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Abstract

This study examines the psychological influence of banking specialist service overinvolvement on customers in Taiwan. The purpose of this study is to examine variables affected by service overinvolvement, including customer purchase intention, expectations, and post purchase. A survey instrument is adapted and translated from existing surveys, and distributed to 200 Taiwanese specialist services staff in 8 companies in Taipei city. An implementation of the structure equation model (SEM) is used to analyze the data. The results show that banking specialist overinvolvement has the preponderance of influence on customer-perceived stress and customer depression. This study finds that customer-perceived stress is mediated by banking specialist overinvolvement, which has a downstream influence on purchase intention and post purchase. Customer expectations are mediated by customer depression, which influences purchase intention and post purchase. The study suggests that banking specialist service overinvolvement does bring to bear a positive influence on customer purchase intention, but also bears some influence on customers’ depressive mood and, all told, does not provide net benefits to customer post purchase and the reputation of an enterprise.
Introduction
[image: image1.wmf]In recent years, with the tendency of liberalization in domestic banking markets, the conservative domestic banking business has faced structural changes. The traditional deposit and loan business has been challenged with serious over-loan problems and greater interest rate competition resulting in reduced margins for the banks. On the other hand, the less risky transaction fee income from finance management has become a promising source of banking business profits. According to 2004 statistics from the Banking Bureau of the Financial Supervisory Commission, transaction fees and brokerage income had at that time reached NT$808.22 billion (US$24.38 billion) and accounted for 10% of the total of domestic banking business income. This was a 3% increase over the previous year. Although this is still a lower percent of banking business profit sources than the 26.4% from foreign trader banks, several endeavored banks like Chinatrust, Taipeifubon, Taishin Banks, and Cathay United Banks are continuously growing [1].
As the finance management business undergoes rapid growth, the need for banking specialists for this business also grows. These specialists are like salespeople. They earn high brokerage commissions by selling finance management products. If they fail to reach their sales goals, they can be fired. The pressure is very high. Some of these specialists find they can’t handle the pressure and quit, even during their training, before they actually begin their new careers. Therefore, the turnover rate for these specialists is high. One natural result of this highly charged setting is over-zealous selling and over-involved attention directed to customers, both potential and established.
For customers, this liberalization of the finance service industry creates more choices for them. However, these products are too complicated to be properly understood by customers. Customers are facing a large number of professional finance products and wondering how to manage their wealth correctly. In this situation, the mission of the banking specialist is to help these clients make comfortable decisions.  Therefore, the nature of the role played by a banking specialist has becoming more and more important. Banks need to have a group of professional and well-trained banking specialists to win in this fierce competition in the financial management business. The professional behavior of banking specialists not only influences performance directly, but also affects customer satisfaction and the reputation of the bank.  Unfortunately, the heavy pressure on banking specialists has caused sales overinvolvement. The question of how overinvolvement may consciously or unconsciously affect a customer—via purchase pressure and even emotional influence—is worth careful consideration.

Banking specialists want to reach their business goals.  In their intense effort to sell products they tend to engage in overinvolvement with their customers and feel and express high expectations that the customers will buy. Customer perception of this service overinvolvement may likely interfere with purchase intention, thereby affecting their purchase decisions. If customers get a bad feeling from the service process, such as intense pressure to buy, this can result in a depressive mood. Especially nowadays, when “performance is everything,” a person’s value can be judged by the degree of their objective achievements. Outcomes are given greater focus than process. People get stressed, experience depressive moods, and then spread their stress and feelings to others. So another important reason for our study is that it could have the salutary human-interest effect of allaying a thoroughly unnecessary source of stress and depressive moods in society.
Banking specialists communicate with their customers mainly through services at the counter and over the phone, via telemarketing. Our research mainly focuses on overinvolvement in the telemarketing work environment because telemarketing is by now an established, efficient tool of business marketing. An official study indicates that telemarketing in America has earned as much as US$540 billion in a single year. The top ten telemarketing companies are able to make 560 marketing phone calls each second [2]. According to a Fair Trade Commission report, the domestic business volume of telemarketing has reached the equivalent of about NT$100 billion. The business to customer (vs. business to business) volume is about 40% of this. It is already a huge market [2]. By now, many people have at one time or another picked up the phone to find a banking specialist telemarketer on the line.  It seems fitting then to make a study of this business model to learn something about the impact of a telemarketing banking specialist’s overinvolvement on the perceived stress and depressive moods of customers.  Furthermore, any downstream influences on customer purchase intention and post purchase can be observed and quantified.
Literature Review
Banking Specialist Overinvolvement
Extant research on banking specialist/customer overinvolvement is limited. Because of the paucity of research, the present studies in Taiwan refer to the theory of “miscarried helping” from Coyne’s study [3], and applies this theory to customer-perceived banking specialist service overinvolvement. Coyne’s study consisted of a lot of clinical observations on small focus groups. In miscarried helping literature, family therapy literature has contributed an understanding of how people deal with a person in distress. Emotionally overinvolved members may become too focused on the instrumental outcomes of their helping efforts or demonstrations of their helpfulness to be aware of what they are communicating to the distressed person. They may be critical of and hostile to the stressed person, providing commentary on their competencies, feelings, and relationships. Such overinvolvement may serve to deprive the recipient of essential autonomy, and otherwise cause them to feel coerced and/or guilty. Of course, counterproductive effects cut both ways; applied to our subject, even banking specialists can themselves become psychologically distressed. The family therapy literature suggests that either underinvolvement (i.e., a lack of support) or overinvolvement (Hoffman, 1975; Olson, Sprenkle, & Russell, 1979) can lead to negative adaptational outcomes. The literature of miscarried helping seeks to shed light on this assumption that a distressed person will necessarily benefit from greater involvement with others. Correspondingly, good family therapists often seek to disengage or individuate the distressed person from perceived destructive overinvolvement in close relationships (Haley, 1980).
A related concept called expressed emotion (EE) is used as a variable in schizophrenia research. Research has shown a connection between a schizophrenic patient’s tendency to suffer relapse and the level of emotional overinvolvement of the relative closest to the patient. The nature of the involvement of close relatives is a good predictor of relapse.  A highly critical or emotionally overinvolved attitude toward a patient predicts a higher likelihood of relapse, and such attitudes are designated ”high expressed emotion.” The Camberwell Family Interview (CFI) was developed for assessing expressed emotion, which is derived from three dimensions—criticism, hostility, and emotional overinvolvement. In one study, Huang and Wu applied emotional overinvolvement to the relationship between a homeroom teacher and a student.  This study found a relationship between homeroom teacher emotional overinvolvement and student depression [7]. In turn, we have applied this concept to the marketing domain, discussing the relationship between banking specialist service overinvolvement and customer perceptions.
Customer Perceptions
Perceived Stress

