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How customer orientation leads
to customer satisfaction

Mediating mechanisms of service workers’
etiquette and creativity

Lu-Ming Tseng
Department of Risk Management and Insurance,

Feng Chia University, Taichung, Taiwan

Abstract
Purpose – Financial service workers’ etiquette and creativity have been less mentioned in the research on
bank marketing. The purpose of this paper is to examine the mediating effects of financial service workers’
etiquette and creativity on the relationship between customer orientation and customer satisfaction.
Design/methodology/approach – Data are collected from 336 insurance customers in Taiwan, and partial
least squares analysis is used to test the hypotheses.
Findings – The findings show that financial service workers’ customer orientation (perceived by customers)
is positively related to the customers’ perception of financial service workers’ etiquette and creativity.
Moreover, it is found that the financial service workers’ etiquette and creativity partially mediate the
relationship between customer orientation and customer satisfaction.
Originality/value – This is the first study to highlight the roles that financial service workers’ etiquette and
creativity play in the relationship between customer orientation and customer satisfaction.
Keywords Creativity, Customer orientation, Customer satisfaction, Financial service, Etiquette
Paper type Research paper

Introduction
The customers’ satisfaction is crucial to the success of service companies. Understanding
what factors increase the customers’ satisfaction is also an objective of many marketing
studies. While numerous studies have examined antecedents and consequences of customer
satisfaction, researchers still suggest that more studies need to be conducted in this
area (Evanschitzky et al., 2012). Considering the call for further research, this study sets out
to examine the role of financial service workers’ behaviors in predicting customer
satisfaction. More specifically, this study aims to understand the links between three types
of financial service worker behaviors (i.e. customer orientation, etiquette and creativity) and
customer satisfaction. We try to check whether or not the financial service worker’s
customer orientation, etiquette and creativity influence the customers’ satisfaction.
Moreover, we would like to know whether or not the etiquette and creativity mediate
the relationship between customer orientation and customer satisfaction.

The relationship between customer orientation and customer satisfaction has been
studied in the literature, and the researchers deem that customer orientation is valuable to
service businesses because it maintains positive customer expectations and leads to a
more harmonious relationship between service workers and customers (Frambach et al.,
2016). Since the idea of customer orientation could provide a good foundation for
understanding customer satisfaction, the first purpose of this paper is to confirm the
relationship between financial service workers’ customer orientation (perceived by
customers) and customer satisfaction.

The second purpose of this research is to investigate how the relationship between
customer orientation and customer satisfaction can be mediated by the customer’s
perception of service worker etiquette. The current study, which addresses the etiquette of
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financial service workers, should be relevant and significant for the bank and insurance
marketing research because business etiquette involves the courteous behaviors that are
expected from business partners, and satisfying these expectations is very important for
advancing partner satisfaction and interpersonal relationship in the business environment.
In fact, researchers acknowledge that business etiquette is a significant factor contributing
to customer satisfaction (Armstrong and Boon Seng, 2000). Yet, there is no research that has
looked at the role of customer orientation in the prediction of service worker etiquette. The
impact of service worker etiquette on customer satisfaction has been less mentioned as well.
From the theoretical point of view, customer-oriented workers will strive to build a
successful customer relationship (Gerlach et al., 2016), while etiquette is essential to the
relationship (Martin and Chaney, 2012). Therefore, it could be expected that a service
worker’s customer orientation may positively relate to the service worker’s etiquette. On the
other hand, it is believed that when a service worker practices proper etiquette, she/he is
more likely to make customers feel comfortable (Sabath, 2005). This in return may enhance
the customers’ satisfaction. Few studies on bank marketing have examined the effect of
financial service worker etiquette. Hence, this study may provide a contribution to the
relevant literature in terms of the association between customer orientation and financial
service worker etiquette, as well as the link between financial service worker etiquette and
customer satisfaction.

Some researchers have also discussed service workers’ creativity. For example, it is
proposed that market orientation may positively relate to service worker creativity (Wang
and Miao, 2015). Some studies also find that creative activities, such as service
innovativeness, are an important determinant of service worker performances (Wang and
Netemeyer, 2004; Li et al., 2008). However, it should be noted that the literature is less clear
about the relationship between customer orientation and service worker creativity.
Besides this, to what extent service worker creativity could affect customer satisfaction is
still unclear. The literature gaps motivate this study to provide some discussions on these
issues. Thus, the third purpose of this research is to provide further insight into the
relationships among customer orientation, financial service worker creativity and
customer satisfaction.

