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Abstract 
 
In our increasingly competitive and changing world, organizations are looking for new ways to 
increasing your profits. Thus knowing Methods in which having a low price for the organizations 
that it helps to improve performance is good, such as customers helping behavior. In this paper, 
using a scale of organizational citizenship behavior as a valid model for studying the range of 
customer helping behavior is designed. The purpose of this paper is Prioritization customer 
helping behavior. Our statistical population consists of 520 managers in some Isfahan's business 
organization which 230 have been chosen by using stratified randomized sampling. We get our 
information by making researcher- made questionnaires with 13 items. This article focuses 
eight factors associated with customer helping behavior includes: providing feedback, 
responding to research, displaying brands, improving behavior, promote word of mouth, brand 
loyalty, Forgiving behaviors, increase the size and price of purchase through the fuzzy AHP-
Analytic.  
 
Keywords: customer helping behavior, fuzzy AHP-analytic, Organizational Citizenship Behavior 
 
1. Introduction 
 
Organizations ask for a lot from their customers these days. Johnson J. W. et al (2010) say 
"Extra to purchasing products, customers may be expected to forgive negative experiences 
(Aaker et al., 2004), pay premium prices (Thomson et al., 2005), and make loyal purchases 
(Verhoef, 2003). Customers are encouraged to attend brand-centered events (McAlexander et 
al., 2002), participate in brand communities (Muniz and O'Guinn, 2001), and communicate with 
other customers of a brand (Kozinets, 2002). Companies ask their customers to spread word of 
mouth (Jones et al., 2007), participate in research (Aggarwal, 2004), volunteer time (Sargeant 
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and Lee, 2004), and donate money (Brady et al., 2002). These attractive behaviors all help the 
company more than they benefit the customer."  
 
This article purpose is Prioritization of Customer Helping Behavior in Improvement the 
performance of Business Company in Iran with Using AHP-Analytic, per a scale that are adapted 
from measure of multiple dimensions of customer helping behaviors used previously by 
Johnson J. W. et al. (2010). The following sections show the purpose of this research. At first, 
we describe the literature review. Then provide a description of the constructs that included in 
the proposed framework. Next, we describe proposed method which used to test framework 
and analysis results. Finally, the study was concluded by putting forward some conclusions. 
  
2. Literature Review 
 
A review of the consumer research literature revealed a number of customer behaviors, 
including donating money to non-profit organizations (Sargeant et al., 2006), volunteering time 
(Sargeant and Lee, 2004), spreading positive word of mouth (Brown et al., 2005), promoting or 
recommending brands to other customers (Verhoef, 2003), forgiving negative experiences 
(Fournier, 1998), and participating in marketing research or providing feedback to a company 
(Aggarwal, 2004). These behaviors have been extensively studied in the consumer research 
literature, but in isolation from each other, in spite of evidence of shared antecedents among 
them. For example, both charitable donations and volunteerism have been found to be 
predicted by altruism (Unger, 1991), social norms (Harrison, 1995), and commitment (Sargeant 
et al., 2006).  
 
Lieke L. ten Brummelhuis, Tanja van der Lippe and Esther S. Kluwer (2010) in paper are name: 
Family Involvement and Helping Behavior in Teams with aim of expand their knowledge of 
helping behavior at work. They survey 6factors Family Involvement and Helping Behavior in 
Teams and concretized how family life can conflict with but also enrich helping behavior in 
teams. 
 
Thomas Li-Ping Tang et al. (2008), Assemble structural equation model (SEM) of employee 
helping behavior involves (1) Intrinsic (Altruistic) Motives and Extrinsic (Instrumental) Motives 
of helping behavior, (2) self-reported Helping Behavior (a part of the altruism dimension of the 
OCB), and (3) the Love of Money. 
 
Jennifer Wiggins Johnson, Adam Rapp (2010) in paper is name: A more comprehensive 
understanding and measure of customer helping behavior. They in paper sought to develop a 
measure of customer helping behavior by validating a multidimensional scale based on the OCB 
scale. They survey 9factors obtain:  Expanding behaviors, Competitive information, responding 
to research, displaying brands, et al. 
 
