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ABSTRACT

This study examined the relationships between two specific human resource management practices (staffing and orientation) and service-oriented organisational citizenship behaviour. Survey data were gathered from a sample of 290 frontline employees attached to 4- and 5-star hotels in Malaysia. The partial least squares technique was used to test the research hypotheses. Results showed that staffing (consisting of recruitment and selection) and orientation have positive effects on the three dimensions of service-oriented organisational citizenship behaviours. These findings demonstrate the need for hotels to revisit their prevailing staffing and orientation practices in an attempt to enhance their employees’ display of service-oriented citizenship behaviours.
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INTRODUCTION

Malaysia is gifted with a diverse range of natural attractions, historical monuments, ancient settlements, and unique landmarks of world standard. In addition, the country is blessed with an exotic blend of cultures due to its multi-racial population. These attractions are an asset to Malaysia’s tourism industry. In its effort to place Malaysia in the world tourism destination map, various strategies have been undertaken by the government which includes increasing tourism promotions through a multitude of campaigns, programs, and events as well as upgrading of tourism-related facilities. “Malaysia Truly Asia” is the tagline which has been internationally recognised as a unique Malaysian brand to promote the country’s tourism sector. Although the tourism industry in Malaysia started since the early 1970s, the starting point for the industry actually began in 1990 with the Visit Malaysia Year Campaign. The success of this campaign has resulted in an overwhelming growth in the number of tourist arrivals to Malaysia of 7.45 million compared to 4.85 million in 1989 (Ministry of Tourism and Culture Malaysia, 2015). Over the past two decades, the tourism industry continued to expand. By 2012, tourist arrivals to Malaysia amounted to 25.03 million (Ministry of Tourism and Culture Malaysia, 2014).

The healthy growth of the tourism trade has encouraged the private sector to invest more in tourism-related infrastructures and services. This is illustrated by the increase in the number of hotels by 51.2% from 1568 in 2003 to 3094 in 2013 (Tourism Malaysia, 2014). As a result, service providers within the hospitality industry have to compete more aggressively to survive and maintain their competitive edge. Given that the variations among the products and facilities offered by hotels are marginal, Ma and Qu (2011) suggested that the key for hotels to sustain their competitive advantage in today’s marketplace would be through the provision of outstanding service quality to their customers. In this regard, frontline employees play a fundamental role since they serve as “boundary spanners”. According to Yoon and Suh (2003), the attitudes and behaviors of these employees have a significant influence on customers’ perceptions of service quality. Hence, service organizations should pay attention to their behaviors in an attempt to enhance service quality. This point of view is well supported by scholars who contend that frontliners’ behaviors significantly affect customers’ perceived service satisfaction (Bienstock, DeMoranville, & Smith, 2003; Karatepe & Uludag, 2008; Yang, 2011). In the hospitality industry, the creation and provision of services to the customers are primarily achieved through employees (Maroudas, Kyriakidou, & Vacharis, 2008). Thus, employees are considered an indispensable asset for hotels to achieve their business goals (Hayes & Ninemeier, 2009).


There are many forms of behaviour that could contribute to a customer’s perception of excellent service. Since frontline employees are involved in the service delivery process that frequently deals with an array of customers’ demands and expectations, many of their behaviours cannot be fully specified in advance. For instance, frontline employees, who assist their colleagues who are temporarily burdened with work, provide informal mentoring to less skilled staff, and demonstrate courtesy and acts of goodwill to customers, can be said to contribute to superior service. Organ (1988) termed these extra work-related behaviors as organizational citizenship behavior (hereafter labeled as OCB). According to Organ (1988), OCBs are behaviors that extend beyond those specified by formal job descriptions and measured by formal appraisals. For service organizations that have unique prerequisites in dealing with customers, Bettencourt, Gwinner, and Meuter (2001) proposed that service-oriented OCBs (henceforth labeled as service-oriented OCBs), a specific form of OCB, is more appropriate in measuring OCBs of service employees. Specifically, service-oriented OCBs comprise three dimensions of loyalty OCBs, participation OCBs, and service delivery OCBs.

Given the advantages of displaying service-oriented OCBs in service firms, a lot of studies have been conducted to investigate how to elicit service-oriented OCBs. Some of the variables of focus include perceived organizational support (Lin & Lin, 2011; Wang, 2009a; 2009b), leadership (González & Garazo, 2006; Tsai & Su, 2011), and human resource management practices (Nasurdin, Tan, & Low, 2011; Sun, Aryee, & Law, 2007; Tang & Tang, 2012; Wang, 2010; Yang, 2011). Kusluvan, Kusluvan, Ilhan, and Buyruk (2010) highlighted human resources as the primary driving force in hospitality organizations since their chief output is services. Kusluvan et al., (2010) further advocated that the treatment and management of employees should be a crucial concern for managers in the hospitality sector. In this regard, designing a context that can bring about higher levels of service-oriented OCBs is one way to ensure the creation of value for customers and profitability for organisations. According to Morrison (1996), an organization’s approach to human resource management (HRM) is instrumental in generating greater levels of OCBs, which in the aggregate, will have a positive effect on the quality of service that an organization delivers. In fact, Hoque (1999) demonstrated that hotels that adopted HRM practices with a primary focus on quality enhancement exhibited superior performance.

Several authors (Boon, Belschak, Den Hartog, & Pijnenburg, 2014; Morrison, 1996; Snape & Redman, 2010) reasoned that the manner in which an organization manages its human resources will establish the tone and conditions for the employee-employer relationship. To the extent that an organization’s HRM practices create a social exchange relationship (Blau, 1964), employees are more likely to engage in functional behaviors that go beyond their call of formal duty, such as OCBs. Wayne, Shore, and Liden (1997) argued that employees are likely to interpret certain HR decisions and practices as indicative of organizational support. In line with Blau’s (1964) social exchange theory, Wayne et al. (1997) suggested that employees who feel that they have been well supported by their organization tend to reciprocate by performing better and engaging more readily in discretionary behaviors such as OCBs. Although researchers have provided some empirical evidence on the effects of HRM practices on service-oriented OCBs, Tang and Tang (2012) noted that such investigations within the hotel industry are still limited. In addition, very little is known about service-oriented OCBs within the context of Malaysia except for the study by Nasurdin et al. (2011). In their investigation, Nasurdin et al. (2011) focused on the effects of individual HRM practices on service-oriented OCBs of employees within the logistic industry. It has been argued that employees’ perceptions of their organization’s individual HRM practices are crucial in influencing their attitudes and behaviors (Allen, Shore, & Griffeth, 2003; Whitener, 2001). Although there are two primary perspectives of HRM, the “universal” or the “best practice” approach has received more empirical support than the “contingency” approach (Huselid, 1995). Researchers that embrace the former approach claim that some HR practices are always better than the others (Delery & Doty, 1996). Of the several HRM practices discussed in the literature, two specific HRM practices have been earmarked as having the potential to greatly affect employees’ attitudes and behaviours. These specific HRM practices are staffing and orientation. Staffing (which entails recruitment and selection) can result in satisfied and committed employees (Riordan, Weatherly, Vandenberg & Self, 2001; Verquer, Beehr, & Wagner, 2003). Meanwhile, orientation facilitates new employees’ adjustment and their subsequent confidence and motivation (Allen & Meyer, 1990; Cooper-Thomas & Anderson, 2006). Based on this gap, the significant contribution of the hotel industry to Malaysia’s revenues, the vital function performed by frontline employees in delivering services to their customers, and in the interest of parsimony, the present study aims to examine the effects of these two HRM practices (staffing and orientation) on service-oriented OCBs among frontline hotel employees in Malaysia.

LITERATURE REVIEW

Service-Oriented Organisational Citizenship Behaviours (OCBs)

The nature of work for employees working in service organizations is different from those working in non-service organizations such as manufacturing. In service organizations, frontline employees that have direct interactions with customers become part of the product, represent the organization, and assist in forming the image of the organization (Hartline & Jones, 1996). In fact, Kusluvan et al. (2010) stated that it is the personality, appearance, attitudes, and behaviors of these employees that facilitate the conversion of the intangibility of services into something tangible. Based on the unique work requirements of service organizations, Bettencourt, Gwinner, and Meuter (2001) reasoned that there is a need to further refine the general OCB construct to include more specific forms of OCBs. Bettencourt et al. (2001) in their study proposed the term service-oriented OCBs for such behaviors, which consist of three dimensions: (1) loyalty OCBs; (2) service delivery OCBs; and (3) participation OCBs. Loyalty OCB refers to behaviours concerning acting as advocates to outsiders not only of the organisation’s products and services but also of its image. Meanwhile, participation OCB involves actions such as taking individual initiative, especially in communications to improve their own service delivery and that of their organisation and peers. Finally, service delivery OCB refers to employees behaving in a conscientious manner when delivering their services to customers. Several researchers deemed service-oriented OCBs as more fitting for service organizations (Wang, 2009a; 2009b; Wang, 2010; Tang & Tang, 2012).

