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1. INTRODUCTION

Companies that are consumer-oriented and focus on marketing relationships need to
develop a better understanding of how companies can motivate their consumers as
partners in delivering services (Doina & Ana-maria, 2018). Consumer orientation usually
means that a company focuses its attention on providing products and services to meet
consumer needs (Kopalle dkk., 2020). (Juaneda-Ayensa dkk., 2017) stated that it was
important, but not enough. For them, consumer orientation means that an organization
has a commitment to consumers so that consumers and companies have a sense of
interdependence as well as shared values and strategies in the long term. To implement a
customer orientation, companies need to encourage direct contact with consumers,
collect information from consumers about consumer needs, and use information
obtained from the consumer to create and offer products and services (Kim dkk., 2015).
There is also literature about consumer relationships and organizations that offer
knowledge about the perspective of partnership. The research carried out by (Nayal dkk.,
2022) on consumers and organizations has focused on service companies. Furthermore,
the research conducted by (Jung & Yoo, 2017) shows that the relationship between
consumer and service provider is inseparable. (Hein dkk., 2019) stated that companies
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should consider consumers as partners for the company's success. Conceptual research
revealed some important behaviours of consumers, as potential partners, which may
indicate support for companies' efforts to improve the quality of service (Griskevicius &
Kenrick, 2013).

Efforts to increase consumer resources and consumer opportunities to cooperate
in production are one way to gain advantage with competing quality (Kumar & Pansari,
2015). As the contribution of consumer resources increases, the opportunity to directly
apply these inputs to work activity also increases. The interrelationship between resource
providers and cooperation in production makes this competence extremely difficult to
imitate. Therefore, these relationships can be chosen as a way to create quality with high
competitiveness (Czischke, 2018). In the end, consumers are an important source of
information about service delivery and innovation (YuSheng & Ibrahim, 2019). A well-
documented consumer role can be a valuable source of information (Hidalgo & D’Alvano,
2014). Consumer input can include all kinds of contributions - both visible and invisible
- to production activity. In the context of services (e.g. health care, consulting, and
education), consumers are an important resource for the transformation process (B. Q.
Ho & Shirahada, 2021).

2. RESEARCH METHOD

This correlational study (Meyer dkk., 2020) examines the relationship between
independent variables (consumer commitment, customer satisfaction, support for
consumers) and dependent variables (consumer loyalty, customer collaboration,
consumer participation). The sample consists of diverse retail shop consumers. For
credible results, especially in Structural Equation Modeling (SEM), a large sample size is
necessary, with at least 15 data points per parameter (Vos dkk., 2014). With 36
parameters in this model, a minimum of 540 data points is required. Nevertheless, in the
practice of sampling there are constraints in time, funds, energy, and population
characteristics that do not allow the availability of samples in adequate quantities.
Therefore, the number of samples is set to be 200 data. In addition, it is also stated that
a sample of 200 data is generally acceptable as a representative sample in SEM analysis.
(de Rooij dkk., 2023).

Customer
Satisfaction

Consumer Collaborate

H6c Participation

Support for
Customers

Picture 1 Frame of Mind

2.1 Research Hypothesis
a. Commitment and Customer Voluntary Performance

Commitment involves shared values, dedication to maintaining a relationship,
and prioritizing mutual interests (Hu et al., 2017). It signifies a deeper obligation to
ensure relationship success and mutual satisfaction (Nikbin et al., 2016). Unlike loyalty,
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commitment is an attitude leading to beneficial behaviors, including loyalty. However,
research on commitment's impact on customer voluntary performance is limited, leading
to the proposed hypothesis: H1: Consumer commitment has a positive effect on (a)
consumer loyalty, (b) consumer cooperation, and (c) consumer participation.

b. Satisfaction and Customer Voluntary Performance

Consumer satisfaction in general refers to an overall affective assessment of an
organization based on all implementation and experience with that organization (Sukma
et al., 2021). Greater appreciation as reflected in higher satisfaction ratings increases the
attractiveness of a relationship to consumers and, therefore, increases their commitment
to the relationship (Hassan et al., 2015). In this study stated the second hypothesis: H2:
Consumer satisfaction has a positive effect on consumer commitment.