Customer also with these behaviors can helping to a company. Versus organizations providing 
affordable and comfortable place and properly encounter with customer and providing the best 
products and service in order to attract and retain customers. One of the limitations of existing 
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standards is, for example, spread word of mouth don’t spot additional helping behavior. These 
behaviors are intended to help organizations measure by the event were characterized of this 
behaviors with other customer helping behaviors and are not motivated by any Outputs. 
 
3. Customer Helping Behaviors 
 
Helping behavior is a part of Organizational Citizenship Behavior (OCB). Helping behavior was 
estimated according to whether or not the participant helped and how much the participant 
helped. Helping is a type of interpersonal, cooperative, and extra-role behavior directed 
towards members of one’s workgroup (Van Dyne & Le Pine, 1998). 
 
In order to Prioritization of Customer Helping Behavior, we used a scale to surveys customer 
helping behaviors, used in the organizational behavior literature, for example: a scale from 
measure of multiple dimensions of customer helping behaviors used previously by Johnson J. 
W. et al. (2010), the Organizational Citizenship Behavior (OCB) scale used previously by Organ 
and Konovsky, 1989. The multiple dimensions of customer helping behaviors scale was 
developed and empirically validated as a measure of behaviors that survey of customer helping 
behavior. OCBs were defined as discretionary job behaviors which contribute to organizational 
effectiveness (Organ, 1988). Customer citizenship behavior is defined 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” (Groth, 2005, p. 
11). 
 
The validity of Customer citizenship behavior scale has been repeatedly tested and improved 
(Johnson J. W. et al., 2010), making it a good example of an empirically valid behavioral 
measure. 
 
Hence, this paper improves the model of organizational citizenship behavior and develops a 
basic model in order to criteria for prioritization of customer helping behavior. As an 
organizational citizenship behavior model, the customer helping behavior model has provided 
for the future wider application consist of a wide range of customer helping behaviors. As well 
as, the organizational model, this model may all aspects of the customer helping behaviors is 
not considered. The model presented in Figure 1, dimension of customer helping behavior is 
considered. 
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Fig1. Our theoretical model 

 
 
4. Fuzzy AHP Methodology 
 
Fuzzy set theory first was employed by Lotfi Zadeh in 1965 to solve problems. Fuzzy set theory 
is a valuable tool to strengthen the integrity and logical decision-making. In this paper have 
been used the linguistic variables to assess the priority and weight of these factors. These 
linguistic fuzzy numbers expression is trapezoidal or triangular fuzzy numbers. Then a multi-
criteria decision making model based on the hierarchical theory of fuzzy sets is used for 
Prioritization marketing capabilities and operations capabilities that are effective in the 
organization performance of companies. Fuzzy numbers is one of the tools of fuzzy theory to 

represent uncertainty that can be specified with the membership functions the triangular 
fuzzy numbers is specific type of trapezoidal fuzzy number in fuzzy applications, is very famous. 
Triangular fuzzy number A, the triangular number with membership function A (x) µ'  on R is 
defined as a bottom relationship: 
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In the above equation [L, U] the fulcrum interval and [M, 1] D are the vertices.  
 
4.1. Fuzzy AHP process 
 
In this paper represented the concepts and definitions of fuzzy AHP based on the EA methods 
were presented by a scholar of Chinese name is Chang. Two triangular fuzzy numbers (M2= (l2, 
m2, u2), M1 = (l1, m1, u1)) consider, are plotted in Figure 2, the arithmetic operators are defined 
as follows: 

 

Fig.2. Fuzzy numbers, M1 and M2 

1 

Mµ 

0 u1 M2 u2 M l1 
m1 l2 

 
 
M1 + M2 = ( l1+ l2 , m1+ m2 , u1+ u2 ) 
 
M1 × M2 = ( l1×l2 , m1×m2 , u1×u2 ) 
 
It should be noted that the multiplication of two triangular fuzzy numbers or the inverse of a 
triangular fuzzy number, the other is not a triangular fuzzy number. This relationship are 
expressed only an approximation of the actual product of two triangular fuzzy numbers and 
reverse triangular fuzzy numbers. 
 
