The consumers’ psychological contract: a moderator of consumers’ perception of justice and attitudes towards an organization
Abstract proposal
The purpose of this dissertation is twofold, first to develop and validate the consumer Psychological Contract (PC) scale and second to analyze the moderating effect of a consumer’s PC upon his or her perceptions of organizational justice and consequent attitudes towards such organization. With these purposes in mind, the theoretical background of this study reviews the PC construct definition and then, introduces the concept of justice commenting on how it is related to consumers’ attitudes. The second section, the proposal discussion, provides the rationale to design and validate the consumer PC scale (i.e., study one) and then discusses the role of the consumer PC construct within a consumer behavior relationship (i.e., study two). Next, the method section describes participants and measures for each of the two studies that compromise this proposal. The following section, describes the expected results for both studies. Finally, this proposal presents a discussion regarding the expected results and comments on the theoretical and practical implications for the expected concussions.
PAPER

1. INTRODUCTION
Organizations that do provide more than an actual product or service are concerned about creating ties with their customers. Customers’ ties to an organization are particularly important in service industries where a purchase or its outcome may not be tangible, for instance in the health industry. Additionally, a customer’s loose or strong tie to an organization is a cognitive concept that includes both customers’ expectations from the services offered by an organization as well as their commitment to such services. This study analyses the cognitive tie customers hold with a service provider organization through the consumer psychological contract (PC) construct.

In a general sense, the PC is a cognitive construct that ties individuals’ and organizations’ beliefs regarding the conditions of their exchange agreement (Rousseau, 1995). Consequently, this study applies the PC construct to the consumer behavior arena and defines it as a cognitive representation a customer holds about his or her relationship with an organization or a brand given the scope of services and products demanded, the duration of the relationship, the stability of the procedures and service, and the perception of care experienced from and towards the organization.
The purpose of this dissertation is twofold, first to develop and validate the consumer PC scale and second to analyze the moderating effect of a consumer’s PC for the relationship between his or her perceptions of justice and consequent attitudes towards an organization. With these purposes in mind, the theoretical background reviews the PC construct definition and then, introduces the concept of justice commenting on how it is related to consumers’ attitudes. The second section, the proposal discussion, provides the rationale to design and validate the consumer PC scale (i.e., study one) and then discusses the role of the consumer PC construct within a consumer behavior relationship (i.e., study two). Next, the method section describes participants and measures for each of the two studies that compromise this proposal. The following section, describes the expected results for both studies. Finally, this proposal presents a discussion regarding the expected results and comments on the theoretical and practical implications for the expected concussions.
2. Literature review

The literature review first defines the PC using an organizational behavior background and underlines that this construct has not been used to explain beliefs consumers hold about a service provider organization. To set a consumer behavior context, the second part of the literature review is based on customer service research to explain how a customer perception of justice influences his or her attitudes towards an organization.
The Psychological Contract

The idea of PC is routed in social exchange theory according to which there is a “transaction” between parties involved in a relationship, and this exchange occurs because the interaction is expected to be rewarding (Blau, 1964). The PC was first defined as a series of mutual expectations between the organization and the employees. These expectations are intangible aspects of the relationship that lead both parties to have a “collateral agreement” (Levinson, Price, Munden, & Solley, 1962). Therefore, agreements are mental models or schemas that individuals use to understand the foundations of a relationship (Rousseau, 2000).
Rousseau’s seminal work places the PC within an individual’s perception: the relationship is in the eye of the beholder (Rousseau, 1989). But, as the empirical definition of the concept evolves, the PC may be assessed either from an individual’s or from a relationship perspective. The first aims to understand an individual’s beliefs about a relationship (Richard, McMillan-Capehart, Bhuian, & Taylor, 2009) whereas the second perspective evaluates both parties to determine their sense of mutuality and agreement concerning the relationship (Dabos & Rousseau, 2004). Additionally, there are three paths for the quantitative assessment of the PC: content, evaluation, and feature oriented (Rousseau & Tijoriwala, 1998). This dissertation follows a content type of assessment
.