Human Resource Management (HRM) Practices

Generally, HRM involves personnel policies and managerial practices and systems that influence the workforce (Bernardin & Russell, 2007). A more focused definition was offered by Mathis and Jackson (2000) whereby HRM relates to the design of formal systems in an organization to ensure an effective and efficient use of human talent to accomplish organizational goals. Based on these thoughts, it can be surmised that HRM practices relate to specific practices, formal policies, and philosophies that are designed and implemented to attract, develop, motivate, and retain employees for the effective functioning of an organisation. According to Mathis and Jackson (2000), HRM activities involve several key areas such as human resource planning and analysis, staffing, human resource development, compensation and benefits, health, safety, and security, and employee and labor/management relations. As previously mentioned, HRM practices enable organizations to create a positive social exchange relationship with employees, which ultimately motivate them to engage in favorable behaviors. The hospitality industry is labor-intensive (Solnet & Hood, 2008). Hoque (1999) asserted that in such industry where there is mounting pressure to adopt a business strategy that emphasizes quality, flexibility, and innovation, an HRM approach will be universally relevant (Hoque, 1999). In the case of hotels, where the emphasis is on the provision of superior quality and customised services, deploying HRM practices that focus on employees’ abilities to respond quickly to customers’ needs and desires would prove to be an effective move.

A review of the hospitality literature by Kusluvan et al. (2010) indicates the emergence of two streams of research on HRM practices. The first stream examined individual HRM practices whereas the second stream was devoted to studies on the effects of bundles of HRM practices. Studies in both streams concluded that individual or bundles of HRM practices in the hospitality industry are still underdeveloped as opposed to other industries (Kusluvan et al., 2010). Hence, there is still a need for more investigations on HRM practices within this particular sector. It has been argued that HRM practices implemented at the point of entry into an organisation are critical in nurturing new employees’ beliefs about the tone of the employee-employer relationship. According to Morrison (1996), a selection process that emphasizes broadly defined obligations and long-term commitment conveys to prospective employees that they are entering into a social exchange relationship. In addition, a selection process that entails selecting employees on the basis of how well they fit into the overall organisation’s culture will ensure a person-organisation fit, leading to greater satisfaction and retention. Similarly, as noted by Morrison (1996), a socialization process which occurs after a new employee joins an organization can help channel information to new recruits that their employer is committed to building a social exchange relationship. Through the execution of formal orientation programs, new employees can learn and identify themselves with organizational goals and values, which in turn, stimulate them to engage in OCBs.

In a similar vein, as argued by Wayne, Shore, and Liden (1997), given that employees are likely to perceive the use of HRM practices as an indicator of organizational support, a positive employee-employer exchange relationship is likely to be initiated, which in turn, lead to greater work performance and other forms of extra-role behaviors including service-oriented OCBs. Due to the inconclusive debate on what constitutes appropriate HRM activities particularly for hotels and for the purpose of developing a parsimonious research model, in the present study, we opted to focus on two specific practices: staffing (which entails recruitment and selection) and orientation. Since high employee turnover is a major problem in the hotel industry (Kusluvan et al., 2010) and also within the context of the Malaysian hotel sector (Ahmad & Scott, 2013), the management of hotels are bound to be repeatedly engaged in staffing activities for replacement and conducting orientation program for new recruits. We contend that these two practices may influence prospective and newly recruited employees’ perceptions about the hotel’s concern for its employees in terms of their dispositions to better serve customers and their abilities to quickly adapt to their new work environment, which in turn, are likely to motivate employees to engage in service-oriented OCBs.

Staffing and Service-Oriented OCB

The aim of staffing is to provide an adequate supply of qualified individuals to fill the jobs in an organization (Mathis & Jackson, 2000). In our study, staffing entails employees’ perception of their employing hotel’s recruitment and selection process. These two activities help to ensure that the organization has sufficient human resources to perform the job (Hayes & Ninemeier, 2009). According to Vlachos (2008), staffing enables the organization to attract the right candidate with desirable characteristics in terms of knowledge, skills, and attitudes into the organization. Morrison (1996) in her conceptual article argued that to the extent that the recruitment and selection process emphasize broadly defined obligations and long-term commitments on the part of the organization and conveys to prospective employees that they are entering into a social exchange relationship (Blau, 1964), employees will engage in more OCBs.

From the organisation’s standpoint, staffing through recruitment and selection can influence the exhibition of employees’ service-oriented OCBs in two ways. First, staffing enables the organisation to have adequate manpower to perform the job. Staff shortages are often linked to problems in delivering excellent service (Ahmad & Scott, 2013). For instance, a manpower shortage at the hotel’s check-in counter may result in longer waiting time for customers during the check-in process. As a result, frontline employees who are temporarily loaded with work due to staff shortage may not be able to display behaviours that surpassed their role prescriptions such as service-oriented OCBs, which would have a favourable impression on the customers. Instead, these workers would probably devote their energies to perform their basic formal duties. However, when efficient staffing is in place, hotels would have an ample number of employees to deliver the services to customers. In such situations, employees who are on duty would be able to assist their colleagues at the counter in attending to a customer’s requests. Through their discretionary extra-role service-oriented behaviours, the waiting time for customers would be significantly reduced. Second, selective hiring which suggests rigorous recruitment of the right employee that fits well into the organization’s culture would enhance employee attachment to the organization (Fiorito, Bozeman, Young, & Meurs, 2007), which will ultimately have a favorable effect on customers’ perception of the organization’s service quality. A meta-analysis by Verquer et al. (2003) showed that selective recruitment leads to the creation of satisfied and committed employees. Bettencourt et al., (2001) further demonstrated that service-oriented OCBs are likely to occur if employees have developed a positive affect towards their organization. In other words, when hotels implement effective staffing, their employees would experience higher job satisfaction and greater organisational commitment. As a result, these positive attitudes would motivate employees especially those at the frontlines to go beyond their call of duty by performing service-oriented OCBs. Tsaur and Lin (2004) provided empirical support for the positive influence of staffing components (i.e. recruitment and selection) on frontline hotel employees’ attitudes and behaviors in Taiwan. From customer-contact employees’ point of view, a recruitment and selection process that emphasizes traits and abilities associated with superior service delivery would convey the message that such dispositions are highly valued by the organisation. Within the hotel setting, such employees would be more likely to understand and anticipate customer’s needs and expectations and be more effective in publicising the hotel and its service offerings (i.e. loyalty OCB), be more likely to offer more service improvement ideas for the hotel (i.e. participation OCB), and be more able to succeed in dispensing superior service to customers (i.e. service delivery OCB). Likewise, a recruitment process that provides greater opportunities for internal promotion would alleviate customer-contact employees’ motivation and satisfaction, which in turn, encourages them to reciprocate the hotel’s supportive practices by engaging in voluntary behaviours that benefit the hotel. Hence, it is expected that these employees would be more likely to exhibit service-oriented OCBs of loyalty, participation, and service delivery. Hence, we hypothesised that:


H1:   Staffing will be positively related to the SOOCBs.

H1a: Staffing will be positively related to loyalty OCBs.

H1b: Staffing will be positively related to participation OCBs.

H1c: Staffing will be positively related to service delivery OCBs.



Orientation and Service-Oriented OCB

Orientation is the process of providing basic information about the organization that must be known by all staff members (Hayes & Ninemeier, 2009). Specifically, the purpose of orientation is to provide an overview of the organization to the newcomers, indicate their roles in the organization, familiarize them to the policies and rules of the organization, provide information on employees’ benefits, outline specific employer’s expectations, as well as to motivate them to perform well in order to achieve the goals of the organization (Hayes & Ninemeier, 2009). Generally, new recruits that joined an organization do not know what they are supposed to do and how they are supposed to behave or even where they are supposed to be at any given time (Tanke, 2001). As a consequence, orientation enhances an employee’s job confidence, motivation, and enthusiasm (Cooper-Thomas & Anderson, 2006; Wanous & Reichers, 2000). Likewise, according to Louis (1980), orientation assists newcomers to adapt themselves into the organization. When new employees are able to adapt quickly to the new environment, they are more likely to experience lower anxiety, thereby, enabling them to become more motivated and committed in their jobs. Within the service sector, a study by Riordan et al. (2001) on bank employees in the South-Eastern United States provided empirical evidence to support the positive impact of socialization tactics on employees’ attitudes such as satisfaction, commitment, and turnover intentions. Committed employees are likely to perform their job well and be more willing to expend extra effort for the sake of the organization. Klein and Weaver (2000) discovered that satisfied and committed employees tend to display more service-oriented OCBs. As mentioned before, a socialization process can help new employees identify themselves with organizational goals (Morrison, 1996). According to Morrison (2000), formal orientation may be able to increase new employees’ awareness and understanding of the organization’s values and goals. In such situation, these new workers would become inspired to adhere to their role expectations, and hence, more likely to engage in behaviours that go beyond their formal job descriptions. Similarly, through orientation programs, new employees learn about the organisation and its commitment to establish a long-term employer-employee relationship. In social exchange relationships (Blau, 1964), these employees may felt obliged to reciprocate the organization through voluntary service-oriented OCBs. In the hotel industry, customer-contact employees who understand their work roles and the values and goals of their organization are more likely to be able to be more active in promoting the hotel and its service (i.e. loyalty OCB), be more likely to become involved in activities aimed at improving the hotel’s service orientation (i.e. participation OCB), and be more effective in serving customers (i.e. service delivery OCB). Taking stock of the above discussion, we postulated that:


H2:   Orientation will be positively related to the service-oriented OCBs.

H2a: Orientation will be positively related to loyalty OCBs.

H2b: Orientation will be positively related to participation OCBs.

