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Realigning the creativity of frontline employees to drive business performance
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The purpose of this study is to conceptualize the relationship between
creativity, its antecedents, and consequences among frontline employees in service organizations
and, in particular, to empirically investigate the relationship between creativity and customer
satisfaction. The results of a hypothetical online experiment iIn the context of a hair salon
indicated that the creativity of FLEs negatively influence customer satisfaction for a first-time
customer. Moreover, the results of statistical analysis indicated that affective trust and customer
demandingness moderated the relationship between creativity and customer satisfaction, respectively.
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Madjar, N., and Ortiz-Walters, R. 2008 , “Customers as contributors and reliable

evaluators of creativity in the service industry,” Journal of Organizational Behavior,

29 7 ,pp. 949-966.
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