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Abstract 

The concept of Customer Citizenship Behavior is evolved from Organizational Citizenship Behavior, and the 
relationship between them has been researched by few scholars. To examine the effect of Organizational 
Citizenship Behavior on Customer Citizenship Behavior, this research adopted questionnaire investigation 
method to survey 208 consumers. As predicted, the results showed that, organizational citizenship behavior 
influenced customer citizenship behavior positively; trust acted as a mediator between the relationships of 
organizational citizenship behavior and customer citizenship behavior. At last，the theoretical and practical 
significance, limitations of the study, as well as the direction of future research will be discussed.  
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1. Introduction 

The vigorous development of service industry makes the view of "customers as partial employees" gain more 
and more attention and recognition (Bowen & Schneider, 1985). In addition to complete transactions with 
enterprises, customers are frequently participating in daily activities of enterprises, for example, participating in 
360-degree performance appraisals, completing feedback questionnaires from enterprises or evaluating the 
service provided by enterprises. The increased importance of employees to the organization makes the effective 
management of customers considered to be one of the strategic advantages of enterprises (Lengnick-Hall, 1996). 
As this kind of extra-role behaviors of customers are progressively increasing, studies on Organizational 
Citizenship Behaviors (OCBs) which previously focused on employees has expanded to the customers, and 
appeared a new concept of Customer Citizenship Behaviors (CCBs).The literature review revealed that the study 
on citizenship behavior between organizations and customers are almost in a state of fragmentation; the study on 
OCB mainly concentrated within the organizations, while the study on CCB is mainly limited in the field of 
consumer behaviors.  

According to the "commitment - trust theory" of relationship marketing, trust and commitment are the two key 
elements required by successful relationship marketing. Only when trust has been built and maintained between 
partners, can it lead to cooperative behavior so as to make the relationship marketing successful (Morgan & 
Hunt, 1994). In the process of interacting with customers, OCBs taken by enterprises employees can establish 
trust relationships between enterprises and customers, which makes customers more willing to implement more 
"extra-role behaviors", i.e. more citizenship behavior will be taken by customers. Therefore, this research argues 
that OCB will develop trust between organizations and customers, and then lead to CCB (see figure 1). 

 

 
Figure 1. Research framework 
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2. Literature Review and Research Hypotheses 

2.1 OCB and CCB 

Since the emergence of the concept OCB, the researchers have conducted extensive research on the definition, 
dimensions, antecedent variables and outcome variables. Though OCB has been defined from different angles 
by various scholars, its basic connotation has been generally accepted including: (a) OCB is spontaneous 
behavior of employees, (b) OCB would not get direct or obvious return from the formal reward system of 
organization, (c) the long-term cumulative effects of OCB can help to enhance the overall performance of the 
organization (Podsakoff et al., 2000). In recent years, the researchers have been carrying on discussion and 
research from some new angles, such as cross-cultural studies of OCB (Farh & Zhong, 2004). The concept and 
dimensions of citizenship behavior has been extended to the customer from the organization. Gruen (1995) 
define buyers’ CBs as customer exercise important but voluntary behaviors that are valued but not related 
directly to enforceable requirements by the organization. Groth (2005) also defined CCBs as voluntary and 
discretionary behaviors that are not required for the successful production and/or delivery of the service but that, 
in the aggregate, help the service organization overall. After this, Yi & Gong (2006) and Bove et al. (2008) also 
defined the concept of CCB, but have no significant difference in essence from Groth’s. 

Throughout these studies, we found that not only the relatively mature research on OCB had not yet appeared 
achievements across the organization and customers, but also CCB as a concept evolution from OCB, had not 
occurred studies on the relationship between them. As far back as 2005, Groth had pointed out that just as 
employee satisfaction has been shown to “spill over” to customer satisfaction, employees "pay a little more" 
often get a return from customers. When customers interact with organization, their exchange can similarly be 
considered as a social exchange (Bowen, 1990). According to social exchange theory, when people get benefits 
from others, they tend to think that they have an obligation to return on this kind of benefit. If customers think 
organization fully fulfilled his promise when they in exchange with the organization, that is to say organization 
provide customers with satisfactory goods and services, customers are more likely to take appropriate actions to 
reciprocate organization. For example, when we felt satisfied instead of qualified service in the bank for 
business, we were more likely to respond to a "satisfaction" service evaluation. Thus, it is hypothesized that: 

Hypothesis 1: OCB will have a positive effect on CCB. 

