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ABSTRACT

This paper aims to discuss the impact of the latiip marketing strategy on ethical values froenglrspective of
customer service officers (CSO) of SMEs in MalaySpecifically, the paper examines the impact titienship
marketing underpinnings namely, trust, competenogmmitment, communication and conflict handlingethical
behaviours of customer service officers in the Msilan outsourcing sector. Structured questionnaas used in
the study to collect data from 180 respondentstdfeand multiple regression analyses technique® weed to
process the data. Findings are that trust, commitmeommunication and preemptive conflict handliage
significantly associated with ethical behaviouru$trelationship marketing strategy can lead tocathiehaviours
among customer service officers in this sector.

Key Words: Relationship marketing underpinnings, Ethical valugustomer service officers, Outsourcing, SMEs,
Malaysia.

INTRODUCTION

The intense competitive nature of today’s busiresgsronment has resulted to a greater need forsfitonbuild
closer relationships with customers. However, itmigortant competitive edge cannot be consummatétbwi high
ethical values on the part of the services provitiggh ethical standards would ensure that custshmereds and
aspirations are captured in the overall servicegdeand delivery by the organization. In the ca®uisourcing
services, which is the focus of the present stumbintaining a high ethical standard is necessagnsure that the
outsourcing services provider complies with theng@pal’'s standard of service and benefit proposadsie to the
customers. Secondly, since outsourcing requiresndividual or organization (the principal) to hawoder its
services or obligations to customers or part aitanother (the agent), selecting a highly ethagént (with
customer service officers with high ethical valuedjo is able and willing to serve the principaligstomers as
would the principal himself is crucial. It has bemmggested that the desire to build a good angh¢astlationship
with customers would help to improve the ethicaluga or behaviours of service providers. In thipgra we
examine the impact of relationship marketing sgwat®n ethical values of customer service officanstlie
outsourcing services industry in Malaysia. The @ntariable in the study is ethical values. A matthat depicts
the key underpinnings of relationship marketing abmtrust, competence, commitment, communicatiod a
conflict handling and their influences on ethicalues was formulated and tested in the contexh@fMalaysian
outsourcing services sector.

LITERATURE REVIEW

Ethics

According to Svensson and Wood (2003), the conoéptthics is “a complex one that is predicated on a
interchange of views about the individual beliebteyns among the citizens of any culture”. The téethics”
derives from the ancient Greek word “ethikos”, whimeans “the authority of custom and tradition” & and
Cohen, 1998, p. 3). However, De George (1999, pde8cribes ethics as “a systematic attempt to rsekse of
our individual and social moral experience, in sactvay as to determine the rules that ought to igoheman
conduct, the values worth pursuing, and the charawits deserving development in life”. While ¥stjuez (1998,



p. 11) defines ethics as “the activity of examinome’s moral standards or the moral standards sufcéety, and
asking how these standards apply to our lives ametlver these standards are reasonable or unretsonab

The definitions above focus on the “concepts ofigaland morals, making sense of, or a quest faratahding of,
a diverse range of emotions and human interacti@ansson & Wood, 2003). Although it has been satyl that
it is not possible to have a universally recognidefinition of ethics, there are various philosaalhiopinions about
those elements that constitute ethics. Various ashaf thought approach the topic of ethics frorfiedéent view

points (Svensson & Wood, 2003). These schools afight can comprise, but are not restricted toitartidnism,

deontology, egoism, virtue and the ethics of chtara®e George, 1999). One philosophical perspedtvno more
acceptable than the others, but each contributés mwn way to possible understandings of the maumgnces of
the concept of ethics (Svensson & Wood, 2003).

Business ethics is a controversial issue whictegarded as an essential part of daily businessBi#sides, the
significance of ethics in business has been jestifiy proposing that majority of the people wishd@ood society
(Takala & Uusitalo, 1996). Ethical consideratiome glaying significant roles in the operation of @onomy in
various ways. For instance, the economic activiiess depending on what people in that economy ptefelo,

while the human’s ethics will influence what thesefer to do (Sen, 1991). Besides, ethical consitera are of
profound importance for the nature and functiorof@ny economy (Takala & Uusitalo, 1996). Therefathics is
a fundamental influence on people’s behavior.

