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A B S T R A C T   

This paper addresses the lack of clarity on the linkage between customer participation (CP) and customer citi-
zenship behavior (CCB) by using reinforcement theory to investigate the mediating role of interpersonal 
attraction (IPA) and the moderating effect of three types of reinforcers (people, task, and environment) in the 
impact of CP on CCB. Dyadic data from a field survey of both customers and designers from an interior design 
institute confirms the mediating role of IPA, particularly under high level of shared similarity between customers 
and employees, and when the task outcomes are better than expected. Moreover, the effect of IPA on CCB is 
stronger when customers perceive the organizational climate as highly customer-oriented. Besides extending the 
CP and CCB literature by exploring the impact of IPA on CCB with CP as a mediator and several reinforcers as 
moderator, this paper also suggests how service firms may influence their customers’ citizenship behaviors.   

1. Introduction 

In competitive business environments, service firms need to collab-
orate, engage, and co-create value with customers to build and sustain 
their competitive advantages (Chen & Liu, 2020; Dong et al., 2015; 
Morgan et al., 2019; Yim et al., 2019). Accordingly, customer partici-
pation (CP) has been a growing focus of interest in service research 
(Chan et al., 2010; Nardi et al., 2020) and also in other domains, such as 
new product development, innovation, operations management, and 
information management (Chang & Taylor, 2016; Coviello & Joseph, 
2012; Morgan et al., 2019; Mustak et al., 2016). It refers to customers’ 
expenditures of time, effort, knowledge, or other resources to ensure the 
successful production and delivery of a service. For example, customers 
of fitness services must share information about their needs and pref-
erences and then devote effort to complying with the trainers’ in-
structions if they hope to achieve an optimal and desired outcome. 
Patients with diabetes must engage in task-related participation, such 
that they agree to perform the task of insulin injection as needed; in 
business-to-business settings, clients often share their tangible resources 
such as computing infrastructure, R&D facilitates, and production and 
testing facilities with their service providers to ensure successful service 

creation (Bettencourt et al., 2002; Mustak et al., 2016; Mustak, 2019). 
In relation to CP, Meuter and Bitner (1998) distinguish three types of 

service production: firm production, in which the outcome is produced 
entirely by the firm and its employees, with no participation by the 
customer; joint production, meaning that the customer and employees 
interact and participate together in the production; and customer pro-
duction, such that the outcome is produced entirely by the customer. 
Particularly, the use of self-serving technology (e.g., ATMs) has been 
advocated as a means to transform customers into “partial employees” 
or “full participators” whose contributions enhance firms’ productivity 
(e.g., Bateson, 1985; Bitner et al., 1997; Lovelock & Young, 1979; 
Meuter et al., 2000). As our research objective is to understand how 
customers’ participation levels throughout the service process affect 
their relationship development with employees and their subsequent 
behaviors, so we focus on joint production between customers and ser-
vice employees (Bendapudi & Leone, 2013). 

Despite growing evidence that CP might elicit positive service out-
comes (Mustak et al., 2016), such as perceived control, service quality, 
and customer satisfaction, its effects also appear transient (Chan et al., 
2010; Yim et al., 2012). The value thus established might support basic 
exchanges, but it seems to offer little potential for sustainable, long-term 
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firm success (Yi & Gong, 2008; Yim et al., 2012). Reflecting a growing 
recognition that customers represent productive human resources, firms 
seek new ways to motivate them to exhibit behaviors that might lead to 
enduring competitive advantages, improved profitability, or sustain-
ability (Chan et al., 2017; Gong & Yi, 2021; Motowidlo, 2000)—such as 
customer citizenship behavior (CCB). We define CCB as “helpful, 
constructive gestures exhibited by [customers] that are valued or 
appreciated by the [firm], but not related directly to enforceable or 
explicit requirements of the individual’s role” (Gruen, 1995, p. 461). 
These helpful and voluntary behaviors, enacted toward firms, service 
employees, or other customers, generally are not required for the core 
service delivery; instead, they go beyond basic requirements to 
contribute to the overall success of service organizations (Bove et al., 
2009; Chan et al., 2017; Mandl & Hogreve, 2020; Mitrega et al., 2022). 
For example, customers may share tokens of appreciation with service 
employees such as thank-you notes or gifts, help other customers with 
shopping or finding products without expecting any rewards, or spread 
positive word of mouth (Yi et al., 2013). They may also proactively 
report service-related problems or provide employees with creative 
ideas for improving services (Gong & Choi, 2016) and ensuring smooth 
service operations (Yi & Gong, 2013). Although the importance of CP 
and CCB to the overall success of service firms has been well- 
documented, prior evidence is spread across various literature 
streams, and the two concepts tend to be examined separately (Balaji 
et al., 2018; Chen & Liu, 2020; Mandl & Hogreve, 2020; Nardi et al., 
2020). Given that CP and CCB involve the sample people (i.e., cus-
tomers), firms might therefore be able to bolster citizenship behaviors 
by leveraging participation from the same source and without any extra 
costs. However, we find little empirical evidence regarding this link 
(Mustak et al., 2016), leaving us unable to determine precisely whether 
and how CP affects CCB. 

Moreover, only minimal research details the underlying, enduring, 
interpersonal, and psychological processes of CP, such as interpersonal 
attraction (IPA), defined as a person’s positive, affective response to 
another (Byrne & Griffitt, 1973; Montoya & Horton, 2014). IPA is 
fundamentally important to interpersonal relationship development 
(Byrne, 1971, 1997), yet it rarely receives attention in services mar-
keting, with a few exceptions pertaining to buyer–seller relationships 
(Dwyer et al., 1987; Ellegaard, 2012) or selling (Crosby et al., 1990). 
Thus, we seek a more nuanced sense of how CP influences CCB, through 
the development of IPA, and the boundary conditions for this mediating 
effect. 

Against this backdrop, this study aims to understand customers’ 
participation experiences in the service process by drawing on rein-
forcement theory (Byrne, 1971). Reinforcement theory is commonly 
used to predict one’s behavior (e.g., promoting positive behaviors, 
avoiding negative ones) depend on the valence of the reinforcers (Byrne, 
1971; Montoya & Horton, 2012). We first propose that interpersonal 
attraction (IPA) might mediate the effect of CP on CCB. Because CP in-
volves intense interpersonal service interactions between customers and 
employees (Ramaswamy, 2011), IPA might function as a relational 
construct that both parties develop during the process. According to 
reinforcement theory, attraction is a function of the proportion of 
reinforcing stimuli present in another person or the environment 
(Ahearne et al., 1999; Baumeister & Finkel, 2010; Byrne, 1971; Kaplan 
& Anderson, 1973; Kelley, 1979). The reinforcement potential of a 
stimulus influences both the formation and sustainability of IPA (Byrne, 
1971). In turn, we hypothesize that CP increases IPA, which drives CCB. 
We also anticipate some contingent effects of various reinforcing stimuli 
that pertain to exchange partners (i.e., perceived interpersonal similar-
ity), tasks (i.e., task outcomes), and the environment (i.e., customer- 
oriented organizational climates). In view of the importance of various 
reinforcing stimuli (Ahearne et al., 1999; Baumeister & Finkel, 2010; 
Byrne, 1971; Kelley, 1979), we align our research with reinforcement 
theory to provide useful insights. 