c. Consumer Satisfaction and Loyalty

Higher consumer satisfaction indicates more positive experiences with the
company. So generally more positive experiences are shared with other consumers, to
recommend a company that provides better service and to spend effort to use a company
that is better than competitors(Ahrholdt dkk., 2019).

d. Consumer Satisfaction and Cooperation

Research on employees and citizenship (Kozicka dkk., 2019) shows an
insignificant effect of satisfaction on cooperation/compliance when the direct impact of
commitment is also considered. For consumers, the impact of satisfaction on cooperation
alongside factors that might affect commitment remains to be explored.

e. Consumer Satisfaction and Participation

Social relations suggest that consumer satisfaction positively influences
participation, as individuals seek beneficial behaviors and offer useful feedback to
companies (Straus et al., 2016). Conversely, dissatisfaction may lead to increased
participation, providing more opportunities for consumers to share improvement ideas.
Despite similar findings in previous studies, a new hypothesis is proposed. N H3:
Consumer satisfaction has (a) a positive influence on consumer loyalty, (b) a positive
influence on consumer cooperation, and (c) a negative influence on consumer
participation, in addition to the influence of consumer support and commitment.

Support for Customers and Customer Voluntary Performance
Support for consumers is an adjustment of perceived organizational support (POS) for
employees in the relationship between consumers and companies. Like POS, social
support for consumers has been discussed in value enhancement and relationships as
well as things that reduce uncertainty (Dai et al., 2023). Based on this discussion, the
following two hypotheses were put forward: H4: Customer satisfaction has a positive
effect on support for consumers. HS: Support for consumers has a positive effect on
consumer commitment.

f. Consumer Support and Consumer Loyalty

Like consumer satisfaction, consumer confidence that organizations care about
them and value them as consumers should result in consumer loyalty behavior. (Aksoy et
al., 2015) provide evidence that social support for consumers is more important to
consumers' willingness to recommend a service provider than the results received from
service (quality and frequency of encounters in their research).
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g. Consumer Support and Consumer Cooperation

Support for consumers is closely related to consumers' perception of fairness. The
fairness of the organization increases its legitimacy and, therefore, increases the
likelihood of its members to act in accordance with expectations(Tsai dkk., 2017).

h. Consumer Support and Consumer Participation

Consumers will be willing to actively participate in the development and
management of the company as long as they believe that their input and contributions
have meaning and are valued by the company (Fatras dkk., 2022) For example, it has
been shown that the likelihood of consumers voicing complaints to companies after an
unsatisfactory consumption experience is based on their perception that the complaint is
feasible and will make changes in the company's service delivery (C. W. Ho, 2014) This
discussion provides the basis for the final hypothesis of this study:
H6: Support for consumers has a positive influence on (a) consumer loyalty, (b) consumer
cooperation, and (c) consumer participation, in addition to the effects of satisfaction and
commitment.

3. RESULTS AND DISCUSSIONS

3.1 Confirmatory Factor Analysis

Confirmatory Factor Analysis is a factor loading analysis that measures the
components of each indicator in each variable. The table below shows the loading factors
of each research variable indicator.

Table 1. Results of Factor Loading Analysis from Research Variable Indicators

Variable Indicators Loading
Loyalty 1. I say positive things about this store to others. .706 .705
2. I encourage my friends and relatives to shop at this store. .801 .802
3. Itry to shop at this store for all the items I need. .602 .602
Cooperation 1. I try to help keep this store clean (for example, not throwing
.621 .629
garbage anywhere).
2.  The employees of this store have my full cooperation. .586 .610
3. ISE)?Z close attention to the rules and policies in place in this 632 644
4. Itreat people in this store with kindness and respect. .649 .655
S. {\fter I finished shopping, I put the shopping cart (trolley) in 454 (NV)
its place.
6. Ido things that facilitate the work of employees of this store 554 505

(for example, putting my groceries in my pockets).

