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摘 要

對於服務業而言，第一線服務員工是否在交易時展現出組織公民行為，影響顧客滿意甚鉅。本研究旨在檢視服務氣候，能

否正向地影響服務導向組織公民行為，以及員工此種自發性角色外能否提升顧客滿意，同時檢視服務屬性（顧客接觸頻率

、服務無形性、與員工相依性）能否對服務氣候與顧客滿意的關係產生調節效果，市場導向人力資源管理活動能否對服務

氣候與服務導向組織公民行為產生調節效果。本研究之資料收集自台中地區某量販店，共100位員工、40位主管與200位顧

客。迴歸分析結果顯示，服務氣候會正向地連結到服務導向組織公民行為，卻無法提升顧客滿意；又階層線性模式分析結

果顯示，服務無形性對服務氣候與顧客滿意關係具有調節效果，也就是說，當服務無形性高時，服務氣候強化對顧客滿意

的正向關係；而員工相依性與顧客接觸頻率對服務氣候與顧客滿意關係不具調節效果；市場導向人力資源管理活動對服務

氣候與服務導向組織公民行為產生調節效果。

關鍵詞 : 服務氣候、顧客滿意、服務屬性、市場導向人力資源管理活動

目錄

內容目錄 中文摘要　．．．．．．．．．．．．．．．．．．．．． iii 英文摘要　．．．．．．．．．．．．．．．．

．．．．． iv 誌謝辭 ．．．．．．．．．．．．．．．．．．．．． vi 內容目錄　．．．．．．．．．．．．．．．．

．．．．． vii 表目錄　　．．．．．．．．．．．．．．．．．．．．． ix 圖目錄　　．．．．．．．．．．．．．．

．．．．．．． x 第一章　　緒論．．．．．．．．．．．．．．．．．．． 1 　　第一節　　研究動機與背景．．．．

．．．．．．．． 1 　　第二節　　研究目的．．．．．．．．．．．．．．． 4 第二章　　文獻探討．．．．．．．．

．．．．．．．．． 5 　　第一節　　服務氣候與顧客滿意．．．．．．．．．． 5 　　第二節　　服務導向組織公民行

為．．．．．．．．． 8 　　第三節　　服務屬性調節角色．．．．．．．．．．． 10 　 第四節　　市場導向人力資源

管理活動調節效果．．． 14 第三章　　研究方法．．．．．．．．．．．．．．．．． 17 　　第一節　　研究架構．．

．．．．．．．．．．．．． 17 　　第二節　　研究假設．．．．．．．．．．．．．．． 18 　　第三節　　研究對象

與抽樣程序．．．．．．．．．． 18 第四節　　測量工具．．．．．．．．．．．．．．． 20 第五節　　資料分析法．

．．．．．．．．．．．．． 24 第四章　　統計分析與建議．．．．．．．．．．．．．． 26 　　第一節　　描述性統

計．．．．．．．．．．．．．． 26 　　第二節　　信效度分析．．．．．．．．．．．．．． 30 　　第三節　　整體

模式衡量分析．．．．．．．．．．． 36 第四節　　相關分析．．．．．．．．．．．．．．． 39 第五節 迴歸分析．．

．．．．．．．．．．．．． 40 第六節 多層次線性模式分析．．．．．．．．．．． 41 第五章　　結論與建議．．．．

．．．．．．．．．．．． 46 　　第一節　　研究結論．．．．．．．．．．．．．．． 46 第二節 實務意涵．．．．．

．．．．．．．．．． 47 　　第三節　　研究建議．．．．．．．．．．．．．．． 48 參考文獻　．．．．．．．．．

．．．．．．．．．．．． 50 附錄一　　顧客問卷．．．．．．．．．．．．．．．．． 58 附錄二　　主管問卷．．．

．．．．．．．．．．．．．． 60 附錄三　　員工問卷．．．．．．．．．．．．．．．．． 64 表目錄 表 4-1　　受試

樣本之樣本特性．．．．．．．．．．．． 28 表 4-2　　信度分析．．．．．．．．．．．．．．．．． 33 表 4-3 驗證

性因素分析．．．．．．．．．．．．．． 36 表 4-4 本研究變項量測模式比較表．．．．．．．．． 39 表 4-5 相關分析

．．．．．．．．．．．．．．．．． 40 表 4-6 個體層次迴歸結果．．．．．．．．．．．．． 41 表 4-7 服務氣候對顧

客滿意影響分析．．．．．．．． 42 表 4-8 服務屬性之調節效果．．．．．．．．．．．．． 43 表 4-10 市場導向人力資

源管理活動之調節效果．．．． 45 圖目錄 圖 3-1　　研究架構．．．．．．．．．．．．．．．．． 17 圖 4-1　　服務