2.2 The Mediating Effect of Trust 

Although the definitions of OCB are different, scholars reach a consensus on the connotation. They regard OCB 
as an altruistic and courtesy behavior with sense of responsibility. These behaviors can contribute to make a deal 
when organization contraction with customers, and to allow customers to create a feeling of receiving service 
more than expected. According to social exchange theory, unlike the economic exchange is short-term, paid 
exchange, social exchange is a kind of swap based on trust, longer-term, and this long-term exchange is often 
not specific and beyond expectations (Blau, 1964). The establishment of trust is a dynamic process (Schweitzer 
et al., 2006), so trust can gradually build up by the information exchange increasing between the two sides. 
Along with the increase in exchange, the customer and the organization will become familiar, and the trust 
relationship and return behavior of both sides will promote. 

Although it is assumed that social exchange is based on individuals in previous studies, lots of studies on 
relationship marketing demonstrate that customers always establish relations with organization. Customers tend 
to create a sense of responsibility on organization but not on individuals when they feel trust and expectation 
from organization. When customers feel satisfied with or get additional treatment more than expected from the 
organization services, they will trust the organization and more likely to take voluntary behaviors - also CCB - 
to reciprocate organization. Thus, it is hypothesized that: 

Hypothesis 2: trust acts as a mediator between the relationships of OCB with CCB. 

3. Research Method 

3.1 Research Object 

To test the model, the data of this research were collected through a questionnaire survey of Chinese consumer. 
The respondents for the questionnaire survey were college students because they shopping online actively. Of 
the 250 consumers that we visited, 223 consumers finally responded to the survey request. Among them, 208 
questionnaires were valid, and the effective response rate for the survey is 83%. The majority respondents are 
women, accounting for 54.3 percent of the sample. In term of age, the majority respondents are between the 
ages of 21-30, accounting for 93.8 percent of the sample. 93.7% of respondents are undergraduates and over. 
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3.2 Measures Tool 

In order to ensure the validity and reliability of measuring tools, this research used scales which have been used 
in previous research, and modified them properly according to the specific research needs. Before the formal 
investigation, some consumers were selected to conduct pre-survey to assess the appropriateness of 
questionnaire design, then the questionnaire was modified according participants’ advices. 

(a) OCB was assessed with a modified measure developed by Podsakoff et al. (1997). The scale consists of 9 
items that were assessed on 7-point scale, ranging from 1(strongly disagree) to 7(strongly agree). In order to 
guarantee the consistency of the data source, consumers' perception of OCB had been used as measure standard. 
This measure showed an internal consistency estimate of α=0.84. 

(b) Trust was assessed with a measure developed by Morgan & Hunt (1994). The scale consists of 3 items that 
were assessed on 7-point scales, ranging from 1(strongly disagree) to 7(strongly agree). This measure showed an 
internal consistency estimate of α=0.91. 

(c) CCB was assessed with a modified measure developed by Groth (2005). The scale consists of 9 items that 
were assessed on 7-point scales, ranging from 1(strongly disagree) to 7(strongly agree). This measure showed an 
internal consistency estimate of α=0.89. 

(d) Three control variables were used in the survey: gender, age and educational status. 

3.3 Data Analysis and Results 

Means, standard deviations, and correlation coefficients of all variables are shown in Table 1. As shown, OCB 
and trust were intercorrelated (coefficients of .54, p < .01); OCB and CCB were intercorrelated (coefficients 
of .51, p < .01); also trust and CCB were intercorrelated (coefficients of .66, p < .01). To further assess validity 
of all measures, a measurement model was subjected to factor analysis, the result shows that the indicators' 
factor loadings are all greater than .5, and the AVE square-root is greater than the correlation coefficient between 
variables, it means that there are good convergent and discriminant validity of all measures. 

 
Table 1. Means, standard deviations, and correlation coefficients of all Measures 

variables 1 2 3 4 5 6 

1.gender       

2.age 0.01      

3.edu 0.01 0.06     

4.OCB 0.20** -0.01 0.05    

5.trust 0.05 -0.13 0.01 0.54**   

6.CCB 0.20** -0.05 0.06 0.51** 0.66**  

Mean 1.54 2.03 3.45 4.67 4.81 4.80 

S.D. 0.50 0.25 0.64 0.97 1.19 1.13 

Note: N = 208; *p < .05 (two-tailed), **p < .01 (two-tailed). 