In the EA method, for each row of a matrix of paired comparisons, the amount of Sk, which is a 
triangular number, calculation as follows: 

Sk =  
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K represents the number of rows and i and j respectively represent criteria and sub-criteria. In 
the EA method, then Sk is calculated, have achieved their large degree. 
 
In general, if M1 M2 be two triangular fuzzy numbers, a large degree of M1 and M2, which 

show V (M1 M2), is defined as follows: 
 

 
 
Also, we have: 
  

 
 
A large amount of a triangular fuzzy number, further triangular fuzzy numbers as K is obtained 
from the following relationship: 
 

 
 
Assume that:      D'(Si) =Min V (Si ≥ Sk)           
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 1 
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Fig3. The intersection between M1 and M2 
 
 
The EA method, for computation criteria weight in paired comparisons matrix, we perform the 
following: 
 

W’(xi )=Min{V(Si     k=1,2,…,n,   k  
 
Therefore, the weight vector of Criteria will be as follows: 
 
W’=*W’(c1),W’(c2),…,W’(cn)]T  

 

The normalized weight vectors are obtained as follows: 
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W = (D (S1), D (S2), . . . ,D (S n))T   
 
The consistency index (CI) and consistency ratio (CR) are calculated as follows: 

RICICRand
n

n
CI /

)1(

)(
max 



 

                   (13) 

Where max is the largest Eigen value of the comparison matrix, is the number of items being 
compared in the matrix, and RI is a random index, if the CR ≥0.10, the decision maker has to 
make the pair wise judgments again (Saaty, 1990).           
 

The questionnaire was designed according to the concept of fuzzy hierarchical approach and 
then questionnaire have been completed by managers and experts. Objective of questionnaires 
is criteria and sub- criteria Paired comparison. Fuzzy numbers are spotted to paired 
comparisons of the criteria is shown in Table 1. 
 
 

Table 1: Triangular fuzzy conversion scale 
 

Linguistic scale for importance         Triangular fuzzy scale Triangular fuzzy reciprocal scale 

Equally important  (1/2, 1, 3/2) (2/3, 1, 2) 

Weakly more important  (1, 3/2, 2) (1/2, 2/3, 1) 

Strongly more important  (3/2, 2, 5/2) (2/5, 1/2, 2/3) 

Very strongly more important (2, 5/2, 3) (1/3, 2/5, 1/2) 

Absolutely more important  (5/2, 3, 7/2) (2/7, 1/3, 2/5) 

 
6. Methodology Research 
 
To create pair wise comparison matrices, a group of managers have been interviewed. Then, 
the fuzzy evaluation matrix relevant to the goal has been obtained with the consensus of them 
and they are located to a spreadsheet as shown in Table 2. Some examples of decision makers’ 
answers in the form of linguistic expressions about the comparison appropriate employee 
contact and quality of the product are given in figure 4. Furthermore, the consistency of the 
pair wise comparison matrices were examined and it was determined that all the matrices were 
consistent. 
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Fig4. The fuzzy hierarchy 
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Table 2.The fuzzy evaluation matrix with respect to the goal 
 

scale C1 C2 

C1 (1,1,1)  (1/2, 2/3, 1) 
C2 (1, 3/2, 2)  

 (1,1,1) 

 
By applying formula (2) given in Step 1: 
S1= (1.5, 1.66, 2) * (0.2, 0.24, 0.286) = (0.3, 0.4, 0.571) 
S2= (2, 2.5, 3) * (0.2, 0.24, 0.286) = (0.4, 0.6, 0.857) 
Finally, by using formula (10), we obtain: 
V (S1≥S2) =0.462  
V (S2≥S1) =1 
Therefore, the weight vector is calculated as: 
W’= (0.462, 1) 
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The normalized weight vectors
)( 1