氣候與顧客滿意交互效果對服務無形性之 散佈圖．．．．．．．．．．．．．．．．．． 44

參考文獻

中文文獻 汪美伶(2009)，組織支持與市場導向人力資源管理活動對服務導向組織公民行為的影響。東吳經濟商學學報，64，57-92。 吳

淑敏、唐國銘(2009)，決策者價值觀、組織氣候與組織績效之關係研究:以高科技產業決策者為例，中華管理評論，12(2)。 周宛蓉(2008)

，國小校長轉型領導、組織倫理氣候與教師組織公民行為關係之研究，國立花蓮教育大學國民教育研究所，碩士論文，未出版。 紀乃

文、陳建承(2011)，分店服務氣候、正向團對情感氛圍、服務人員正向情緒表達與顧客購買決策關聯性之探討，組織與管理，4(1)

，129-162。 范惟翔、藍俊雄、張瑞鉉、姜承孝(2011) ，內部行銷與服務氣候對互動品質影響關係之研究 -服務導向公民行為的中介模式



，中華管理評論國際學報，14(1)，1-26。 姜承孝(2005)，服務導向公民行為之組織層次前因與對互動品質影響之研究－以財政部國稅局

為例，碩士論文，南華大學管理科學研究所，未出版。 黃台心(1997) ，台灣地區本國銀行成本效率之實證研究—隨機邊界模型之應用，

人文與社會科學集刊，9(1)，85-123。 葉英斌、楊惠文(2012)，運用整合分析法探討顧客導向前因雨後果變數，育達科大學報，30

，157-180。 鍾莉容(2008)，知覺組織支持、組織認同與服務導向組織公民行為之研究 : 以某國際觀光旅館為例，樹德科技大學研討會論

文集。 嚴秀茹、林育理、戴淑賢(2004)，服務氣候對服務導向組織公民行?之影響歷程探討－心理授權與角色界定之中介模式，管理評論

，23(1)，25-48。 翁良杰、賴薏筑、李怡靜(2010)，過猶不及之失:主管與部屬間交換關係與服務導向組織公民行為間曲線關係之研究，

人力資源管理學報，10（1），29-52。 蔡培村(1985)，國民中小學校長的領導特質、權力基礎、學校組織結構及組織氣候與教師工作滿

足關係之比較研究。國立政治大學教育研究所博士論文，未出版。 英文文獻 Bell, M. L. (1981). A matrix classification of marketing goods

and services. In J. H. Donelly & E. R. Geroge (Eds.), Marketing of services: 208–212. Chicago: American Marketing Association. Bateman, T.S.

and Organ, D.W., (1983). Job satisfaction and the good soldier: therelationship between affect and citizenship. Academy of Management

Journal,26, 587-595. Bowen, J., and Bowers, M. R. (1986). A marketing contingency approach to service organizational structure. In M.

Venkatesan, D. M. Schmalensee, and C. Marshall (Eds.), Creativity in services marketing: What’s new, what works, what’s developing: 78–82.

Chicago: American Marketing Association. Bowen, D. E., and Schneider, B. (1988). Services marketing and management: Implications for

organizational behavior. In B. M. Staw and L. L. Cummings (Eds.), Research in organizational behavior, vol. 10: 43–80. Greenwich, CT: JAI

Press. Barney, J (1991), Firm Resources and Sustained Competitive Advantage, Journal of Management, 17, 99-120. Bettencourt, L. A. and S. W.