H2c: Orientation will be positively related to the service delivery OCBs.




METHODOLOGY

Sample and Data Collection Procedure

Our participants consisted of customer-contact employees attached to the front-office department of 29 large hotels located in three regions of Peninsular Malaysia. Our study focused on the front-office department because employees in this particular department will be in direct communicative and selling position with customers as remarked by Baum and Devine (2007). A total of 128 hotels with 4 and 5-star ratings were identified from the directory of hotels in Malaysia published by the Ministry of Tourism (2012). Following Ekiz, Khoo-Lattimore, and Memarzadeh (2012), we selected 4 and 5-star rated hotels because these hotels are considered large and have a more systematic and organized HR department. Of these, only 29 hotels consented to participate. We employed the “drop-off” and “pick-up” method to distribute our survey packets for 14 hotels in the northern region. For the remaining 15 hotels located in other regions, survey packages were sent and collected via mail. Each survey packet addressed to the HR managers of the respective hotels contained 10 questionnaires to be distributed to customer-contact employees working in the front office department. Two weeks were accorded to the employees to complete and return the questionnaire to their front office manager who was responsible for returning them to the HR manager. After the two-week stipulated period, 290 questionnaires were received. Of these, 150 questionnaires were obtained through the mail and the remaining 140 questionnaires were personally collected by the researchers. All these questionnaires were found to be useable and subjected to further analysis.

Measures and Analysis

A questionnaire using a five-point Likert scale (“1” = “strongly disagree” to “5” = strongly agree”) was used to gather data. Staffing (consisting of recruitment and selection) was gauged using 5 items adapted from Chuang and Liao (2010), whereas orientation was measured using 4 items adapted from previous sources (Rogg, Schmidt, Shull, & Schmitt, 2001; Chang & Chen, 2011; Atteya, 2012). Meanwhile, service-oriented OCBs were assessed via 16 items adapted from the scale developed by Bettencourt et al. (2001) which include loyalty (5 items), participation (5 items), and service delivery (6 items). The measurement items for each variable in this study are provided in Appendix A. In the present study, the use of self-report in measuring service-oriented OCBs was considered appropriate since OCB occurrences may not be readily visible to alternative rating sources (such as supervisors and peers), based on the suggestion made by Organ and Konovsky (1989).


Bearing in mind that demographic variables (such as age, gender, ethnicity, academic qualification, marital status, job tenure, and organization tenure) were found to have correlations with service-oriented OCBs (Bettencourt et al., 2001; Bolino & Turnley, 2005; Fiorito et al., 2007; Nasurdin et al., 2011; Ramachandran, Jordan, Troth & Lawrence., 2011; Wang, 2009a), we statistically controlled these variables to avoid overestimating the effect of the exogenous variables on the endogenous variables.

Our hypotheses were tested using the Partial Least Squares (PLS) method. The objective of Partial Least Square-Structural Equation Modeling (PLS-SEM) is to maximise the explained variance of the endogenous latent variable by estimating the structural model relationships (Hair, Ringle, & Sarstedt, 2011). PLS-SEM, a second generation technique, was employed to overcome the weaknesses of the first generation techniques (such as multiple regression). This method enables the incorporation of unobserved variables which were measured indirectly by indicator variables. It also facilitates accounting for measurement error in observed variables (Chin, 1998).

The analysis of the research model was conducted by separately examining the measurement model and the structural model. Evaluation of the measurement model was to gauge the reliability and validity of the model. On the other hand, evaluation of the structural model involved testing the significance of the path coefficients and R2 measures.

RESULTS

Descriptive Results

Of those who completed the survey, 177 (61.0%) were females and 113 (39.0%) were males. In terms of ethnicity, the sample consisted of Malays (69.0%), Chinese (18.3%), Indians (11.7%), and others (1.0%). In terms of academic qualification, a majority of the respondents were secondary school leavers (72.1%). Almost half of the sampled employees were married (44.1%). The mean age for the sample was 27.5 years. In terms of job experience, on average, respondents have worked as customer-contact employees for 4.3 years and in the hotel for about 4.4 years.

Descriptive statistics for our variables of study are presented in Table 1. Staffing (comprising recruitment and selection) and orientation had moderate mean values of 3.85 and 3.91 respectively, with a standard deviation of 0.64 and 0.66. On the other hand, the levels of service-oriented OCBs in terms of the three dimensions are as follows: loyalty OCBs (Mean=4.00; SD=0.72), participation OCBs (Mean=3.89; SD=0.69), and service delivery OCBs (Mean=4.10; SD=0.68). These values suggest that, on the average, loyalty OCBs, participation OCBs, and service delivery OCBs were moderate. The overall missing data was well below 15%, hence, mean value replacement was adopted to treat data for this study (Hair, Hult, Ringle, & Sarstedt, 2014).


Table  1
Means and standard deviations for the variables of study



	Variable
	Mean

	Std. Deviation




	Staffing
	3.85

	0.64




	Orientation
	3.91

	0.66




	Service Oriented OCBs
	
	



	 Loyalty
	4.00

	0.72




	Participation
	3.89

	0.69




	Service Delivery
	4.10

	0.68





Harman’s single factor test is one of the methods to detect the existence of common method bias in a survey (Podsakoff & Organ, 1986). Common method bias refers to the inflation of relationships due to methods effect, and it causes the observed score correlations to be inflated as compared to their true score counterpart (Coway & Lance, 2010). Our concern is whether a single latent factor contributes most to the explained variance in the dependent variable, resulting in common method bias in our study. To examine the existence of this bias, and consistent with Greene and Organ (1973), we loaded all items from each of the constructs into an exploratory factor analysis to see whether one single factor does account for a majority of the covariance between the measures; if not, it can be claimed that common method bias is not an issue. Our results revealed five distinct factors which accounted for 67.70% of the variance in the data with the first factor capturing only 20.88% of the said variance, which is less than the proposed threshold value of 50% (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Hence, it can be assumed that common method bias was not a major concern in this study.

Measurement Model Results

Table 2 depicts the result for the measurement model. As can be seen, all the items’ loadings ranged from 0.718 to 0.902, which is greater than the 0.70 cut-off value suggested by Chin (1998). Likewise, the composite reliability of the constructs ranged from 0.909 to 0.933, which exceeded the 0.70 ceiling value recommended by Fornell and Larcker (1981). Hence, the measurement model was considered reliable.


Table  2
Results of the measurement model



	Variable
	Items

	Loadings

	Composite Reliability

	AVE




	Staffing
	hrm_staff1

	0.812

	0.912

	0.676




	hrm_staff2

	0.865

	

	




	hrm_staff3

	0.880

	

	




	hrm_staff4

	0.800

	

	




	hrm_staff5

	0.748

	

	




	Orientation

	hrm_orient1

	0.807

	0.909

	0.667




	hrm_orient2

	0.799

	

	




	hrm_orient3

	0.824

	

	




	hrm_orient4

	0.839

	

	




	hrm_orient5

	0.816

	

	




	Loyalty OCB

	OCBL1

	0.897

	0.933

	0.738




	OCBL2

	0.902

	

	




	OCBL3

	0.845

	

	




	OCBL4

	0.815

	

	




	OCBL5

	0.831

	

	




	Participation OCB

	OCBS6

	0.853

	0.917

	0.689




	OCBS7

	0.856

	

	




	OCBS8

	0.877

	

	




	OCBS9

	0.837

	

	




	OCBS10

	0.718

	

	




	Service Delivery OCB

	OCBS11

	0.808

	0.929

	0.686




	OCBS12

	0.801

	

	




	OCBS13

	0.859

	

	




	OCBS14

	0.786

	

	




	OCBS15

	0.862

	




	OCBS16

	0.849

	

	





a Composite reliability (CR) = (square of the summation of the factor loadings) /{(square of the summation of the factor loadings) + (square of the summation of the error variances)}
b Average variance extracted (AVE) = (summation of the square of the factor loadings) /{(summation of the square of the factor loadings) + (summation of the error variances)}


We also examined the validity of the measurement model based on its convergent validity and discriminant validity. As depicted in Table 2, all the AVE values (ranging from 0.667 to 0.738) exceeded the 0.5 threshold value proposed by Fornell and Larcker (1981).

Table 3 shows that the square roots of the AVE of the latent variables exceeded the correlations of other constructs. Table 4 illustrates that the loadings of each construct were greater than all of its cross-loadings. Based on the information presented in Table 3 and Table 4, and adhering to the guideline developed by Fornell and Larcker (1981), we concluded that the measurement model has adequate discriminant validity.