A content-oriented assessment means defining the “composite of terms” or obligations employees feel they have towards an organization as well as the ones their employer owes to them (Rousseau & Tijoriwala, 1998). The content-oriented approach is supported by a tool that uses generalizable features allowing comparisons across employment relationships: the Psychological Contract Inventory (PCI). The PCI identifies the following dimensions: transactional, relational, and balance
 (Rousseau, 2000).
The transactional PC stands for a relationship that requires limited involvement, has short-term duration, is mainly focused on an exchange (e.g., work, pay, goods, services), and has a narrow scope of duties (subdimensions are narrow scope and short-term). The relational PC involves mutual collaboration, is based on long-term agreements, requires some extent of loyalty, support, and stability among parties, and assumes mutual trust and loyalty (subdimensions are stability and loyalty). The balanced PC is the extent to which the employee-employer relationship contributes to both parties’ development and market opportunities. For the employee, it means creating learning and career advantages. For the organization, a balanced contract means having a competitive advantage and being able to respond to market demands (subdimensions are external employability, internal advancement, and dynamic performance). 

Most of the empirical studies that support the PC are based on the employee-employer relationship. Interestingly, the first empirical study that used the PC construct is found in the marketing area measuring the effect of the PC on sales performance
 (Roehling, 1997). Since then, few studies in the marketing literature have used the PC to understand the relationship between customer service employees’ and their employer 
 ADDIN EN.CITE 

(Cutcher, 2008; Deery, Iverson, & Walsh, 2006)
 and the buyer-supplier relationship 
 ADDIN EN.CITE 

(Hill, Eckerd, Wilson, & Greer, 2009; Koh, Soon, & Straub, 2004)
. Moreover, there are no studies that use the PC concept to understand the implicit exchange agreement there is between a customer and an organization o service provider.
Consumer’s Perception of Justice and Attitudes
There is a consistent support for the relationship between individuals’ perception of justice and their corresponding attitudes (Ambrose, Hess, & Ganesan, 2007). I will first define the concept of organizational justice and then explain how this is related to attitudes such as satisfaction and behavioral intentions.

An individual’s perception of justice is framed within three dimensions: distributive, procedural, and interactional justice. Distributive justice is related to the perception of a fair outcome given a service provided (Martínez-Tur, Peiró, Ramos, & Moliner, 2006). The second dimension is procedural justice, this is the perception of fairness an individual has about policies and procedures that are implemented while receiving a service from an organization (Thibaut & Walker, 1975). A fair procedure is the one that is defined in an equitable manner, is impartial, and is consistent through time and situations (Leventhal, Karuza, and Fry, 1980). The third dimension is interactional justice, which is the perception of fairness about how individuals are treated during a service encounter (Blodgett, Hill, & Tax, 1997).

Studies evaluating customers’ perceptions about a service provided consistently support a positive relationship between perception justice and their attitudes towards an organization (Ambrose, et al., 2007). Customers’ attitudes towards a service provider organization may be expressed through their evaluation of satisfaction with the service and through their behavioral intentions (e.g., intention to return or intention to recommend the organization). Additionally, consumers’ perception of justice and their attitudes towards an organization is a mediated relationship. Consumers’ satisfaction for a particular event mediates the relationship between a consumer’s perception of organizational justice and his or her behavioral intention towards the organization (Ambrose, et al., 2007).
To summarize, the consumer behavior literature has consistently measured consumer attitudes as an outcome of consumers’ assessment of organizational justice. It is now clear, that attitudes should be measured through two stages: a first stage that evaluates satisfaction after a particular service encounter and a second stage that evaluates consumers’ behavioral intentions thinking about the overall organization. Hence, consumers’ perception of justice predicts satisfaction towards a particular service encounter, which in turn predicts consumers’ behavioral intentions towards the organization. The review of this consumer behavior type of relationship is important as a context for the consumer PC.

3. PROPOSAL DISCUSSION

Customers, just like employees, change their relationship with an organization given their mutual best interests within a competitive market. Some individuals will prefer a transactional relationship where a specific service is provided in a timely manner; others may expect a relational type of relationship where both parties benefit from a long-term interaction. For this proposal I will first define the consumer PC and next discuss two consecutive studies to validate and apply the consumer PC in a consumer service setting.
Definition of the Consumer Psychological Contract

