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Abstract

In this paper the authors conceptualize and test the effects of service employees’ customer orientation and service orientation behaviors within an extended service evaluation model encompassing service quality, service encounter quality, perceived value and customer satisfaction. The context is 271 Indian retail customers. Data analysis incorporates confirmatory factor analysis and structural equation modeling. We find that Findings indicate that: 1) customer orientation is positively related to service orientation, customers’ perceptions of service encounter quality and service quality; 2) service orientation influences customers’ perceptions of service encounter quality and service quality; 3) customers’ perceptions of service encounter quality influence customers’ perceptions of service quality and customer satisfaction; 4) customers’ perceptions of service quality influence value perceptions; 5) service quality influences customer satisfaction; and 6) customer satisfaction influences customers’ behavioral intentions. The importance of these findings for practitioners and academics, research limitations and future research avenues are subsequently discussed.
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INTRODUCTION
Over the years, a considerable amount of research has been devoted to services marketing strategies (Bolton et al., 2007) and in the last decade in particular, the international service industry has received increased attention (Brady, et al., 2005; Keillor et al., 2004). The result of this discourse is a growing knowledge regarding service quality evaluation (Cronin and Taylor, 1992; Parasuraman et al., 1988), derivation of value from service offerings (Bolton and Drew 1991), customer satisfaction (Fornell et al., 1996; Patterson and Spreng 1997), and customer loyalty (Gupta and Zeithaml, 2006). 

In addition to investigation of constructs independently, researchers have recently started identifying and studying grouping of variables that contribute to customers’ overall service evaluations (Kamakura et al., 2002; Maxham et al., 2007). Amongst this research, certain variables are consistently featured: perceived service quality, perceived value, customer satisfaction, and behavioral intentions. However, while research examining customers’ service evaluation is evolving, investigation of the antecedent role that service employees play in the overall service evaluation process seems less well developed. Given that service employees are recognized as having an important role to play in the formulation of customers’ service evaluations (Bitner, 1990; Bitner et al., 1990), it appears worthwhile to investigate the potential impact of employee inputs into this process. Recent work into services marketing has highlighted two particular constructs of interest to employee research, namely customer orientation (CO) (Brown et al., 2002) and service orientation  (SO) (Homburg et al., 2002). 

These variables (CO and SO) may play an important role in determining the quality of customers’ service evaluations. Yet, to date, research has yet to assess they combined role of these employee specific factors. Furthermore, the mechanisms by which these orientations may influence service evaluations have not been fully explored. This research seeks to rectify this gap, by developing and testing a model in which empirically test a comprehensive model of customers’ service evaluation, with additional investigation of the antecedent role that customer orientation and service orientation play in this process. To the authors’ best knowledge, this represents the first study to simultaneously examine these constructs as an extended model of service evaluation. In addition to the first objective, whilst the volume of services marketing research is considerable, it has been observed that the majority of work has concentrated on developed market economies (Keillor et al., 2004). Countries such as India, Russia and China (PRC) provide unprecedented opportunities to investigate whether Western models of service evaluation are transferable to non-Western contexts. Therefore, the study’s second objective is to situate the research within the context of one such developing economy, namely India. India was chosen because it represents a significantly different cultural market to that offered by much of today’s service encounter research (c.f., Hofstede 1980). The remainder of this paper is structured as follows. The following section will provide background information on the constructs under examination in this study. In this section we will detail our hypotheses formulation and present our conceptual model. The research methodology will then be detailed in the subsequent section. Section three presents the analysis and results of the research. Finally, the paper will conclude with discussion of study outcomes and their implications for academics and practitioners, limitations of the study, and directions for future research.  
CONCEPTUAL FRAMEWORK
In expanding service evaluation models, a natural starting point was the potential impact of service employee-related constructs such as customer orientation and service orientation. Customer orientation and service orientation were chosen as they have been the focus of recent research in the services marketing domain (Brown et al., 2002; Susskind et al., 2003). We therefore position customer orientation and service orientation as antecedents to our extended model of service evaluation. Furthermore, whilst customer orientation tends to focus upon both philosophical and behavioral elements of service delivery (Saxe and Weitz, 1982), service orientation in our study deals specifically with behavioral-only performance. In addition to these two antecedents, we also extend the traditional service evaluation model by considering the potential impact of service encounter quality, given the highly interactive nature of service delivery (Bitner et al., 1990; Hartline and Ferrell, 1996). The construct of service encounter quality has been detailed in previous work (Jayawardhena, et al., 2007). The conceptual model tested in this study is shown in Figure 1. Detailed conceptual foundations for the model will now be discussed.