In summary, based on Taiwanese customers’ perspective, the current study checks
how the relationship between customer orientation and customer satisfaction could
be mediated by the customers’ perception of financial service worker etiquette and
creativity. It has long been acknowledged that business etiquette can increase the service
workers’ positive image, and good etiquette skills could enable the service workers
to foster a better customer relationship (Ready et al., 2008). The idea of customer
orientation should also trigger more research interest in creativity and customer
satisfaction studies (Wang and Miao, 2015). Therefore, this study may contribute to the
literature on financial services by providing some empirical observations of the mediating
effects of financial service worker etiquette and creativity on the relationship between
customer orientation and customer satisfaction.

Literature and hypotheses
Figure 1 presents the conceptual model of this study. As can be seen in the figure, a financial
service worker’s customer orientation (labeled as “service worker CO”) is positively
associated with customer satisfaction. The model then posits that financial service worker
CO may positively relate to customer perception of financial service worker etiquette and
creativity (labeled as “service worker etiquette” and “service worker creativity”), and
customer perception of financial service worker etiquette and creativity are positively
associated with customer satisfaction. The literature review and hypotheses of this research
are proposed based on the conceptual model.
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Customer orientation and customer satisfaction
Customer orientation refers to the degree to which the service worker practices the marketing
concept by trying to help the customers make purchase decisions that will satisfy customer
needs (Saxe andWeitz, 1982, p. 344). The concept of customer orientation has generated a long
stream of service and sales management research (Guenzi et al., 2011). It has been shown that
customer-oriented workers will engage in behaviors directed at value creation and relationship
development with customers (Terho et al., 2015). The impact of being customer oriented on
service worker performances has also been examined. Previous findings demonstrate that
customer orientation is an important and positive predictor of service worker performance, and
is related to higher customer repurchase intentions (Guenzi et al., 2011).

Since the concept of customer orientation highlights the service workers’ ability to help
customers solve problems and offer services that meet customer needs, researchers agree
that customer-oriented behaviors by service workers could enhance the customer
satisfaction and create customer loyalty (Zablah et al., 2012). Some studies then suggest that
customers will feel satisfied only when their previous problems have been successfully
solved (Frambach et al., 2016). Based on these views, it is reasonable to propose that
financial service workers’ customer orientation may positively enhance customer
satisfaction. Thus, the following hypothesis is advanced:

H1. A customer’s perception of a financial service worker’s customer orientation will
positively relate to the customer’s satisfaction.

Customer orientation and customer perception of financial service worker etiquette
Business etiquette can refer to expectations of individual actions within a business
environment (Martin and Chaney, 2012). Previous studies have supported the importance
of business etiquette, especially for new employees who are just entering the service
industry (Dunn, 2011). Since service workers are responsible for helping companies
generate new business by contacting new customers, having good etiquette skills could
make the service workers stand out from other competitor. Some etiquette training
programs are also provided to help the service workers meet a variety of business needs
(Martin and Chaney, 2012).

Although it is pointed out that the value of the financial services would be assessed
based on the quality of interactions between customers and financial service workers
(Ponnam and Paul, 2017), the concept of service worker etiquette has been less studied in
the literature on bank marketing. Customer-oriented selling pursues a good buyer – seller
relationship (Frambach et al., 2016), and etiquette is important for building the
relationship (Post, 2007). Therefore, the role of financial service worker etiquette should

H5: +H4: +

H1: +

H3: +H2: +

Service worker
CO

Customer
satisfaction

Service worker
etiquette

Service worker
creativity

Note: H6 and H7 focus on mediating effects

Figure 1.
The conceptual model
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not be overlooked in the research on customer orientation. On the other hand, customer-
oriented service workers will focus on the delivery of high service quality for customers,
while etiquette is an important dimension of service quality (Blocker et al., 2011). Based on
this view, we argue that customer-oriented service workers will try to follow the rules of
business etiquette because etiquette may increase service quality.

In short, customer orientation requires greater expenditure of effort by the service
workers in customer relationships. Etiquette is the very essence of the relationship. Hence,
it is reasonable to argue that customer-oriented service workers will be more likely to
follow the rules of etiquette, and therefore the link between financial service workers’
customer orientation and customer perception of financial service worker etiquette may be
positive. This kind of relationship has not been studied. We try to explore this and a
hypothesis is proposed:

H2. A customer’s perception of a financial service worker’s customer orientation will
positively relate to the customer’s perception of financial service worker etiquette.