With dyadic data from a field survey, involving customers and 

designers of an interior design institute, we test our predictions about 
this moderated mediation mechanism. The results show that a mediating 
effect of IPA arises only if the level of shared similarity between cus-
tomers and employees is high, and particularly so when the task out-
comes are better than expected. The effect of IPA on CCB also requires 
customers to perceive the organizational climate as highly customer- 
oriented. These results enrich extant literature by revealing crucial 
linkages between these two important customer behaviors, which 
mostly have been studied in isolation. We also build on reinforcement 
theory by proposing IPA as an important underlying mechanism and 
detailing how various reinforcers (people-, task-, and organization- 
related) can jointly influence the effectiveness of CP in services. 
Finally, we shed new light on the generally accepted notion that shared 
similarity is always favorable, by showing that closely shared similarity 
between customers and employees might not be necessary at all times, 
such as when service task outcomes are worse than expected. 

Our findings offer important managerial implications for firms that 
are considering promoting CP and fostering customer motivation to 
engage in citizenship behavior. Specifically, managers should consider 
the strategic significance of CP by promoting and encouraging partici-
pation, which increases IPA and consequently CCB. Firms could also 
devote effort and resources to enhancing employees’ job competence 
and communication skills and thus their attraction; they should foster a 
customer-oriented service culture too, to maintain a motivating effect on 
CCB. Furthermore, managers should try to match similar customers and 
employees, though with the recognition that similarity is not the only 
relevant factor and only likely functions well when the task outcomes 
are good. Overall, our findings provide useful guidelines for promoting 
CP and instituting necessary changes in organizations, by uncovering 
the conditions for developing employees’ attractiveness as a means to 
increase CCB. 

2. Theoretical background and hypothesis development 

2.1. Customer participation and customer citizenship behavior 

Customer participation enables service employees to co-create 
customized services that suit their customers’ needs (Auh et al., 2007; 
Nardi et al., 2020; Yim et al., 2019). Although extant research on the 
impact of CP is considerable, it takes a mostly extrinsically motivated 
perspective. For example, Chan et al. (2010) and Yim et al. (2012, 2019) 
classify various types of value outcomes, including economic (e.g., more 
control), relational (e.g., chances for interpersonal communication), and 
hedonic (e.g., task enjoyment) values, that can be attained through CP. 
Such value outcomes tend to be transient though, and surprisingly little 
research integrates CCB as an alternative outcome of CP (Mustak et al., 
2013, 2016). This missing link requires consideration, due to the 
growing power and active roles of customers in service production and 
delivery processes. 

As we noted previously, CCB refers to voluntary, helpful behaviors 
that customers enact toward firms, employees, or other customers, 
which are not required for the core service delivery or directly related to 
enforceable requirements but are relevant for firms’ effective func-
tioning (Balaji et al., 2018; Bove et al., 2009; Chan et al., 2017; Revilla- 
Camacho et al., 2015). Researchers have conceptualized CCB using a 
comprehensive set of dimensions, such as positive word of mouth, 
customer voice, suggestions for service improvements, displays of rela-
tionship affiliation, flexibility, benevolent acts of service facilitation, 
participation in firms’ activities, and policing other customers (Bove 
et al., 2009; Gong & Yi, 2021; Mitrega et al., 2022). Thus, CCB generally 
do not impose extra costs on the firm, are difficult for competitors to 
emulate, and can have potent effects for improving the firm’s profit-
ability and sustainability (Bettencourt et al. 2002; Chan et al., 2017; 
Motowidlo, 2000; Mustak et al., 2016). Yet the extent to which service 
firms can manage CP and cultivate more CCB to enhance their 
competitive advantage remains unclear, and their theoretical links have 
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not been well established. 

2.2. Interpersonal attraction and reinforcement processes 

Positive, affective responses to others represent IPA (Byrne & Neu-
man, 1992; Montoya & Horton, 2014). In its simple form, attraction 
refers to liking (Montoya & Horton, 2014). The construct combines 
different dimensions of the expected returns obtained from others into a 
single joint desire to establish and maintain a relationship. Social psy-
chologists note that it comprises physical attraction (e.g., perceived 
attractiveness of others’ physical appearance), social attraction (evalu-
ation of whether others might be friends), and task attraction (perceived 
ability of others to get a job done) (McCroskey et al., 2006). Thus, IPA is 
fundamental to interpersonal relationship development (Byrne, 1971; 
Clark & Pataki, 1995). It might be interesting to examine the separate 
effects of these underlying dimensions; for the current study though, we 
integrate them into a second-order IPA structure to examine its rela-
tionship with CP and the consequential outcomes of CCB, in an effort to 
explain how to develop IPA and what boundary conditions limit its 
emergence. 

Byrne’s (1971) reinforcement theory provides a theoretical basis for 
understanding the development of IPA in channeling the effect of CP on 
CCB. It proposes that attraction is a function of the proportion of rein-
forcing stimuli present in another person or the environment; people 
fundamentally need and prefer logical, consistent views of the world, 
which Byrne (1971) refers to as an effectance motive. Driven by this 
motive, people appreciate others who agree with them, which validates 
their ideas and attitudes and thereby reinforces the logic and consistency 
of their world. Disagreements instead create inconsistency and are 
associated with anxiety and confusion, which lead to repulsion or 
reduced attraction of others (Montoya & Horton, 2012). Briefly, ac-
cording to reinforcement theory, we are attracted to those who reward 
us and dislike those who punish us (Homans, 1961). Rewarding stimuli 
arouse positive emotions; we learn to act to obtain or sustain these re-
wards. Negative stimuli arouse negative emotions, motivating us to 
avoid behaviors that generate them (Byrne & Clore, 1970; Lott & Lott, 
1974). People’s evaluations of others’ or future behaviors thus result 
from reinforcement or reinforcing potentials associated with others or 
with the environment. For the current study, we therefore adopt this 
theoretical lens to clarify the link between CP and CCB, through IPA, as 
well as to consider three potentially influential reinforcers that may 
influence the process. 

2.3. Effect of customer participation on interpersonal attraction 

Literature on the mere exposure effect predicts a relationship be-
tween exposure and liking, such that liking of a person increases with 
repeated exposure to him or her (Burger et al., 2001). According to 
Byrne and Neuman (1992), “without the opportunity for interaction, 
there can be no opportunity for attraction” (p. 32). Therefore, CP in the 
form of interaction behaviors between customers and service employees 
provides a platform for cultivating IPA. Harrison and Zajonc (1970) offer 
a tentative explanation for this exposure effect, suggesting that when a 
perceiver confronts a novel stimulus (e.g., participation task), antago-
nistic response tendencies get tenuously elicited, producing a state of 
tension, also known as response competition. Response competition 
produces dislike of the stimulus and motivates exploratory behaviors to 
eliminate it. 

Subsequent exposures then provide opportunities for some response 
tendencies to be strengthened, while weakening or crowding out others. 
As one response gains dominance, response competition decreases, 
which reduces both dislike and the motivation to adopt exploratory 
behaviors, but it enhances attitudinal ratings and attractiveness. In other 
words, more CP allows both parties more opportunities to interact, so 
they are more capable of reducing their response competition. With 
regard to the service outcome in our study context (interior design 

service), the fit of the solution with customers’ needs and preferences is 
critical, so CP in the form of information sharing should provide 
necessary opportunities for the parties to interact and gain mutual un-
derstanding, which should reduce response competition and customers’ 
motives for exploratory behaviors. Customers then may be more likely 
to work with the designers, rendering more opportunities for increased 
mutual attraction (Harris et al., 2003). As Bettencourt et al. (2002) note, 
CP is particularly preferable in services that require customer inputs to 
find an optimal solution. In addition, the potentially positive effect of CP 
on IPA may be attributed to positive rewarding experiences achieved 
through reduced uncertainty, increased familiarity, or improved 
communication. 