<Please take in Figure 1 about here>

Service Evaluation

Service evaluation models have recently come into prominence as researchers seek to build a more comprehensive understanding of the process which customers go through when evaluating the delivery of services. Within service evaluation research, a number of variables feature prominently: perceived service encounter quality, perceived service quality, perceived value, customer satisfaction, and behavioral intentions (Cronin et al., 2000; Maxham et al., 2007). In order to expound our conceptual model it is helpful to define a number of these constructs at this juncture. Surprenant and Solomon (1987) define the service encounter as a dyadic interaction between the customer and service provider.  Service quality is essentially viewed as how well a delivered service matches customers’ expectations regarding that service (Parasuraman et al., 1985; 1988). Perceived value is based on equity theory and refers to customers’ assessment of what is right, fair or deserved for the perceived cost of offering (Bolton and Drew 1991). Monroe (1990) contends that buyers’ perceptions of value are based on a trade-off between the product qualities they perceive in comparison to the sacrifice they perceive in monetary terms. Satisfaction is described as “an evaluation of an emotion” (Hunt 1977, pp. 459–460), suggesting that it reflects the degree to which a consumer believes that the possession and/or use of a service evokes positive feelings (Rust and Oliver 1994). Behavioral intentions are seen as indicators of whether or not a customer will remain with or defect from an organization (Zeithaml, et al., 1996).

Customer Orientation
Customer orientation is most often viewed as a desire by an employee to help customers meet their needs during the performance of organizational tasks (Susskind et al., 2003). Due to the philosophical nature of customer orientation (Saxe and Weitz, 1982) we expect it to drive the behavioral aspects of employees’ service orientation behaviors. Despite the amount of research conducted into the customer orientation construct (Brown et al., 2002; Periatt et al., 2004), the question of how customer orientation influences perceived organizational performance from the customers’ perspective is still very much under researched (Brady and Cronin, 2001).

According to the limited amount of research into the area, there is a positive relationship between customer orientation and customer satisfaction (Susskind et al., 2003). However, according to extended models of service evaluation (Cronin et al., 2000), this relationship should be mediated by, amongst other constructs, service quality perceptions, although Susskind et al., (2003) did not test this. This relationship between a customer orientation ‘demeanor’ and service quality has, however, been tested by Brady and Cronin (2001), who discovered a positive link, although their model does not include customer satisfaction measures. We assert that employee performance ratings are similar to customers’ perceptions of employee performance during service encounters, and as a result we expect customer orientation to relate to service encounter quality (c.f., Brown et al., 2002). Based upon the preceding discussion, we hypothesize the following: 
H1: Employees’ customer orientation will have a positive influence upon: a) employees’ service orientation; b) customers’ perceptions of service encounter quality; and c) customers’ perceptions of service quality.
Service Orientation
In previous literature, the topic of service orientation has tended to concentrate on the construct at either an organizational or individual level (Homburg et al., 2002). At an organizational level, service orientation appears to be more of a strategic business philosophy (Yoon et al., 2007). At an individual level, service orientation relates to the behaviors of employees performing service roles (Gwinner et al., 2005). In the current study, we investigate service orientation behaviors at the individual level since these, more than an organizational philosophy, are what will be evaluated by customers in a retail setting. As a result of this, we adopt an individualistic definition of service orientation as the behaviors of employees that affect the quality of the interaction between the staff and customers of an organization (Cran, 1994; Hogan et al., 1984). 