The consumer PC definition is based on a content-oriented approach. As I will explain, the transactional and relational dimensions proposed by Rousseau within PCI (2000) seems to conceptually capture the type of contract that may be created between a consumer and an organization
. 
A transactional PC takes place as a customer is concerned for a specific output in a brief period of time. A transactional PC is described by a short time-frame and narrow scope. Scope stands for the number and variety of services provided by an organization. A relationship with a narrow scope occurs because the type of service required is clearly defined, service providers have a limited number of responsibilities, customers are not interested in receiving different types of services, and the service does not require the involvement of different service providers. Time-frame comprehends issues related to the duration of the service provided. As a characteristic of a transactional relationship, a short time-frame refers to the idea that a service encounter is limited time wise. A relationship is evaluated as brief because an organization and its employees provide a fast service and because a customer is prepared for a short-term service encounter. 
In a relational PC scenario, a consumer makes an assessment of an organization because of a continuing and caring interaction. Stability and care are the two subdimensions of the relational PC. Stability is observed through a consumer’s and an organization’s concern for continuity across time. From an organization’s perspective, stability refers to the commitment the organization has for offering a consistent service throughout time taking into account the quality of its services or products, permanence of its employees, and overall availability of resources. From a consumer’s perspective, stability describes the extent to which the consumer thinks about continuing a relationship with an organization or its service providers. Care stands for the extent to which a consumer believes that an organization and its services providers are truly concern about him or her and keep in mind his or her long-term well-being. In turn, the customer is also concerned about the organization, its image, and what it does to improve
. 

Finally, it is important to notice that beliefs are assessed from a consumer’s perspective. Across the two PC dimensions, relational and transactional, a consumer evaluates to what extent he or she is committed to the organization and how the organization fulfills its obligations and commitments. Hence the following hypotheses:

Hypothesis1: Short-term and narrow scope items will load on the transactional PC.

Hypothesis 2: Stability and care items will load on the relational PC. 
Study 1: Construct Validity of the Consumer’s Psychological Contract
This study construct validates the consumer PC by building and evaluating it against a nomological network (figure 1).
Convergent validity (figure 1). Trust and affective commitment are two constructs conceptually related to the PC. These constructs are assessed to evaluate convergent validity for the consumer PC.
Trust guaranties that both parties are able to commit to a long-term relationship (Morgan & Hunt, 1994). Trust has also been defined through dependability and benevolence (Doney & Cannon, 1997). Dependability means that a party is considered reliable, and benevolence means that a party is willing to protect the interests and well-being of the other party. Because trust leads to the desire to maintain a relationship, it is strongly related to affective commitment (Morgan & Hunt, 1994).
Affective commitment is defined as an emotional attachment to, identification with, and involvement in the organization (Allen & John, 1990). Whereas trust stands for the confidence parties have on the relationship, affective commitment is a psychological state that expresses the level of attachment between partners; it is a positive feeling that motivates an individual to continue with a relationship (Sharma, Young, & Wilkinson, 2006). Thus, trust and affective commitment are related in the sense that trustworthy relationships are valuable and provide a safe environment for a consumer to hold with an organization either a basic transaction or a long-term relationship.
Hypotheses 3-4: The consumers’ PC will be positively related to consumers’ perception of trust (H3) and affective commitment (H4) towards an organization.
Discriminant validity (figure 1). Well-being constructs are important to determine to what extent the assessment of the PC is conceptually distinct from dispositional issues that may influence a consumer-organization relationship in a health environment. Two well-being scales are included: satisfaction with life scale and positive/negative affect scale (PANAS). These measures should be empirically distinguishable from the consumer PC measures; therefore they are not expected to be related to the consumer PC.
Life satisfaction is a cognitive judgment through which an individual evaluates his or her life in terms of accomplishments and living up to his or her own ideals (Diener, Emmons, Larsen, & Griffin, 1985). Life satisfaction is an overall evaluation a person makes judging his or her sense of satisfaction with life by comparing what he or she has achieved vs. the personally expected outcomes.
Affect is a feeling that accompanies people, without being directed towards a particular event or person (Watson, Clark, & Tellegen, 1988). Positive affect (PA) goes from high, where the person is in an energized state, full of concentration, and pleasurable engagement, to low, where the person is sad and lethargic. Contrary, negative affect (NA) is a state of subjective distress and unpleasant engagement with aversive moods such as anger, contempt, disgust, guilt, fear, and nervousness; low NA is a state of calmness and serenity (Watson, et al., 1988).
Study 2: The Consumers’ Psychological Contract as Moderator of the Perception of Justice and Attitudes towards an Organization
The purpose of the second study is to apply the PC construct to the consumer behavior arena as a moderating variable of the classic relationship between a consumer’s perceptions of justice and his or her following attitudes towards an organization (figure 2). Moreover, the study takes place in a health environment, a type of situation that may have important implications in the relationship between a consumer’s perceptions of justice and his or her attitudes towards an organization.
Under uncertain or difficult circumstances, fairness is important because it allows individuals to gain some level of control and to manage the type of uncertainty they are experiencing (Van den Bos, 2001). For an individual who is a patient at a health institution (e.g., having a checkup, a lab exam, medical procedure) there is some level of uncertainty. Therefore, the perception a patient has of receiving a fair treatment at a health institution may favor his or her perception of justice and in turn his or her satisfaction with a service encounter at the institution.
H1: The consumers’ perception of justice will be positively related to satisfaction.
The moderating effect of the consumer psychological contract (figure 2). The relationship between consumers’ perception of justice and satisfaction may change because of the PC a consumer holds with an organization (i.e., transactional, relational). Consumers who expect a fast and precise type of service (transactional PC) will be satisfied if these characteristics are provided. In turn, consumers who expect a stable, caring environment, and dependable type of service (relational PC) will be satisfied if these characteristics are provided (Sutton & Rafaeli, 1988). Therefore, a patient perception of justice and satisfaction with a service provider may change depending on his or her PC. In fact, the relationship between type of PC and satisfaction is supported by a previous meta-analysis for the relationship between employee and customer satisfaction that differentiates encounter (i.e., transactional) vs. relationship business (Brown & Lam, 2008). The first is a brief and superficial encounter, whereas the latter involves sustained personal contact over time.
Consistently, the influence upon each dimension of justice (i.e., distributive, procedural, and interactional) on satisfaction will change depending upon each of the PC dimensions. Because by having a transactional PC individuals are framed by a short-term and narrow condition, they do not have the time to build a long-term commitment; consequently, their judgment of satisfaction will be gathered from observable outcomes. Moreover, transactional PCs have an instrumental orientation. That is, individuals are concern about the outcomes of their relationship with a service provider and care about the direct reciprocity between costs and benefits. The relative importance of the dimensions of justice may be observed by comparing high vs. low customized relationships. Distributive justice may be more important for customers with a standardized service, whereas interactional justice may be more important for customers who have a highly customized relationship with a service provider (Hoffman & Kelley, 2000).
Consistently, given a long-term and relational PC, outcome failures may tend to be evaluated by going back to the process, transferring the assessment to procedural or interactional justice. This may occur because what a person is likely to judge is to what extent the organization cares about the failure and provides complete information to deal with the problem (Van den Bos, 2001). In fact, a consumer’s voice in the relationship may influence his or her organizational judgments, such that, he or she will have a positive reaction if an interaction with a service provider is appropriate but even a stronger negative reaction if an interaction is not appropriate (Van Den Bos & Spruijt, 2002). Therefore, the next set of hypotheses:

H2: The transactional PC will moderate the relationship between a consumer perception of justice and satisfaction towards an organization.

H3: The relational PC will moderate the relationship between a consumer perception of justice and satisfaction towards an organization.

The mediating effect of satisfaction (figure 2). Different studies support the mediating role of satisfaction in the relationship between consumers’ perception of justice and behavioral intentions such as word of mouth and revisit intention (Adams, 1965). This relationship is evaluated through the following hypothesis:
H4: Consumers’ satisfaction will be positively related to their behavioral intentions towards an organization.

4. METHODS

Study 1. Participants are undergraduate and graduate students from a business school. Individuals who voluntarily participate are asked to complete a survey. Participants must be 18 years old or older and have attended a health institution as a patient within the last year. A sample size of 400 is estimated in order to have a power of .9095 based on an effect size of .05, a ninety five percent confidence level, and considering nine factors to be estimated. (Lenth, 2006-9)
.
The survey includes the following measures: consumer PC (table 1); trust (Flavián & Guinalíu, 2006); affective commitment (Frutos, Ruiz, & San Martín, 1998); satisfaction with life (Atienza, Pons, Balaguer, & García-Merita, 2000); and PANAS (Godoy-Izquierdo, Martínez, & Godoy, 2008). All items use a five-point agreement scale where five equaled “strongly agree” and one “strongly disagree”. Finally, the questionnaire includes control variables such as age, gender, reason for visiting the institution, type of insurance coverage, attendance frequency, and availability of health institutions.
Study 2. This field study will survey patients from a health institution. Participants must be 18 years old or older. The survey will not be administered to any patient to whom it may represent a threat in any manner. The study expects to recruit around 400 patients from the different areas of the hospital in a period of one month. This is an estimated sample size; however it must be recalculated using the variance of key variables from study 1. Patients will be asked to respond to a questionnaire that has two parts. Part one includes the consumer PC scale, PANAS, and control variables. Part 2 includes the scales for perception of justice, satisfaction, and behavioral intentions (Vázquez-Casielles, Suárez-Alvarez, Díaz-Martín, & Del Río-Lanza, 2007) (see items on table 1).
5. EXPECTED RESULTS