Table  3
Discriminant validity of the measurement model



	Variable
	Loyalty OCB

	Participation OCB

	Service Delivery OCB

	Staffing

	Orientation




	Loyalty OCB
	0.859

	
	
	
	



	Participation OCB
	0.732

	0.830

	
	
	



	Service delivery OCB
	0.691

	0.775

	0.828

	
	
	



	Staffing
	0.554

	0.589

	0.579

	0.822

	



	Orientation
	0.617

	0.647

	0.694

	0.697

	0.817





Note: Diagonals represent the square root of the average variance extracted while the other entries represent the correlations


Table  4
Cross-loadings



	Variable
	Loyalty OCB

	Participation OCB

	Service Delivery OCB

	Staffing

	Orientation




	Loyalty OCB 1
	0.897

	0.633

	0.575

	0.477

	0.576




	Loyalty OCB 2
	0.902

	0.648

	0.637

	0.479

	0.552




	Loyalty OCB 3
	0.845

	0.613

	0.610

	0.424

	0.473




	Loyalty OCB 4
	0.815

	0.593

	0.510

	0.496

	0.496




	Loyalty OCB 5
	0.831

	0.655

	0.634

	0.497

	0.542




	Participation OCB 6
	0.660

	0.853

	0.668

	0.553

	0.536




	Participation OCB 7
	0.601

	0.856

	0.642

	0.481

	0.529




	Participation OCB 8
	0.587

	0.877

	0.648

	0.511

	0.523




	Participation OCB 9
	0.562

	0.837

	0.650

	0.406

	0.517




	Participation OCB 10
	0.613

	0.718

	0.601

	0.477

	0.567




	Service delivery OCB 11
	0.642

	0.681

	0.808

	0.537

	0.610




	Service delivery OCB 12
	0.641

	0.723

	0.801

	0.509

	0.547




	Service delivery OCB 13
	0.576

	0.646

	0.859

	0.470

	0.597




	Service delivery OCB 14
	0.472

	0.584

	0.786

	0.393

	0.557




	Service delivery OCB 15
	0.571

	0.627

	0.862

	0.468

	0.567




	Service delivery OCB 16
	0.518

	0.585

	0.849

	0.491

	0.561




	Staffing 1
	0.464

	0.436

	0.436

	0.812

	0.590




	Staffing 2
	0.475

	0.520

	0.533

	0.865

	0.616




	Staffing 3
	0.469

	0.522

	0.505

	0.880

	0.613




	Staffing 4
	0.455

	0.466

	0.446

	0.800

	0.482




	Staffing 5
	0.412

	0.473

	0.452

	0.748

	0.562




	Orientation 1
	0.522

	0.569

	0.647

	0.612

	0.807




	Orientation 2
	0.485

	0.525

	0.559

	0.550

	0.799




	Orientation 3
	0.425

	0.460

	0.523

	0.520

	0.824




	Orientation 4
	0.567

	0.586

	0.564

	0.610

	0.839




	Orientation 5
	0.503

	0.482

	0.526

	0.542

	0.816





Structural Model Results

Prior to testing our proposed hypotheses, the effects of the control variables were estimated. As shown in Table 5, of the seven control variables, age, ethnicity, marital status, and organisational tenure were found to have some significant effects on the endogenous variables. Nevertheless, the R-square change (ranging from 0.005 to 0.017) was considered negligible based on Cohen’s (1988) interpretation. Therefore, in this investigation, the control variables were excluded from the structural model.


Table  5
Assessment of control variables
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We then continued to test our hypotheses. Figure 1 presents the beta coefficients of the proposed relationships. As shown in Figure 1, staffing (involving recruitment and selection) has a positive and significant relationship with loyalty OCB (β=0.241, p > 0.01), participation OCB (β=0.270, p > 0.01), and service delivery OCB (β=0.186, p > 0.01), thereby, lending support for H1a, H1b and H1c. Likewise, our results also provided support for H2a, H2b, and H2c. In particular, orientation was found to have a positive and significant relationship with loyalty OCB (β=0.449, p > 0.01), participation OCB (β=0.459, p > 0.01), and service delivery OCB (β=0.564, p > 0.01). The results of the structural model also demonstrated that both staffing (which entails recruitment and selection) and orientation were able to explain 41.0% of the variance in loyalty OCB, 45.5% in participation OCB, and 49.9% in service delivery OCB.
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Figure  1. Path Coefficients and R-Square of the Research Model



DISCUSSION, IMPLICATIONS, AND LIMITATIONS

The present study examined the effects of staffing (consisting of recruitment and selection) and orientation on service-oriented OCBs. Our statistical results provided support for the proposed relationships. Staffing enables the organization to attract the right candidate with desirable qualities (Vlachos, 2008). As previously noted by Vlachos (2008), staffing enables the organization to attract the right candidate with desirable qualities. In our study, staffing consist of recruitment and selection. Selective recruitment has been shown to result in satisfied and committed employees (Verquer et al., 2003). On a similar note, a selection process that entails choosing employees on the basis of how well they fit into the overall organization’s culture will ensure person-organization fit, leading to greater satisfaction and retention. It has been argued that positive attitudes (in the form of satisfaction and commitment) would be able to stimulate employees to go beyond their call of duty (Bettencourt et al., 2001). According to Morrison (1996), during the selection process, employers and prospective employees exchange information about the type of relationship into which they are entering. A selection process that emphasizes broadly defined obligations and long-term commitment conveys to prospective employees that they are entering into a social exchange relationship, which in turn, is likely to motivate them to reciprocate through greater discretionary extra-role behaviors such as service-oriented OCBs. Furthermore, from customer-contact employees’ viewpoint, a recruitment and selection process that focuses on individual traits and abilities relating to service excellence would signal to them that such dispositions are highly desired by their organisation, resulting in greater inclination to engage in service-oriented OCBs. Also, a recruitment process that emphasizes internal promotion would be regarded as a supportive practice, which would stimulate employees’ feelings of motivation and satisfaction. This, in turn, induces employees to reciprocate through voluntary contributions that benefit the organisation. One such form would be service-oriented OCBs. Our present finding concurs well with the propositions made by Morrison (1996) and the discovery made by Tsaur and Lin (2004).

Additionally, our results revealed that orientation has a positive effect on service-oriented OCBs. Generally, orientation provides an opportunity for new employees to familiarize themselves with the organization (Louis, 1980). When new employees are able to adapt swiftly to the new environment, they are more likely to experience lower anxiety, thereby, enhancing their motivation and commitment. Such employees would be more likely to perform better and be more willing to spend extra effort for the sake of the organisation. In a similar vein, as suggested by Morrison (1996), through formal orientation, organizations attempts to transmit information concerning its goals as well as instill certain values and expectations of behaviors. Identification with organizational goals is believed to be important precursors to extra-role behaviors as suggested by Morrison (1996). Besides, through orientation programs, new employees learn about the organization’s commitment to establish what Blau (1964) termed as long-term social exchange relation. The effect may be a felt obligation to repay the organization through service-oriented OCBs. Committed employees tend to perform their job well and be more willing to expend more effort for the sake of the organization as noted by previous researchers (Klein & Weaver, 2000; Riordan et al., 2001) leading to an escalation of service-oriented OCBs. Similarly, as stated by Morrison (1996), a socialization process which occurs after a new employee joins an organization can help channel information to new recruits that their employer is committed to building a social exchange relationship. Through the execution of formal orientation programs, new employees can learn and identify themselves with organizational goals and values, which in turn, stimulate them to engage in more OCBs.

Since the hotel industry is a “people business’, which means served by people to people (Ekiz et al., 2012), the management of people is a critical agenda. Specifically, it becomes extremely important for hotels to develop effective staffing (consisting of recruitment and selection) and orientation to achieve competitive advantage. Moreover, the interactions between customer-contact employees of the hotel and customers greatly affect the latter’s satisfaction and loyalty (Kotler, Bowens, & Makens, 2010). The findings of the present study indicates that when customer-contact employees perceived that the hotel’s staffing (in terms of recruitment and selection) and orientation practices are supportive, they would be more likely to enhance the hotel’s image and its service (i.e. loyalty OCB), offer more service improvement suggestions aimed at improving the hotel’s services (i.e. participation OCB), and behave more conscientiously in fulfilling the needs and expectations of customers (i.e. service delivery OCB).

Within the context of Malaysia, our findings proffered support for the validity of Blau’s (1964) social exchange theoretical framework in explaining the relationships between specific HRM practices and service-oriented OCBs. Furthermore, from our results, several managerial implications can be tendered. First, since staffing (which include recruitment and selection) has a significant and positive effect on service-oriented OCBs, hotels should focus more attention on their staffing activities. A recruitment process that accentuates certain traits and abilities associated with service excellence suggests the importance placed on such dispositions by the organisation, thereby, increasing the likelihood of employees’ performing citizenship behaviours. This would mean that in recruiting candidates, hotel authorities may want to highlight the need for particular personality attributes such as conscientiousness and agreeableness because these two traits have been found by Organ and Lingl (1995) to be valid predictors of citizenship behaviors. Moreover, since the issue of a labor shortage is a norm in the hotel industry (Ahmad & Scott, 2013), hotels may want to offer more opportunities for internal promotion of existing employees. In this way, employees will be more likely to become motivated to engage in service-oriented OCBs. On a similar note, careful selection through the use of valid tools such as situational interviews would ensure a proper match between the applicant and the job requirements (i.e. person-organisation fit), thereby, leading to greater employees’ citizenship behaviours. For instance, during the job interview, managers should provide realistic information regarding the job such as long work hours and split shifts. Besides, managers can inform applicants about the hotel’s service culture, and the need to hire employees for the hotel rather than for a particular job. In this way, employees may attempt to understand the importance of providing outstanding service. Furthermore, the management of hotels should strive to continuously implement formal orientation programs to new employees. The information and skills that new recruits acquire during orientation would increase their understanding of organisational values and goals, leading to higher motivation and commitment, which ultimately result in greater service-oriented OCBs. Within a hotel service environment, individualised socialisation tactics through the use of mentors may help reduce new employees’ level of uncertainty with regards to their work roles, which in turn, elevate their morale and satisfaction.