Participation 1.  Itold this store ways that they could better serve my needs. .707 712
2 I give constructive suggestions to this store on how to
. - . .834 .838
improve its service
3. IfI have a useful idea on how to improve the service, I will
. . 737 739
give it to this store.
4.  When I encountered a problem in this store, I tell them so
. . .690 .689
they can improve the service.
S. gl; see a problem, I notify the store even if it doesn't affect 767 765
6. If the employees of this store provide good service, I tell 799 793
them.
7. If there is a pricing error in my favor, I will still notify this 339 (NV)
store.
Commitment 1. Iam very committed to this store. .693 .694
2. Iwas determined to shop at this store for the next few years. .786 .785
3. Iwill increase my efforts to help this store succeed. 765 764
Satisfaction 1. Compared with other stores, I feel very satisfied with this 897 296

store.
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2. Based on my experience with this store, I feel very satisfied. .955 955

3. My experience shopping at this store is always pleasant. .810 .810
Support for 1. This store appreciates the contribution I make to its good. .769 768
User 2.  This shop is very attentive to my needs and wants. .708 706

3.  This shop ignored all my complaints. .070 (NV)

4.  This shop is willing to provide help when I have a problem. .578 .583

5.  This shop really cares about my comfort. .760 762

6. This store pays attention to my opinion. 779 781

7.  This shop strives to provide the best possible service. .595 .593

8. I'm just a consumer for this store. .035 (NV)

9.  This shop doesn't appreciate all my efforts. .070 (NV)

10. This store doesn't value my interests when this store decides

something that affects me. 048 (NV)
11. This store cares about my satisfaction in general. .617 613
12. This shop is willing to help me when I have special requests. .613 .618
13. If given the chance, this store will take advantage of me. -.054 (NV)
14. This shop shows very little attention to me. 177 (NV)

In Confirmatory Factor Analysis, indicators with loadings below .5 were omitted
for not validly measuring their variables. For the Loyalty variable, all three indicators
were valid. In the Cooperation variable, one of six indicators was invalid. For
Participation, one of seven indicators was below .5, while all indicators for Commitment
and Satisfaction were valid. However, for Consumer Support, only eight of fourteen
indicators were valid. The model's Chi-square, degrees of freedom (338), and a probability
level of .000 were noted, indicating the model is overidentified and variance and
covariance are successfully estimated, but the model may not fit the data well.

Table 2. Chi-square, Degrees of Freedom, and Probability Level

Minimum was achieved

Chi-square 871.681
Degrees of freedom 338
Probability level .000

3.2 Fit Model Analysis

Good models usually have probability levels above .05. However, the probability
level value cannot confirm whether a model is good or not. Therefore, it is necessary to
conduct further analysis. Whether or not a model is good can be determined by paying
attention to the CMIN, RMR, GFI, AGFI, and RMSEA values of the model under test
(default model) in the following table.

Table 3. CMIN, RMR, GFI, AGFI, and RMSEA

Model CMIN RMR GFI AGFI RMSEA
Default model 871.681 .181 .760 712 .089
Saturated model .000 .000 1.000

Independence model 3483.103 .879 .227 .169 .203

A model is considered good if its default CMIN value lies between the CMIN values
of the saturated model (just identified with df = 0) and the independence model (where
indicators are unrelated to their constructs). In this case, the default model's CMIN of
871.681 falls between the saturated model's CMIN of .000 and the independence model's
CMIN of 3483.103.A good model typically has GFI and AGFI values near .90, with O
indicating no fit and 1 a perfect fit (Sahoo, 2019), and a lower RMR value, closer to 0. The
tested model, with an RMR of .181, GFI of .760, and AGFI of .712, does not meet these
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criteria. Additionally, an RMSEA below .05 is desirable (Chicco dkk., 2021). but this
model's RMSEA is .089, further indicating it does not fit well with the sample data.