Study 1. An item and scale analysis
 is expected to show significant factor loadings for each dimension. Items are expected to load significantly on their constructs with the lowest critical ratio (t-value) indicating that the specific measurement variables are sufficient in their representation of the constructs. Next, internal reliability (Cronbach alpha) will be computed (supporting H1-2). Items that do not load into the defined dimension will be reworded or deleted from the following section of the analysis. Following, a confirmatory factor analysis (CFA), allows testing for convergent validity. The PC will be statistically compared with trust and commitment as two conceptually similar constructs. Modifications to the consumer PC items are considered if trust or affective commitment, appear as confounding variables. The following step will be to compute the correlation matrix including the two dimensions of consumer PC along with trust, affective commitment, life satisfaction, and PANAS. The PC dimensions are expected to be related to trust and affective commitment providing support for construct validity (supporting H3–4). Descriptive statistics will be summarized with the correlation matrix.

Study2. Sample characteristics will be summarized (i.e., age, gender, availability of health institutions, frequency of visits, type of insurance coverage, and area visited). Next, the analysis will provide descriptive statistics (i.e., means, standard deviations, correlations) for all variables in the model (i.e., the three dimensions of justice, PC, satisfaction, trust, word of mouth, and revisit intention).

The analysis begins with a CFA, expecting that loadings are consistent with the dimensions suggested by the theory and by the previous empirical results. Results include: Cronbach’s alpha estimates, variance extracted from each factor, and composite reliabilities. Next, a three-step hierarchical regression analysis runs the moderated mediated model needed for study2: first, determining the influence of control variables; second, predicting behavioral intentions through the mediating effect of previous attitudes; and third, testing for the moderating effect of the PC upon satisfaction (i.e., this is a structural equation model).

The first part of the model includes the three dimensions of justice and control variables as predictors of satisfaction. Control variables (λs) will not be taken to the next step unless they have a significant contribution to the model (Equation1). The second step includes the two dimensions of the consumer PC as moderators of the relationship between justice and satisfaction (Equation2). The third step, predicts behavioral intentions, mediated by satisfaction, and accounting for the moderating effect of transactional and relational PC (Equation3). Other issues: check for multicolinearity.
[image: image1.emf]01231


2345*(1)167


satisfactionDJPJIJage


genderaccessfreqkKareasNAPA


yXXXX


XXXXXX


bbbbl


llllll


--


=++++


++++++




01231

2345*(1)167

satisfactionDJPJIJage

genderaccessfreqkKareasNAPA

yXXXX XXXXXX

 



 

Equation 1.

[image: image2.emf]RPC


IJ


RPC


PJ


RPC


DJ


TPC


IJ


TPC


PJ


TPC


DJ


RPC


TPC


IJ


PJ


DJ


on


satisfacti


X


X


X


X


X


X


X


X


X


X


X


y


*


11


*


10


*


9


*


8


*


7


*


6


5


4


3


2


1


0


b


b


b


b


b


b


b


b


b


b


b


b


+


+


+


+


+


+


+


+


+


+


=




RPC IJ RPC PJ RPC DJ TPC IJ TPC PJ TPC DJ

RPC TPC IJ PJ DJ on satisfacti

X X X X X X

X X X X X y

* 11 * 10 * 9 * 8 * 7 * 6

5 4 3 2 1 0

     

     

    

     


Equation 2.
[image: image3.emf]012344


56*7*8*9*10*11*


BIDJPJIJsatisfactionTPC


RPCDJTPCPJTPCIJTPCDJRPCPJRPCIJRPC


yXXXXX


XXXXXXX


bbbbbb


bbbbbbb


=+++++


++++++




012344

56*7*8*9*10*11*

BIDJPJIJsatisfactionTPC

RPCDJTPCPJTPCIJTPCDJRPCPJRPCIJRPC

yXXXXX

XXXXXXX










Equation 3.

