&H

el N B TIEE M Z BRI R 2 BT R E

(==

BEH (BIZ PRS2 RHFEEAE 2RI
MILEE (P ERHCREEH BB ETY)
HERE (REREEHEGR LI h ORI 20% )
HRESE (REARZEHEBEM LI SRR RS T 2 EEBRRREE T HIk
ENT D)

B

AT SRS T SRR R o 5 [T S B IS S AR B R PR T e 2 B
BEIRRA @ - SHEE B ALARE SIS RVAERE T AT 55 JIRIATE » (N Rl oy
BT gE—fRAYBEE T - 28 > BEESHEENREAR TFA P8 Bk
WIFEEIA A —BHIERE - AT LVBECE ~ RITRESRER TR IR —RIRB AR R
BFFEE S - BRI 2 B IRS N BB TR AR RISES B 28 - esaRes
R FE SR AN SER TIERM EGEST S G 2B ERZE - &k 0 R
BEANISEEEIR - R EEBE S BB EH -

BT

RSER - BE 20 - TIFAR « BaS5

Title

Customer Participation in the Service Production

and Delivery Process —The Perspective Service Providers’ Workload

Author(s)

Yen, C. H., Lin, Y. Y., Hsieh, T. H., Hung, L. M

Abstract

The development over the last decade of services marketing theory prompts
an exploration of the role customer participation in service-based
transactions. Customers are viewed as partial employees due to their
participation in supplying labor and knowledge to the service creation
process, just like the firm’s employees. However, the effect of customer
participation on service providers’ workload is a subject that has been
receiving conflicting explanations. In this study, we use foodservice industry,
banking industry and hairdressing industry as the samples to examine the
effect of customer participation on service providers’ physical workload and
emotional labor. The results indicate that customer participation is positively
related to service providers’ physical workload and emotional labor. Finally,
implications of these findings for managing customer participation are
subsequently discussed.
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