Service orientation on the part of employees is generally argued to have a positive influence upon overall quality of service delivery (Cran, 1994; Hogan, Hogan and Busch, 1984). This is because service oriented employees are more inclined to perform service enhancing behaviors during service encounters with customers (Saura, Contrí, Taulet and Velázquez, 2005). Indeed, previous research investigating service orientation at an individual level has shown that service orientation is related to adaptive behaviors during service encounters (Gwinner, Bitner, Brown and Kumar, 2005). In addition, service orientation has also been linked to courtesy and competence of employees (Schneider and Bowen, 1985; Schneider et al., 1980) and customers’ overall quality perceptions (Schneider et al., 1980). Based upon this, we hypothesize the following:

H2: Employees’ service orientation will have a positive influence upon customers’ perceptions of a) service encounter quality; and b) service quality.
Service Encounter Quality

As referred to earlier, Surprenant and Solomon (1987) definition of service encounter, draws on their earlier work suggesting that service encounters are role performances (Czepiel et al., 1985) in which both customers and employees perform roles. During the service encounter, or ‘moment-of-truth’, the formation of customer perceptions is often more largely based upon the emotional and intangible content of the encounter than on surroundings (Jayawardhena et al., 2007). 

It is commonly held that service employees play a critical role in the development of customers’ service quality perceptions (Bitran and Lojo 1993). As explained by Farrell et al., (2001, p. 577), “service quality represents a customer’s assessment of the overall level of service offered by an organization, and this assessment is often based upon perceptions formulated during service encounters”. Czepiel (1990) considers the specific short-term service encounter crucial to customers’ long-term formulations of service quality. Since service quality is considered to be an overall judgment of quality, the quality of individual service encounters should contribute towards this judgment. 
In addition to the effect that service encounter quality has upon service quality, we also expect service encounter quality to influence customer satisfaction. This is because customer satisfaction represents an emotional evaluative judgment regarding the outcome of an individual service encounter (Caruana, 2002). Moreover, the satisfaction process tends to be based upon a strong social component (Fournier and Mick, 1999) so any evaluation of customer satisfaction should be based upon an evaluation of preceding social interaction, namely the service encounter. To summarize, we expect that:

H3: Perceived service encounter quality has a direct, positive influence on a) customers’ perceptions of service quality; and b) customer satisfaction.

Service Quality

Service quality is typically defined in terms of the relationship between customers’ expectations about a service and their perceptions regarding its delivery (Parasuraman et al., 1985; 1988). However, the weight of evidence has since shifted towards consideration of perceptions-only service quality, since the formulation of perceptions takes into account expectations (Cronin and Taylor, 1992; 1994). In line with prior research, we expect that service quality will positively influence customers’ perceptions of value (Dodds, 1991; Hellier, et al., 2003). 
Whilst some service evaluation models (e.g., Bitner 1990; Bolton and Drew, 1991) position satisfaction as an antecedent to service quality, other models position service quality as antecedent to satisfaction (e.g., Anderson and Fornell, 1994; Parasuraman et al., 1985; 1988). In the current study, we side with the weight of recent evidence and position service quality as antecedent to customer satisfaction. In light of the above discussion, we propose the following:

H4: Perceived service quality has a direct, positive influence on a) perceived value; and b) customer satisfaction.

Customer Satisfaction

Satisfaction is “an evaluation of an emotion” (Hunt, 1977, pp. 459–460), suggesting that it reflects the degree to which a consumer believes that the possession and/or use of a service evokes positive feelings (Rust and Oliver, 1994). Traditionally, research indicates a direct, positive relationship between perceived value and customer satisfaction (Cronin et al., 2000; Patterson and Spreng 1997). Value disconfirmation literature also supports the relationship between customers’ perceived value and customer satisfaction (Hellier et al., 2003). Perceived value can be considered pre or post purchase whilst customer satisfaction is a post-purchase phenomenon (Eggert and Ulaga, 2002). We therefore present the following:
H5: Perceived value has a direct, positive influence on customer satisfaction.