In the field of marketing, practioners are requitecexamine from the ethical viewpoint on how tleuld deal
with consumers, challengers, suppliers, and themorent due to the social pressures (Takala & Blosil996).
Nowadays, many managers are willing to searchifiermieans or methods which would assist them tdvesloe

ethically troublesome issues face by their comp@ssides that, they are also willing to arrange nibeessary
changes so that their actions would be consistéhttive social responsibilities perceived by théfrugman and
Ferrell, 1981). In contemporary business life,sitincreasingly necessary for marketers to exantiee tthical

responsibilities (Norris and Gifford, 1988). Highhieal values in the principal-agent relationshigcls as in
outsourcing situation would ensure that the agBMHEs in this situation) represents the principall W providing

satisfactory services.

Relationship Marketing Underpinnings

The concept of relationship marketing has emerggirwthe field of service marketing and industnmérketing
(Berry, 1983; Jackson, 1985; Christopher et al9119Gummesson, 1991). Berry (1983) viewed Relakigms
marketing is a strategy to attract, maintain arfthene customer relationships (Berry, 1983) andrqibgners, at a
profit, so that the objectives of the parties imedl are met (Gronroos, 1994). This is achieved hyudual
symbiosis and fulfillment of promises (Ndubisi, 3)0 The interaction and network approach of indaistr
marketing and modern service marketing approadieartly views marketing as an interactive procesa social
context where relationship building and managenaata vital underpinning (Bagozzi, 1975; Webst&92).
Kotler (1992) suggested that companies must mowen fshort-term transaction-oriented goal to longater
relationship-building goal. Kavali et al. (19994ipated that relationship marketing is about hgaftiationships
characterized by trust, equity, and commitment.e©stholars (e.g. Morgan & Hunt, 1994; Crosbhy et E990;
Ndubisi, 2006) have documented the following cargs namely, trust, competence, commitment, carfindling
and communication or sharing of secrets as keymimdgngs of relationship marketing.

Moorman et al. (1993) defined trust as “...a williegs to rely on an exchange partner in whom onedvalence.
A betrayal of this trust (by the supplier or seevigrovider) could lead to defection. Gronroos ()9%kserted that
the resources of the seller - personnel, technolgy systems — have to be used in such a manneththa
customer’s trust in the resources involved ands,tim the firm itself is maintained and strengthen®churr and
Ozanne (1985) defined the term as the belief thparéner's word or promise is reliable and a pavty fulfil
his/her obligations in the relationship. Other aushhave defined trust in terms of opportunistibéxéour (Dwyer
et al. 1987), shared values (Morgan & Hunt 1994)fual goals (Wilson 1995), making and keeping ps&wi
(Bitner 1995), uncertainty (Crosby et al. 1990)d actions with positive outcomes (Anderson & Nah®84).
Indeed, one would expect a positive outcome frgrargner on whose integrity one can rely on configeiMorgan
& Hunt 1994). A consciousness of trust is expedede positively correlated with ethical values ¢enthe
following hypothesis:



H1: Thereisa significant positive relationship between perceived need for trust and ethical values.

Competence is defined as the buyer's perceptiotthef supplier’'s technological and commercial compete
(Anderson & Weitz, 1989). From this definition, theare four items that are linked to competence;sthpplier’s

knowledge about the market for the buyer, abilitygive good advice on the operating business,tabdihelp the

buyer plan purchases and ability to provide effectsales promotion materials. The National Retadrdiants

Associations reported that businesses lose appabaiyn20 percent of their customers each year ({iRaki996),

most of which arise from issues relating to incotepe service delivery. This undermines the sigaifice of

customer retention for a number of reasons, fomgte, 65 percent of the average company’s busicasges from

its present customers (Vavra, 1992), small incie@secustomer retention rates can lead to dranmati@ases in
profits (Reichheld, 1996), it cost five to six ti® attract a new customer than to retain aniegisine (Rosenberg
& Czepiel, 1983; Ndubisi, 2003), and the whole idé&€RM. Customer service officers who desire tabmpetent
are more likely to behave ethically, hence, thiofaing hypothesis:

H2: Thereisa significant positive relationship between perceived need for competence and ethical values.