Brown (1997), "Contact Employees: Relationships Among WorkplaceFairness, Job Satisfaction, and Prosocial Behaviors," Journal of Retailing, 73

(Spring), 39-61. Bowen, D. E., Gilliand, S.W., and R. Folger .(1999), “HRM and Service Fairness: How Being Fair Wit Employees Spills Over to

Customers?” Organizational Dynamics, 27, No.3, pp.7-23. Bebko, C. P. (2000). Service intangibility and its impact on consumer expectations of

service quality. Journal of Services Marketing, 14(1): 9–26. Bettencourt, L. A., Gwinner, K.P. and Meuter, M.L. (2001), “A Comparison of

Attitude, Personality and Knowledge Predictors of Service-Oriented Organizational Citizenship Behaviors.” Journal of Applied Psychology, 86,

No.1, pp.29-41. Bowen, J., and Ford, R. C. (2002). Managing service organizations: Does having a “thing” make a difference? Journal of

Management, 28: 447–469. Cardozo, R. (1965). An experimental study of customer effort, expectation, and satisfaction. Journal of

MarketingResearch, 2(8), 244-249. Deshpande, Rohit, John U. Farley, and Frederick Webster, Jr. (1993), “Cooperate Culture, Customer

Orientation, and Innovativeness in Japanese Firms: AQuadrad Analysis” Journal of Marketing, Vo.57, Iss.1, pp.23-37. Dean (2004) appeared on

the covers of the January 12, issues of Time and Newsweek Dietz, J., Pugh, S. D., & Wiley, J. W. (2004). Service climate effects on customer

attitudes: An examination of boundary conditions. Academy of Management Journal, 47: 81–92. Dietz A, Ramroth H, Urban T, Ahrens W,

Becher H: Exposure to cement dust, related occupational groups and laryngeal cancer risk: Results of a population based case-control study.

International Journal of Cancer (2004);108:907-911 Dimitriades, Z.S. (2007). Managing emotionally intelligent service workers: Personal and

positional effects in the Greek context. Journal of European Industrial Training, 31(3),223–240. Eisenberger, R., R. Huntington, R. S. Hutchison,

and D. Sowa (1986), “Perceived OrganizationalSupport.” Journal of Applied Psychology, 71, No. 3, pp. 500-507. Eisenberger, R., P. Fasolo, and

V. Davis-LaMastro (1990), “ Perceived Organizational Support and Employee Diligence, Commitment, and Innovation.” Journal of Applied

Psychology, 75, No.1, pp. 51-59. Gronroos, C. (1990). Relationship approach to marketing in service contexts: The marketing and organizational

behavior interface. Journal of Business Research, 20(1): 3–11. Gittell, J. H. (2000). Organizing work to support relational coordination.

International Journal of Human Resource Management, 11: 517–539. Gittell, J. H. (2002). Relationships between service providers and their

impact on customers. Journal of Service Research, 4: 299–311. Gittell, J. H. (2005). Relational coordination: Coordinating work through

relationships of shared knowledge, shared goals, and mutual respect. In O. Kyriakidou & M. Ozbilgin (Eds.), Relational perspectives on

organizational studies. Northampton, MA: Edward Elgar. Jackson, S.E. and R.S.Schuler (1992), “HRM Practices in Service-Based Organizations:

A Role Theory Perspective.” In Advances in Services Management and Marketing, edited by T.C. Swartz, D.E. Bowen, and S.W. Brown,

Greenwich, CT: JAI Press, pp. 123-157. Jaworski, Bernard J. and Ajay K. Kohli, (1993), “Market Orientation:Antecedents and Consequences,”

Journal of Marketing, Vol.57, No.3, pp.53-70. Johnson, G (1996), Teaching English as a non-unitary S/subject: A post-personal account of

practice. Unpublished PhD thesis, The University of Queensland. Katz, D (1964) “The Motivational Basis of organizational Behavior”,

Behavioral Science, 9,131-146 Kotler, P. (1984) “Dream's Vacations: The Booming Market for Designed Experiences”, Futurist, Vol.18, No.5,

pp.7-13. Kotler, P., and Andreasen, A.R. (1987), “Strategic Marketing for Nonprofi Organizations”, Englewood Cliffs, NJ: Prentice-Hall. Kholi,

Ajay and Bernard J. Jaworski. (1990). "Market-Orientation: The Construct, Research Propositions, and Managerial Implications." Journal of

Marketing 54 (April): 1-18. Kotler, P. (1997). Marketing management : Analysis, planning, implementation and control (9thed.). New Jersey:

Prentice-Hall. Kennedy, K.N., F.G. Lassk, and J.R.Goolsby (2002), “Customer Mind-Set of Employees throughout the Organization.” Journal

of the Academy of Marketing Science, 30, No.2, pp.159-17 Levitt, T. (1960), “Marketing myopia”, Harvard Business Review. Vol.38,

No.4,pp.45-56. Litwin, G., and Stringer, N. (1968). Motivation and organizational climate. Boston, MA.: Harvard University Press Lengnick-Hall,

C. A. 1996. Customer contributions to quality: A different view of the customer-oriented firm. Academy of Management Review, 21: 791–824.