3.3 Regression Analysis

Research using Regression Analysis was conducted to examine the impact of
independent variables (commitment, satisfaction, and consumer support) on customer
voluntary performance (loyalty, cooperation, and participation). The analysis revealed
significant correlations between these variables, aligning with the research hypotheses.
Detailed results are presented in Table 4.

Customer .039 (NS)

Satisfaction

Consumer
Commitment

Participation

Support for
Customers

Figure 2. Relationship between Variables

Table 4. Estimate, Critical Ratio, Significance, and R Square Research Variables

Description of Relationships Std. Est. Unstd. C.R. Probability Value
between Variables Est. (value t) (Significance) R Square
Loyalty « Commitment .524 463 3.495 .000

Loyalty « Satisfaction .053 .039 .533 .594 (NS) .515
Loyalty « Support .195 .163 1.496 .135 (NS)

Cooperation <« Commitment .382 .298 2.633 .008

Cooperation « Satisfaction .010 .007 .102 919 (NS) .501
Cooperation «— Support .368 .270 2.715 .007

Participation <« Commitment .145 .151 1.141 .254 (NS)

Participation « Satisfaction -.096 -.084 -1.043 .297 (NS) 423
Participation <« Support .595 .586 4.513 .000

Commitment « Satisfaction 274 .230 3.152 .002 599
Commitment « Support .570 .538 5.613 .000 ’
Support < Satisfaction .635 .565 8.375 .000 .404

Analysis of the Effect of Commitment, Satisfaction, and Support on Customer
Voluntary Performance

Regression Analysis results in Table 4 confirm Hypotheses la and 1b, showing
that consumer commitment significantly boosts loyalty and cooperation, independent of
satisfaction and consumer support. Highly committed consumers tend to speak
positively, recommend the store, and purchase their needs there. They also often assist
store employees voluntarily, easing their workload. The analysis does not support
Hypothesis 1c, as the positive impact of consumer commitment on participation was
insignificant. This may be due to consumers' high tolerance for service errors and
reluctance to voice complaints, fearing scorn from others. Consequently, even highly
committed consumers may not communicate issues or suggestions for service
improvement, often overlooking service shortcomings, which hinders quality
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improvement. The Regression Analysis results in Table 4 do not support Hypothesis 3a,
indicating that consumer satisfaction alone does not significantly affect loyalty without
considering the impact of commitment and consumer support. As said(Massoudi, 2020),
notes, mere satisfaction doesn't ensure positive recommendations or continued service
usage; rather, "frequent or cumulative satisfaction" is necessary for individual
satisfaction episodes to translate into loyalty.”

Further analysis shows that satisfaction's positive impact on cooperation is
present but not significant, possibly because retail services don't heavily rely on
consumer cooperation. Satisfaction might directly influence cooperation in scenarios
requiring consumer collaboration. Additionally, satisfaction had a non-significant
negative effect on participation when consumer support's direct effect wasn't included in
the model. Thus, there's no support for satisfaction's direct effect on cooperation
(Hypothesis 3b) and participation (Hypothesis 3c). The analysis indicates that
satisfaction's impact on cooperation is mediated by commitment and consumer support,
while participation depends on support from service providers, regardless of consumer
satisfaction or commitment. Essentially, satisfaction influences cooperation through
consumer support. This aligns with the social relationship aspects of satisfaction, which
involve interest in ongoing relationships (related to commitment) and require reciprocity
(a component of consumer support).

Regression Analysis results, considering consumer support, confirm two out of
three hypothesized relationships. Table 4 shows that consumer support doesn't
significantly affect loyalty directly, contradicting Hypothesis 6a. However, further
research indicates that consumer support indirectly positively impacts loyalty through
enhanced consumer commitment, mediating the overall positive effect of consumer
support on loyalty. The results demonstrate a significant positive effect of consumer
support on cooperation and participation, supporting Hypotheses 6b and 6c. This
outcome is expected, as consumers receiving attention and appreciation from service
providers are more inclined to assist employees and communicate their complaints and
suggestions for service improvement. Table 4 shows that 50% of consumer cooperation
variance, 42% of consumer participation variance, and 52% of consumer loyalty variance
are explained by the three independent variables combined. The high variance in
consumer loyalty is likely due to its close conceptual link with consumer commitment,
suggesting that loyalty is driven by strong consumer commitment to service providers.