Commitment is one of the important variables fodenstanding the strength of a marketing relatignsénd it is a
useful construct for measuring the likelihood o$ttumer loyalty as well as for predicting future ghase frequency
(Gundlach et al.,1995; Morgan and Hunt, 1994; Dwsteal., 1987). Wilson (1995) argued that committigrihe
most common dependent variable used in buyer-sedllationship studies. Moorman et al. (1992) define
commitment as an enduring desire to maintain aedahelationship. This implies a higher level ofigation to
make a relationship succeed and to make it mutsallisfying and beneficial (Gundlach et al., 198®rgan and
Hunt, 1994). Since commitment is higher among iitigls who believe that they receive more valuanfra
relationship, highly committed customers shouldwiking to reciprocate effort on behalf of a firmuel to past
benefits received (Mowday et al., 1982) and higtdynmitted firms will continue to enjoy the benefaé such
reciprocity. Customer service officers who are piirsf high level of commitment will exhibit morehécal values.
The next hypothesis to be verified is:

H3: There is a significant positive relationship between perceived need for commitment and ethical values.

Communication refers to the ability to provide tlynend trustworthy information. Both content angletin
communication are important in building qualityatbnship with customers. Sheth (1975) noted tis#irdition
between content and style in communication sugdettiat the later recognises the importance of Iritia
behaviour patterns in shaping the outcomes of lsgier interactions. Communication is also abouitual
disclosure or sharing of secrets. Derlega et 887) remarked that among the behaviours often rageidhportant
in establishing and maintaining interpersonal refethip is mutual disclosure. The authors argueat the
perception that another party is engaging in d&ale behaviour toward oneself that is not beingprecated often
is read as a weakness on the other party’s partraydlead to an unhealthy relationship. That isdg mutual
disclosure is a reciprocal concept. Moreover, tegudency of communication (or contact intensityital. Contact
intensity reflects an effort on the part of theespkrson (banking service provider) to keep thenconication
channels open with the customer and exhibit a camenit to the relationship (Williamson, 1983). Effoto “stay
in touch” with the customer have been identifiedaakey determinant of relationship maintenance holesale
banking (Greenwich Associates, 1987; Crosby etl@90).Anderson and Narus (1990) argued that there isna ne
view of communications as an interactive dialogadMeen the company and its customers that takese pliaring
the pre-selling, selling, consuming and post-coringnstages. When there is effective communicatietwben
customer service officers and customers, the foanemore likely to behave ethically, as unethicdues will be
easily exposed in a situation of open and freeifigyecommunication. This forms the basis for thetrgppothesis.

H4: There is a significant positive relationship between perceived need for efficient communication and ethical
values.

Dwyer et al. (1987) definecconflict handling as the supplier's ability to mimize the negative consequences of
manifest and potential conflicts. Conflicts handlireflects the supplier’s ability to avoid potehtanflicts, solve
manifest conflicts before they create problemstaedability to discuss openly, solutions when peofd arise. How
conflicts are handled will ensure loyalty, exitwarice. Rusbult et al. (1988) concluded that theliffood that an
individual will engage in these behaviours depeodsthe degree of prior satisfaction with the relaship, the



magnitude of the person’s investment in the refetiiqp and an evaluation of the alternatives one Nasibisi
(2006) reported significant relationship betweenflict handling and customer loyalty.

Conflict handling requires cooperative behavioonfrexchange partners. Cooperative versus compelighaviour
has been linked to perceptions of trust and satisfa in negotiation contexts (Pruiit, 1981). Crpgi al. (1990)
argued that the extent to which another party igeeted to behave cooperatively in part reflects rtiles of
problem/conflict resolution. According to Evans deltramini (1987), in a negotiation setting, cogive versus
competitive intentions have been found to be linkeegatisfactory problem resolution. With respectthical values
of customer service officers, the quest of sattsfgcconflict resolution would be a driving forcEhese arguments
lead to the fifth hypothesis:

H5: Thereis a significant positive relationship between perceived need for satisfactory conflict handling and ethical
values.

Figure 1 is the schema of the model that is prap@sed verified in this paper. The model depictseéfort to
identify the structural characteristics of ethibahaviours using the relationship marketing apgroabe model is
consistent with previous conceptualizations (e.gyér et al., 1987; Crosby et al., 1990; Wong andaf02002)
and integrates variables from services marketing social psychology literatures. The independentabates
include the following relationship marketing underpngs namely, trust, competence, commitment,
communication and conflict handling. The dependeariable is ethical values. The objective of theemrch
includes understanding the impact of trust, compete commitment, communication and conflict hargllon
ethical values of customer services officers indhsourcing sector of the Malaysian economy.
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Figure 1: The Schema of the Research Model
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METHODOLOGY

The population of this study was customer serviffisers in the outsourcing services sector in lkualmpur,
Malaysia. The list of outsourcing customer servigfficers provided by a major outsourcing firm imdda Lumpur
was used as the study’s sampling frame. Respondmartiipation was strictly voluntary. With the thorization
from the top management, around 400 customer sewfilicers were approached to participate in thevesu
However, only 200 accepted the invitation and catgal the survey form. Of this number only 180 usabl
responses were recorded as the balance (20) wédedvdue to incomplete data. This is 45 percenthef
population identified from the sampling frame.