W
W

W
i

i

 are obtained as follows:  
            C1       C2 
W= (0.684, 0.316) 
 

After to create relative significance of goal for creates relative significance of sub-criteria, 
assess linkage each goal with sub-criteria. Then, the fuzzy evaluation matrix relevant to the 
sub-criteria has been obtained with the consensus of them and they are located to a 
spreadsheet as shown in Table 2. Some examples of decision makers’ answers in the form of 
linguistic expressions about the comparison behaviors and feedback are given in table3. 
Furthermore, the consistency of the pair wise comparison matrices were examined and it was 
determined that all the matrices were consistent. 
 
 
Table 3.The fuzzy evaluation matrix with sub-criteria 
 

A1 A2 A3 A4 
Scale 

(2/7,1/3,2/5) (7/2,8/3,10/3) (2/7,1/3,2/5) (1, 1, 1) A1 

(2,5/2,3) (7/2,8/3,10/3) (1, 1, 1) (5/2,3,7/2) A2 

(2,5/2,3) (1, 1, 1) (3/10,3/8,2/7) (3/10,3/8,2/7) A3 

(1, 1, 1) (1/3,2/5,1/2) (1/3,2/5,1/2) (5/2,3,7/2) A4 

 
By applying formula (2) given in Step 1: 
S1= (5.071, 4.33, 5.13)* (0.038, 0.044, 0.046) = (0.195, 0.192, 0.235) 
S2 = (9, 9.167, 10.833)* (0.038, 0.044, 0.046) = (0.346, 0.407, 0.496) 
S3 = (3.6, 4.25, 4.57)* (0.038, 0.044, 0.046) = (0.138, 0.188, 0.209) 
S4 = (4.16, 4.8, 5.5)* (0.038, 0.044, 0.046) = (0.160, 0.213, 0.252) 
 
Finally, by using formula (10), we obtain: 
 
V(S1≥S2,S3,S4)=Min(0.005, 1, 0.784)= 0.005 
V(S2≥S1,S3,S4)=Min(1, 1, 1)=1 
V(S3≥S1,S2,S4)=Min(0.018, 0.230, 0.074)= 0.018 
V(S4≥S1,S2,S3)=Min(1, 0.204, 1)=0.204 
 
Therefore, the weight vector is calculated as: 
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W’= (0.005, 1, 0.018, 0.204) 
 

The normalized weight vectors
)( 1




W
W

W
i

i

 are obtained as follows: 
 
        A1          A2        A3        A4 

W= (0.004, 0.815, 0.015, 0.166) 
 
And similarly were normalized scores obtained from questionnaires questionnaire in order to 
calculate the indicators relative weights measure the quality of goods. Matrix of relative 
weights of these options is as follows: 
 
 
W= (0.294, 0.212, 0.267, 0.226) 
 

7. Discussion 
 
Diversity and complexity of business decisions and dynamic business environment, 
organizations need to find ways to improve performance to stay competitive in this 
environment has increased. This article sought to develop a more comprehensive measure of 
customer helping behavior by validating a multidimensional scale based on the OCB scale. Our 
goal was to develop a scale that was both empirically valid and generalizable to different 
contexts and industries. Our analysis found that there are distinct but interrelated dimensions 
of customer helping behavior.  
 
Customer helping behaviors are organizational citizenship behavior within an organization. We 
have demonstrated reliability, homological and external validity, and a robust ten-dimensional 
structure to our scale. By enabling researchers to examine the effects of these variables on 
multiple helping behaviors, our scale will provide for a deeper understanding of the variety of 
customer helping responses and allow for more accurate predictions of customer helping 
behaviors. 
 
The above analysis showed that the various dimensions of customer behavior are each there to 
help in Improvement the performance of company. All results show between Proper encounter 
of staff and quality of the product indicators to increase the customer helping behaviors, the 
quality of the product will be more effective.  
 