Behavioral Intentions

One of the goals of attitude theory is to determine how attitudes drive intentions (Ajzen and Fishbein 1980). Satisfaction represents a cognitive evaluation (Hunt, 1977), and as such can be positioned in a service evaluation model as an attitudinal antecedent to the behavioral construct of intentions. Such a direct link between customer satisfaction and behavioral intentions is justified by theoretical models that specify a cognition-affect causal ordering (e.g., Bagozzi 1992; Lazarus 1991). That is, satisfaction is positioned as a mediator between service quality and behavioral intentions. In light of this evidence we hypothesize the following:
H6: Customer satisfaction has a direct, positive influence on behavioral intentions.
METHODOLOGY

Questionnaire and Scale Development

The questionnaire was prepared in English as the third author indicated that English comprehension in the region studied was good. A nine point Likert-type response format ranging from strongly disagree to strongly agree was used for all indicators. Brady et al., (2005) suggest that this approach is more successful in maximizing respondent specificity compared to the more commonly used five or seven response format. Employees’ customer orientation was measured using 12 items drawn from the customer orientation section of the SOCO scale (Saxe and Weitz, 1982). To measure employees’ service orientation behaviors we adapted the 5-item scale created by Gwinner, Bitner, Brown and Kumar (2005). To measure service value we used three indicators adapted from Sweeney et al., (1999) and Sirohi et al., (1998).  To measure service encounter quality we used the 8-item measure devised by Jayawardhena et al., (2007). To capture service quality, in line with recent work (Hartline and Ferrell, 1996), we used a subset of 10 variables drawn from the original 22-item SERVQUAL measure (Parasuraman, Zeithaml and Berry, 1988). In order to capture customer satisfaction we employed five items based upon the work of Brady et al., (2005), Cronin et al., (2000) and Westbrook and Oliver (1991). Customers’ behavioral intentions were measured using four items adapted from Zeithaml et al., (1996). Finally, respondents were asked to indicate their age, gender and income.
Data Collection

The data was collected in Gwalior and Delhi, Gwalior, located in Madhya Pradesh is a province in the Northern part of Central India having a population of approximately 1.2 million people. Delhi is the capital of India having a population of 13 million. Questionnaire respondents were selected through random interception of retail shoppers. Through this process 312 questionnaires were collected out of which 135 were collected from Delhi. After accounting for missing data and other discrepancies, we were left with 271 usable responses. Respondents were mainly female (51.0%) and their age ranges were as follows: under 21 years old (10.3%), between 21 and 30 years old (23.3%), between 31 and 40 years old (24.3%), between 41 and 50 years old (26.0%) and over 50 years old (16.0%). Monthly net incomes of respondents were distributed as follows: 19.9% earned less than 15,000 Rupees (US$370.00), 33% earned between 15,000 and 25,000 Rupees (US$370.00 to US$616.00), 32.4% earned between 25,000 and 50,000 Rupees (US$616.00 to US$1232.00), and 10.6% earned over 50,000 Rupees (US$1232.00).
Measurement Results

Once data collection was concluded, all scales were subjected to a purification process. This involved recommended assessments of dimensionality, reliability, and validity (Anderson and Gerbing, 1988). Firstly measures were subjected to an exploratory factor analysis (using principal components) and reliability assessment. Here, items not loading clearly on any of the factors or with low item-to-total correlations were discarded. This resulted in the elimination of the following: four items from the customer orientation scale; two items from the service quality scale; and one item from the service encounter quality scale. 
To assess reliability and validity of the model a confirmatory factor analysis (CFA) using LISREL8.7 was conducted. We followed the recommended two-step method (Anderson and Gerbing, 1988). Model fit was tested using the covariance matrix. We tested for convergent validity by: 1) looking at the correlations among items which constitute a scale; 2) using scales that have been accepted, used and proven valid in the field by other researchers; and 3) looking at the strength and significance of item loadings.  The fit indices associated with the CFA exceeded acceptable thresholds. A combination of fit indices were used because this achieves a good balance between Type I and Type II error rates when assessing model fit (Hair, et al., 2006; Hu and Bentler, 1999). Construct validity was then further assessed by calculating composite reliability scores for each the scales. The alphas for the study constructs ranged from 0.82 to 1.00 (see Table 1 below), which exceeds recommended thresholds (Nunnally and Bernstein, 1994). The indicators in the model loaded highly on their hypothesized constructs and all loadings were significant (loadings ranged from 0.38 to 0.82). Another test of convergent validity involved an investigation of the average variance extracted (hereafter AVE) of the constructs. A model can be considered to have good convergent validity if the AVE is greater than 0.50 as this indicates that more of the construct is explained by its indicators than by other, external influences (Fornell and Larcker 1981). The average variance extracted of the constructs in the model ranged from 0.64 to 0.96. Overall, these results indicated that our model had good convergent validity. The results of the CFA testing are presented in Table 1. 
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As a further test of the convergent validity of the items in each scale and the discriminant validity between each scale, we analyzed each possible pair of constructs by comparing their fit in terms of a unidimensional model and a two-factor model (Netemeyer et al., 1990). For all 21 pairs of constructs, the two-factor solution provided a better fit than the unidimensional solution (i.e., change in X2 value of > 3.84 with a change in degrees of freedom of 1) offering support for the convergent and discriminant validity of each scale (Anderson and Gerbing, 1988). Finally, the correlations between constructs were in the a-priori expected directions, supporting the nomological validity of the constructs used in the study (Hair et al., 2006). These results, along with the findings of our earlier CFA analysis, support the psychometric soundness of the measures used in our study (Wang et al., 2005).

