in which how and whether do managers give and spend
enough time training and making an attempt to be there for their employees can
be addressed.

Evaluating the psychological constructs of employee opm1on,

satisfaction, feelings, thoughts, attitude, and behaviors can be vital.
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QUESTIONNAIRE IN ENGLISH
This questionnaire is designed to gain a wide perspective of knowledge on
the "Internal Benefits of Service-Worker Customer Orientation: Job

Satisfaction, Commitment, and Organizational Citizenship Behaviors of
Samart I-mobile Shop in Bangkok" Thank you very much for your Cooperation.
Part 1

Screening Questions: General information about employee

1. How long have you been working for I-mobile Shop?

D Less than a year

between one-two years

more than two years

2. Are you satisfied with the communication and information flow of I-mobile shop?

0

Satisfied

0

Neutral

0

Not satisfied

3. Are you satisfied with the Inter-personal relationship ofl-mobile shop?

0

Satisfied

Neutral

Not satisfied

4. Are you satisfied with the methodology of change/innovation is implemented in Imo bile shop?
Satisfied

Not satisfied

ONeutral

5. I am mentally and/or physically exhausted at the end of a day at work.

o

Strongly agree

Agree

Neutral

Disagree

Strongly disagree

6. Are you satisfied with the methods of conflict resolution ofl-mobile shop?

0

Satisfied

Neutral

Not satisfied

7. Are you satisfied with the extent of participation in important decisions at I-mobile
shop?

0

Sati~fied

Neutral

0

Not satisfied
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Part 2: SERVICE WORKERS CUSTOMER ORIENTATION (CO) MEASURES
Strongly
Agree

Agree

Neutral

Disagree

5

4

3

2

Strongly
Disagree
1

Customer orientation

1. I enjoy nurturing my service
customers
2. I take pleasure in making every
customer feel like he/she is the only
customer
3. Every customer's problem is
important to me
4. I thrive on giving individual
attention to each customer

5. I naturally read the customer to
identify his/her needs
6. I generally know what service
customers want before they ask
7. I enjoy anticipating the needs of
service customers
8. I am inclined to read the service
customer's body language to
determine how much interaction to
give

9. I enjoy delivering the intended
services on time
10. I find a great deal of satisfaction
in completing tasks precisely for
customers
11. I enjoy having the confidence to
provide good service
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Strongly
Agree
5

Agree

Neutral

Disagree

Strongly
Disagree

4

3

2

1

Customer orientation
.... ·....

Need for personal.relationship d.imension ...

.

'

;

..

-. ··''

<

12. I enjoy remembering my
customers' names.
13. I enjoy getting to know my
customers personally.
14. I am looking always forward
to meet customers.
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Part 3: OUTCOMES OF SERVICE WORKERS
Strongly
Agree
5

Agree

Neutral

Disagree

4

3

2

Strongly
Disagree
1

Organizational Commitment

The relationshiQ my_ fl.rm has with me
1. Something to which I am very
committed
2. OC Is very important to me
3. Relationship of the firm Is very
much like being family
Job Satisfaction

4. Feeling about the manner your
efforts are valued
5. Degree of motivation as the job
is concerned
6. Extent of your involvement and
identification with the
organization's goals and image
7. The extent to which personal
growth and development is possible
8. Organizational climate

9. Are you satisfied with the
overall job?
Organizational Citizenship Behaviors

10. I help orient new employees
even though it is not required.
11. I always lend a help hand to
others on the job
12. Willing to coordinate and
communicate with colleagues
13. Willing to stand up to protect
the reputation of the company
14. Tries hard to self-study to
increase the quality of work outputs
15. I do not use position of power
to pursue selfish personal gain
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Part 4: DEMOGRAPHIC PROFILE OF RESPONDENT
Please put ( V'') at your appropriate answer

1. Gender

D Male

2. Age

D Below 20 yrs

D 2 l-25yrs

D 26-30yrs

D 31 and above

3. Marital Status

D

Female

D Single

D

Married

D Divorced
4. Education Level

D High school/Diploma D Bachelor's degree
D

5. Income Level

Master's degree

0 Baht 10,000-20,000

D PhD degree or above

0 Baht 20,001-30,000

D Baht 30,001-40,000 D Baht More than 40,000

Thank you very much for your Cooperation.
The results will be incorporated by I-Mobile Managers to
provide utmost satisfaction.