Therefore, organizations for use of the opportunities and improve their performance should be 
more attention to their quality of product and then staff. Also among the quality of the product 
sub-criteria studied  ,respectively(table4,table5): Spread word of mouth, brand loyalty, 
increasing quantity, and increasing price and among the Proper encounter of staff sub-criteria 
studied, respectively: providing feedback, displaying brands, Responding to research and 
forgiving behaviors, as the customer helping behavior are important, so organizations with a 
focus on these two indicators can be effective in increasing the customer helping behaviors, 

     A5          A6       A7        A8 
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behaviors that help improve organizational performance without  involve a cost For 
organizations. 
 
Table4. Product quality indicator rankings related to customer helping behavior 
 

Series            Scale Final score Ranking 

1 Spread word of mouth 0.003 1 
2 Increasing quantity 0.557 3 
3 Brand loyalty 0.010 2 
4 Increasing price 0.114 4 

 
 
Table5. Proper encounter of staff indicators Ranking related to help the customer helping 
behavior 
 

Series            Scale Final score Ranking 

1 Providing feedback 0.093 1 
2 Forgiving behaviors 0.067 4 
3 Displaying brands 0.085 2 
4 Responding to research 0.071 3 

 
Thus, these eight types of  helping behaviors are more important to help of the organization 
respectively: spread word of mouth until the last customer helping behaviors, for example, if 
customers do spread word of mouth behavior promotion of the organization have the greatest 
help. This review focuses on customer helping behaviors and can help organizations to improve 
performance in today's competitive environment. Behaviors that help organizations stand out 
in the business environment, without spending advertising cost for the organization, get 
feedback from customers. However, while we acknowledge that the selection of dimensions or 
behavioral items based on applicability to the context and opportunity for customers to 
perform the behaviors is necessary, we encourage researchers not to limit their focus to a 
particular behavior or set of behaviors, but instead to capture the breadth of ways in which 
customers engage in behaviors to help organizations. 
 
References   
 
[1] Aaker JL, Fournier S, Brasel SA, J Consum Res (2004), “When good brands do badly”, 4;31(1): 

1-16 
[2] Aggarwal P (2004), “The effects of brand relationship norms on consumer attitudes and 

behavior” J Consum Res 2004; 31(1):87-10. 
[3] Ali, pahlevani (1388),“ prioritization investment whit using hierarchical TOPSIS group 

decision making in fuzzy environments", Journal of Technology Management, Volume 1, 
Issue 2, pp. 35-54 



  International Journal of Academic Research in Business and Social Sciences 
         July 2012, Vol. 2, No. 7 

ISSN: 2222-6990 

 

344  www.hrmars.com/journals 
 

[4] Alice H. Eagly and Maureen Crowley (1986), “Gender and Helping Behavior: A Meta-Analytic 
Review of the Social Psychological Literature, Psychological Bulletin”, Vol. 100, No. 3, 283-
308. 

[5] Anderson JC, Gerbing  DW,(1988), “Structural equation modeling in practice: a review and 
recommended two-step approach”,  Psychol Bull 1988;103(3): 21-411 

[6] Aries, E. J., & Johnson, F. L. (1983), "Close friendship in adulthood: Conversational content 
between same-sex friends", Sex Roles, 9, 1183-1196  

[7] Aresty, E. B. (1970)," The best behavior: The course of good manners—from antiquity to the 
present—as seen through courtesy and etiquette books", New York: Simon & Schuster. 

[8] Baker TL, Hunt TG, Andrew MC (2006), “Promoting ethical behavior and organizational 
citizenship behaviors: the influence of corporate ethical values”, J Bus Res; 59(7), 57-849 

[9] Barksdale K, Werner JM, “Managerial ratings of in-role behaviors, organizational citizenship 
behaviors, and overall performance: testing different models of their relationship”, J Bus 
Res 2001; 51(2): 55-145 

[10] Bateman TS, Organ DW, “Job satisfaction and the good soldier: the relationship between 
affect and employee‘ citizenship”, Acad Manage J 1983; 26(4): 95-584 

