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Antecedents of Customer Participation : Moderators of Self-Efficacy and

Other-Efficacy
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Abstract

Prior studies mostly focus on the direct relationships among customer
participation without considering the influences of reinforcement experience,
customer socialization and affective commitment. Accordingly, to close this gap,
this study empirically tests how reinforcement experience, customer socialization
and affective commitment as antecedent variables to affect customer participation,
while viewing self-efficacy and other-efficacy as a moderating variable. Moreover,
this study also investigates how reinforcement experience and customer
socialization to influence self-efficacy or not.

We conduct this research using questionnaire answered by 218 Kaohsiung
residents who contacted with management professionals and bought stocks or fund,
data analyzed with SEM. Our empirical results suggest that: (1) reinforcement
experience, customer socialization and affective commitment has a positive effect
on customer participation; (2) customer socialization have positive effect on
self-efficacy; (3) the effect of affective commitment on customer participation is
strengthen by high self-efficacy strength. These findings provide significant
theoretical contributions and managerial implications.

Keywords: Customer participation; Reinforcement experience; Customer

socialization; Affective commitment; Self-efficacy
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