Analysis of the Effect of Satisfaction and Support for Consumers on Commitment
Hypotheses 2 and 5, suggesting significant positive effects of consumer satisfaction on
commitment and support for consumer commitment, are supported by Regression
Analysis results in Table 4. These two variables explain 60% of the variance in consumer
commitment, indicating that satisfied consumers receiving support are more likely to
remain committed and assist service providers. Hypothesis 4, stating a significant
positive effect of consumer satisfaction on support, is also supported. Satisfaction
significantly influences consumer support, accounting for 40% of its variance, aligning
with the assumption that satisfied consumers feel more valued and cared for by
companies.

3.4 Managerial Implications

Many managers recognize the importance of managing customer satisfaction, but
fewer understand the significance of customer commitment, which greatly impacts
profitable consumer behavior. The results show commitment significantly boosts loyalty
and cooperation, while immediate satisfaction alone doesn't significantly affect loyalty,
cooperation, or participation. Thus, customer satisfaction doesn't lead to voluntary
customer performance without being mediated by commitment and consumer support.
The strong link between commitment, membership, and customer voluntary performance
suggests that companies should leverage membership as a competitive tool. Consumers
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who see themselves as company members are likelier to act as service partners.
Retention strategies boost customer voluntary performance, and consumer engagement
positively affects commitment. Over time, long-term service users increasingly identify
with the company. However, companies should not solely rely on retention; developing
psychological consumer loyalty is crucial for fully realizing consumer value.

Empirical research findings suggest that service-oriented company managers
should prioritize consumer support. Consumers seek relationships with companies that
not only meet service expectations (e.g., satisfaction) but also provide attention,
appreciation, and rapport. Consumer support is crucial for developing them as service
partners, directly influencing their cooperation and participation. While focusing on
consumer satisfaction is a good starting point to enhance commitment and show
support, satisfaction alone is insufficient. The analysis suggests that companies should
extend beyond just offering satisfactory service to actively communicate consumer
support. This can be achieved through community engagement, collaboration with social
organizations, special events for consumers, and advertisements highlighting consumer
value to the company.

4. CONCLUSION

The primary aim of this research was to investigate the concept of Customer Voluntary
Performance (CVP) in the context of retail customers. Specifically, the study sought to
reexamine the antecedents of CVP, which include global customer satisfaction,
commitment, and perceived support. The relationships between these antecedents and
the aspects of CVP (such as loyalty, cooperation, and participation) were explored using
Structural Equation Modeling (SEM). The study is justified scientifically as it addresses a
gap in the existing literature regarding the impact of customer commitment, satisfaction,
and perceived support on various dimensions of CVP. Prior research has shown these
factors to be crucial in enhancing service quality, but there was limited understanding of
their interrelationships and combined effect on CVP. By employing SEM and analyzing
data from 200 retail customers, the study provides empirical evidence to better
understand these dynamics, contributing valuable insights to the field of consumer
behavior and marketing.

Suggestions for future research is exploring customer participation: future
research could delve deeper into understanding why customer commitment does not
significantly impact customer participation. Investigating the factors that encourage
customers to actively participate and provide feedback could be insightful. Longitudinal
Studies: Conducting longitudinal studies to observe changes in customer attitudes and
behaviors over time, especially regarding their voluntary performance, could provide a
more dynamic understanding of the antecedents of CVP. Broader Sample and Diverse
Settings: Expanding the research to include a larger and more diverse sample from
different retail settings could enhance the generalizability of the findings. Investigating
Other Potential Antecedents: Exploring other potential antecedents of CVP, such as
cultural factors, technological influence, and individual customer characteristics, could
provide a more comprehensive understanding. Impact of Digitalization: With the
increasing role of digital platforms in retail, examining how digital engagement and online
customer experiences influence CVP could be another valuable area of research.
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