In line with social exchange theory (Blau, 1964), CP provides op-
portunities for information exchanges that reduce the degree of uncer-
tainty related to the complexity of coproduced tasks (Adjei et al., 2010). 
Reduced uncertainty is a positive reward for both customers and em-
ployees. Similarly, Leuthesser and Kohli (1995) suggest that attraction 
judgments are continuous: When people interact more frequently, they 
process more information, which reduces uncertainty and ambiguity, 
thereby enhancing attraction. Increased CP also boosts customer-
–employee familiarity, which is a necessary condition for IPA (Byrne & 
Neuman, 1992; Harris et al., 2003). In a longitudinal study of adver-
tising agency–client relationships, Halinen (2002) suggests IPA as a key 
outcome of the interaction process. Similarly, Harris et al. (2003) show 
that when legal professionals make deliberate attempts to increase their 
opportunities to interact and communicate with customers, the cus-
tomers evaluate those legal professionals as more attractive. 

Furthermore, CP allows for more personal and affective customer-
–employee interactions by providing customers with opportunities to 
engage in more intense and varied interpersonal communication be-
haviors with service employees (Yim et al., 2012). Interpersonal 
communication during the CP process largely seeks agreement through 
consensual validation, which has positive effects on IPA too (Brink, 
1977; McCroskey et al., 2006). Specifically, CP through verbal expres-
sion and face-to-face interaction, as are common in many service set-
tings, allows customers and service employees to demonstrate their 
attitudinal agreement and decrease negative feelings, thereby increasing 
IPA (Brink, 1977; Lombardo et al., 1972). We expect that greater CP 
creates more opportunities for developing IPA, but CP on its own may 
not be enough to drive IPA. Instead, CP’s benefits might be realized only 
when external reinforcers, such as interpersonal similarity, task out-
comes, and environmental factors, also are well-matched, as we discuss 
subsequently. 

2.4. Interpersonal attraction and customer citizenship behavior 

Reinforcement theory predicts attraction to sources of rewards and 
dislike for sources of punishment. The reinforcing process motivates 
people to engage in behaviors that keep generating enjoyable rewards 
(Byrne & Clore, 1970; Ellegaard, 2012). Once attracted, they seek out 
more interactions with rewarding others, as well as increase the range 
and intensity of their behaviors and actions relative to those attractive 
others. Following repeatedly rewarding exchanges, attractees expect 
future interactions with the same others to be rewarding too, so they 
engage in extra-role behaviors, such as paying attention to or inquiring 
into the needs of attractive others (Clark & Pataki, 1995; Ellegaard, 
2012). Hald et al. (2009) argue that attraction fosters voluntarism in 
marketing exchanges, such that the attractiveness of a party prompts 
voluntary action (Mortensen, 2012). Moreover, attractees are more 
likely to identify with their attractors and adopt their behaviors, atti-
tudes, and opinions (Tedeschi & Bonoma, 1972). They open up and 
disclose personal information, improving the chances of behaviors and 
decisions that favor those specific others (Huston & Burgess, 1979). For 
example, people make more cooperative, accommodating choices with 
liked partners than with disliked ones; they go more out of their way to 
help attractive people in need more than unattractive people in the same 
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situations (Ahearne et al., 1999). 
Also according to reinforcement theory, stimuli with reinforcing or 

rewarding properties determine affective responses and evoke positive 
evaluative responses to related neutral stimuli. For example, customers’ 
perceptions of the attractiveness of service employees may create a halo 
effect of positive affective or evaluative responses to the employing firm 
or other customers associated with them (Ahearne et al., 1999). Beatty 
et al. (1996) find that customers’ feelings toward service employees “rub 
off” on the companies, implying that customers might display CCB to-
ward firms and other customers (Bove et al., 2009). Considering these 
effects of CP on the development of customers’ perceived IPA—which 
should increase CCB—we propose that IPA acts as a reinforcer that 
channels the effects of CP to CCB, targeting the service provider and 
other customers: 

H1. Customers’ perceived interpersonal attraction toward service 
employees mediates the positive effect of customer participation on 
customer citizenship behavior. 

2.5. Moderating effects of reinforcing stimuli 

In line with reinforcement theory, CP is a necessary but not sufficient 
condition for the development of IPA. It is a rewarding experience only 
when people interact with other people or in environments that have a 
high potential for reinforcement. The effects of CP on CCB through IPA 
also might be altered by reinforcers in the form of (1) exchange partners 
(i.e., customer–employee similarity), (2) tasks (i.e., task outcomes), and 
(3) the environment (i.e., customer-oriented organizational climates). 

2.5.1. People-related reinforcers: Shared interpersonal similarity 
According to Byrne (1971), a reinforcing stimulus for the develop-

ment of IPA is shared interpersonal similarity, defined as a match between 
a person’s demographics, interests, attitudes, values, background, or 
personality with similar characteristics of another person (Aronson 
et al., 2010). Humans are attracted to others who possess similar char-
acteristics (Berscheid & Walster, 1978; Ellegaard, 2012), who also tend 
to express similar views and opinions; through their interactions, they 
communicate evaluative statements and sentiments that assure, support, 
and justify each other’s views as valid and meaningful, which are 
powerful forms of reinforcement (Kelley, 1979). As such, interacting 
with similar others is rewarding and gradually develops attraction. In 
service encounters, similarity reflects the resemblance between the 
source (i.e., service employee) and the receiver (i.e., customer) of the 
service (McGuire, 1985). People like to conduct business with others to 
whom they feel similar (Harris et al., 2003), and the effect of similarity 
on interpersonal influence has received widespread attention (e.g., 
Doney & Cannon, 1997). For example, when a customer and salesperson 
share even incidental similarities, such as birthdays, the customer’s 
purchase intentions increase (Jiang et al., 2010). 

To extend this stream of research, we propose a moderating effect of 
shared interpersonal similarity, such that higher levels of CP increase 
perceived IPA if participants perceive a high reinforcing potential, due 
to interacting with similar others. According to reinforcement theory, 
attraction to a person is determined by the relative amount of positive 
and negative reinforcements received from that person (Ahearne et al., 
1999; Baumeister & Finkel, 2010). Low levels of shared interpersonal 
similarity lead to the accumulation of punishing, rejecting experiences, 
as well as categorizations of dissimilar others as out-group members who 
appear repulsive or dubious (Tajfel, 1978). When interacting with ser-
vice employees whom they consider in-group members though, due to 
their shared interpersonal similarity, positive responses should arise, 
including rewarding and positive reinforcements. Customers are more 
likely to be attracted to these employees if the interactions are intense, 
because of the favorable attitudes generally formed toward in-group 
members. In turn, they may perceive service employees as more 
attractive, trustworthy, honest, and cooperative than members of out- 
groups (Tsui et al., 2002; Turner, 1982). These service employees 

likely contribute to customers’ positive social identities too, raising their 
levels of self-esteem. Accordingly, with greater similarity, customers and 
employees have more opportunities to coproduce and gain rewarding 
experiences, both of which increase the perceived attractiveness of 
others. Greater shared interpersonal similarity between customers and 
employees should strengthen the positive effect of CP on IPA, because 
similarity elicits rewarding experiences. In contrast, low levels of shared 
interpersonal similarity weaken this positive effect, such that the parties 
may experience punishment or rejection in further interactions. We 
posit: 

H2a. Customers’ shared interpersonal similarity with service em-
ployees strengthens the positive effect of customer participation on 
customers’ perceived interpersonal attraction toward service 
employees. 

H2b. Customers’ perceived interpersonal attraction mediates the 
positive effect of customer participation on customer citizenship 
behavior only when customers’ shared interpersonal similarity with 
service employees is high. 

