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ABSTRACT: The importance of the relationship between an institution and its constituents is
cxamined through establishing a model of exchange relationship’s three key important constructs
(satisfaction, trust, and commument) which is adopted from the Customer Relationship
Marketing/Management (CRM) concept. These three key constnxcts have been viewed as essential
ingredients for successful long-term relationship i pnvate sector CRM. The model is tesied using data
from the Building and Construction Authority (BCA) of Singapore. The result shows that trust-
commitment plays more important role in the registered companies (constituents) of BCA than the role
of satisfaction on the programs offered by BCA, Understanding the impact of the mediating variables
un outcome behaviors can lead to more participation and survival of the msritution
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LLINTRODUCTION

The centrality of trust and commitment to successful Jong-term relationship has been well documented
m the business environment, There are evidences from several industries, such as automobile tire
retalers [1], nonprofit professional theatre [2], internal organization [3), and extemnal organization [4)
i what it is called Cusiomer Relationship Marketing or Customer Relationship Management (CRM).
Ihe CRM discussion in private sector is to optimize the relationships in grabbing the loyalty of the
customer and profitable for the company [S]. However, there is increasing interest on the application
ol CRM in the public sector and citizen psychology is a research area that can help the public sector to
aan the understanding  of “customer orientation™ [S]. There is no research focused on
wstimutionalization. Only Gruen [6] have researched on the membership behavior of a professional
tsocation. However, their research is limited to the commitment aspect only, neglécting other issues
iwlated to success such as satisfaction and trust. Therefore, the importance of satisfaction and trust to
Ihe success of an institution is addressed bere. Hewson [7] proposed a working definition of CRM in
I private sector as “to maximize the value of customers to the organization by efficient acquisition,
(clention and penctration of customers’. Regarding the public sector, he proposed the working
Ietinition of CRM as “to improve levels of services to citizens whilst optimizing cost to serve.” i
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L HYPOTHESES AND THE VARIABLES

\x the key component is relationship quality, there are three key compasite relationship constructs that
wlluence relationship outcomes. They are satisfaction (8], trust and commitment [9]. Trust a
rommitment pormally proceeds afier the satisfaction of the customer in consumer
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Rescarches on relationship building have been done in the arcas of human resource development (1)
consumer prodects marketing [8), business environment (4], and also membership of non-peodil
organizanons |12}, [6).

A similanty among the rescarches is that satisfaction, trust and commitment oa the compamies’
products/services are the medisting constructs. However, there is no rescarch indicating the
preferences of the institution®s constituents towards the programs/activities offered by the institution.
Therefore, the hypotheses of this research are:

H: For the registered companies of BCA, satsfaction mediates the relationships beiween the
programs/services and future intentions,

Hy: For the registered companies of BCA, trust and commitment medsates the relationship between the
prograins/services and future intentions.

Hj: For the registered companies of BCA, trust and commitment play more important role thas
sansfaction in mediating the relationship between the programs/services and fulure intentions.

Satisfoction, There are hundreds of researches into satisfaction. Studies have ranged from job
satisfaction of employees that can Jead 1o more commitment 10 the company [3], up 1o the satisfaction
of the customers on a product that affect behavioral catcomes [9]. Customer satisfaction is described
as the full meeting of one’s expectations and it is the attitude of the customer towards a
productiservice after 1t has been used Therefore, overall satisfaction 15 defined as an overall
evaluation based on the total consumption experience derived by summing the satisfaction with
various facets of the organization [13]

Trust. Trust is a key construct in most models of loag-term busmess as well as personal relationships,
and it is viewed as an essential ingredient for successful relationships [1], [2]. Trust might be viewed
os confidence in the exchange partner’s relinbility and integrity, or even in the honesty of the other
party as an individual [14). However, trust in an organization is emphasized here as confidence in the
quality and reliability of the various facets of the organization.