Some of the questionnaire items were adapted froar pources/literature and the rest were develdpedhe
present study. Communication, commitment and occnfiandling items were adapted from Morgan and Hunt
(1994). Competence and trust items were adapted Mdubisi and Chan (2005) and Churchill and Suranén
(1982) respectively. Ethics items were developedte study as there are no suitable existing itérastor analysis
and reliability analyses were conducted to ascettas validity and internal consistency of the nuees. Table 2



shows the results of these tests. The Multiple &sgon Model was employed to predict the constructs
relationships.

RESULTS AND DISCUSSION

The demographic profiles of the respondents arevshio Table 1. The results show that there are nfengale
customer service officers responding to the surtlegn their male counterparts. This may demonsttage
willingness of more women than men to participatevdlitional exercises. The distribution of respents along
racial lines is fairly even. Age distribution shakat Gen Y officers responded most followed by Geand then
Baby boomers. Income-wise, most of the respondeata between 2000 to 4000 Ringgit per month. This i
plausible because most of the respondents are y@&emgY) and have just started their career naj kgo.

Table 1: Respondents’ Demographic Profiles

Demographic Variables Count Percentage
Gender:  Male 76 42
Female 104 58
Race: Malay 63 35
Chinese 42 23
Indian 62 35
Other 13 7
Education: Secondary education or less 42 23
High school/ Diploma 85 47
Degree/Professional qualificatio 48 27
Post graduate degree 5 3
Age: 18-28 years 138 77
29-42 years 40 22
43-60 years 2 1
Monthly income: 2000 - 3999.99 173 96
4000 — 5999.99 5 3
8000 —9999.99 2 1

Factor Results

Table 2 shows the key dimensions, items, loadingemymunalities and Cronbach’s Alpha estimates. HEsailts
presented here were based on parsimonious setsiables guided by conceptual and practical consfams: the
acceptance of factor loadings of 0.50 and abovdsHevel is considered practically significant ardss loadings
(Hair et al., 1998). The oblique factor rotationsnamployed for all the analyses because it reptesiea clustering
of variables more accurately (Hair et al., 19988@), and because the factors are conceptuallydinkvhich
requires correlation between the factors (Hairl.e1298, p.127). This technique of rotation is meoéable for the
need of this study than the orthogonal rotationictvikeeps factors uncorrelated throughout the iostgirocess.

Table 2: Factor and Reliability Analyses

Key Dimensions and Items Loadings Communalities| Rialbility
Estimates

F1 — Trust (Eigenvalue = 6.95; Variance = 34.76%) 0.79

CSOs should be concerned with the privacy of tteéotners’ | 0.53 (4.61) 0.52

transactions.

CSOs should ensure that their promises to custoaners 0.75 (4.52) 0.70

reliable under all circumstances.

CSOs should act consistently to provide qualityiser 0.56 (4.75) 0.69

CSOs should fulfill their obligations to customergder all 0.79 (4.22) 0.68

circumstances.

CSOs should maintain customers’ confidence under al 0.50 (4.65) 0.66

circumstances.

F2 — Competence (Eigenvalue = 1.99; Variance = 9%3 0.79




CSOs should constantly be in touch with marketdsethat
affect their customers. 0.74 (4.38) 0.67
CSOs should use best practices processes to supgtomers.
CSOs should constantly gather feedback on how podwe 0.75 (4.43) 0.73
current business solutions.
CSOs should obtain information about new product 0.78 (4.38) 0.70
development in their customers’ business.
0.70 (4.33) 0.56

F3 — Commitment (Eigenvalue = 1.54; Variance = 7.68) 0.80
CSOs should provide personalized services to cust®m
whenever necessary. 0.74 (3.29) 0.65

CSOs should be flexible when serving their custemer
CSOs should be flexible when their customers’ nebadsige. | 0.90 (3.94) 0.79
0.80 (3.81) 0.79

F4 — Communication (Eigenvalue = 1.39; Variance = 0.50
6.97%)

CSOs should provide their customers with accurate 0.57 (4.73) 0.68

information.