2.5.2. Task-related reinforcers: Task outcomes 
In line with the effectance motive of reinforcement theory, people 

gain the learned drive to be logical, consistent, and accurate in inter-
preting the world, so task-related reinforcers (i.e., task outcomes) might 
influence the moderating effect of people-related reinforcers of shared 
interpersonal similarity. The final products or services resulting from the 
service process constitute task outcomes (Auh et al., 2007; Ramaswamy, 
2011). To assess task outcomes, customers compare their service ex-
pectations with actual performance (Bendapudi & Leone, 2003; Zei-
thaml et al., 1993). Expectations are “consumer-defined probabilities of 
the occurrence of positive and negative events if the consumer engages 
in some behaviors” (Oliver, 1981, p. 33). Typically, customers charac-
terize outcomes as better than expected, expected, or worse than ex-
pected (Bendapudi & Leone, 2003; Zeithaml et al., 1993). Relative to 
subjective evaluations of interpersonal similarity, task outcomes repre-
sent a more accurate, objective interpretation of the values and out-
comes of the interaction of two parties. Better-than-expected task 
outcomes help validate the active involvement of customers’ partici-
pation and represent positive reinforcing stimuli; worse-than-expected 
task outcomes instead evoke need-threatening inconsistency and un-
certainty with regard to the self, such that those who participate 
intensively in joint production processes perceive greater disagreement 
and inconsistency between their behaviors and the task outcomes. 

According to reinforcement theory, when people confront more than 
one reinforcing stimuli (e.g., shared interpersonal similarity and task 
outcomes), they assess their consistency or congruency (Byrne, 1971; 
Harrison et al., 1971). Exposure research indicates that people are more 
likely to be exposed to stimuli accompanied by varying environmental 
conditions, that is, by new stimuli that elicit numerous, potentially 
strong associations. Exposure to stimuli may be accompanied by 
contiguous stimuli that are consistent and unlikely to elicit competing 
responses over the course of successive exposures. Accordingly, expo-
sure accompanied by such consistent rewarding stimuli, which provide 
unchanging cues, should encourage the selection of responses to the 
original stimuli, reduce response competition, and enhance people’s 
attitudinal ratings of attractiveness. In contrast, exposure to inconsis-
tent, contiguous stimuli might elicit new, competing responses to suc-
cessive stimuli. In this condition, the contiguous stimuli send “mixed 
messages,” inhibit efforts to reduce response competition, and impair 
attempts to build liking through successive stimuli exposures. 

In summary, repeated exposures to consistently rewarding stimuli 
should enhance attitudinal liking; exposure coupled with inconsistent or 
changing contiguous stimuli should diminish the exposure–liking rela-
tionship (Harrison et al., 1971). Therefore, we propose that the inter-
active effect of shared interpersonal similarity and CP on IPA, as 
predicted in H2a, is altered by the task outcomes, such that high levels of 
shared interpersonal similarity strengthen the effects of CP on IPA only 
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when the task outcomes are better than expected, not worse than ex-
pected. Similarly, we predict a moderated mediation effect, relative to 
H2b, that works only when task outcomes are better than expected. 

H3a. Customers’ perceived shared interpersonal similarity with 
employees strengthens the positive effect of customer participation on 
customers’ perceived interpersonal attraction toward service employees 
only when task outcomes are better than expected. 

H3b. Customers’ perceived shared interpersonal similarity with 
employees strengthens the indirect effect of IPA on the positive effect of 
customer participation on customer citizenship behavior only when task 
outcomes are better than expected. 

2.5.3. Organization-related reinforcers: Customer-oriented organizational 
climate 

In addition to people- and task-related reinforcers, the positive ef-
fects of IPA on CCB and its sustainability may hinge on the reinforcing 
potential of the environment. This proposition echoes the assertions of 
social exchange theory, namely, that actors’ reciprocation decisions are 
not made in isolation from their environments (Chan et al., 2017; Wil-
son, 2000). Accordingly, we include customer-oriented organizational 
climate as a key contextual factor that alters the effect of IPA on CCB. 
The concept of an organizational climate refers to the environment 
surrounding employees and customers that provides cues, norms, and 
expectations that constrain the process of rationalization or justification 
of employees’ work behaviors (Janssen et al., 2010). A customer- 
oriented organizational climate refers to people’s beliefs about organi-
zations’ customer service practices, procedures, and behaviors 
(Schneider, 1990). It signals which customer-focused behaviors are ex-
pected, valued, and rewarded by organizations’ top managers for 
achieving high service quality (Chan et al., 2017; Schneider et al., 1998). 
Customers’ perceptions that organizational climates are highly 
customer-oriented should help sustain the positive effect of IPA on CCB, 
because those who are attracted believe they will receive rewards from 
interacting with exchange partners who exhibit genuine desires to fulfill 
their needs, rather than having mere expectations of immediate returns 
(Ellegaard, 2012). Moreover, customers who are attracted to employees 

likely perceive those employees’ behaviors as congruent with their or-
ganizations’ service climates, and the consistent information should 
offer rewarding stimuli that reinforce future CCB. Therefore, we 
hypothesize: 

H4a. Organizational climates that are customer-oriented strengthen 
the positive effect of customers’ perceived interpersonal attraction to-
ward service employees on customer citizenship behavior. 

H4b. Customers’ perceived interpersonal attraction toward service 
employees mediates the positive effect of customer participation on 
customer citizenship behavior only when organizational climates are 
highly customer-oriented. 

Fig. 1 summarizes all these hypotheses. 

3. Research method 

3.1. Sample and procedure 

We began with four in-depth interviews with designers and their 
customers from two interior design companies in Hong Kong for about 
one hour each, asking them to comment on our key constructs and to 
confirm the salient roles of customers’ participation, interpersonal 
attraction, and CCB in the interior design service process. Following this 
step, we conducted our survey study with both customer and employee 
respondents from an interior design consultancy service institute in 
Hong Kong. Because we examine the interaction between customers and 
designers in a service process, which includes customers’ developed 
sense of interpersonal attractiveness toward a particular employee and 
their shared similarity, the use of dyadic data is preferable to depict the 
close interplay of the two parties. By collecting data from different 
sources, this design also helps minimize common method bias and rules 
out potential alternative explanations related to the parties’ personal 
characteristics. Interior design is a typical service setting that requires a 
high level of CP and multiple interactions between customers and de-
signers over an extended period, during which customers share 
considerable information (e.g., design preferences) and engage in de-
cisions with designers through meetings and discussions. It thus offers 

Fig. 1. Conceptual model and hypotheses.  
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an appropriate context for our study. 
We first contacted a senior manager, who endorsed the survey for 

employees (i.e., designers) and customers. We then distributed survey 
questionnaires to all 400 designers in the institute’s database and 
identified their corresponding customers. We specifically selected cus-
tomers with whom the designers recently interacted for the first time, to 
ensure the participants would have fresh recall. To encourage active 
participation, we offered each designer and the matched customers cash 
coupons of HKD 150 (≈ USD 19) and HKD 200 (≈ USD 26), respectively. 
The 322 designers who completed the survey provided information 
about their demographics, shared interpersonal similarities with cus-
tomers, and customer-oriented organizational climates. 

The customers completed the survey in two stages. Stage 1 started 
with the initiation of the renovation design and ended when customers 
paid their second installments. Because this study required considerable 
input from customers (e.g., discussing and confirming renovation 
design, selecting materials, purchasing basic furniture or accessories), in 
this stage we captured items related to CP, along with demographic data 
and control variables, such as customers’ prior experiences with interior 
design services. This stage usually took about two to four months to 
complete. Then Stage 2 covered the period from the time customers 
made their second installment payment to the completion of the interior 
design services (i.e., final payment, usually at least one month after the 
settlement of the second installment). At the end of Stage 2, the 
customer survey included items related to the task outcomes, IPA, and 
CCB. We asked both designers and customers to put their completed 
surveys in sealed envelopes and mail them directly to the researchers to 
ensure confidentiality. 