Customer perception of financial service worker etiquette and customer satisfaction
Some researchers have also pointed out that business etiquette is an important factor in
enhancing the customer relationship (Otnes et al., 2012). Since researchers have confirmed
that customers’ experiences of etiquette are strongly associated with their perceived
satisfaction, and previous studies have also suggested that courtesy and etiquette could
be predictors of the customer satisfaction (Caruana, 2002). Therefore, it can be suggested
that financial service worker etiquette could enhance customer satisfaction. Thus, a
hypothesis is proposed:

H3. A customer’s perception of financial service worker etiquette will positively relate to
the customer’s satisfaction.

Customer orientation and a financial service worker’s creativity
Sawyer (2012) defined creativity as the emergence of something novel and appropriate,
from a person, a group or a society. Wang and Netemeyer (2004) conceptualized
service worker creativity as new ideas created and novel behaviors exhibited by
the service worker in the service activities. Researchers have recognized that the creativity
of service workers is a critical element that stimulates competitive advantage
(Puente-Díaz, 2016). Some studies have also revealed that creative workers are
more likely to generate new ideas and new products to improve organizational
performance (Hirst et al., 2009). Owing to its importance, creativity is an important topic
that has received considerable attention by many studies. Several studies have also
attempted to identify the antecedents of workers’ creativity (Puente-Díaz, 2016). However,
only a few studies try to examine the relationship between marketing philosophy (such as
customer orientation) and service workers’ creativity (Wang and Miao, 2015).

In this study, we argue that financial service workers’ customer orientation may serve
as a mechanism that enhances the financial service workers’ creativity. We believe so
because today’s financial service industry is facing increasing competition from the
growth of other marketing channels, such as telemarketing and online marketing. To win
back the customers and to grow the sales performance, it is suggested that the service
workers should not only adopt customer orientation (Guenzi et al., 2011), but also pay more
attention to service creativity (Wang and Netemeyer, 2004). In addition, the concept of
customer orientation highlights how a service worker can satisfy her/his customers by
providing the best possible products that solve customer problems (Blocker et al., 2011).
Researchers also express the belief that service workers adopting a higher level of customer
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orientation would engage in more problem-solving activities ( Jaramillo and Grisaffe, 2009).
Since customer-oriented service workers would try their best to solve customer problems, the
service workers may engage in more creative activities (e.g. proposing new ideas, products or
services) because the creative activities may produce more solutions that are useful to solve
the problems (Wang and Netemeyer, 2004). On the other hand, customer-oriented
salespeople would try to offer services that create customer value (Saxe and Weitz, 1982).
In this regard, customer-oriented workers may focus more attention on creative activities,
because these activities could enhance customer value (Wang and Miao, 2015). Therefore,
customer orientation philosophy may encourage the financial service workers to engage in
more creative activities in the service process. In light of the aforementioned reasoning, the
following hypothesis is proposed:

H4. A customer’s perception of a financial service worker’s customer orientation
will positively relate to the customer’s perception of financial service worker
creativity.

Customer’s perception of financial service worker creativity and customer satisfaction
A large body of literature has investigated the effects of employee creativity on various
organizational or behavioral outcomes. For example, Amabile (1996) revealed that employee
creativity helps the organization to produce novel ideas and new solutions to the existing
problems. Basadur et al. (2000) then found that creative employees could differentiate
themselves based on the new ideas and problem-solving skills.

In the face of a more open and intensely competitive market environment, it is believed that
the key to gaining customer attention lies in delivering innovative and creative services (Nejad
and Estelami, 2012; Furrer et al., 2016). It is also pointed out that mundane, monotonous and
boring products or services would dissatisfy the customers significantly, moreover, researchers
show that customers may evaluate the service quality based on their experience of creativity
(Ordanini et al., 2011). Since customers may tend to have a better experience with the service
providers who provide them with unique, creative or interesting services, we expect that
financial service workers’ creativity may enhance customer satisfaction. Thus, the following
hypothesis is proposed:

H5. A customer’s perception of financial service worker creativity will positively relate
to the customer’s satisfaction.

