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Research on the Mediation and Moderation Mechanisim of the

Negative Effect of Customer Participation
Zhang Guangling Pan Zhihua

Abstract: The inseparability of consumption and production of service determines the partic-
ipation of the customer. Based on the role theory, this paper discusses the negative effect of
customer participation, viz the role ambiguity, role conflict and overload resulted from par-
ticipation and involvement of the customer in the service production and transmission process
will enhance the customer’ s perception of his/her role stress and weaken his/her satisfac-
tion, This paper hereby investigates the moderation mechanism of customer participation that
reduces the negative effect of customer participation, and finds that both employees’ cus-
tomer orientation and customers’ collectivist value orientation will reduce the customer’ s
perception of role stress resulted from customer participation.

Keywords: customer participation; negative effect; role stress; internal mechanism; mod-

eration mechanism
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