[11] Bendapudi N, Singh SN, Bendapudi V(1996), “Enhancing helping behavior: an integrative 
framework for promotion planning”, J Mark; 60(3):33-49 

[12] Bernard, J. (1981), "The female world" .New York: Macmillan. 
[13] Bern, S. L. (1974). "The measurement of psychological androgyny", Journal of Consulting 

and Clinical Psychology, 42, 155-162  
[14] Bhattacharya CB, Rao H, Glynn MA (1995), “Understanding the bond of identification: an 

investigation of its correlates among art museum members”, J Mark; 59(4):46-57 
[15] Bove LL, Simon JP, Beatty SE, Shiu E( 2009),“ Service worker role in encouraging 

customer organizational citizenship behaviors”, J Bus Res; 62(7): –705 698 
[16] Brady MK, Noble CH, Utter DJ, Smith GE (2002), “How to give and receive: an 

exploratory study of charitable hybrids”, Psychol Mark; 19(11): – 44 919 
[17] Brown TJ, Barry TE, Davin PA, Gunst RF (2005), “Spreading the word: investigating 

antecedents of consumers' positive word-of-mouth intentions and behaviors in a retailing 
context”, J Acad Mark Sci 2005; 33 (2): – 38 123. 

[18] Broverman, I. K., Vogel, S. R., Broverman, D. M., Clarkson, F. E  ,.&  Rosenkrantz, P. S. 
(1972), " Sex-role stereotypes: A current appraisal", Journal of Social Issues, 28, 59-78  

[19] Castro, B.C.Armario, M.E.ruiz, M.P (2004), “The influence of employee organizational 
citizenship behavior on customer loyalty”, International journal of service, vol, 15, 2004, 27-
53 

[20] Churchill Jr GA(1979), “A paradigm for developing better measures of marketing 
constructs”, J Mark Res;16:64 –73 February. 

[21] Chodorow, N. (1978(, "The reproduction of mothering: Psychoanalysis and the sociology 
of gender", Berkeley: University of California Press. 

[22] Feick LF, Price LL (1987), “The market maven: a diffuser of marketplace information”, J 
Mark 51 :83–97  

[23] Fisher RJ, Ackerman D (1988), “The effects of recognition and group need on 
volunteerism: a social norm perspective”, J Consum Res; 25(3): –75 262 



  International Journal of Academic Research in Business and Social Sciences 
         July 2012, Vol. 2, No. 7 

ISSN: 2222-6990 

 

345  www.hrmars.com/journals 
 

[24] Fournier S(1998), “Consumers and their brands: developing relationship theory in 
consumer research”, J Consum Res; 24(4): –73 343 

[25] Galper, J. (2000), “An Exploration of Social Capital, Giving and Volunteering and the 
United state County Level”, *On-line], Available at 
<http://www.urban.org/cnp/galper/galper.pdf> 

[26] Gremler DD,Gwinner KP, Brown SW(2001), “Generating positiveword-of-mouth 
communication through customer–employee relationships”, Int J Serv Ind Manage;12(1):– 
5944 

[27] Groth M (2005), “Customers as good soldiers: examining citizenship behaviors in 
internet service deliveries”, J Manage; 31(1):7-27 

[28] Gretchen B. Sechrist and Lisa R. Milford (2009), “the Influence of Social Consensus 
Information on Intergroup Helping Behavior, Basic and applied social psychology”, 29(4), 
365-374 

[29] Hardesty DM, Bearden WO (2004), “The use of expert judges in scale development: 
implications for improving face validity of measures of unobservable constructs”, J Bus Res; 

(2:)98 , 57-107  
[30] Harrison DA (1995), “Volunteer motivation and attendance decisions: competitive 

theory testing in multiple samples from a homeless shelter”, J Appl Psychol ; 80(3): 371–85   
[31] Harrison-Walker LJ (2001), “The measurement of word-of-mouth communication and an 

investigation of service quality and customer commitment as potential antecedents”, J Serv 
Res; 4(1): – 75 60 