CSOs should keep customers informed about thessvétineir | 0.56 (4.33) 0.62
transactions.
CSOs should openly discuss solutions when prob&eiss. 0.76 (4.23) 0.69

F5 — Preemptive Conflict Handling (Eigenvalue = 1.0 0.65
Variance = 5.02%)
CSOs should avoid potential conflict with their fmrsers. 0.82 (4.26) 0.73
CSOs should identify potential areas of conflial a@solve
them before problems arise. 0.61 (4.28) 0.70

F6 — Ethical Values (Eigenvalue = 1.00; Variance 4.59%) 0.80
CSOs should remain trustworthy although the custamagy
not seem to be very reliable. -0.57 (4.16) 0.75
CSOs should ensure that they remain competent as fa
possible although the customer does not discldfieisat -0.78 (3.96) 0.76
information.

CSOs should remain fully committed to customeriserand
the relationship with customer although the customaot -0.72 (4.01) 0.74
fully committed.

Total Variance = 68.95% KMO = 0.862
Note: The figures in parenthesis are mean values

The results of the factor analysis show that 2thstdoaded well on six dimensions namely, trust, petnce,
commitment, communication, preemptive conflict Hargland ethical value with total variance of 69qaant. High
communalities were also observed, which indicdtasthe total amount of variance an original vedadthares with
all other variables included in the analysis ishhighe internal consistency of the instrument wested via
reliability analysis. Reliability estimates (Cromés Alpha) for the construct’s dimensions are @fows: Trust
(0.79), Competence (0.79), Communication (0.50yn@itment (0.80), Preemptive Conflict Handling (0,6&nd
Ethical Value (0.80) suggesting a high degree lidibbéity. Except for the communication items (0)5€ith slightly
problematic scale, the results is .50 where acngrtth Hair et al., 1998, scale below .60 impliewdo limit of
acceptability.

The first underlying dimension (F1) was made upteris that relate to ‘trust’. Five items (see Tabjdoaded on
this factor and describe the views of customeriserofficers on the need for trustworthiness in fih@-customer
relationship. The second dimension (F2) consisfeilems that relate to ‘competence’. This factoclies four
items that measure the importance of customerceenpfficer's competence in building customer relaship. The



third dimension (F3) was called ‘commitment’ andnpised of three items addressing the officerstamer
service flexibility and willingness to personaliservices when needed. The fourth dimension (F4)pcised of
items relating to ‘communication’ such as; provgliaccurate information and openness of the custametice
officer at all times including when problems ariiséhe course of the transaction. Pre-emptive édriflandling was
the fifth factor (F5) and included two items retht® the pro-active steps taken by customer semffieers to
address potential conflicts. Ndubisi (2006) hadgasted that organisations should take proactivessty pre-
empting conflicts instead of a reactive option iginig manifest problems. The last underlying diniengF6) was
ethical value. The three items that measure thistcoct expresses the necessity for customer ssrafficers to
behave ethically at all times irrespective of thstomer’s behaviour.

Association between Variables

Regression analysis was used in testing for agtmtsa The results of the regression analysis inld& shows that
trust, competence, commitment, communication, amdemptive conflict handlingontribute significantly (F =
23.14; p = .000) and predict 40% of the variationsethical standards of customer service officafsese

dimensions predict a significant change in ethiedlies.

Table 3: Predictors of Ethical Standards

Variables Beta t-value p-value
Trust .154 2.052 .042
Competence 119 1.671 .096
Commitment 147 2.207 .029
Communication .169 2.134 .034
Preemptive Conflict Handling .254 3.408 .001

| R?=.40

F=2314

Sig. F = .000

The results in the table show that there is a fagmt relationship (at 5 percent significance Ig\mtween trust,
commitment, communication and preemptive confliahdling and ethical values of customer servicecef§.