Commiiment. Trust and commilment are viewed a5 essential ingredients for successful long-term
relationship. Commitment measures the extent to which values and goals are congruent with those of
the organization [15] or enduring desire 1o maintain a valued relationship [16). By adopting from
organization theory, scveral components of commitment are used here (instrumental, attitudinal, and
psychological components) 1o describe the commitment of the institution’s constituents [17],

Products/services. It is obvious that products play an important role in satisfying the customer, People
will normally compare their expectation and perception on the quality of goods (in manufacturing
indusiry) and servsces (in the service industry). This gap will create satisfaction and dissatisfaction in
the customer. Analogous to the privale sector, the product of the institution is the program that it
delivers which will be consumed by is coastituents. This program is widely defined as those
actions/activities; oufputs (goods or services) delivered by the institute in translating the value 1o its
extemnal environment. In this case, the govenment body has produced some programs/actions that
support the goals of the establishment of the body, such as training, consultancy and advisory services,
promoting career of locals, etc. Miles and Neale [19] have proposed four goals and action plans that
show the government body's role. They are (1) Better understanding of the industry: general industry
promotion, influencing policy and investmen: decisions, undertaking research, (2) Encouraging
national construction  capability: development of local construction capability, improving the
regulatory framework, and training and masagement development, (3) Improving the performance of
the industry; promoting construction management as a discipline, promoting computer-based




management information syssems, and conssltancy and advisory services, and (4) Strengthening the
institution; creating national and itemational Ninkages. : N

Futwre Intentions. Zeithaml [20] reviewsd the furure behavicral intentices of customaers towards an
organization. Satisfied customers narmally have intentions 10 repurchase, retain membership [6),

cooperate (1], or even participate and dosale their resources 10 organizations [2], (6], The institution &
similar 1o a professional associntion whete thore is 1o rule that forces people 20 join the organization.
The future inteations of retention, pasticipation, and coproduction are chosen in this research.

Reflective scales have been used 10 measure all the vanables and same 7-Likert scale has been used
for all constructs ranging from (1) 'strongly disagree’ 10 (7) “strongly agree.’ ' N

3. MODEL

To test the hypotheses, two rodels were esablished by inserting the three relabionshap composents as
mediatmg costruct in the relationship between the agency's programs aod companics’ futire
intentions. The first model describes the role of satssfaction as the mediator in the relatvonships. A path
was limked between variable Satisfaction asd Futire intentions. Thero i no sy pash from other
varisbles to vaniable Future imtentions. Meamwhile, model 2 describes the role of st and
commiitinent as the medimor i the relaticeships. Two paths were lisked variable Trust and
Commitnsent o the variable Futare intentions. The first model is called Sasisfactson (S) model and the
sevond madel 1 called Trasi-Cammsitient (TC) model

Then, all the measurerents of the antecodents were factor smalyzed and the result wenl into four
components, They are Program 1 focused on the dissemizabon of industry’s information
(constroction perfonmance and trend), Program 2 focused on promating the indusny (BCA's
achicvement and semanars), Program 3 focused an the supporting the industry (BCA's inflaence on
the industry's regulation), and Program 4 focused on the ereating network (international marketing). It
is linked 10 the meditos hased on the hypotheses. They are hinked (o the mediator based on the
descnibed hypotheses above,

Figure 1 the Satnfaction Model Figure 2 the Trust-Commitment Mo‘el
4. METHOD

A comprising 3 sedf-admnistesed qwnimim_. intreductory I\mm.uq mmp-mndndm
cng:lc:;::wn sent 10 all the registered comparses in grade A and B. Bmdumhl( o[lﬁo
companies were visited dircctly. Only 48 out of 214 registered companies resumed the questi
However, only 16 completed guestionsaires were usable (16,82%). From the 1ol ‘
companies are registered under grade A (47.2%) and 19 companies are regisier e
($2.78%). There were varistions in company age (< S ycars establishme 5.56%: 6:10 years



establishment, [1.11%; > 10 years extablishment, £).33%), and lergeh of regaeration with BCA (
years regiviered, LL1I%, 610 yeany copimered, 250%: > 10 years registered, 63.59%). The
positions of respondents vary from toplevel managoment (36.11%), through  midd
inansgoment (35.89%), w© low-lovel mamgement (25%). Their workesg cxpericnces ako vary
yeant experience, 25.0%; 610 years experience, 33.33%; > 10 years experience, 41 67%)