After we matched designer and customer respondents, the final us-
able sample size was 216 customer–designer dyads. Among the re-
spondents (customers, designers), 66.0% (54.6%, 77.3%) were men, and 
43.5% (40.7%, 46.3%) were within the age range of 30 to 39 years. 
About 37.5% of the designers had professional tenures of two to five 
years. To assess nonresponse bias, we compared the characteristics of 
the customers and designers in the sample with company data, which 
reflect similar profiles; we found no significant differences in gender, 
age, or tenure. Therefore, our sample represents the target population of 
customers and service employees in interior design consulting services 
in Hong Kong. 

As noted, by collecting data from multiple informants with different 
time frames, the study design helps minimize common method bias 
concerns. We also statistically controlled for potential common method 
bias (Podsakoff et al., 2003) with two approaches. First, we used a 
marker variable technique, with the items “The service outcome is 
controllable/I have control over the service outcome” (5-point scale; α 
= 0.88, r = 0.78), which should be conceptually unrelated to both our 
predictions and the criterion variables. All coefficients remain signifi-
cant after we control for this marker variable. Second, as suggested by 
Liang et al. (2007), we included a method factor whose indicators 
included all the constructs’ indicators, then determined if each in-
dicator’s variances could be substantially explained by the focal 
construct and the method. The results show that the ratio of substantive 
variance to method variance is more than 100:1, and most method 
loadings are insignificant. Therefore, common method bias is unlikely to 
be a concern for this study. 

3.2. Measure operationalization 

We adapted all the measures for the constructs included in our 
conceptual model from previously established items. Participants 
responded to questions with Likert measures on 5-point scales, ranging 
from 1 = “strongly disagree” to 5 = “strongly agree,” with the exception 
of the task outcomes. Following Auh et al. (2007) and Yim et al. (2012), 
we adopted a self-reported behavioral approach to capture customers’ 
levels of participation in the service process. We used five items to 
measure the extent to which a customer invests time and effort in 

sharing information, indicates their preferences and needs, and gets 
involved in the decision-making process with the designer (e.g., “I spent 
a lot of time sharing information about my design needs and opinions 
with the designer during the service process” [α = 0.80]). We adopted 
measures of shared interpersonal similarity from studies by McCroskey 
et al. (2006) and Ensher and Murphy (1997) to capture customers’ 
perceived similarity with the designers in terms of values, attitudes, and 
design mindsets (e.g., “My customer and I see things in much the same 
way” [α = 0.88]). 

For task outcomes, we used three items derived from Bendapudi and 
Leone (2003) to capture customers’ perceptions of the performance of 
their jointly produced interior design outcomes (e.g., “I think the inte-
rior design service outcome is….” 1 = “worse than expected”, 5 =
“better than expected” [α = 0.79]). For customer-oriented organiza-
tional climate, we adopted six items from Schneider et al. (1998) and 
Chan et al. (2017) that capture an organization’s emphasis on the 
importance of delivering quality customer service (e.g., “Our organiza-
tion is always working hard to improve the quality of service provided to 
customers” [α = 0.87]). We operationalized IPA and CCB as second- 
order structures. That is, IPA is a reflective second-order factor with 
three first-order indicators (and each indicator includes five items): 
physical, social, and task attraction (McCroskey et al., 2006). Similar to 
prior studies (Bove et al., 2009; Chan et al., 2017; Yi & Gong, 2013), we 
conceptualize CCB as a reflective second-order construct that captures 
CCB toward the service provider and CCB toward other customers (each 
indicator has four items). 

Finally, we added control variables, including customers’ and de-
signers’ genders and ages, customers’ prior experience with using inte-
rior design services, and designers’ organizational tenure. Experienced 
designers are more knowledgeable than younger designers (Wright & 
Bonett, 2002), which might affect customer evaluations. Because our 
results remain unchanged after controlling for those variables though, 
we do not discuss them further. Appendix I lists the measurement items 
and their factor loadings. We prepared our original questionnaire in 
English and translated it into Chinese using standard back-translation 
methods (Brislin, 1980). We pretested the questionnaire with 10 
dyads, involving designers and customers from the interior design 
institute, asking them to comment on any items they found ambiguous 
or difficult to understand. No major changes to the items were required. 

4. Data analysis and results 

4.1. Measurement assessment 

To assess the measurement model, we conducted a confirmatory 
composite analysis (Hair et al., 2020). Unlike confirmatory factor 
analysis, confirmatory composite analysis relaxes the strong assumption 
that all covariance between sets of measurement items can be explained 
by a common factor (Hair et al., 2017). The factor indeterminacy of 
confirmatory factor analysis also induces a band of uncertainty in the 
relationship between a common factor and the conceptual variable that 
it is intended to represent (Hair & Sarstedt, 2019). The argument that 
confirmatory factor analysis accounts for measurement error is not valid 
as long as this uncertainty exists (Rigdon et al., 2019). Following the 
guidelines proposed by Hair et al. (2020), we conducted a confirmatory 
composite analysis using SmartPLS software (Ringle et al., 2015). We 
evaluated the loadings and their significance. First, the loadings are all 
above 0.70, and the corresponding t-statistics are significant (p < 0.05) 
(see Appendix I). Second, the composite reliability for all variables 
ranges from 0.70 to 0.94, showing acceptable psychological properties 
(Table 1). Third, the average variance extracted for all items on each 
construct is higher than 0.50, thereby confirming convergent validity. 
Fourth, the square root of the average variance extracted for each 
construct exceeds the correlations of the construct with other constructs 
(Table 1). In addition, all heterotrait-monotrait ratio values are lower 
than the threshold value of 0.85, and none of the 95% bias-corrected and 
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accelerated confidence intervals (CIs) of the heterotrait-monotrait ratio 
of correlation statistics includes 1.00 (Hair et al., 2020), which confirms 
discriminant validity. 

4.2. Hypotheses testing 

To test our hypotheses, we used the PROCESS macro for SPSS (Hayes, 
2022). With regard to our prediction that customers’ perceived IPA to-
ward service employees mediates the positive relationship between CP 
and CCB, the 95% bootstrap bias-corrected CI excludes 0 (estimate =
0.19, 95% CI [0.09, 0.31]), in support of H1. Also in support of H2a, 
customers’ shared interpersonal similarity with service employees 
strengthens the positive effect of CP on customers’ perceived IPA toward 
service employees (b = 0.34, p < 0.05). To illustrate the interaction 
effects, we follow Aiken et al. (1991), use unstandardized regression 
coefficients, and plot the relationship between CP and IPA at low (one 
standard deviation below the mean) and high (one standard deviation 
above the mean) levels of the moderator of shared interpersonal simi-
larity. The plot reveals that the positive effect of CP on IPA is stronger for 
customers (t = 3.50, p < 0.001) with a high degree of shared interper-
sonal similarity with the employee than for customers with a low degree 
of such similarity (t = 1.28, p >.10) (Fig. 2A). Moreover, shared inter-
personal similarity with employees significantly moderates the indirect 
effect of IPA on the relationship between CP and CCB (Table 2). Spe-
cifically, the 95% bootstrap bias-corrected CI includes 0 (estimate =
0.07, 95% CI [− 0.04, 0.19]) at − 1 SD from the mean of the moderator, 
but it excludes 0 (estimate = 0.21, 95% CI [0.10, 0.34]) at + 1 SD from 
the mean. The index of moderated mediation also does not include 
0 (estimate = 0.10, 95% CI [0.01, 0.20]). Thus, H2b is supported. 