H2 and H3 posit that customer perception of a financial service worker’s customer orientation
will positively relate to customer perception of financial service worker etiquette, and customer
perception of financial service worker etiquette will be positively associated with customer
satisfaction. The relationships imply that customer orientation affects customer satisfaction via
its effects on service worker etiquette. Social exchange theory may help explain the
relationships. According to social exchange theory, rational sellers will use appropriate strategy
and measure to achieve what they desire to complete in trading (Meehan andWright, 2012). For
sellers, customer satisfaction is an important factor in customer purchase decisions, while
enhancement of customer satisfaction is an effective strategy that customers are more willing to
buy. Etiquette and customer orientation are such strategies that could contribute to increase in
customer satisfaction, so that rational sellers are expected to use as measures to improve
customer satisfaction. Furthermore, construction of good buyer – seller relationships is based on
etiquette. Customer-oriented employees attach great importance to the establishment of long-
term buyer – seller relationships (Frambach et al., 2016). Based on this, we can reasonably infer
that customer-oriented service workers will put more emphasis on the etiquette in trading, so as
to establish long-term relationship with customers. Accordingly, it can be expected that service
worker etiquette plays a mediating role in the relationship between independent variable of
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customer orientation and dependent variable of customer satisfaction. Thus, the following
hypothesis is developed:

H6. A customer’s perception of financial service worker etiquette will mediate the
relationship between the customer’s perception of a financial service worker’s
customer orientation and customer satisfaction.

H4 and H5 then propose that customer perception of a financial service worker’s customer
orientation will positively relate to customer perception of financial service worker
creativity, and customer perception of service worker creativity will also relate to customer
satisfaction positively. These relationships suggest that financial service worker creativity
may play a mediating role in the relationship between customer orientation and customer
satisfaction. The concept of sustainable competitive advantage could help us to understand
the relationships among these variables. Sustainable competitive advantage refers to a
company’s unique ability to go beyond competitors. It is indicated that creativity is an
important factor to strengthen sustainable competitive advantages (Ireland and Webb,
2007). In fact, many companies will analyze customer preferences and behaviors in business
process for further development of new creative services in accordance with these
information and satisfaction of customer’s needs. Prior studies also acknowledge that the
marketing philosophy of customer orientation can inspire organization members’ creativity
(Wang and Netemeyer, 2004). Since creativity could play a significant role in forming
customer satisfaction (Caruana, 2002), we propose that service worker creativity plays a
mediating role in the relationship between customer orientation and customer satisfaction.
To test this argument, a hypothesis is proposed:

H7. A customer’s perception of financial service worker creativity will mediate the
relationship between the customer’s perception of a financial service worker’s
customer orientation and customer satisfaction.

Methodology
Many studies examining customer satisfaction had relied on questionnaire designs. To examine
the relationships among customer perception of financial service worker etiquette, creativity and
customer orientation on customer satisfaction, a questionnaire survey approach was employed to
collect the data for testing research hypotheses. Since all responses were gathered in the same
questionnaire, the problem of common method bias should be considered. To alleviate the
problem of commonmethod bias, this study followed the suggestion proposed by Podsakoff et al.
(2003) and the research design included questionnaire anonymity and confidentiality.

Measurement
The questionnaires contained items measuring customer perception of financial service
worker etiquette, creativity, customer orientation and customer satisfaction. The respondents
were informed that “the following questions concerned your insurance agent. You should
consider the insurance agent to be the person who sold you insurance recently.”All items were
measured by using a seven-point Likert scale, where 7 represented “totally agree” and
1 represented “totally disagree.” Below we presented the measurement of each construct
(also see Table I). Cronbach’s α for the items was listed in Table III:

(1) Customer orientation
We measured customer orientation by using the customer orientation scale that

was developed by Saxe and Weitz (1982). The scale had often been used in the
marketing and sales management research. A sample item was “The insurance
agent offers me the product that is best suited to my needs.” A seven-point Likert
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scale from totally agree (7) to totally disagree (1) was used, and this construct had
Cronbach’s α of about 0.936 (see Table III).

(2) Customer perception of financial service worker etiquette
A measurement for the customer perception of financial service worker etiquette

was developed based on Martin and Chaney’s (2012) studies on general business
etiquette. A sample item was “The insurance agent will often use polite words, such
as ‘please’ and ‘thank you’, during the conversation.”

(3) Customer perception of financial service worker creativity
Customer perception of financial service worker creativity was measured to

indicate the extent to which the financial service worker’s service was creative. The
items were adapted from the studies of Zhou and George (2001) and Wang and
Netemeyer (2004). A sample itemwas “The insurance agent makes sales presentations
in innovative ways.”

(4) Customer satisfaction
To measure customer satisfaction, the items adapted from the studies of Yi and

La (2004) and Zhang et al. (2011) were included, asking the respondents to indicate
the extent to which they were satisfied with the financial service worker’s services.
A sample item was “I am satisfied with the insurance agent’s services.”