[32] Heckman R, Guskey A (1998), “The relationship between alumni and university: toward 
a theory of discretionary collaborative behavior”, J Mark Theory Prac; 6(2):97-112 

[33] Hoffman, M. L. (1977), "Sex differences in empathy and related behaviors", 
Psychological Bulletin, 84, 712 -722  

[34] Hoffman, M. L. (1981), "Is altruism part of human nature  ?", Journal of Personality and 
Social Psychology, 40, 121-137  

[35] Hoffman, M. L. (1977), "Sex differences in empathy and related behaviors", 
Psychological Bulleti, 712-722   

[36] Hu LT, Bentler PM (1999), “Cutoff criteria for fit indexes in covariance structure analysis: 
conventional criteria versus new alternatives”, Struc Equat Model; 6(1):1-55. 

[37] Jennifer Wiggins Johnson, Adam Rapp (2010), “ A more comprehensive understanding 
and Measure of customer helping behavior ”, Journal of Business Research 63, 787–792. 

[38] Jones MA, Reynolds KE, Mothersbaugh DL, Beatty SE(2007), “The positive and negative 
effects of switching costs on relational outcomes”, J Serv Res; 9(4): – 55 335 

[39] Johnson, F. L., & Aries, E. J. (1983), "Conversational patterns among same-sex pairs of 
late-adolescent close friends", Journal of Genetic Psychology, 142, 225-238  

[40] Kozinets R (2002), “The  field behind the screen: using ethnography for marketing 
research in on-line communities” J Mark Res; 28 (1):61-72 

[41] Lichtenstein DR, Drum wright ME, Braig BM (2004), “The effect of corporate social 
responsibility on customer donations to corporate-supported nonprofits”. J Mark 2004; 
68(4): –32 16 



  International Journal of Academic Research in Business and Social Sciences 
         July 2012, Vol. 2, No. 7 

ISSN: 2222-6990 

 

346  www.hrmars.com/journals 
 

[42] Meyer JP  ,Allen NJ, Gellatly IR (1990). "Affective and continuance commitment to the 
organization: evaluation of measures and analysis of concurrent and time-lagged relations". 
J Appl Psychol 1990;75(6):  –20 710. 

[43] McAlexander J, Schouten JW, Koenig HF (2004), “Building brand community”, J Mark, 
66(1), 54-38  

[44] Mills J, Clark MS, Ford TE, Johnson M (2004), "Measurement of communal strength". 
Pers Rel, 11(2), 30-213 

[45] Miller, J. B. (1976), "Toward a new psychology of women" .Boston: Beacon Press. 
[46] Muniz A, O'Guinn TC (2001), "Brand community". J Consum Res 2001; 27(4): – 32 412. 
[47] Nunnally JC (1978), "Psychometric theory". 2nd. New York: McGraw-Hill 
[48] Organ DW, Konovsky M (1989), “Cognitive versus affective determinants of 

organizational citizenship behavior”, J Appl Psychol; 74(1), 64-157 
[49] Organ DW (1997), "Organizational citizenship behavior: it's construct clean-up time". 

Hum Perf; 10(2), 85–97  
[50] Organ, D. and Rayan, K. “A Meta-analytic review of attitudinal and dispositional 

predictors of organizational citizenship behavior”, personnel psychology, vol .48 no 4, 775-
802. 

[51] Paulin M, Ferguson RJ, Bergeron J (2006), "Service climate and organizational 
commitment: the importance of customer linkages", J Bus Res; 59(8): –15 906 

[52] Piliavin, J. A., & Unger, R. K. (1985), "The helpful but helpless female: Myth or reality?" 
In V. E. O'Leary  

[53] Piliavin, I. M., Rodin, J., & Piliavin, J. A. (1969), "Good Samaritans'  :An underground 
phenomenon ?", Journal of Personality and Social Psychology, 13, 289-299 

[54] Podsakoff, P. M., Mackenzie, S. B., Paine, J. B., &Bachrach, G. G. (2000). “Organizational 
citizenship behaviors: A critical view of the theoretical and empirical literature and 
suggestions for research”. Journal of Management, 26, 513-563. 