As with all studies, there are limitations to this research. First, our data was cross-sectional, which limits our ability to make causal inferences. Thus, a future longitudinal approach could cross-validate the current findings and provide additional support regarding the causality of the HRM practices-service-oriented OCBs linkage. Second, this study was confined to frontline employees working in the hotel industry in Peninsular Malaysia. To increase the generalisability of the findings, we thus call for more studies to consider other service sectors such as banking, healthcare, and education. It would also be interesting if future researchers would expand this line of investigation to other developing countries.
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APPENDIX A

List of Measurement Items



	
	Service Oriented Organisational Citizenship Behaviour



	
	Over the past year, ….



	
	
Loyalty OCB





	1
	I would like to tell outsiders that this hotel is a good place to work.



	2
	I often say good things about this hotel to others.



	3
	I generate favourable goodwill for this hotel.



	4
	I encourage my friends and family to use the products (i.e. rooms, food and beverage menus) and services (i.e. Spa package) of this hotel.



	5
	I actively promote the hotel’s products (i.e. rooms, food and beverage menus) and services (i.e. Spa package) of this hotel.



	
	
Participation OCB





	1
	I encourage my coworkers to contribute ideas and suggestions for service improvement in this hotel.



	2
	I contribute many ideas for customer promotions and communications.



	3
	I make constructive suggestions for service improvement.



	4
	I frequently present to others creative solutions to customer problems.



	5
	I take home brochures to read up on products and services of this hotel.



	
	
Service Delivery OCB





	1
	I follow customer service guidelines as best as possible.



	2
	I conscientiously follow guidelines for promotions.



	3
	I follow up in a timely manner to customer request and problems.



	4
	I perform duties with unusually few mistakes.



	5
	I always have a positive attitude at work.



	6
	Regardless of circumstances, I am exceptionally courteous and respectful to customers.



	
	
Staffing





	1
	This hotel selects the best candidate when recruiting employees.



	2
	This hotel places priority on candidates’ potentials to learn when recruiting employees.



	3
	Recruitment in this hotel emphasizes traits and abilities required for providing a high quality of customer services.



	4
	In this hotel, internal candidates have the priority for job openings.



	5
	In this hotel, qualified employees have good opportunities for promotion.



	
	
Orientation





	1
	This hotel requires employees to participate in a formal orientation program.



	2
	This hotel provides a structured mentoring program for employees.



	3
	In the orientation for new incomers, this hotel discusses its values and culture.



	4
	This hotel gives proper and official courses in preparation of the employees at their jobs.





REFERENCES

Ahmad, R., & Scott, N. (2013). Managing the front office department: Staffing issues in Malaysian Hotels. Anatolia: An International Journal of Tourism and Hospitality Research, 1–15.

Allen, N. J., & Meyer, J. P. (1990). Organizational socialization tactics: A longitudinal analysis of links to newcomers’ commitment and role orientation. Academy of Management Journal, 33(4), 847–858. https://doi.org/10.2307/256294

Allen, D. G., Shore, L. M., & Griffeth, R. W. (2003). The role of perceived organizational support and supportive human resource practices in the turnover process. Journal of Management, 29(1), 99–118. https://doi.org/10.1177/014920630302900107

Atteya, N. M. (2012). Testing the impact of the human resource management practices on job performance: An empirical study in the Egyptian joint venture petroleum companies. International Journal of Business and Social Science, 3(9), 105–119.

Baum, T., & Devine, F. (2007). Skills and training in the hotel sector: The case of front office employment in Northern Ireland. Tourism and Hospitality Research, 7(3/4), 269–280. https://doi.org/10.1057/palgrave.thr.6050046

Bernardin, H., & Russell, J. (2007). Human resource management: An experiential approach (4th ed.). New York, USA: The McGraw-Hill Companies Inc.

Bettencourt, L. A., Gwinner, K. P., & Meuter, M. L. (2001). A comparison of attitude, personality, and knowledge predictors of service-oriented organizational citizenship behaviors. Journal of Applied Psychology, 86(1), 29–41. https://doi.org/10.1037/0021-9010.86.1.29

Bienstock, C. C., DeMoranville, C. W., & Smith, R. K. (2003). Organizational citizenship behavior and service quality. The Journal of Services Marketing, 17(4/5), 357–378. https://doi.org/10.1108/08876040310482775

Blau, P. M. (1964). Exchange and power in social life. New York, USA: Wiley.

Bolino, M. C., & Turnley, W. H. (2005). The personal costs of citizenship behavior: The relationship between individual initiative and role overload, job stress, and work-family conflict. Journal of Applied Psychology, 90(4), 740–748. https://doi.org/10.1037/0021-9010.90.4.740

Boon, C., Belschak, F. D., Den Hartog, D. N., & Pijnenburg, M. (2014). Perceived human resource management practices: Their effect on employee absenteeism and time allocation at work. Journal of Personnel Psychology, 13(1), 21–33. https://doi.org/10.1027/1866-5888/a000101

Chang, P-C., & Chen, S-J. (2011). Crossing the level of employee’s performance: HPWS, affective commitment, human capital, and employee job performance in professional service organizations. The International Journal of Human Resource Management, 22(4), 883–901. https://doi.org/10.1080/09585192.2011.555130

Chin, W. W. (1998). The partial least squares approach for structural equation modeling. Modern methods for business research. In G. A. E. Marcoulides (Ed.), Methodology for business and management (pp. 295–336). USA: Lawrence Erlbaum.


Chuang, C-H., & Liao, H. (2010). Strategic human resource management in service context: Taking care of business by taking care of employees and customers. Personnel Psychology, 63(1), 153–196. https://doi.org/10.1111/j.1744-6570.2009.01165.x

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Hillsdale, NJ: Lawrence Erlbaum.

Cooper-Thomas, H. D., & Anderson, N. (2006). Organizational socialization: A new theoretical model and recommendations for future research and HRM practices in organizations. Journal of Managerial Psychology, 21(5), 492–516. https://doi.org/10.1108/02683940610673997

Coway, J. M., & Lance, C. E. (2010). What reviewers should expect from authors regarding common method bias in organizational research. Journal of Business and Psychology, 25(2010), 325–334. https://doi.org/10.1007/s10869-010-9181-6

Delery, J. E., & Doty, D. H. (1996). Modes of theorizing in strategic human resource management: Tests of universalistic, contingency, and configurational performance predictions. Academy of Management Journal, 39(4), 802–835. https://doi.org/10.2307/256713

Ekiz, E., Khoo-Lattimore, C., & Memarzadeh, F. (2012). Air the anger: Investigating online complaints on luxury hotels. Journal of Hospitality and Tourism Technology, 3(2), 96–106. https://doi.org/10.1108/17579881211248817

Fiorito, J., Bozeman, D. P., Young, A., & Meurs, J. A. (2007). Organizational commitment, human resource practices, and organizational characteristics. Journal of Managerial Issues, 19(2), 186–207.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error. Journal of Marketing Research, 18(1), 39–50. https://doi.org/10.2307/3151312

González, J. V., & Garazo, T. G. (2006). Structural relationships between organizational service orientation, contact employee job satisfaction and citizenship behavior. International Journal of Service Industry Management, 17(1), 23–50. https://doi.org/10.1108/09564230610651561

Greene, C. N., & Organ, D. W. (1973). An evaluation of causal models linking the received role with job satisfaction. Administrative Science Quarterly, 18(1), 95–103. https://doi.org/10.2307/2391931

Hair, J. F., Ringle, C. M, & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing Theory and Practice, 18(2), 139-152. https://doi.org/10.2753/MTP1069-6679190202

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A primer on partial least squares structural equation modeling (PLS-SEM). Thousand Oaks, CA: Sage.

Hartline, M. D., & Jones, K. C. (1996). Employee performance cues in a hotel service environment: Influence on perceived service quality, value, and word-of-mouth intentions. Journal of Business Research, 35(3), 207–215. https://doi.org/10.1016/0148-2963(95)00126-3

Hayes, D. K., & Ninemeier, J. D. (2009). Human resources management in the hospitality industry. New Jersey: John Wiley & Sons, Inc.

Hoque, K. (1999). Human resource management in the hotel industry: strategy, innovation, and performance. London, GBR: Routledge.


Huselid, M. A. (1995). The impact of human resource management practices on turnover, productivity, and corporate financial performance. Academy of Management Journal, 38, 635–672. https://doi.org/10.2307/256741

Karatepe, O. M., & Uludag, O. (2008). Supervisor support, work-family conflict, and satisfaction outcomes: An empirical study in the hotel industry. Journal of Human Resources in Hospitality & Tourism, 7(2), 115–134. https://doi.org/10.1080/15332840802156824

Klein, H. J., & Weaver, N. A. (2000). The effectiveness of an organizational-level orientation training program in the socialization of new hires. Personnel Psychology, 53(1), 47–66. https://doi.org/10.1111/j.1744-6570.2000.tb00193.x

Kotler, P., Bowen, J., & Makens, J. (2010). Marketing for hospitality and tourism (5th ed.), New Jersey: Prentice-Hall.