Wording check
A wording check was conducted to ensure the respondents could easily understand the
questionnaire wording. Two experienced insurance salespeople and one insurance
marketing researcher were assigned to the wording check. The feedback they provided
confirmed that the questionnaire wording was simple and reasonable.

Constructs Items

Customer
orientation

1. The insurance agent offers me the product that is best suited to my needs
2. The insurance agent achieves goals by satisfying my needs
3. The insurance agent has my best interest in mind
4. The insurance agent helps me solve my problems
5. The insurance agent tries to find out what kind of products would be most helpful to me
6. The insurance agent tries to figure out what my needs are

Service
worker
etiquette

1. The insurance agent will often use polite words, such as “please” and “thank you,” during
the conversation

2. During the conversation, the insurance agent always concentrates on listening to my opinions
3. The insurance agent is very polite
4. I feel respected by the insurance agent
5. The insurance agent always dresses professionally
6. The insurance agent is a very humble person
7. The insurance agent is punctual for work

Service
worker
creativity

1. The insurance agent makes sales presentations in innovative ways
2. The insurance agent generates creative ideas
3. The insurance agent usually searches out new technologies, processes, techniques and new ideas
4. The insurance agent usually comes up with new ideas
5. The insurance agent generates multiple alternatives for my problems
6. The insurance agent develops the adequate plan for the implementation of new ideas
7. During the service process, the insurance agent often brings me new and innovative ideas
8. The insurance agent can exhibit creativity on the job

Customer
satisfaction

1. I am satisfied with the insurance agent’s services
2. The insurance agent has provided satisfactory services
3. The insurance agent’s services meet my expectations
4. I am satisfied with the insurance agent’s service quality

Table I.
Construct items
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Sample
Since the life insurance salespeople had frequent interactions with insurance customers, we
gathered the questionnaires with assistance from the life insurance salespeople. The
insurance salespeople from four Taiwanese life insurance companies agreed to help us
gather the questionnaires. The four companies were well-known in Taiwan and accounted
for a significant proportion of market share.

To invite the insurance salespeople to help us gather the data, we contacted them by
telephone and e-mail. After receiving the agreement, we then submitted the paper-based
questionnaires to the insurance salespeople. Each questionnaire would come with an
envelope and a cover letter. The cover letter mentioned the purpose of the study and the
promise of anonymity, confidentiality and the freedom of attendance. The cover letter also
stated that the participants needed to put their completed survey in the envelope, and sealed
it before they returned it to the salespeople. Notice that only insurance customers
were included in the sample, ensuring that the topic at hand had particular relevance to
those involved. In addition, the respondents had experience of the insurance salespeople’s
services in reality. To gather the data about the customers’ perceptions of financial service
worker etiquette, creativity, customer orientation and satisfaction, the respondents could
constitute an adequate context for the research topic at hand. In summary, 550
questionnaires were distributed, and 336 valid questionnaires were used for the quantitative
analysis. This represented a valid response rate of 61.09 percent. As shown in Table II,
about 21.6 percent of the respondents were between 31 and 40 years old, with 22.5 percent in
the age group 41–50 years. In terms of gender and education, about 67.2 percent of the
respondents were females, and 50.0 percent of the respondents had a Bachelor’s degree.

No official data showed detailed population structure for life insurance customers in
Taiwan. However, according to 2017 Taiwan population data issued by Ministry of the
Interior, the population in Taiwan was approximately 23.62m, in which female population
accounted for 51 percent of total population, slightly more than male population.
Moreover, the number of female life insurance customers was about 420,000 persons more

Variables Percentage

Age
20–30 42.8
31–40 21.6
41–50 22.5
51–above 13.1

Gender
Female 67.2
Male 32.8

Education
Post graduate 7.2
Bachelor 50.0
College 20.4
High school 22.4

Job position
No managerial work 64.6
With managerial work 35.4

Marriage
Single 49.0
Married 51.0

Table II.
Profile of respondents
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than that of male based on the information announced by Taiwan Insurance Institute. The
information showed more female customers purchased life insurance products than male
customers. The sample of this study also showed that the number of female respondents
was more than that of male respondents. Taiwan population at 65 years old accounted for
13 percent of total population. The sample of this study displayed that the number of
respondents over 51 years old was only 13.1 percent as many respondents were from 20 to
30 years old (in Taiwan, any customer only at least 20 years was allowed to buy life
insurance products). Perhaps, the young customers had higher acceptability to complete
this questionnaire.

