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Introduction 
 
Consumers are no longer passive service recipients; they, in fact, play actual roles in creating service value. Defined 
as the extent to which consumers’ contribute to service creation processes by providing and sharing information, 
and making suggestions, consumer participative behavior (CPB) has been served as a source of competitive 
advantage for service providers (Chan, Yim, & Lam, 2010). As such, research in the field of service marketing has 
become increasingly interested in the role of CPB in service delivery processes. 
 
However, relevant literature has recently indicated that CPB might yield negative results (e.g., Chan et al., 2010; 
Hsieh, Yen, & Chin, 2004). That is, a high level of consumer’s participation in service production might result in too 
much consumer input for employees, leading to heavy workloads, role conflicts (Hsieh et al., 2004), and lower job 
satisfaction (Chan et al., 2010). Despite this active discussion regarding the effectiveness of CPB, attention has not 
been given to a sport context, and little research has explored a possible moderating factor capable of buffering the 
positive effect of CPB on employee role ambiguity. As such, the purpose of this study is to examine (a) how the 
levels of CPB (low vs. high) influence employee role ambiguity in a fitness center context, (b) the moderating effect 
of employee self-efficacy in the relationship between CPB and employee role ambiguity, and (c) employee 
citizenship behavior as a consequence of employee role ambiguity. Employee role ambiguity refers to an uncertainty 
regarding what employees are required and expected to perform in their roles (Baron, 1986). 
 
Literature Review 
 
Role theory (Biddle, 1979) indicates that social interactions follow certain patterns in which two parties tend to 
perform their expected and appropriate roles. A high level of CPB might result in a shift of power and control from 
employees to consumers, and such losses are likely to cause employee role conflict and ambiguity (Chan et al., 2010; 
Hsieh et al., 2004). Furthermore, a high level of CPB might be incompatible with employees’ expectations regarding 
consumers’ roles, possibly leading to role discrepancy (Chan et al., 2010). 
 
Although several studies have indicated that a potential positive relationship exists between CPB and employee role 
ambiguity, there has been little research done to investigate a factor that might buffer the relationship. We propose 
employee self-efficacy as an important moderating variable. Employee self-efficacy is defined as “beliefs in one’s 
capabilities to mobilize the motivation, cognitive resources, and courses of action needed to meet given situational 
demands” (Wood & Bandura, 1989, p. 408). Consistent with this definition, previous research has well documented 
the positive effect of employee self-efficacy on work-related performance (e.g., Jimmieson, 2000). Similarly, when 
faced with obstacles and setbacks, employees who have strong beliefs regarding their abilities redouble their efforts 
to address the challenges (Bandura, 2000). Therefore, it is predicted that employee self-efficacy might alter the 
positive relationship between CPB and employee role ambiguity to negative one. 
 
Employee citizenship behavior refers to a voluntary behavior that might not be directly rewarded but helps 
organizations and consumers overall (Organ, 1988). Literature suggests that employee role ambiguity negatively 
affects employee citizenship behavior (Spector & Che, 2014). Taken together, we proposed the following 
hypotheses: 
 
H1: A high level of CPB will positively have a greater effect on employee role ambiguity than a low level of CPB. 
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H2: Employee self-efficacy will moderate the relationship between CPB and employee role ambiguity such that the positive effect of CPB 
on employee role ambiguity will become negative as employee self-efficacy increases. 
 
H3: Employee role ambiguity will negatively influence employee citizenship behavior. 
 
Method and Results 
 
A high personal service setting in sport (i.e., personal fitness training) was chosen as a research context wherein data 
were collected from both instructors and one of their consumers who took part in one of the four exercises (i.e., 
golf lessons, weight training, swimming, and yoga). A total of 190 pairs of data were collected and used for data 
analyses. 
 
To address H1, CPB was divided into two groups (low: N = 90 vs. high: N = 100) via a median split (median = 
3.40, a 5-point Likert-type scale) in accordance with Walker and Kent (2009). ANCOVA was performed with 
employee demographics and self-efficacy controlled for, and the result indicated that a high level of CPB had a 
greater effect on employee role ambiguity than a low level of CPB (MhighCPB = 2.84 vs. MlowCPB = 2.42), F(1, 182) = 
43.61, p < .001, η2 = .19, confirming H1. To examine H2, a moderated multiple regression analysis was conducted. 
The result indicated that the positive main effect of CPB on employee role ambiguity (β = .45, p < .001) was turned 
negative as employee self-efficacy increased (CPB ⅹ self-efficacy) (B = -.26, p < .05) while controlling for employee 
demographics. The interaction term explained additional variance in employee role ambiguity (DR2 = .03, p < .05), 
supporting H2. Finally, employee role ambiguity negatively affected employee citizenship behavior (β = -.26, p < 
.001) after controlling for employee demographics and self-efficacy. This supported H3. 
 
Discussion 
 
This study offers theoretical, methodological, and practical implications. Theoretically, the present study extends 
previous research by bringing the burgeoning attention of CPB into sport and by empirically examining the CPB 
effect on employees in fitness centers. Our finding adds weight to the positive association between a high level of 
CPB and employee role ambiguity. Moreover, we suggested employee self-efficacy as a moderator between CPB and 
employee role ambiguity and confirmed the moderating effect. That is, employee self-efficacy overshadowed the 
positive effect of CPB on employee role ambiguity. As for the methodological contribution, prior sport management 
research that examined employee–consumer interactions has been restricted primarily to measuring one side of a 
dyad—either consumers or employees—rather than including both perspectives (e.g., Husin, Chelladurai, & Musa, 
2012). This research is among the first to utilize the dyadic method in sport management literature. This approach 
addresses the ongoing critique associated with considering just one source of information in a single research model, 
which might potentially cause common method variance (i.e., inflated covariance among measured variables caused 
by same respondents; Siemsen, Roth, & Oliveira, 2010). 
 
From a practical perspective, our findings emphasize the significant roles of employees in service encounters with 
consumers. Fitness organizations should recognize employees’ interaction skills, including the ability to adequately 
control the levels of consumer participation in service delivery. Furthermore, fitness managers should be aware of 
the importance of increasing employee self-efficacy, as it might mitigate employee role ambiguity resulting from a 
high level of CPB. 
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