Lovelock, C., and Wirtz, J. 2004. Services marketing (5th ed.). Upper Saddle River, NJ: Prentice-Hall. Lin, and Hung, and Chiu, (2008)“Mixed

Altruistic and Selfish Users in Wireless Mesh Networks: A Game Theoretic Model for Multihop Bandwidth Sharing,” ACM MobiHoc 2008,

Poster Session, Hong Kong, May 2008. Morrison, (1994) Computer Ethics: Cautionary Tales and Ethical Dilemmas in Computing. MIT Press.

ISBN 0262560739 Moorman, R. H., G.L. Blakely, and B.P. Niehoff (1998) “Does Perceived Organizational Support Mediate the Relationship



between Procedural Justice and Organizational Citizenship Behavior?” Academy of Management Journal, 41, No.3, pp.351-457. Morrison, A. P.

(2004)Cognitive Therapy for People at High-Risk of Psychosis. London: Wiley. Miller, D. W., and Faust, J. E. (2003). Classifying services by

intangibility/tangibility of attributes and benefits. Services Marketing Quarterly, 24(4): 35–55. Mayer, D. M., Ehrhart, M. G. , Schneider,

B.(2009). Service Attribute Boundry Condions of the Service Climate-Customer Saticfaction Link. Academy of Management Journal, Vol. 52, No.

5, 1034–1050. Narver, J.C. and Slater, S.F. (1990). The effect of a market orientation on business profitability. Journal of Marketing, 54(4), 20-34.

Parasuraman, Valarie A. Zeithaml and Leonard L. Berry (1985), “A Conceptual Model of Service Quality and Its Implications for Future

Research”, Journal of Marketing, Vol.49, pp.44 Patterson and Cicic (1995) A Typology of Services Firms in International Markets: An Empirical

Investigation Journal of International Marketing, Vol. 3, No. 4, pp. 57-83. Schneider, B., Parkington, J. J., and Buxton, V. M. (1980). Employee

and customer perceptions of service in banks. Administrative Science Quarterly, 25, 252-267. Schneider, B., and Bowen, D.E Employee and

customer perceptions of service in banks:replication and extension. Journal of Applied Psychology, 70,1985:423-433. Schneider, B.. (1990).

Organizational Climate and Culture. San Francisco: Jossey-Bass. Slater, S.F., and J.C. Narver (1994) “Does Competitive Environment

Moderatethe Market Orientation-Performance Relationship? ” Journal of Marketing,Vol.58, pp.46-55. Schneider, B., and Bowen, D.E. (1995).

Winning the service game. Boston, MA: Harvard Business School Press. Translations published in Hebrew, Dutch and Indonesian. Schneider S,

Roessli D and Excoffier L. 2000. Arlequin: a oftware for population genetics data analysis. User manual ver 2000. Genetics and Biometry Lab,

Dept. of Anthropology, University of Geneva, Geneva. Skaggs, B. C., and Huffman, T. R. 2003. A customer interaction approach to strategy and

production complexity alignment in service firms. Academy of Management Journal, 46: 775–786. Schneider, B., and White, S. S. (2004). Service

quality: Research perspectives.Thousand Oaks, CA: Sage. Schneider, B. (2004). Welcome to the world of services management. Academy of

Management Executive, 18(2): 144–150. Schneider, B., M.G. Ehrhart, D.M. Mayer, J.L. Saltz, and K. Niles-Jolly (2005), “Understanding

Organization-Customer Links in Service Settings.” Academy of Management Journal, 48, No.6, pp.1017-1032. Webster, Frederick E.Jr. (1988), 

“Rediscovering the Marketing Concept”,Business Horizons, Vol.31, pp.29-39. Yoon, M. H., and Suh, J. (2003). Organizational citizenship

behaviors and service quality as external effectiveness of contact employees. Journal of Business Research, 56(8), 597–611.