6. DISCUSION AND CONCLUSIONS
This dissertation brings the PC concept to the consumer behavior literature based on the idea that individuals create a relationship with service provider organizations. Moreover, the study chooses the health industry as a context to design, validate, and apply the consumer PC construct first because of the variety of services that are provided and second because health may be an issue most customers are willing to think about and carefully evaluate.
Within a health context, study one designs an exhaustive consumer PC scale considering two dimensions of the original PCI (transactional and relational), two subdimensions for each dimension (short-term, narrow scope, stability and loyalty), and two perspectives (consumers’ expectation about the organization and consumers’ commitment). Results from the exploratory analysis should determine if both subdimensions and both perspectives provide a consistent definition for each factor or if, for instance, consumers’ expectations is a different dimension from consumers’ commitment. Study one evaluates construct validity of the consumer PC. Moreover, results from study one have important consequences upon the second study determining the number of moderating variables (PC dimensions) to be influencing the relationship between a customer perception of justice and his or her satisfaction with a service.

Study two will first conclude to what extent consumers’ perception of justice is related to their satisfaction and, in turn, to what extent consumers’ satisfaction predicts their behavioral intentions towards a health institution. The second conclusion in study two will be related to the influence of the consumer PC contract upon the previous relationship. The effect of the consumer PC is determined through the different dimensions of this construct.
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Figure 1. Construct validity of the consumer psychological contract
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Figure 2. Proposed model for the consumer’s psychological contract influence
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Table 1. Main scales included in the study

	Consumer psychological contract (beliefs about the institution)

	Healthcare personnel provide a fast service (short-term)

	Service is provided on a one-time visit (short-term)

	Healthcare is provided in a brief period of time (short-term)

	Waiting times are short (short-term)

	Procedures are conducted in a timely manner (short-term)

	A wide variety of treatments or healthcare options are offered (narrow scope -R)

	A limited number of treatments or healthcare options are offered (narrow scope)

	Complementary services to my healthcare plan are offered (narrow scope -R)

	Healthcare personnel duties are limited (narrow scope)

	There is only one specific type of service provided (narrow scope)

	There is a team trained in different healthcare areas (narrow scope -R)

	I expect that service quality is consistent throughout time (stability)

	I expect to count on a stable work team throughout time (stability)

	I expect that service characteristics are maintained throughout time (stability)

	I expect service providers to remain with the institution (stability)

	I expect that the same service is offered in the future (stability)

	Healthcare personnel makes sacrifices to satisfy my needs (care)

	Healthcare personnel are capable of handling my case (care)

	The institution is concerned with my long-term satisfaction (care)

	Healthcare personnel make decisions with my interests in mind (care)

	Healthcare personnel are responsive to my concerns (care)

	Consumer psychological contract (customer’s commitment)

	Be willing to receive a brief appointment (short-term)

	Be prepared to wait to be attended (short-term -R)

	Be prepared for a delay in the schedule of the appointment (short-term)

	Make a quick consult (short-term)

	Respond quickly to healthcare personnel requirements (short-term)

	Take the shortest time possible during a service encounter (short-term)

	Receive attention from a team of different specialists (narrow scope)

	Use few of the services offered at the institution (narrow scope)

	Perform complementary activities to my treatment (narrow scope -R)

	Use a specific type of service according to my health needs (narrow scope)

	Use a particular healthcare area (narrow scope)

	Prefer services at this institution above others (stability)

	Ask to be attended by the same individual in case I revisit this institution for the same reason (stb)

	Think of this institution when I need a health service (stability)

	Require the same healthcare personnel in the future (stability)

	Return to this institution (stability)

	Make comments to improve services offered at this institution (care)

	Be concerned about changes at this institution (care)

	Protect this institution’s image (care)

	Care about things this institution does to improve (care)

	Personally trust this institution (care)

	Trust

	This institution usually fulfills the commitments it assumes (Dependability)

	The information offered by healthcare personnel is sincere and honest (D)

	I can have confidence in the promises made (D)

	Healthcare personnel are characterized by the frankness and clarity of the services offered (D)

	This institution is concerned with the present and future interests of its users (Benevolence)

	This institution takes into account the repercussions that its actions could have on the customer (B)

	This institution would not do anything intentional that would prejudice the user (B)