Results
The structural equation modeling technique of partial least squares (PLS) is a suitable
method for analyzing the conceptual model of this research. PLS can also provide
the loadings, composite reliability, Cronbach’s α and average variance extracted (AVE) of
the measurement items of the latent variables.

The loadings, composite reliability, Cronbach’s α and AVE are displayed in Table III.
Overall, the factor loadings exceed the 0.70 criterion. Construct reliability is examined by
using Cronbach’s α and composite reliability coefficients. As shown in Table III, the composite
reliability and Cronbach’s α also exceed the value of 0.80, indicating acceptable reliability. The
values of AVE are higher than 0.5, representing adequate convergent validity.

Table IV reports correlations for the constructs and the square root of AVE. The square
root of the AVE is used to examine the discriminant validity between constructs. It is
pointed out that if the square root of the AVE for each construct is higher than the

Construct Item Loading
Composite
reliability

Cronbach’s
α AVE

Customer perception of service worker customer orientation 1 0.857715 0.949538 0.936122 0.758438
2 0.869520
3 0.898244
4 0.888474
5 0.895274
6 0.813107

Customer perception of service worker etiquette 1 0.846332 0.952182 0.941175 0.740233
2 0.878802
3 0.891303
4 0.900734
5 0.814240
6 0.882686
7 0.803242

Customer perception of service worker creativity 1 0.864425 0.958799 0.950721 0.744605
2 0.874426
3 0.864969
4 0.759285
5 0.861315
6 0.876656
7 0.895277
8 0.899106

Customer satisfaction 1 0.922805 0.962291 0.947744 0.864500
2 0.925351
3 0.938475
4 0.932427

Note: All loadings are significant at po0.01

Table III.
Results of loadings,
reliability, composite

reliability and
variance extracted
from the constructs
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correlation coefficients between the construct and other constructs in the proposed model,
the measurement could be considered to have appropriate discriminant validity. According
to the results in Table IV, all the square roots of AVE exceed the correlation coefficients
between the construct and other constructs. Hence, the results provide support for
discriminant validities of the measurements.

Common method bias can be a significant problem for a survey research. To address this
problem, Harman’s one-factor test is used (Podsakoff et al., 2003). The results of explanatory
factor analysis show four factors in the model with the greatest covariance explained by one
factor of 36.04 percent, indicating no single factor can account for the majority of the
covariance among the variables. The results suggest that the common method bias may not
the major issue in this research.

Hypothesis testing
Figure 2 and Table V then present the results of hypothesis testing. The findings indicate
that customers would possess a higher level of satisfaction if they perceived the service
worker’s customer-oriented behavior (path coefficient¼ 0.312, t¼ 3.142, po0.01). Hence,
H1, which states that customer perception of a financial service worker’s customer
orientation is positively related to customer satisfaction, is supported. H2 predicts a direct
effect of customer perception of a financial service worker’s customer orientation on
customer perception of financial service worker etiquette. The coefficient of the relationship
is also positive and significant (path coefficient¼ 0.703, t¼ 11.700, po0.01). Accordingly,
H2 is supported. Next, we examine H3–H5. The positive and statistically significant
coefficient of the link between customer perception of financial service worker etiquette and
customer satisfaction (path coefficient¼ 0.316, t¼ 2.218, po0.05) indicates that the
customers can be more satisfied if the financial service worker etiquette is perceived in the
service process. The positive and statistically significant coefficient of the link between

Mean SD 1 2 3 4

1. Service worker etiquette 5.6811 0.80586 (0.860)
2. Service worker creativity 5.3477 0.89069 0.801760 (0.863)
3. Service worker CO 5.7377 0.85698 0.702839 0.565589 (0.871)
4. Customer satisfaction 5.4536 0.96451 0.732760 0.675951 0.673340 (0.930)
Note: The number in parenthesis is the square root of AVE

Table IV.
Correlations for the
constructs and the
square root of AVE

0.246*0.566**

0.312**

0.316*0.703**

Service worker
CO

Customer
satisfaction
(R2= 0.608)

Service worker
etiquette

Service worker
creativity

Notes: *p<0.05; **p<0.01

Figure 2.
PLS results
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customer perception of a financial service worker’s customer orientation and financial
service worker creativity (path coefficient¼ 0.566, t¼ 6.140, po0.01) is also found in the
research. Finally, the results present the direct effect of customer perception of financial
service worker creativity on customer satisfaction (path coefficient¼ 0.246, t¼ 2.201,
po0.05). Therefore, H3–H5 are supported.