There is no significance evidence at 5 percentifiignce level for a relationship between compegeand ethical
value. These are evidences to accept hypothegstland 5 and to reject hypothesis 2. Thus, tiseaesignificant
link between customer service officers’ ethicaluwes and perceived need for trustworthiness, comenitm
communication and conflict handling. Competenceaisveak predictor of ethical value, plausibly beeaus
competence here reflects CSOs’ market and serviwevledge and skill may be low but not resultingnfro
negligence or deliberate attempt to be unethicethe positive sign of the estimates respectivelywshthat the
higher the level of trust, competence, commitmentnmunication and conflict handling, the more ethithe

values of customer service officers would be.

IMPLICATIONS AND CONCLUSION

The key contributions of this study are: (1) theveiling of the significant impact of the relatiofygimarketing
underpinnings, namely trust, commitment, commuiacatind conflict handling on ethical values of cmsér
service officers of SMEs in the outsourcing secihese findings are important as extant literatuage not
considered the link between the relationship margettrategies and ethical value.

The theoretical implication of this study lies letstrong evidence for the determinant power angttsire of the
underpinnings of relationship marketing namelystreommitment, communication and conflict handlimgethical
value. Thus, the relationship marketing theory banapplied in measuring the antecedents of ethiglales of
customer service officers in the outsourcing indust Malaysia. By outsourcing, an organizationrasts its
activities or part of it to another party and expdbe latter to represent it well. This is in liwéh the expectation
or assumption of the agency theory. The focus efapency theory is on determining the optimal @mttthat
governs the relationship between a principal (iis tase the outsourcer) and an agent (the outsgussrvice
provider) (Jensen & Mecklin, 1976; Ndubisi & Kahram 2005). When the principal knows what the adpst
done, a behaviour-based contract which purportstiigaprincipal is buying the agents behavioumpigrapriate, but
if the principal does not know what the agent hased one of the two options available to the pgatiis to
contract on the basis of the outcomes of the agémthaviour. Both behaviour and outcome-based austwill be
useful in outsourcing as the former ensures thaatient is ethical in the service process andatter lensures that
the resulting output satisfies the customers opitirecipal. However, whether the agent represdmptincipal well
enough is another issue altogether. This is wigy ery important for officers in the outsourcingctor to be very



ethical. Otherwise, the principal may not receiaéue for the fee paid to the agent to serve itsocners. This is a
significant contribution to the body of knowledge ielationship marketing, outsourcing and businegscs
especially in Malaysia.

This research has some implications on customeatioakhip management by outsourcing services peosid
Firstly, outsourcing services providers, who arerkio create an ethical culture in the organisatiay begin in its
hiring process. They should look out for potengahployees with high ethical values. These can batéd by
evaluating their perceived need and quest forwrughiness, commitment, communication, and confiemdling in
dealing with customers. Customer service officen® wossess these qualities as the study showsaaeelikely to
behave ethically towards both internal customehg (butsourcer) and the external customers (clieftthe
outsourcer). Beyond the hiring stage, successfidesé should be made to appreciate the need tooheerned
about the security of transactions, provide quafigrvices, show respect to customers, fulfil olbiayes to
customers, and strive to enhance customers’ cardelén the bank. These actions would lead to irsa@drust in
the organization and its services and officersoB8éccommitment to service and customer relatignsis well as
open, timely and honest communication is othetegias that outsourcing services providers desiongeate high
ethical values among officers may pursue. Lastgepiptive conflict handling is an important ethigalue driver.
In the past, a number of organizations dependedeastive conflict resolution mechanisms, such dedit
complaint tele-fax lines, quick responses to matifgroblems, cash refunds and product or servipaing or
replacement, but these steps may still leave tistomer with some losses. This is why the preemptiweflict
handling strategy is preferred to sense and fdteki occurrence of problems or the transitioncohflicts into
problems. The search for these qualities may begiimg the hiring process, or inculcated in suctgsmndidates
during the training process. Moreover, customegshion can be sought to identify those employeed they
consider outstanding in their ethical values —¢hitey deem most trustworthy, genuinely and deepérested in
sensing and preventing sources of conflicts, tiwdde strong commitment to service and customettigahip, and
those that provide customers with reliable and lyndormation. These officers should be recogniaed awarded
prizes, as such recognition will create a highgell@f motivation for them to behave more ethicallyd to serve
customers better.

In conclusion, this research found that trust, cdment, communication and conflict handling canedetine
ethical values among customer service officers MES in the outsourcing industry. Officers who ajgeite the
need to behave trustworthily, show commitment twise and customer relationship, communicate effity, and
preempt sources of conflicts, are more likely thda more ethically.
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