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Abstract - The major aim of this study is to investigate the influence of customer’s solidarity on information exchange, and 
how information exchange impacts frontline employee’s innovative behavior. Self-administrated survey was used to collect 
data from frontline employees of services organizations in the UAE. Structural Equation Modeling (SEM) using AMOS.20 
was used to test for the hypothesized relationship. The results showed that customer’s solidarity has a positive and 
significant relationship with information exchange with customers. Further, the information exchange has a positive and 
significant relationship with employee’s innovative behavior. Service organization managers should encourage their 
frontline employees to build a strong and trustable relationships with customers in order to facilitate the process of 
information exchange between the two parties. The smooth flow of information between employees and customers would 
enable employees to identify problems/opportunities and motivate employees to be alerted and updated, show innovative 
behavior, and eventually innovative services process. 
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I. INTRODUCTION 
 
Recently, innovation has perceived as a major driver 
of economic development and growth across the 
world countries (Aparicio et al., 2016). Innovation at 
the organizational level is capable also to enhance the 
competitiveness and performance of the firms   
(Storey et al., 2015).  Therefore, many organizations 
invest heavily in innovation practices and encourage 
innovation behavior among their employees, 
especially frontline employees (Li and Hsu, 2017). 
The innovative behavior of employees is defined in 
this paper as the ability of the frontline employees to 
engage in generating a new methods and techniques 
to solve problems and turn these into practices when 
encountering with customers (Stock, 2014). 
 

 
FIGURE 1 - Theoretical model 

 
In spite of the vital role innovative behaviour of 
frontline employees to the performance of the 
organizations, this area of research still heavily 
unexplored by previous research (Maria Stock et al., 
2017). This paper contributes to the current body of 
knowledge by developing and examining a model 
that explain how customers solidarity impacts the 
information exchange between employees and 
customers and how the information exchange action  
influences service innovative behavior among 
frontline employees. Although previous researches 
intensively indicated that solidarity with customers 
lead to a positive organizational outcomes such as 
customers satisfaction and customers loyalty, 
empirical evidence of how soliderity leads to 

employees innovative behaviour is still limited. 
Therefore, more empirical studies are needed on the 
determinants of employees’ innovative behavior. (See 
figure.1) 
 
II. LITERATURE REVIEW 
 
Customers Solidarity and Information Exchange 
Customers’ solidarity is defined in this paper as the 
extent to which both employees and customers are 
keen to keep long and beneficial relationship (Keith 
et al., 2004). While information exchange refers to 
the informational content exchanged between 
employees and customers (Keith et al., 2004; Li and 
Hsu, 2016). When employees see the importance and 
the vitality of the relationship with customers, this 
would include reciprocity (Li and Hsu, 2016) where 
both customers and employees would feel equally 
committed and indulged to return back a positive 
deeds to each other. Driven by the fact that 
employees try and work hard to maintain a good 
relationship and please customers, customers are 
more likely to be motivated and voluntarily engaged 
in the process of information exchange with the 
employees concerning the services process practices 
by the organization. Customers would provide all 
necessary information to the employees that would 
help him/her for development and growth. Thus, 
hypotheses 1 can be formulated as 
 
H1: Customers’ solidarity has a positive and direct 
impact on information exchange 
 
Information exchange and employees innovative 
behavior 
As the relationship between employees and customers 
continue to develop (solidarity), service employees 
has the opportunity to make the customers engage in 
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the service transaction. The customers’ feelings of 
him/ her being able to control the outcome of the 
service will increase. As the customers feeling of 
control increases, so does his responsibility of 
exchanging information increases (Sierra and 
McQuitty, 2005). The information exchange that 
happen between employees and customers is 
considered as a vital source of external information. It 
doesn’t only provide employees with information in 
the exploratory stage of innovation, but also lead to 
advanced level of understanding of customers’ 
preferences and expectations. This would facilitate 
and enhance the employees’ capabilities to solve 
problems and generate unique techniques for ideas 
applications (Keith et al., 2004; Li and Hsu, 2016). 
Thus, Hypotheses 2 can be formulated as 
 