We further check the proposed mediating effects. To test the mediating effects of
financial service worker etiquette and creativity, we adopt the conditions that are
suggested by Baron and Kenny (1986). The first condition is to check the relationship
between the independent and the dependent variable. The results of Figure 3 show that
customer perception of a financial service worker’s customer orientation has a
significantly positive relationship with customer satisfaction (path coefficient¼ 0.674,
t¼ 11.621, po0.01), which supports the first condition. The second condition is to show
the independent variable, customer perception of a financial service worker’s customer
orientation, influences the mediator, customer perception of financial service worker
etiquette. The results of Figure 3 show that customer perception of a financial service
worker’s customer orientation has a significantly positive relationship with financial
service worker etiquette (path coefficient¼ 0.703, t¼ 11.937, po0.01), which supports the
second condition for the mediating effect. In the third condition, the mediator (customer
perception of financial service worker etiquette) is tested to see whether or not it reduced
the effects of customer perception of a financial service worker’s customer orientation on
customer satisfaction. The results show that the path coefficient between customer
orientation and customer satisfaction is reduced to 0.313 (t¼ 3.105, po0.01), and
customer perception of financial service worker etiquette has a significantly positive
relationship with customer satisfaction (path coefficient¼ 0.513, t¼ 4.721, po0.01).
Hence, the results support the partial mediation effect of financial service worker etiquette
(H6 is supported).

We further examine the mediating effect of customer perception of financial service
worker creativity on the relationship between customer orientation and customer
satisfaction. The results of Figure 4 show that customer orientation has a significant and
positive relationship with customer satisfaction (path coefficient¼ 0.674, t¼ 11.621,
po0.01). However, the path coefficient is reduced when financial service worker
creativity is considered in the model (path coefficient¼ 0.428, t¼ 5.271, po0.01).
Moreover, the path coefficient between customer perception of a financial service worker’s
customer orientation and financial service worker creativity reaches the significant level
(path coefficient¼ 0.566, t¼ 7.210, po0.01), and the relationship between financial
service worker creativity and customer satisfaction is also significant
(path coefficient¼ 0.434, t¼ 5.397, po0.01). The results of Figure 4 reveal that
financial service worker creativity could also play a mediating role between customer
orientation and customer satisfaction, which supports the partial mediation effect that is
proposed in H7.

Hypotheses Path coefficient t-value Supported?

Coefficient
H1: service worker CO → customer satisfaction 0.312** 3.142 Yes
H2: service worker CO → service worker etiquette 0.703** 11.700 Yes
H3: service worker etiquette → customer satisfaction 0.316* 2.218 Yes
H4: service worker CO → service worker creativity 0.566** 6.140 Yes
H5: service worker creativity → customer satisfaction 0.246* 2.201 Yes
Notes: *po0.05; **po0.01

Table V.
Results of hypothesis

testing
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Conclusions
Satisfied customers are more inclined to provide positive recommendations to other customers.
Previous studies also show that customers’ perceptions of relationship development and service
workers’ listening behaviors relates to the customers’ satisfaction and intention to continue the
long-term buyer – seller relationship (Itani and Inyang, 2015; Atorough and Salem, 2016).
However, financial service worker etiquette and creativity are important and interesting yet
underdeveloped areas in the literature on customer satisfaction and employee – customer
relationship building. We believe more research attention should be paid to this issue.

0.513**

0.313**

0.703**

0.674**

Customer
satisfaction
(R2 = 0.587)

Customer
satisfaction
(R2 = 0.454)

Service worker
CO

Service worker
CO

Service worker
etiquette

Note: **Significant at p<0.01

Figure 3.
The mediating effect
of customer
perception of service
worker etiquette

0.428**

0.434**0.566**

0.674**

Customer
satisfaction
(R2 = 0.581)

Customer
satisfaction
(R2 = 0.454)