 

To test Hypotheses 1 and 2, hierarchical regression analyses were conducted (see Table 2).  
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Tables 2. Results of hypotheses testing 

 Trust     CCB   

 M1 M2 M3 M4 M5 M6 

C.V.       

gender 0.05 -0.06 0.20** 0.11 0.17** 0.14** 

age -0.13 -0.12* -0.06 -0.05 0.03 0.02 

edu 0.02 -0.01 0.06 0.04 0.05 0.04 

I.V.       

OCB  0.55**  0.49**  0.18** 

MED.       

trust     0.66** 0.57** 

R2 0.20 0.31 0.05 0.27 0.47 0.49 

ΔR2 0.20 0.29 0.05 0.23 0.43 0.22 

F 1.40 23.00** 3.42 19.20** 45.59** 39.41** 

ΔF 1.40 86.01** 3.42 63.40** 163.93** 87.54** 

Notes: N = 208; *p < .05, **p < .01. 

 

Main effect. Hypothesis 1 predicted that OCB would have a positive effect on CCB. To test this hypothesis, a 
hierarchical regression analysis was conducted in which the three control variables were entered in the first step, 
OCB was entered in the second step. As shown in Table 2, OCB (M4, β = .49, p < .01) was positively related to 
CCB. Hence, Hypothesis 1 was supported. 

The mediating effect of trust. Hypothesis 2 predicted that trust acted as a mediator between the relationships of 
OCB with CCB. According to the suggestion by Baron and Kenny (1986), four steps were conducted to test the 
mediating effect of trust. Firstly, the impact of independent variable on dependent variable is significant, this had 
been supported in Hypothesis 1; secondly, the impact of independent variable on mediator is significant; thirdly, 
the impact of mediator on dependent variable is significant; finally, checkout the mediating effect. As shown in 
Table 2, OCB (M2, β = .55, p < .01) was positively related to trust, and trust (M5, β = .66, p < .01) was 
positively related to CCB. Controlling for the mediator (trust), the effect of the OCB on the CCB deceased (β 
reduced from 0.49 to 0.18), but still different from 0 (β was still significant), and trust was also positively related 
to CCB (M6, β = .57, p < .01), Hence, trust acted as a partial mediator between the relationships of OCB with 
CCB, Hypothesis 2 was partially supported. Further, a Sobel test was conducted to test the significance of 
mediating effect based on Sobel’s proposal (Sobel, 1982). Result substantiated that the mediating effect of trust 
was significant in the relationship between OCB and CCB (Z = 6.58, p < .01). Hence, Hypothesis 2 received 
further support. 

4. Discussion 

4.1 Conclusions 

In this research, we used a questionnaire survey to examine the impact of OCB on CCB. The conclusions of this 
research as follows: (a) organizational citizenship behavior have a positive effect on customer citizenship 
behavior; (b) trust acted as a partial mediator between the relationships of organizational citizenship behavior 
and customer citizenship behavior. 

4.2 Theoretical and Practical Implications 

This research makes two important theoretical contributions: (a) the research responds to Groth and other 
scholars' appeal to study on the reward behaviors between organization employees and customers, providing a 
direction for future research on citizenship behavior; (b) the research effectively describes the mechanism of 
action of OCB on CCB by introducing trust as mediator. 

In addition to its theoretical contributions, this research also has important practical implications. It provides a 
train of thought to strengthen customer management for enterprises. Enterprises can strengthen the internal 
employees’ management to spur them to implement more citizenship behaviors, to gain the trust of customers, 
and make customer implement more return behaviors, ultimately achieve the goal of manage customers 
effectively. 

4.3 Limitations and Directions for Future Research 

This research also has a number of limitations that deserve mention. Measuring tools of this research were all 
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developed in western cultural backgrounds and organization situations. It is therefore doubted whether they fit 
Chinese actual condition or not. In this study, the consumers were required to recall the latest shopping 
experience no matter them shopping online or offline. In light of this, we encourage future studies to distinguish 
customers’ online and offline shopping experience, to improve external validity of the research conclusion. 
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