116

1.

riruVi'l·Yl'W~~'l'W
q

D
2.

3.

4.

~1n~1 1 t1

D

Yi--i~!l1r.i

D

vuu 1

D

tJ.JYi--i~!l1r.i

1 "ll!l--i1uu1M''Vl

riru~~n!ltJ1--i hnu rir;i1:w~:w·1~\11h~V1~1--i ~r;i riru bb't1:::u1M''Vl
q

"

q

D
D

Yi--i~!l1r.i

D

tJ.JYi--i~!l1r.i

vuu 1

ri ru~~n!lu'l--i hnum ~~1 bUum~
q

"

btl~u 'Wbbtl't1--i/~W-J'W'l/tlfrnJ~--i b~!l~rJW-Ju1m~"ll!l--iu1M''Vl
q

Yi--i~!l1r.i

vuu 1
tJ.J~--i~!l1r.i

riru~~mV1tl!lu~1 ~--ih--in'ltJbb't1~~1?11r.iV1'5--ib~n--i'l'W
q

"

D
D
D
D
D

D
D
D
7.

D J.nnn~1 2 ti ~uhl

D ~~id1--i 1-2 t1

riru!~n!lu1--ihnrnb~--i~1r;i~1m't1:::fo'V1~1u~--i-if!ldq!'t1~'l--i

D
D
D
5.

I-mobile u1mvh1f?l

"" .,
bVl'Wf?l'JtJ:w'ln

"' Wf?l'
., JtJ
bVl'

vuu 1
1J.J b'11'W~'JtJ
1J.J b'11'W~'JtJ :w1 n

Yi--i~!l1r.i

vuu 1
tJ.J~--i~!l1r.i

riru!~nmh--ih1 um~i'.J~r;iuir;i:wm~~f?l~'W1r.ibbnl1C1JVl'l~'l ~'1.J

D

Yi--i~!l~r.i

D
D

vuu 1

1 "ll!l--iu1M''Vl

tJ.J~--i~!l1r.i
117

'•

:./.'.

'
;

.~'.1t&n1~tl1i~Uti1J),p1iLL~~·D~i; 1 ·).

•' ,>'-,

y::::'

;

.

" "
LVl'Wr>J'JtJ:l-11
n

" "
LVl'Wr>i'JtJ

L'UtJ

1

l~L~'W~'JtJ

l~L~'W~'JtJ:l-11n

·~nuu~~1~1Xmrn1mH-inA'1YluYI ~'ClnA'1rli'!:l..:imd
'

'

~~n'i'1..:i'l'l'!:lL"'l~1~~1Lti'Wmd::::n"'l1umrn1mrnri'flnff1

' ,,

'

'

"'
OJ ~'W'!:l tl1..:i LL~'WU1 LL'Cl::::LYltJ'll'lN

~~n'i'1..:i'l'l'!:l L"'l ~ l'l'WL'!:l..:iiJ 1'1'J1:1-l~'WL"'l Lun1d11Xu1mrnri

'
...

n

118

119

St. Gabriel's Library, Au
>art 4 i~~~~~~~1n~~~~~~~uru
1.

L~Pl

D
2.

20 ti

26 - 30

ti

D
D

21 - 25 ti

"

31 ~'Whl

fa~
LLIYl'1'11'W
'
vim

m~~m~n

D
D
D
D
5.

~1n~1

'tlb11'W:::

D
D
D
4.

""'
VI b\.J'1

'el1t.Jq

D
D
3.