To test H3, we specified a moderated mediation model with a single 
mediator (IPA), a primary moderator (interpersonal similarity), and a 
secondary moderator (coproduction task outcome). Thus we can 

determine if the indirect effect of CP (independent variable) on CCB 
behavior (dependent variable) through IPA with the employee (medi-
ator) varies across levels of interpersonal similarity (primary moderator) 
and task outcomes (second moderator). The three-way interaction of CP, 
shared interpersonal similarity with employees, and task outcomes is 
significant (b = 0.27, p < 0.05). A plot of this interaction reveals that 
shared interpersonal similarity with employees strengthens the indirect 

Table 1 
Descriptive statistics and correlations.  

Variable Mean SD CR 1 2 3 4 5 6 

1. Customer participation (CP)  3.37  1.59  0.87  0.77      
2. Shared interpersonal similarity  3.74  1.68  0.92  0.32**  0.81     
3. Task outcomes  3.63  1.10  0.87  0.13*  0.25**  0.84    
4. Interpersonal attraction (IPA)  3.83  1.16  0.92  0.33**  0.32**  0.58**  0.77   
5. Customer-oriented organizational climate  3.75  1.24  0.93  0.06  0.38**  0.13*  0.15*  0.85  
6. Customer citizenship behavior (CCB)  3.28  1.27  0.91  0.21**  0.41**  0.29**  0.48**  0.39**  0.82 

Note: The cells on the diagonal report the square root of the average variance extracted; SD = standard deviation; CR = composite reliability. 
* p < 0.05, ** p < 0.01. 

Fig. 2A. Interaction effects of customer participation (CP) and shared interpersonal similarity.  

Table 2 
Moderated mediation effects model predicting customer citizenship behavior 
(CCB).  

Moderator Path Estimate 95% bias-corrected 
bootstrap confidence 
interval 

Shared interpersonal 
similarity (H2) 
Low (M − 1SD) 
High (M + 1SD) 
Index of moderated 
mediation 

CP → 
IPA → 
CCB     

0.07 ns 

0.21* 
0.10*  

− 0.04, 0.19 
0.10, 0.34 
0.01, 0.20 

Indices of conditional moderated 
mediation by shared interpersonal 
similarity among task outcome (H3) 
Low (M − 1SD) 
High (M + 1SD) 
Index of moderated mediation  

− 0.12 ns 

0.12* 
0.08*  

− 0.26, 0.02 
0.08, 0.16 
0.01, 0.16 

Customer-oriented 
organizational climate 
(H4) 
Low (M − 1SD) 
High (M + 1SD) 
Index of moderated 
mediation 

CP → 
IPA → 
CCB     

0.13* 
0.22* 
0.07*  

0.05, 0.22 
0.11, 0.34 
0.01, 0.13 

* p < 0.05; ns.: not significant. 
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effect of IPA on the relationship between CP and CCB at high (+1SD) 
levels of the task outcomes (index of conditional moderated mediation 
= 0.12, 95% CI [0.08, 0.16]) but not at low (–1SD) levels (index of 
conditional moderated mediation = − 0.12, 95% CI [− 0.26, 0.02]). 
Furthermore, the index of moderated mediation does not include 0 (es-
timate = 0.08, 95% CI [0.01, 0.16]). Fig. 3 depicts the interaction, by 
plotting the impact of CP on IPA for the values of shared interpersonal 
similarity at high (Panel A) and low (Panel B) task outcome levels. In 
Panel A (better-than-expected task outcome), the positive effect of CP on 
IPA is stronger for customers with high degrees of shared interpersonal 
similarity with employees than for those with low degrees. Particularly, 
CP has a positive effect on IPA for a high level of shared interpersonal 
similarity (t = 2.79, p < 0.01) but no significant effect for a low level of 
similarity (t = 1.47, p >0.10). In contrast, in Panel B (worse-than-ex-
pected task outcome), the positive effect of CP on IPA becomes non- 
significant for customers with high degrees of shared interpersonal 
similarity with employees. We thus find support for H3a and H3b. 

Notably, the lowest rating on IPA relates to customers with low de-
grees of CP, low degrees of similarity, and worse-than-expected out-
comes. When task outcomes are worse than expected and the service 
employees exhibit low similarity to customers, highly participatory 
customers, compared with inactive customers with low participation, 
perceive those service employees as more attractive. This finding may be 
the result of a self-serving bias, such that when a failure occurs (i.e., 
outcome is worse than expected), inactive customers with low partici-
pation attribute the blame to dissimilar designers, because they regard 
them as out-group members. Thus, their perceived attraction to these 
dissimilar designers is low, relative to the perceived attraction of inac-
tive customers who share high similarity with the designers and perceive 
them as in-group members or part of their extended selves, such that 
they bear less responsibility for the failure (Belk, 1988; Tajfel & Turner, 
1986). However, the self-serving bias or negative attribution of highly 
participatory customers decreases, because they choose to participate in 
the service process and therefore take more responsibility for the out-
comes (Bendapudi & Leone, 2003). These findings indicate that high 
degrees of shared interpersonal similarity may not function well if the 
task outcomes are worse than expected, particularly for those customers 
who participate at length in co-designing tasks. 

Regarding H4, Table 2 reveals that a customer-oriented organiza-
tional climate significantly moderates the indirect effect of IPA: At − 1 
SD from the mean of the moderator, the 95% bootstrap bias-corrected CI 
excludes 0 (estimate = 0.13, 95% CI [0.05, 0.22]); at + 1 SD, it also 
excludes 0 (estimate = 0.22, 95% CI [0.11, 0.34]). The index of 
moderated mediation does not include 0 either (estimate = 0.07, 95% CI 

[0.01, 0.13]), in support of H4b. To illustrate the interaction effects, we 
plot the relationship between IPA and CCB at low and high levels of the 
moderator of customer-oriented organizational climate. Fig. 2B shows 
that the positive effect of IPA on CCB is stronger for a higher (t = 6.18, p 
< 0.001) than for a lower (t = 4.50, p < 0.001) customer-oriented 
organizational climate, in support of H4a. 

5. Discussion 

In a dynamic business environment, firms recognize the importance 
of collaborating with customers to co-create value in the product/ser-
vice production and delivery process (Chen & Liu, 2020; Morgan et al., 
2019; Vargo & Lusch, 2004). Moreover, academics and practitioners 
increasingly acknowledge that CCB can contribute to firms’ sustainable 
competitive advantages. To extend this research area, we leverage 
reinforcement theory to understand the relationship between CP and 
CCB and identify underlying mechanisms that mediate this relationship, 
as well as how different reinforcers (people-, task-, and organization- 
related) function as contextual factors that alter the effects of CP. Our 
findings offer several significant research and managerial implications. 

6. Research implications 

Customer participation has been considered an important topic in 
various streams of business research. This paper extends current litera-
ture on CP in a few ways. First, we introduce CCB as a focal construct in 
the process by which CP influences key customer outcomes. Existing 
research usually assumes extrinsic motivations are at play when it ex-
amines the impact of CP on customers’ service evaluations, employees’ 
job performance, and firms’ profitability (Chan et al., 2010; Lovelock & 
Young, 1979; Mustak et al., 2016), through mechanisms such as 
improved service quality, reduced costs, enhanced control, or increased 
efficiency and productivity. Few studies take an intrinsically oriented or 
broader view of the impact of CP on customers’ willingness to engage in 
extra-role, discretionary behaviors that contribute to sustained firm 
success (Mustak et al., 2016). Our research thus adds to the extant 
knowledge by offering insights on the role of CCB as another rewarding, 
but under-researched outcome of CP. Similarly, prior research on CCB 
examines various antecedents, including customer satisfaction (Bove 
et al., 2009), commitment (Gruen et al., 2000), and customer socializ-
ation (Groth, 2005); we extend this literature stream by showing that CP 
could be another crucial initial step for fostering and developing CCB 
related to firms and other customers as well. We thus integrate these two 
important customer behaviors (i.e., CP and CCB), which have largely 

Fig. 2B. Interaction between interpersonal attraction (IPA) and customer-oriented organizational climate.  
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been studied in isolation, and make an initial attempt to simultaneously 
examine and clarify the causal relationship between them. 