Service worker
CO

Service worker
CO

Service worker
creativity

Note: **Significant at p<0.01

Figure 4.
The mediating effect
of customer
perception of service
worker creativity
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The purpose of this research is to provide an examination of the mediating effects of
financial service worker etiquette and creativity on the relationship between customer
orientation and customer satisfaction. The results show that, based on Taiwanese
customers’ perspective, financial service workers’ customer orientation is positively related
to customer satisfaction. The finding is consistent with previous studies which show that
customer orientation has significant effects on customers’ satisfaction with the service
worker (Macintosh, 2007). The findings then suggest that financial service worker etiquette
could have a positive impact on customer satisfaction. The finding may contribute to the
relevant literature, which emphasizes the importance of etiquette, communication and social
interaction in the service process. This study also reveals that creativity may help financial
service workers strengthen customer satisfaction. This finding provides an empirical
observation of the importance of financial service worker creativity in the financial service
industry. In addition, the results show that customer perception of financial service worker
etiquette and creativity could partially mediate the effect of customer orientation on
customer satisfaction. The finding implies that customer orientation may work its positive
effects on customer satisfaction through the level of financial service worker etiquette and
creativity. Based on the results, the financial service researchers and practitioners who are
interested in the link between customer orientation and customer satisfaction should also
take the potential influence of etiquette and creativity into account.

Implications
The results may suggest some implications for practitioners. For example, service
workers frequently face problems of customer dissatisfaction, while the results of this
study confirm that high customer satisfaction can be regarded as an outcome of high
customer orientation. Therefore, financial service organizations should encourage the
financial service workers to display customer-oriented behaviors in order to enhance
customer satisfaction. The results also show that financial service worker etiquette and
creativity are positively associated with the customer satisfaction. The findings of this
research indicate that etiquette and creativity could create benefits for customers as a
whole because the customers are more likely to be satisfied when etiquette and creativity
are perceived. It is also noteworthy that financial service worker etiquette is more closely
related to customer satisfaction (the coefficient was 0.316*, p-valueo0.05) than to
financial service worker creativity (see Figure 2). Hence, to be effective in motivating
customer satisfaction, service organizations should not only pay attention to service
workers’ creativity, but also make sure the service workers’ etiquette is proper and
perceived by the customers (Karim and Chowdhury, 2014).

The results further show that financial service worker etiquette may play a positive
role in mediating the relationship between customer orientation and customer satisfaction.
The results reveal that the positive relationship between customer orientation and
customer satisfaction may change when considering the etiquette. Thus, the financial
service organizations should enhance the financial service workers’ etiquette when
assigning them to customers. To achieve this, establishing a successful training program
in business etiquette is critical, especially in the financial service industry where financial
service workers usually come in direct contact with the customers.

On the other hand, in the service industry, with the constant emphasis on change and
competition, the importance of creativity should not be ignored. Particularly for the service
workers in the financial service industry who are strongly encouraged to improve their
service quality and problem-solving skills, the concept of creativity should capture the
managers’ attention. The results of this study show that financial service worker creativity
mediates the relationship between customer orientation and customer satisfaction. Thus, it
should be worthwhile for financial service organizations to encourage financial service
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workers to engage in more creative thinking during the customer service processes. We also
suggest that financial service organizations should be more considerate of the role of
creativity when conducting the recruitment and selection process of new service workers.

Limitations
A number of limitations of this research should be mentioned. For example, the data are
collected in Taiwan, many of the respondents are 20–30 years old, and the sample of this
study is skewed toward the female respondents. This may be because the young and female
respondents are more willing to fill out the questionnaires. However, these issues raise the
question of the generalizability of our results. Since the sample of this study is specific and
does not represent all the customers in Taiwan, future research is suggested to investigate
other industries and nations, to strengthen the generalization of the results. In addition,
business etiquette varies from country to country. For this reason, future research is
suggested to investigate business etiquette in different cultural contexts.

Because of the chosen focus of this current study, we do not test other potential variables
that may be associated with the relationship between customer orientation and customer
satisfaction. For example, financial service workers’ selling skills may also mediate the
relationship between customer orientation and customer satisfaction. Future research may
explore how other variables may affect the relationships that are discussed in this study.

The observations are based solely on self-reported questionnaires. Although this study
provides an indicator for examining the problem of common method bias, and finds that
common method bias may be not a serious issue in this study, we cannot completely rule out
this problem. Hence, future research could use different methodology to study the relationships
among customer orientation, etiquette, creativity and customer satisfaction. For instance, it
could be interesting for future studies to conduct more in-depth interviews or qualitative studies
on the relevant issues so that readers can have a deeper understanding of the real feelings that
customers have about the financial service workers’ etiquette and creativity.

Finally, although the results of this research show that customer orientation is positively
associated with financial service worker creativity, very few theoretical studies have addressed
the relationship between the two constructs. Thus, it can be argued that being customer oriented
is not really a precedent of service worker creativity. This also shows that the relationship
between customer orientation and service worker creativity needs further investigation.
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