Table 2 reveals that all but two of the hypotheses gained support. Specifically, customer orientation was found to significantly predict service orientation (​t-value = 14.08), customers’ perceptions of service encounter quality (​t-value = 3.46) and customers’ perceptions of service quality (​t-value = 2.82), supporting H1a, H1b and H1c. Service orientation was found to significantly predict customers’ perceptions of service encounter quality (​t-value = 3.08) and customers’ perceptions of service quality (​t-value = 4.04), lending support to H2a and H2b. Support was found for H3a and H3b, in that customers’ perceptions of service encounter quality were found to impact upon customers’ perceptions of service quality (​t-value = 2.21) and customer satisfaction (t-value = 2.70). Similarly, H4a and H4b were supported as customers’ perceptions of service quality were found to influence customers’ perceptions of value (​t-value = 12.80) and customer satisfaction (​t-value = 5.32). Finally, customers’ satisfaction influenced their behavioral intentions (​t-value = 13.59), lending support to H6. The only hypothesis that did not receive support was H5 as perceived value was not found to have a significant influence on customer satisfaction (​t-value = 1.29). 

<Please take in Table 2 about here>

DISCUSSION
Our study sought to extend previous work on service evaluation models by extending the model in two ways: firstly, through the addition of customer orientation, service orientation and service encounter quality constructs; and secondly by investigating the model within the context of Indian retail. Overall, our results tend to confirm earlier work in the area by Brady et al., (2005) and Cronin et al., (2000). We will now discuss each of our results in turn.

One of the major additions of our work to the literature is the finding that customer orientation predicts service orientation, customers’ perceptions of service encounter quality, and customers’ perceptions of service quality. This supports earlier work on customer orientation, identifying it as an important construct when customers formulate their evaluations of service provision (Susskind et al., 2003). It may seem simplistic that employees who are customer oriented seem to make their customers happier than those who are not, but according to Susskind et al., (2003) this does not diminish the importance of the customer orientation construct. Managers should therefore concentrate on trying to instill a customer orientation amongst their employees. Most likely, this would be through trying to get employees to ‘buy in’ to a customer orientation philosophy which would then carry over into related behaviors (Saxe and Weitz, 1982). 

The second major finding is that service orientation influences customers’ perceptions of service encounter quality and customers’ perceptions of service quality. Once again, this adds to recent service orientation literature, confirming the important role that service orientation plays in the majority of occupations (Hogan et al., 1984; Saura et al., 2005). Both customer orientation and service orientation appear to be at the heart of delivering customized, quality service (Gwinner et al., 2005). As with customer orientation, it becomes crucial for managers to attempt to instill in their employees the correct customer and service orientations which should help them to provide demonstrably higher quality services than those of competitors. This has implications for both the recruitment and training of service employees (Cran, 1994; Gwinner, et al., 2005). Furthermore, how an organization manages its internal practices may have implications for how its customers are subsequently treated (Cran, 1994; Schneider and Bowen, 1985).