Second, past studies argue that CP leads to a better relationship with 
the service providers (Chan et al., 2010; Ennew & Binks, 1996). We 
advance this argument by identifying and affirming IPA as an important 
relational outcome that can induce participating customers to engage in 
citizenship behaviors. Nevertheless, our findings further reveal that CP 
is a necessary but not sufficient condition for developing IPA and CCB, 
reinforcing the importance of investigating its boundary conditions 
(Bendapudi & Leone, 2003; Dong et al., 2015). Moreover, prior studies 
explore positive and negative outcomes of CP (Mustak et al., 2016; Yim 
et al., 2019); we add to this stream of research by uncovering the 
interplay of employees’ characteristics (i.e., shared similarity), task 
outcomes, and organizational culture with customers’ participation. The 
resulting empirical evidence supports scholars’ call for the establish-
ment of an organizational culture that encourages CP (e.g., Mustak, 
2019; Mustak et al., 2016), in that it details the significance of a 
customer-oriented organizational climate in sustaining the effect of IPA 
on CCB. 

Third, this work augments existing marketing and organizational 
behavior literature through the application of reinforcement theory to 
investigate the role of IPA and various reinforcers in service contexts. To 
the best of our knowledge, this study is the first to use reinforcement 
theory to examine the effects of various reinforcers jointly (people-, task- 
, and organization-related) to predict the effects of CP on CCB through 
the mediation of IPA. Our investigation provides a more nuanced un-
derstanding of the consequential effects of CP, related to the more 
intrinsic, enduring outcome of developing IPA with employees. 

Fourth, we extend similarity research by shining new light on its 
complex relationship with CP. Contrary to a generally accepted notion 
that similarity enhances social connectedness, subsequent service eval-
uations, and purchase behaviors (Jiang et al., 2010), our findings indi-
cate that shared similarity between customers and employees is not 
always effective. Rather, accurate assessments require consideration of 
the parties’ joint task outcomes. If customers participate with similar 
employees but the task outcomes are worse than expected, it can reduce 
the perceived attractiveness of employees and hamper CCB. This more 
refined understanding of the interplays of various reinforcers (i.e., 

Fig. 3. Three-way interaction with task outcomes.  
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different levels, with different valences, and from different sources) 
helps clarify the effect of CP on the ultimate outcome of CCB. 

6.1. Managerial implications 

Our findings highlight several implications for firms that seek to 
promote CP and foster customer motivation to engage in citizenship 
behaviors. First, promoting and encouraging CP remains crucial; it is a 
necessary first step in initiating customers’ voluntary and discretionary 
behaviors. As an executive at Tilottoma, a leading Bangladeshi interior 
design firm, explained, giving “customers every chance to remain 
involved in the design project while it’s ongoing” is the key to ensure 
their satisfaction (Lucy, 2019). Managers can provide interactive plat-
forms that foster more information exchange and communications 
among customers and their employees. Particularly, they can leverage 
the increased accessibility of online platforms to enhance their reach 
and interactivity with customers (Etgar, 2008; Mustak et al., 2016). For 
instance, platforms used by Betabrand help designers and producers 
receive early-stage inputs from customers, such as in response to pro-
totypes. Similarly, the furniture retailer IKEA’s mobile app and shopping 
portal feature an augmented reality function, enabling customers to 
transform spaces virtually and share images of what they buy. 

Second, customer participation provides a basis for the development 
of interpersonal attraction toward the service employee. As we show, 
employee attractiveness is important. It does not form through simple 
one-off contacts but rather involves repeated interactions between cus-
tomers and employees. In turn, CP enables customers to perceive service 
employees as more physically attractive, more competent in managing 
joint tasks, and more socially attractive and apt to be their friends—all 
perceptions that induce customers to exhibit CCB, by offering repeat 
business, referrals, or help to other customers. While firms can take 
various approaches to promote and encourage CP, they may also train 
and reward their frontline employees to be more active in involving 
customers during the service process. As Mustak (2019, p. 86) puts it, 
“an organizational culture that encourages its personnel to actively 
engage with the other side of the dyad needs to be developed and sup-
ported.” Leading brands already seek ways to enable their employees to 
engage the more active and direct involvement of customers; returning 
to the example of Betabrand, it gives designers direct access to cus-
tomers, so that they can encourage customers to participate in joint 
production processes to design new, emerging products that fit cus-
tomers’ needs. Managers can also devote more resources in training and 
development so as to improve employees’ task competence and 
communication skills, as which can enhance their perceived attrac-
tiveness, an element that is difficult for competitors to imitate. Many 
service companies also employ people with pleasant physical attributes 
(Pingitore et al., 1994), seemingly in the belief that an attractive service 
staff provides a decisive clue that informs customers’ satisfaction and 
evaluations (Kim, 2018; Koernig & Page, 2002). Overall, incorporating 
interpersonal attraction as an element of marketing practices can help 
companies build relationships with their customers to support more 
value creation (Ellegaard, 2012). 

Third, firms should be cautious in managing CP. Our findings show 
that it is a necessary condition for the development of IPA and subse-
quent CCB, but contextual factors have strong influences, including 
people-, task-, and organization-related reinforcers. Noting our finding 
that the indirect effect of CP on CCB through IPA only exists when 
customers perceive a strong similarity with employees, firms might need 
to learn customers’ preferences and styles, through a preliminary sur-
vey, then use that initial screening to assign employees who share 
similar styles and values to customers. Similarity judgments also tend to 
be informed by face-to-face interactions, so as part of their training, 
employees should learn how to leverage their knowledge about products 
or services to engage in conversation topics relevant to customers and 
find “common ground” with them (Jiang et al., 2010). Nevertheless, 
similarity is not the only relevant factor. Managers also need to consider 

task outcomes, because establishing similar customer–employee dyads 
likely functions well if the task outcomes are successful, but if the out-
comes are worse than expected, the effect of similarity is attenuated. 

Fourth and relatedly, delivering a better-than-expected task outcome 
is key. Such outcomes are the golden rule for services, and they also help 
sustain the positive effect of CP on IPA, especially when customers and 
employees share high degrees of similarity. Managers should focus on 
training a competent workforce that can deliver favorable service out-
comes, which ultimately are what counts in the service delivery process. 
Yet highly participative customers might perceive dissimilar employees 
as more attractive if the task outcomes are below their expectations. This 
finding reaffirms the importance of fostering more customer participa-
tion particularly when managers foresee a more uncertain service 
outcome because active customers might be less likely to embrace a self- 
serving bias when services fail and blame the service providers (Bend-
apudi & Leone, 2003). 