D

"l!1t.J

il'nm...1~nM-11Y1'el'Wtl~1tJ I tlr:i'tl I 1Jr:i"l!
llib\,Jb\,J11Yl1
llib\,J '1.J1 t 'Vl
llib\,Jb\,J1L'eln

~1t.J1~

D
D
D
D

10,000 - 20,000 'lJ1'Vl
20,001 - 30,000 'lJ1'Vl
30,001 - 40,000 'lJ1'Vl
innn~1 40,000 'LI1'Vl

120

APPENDIX A
Performance Summary of Samart Corporation

f~E;venuc:

02-05 02-04

S#AART
SMART

SA\t1ART
i-MOBILE

4.22'1

3.5'12

2.791

2.369

Net Profit

20°/o

18%

TELCOMS

115

'13?
('16%1)
core profit up 9.5%

90

(24%))

119

core profit up 25<%

i

SJVVIART

%

02-05 02-04

%

464

536

16%

67

22%

55

Samart I-Mobile Performance in Quarter 2 in 2005.

r--------1
I

Y-0-Y

02 20051 02-2004
.........................................................

; Q2-04 Vs Q2-05
Net Profit

2791

90

Less:
Gain fron1 Sale
(Bliss. TTt·;l)

Core Profit
EPS
Core EPS
110

so

' - Revenues up 18°/o
- Net Profit dovn1 24%
- Core Profit up 25%

I
II 1 rn
I

Io

147

! 90
! 0.21

l 72

II

0.21

I

I 4.62·1
! 2.s·11

Total Assets
Total liabilities
Equity
I
DIE (UT debt)
I
ROE (annualized)
ROA (annualizecl)I

I

2.1"10
0.00
17.0%
7.T%

! 0.28
II 0.16
I

I 4.357
12.4·12

1 ·1.890

I 0.-12

I 2s. ·1 '%

I 10.9'%
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Handset Sales vs Avg Price
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-Higher no. of handsets sold up 20% Y-0-Y and drop 14% Q-0-Q
as demand for handset model typically slows down in 02 every
year. Av~. Price up as handsets in sold in Malaysia are of hi~tL
value
. -·02-05 Top selling handsets: iOEA 601, 602, Panasonic X400

Mobile Business

j

• Y-:P-Y : 21 ()/~growth
'

• Q..o-Q : 3% decline

Infotainment & Multimedia

• Y·o-Y : 15°/o growth
• Q-o-Q : 1% decline
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Appendix B
Reliability results
Reliability of Customer Orientation
REL I A B I L I TY AN A LY S I S - S C A L E (A L P HA)

Need to Pamper
1.
2.

COl
C02

3.
4.

C03
C04

enjoy nurturing my service customers
takes pleasure in making every customer f
customer's problem is important to me
thrive on giving individual attention to

Need to Read customers needs
5.

cos

6.
7.

C06
C07

8.

cos

naturally read the customer to identify
generally know what service customers want
enjoy anticipating the needs of service
inclined to read the service customer's

Need to deliver

9. C09
10. COlO
11. COll

enjoy delivering the intended services o
a great deal of satisfaction in completing tasks
enjoy having the confidence to provide good service

Need to personal relationship

12. C012
13. C013
14. C014

enjoy remembering my customers' names
enjoy getting to know my customers personally
look forward to meet customers

Reliability Coefficients: N of Cases=

20.0 N of Items= 14 Alpha=

.7416
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Reliability of outcomes of service workers

R E L I A B I L I T Y AN A L Y S I S - S C A L E (A L P H A)
Organizational Commitment
1.
2.
3.

Something to which I am very committed
Is very important to me
Is very much like being family

OCl
OC2
OC3

Job Satisfaction
4.
5.
6.
7.
8.
9.

Feeling about the manner your efforts
Degree of motivation
Extent of your involvement and identification
The extent to which personal growth and
Organizational climate
Are you satisfied with the overall job

JSl
JS2
JS3
JS4
JS5
JS6

Organizational Citizenship Behaviors
10.
11.
12.
13.
14.
15.

OCBl
OCB2
OCB3
OCB4
OCB5
OCB6

help orient new employees even though it
always lend a help hand to others on the
Willing to coordinate and communicate
Willing to stand up to protect
Tries hard to self-study to increase the
Does not use position of power to pursue

Reliability Coefficients: N of Cases=
Alpha

=

20.0

N of Items= 15

.8076
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