Kusluvan, S., Kusluvan, Z., Ilhan, I., & Buyruk, L. (2010). The human dimension: A review of human resources management issues in the tourism and hospitality industry. Cornell Hospitality Quarterly, 51(2), 171–214. https://doi.org/10.1177/1938965510362871

Lin, S-J. J., & Lin, S-C. (2011). Moderating effect of organizational climate on the relationship of organizational support and service-oriented organizational citizenship behaviors. African Journal of Business Management, 5(2), 582–595.

Louis, M. R. (1980). Surprise and sense making: What newcomers experience in entering unfamiliar organizational settings. Administrative Science Quarterly, 25(2), 226–251. https://doi.org/10.2307/2392453

Ma, E., & Qu, H. (2011).Social exchanges as motivators of hotel employees’ organizational citizenship behavior: The proposition and application of a new three-dimensional framework. International Journal of Hospitality Management, 30(3), 680–688. https://doi.org/10.1016/j.ijhm.2010.12.003

Maroudas, L., Kyriakidou, O., & Vacharis, A. (2008). Employees’ motivation in the luxury hotel industry: The perceived effectiveness of human-resource practices. Managing Leisure, 13(3/4), 258–271. https://doi.org/10.1080/13606710802200969

Mathis, R. L., & Jackson, J. H. (2000). Human resource management. Cincinnati, OH: Southwestern College Publishing.

Ministry of Tourism and Culture Malaysia (2014). Malaysia registers 25.7 million tourists and RM65.44 billion tourist receipts in 2013. Retrieved February 28, 2014, from Ministry of Tourism and Culture Malaysia: http://www.motac.gov.my/en/archives/2014/160-malaysia-registers-257-million-tourists-and-rm6544-billiontourist-receipts-in-2013

Ministry of Tourism and Culture Malaysia (2015). History of Visit Malaysia Year. Retrieved January 20, 2015, from Years of Festival 2015: http://myfest2015.com.my/aboutmyfest-2015/history-of-visit-malaysia-year

Ministry of Tourism (2012). Malaysia Accommodation Directory 2010/2011, H. Unit, Editor 2012, Tourism Malaysia, Ministry of Tourism: Kuala Lumpur.

Morrison, A. (2000). Developing a global leadership model. Human Resource Management, 39(2&3), 117–131. https://doi.org/10.1002/1099-050X(200022/23)39:2/3<117::AID-HRM3>3.0.CO;2-1


Morrison, E. W. (1996). Organizational citizenship behavior as a critical link between HRM practices and service quality. Human Resource Management, 35(4), 493–512. https://doi.org/10.1002/(SICI)1099-050X(199624)35:4<493::AID-HRM4>3.0.CO;2-R

Nasurdin, A. M., Tan, C. L., & Low, S. F. (2011). Service-oriented organizational citizenship behavior: Assessing the predictive role of human resource management practices. International Journal of Arts & Sciences, 4(9), 381–394.

Organ, D. W. (1988). Organizational citizenship behavior: The good soldier syndrome. Lexington: MA: Lexington Books.

Organ, D. W., & Konovsky, M. (1989). Cognitive versus affective determinants of organizational citizenship behavior. Journal of Applied Psychology, 74(1), 157–164. https://doi.org/10.1037/0021-9010.74.1.157

Organ, D. W., & Lingl, A. (1995). Personality, satisfaction, and organizational citizenship behavior. Journal of Social Psychology, 135, 339–350. https://doi.org/10.1080/00224545.1995.9713963

Podsakoff, P. M., MacKenzie, S. B., Lee, J-Y, & Podsakoff, N. P. (2003). Common method biases in behavioral research: A critical review of the literature and recommended remedies. Journal of Applied Psychology, 88(5), 879–903. https://doi.org/10.1037/0021-9010.88.5.879

Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research: Problems and prospects. Journal of Management, 12(2), 531–544. https://doi.org/10.1177/014920638601200408

Ramachandran, Y., Jordan, P. J., Troth, A. C., & Lawrence, S. A. (2011). Emotional intelligence, emotional labor and organizational citizenship behavior in service environments. International Journal of Work Organisation and Emotion, 4(2), 136–157. https://doi.org/10.1504/IJWOE.2011.044594

Riordan, C. M., Weatherly, E. W., Vandenberg, R. J., & Self, R. M. (2001). The effects of pre-entry experiences and socialization tactics on newcomer attitudes and turnover. Journal of Managerial Issues, 13(2), 159.

Rogg, K. L., Schmidt, D. B., Shull, C., & Schmitt, N. (2001). Human resource practices, organizational climate, and customer satisfaction. Journal of Management, 27(4), 431–449. https://doi.org/10.1177/014920630102700403

Snape, E., & Redman, T. (2010). HRM practices, organizational citizenship behavior, and performance: A multi-level analysis. Journal of Management Studies, 47(7), 1219–1247.

Solnet, D., & Hood, A. (2008). Generation Y as hospitality employees: Framing a research agenda. Journal of Hospitality and Tourism Management, 15, 59–68. https://doi.org/10.1375/jhtm.15.59

Sun, L-Y., Aryee, S., & Law, K. S. (2007). High-performance human resource practices, citizenship behavior, and organizational performance: A relational perspective. Academy of Management Journal, 50(3), 558–577. https://doi.org/10.5465/AMJ.2007.25525821


Tang, T. W., & Tang, Y. Y. (2012). Promoting service-oriented organizational citizenship behaviors in hotels: The role of high-performance human resource practices and organizational social climates. International Journal of Hospitality Management, 31(3), 885–895. https://doi.org/10.1016/j.ijhm.2011.10.007

Tanke, M. L. (2001). Human resources management for the hospitality industry (2nd ed.). United States: Thomson Learning.

Tourism Malaysia (2014). Tourism Publications Provide Insight into Malaysia’s Tourism Performance. Retrieved March 20, 2014 from Tourism Malaysia: http://corporate.tourism.gov.my/media/view/tourism-publications-provide-insight-into-malaysias-tourism-performance

Tsai, C. T. S., & Su, C. S. (2011). Leadership, job satisfaction and service-oriented organizational citizenship behaviors in flight attendants. African Journal of Business Management, 5(3), 1915–1926.

Tsaur, S-H., & Lin, Y-C. (2004). Promoting service quality in tourist hotels: The role of HRM practices and service behavior. Tourism Management, 25(4), 471–481. https://doi.org/10.1016/S0261-5177(03)00117-1

Verquer, M. L., Beehr, T. A., & Wagner, S. H. (2003). A meta-analysis of relations between person–organization fit and work attitudes. Journal of Vocational Behavior, 63(3), 473–489. https://doi.org/10.1016/S0001-8791(02)00036-2

Vlachos, I. (2008). The effect of human resource practices on organizational performance: Evidence from Greece. International Journal of Human Resource Management, 19(1), 74–97. https://doi.org/10.1080/09585190701763933

Wang, M-L. (2009a). Does organizational support promote citizenship in service settings? The moderating role of service climate. Journal of Social Psychology, 149(6), 648–676. https://doi.org/10.1080/00224540903347297

Wang, M-L. (2009b). What makes a good citizen in service settings? Service Industries Journal, 29(5), 621–634. https://doi.org/10.1080/02642060902720055

Wang, L. (2010). Does organizational support promote citizenship? The moderating role of market-focused HRM. The Service Industries Journal, 30(7), 1077–1095. https://doi.org/10.1080/02642060802298368

Wanous, J. P., & Reichers, A. E. (2000). New employee orientation programs. Human Resource Management Review, 10(4), 435–451. https://doi.org/10.1016/S1053-4822(00)00035-8

Wayne, S. J., Shore, L. M., & Liden, R. C. (1997). Perceived organizational support and leader-member exchange: A social exchange perspective. Academy of Management Journal, 40(1), 82–111. https://doi.org/10.2307/257021

Whitener, E. M. (2001). Do “high commitment” human resource practices affect employee commitment? A cross-level analysis using hierarchical linear modeling. Journal of Management, 27, 515–535. https://doi.org/10.1177/014920630102700502

Yang, Y-C. (2011). High-involvement human resource practices, affective commitment, and organizational citizenship behaviors in service setting. The Service Industries Journal, 32(8), 1209–1227. https://doi.org/10.1080/02642069.2010.545875

Yoon, M. H., & Suh, J. (2003). Organizational citizenship behaviors and service quality as external effectiveness of contact employees. Journal of Business Research, 56, 597–611. https://doi.org/10.1016/S0148-2963(01)00290-9



OEBPS/images/Art_P15.jpg
Allinput Exclude total expenditure
Income (exclude  Fees o © lncome(exclide  Fees oo
gov.granf) _income gov.granf) income
Thera Theta' _Theta! Theta Theta'  Theta!
M 0.9439 05224 0.3284 0.9401 0.5977 03444
UiT™M 0.8769 0.8455 0.9813 0.8664 0.8405 0.9772
uuM 0.3851 0.3875 0.5306 03737 03813 05313
OUM 0.9826 0.9782 0.6857 0.9297 0.9247 0.6629