Fifth, organizations need a customer-oriented service climate, 
because it can help sustain the positive effect of CP on CCB through the 
development of IPA. According to Ahearne et al. (1999), attractiveness 
effects diminish over time, unless reinforcing stimuli in the environment 
help motivate or sustain them. A customer-oriented service climate can 
function in that role, to confirm and reinforce customers’ beliefs that 
their needs will be fulfilled and addressed by employees. In this effort, 
firms should ensure their culture and internal organization practices 
align in terms of creating a customer-oriented service environment for 
employees and customers, especially if customers are highly implicated 
with and participate in the service experience (Paulin et al., 2006). For 
example, firms can signal the importance of a customer-centric culture 
by providing staff with the latest tools and technology to support their 
customer service activities, track customer satisfaction and complaints, 
and establish appropriate rewards systems to motivate and retain em-
ployees who exhibit desirable customer-oriented behaviors (Mechinda 
& Patterson, 2011). Overall, our research points to the importance of 
creating positive, consistent stimuli in the environment, together with 
customers’ rewarding experiences with attractive employees, to rein-
force CCB. 

7. Limitations and future research 

Our study reveals several limitations and clear areas that represent 
opportunities for further research (see Appendix II). First, regarding the 
role and effect of CP, we take a cross-sectional view of the impact of CP 
on IPA and CCB; it would be useful to explore if these effects persist or 
get reinforced over time. Further research also might study the different 
dimensions of CP separately, such as breadth and depth (Morgan et al., 
2019); different forms of participation, such as behavioral, relational, 
and psychological (Yim et al., 2019); or different customer roles, such as 
requester, early buyer, or promoter (Coviello & Joseph, 2012). Such 
considerations could provide a more nuanced understanding of the 
unique impacts of CP on the development of IPA and subsequent CCB. 
Second, we focus on the positive aspects of CP and IPA; it also would be 
useful to explore their dark sides, such as “hostage” effects that cause 
customers to remain with an individual service employee, even if that 
person moves to another firm (Yim et al., 2008). A related consideration 
is whether CP always leads to IPA and CCB, such as when the product 
involvement is low or the service interaction is transactional. Third, 
noting the intrinsic nature of IPA and its potentially decreasing effect 
over time (Ahearne et al., 1999), further research might explore its in-
cremental effects on service outcomes and its moderating role on the 
relationships among other variables, to learn if it helps enhance cus-
tomers’ motivation to continue participating in service co-creation. 

Fourth, we focus on one professional service (interior design) that 
involves intense interactions between customers and service employees 
in an offline context. Additional research could test the generalizability 
of our findings in other contexts, such as business-to-business services or 
knowledge-intensive businesses, as well as compare offline with online 
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services. We also call for studies that extend the investigation to trans-
formative services, such as healthcare, education, and the sharing 
economy, that promise to contribute to the well-being of customers 
(Bettencourt et al., 2002; Mende & van Doorn, 2015; Mustak et al., 
2013). Fifth, we call for research into other relevant moderators, such as 
customer or employee characteristics (e.g., cultural differences) (Chan 
et al., 2010), or other behavioral outcomes, such as switching behaviors, 
customers’ destructive behaviors, or employees’ sweethearting (Brady 
et al., 2012), to provide a more comprehensive view of the process we 
identify with this study. 
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Appendix I. Measurement items and factor loadings  

Construct and measurement items Factor loadings 

Customer participation (CP)a 

I have a high level of participation in the service process. 
I am very much involved in deciding how the design service should be provided. 
I spend a lot of time sharing information about my design needs and opinions with the designer during the service process. 
I put a lot of effort into expressing my personal needs to the designer during the service process. 
I always let the designer know my preferred ways of designing during the service process.  

Shared interpersonal similarityb 

My customer thinks like me. 
My customer shares my values. 
My customer has thoughts and ideas that are similar to mine. 
My customer expresses attitudes similar to mine. 
My customer and I see things in much the same way. 
My customer and I analyze problems in a similar way. 
My customer and I think alike in terms of coming up with a similar solution for a design problem.  

Task outcomesa 

I think the interior design service outcome is… [1 = worse than expected, 5 = better than expected] 
I think the look of this interior design is… [1 = worse than expected, 5 = better than expected] 
I think the usability outcome of this interior design is… [1 = worse than expected, 5 = better than expected]  

Interpersonal attraction (IPA)a 

Physical attraction 
I think she/he is nice looking. 
He/she really looks like a designer. 
I find her/him attractive physically. 
I like the way she/he looks. 
My designer looks appealing to me.  

Social attraction 
I think she/he could be a friend of mine. 
I enjoy interacting with my designer. 
She/he would fit into my circle of friends. 
We could establish a personal friendship with each other. 
I would like to have a friendly chat with her/him.  

Task attraction 
I can count on my designer to get the task done. 
I have confidence in her/his ability to get the job done. 
If I wanted to get the design task done, I could probably depend on her/him. 
I could accomplish many things with my designer. 
This designer is a competent problem solver.  

Customer-oriented organizational climateb 

Our organization is always working hard to improve the quality of service provided to customers. 
Our organization has specific ideas about how to improve the quality of service provided to customers. 
We often make suggestions about how to improve the service quality in our organization. 
In our organization, we put a lot of effort into our jobs to try to satisfy customer expectations. 
No matter how we feel, we always put ourselves out for every customer we serve. 
We often discuss how to improve service quality.  

Customer citizenship behaviors (CCB)a 

Customer citizenship behavior (CCB) toward the service provider  

0.79 
0.85 
0.76  

0.83  

0.77    

0.82 
0.87 
0.76 
0.72 
0.81 
0.77 
0.86    

0.88  

0.95  

0.93    

0.94 
0.90 
0.89 
0.81 
0.80 
0.87  

0.91 
0.87 
0.78 
0.76 
0.81 
0.79  

0.85 
0.86 
0.89 
0.78 
0.71 
0.77   

0.87  

(continued on next page) 
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(continued ) 

Construct and measurement items Factor loadings 

I make constructive suggestions on how to improve its service. 
I give the designer my full cooperation. 
I say positive things about this company/designer to others. 
If the designer gave me some recycled bags printed with the company’s logo, I would be glad to carry them in public.  

Customer citizenship behavior (CCB) toward other customers 
I will encourage friends and relatives to use this company’s service. 
I would explain the design concepts of this company to my friends. 
I would tell other people that I have used this designer/company’s service. 
If other people had interior design service needs, I would pass this company’s contact information on to them. 

0.88  

0.81  

0.83  

0.82  

0.85   

0.94 
0.81 
0.74 
0.87 
0.83   

0.92 
0.89 
0.87 
0.78 
0.84  

Notes: a = rated by the customer; b = rated by the designer. 

Appendix II. Possible research directions  

Focus area Potential research direction 

Role and effect of CP  • Can the effects of CP on IPA and CCB change over time? Would the reinforcement last?  
• Does decomposing CP into different dimensions (e.g., breadth, depth), different forms (e.g., behavioral, relational, psychological), or different 

customer roles (e.g., requester, early buyer, promoter) influence the development of IPA and CCB differently? 
Consequences of CP  • What are the potential dark sides or dysfunctional effects of CP and IPA?  

• Would encouraging CP decrease IPA and CCB in relation to low product involvement or transactional services? 
Role of IPA  • How do the effects of IPA vary when evaluated over time?  

• Can IPA enhance customers’ motivation to continue participating? 
Contexts  • What are the effects of CP, IPA, and CCB in B2B contexts or knowledge-intensive business services (KIBS)?  

• How do the effects of CP on IPA and CCB differ between offline and online contexts?  
• What role might IPA play in transformative service contexts, such as healthcare, education, and the sharing economy, that promise to contribute to 

customers’ well-being? 
Moderators and outcome 

variables  
• Do customer and employee characteristics, such as cultural differences, moderate the relationships among CP, IPA, and CCB?  
• What effects do CP and IPA have on other behavioral outcomes, such as switching behaviors, customers’ destructive behaviors, or employees’ 

sweethearting?  
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