Customers’ perceptions of service encounter quality were found to influence customers’ perceptions of service quality and customer satisfaction. This finding shows that customers’ perceptions of individual service encounters have an important part to play in the service evaluation process. Academically, this augments earlier work on service encounter quality (Jayawardhena et al., 2007), although the current study was conducted in a retail rather than business-to-business context.  Similar work in a retail context indicated that service encounter quality was found only to influence service quality perceptions and not customer satisfaction (JFAL, 2007). Form a practical standpoint, managers should be mindful that the quality of each individual service encounter could influence both customers’ overall service quality perceptions and their satisfaction, which in turn influences loyalty behaviors. It shows that each and every service encounter is important, and managers need to make their employees aware of this. This highlights the importance of being able to maintain high levels of consistency in service delivery.

Customers’ perceptions of service quality were found to influence customers’ perceptions of value. However, the service quality-value relationship may diminish in usefulness when it is considered that our later findings indicate that value has no significant influence on customer satisfaction. Rather, our findings call into question the place that value has within service evaluation models investigated in an Indian context. Indeed, our model appears to relate more to earlier models of service evaluation which focused solely upon the service quality-satisfaction-behavioral intentions framework.

Service quality having an influence upon customer satisfaction is something that was very much expected. This seems to be one of the caveats of services marketing, and when combined with the finding that customers’ satisfaction influenced their behavioral intentions, perhaps this goes some way towards establishing the service quality-satisfaction-behavioral intentions relationship as an empirical generalization of services marketing. This result, when combined with similar recent work in China (JFAL, 2007), could be argued to add somewhat to the global applicability of service evaluation models. For managers, this may mean that prediction of customers’ loyalty behaviors in non-Western contexts tends to follow a similar pattern to that of Westernized contexts. It might be that customers who perceive high quality service and are satisfied indicate positive behavioral intentions, no matter which country or culture they represent. This could have implications for international marketing strategy, as similar strategies can perhaps be implemented across borders.

Perhaps of more interest to researchers is our lack of a result concerning perceived value predicting customer satisfaction. Our finding highlights a large discrepancy between the current study and previous service evaluation work. Cronin et al., (2000) found a significant relationship in each of their four overall models (t-values ranged from 12.25 to 20.22) and, when examining industry-by-industry, found significant results in six out of six industries (t-values ranged from 4.12 to 5.31). Similarly, Brady et al., (2005) in their overall models found this relationship to be significant whenever tested for. Likewise, when they ran their country-by-country comparisons, the relationship was found to be significant whenever tested for (14 out of 14 times). Of course, it may be that in some aspects of service evaluation, India’s different culture has a role to play and this lack of a significant result simply stresses the need for further examination of the value-satisfaction relationship in similar cultures and countries, such as Pakistan, Nepal, or Sri Lanka. For managers, this finding indicates that value is not necessarily a major concern for Indian customers when determining whether they are satisfied with a particular retail experience. 

Naturally, with any research project, it is prudent to consider limitations and potential improvements with hindsight.  Firstly, this study examined retail shoppers. The validity of the findings could have been strengthened had other types of service customers been examined. It could also have been useful to consider potential moderators that could influence service evaluation models, such as a more detailed examination of cultural differences (c.f., Hofstede, 1980). One potential research stream concerns the construct of value and its applicability in an international context. Further work is certainly necessary before service evaluation models can be said to globally applicable, and we would urge future work to seek out significantly culturally different markets to investigate. In addition, a greater range of employee behaviors could have been examined as possible antecedents to the service evaluation model (e.g., organizational citizenship behaviors). Furthermore, our study is based upon a cross-sectional analysis, and interpretation of relationships between variables, especially with regards to causality, should be done with caution. In addition, the final construct in our model was behavioral intentions, which may or may not accurately model customers’ actual behaviors. 