H2: Information exchange has a positive and direct 
impact on frontline employees’ innovative behavior 
 
Study Methodology 
Paper based survey was used in this study to collect 
data from frontline employees of several services 
organizations in the UAE. Department heads or HR 
manager were first met to get their approval to have 
the surveys distributed among their employees. 
Research assistants were used to distribute the 
surveys to the employees during their break times and 
they were available there for the purpose of handling 
any queries by employees concerning the survey 
statements.  From 470 survey, 321 were collected 
successfully giving the response rate of 68%. 
 
Measures 
The survey comprised of two parts. The first part 
contained information about the subjects' profile. The 
second part contained the main variables of the 
proposed model. The first part includes statements 
regarding the subject’s age, educational level, gender, 
category of service sector, and whether the 
respondent work to the private or public service 
sector. In part two, the major variables in the study 
were measured using five-point Likert scale, where 5 
represent strongly agrees, and 1 strongly disagree. 
The variables of the study are as follows. 
 
ESIB was operationalized by six items adapted from 
Scott and Bruce (1994). Three items adopted from Li 
and Hsu (2016) were used to represent customer 
solidarity. While, information exchange construct 
was measured using four items from Li and Hsu 
(2016) as well. 
 
Data Analysis, 
Structural equation modeling (SEM) was first used to 
confirm the validity and the reliability of the 
measurement items of all variables in the conceptual 
model.  Standardized regression weight (R) for each 
measurement item, composite reliability, and 
variance extracted were used to test the reliability of 

each construct in the measurement model (Hair et al., 
1995). 
 
The run of the measurement model showed that the R 
for all measurement items was close to or greater than 
0.7, indicating good reliability (Holmes-Smith, 2001). 
The composite reliability and variance extracted 
values (Fornell and Larker, 1981) exceeded the 
minimum acceptable values of 0.7 and 0.5, 
respectively (Holmes-Smith, 2001). Thus, the 
measures are reliable, leading to very consistent 
results. 
 
Hypotheses Testing 
The overall fit indices for the proposed structural 
model were χ2 = 112.7 (df = 63, p = 0.00), χ2/df ratio 
= 1.796, comparative fit index (CFI) = 0.980, and 
RMSEA = 0.045 (Hair et al., 1995). These values 
indicate that the model fits the data reasonably well. 
The analysis of the full sample of 393 respondents 
showed a significant and positive relationship 
between customer solidarity and information 
exchange, as well as significant relationship between 
information exchange and employees services 
innovative behavior , as P=00 supporting H1 and H2. 
See table.1 below 

 

 
Table 1: hypotheses Testing Outcomes 

**Significant at 0.000 level 
 
CONCLUSION AND IMPLICATIONS 
 
The main aim of this study is to investigate the 
impact of customer’s solidarity on information 
exchange and how information exchange influences 
frontline employees’ innovative behavior. The study 
results confirmed the literature and found significant 
impact of customers’ solidarity on information 
exchange. Moreover, the results have also confirmed 
that information exchange lead to the innovative 
behavior of frontline employees. 
 
It seems that the quality of relationship between 
customers and frontline employees encourages 
employees to behave innovatively. Managers at the 
services organizations they should cultivate the 
customers-oriented culture into their organizations. 
Customers should be the focal points of the frontline 
employees’ attention. They should work on meeting 
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customers’ expectations and preferences. This would 
lead to a solid and long term relationships with 
customers. As the relationship prosper, customers 
would be more enthusiastic to exchange information 
with frontline employees as they would feel obligated 
to return back a positive deeds to the employees. This 
exchange of information, would be then a viable 
external source of information where frontline 
employees use it to generate new ideas, solve service 
problems, and come up with new services practices 
and methods in order to delight customers and retain 
them. 
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