	This institution is receptive to the needs of its users (B)

	Affective commitment

	I would be very happy if I can come to this institution instead of another one if I ever need a similar type service

	I enjoy discussing about this organization with other people

	I think that I could easily become as attached to another organization as I am to this one

	I do not feel emotionally attached to this organization

	This organization has a great deal of personal meaning for me

	Perception of organizational justice

	Considering my case, the service received was appropriate (Distributive justice)

	Healthcare personnel’s efforts contributed to offer a satisfactory outcome (DJ)

	The institution was fair in the service provided (DJ)

	Considering my case, the service received was not right (DJ)

	Personnel were committed to the best possible outcome (DJ)

	I received appropriate treatment options (DJ)

	The service was provided in a timely fashion (Procedural justice) 

	The organization has fair policies and practices to handle the service provided (PJ)

	Given the circumstances, my problems/concerns were attended to fairly and quickly (PJ)

	Accurate policies and procedures enabled care providers to offer a fair service (PJ)

	The institution followed safety procedures (PJ)

	The personnel treated me in a courteous manner (Interactional justice)

	The personnel showed real interest in providing a fair service (IJ)

	The personnel were honest with me (IJ)

	The personnel showed concern for helping me (IJ)

	The personnel considered my views (IJ)

	The treatment from and communication with personnel were appropriate (IJ)

	The personnel did everything possible to provide a fair service (IJ)


	Satisfaction

	I am satisfied with the way my situation/requirements have been handled

	In my opinion, this institution has facilitated a satisfactory solution to the attention I required

	I am pleased with the manner in which the service was provided

	After this visit I have a more positive attitude towards this institution

	Behavioral intentions

	I intend to use the services provided by this institution (revisit)

	If I had to choose again, I would pick this institution (revisit)

	It is very likely that in the following years I keep coming back to this institution even though there are alternative competitors (revisit)

	I will prefer not choose this institution over others that offer the same services (revisit)

	I would recommend this institution to someone who seeks my advice (word of mouth)

	Any time I have the chance I comment my friends and relatives how satisfied I am with the services received at this institution (WOM)

	I have positive things to say about this institution (WOM)

	I do not have anything positive to say about this institution (WOM)


� EMBED Equation.DSMT4 ���





� EMBED Equation.3 ���
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� The evaluation approach measures the gap between what is perceived and what is expected, it is known as a PC contract fulfillment or violation. Its assessment requires evaluating specific obligations of the contract from both parties’ perspective to determine the extent of the contract breach (Robinson, Kraatz, & Rousseau, 1994). The feature oriented approach consists of analyzing characteristics that are particular to a contract (Rousseau & Tijoriwala, 1998).


� The PCI includes a fourth dimension: transitional. Hoverer, the transitional factor is not a PC per se. Through this dimension, the PCI covers the concept of change in a relationship assuming that there could be mistrust because of inconsistent messages and doubts about true intentions, uncertainty regarding the commitment of the other party, and erosion anticipating future decline in the quality of work or working standards (Rousseau, 2000).


� Unpublished dissertation by Jurek, W. R. (1968).


� Though studies support the idea that both informational and interpersonal justice each has a unique effect (Colquitt et al., 2001) most consumer behavior studies have dealt with these issues only through interactional justice. Interpersonal justice measures the quality of interpersonal relationships and informational justice measures the fact that useful and important information is provided.


�The balance and transitional PC dimensions are not included in the consumer PC developed in this research. The balance dimension is difficult to translate into a consumer behavior relationship because a customer’s behaviors are not consciously intended to influence an organization’s economic success. On the other hand, the transitional dimension is better evaluated through the concept of trust, which is a different construct. 


� Notice that the PCI does not include care as a subdimimension of the relational PC dimension. Instead it includes the concept of loyalty to capture employees’ commitment to support the organization and their perception about the extent to which the organization supports their well-being (Rousseau, 2000). In the consumer behavior arena, this meaning may be better communicated through “care” because the term “loyalty” stands for a consumer behavioral intension to repurchase or to recommend.


� The effect size is assumed from Rousseau’s PCI study (2000) where she obtained an R2 of .05 (employer) and .03 (employee) perception of fulfillment.


� Results from different methods will be compared: principal axis factor analysis, minimum residual factor analysis, and hierarchical factor analysis solution.


� Construct dimensions or subdimensions in parenthesis.
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