In conclusion, while our study has demonstrated that new insights are possible by examining different markets, we urge that similar studies in other emerging markets, such as Pakistan, Nepal, or African nations, and in other industries, such as travel or insurance, are undertaken to deepen our understanding of extended service evaluation models. This is especially true of studies that seek to examine the applicability of what tend to be highly ‘Westernized’ models of consumer behavior. Future work could also look to examine in more detail differences between men and women with regards to their approaches to service evaluation. Possible differences in gender of employees and customers could also represent a valid future research pathway. The expansion of service evaluation models also represents an interesting avenue for future work to explore. Further research could look to examine the influences of managerial or organizational inputs into the service evaluation process (e.g., leadership). For example, investigation of antecedents to customer orientation (as per Brown et al., 2002) or service orientation (as per Saura, et al., 2005) could help to expand service evaluation models, or perhaps offer managers more controllable antecedent factors. It would also be interesting to see models of service evaluation tied into objective performance measures in future studies, as per Maxham et al., (2007). Currently, as it now stands, this study represents a replication and extension of prior service evaluation work and we hope that it stimulates further research into this area of services marketing.
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Note: CO: Customer Orientation; SO: Service Orientation; SQ: Perceived Service Quality; SEQ: Perceived Service Encounter Quality; VAL: Perceived Value; SAT: Customer Satisfaction; BI: Behavioural Intentions.

Figure 1: The Influence of Customer Orientation and Service Orientation on Service Evaluation
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	X2
	1317.30
	
	CFI
	0.993

	df
	722
	
	RMSEA
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	Customer Orientation (CO 8 items)
	
	
	Service Orientation (SO 5 items)
	

	Composite Reliability
	0.88
	
	Composite Reliability
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	Average Variance Extracted (AVE)
	0.80
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	Parameter Estimates Range
	0.38 – 0.75
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	Value (VAL 3 items)
	

	Composite Reliability
	0.91
	
	Composite Reliability
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	Average Variance Extracted (AVE)
	0.64

	Parameter Estimates Range
	0.73 – 0.76
	
	Parameter Estimates Range
	0.77 – 0.79
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	Service Encounter Quality (SEQ 7 items)
	

	Composite Reliability
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	0.91

	Average Variance Extracted (AVE)
	0.73
	
	Average Variance Extracted (AVE)
	0.80

	Parameter Estimates Range
	0.72 – 0.75
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	0.74 – 0.78

	
	
	
	
	

	
	
	
	Behavioral Intentions (BI 4 items)
	

	
	
	
	Composite Reliability
	0.86

	
	
	
	Average Variance Extracted (AVE)
	0.71

	
	
	
	Parameter Estimates Range
	0.75 – 0.82


Table 1: Confirmatory Factor Analysis Results

	Path
	Loading
	t-value
	
	R2
	Fit Indices

	
	
	
	
	
	

	H1a
	CO
	(
	SO
	0.923
	14.08
	
	SO
	0.88
	

	H1b
	CO
	(
	SEQ
	0.499
	3.46
	
	SEQ
	0.86
	X2 = 1224.114

	H1c
	CO
	(
	SQ
	0.314
	2.82
	
	SQ
	0.97
	df = 735

	H2a
	SO
	(
	SEQ
	0.448
	3.08
	
	VAL
	0.85
	CFI = 0.993

	H2b
	SO
	(
	SQ
	0.469
	4.04
	
	SAT
	0.89
	NFI = 0.983

	H3a
	SEQ
	(
	SQ
	0.448
	2.21
	
	BI
	0.78
	NNFI = 0.993

	H3b
	SEQ
	(
	SAT
	0.259
	2.70
	
	
	
	RMSEA = 0.0414

	H4a
	SQ
	(
	VAL
	0.938
	12.80
	
	
	

	H4b
	SQ
	(
	SAT
	0.907
	5.32
	
	
	

	H5
	VAL
	(
	SAT
	-0.149
	1.29 *
	
	
	

	H6
	SAT
	(
	BI
	0.929
	13.59
	
	
	

	* path not significant at p < 0.01; all other paths significant at p < 0.01


Note: CO: Customer Orientation; SO: Service Orientation; SQ: Perceived Service Quality; SEQ: Perceived Service Encounter Quality; VAL: Perceived Value; SAT: Customer Satisfaction; BI: Behavioural Intentions.

Table 2: Path Estimates and Fit Indices for Model Testing
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