OEBPS/images/Art_P10.jpg
Demographic Variables Frequencies . Percentage Total
Cluster 1 Cluster 1_Cluster 2 Cluster 1 Cluster 2 Percent
Gender Male 12 98 210 53 47 100
Female 2 7 8 M 56 100
Age 13-19 4 17 n 19 81 100
2035 66 4 10 47 53 100
36-50 54 EL T T, 36 100
5165 9 4 JER] 31 100
Marital Status  Unmarsied 50 63 3 w4 56 100
Married 80 61 141 5T 4 100
Widow/Divoreed 3 1 4 75 25 100
Qualification  School Level 6 v 25 24 76 100
Graduation 43 68 11 39 61 100
PostGraduation 59 ETR ) 37 100
Professional 25 4 9 86 14 100
Occupation  Govt. Service 45 v 6 70 30 100
Private Service 2 0 & s 49 100
Self Employed 12 2 M4 s 50 100
Business 18 26 4 4 59 100
Student 16 28 4 36 64 100
Monthly 1 00 a4 27 7 100
Income (INR) a2 31 7 58 2 100
25000-40000 27 33 62w 56 100
>40000 53 2 & 6 35 100
Cluster Size 133 125 258 48 100






OEBPS/images/Art_P28.jpg
very low
likelihood 12 3 4

'y high
7 likelihood

»
o






OEBPS/images/Art_P24.jpg
Internal marketing practices

| Formal internal marketing |
Informal internal marketing

| Responsiveness

Management commitment to
internal marketing (MCTM)

Employees' satisfaction





OEBPS/images/Art_P5.jpg
Control Loyalty Service Delivery Pasticipation

Varisbe; Beta rvalue R:Chmge Bea fvalie RiChange Beta fvalue R:Change
Academic 0008 0156 0000 0032 0630 0001  -057 0855 0003
Age 0132 3274 0017 005 1262 0003 0046 1149 0002
Ethsic 0048 0765 0001  -093* 2171 0010 005 0093 0001
Gender 0041 0897 0002 0031 O 0001  -045 1084 0002
Maritalstatus 0031 0685 0001  0087* 2161 0007 0047 1152 0003
JobTemwe 0034 074 0001 005 1218 0003 0008 0175 0001

Org.Temure 0027 0594 0001  0076* 1665 0005 0021 0414 0001






OEBPS/images/Art_P23.jpg
SEM Regression

Unstandardised

Standard

Standardised

Critical

Expected

Sign

Hypothesis Path Estimates Error Estimates  Ratio 2% Sign  Observed Ll
HI  LMX ¢ DR 0124 0175 0053 0708 0479 Posiive Negative Not Supporied
0 PR ¢ TOI 0219 0.065 0215 3354 0.000%** Posiive  Posifive  Supported
H  LMX ¢ IFE 0701 0.108 0546 6498 0.000"** Posiive  Posifive  Supported
H4 FE & CWI 0.468 0.065 0534 7167 0.000%** Posiive  Posifive  Supporied
H  CWl & TOI 0200 0159 0.094 254 0210 Negative Positive  Not Supporied
H6 LMX & TOI 0599 019 0251 -3153 0002** Negative Negative  Supported






OEBPS/images/Art_P9.jpg
Height

-]

e e e s e e i

i oo





OEBPS/images/Art_P19.jpg
Mean Std Deviation 1 2 3 4 s
Leader-Member Exchange ~ 3.99 052 ©77)
Interpersonal Relationship 332 077 0017 (087)
Individual Feeling of Energy  4.15 048 0474 0030 (087)
Creative Work Involvement ~ 4.12 047 03447 0123 0480 (0.80)
Tumover Intention 321 1.01 0230 0.196" —0.183" 0.059 (0.93)






OEBPS/images/Art_P32.jpg
Fomell Larcker Criterion

Discriminast Validity Mean StdDev 1 2 3 4 s

1. Adaptive Selling Behavior (ASB) 0391 0719

2. Activity Control (AC) 0468 0422 0764

3. Capability Control (CC) 0588 0225 0502 0736

4. Output Control (OC) 0569 0076 0385 0513 0769

5. Performance (SP) 0601 0546 0465 0403 0229 0.710






OEBPS/images/Art_P8.jpg
Type of

pee Vaiables Cluster 2 Cluster 3
Demographic  Case No, 158 19 159
Age 2035 2035 2035
Gender Male Mate Mate
Marital Status Unmarried Married Unmarried
Qualification Graduation Graduation Professional
Occupation Studeat Business Student
Monthly Income 10000 25000-50000 10000-25000
Behavioural  Al: Distance to Mall Strongly Disagree  Strongly Disagree  Strongly Disagree
A2 Attractive Fagade Strongly Disagree  Agree Agree
A3: Excellent Climatic Strongly Disagree  Agree Agree
Control
Ad: Cleantiness and Strongly Disagree  Agree Agree
Hygiene
AS: Benches forResting  Disagree Agree Strongly Disagree
A6: Easy to Navigate Stores  Not Sure Agree Not Sure
Al3: Backgrouad Music Agree Not Sure Strongly Disagree
Al4: Mumination Within  Not Sure Agree Strongly Disagree
ALS: Safety and Exit Disagree Sttongly Agree  Not Sure
Provision
Al6: Large Size Strongly Disagree  Disagree Strongly Disagree
Al8: Chance of Slipping/  Not Sure Not Sure Strongly Disagree
falling
A20:Open Space and Wide  Stoongly Agree  Not Sure Strongly Disagree
Corridors
A21: Internal Aesthetics Agee Not Sure Strongly Disagree
A22: Secusity Features Not Sure Not Sure Strongly Disagree






OEBPS/images/Art_P33.jpg
Hypothesis  Dpotiesized St Beta  Stndard  pvalue=p Stat. Sig Hypothesis

Path Coef (B)  Ertor (SE) SE (-tailed test)  Test Results
Hla AC" PERF 0156 0073 2.127% 0.017 Significant Yes
Hib CC- PERF ~0031 0.130 0241 0405 Not Significant No
Hic OC > PERF -0071 0.085 0838 0.201 Not Significant No
H2a AC > ASB 0248 0.088 2814%% 0.002 Significant Yes
H2b cc>AsB ~0.157 0.105 1539 0062 Not Significant No
H2e oC > ASB ~0.174 0123 1355 0088 Not Significant No
H3 ASB - PERF 0251 0.076 3415% 0.000 Significant Yes






OEBPS/images/Art_P3.jpg
Path Standard Coefficients

Eypothesized Path tvalie  Sig  Result
Direct Indirect Total
H:BP————» PI 046 e 046 6.78 0.001  supported
HBE—————» PI 052 - 05! 773 0.001  supported
H:BP——— »BE 075 = 075 1101 0.001 supported
HyBP——» BE——» PI 046 039 085 s 0011  supported
H;: eWOM ———» PI 055 - 055 812 0.001  supported
HeeWOM———»BE 045 - 045 G631 0001 supported
Hy: eWOM —» BE ——» PI 0.55 023 0.78 — 0.032  supported






OEBPS/images/Art_P20.jpg
Inter-Construct Correlation
R ave SauareRoot

of AVE 1 I
Interpersonal Relationship 091 067 082 1
Individual Feeling of Energy 088 0.60 077 008 1
‘Tumover Intention 091 076 087 023 015 1
Leader-Member Exchange 070 054 073 -003 054 022 1

Creative Work Involvement ~ 0.76  0.61 078 016 044 004 042 1










OEBPS/images/Art_P12.jpg
Output Input slack(2008-2011)*

Gov 0permting o expenditure A0 A o pecers

The! %ouwput oS sl staff

Income (exclude government grant)

oM 05336 04664 420200000 87100024 74 5819 163400000
UTM 03011 06989 539,200,000 13300000 1547 8108 1467.900000
oM 07290 61,100,000 0 409 9% 48443903
oum 0 16689758 18 26 163.800000
Monash 00000 53540000000  94.400.000,000 0 0 0
NUS 00000 23.790,000.000  39.800.000,000 0 0 0
CUHK 0.0980 18000000 236000000 120 0 27200000
Waikato 00844 45,889,542 72,062,132 0o o
Fees income
M 03626 0.6374 340700000 187700000 2 214,675,826
UTM 03141 06859 519,000,000 88525713 171 1,500.400,000
UUM 03077 06923 69,300,000 0 464 1135 54783985
OUM 09374 00626 0 16507404 18 25 167300002
Monash 10000 00000  66.900,000.000 120200.000,000 0 0 0
NUS 10000 00000 34280000000 51.180,000.000 o 0 0
CUHK 09891 00109 128,000,000 0o 15 0 278000000

Waikato 07333 0.2667 317700000 672,000,000 0 1130 416000,000






OEBPS/images/Art_P11.jpg
Output Tnput slack(2008-2011)*
Theta! % output g’r:;“’pm"“g :xp:‘diim ’:;: :\[‘:;‘ Total assets

Tncome (exclude govemment grant)
UM 09439 00561 40500000 77400000 516 918 776000000
UITM 08769 01231 547700000 44300000 1500 1966 1115000000
UUM 03851 06149 37949867 18300000 896 291 269,000,000
oUM 09826 00174 0 1372761 15 51 130962748

Fees income
UM 0524 04776 396500000 376500000 37 2254 314000000
UITM 08455 01545 602000000 116000350 1216 2326 888000129
UUM 03875 06125 69300000 20017352 507 395 592,855
oUM 09782 00218 0 2150672 24 48 212677793

Graduate
UM 03284 06716 132496819 656200000 1315 1853 133900000
UITM 05813 00187 377000000 141000000 423 1214 0
UUM 05306 04694 53000000 23334644 725 521 0
OUM 06857 03143 0 11 51 131900000






