&H

&SR A SN s 1T Ry Z 2

fE&

EEE (BERELFEHBELEIE)

B

AWTFERE L G S R B A (0SBRSBI SR A S N IR T
RV E R > atim s R SRR B S S A N & s 1T R 2
s AT o AT RIS — I N B B EERCHAMEEGWEER - $tH BN

ﬁL%i%fm14%\fﬁﬁ2%ﬁﬁ%§Eﬂ@%&il%ﬁ%ﬂ%%ﬁ%ﬁ&
FRZUHET T o0 - S5 R EEIR » AHECTRF LR SR G IR B R R SR EE Y T EH
MR B TR A eI IR - ﬁﬂ%iﬁmﬁﬁﬁéﬂﬁﬁ%% TRELE
R E - PP AGER - At stie BB R B AT iR

BHSEF

& SFF - AEINEEIRETT R - TSR A ERGE

Title

The Influences of Social Support on Extra-role Customer Service Behavior

Author(s)

Mei-Ling Wang

Abstract

Deriving from social exchange theory and the concept of role definition, this
study developed and tested a model of how contact employee perceptions of
social support influence affective commitment, which contributes to their
extra-role customer service behaviors. Dyad-data was collected from 198
contact employees and supervisors of 20 branches in Taiwan’s largest
hypermarket group and analyzed using structural equation modeling (SEM).
The results reveal that organizational support and co-worker support have
indirect effects on extra-role customer service behavior through affective
commitment. In addition, co-worker support directly contributes to the
exhibition of extra-role customer service behavior. Based on the findings,
some managerial implications and suggestions for further research are
proposed.
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