[55] Post, E. (1924), " Etiquette in society, in business, in politics and at home", New York: 
Funk & Wagnalls 

[56] Price LL, Feick LF, Guskey A (1995), "Every day market helping behavior". J Pub PolMark; 
14(2), 255–66  

[57] Putnam, R.D. (2001), “Community-based Social Capital and Educational performance, in 
Ravitch, Dian &Viteritte, Joseph. (Ed), Making Good Citizens: Education and Civil Society”, 
New Haven CT, Yale University Press. 

[58] Rogers EM, Cartano DG (1962), "Methods of measuring  opinion leadership". Pub Opin 
Quar, 26(3): 41-435 

[59] R. Unger, & B. S. Wallston (Eds), Women, gender  ,and social psychology, pp.  .149-189 
Hillsdale, NJ: Erlbaum. 

[60] Sargeant A, Ford JB, West DC (2006), "Perceptual determinants of nonprofit giving 
behavior", J Bus Res; 59(2): –65 155 

[61] Sargeant A, Lee S (2004), "Trust and relationship commitment in the United Kingdom 
voluntary sector: determinants of donor behavior". Psychol Mark; 21(8): –35. 613 

[62] Selcuk percin (2008), "Use of fuzzy AHP for evaluating the benefits of information-
sharing decisions in a supply chain", Journal of Enterprise Information Management, Vol. 21 
No. 3, pp. 263-284. 



  International Journal of Academic Research in Business and Social Sciences 
         July 2012, Vol. 2, No. 7 

ISSN: 2222-6990 

 

347  www.hrmars.com/journals 
 

[63] Thomson M, Macinnins DJ, Park CW, “The ties that bind: measuring the strength of 
consumers' emotional attachments to brands”, J Consum Psychol 2005; 15(1): 91-77  

[64] Thomas Li-Ping Tang, Toto Sutarso, Grace Mei-Tzu Wu Davis, Dariusz Dolinski, Abdul 
Hamid Safwat Ibrahim, Sharon Lynn Wagner (2008), “To help or Not to help?The good 
Samaritan effect and the love of money on helping behavior”, Journal of business ethic, 
865-887. 

[65] Tsikriktsis N (2005), "A review of techniques for treating missing data in OM survey 
research". J Oper Manage; 24(1): –62 53 

[66] Tanja van der lippe, lieke l. ten brummelhuis (2010), "Family involvement and helping 
behavior in teams", Journal of Management, pp. 1406-1432. 

[67] Unger LS (2005), "Altruism as a motivation to volunteer". J Econ Psychol 1991; 12(1):71-
100. 

[68] Uslaner, E.M. (1999), “TRUST BUT VERIFY: Social Capital and Moral Behavior”, Social 
Science. 

[69] Uslaner, E.M. (2001), “Volunteering and Social Capital in, Dekker, P.&Uslane, E. (eds.), 
Social Capital and Participation in Everyday Life”,London, Routledge. 

[70] Van Dyne, L.  , &LePine, J .A (1998), “Helping and voice extra-role behaviors: Evidence of 
construct and predictive validity”, Academy of Management Journal, 41(1), 208−219. 

[71] Verhoef PC (2003), “Understanding the effect of customer relationship management 
efforts on customer retention and customer share development”, J Mark 2003; 67(4), pp. 
30-45 

[72] Ventimiglia, J. C. (1982), "Sex roles and chivalry: Some conditions of gratitude to 
altruism", Sex Roles, 8,  1107-1122   

[73] Waller NG (1989), "The effect of inapplicable item responses on the structure of 
behavioral checklist data: a cautionary note", Mult Behav Res; 24(1): –34 125. 

[74] Wuthnow, R. (1990), “Religion and the Voluntary Spirit in the UnitedStates”. 
[75] Wuthnow, R. (ed), (1991), Between State and Markets “The Voluntary Sector in 

Comparative Perspective”, Princeton, NJ, Princeton UniversityPress. 
 