S RESULTS AND DISCUSSION
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The proposcd models {figure | and figure 2) were tested wasg LISREL §.50 and the reselts show thal
Both models gave almost the same fit of indexes (see Table 1) with bodk Comparative Fit Index (CF)
values are more Ban 0.90 and Goodness of Fit Index (GFI) valuos of 0.68 and 0,69 for S and TU
models respeciively, GFI is %o measure how mech bener the model fits a3 compared 1o no model at all
ant CFLis 1o meamure them mods] Gits as compared 10 2 baseline model (ngll model). Mcanwhile, both
models have the same value of Pessimaony Normed Fit ledex (PNFI) which & wsed for COMPATINg two
models in the sense of their parssony. le comparseg o maodels, it is shown that TC madel i betis
than § madel since the final tesik of TC meodel suppoets several pash effects from preceesor © the
mediazisg variables, There o 20 xgnificant path effect from peecursar % the mediatng varables in 8
model. Thesefore, it is conchuded that Trear and Commitment play morte imiportasd role in the
regatered companies of BCA towards the offerad programs/services and Satisfaction doss not mediate
1he regrtered companies’ furure imention from the offered programs/services.
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Table | Parametors Estimmies far bath modely

Satisfaction (S) Meclal Trast-Comatitment (TC) Model 1
Patks Lasnerancs Patha Estissates
N stpmiicant patin Threct Ritects
Program 2 ~» Symfacten 073
Program |~ Truit 0,59*
Program 3 < True 0"
Program 3 < Comteretmenn 064"
Trast - Funure loseatioss 0%
Commnmernt =+ Future Intershons 0
Lam= 15298  GRA=06 Loy = 157,98 GFI =ty XA
CR~09 PNFI ~ 060 CFl= 09t PNFL = 060

From the finad result of TC model, it & shown that the varable Program | inPeences varisble Trust
mwoderately snd inflaences varisble Commitmess negsenvely. It means that the industry’s information
dissemaation by BCA (imclodisg the result of the BCA’s researches) by gained the regmicred
W'mwumanmmmwmmlmuu :
companics 10 conduct such joint resesrch with BCA, Vanable Program 2 infloences
moderately which mean that the registerad compasics sstisfied with the pro
constrection industry and encouraging them. Variable Progran 3 has
mmrmmmmemumu:me
the BCA 35 the country’s comatruction regulating ageacy but they do not have comestment
BCA in producing regulaicns, Mearwhile, variable Program 4 does s b e any significant
outhemudiaﬁgmibkssimemmhlfdm&WW' ¢
comsides aay inlermational netweeks oppormemity by registering with BCA.

O the other side of the model, mediator variables (Trust and
participate in the peogramu/services offered by T




commitment theory, however, i nlso does not violated this social exchange theory since the path is
supported by less sigmficant coefficient.

As explumed above, Trust plays the most influential role in ths relationship which is shown by two of
the moderate significant direct offects from the antecedert Program! and Progrm 3 towards the
medistor (Trust). It is clear mdeed that there is support for the theory that trust is one of the most
saliernt factoes for effectiveness of amy social group in the present complex social organization [21) and
there is also support 1hat trust has an important role m public administration [22] and in influencing -
institutional sccosnplishment (23],

00l "pe005 ‘p<0)  “Only the agmificant refationship at p < 0.1 level are shown
Figure 3 Final Result of Trust-Cemmitment Model

Studying the relationship of satisfaction, trest, and commitment as key mediating vanables is critical
to Instingion buikling. The mediating variables inchuded can provide better understanding on the
mnpact of the astecedents towards the bebavior nlentioas of the constituents, especially in the
institation building theory, For masagers in the Comstruction Industry Development Board, developing
these three important mgredients is important not only for constitsents® retention strategy, but also for
more participation and contnibution 1o the organization itself, i

6. CONCLUSION

The importance of satisfaction, trust, and commitment in the society has been emphasized. After
comparing the satisfaction model and the trust-commitment model, it is shown that trust and
commatment constructs have played important roles in mﬂumng the behavior of the instination®s
constituents to participate in the programs offered by the instiwtion. The need for relationship
marketing in an institution devoted 10 industry development stems from the changing dynamics of the
environiment and its requirements for the development of the industry in facing globalization. By
usderstanding this comnitment-trust theary in a Construction Industry Development Board, we can
nurture it by (1) providing programvproducts that bemefit the registered companies or contribute 10
improving the industry's efficiency; (2) continuing 10 share the high values that are believed 10 be the g
drivers for the development of the isdustry; and (3) maintainisg high service quality of the contact

person/staff of the institatson. Further evaluation and replication on this theory and model are strongly
encouraged for the institution building discipline and practices.
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