OEBPS/images/Art_P25.jpg
ool o

T EF

i R

N iR

Fo

o

a4 [=o.
o5 J=o
o J=o
o J=o
o J=o
®  J=o
on__J=o.

o
o






OEBPS/images/Art_P29.jpg
very low
likelihood 12 3 4

'y high
7 likelihood

»
o






OEBPS/css/page-template.xpgt
                       



OEBPS/images/Art_P16.jpg
Allinput

Exclude total expenditure

Income Fees income Income Fees income
(exclude gov. grant) (exclude gov. grant)

Theta Theta! Theta! Theta!
uM 05336 03626 0.5287 03626
UITM 03011 03141 0.2954 03092
uuM 02710 03077 0.2602 03005
ouM 09425 09374 09297 09247
Monash 1.0000 1.0000 1.0000 1.0000
NUS 1.0000 1.0000 1.0000 1.0000
CUHK 09020 0.9891 0.9020 0.9874
Waikato 09156 0.7333 09156 0.7333






OEBPS/images/Art_P4.jpg
§ 9

Rompeiess | Seceny

St

=

s

5,

©

Equiy

Y 4

Personalty

Corpeece
Spcvetom
Purchase " o,
Intention e
=
Pt

L)

29, RMSEA=.044

2 2





OEBPS/images/Art_P2.jpg
Index

- dd\\ CMIN  CMIN/DF GFI CFL NFI RMSEA
Brand Personality 6455 1191 0993 0998 0990 0.027
Word of Mouth 20552 2284 0984 0976 0959 0.057
Brand Equity 3.528 1764 0995 0998 0995 0.044
Puschase Intention ~ 4.948 1649 0910 0912 0908 0011

Decisioncriteria ~ P=0.05 1<CMIN/DF<S GFI=0.9 CFI>0.9 NFI=0.9 RMSEA<0.1






OEBPS/images/Art_P21.jpg
Goodness-of it CMIN/

CFI  RMSEA ECVI

measures. MOy (DE; DF
Recommended "
Value =3
cra

Measurement 242278 106 229
Modelf

SEM Structural
Model!

2095

Lowest
008 Values

095 007 1269

097 0057 1097






OEBPS/images/Art_P13.jpg
‘The number of:

Separated DEAof _ Input(I) Output(0) IxO DMU

Stage 1
Research university! 1 (output: income) 1 5 20
2 (output: fees) 5 1 s 20
3 (output: graduate) 5 1 5 20
Comprehensive university® 1 (output: income) 5 1 S
2 (output: fees) 5 1 5
3 (output: graduate) 5 1 5
Focused university® 1 (output: income) 5 1 s 40
2 (output: fees) 5 1 5 40
3 (output: graduate) 5 1 5 40
Stage2
Private university* 1 (output: income) 5 1 s 16
2 (output: fees) 5 1 5 16
3 (output: graduate) 5 1 S 16
Stage3
Private & foreign university’ 1 (output: income) 1 5 32
2 (output: fees) 5 1 s 2

3 (output: graduate) 5 1






OEBPS/images/Art_P26.jpg
Profile of audit firms

No. of Audit Firms

o Half Year
Year 2011 2012 2013 S04
@ Qv % Qv % Qv % Qy %
Big Firms 10 partners and 6 8 6 9 8 15 8 15
above
Medium Size 59 partners § 11 9 14 6 1 6 12
Firms
Small Firms 24 partners 48 64 43 64 36 68 35 67
Sole proprietors 3 17 9 13 3 6 3 6
TOTAL 75 100 67 100 53 100 52 100






OEBPS/images/Art_P17.jpg
Bootstrapping (95°%

confidence interval)

UM vs others UM v others UUM s others OUM v others Momashvsofbers  NUSvsofbers  CUHK vsofbers
Tncome (exclude govermment grant)

o e e e E = = E

U™ SgQMEUT) - - - - - -

oM Yo Yo - E E = 5

oM Sig(UM<OUM)  Sig(UITM=OUN)  Sig (CUM=OUM) E F s =

Momsh  Sig(UM<Momash)  Sig (UITM<Monash)  Sig (UUM<Momash) No - . -

NUs Sig (UM<NUS) Sig(UITMNUS)  Sig(UUM<NUSM)  Sig OUMANUS)  Sig (Monash=NUS) - =

CUHK  Sig(M<CUHK)  Sig(UITM<CUHK)  Sig (UUM<CUHE) No No Sig (NUS-CUHK) -

Waikto  Sig ((M<Waikato)  Sig (UITM<=Waikato) ~ Sig (CUM<Waikato) No No No No
Fees income

UM

U™ Sg@MEUT) - - - - . .

oM SgUM-OUM)  SigUITM-UM) - = = . =

oum SigUM<OUM)  Sig(UITM<OUM)  Sig (CUM=OUM) - - - -

Momsh  Sig(M<Momash)  Sig (UiTM<Monash) Sig (UUM<Momash) No = . =

NUs Sig (UM<NUS) SigGTMNUS)  Sig (UUM<NUS) SigOUMANUS)  Sig (Momash-NUS) - -

CUHK  Sig(M<CUHK)  Sig(WiTM<CUHK)  Sig (VUM<CUHE) No No No =

Walksto Sig (CM<Waikato)  Sig (GiTM<Waikato)  No Sig (OUM-Waikato)  Sig (Monasi-Waikato) No Sig (CUBK-Waikato)






OEBPS/images/Art_P30.jpg
Pairs n  Mean Meandifference  t  df  pvalue

Pair1  Small Firm 79 4155 -0312 435 78 ***0.000
Large Firm 79 4467

Pair2  Short Tenure 79 412 ~0.078 075 78 0454
Long Tenure 79 4350

Pair3  Offers NAS 79 4348 0074 13 78 0197
DoesNotOfferNAS 79 4274






OEBPS/images/Art_P34.jpg
Eypothesis

Hypothesized Path

std

Beta Coefof Beta Coefof ~Error of indirect

std

Standard

tovalue of indirect
path=p

pvalues

Stat. Sig

(2-tailed test) &  Hypothesis

indirectpath ftotal effect  path (a*b) = VAF=(a®h) TestResults
@@  @b+c) (SE) @*b+e)
Héa AC-ASBPERF 0.062 0.147 0.030 2.070* 0.039 Significant Yes
'VAF =0.422
(Partial)
H4b CC>ASBPERF —0.040 —0.044 0.033 1.209 0227  Not Significant No
Héc OC->ASBPERF —0.044 —0.063 0.037 1191 0234 Not Significant No






OEBPS/images/Art_P7.jpg





OEBPS/images/Art_P14.jpg
Allinput

Exclude total expenditure

Income (exclude

Fees

Income (exclude

Fees

ov prant) _income PRI cov gran) _income ORI
Theta! Theta!  Theta! Theta! Theta!  Theta!
Research university
uM 09508 09988 06822 09488 1.0000 0.6822
URM 09150 09343 08894 09326 09393 08894
UPM 06748 09075 08420 06730 08983 0.8420
UM 03033 05618 07885 02729 04869 07885
UsM 06009 06729 07800 06110 06639 0.7794
Comprehensive university
UITM 09518 09701 10000 09395 09554 1.0000
UrA 07822 09521 07620 07910 09370 07614
Focused university
UPSI 07884 08618 08895 07983 08814 0.8900
UniMAP 04707 04826 03115 04638 04790 03022
USIM 01894 02767 02297 01918 02778 02237
UTeM 07529 03219 02755 07466 03167 02756
umP 04027 02985 02851 03985 03004 02851
umMT 03684 04716 04893 03689 04681 04869
UniSZA 03669 08172 06159 03645 08266 0.6159
UPNM 06295 05962 05665 06289 06009 0.5645
UTEM 03953 02847 03219 03945 02829 03209
uuM 0.9318 09577 0.9244 09224 09477 09163






OEBPS/images/Art_P1.jpg
] Brand  eWordof Brand  Purchase .
Vaible Peromality  Mowh  Equiy lmenon QUtons AVE Al
Brand Personality 1 - 0606"  0702" 15 050 083

R=037 R=049
Word of Mouth - 1 0530"  0615" 6 045 073
R=028 R=038
Brand Equity 0.606" 1 0702 15 062 087
R=037 R=0.49
Purchase Intention ~ 0.702" 0.702" 1 5 063 082
R=0.49 =0.49






OEBPS/images/Art_P22.jpg
it e

Interpersonal
Relationship

Leader-Member |~ —0251**
Exchange
>
Individual ) g s3qene [ Creative ) (&
Feeling of Work
Involvement

Energy






OEBPS/images/Art_P27.jpg
Audit Tenure Firm Size

NAS

Gases: . syeas - 5 employees <5 employees Provides Does not provide
Casel  x £ B

Case2  x % ¥

Case3 x * "

Cased x * "

Cases x % -

Cases x e "

Case 7 X & B

Case 8 x * *






OEBPS/images/Art_P18.jpg
Tnterpersonal
Relationship

H6()

Leader-Member
Exchange

Creative
Work
Involvement

A )

Individual
Feeling of
Energy





OEBPS/images/Art_P6.jpg
Paricpasen

[

ocs

e

Service Devery

[

s

e

o0

i)






OEBPS/images/Art_P31.jpg
O ——
Salesperson

Supervisory Control
+ Output Control

Performance
+ Activity Control
+ Capability Control [———>|  Salesperson's ASB