Perceived stress has been shown to have a significant impact on an individual’s health, and stress related illness; both prevalent in the so-called developed nations (World Health Organization, 1991). To date, stress continues to be measured in part by polling subjects for their perceptions of their stressful feelings, e.g., see Lazarus (1966, 1977). Research on the role of psychosocial and environmental stressors as risk factors in both physical and psychological illness has typically employed relatively objective stressor measures, i.e., stressful life events. There is abundant literature on the cumulative effect of objective stressful life events (Dohrenwend and Dohrenwend, 1974, 1981). One finds a variety of difficult life situations (original scale developed by Holmes and Rahe, 1967) which have been used to produce a cumulative stress score; such as unemployment and bereavement (Stroebe et al., 1982), exposure to intense levels of noise (Cohen and Weinstein, 1981), and high levels of population density (Sundstrom, 1978). These scores are usually based on either the number of events that have occurred within a specified temporal framework (in most cases, six to 12 months) or on a sum of event weights based on judges' ratings of the difficulty of adjusting to these events.
Depression
Depression is currently the most prevalent mental health issue in Taiwan (18). This is also the case with the United States (Dean, 1985). According to the DSM-III’s definition (American Psychiatric Association, 1980), depression is a syndrome, meaning a complex of symptoms, such as feelings of worthlessness, self-reproach, loss of energy, and so on. Peterson reviewed papers about depression published from 1987 to 1991 and divided them into three categories; depressive mood, depressive symptoms, and clinical depression [19].  For depression research purposes, personal factors have been fixed upon: 1. Inherited and biochemical factors. 2. Psychological factors: negative body image, low self-esteem, anxiety. 3. Negative thinking: thinking of people and events in purely negative terms. 4. Family factors: failure to obtain parental attention, discord with parents, lack of communication, divorce, and family economic problems. 5. Peer relationships: lack of friends or negative relationships with peers.  6. Stressful life events. As discussed above, depression is an emotional disturbance that includes unhappiness, downcast moods, pessimism, helplessness, and lack of self-confidence. Customer depression was assessed using the Beck Depression Inventory-II (BDI) [16, 17]. The Beck Depression Inventory-II is the most prominent and frequently cited self-report measure of depression. It has been frequently employed both to quantify the severity of depression in psychiatrically diagnosed patients and to detect depression in normal populations.
Customer Consequence
Customer purchase intention
Purchase intention is a widely used assessment of loyalty, meaning the relationship between relative attitude and repeat patronage (Auh and Johnson, 2005; Bloenmer and Kasper, 1995; Dick and Basu, 1994). It’s also widely used to measure effectiveness and is frequently used to anticipate response behavior (Li, Daugherty and Biocca, 2002). Howard (1989) considered decision making as a kind of learning process involving customers’ cognitive processing of product information, further evaluations, attitude, and confidence throughout the evaluation process. Our working definition of purchase intention takes all these elements into consideration [14, 15]. Information feeds customer cognition, confidence, and attitude. When attitude and confidence are formed, they strengthen customers’ intent to purchase. Once the will to purchase is strong enough, the intent is acted upon and purchase is made. Our research uses a customer decision-making process framework based on Howard’s research, and purchase intention is the final-outcome variable in this study.
Customer expectations and post purchase
A specific definition of customer expectations is offered by Oliver and Winer (1987, p. 488): "An expectation of a product attribute is a consumer's subjective evaluation of the value of that attribute at a particular point in time. Value, in turn, is a function of one's evaluation of the subjective level of the attribute, and further evaluations of the attribute's uncertainty, ambiguity, and unknowability." We focus on the expected value aspect of this definition; we do not address uncertainty in the present study. There is considerable evidence for the importance of expectations in customer decision making. This link has been studied extensively in consumer behavior, economics, and marketing research contexts (Oliver and Winer 1987). Marketing research in particular suggests that customers form expectations regarding a product's attributes based on, among other things, historical patterns for these attributes for the product category. They then incorporate these expectations in their purchase decisions (Holak, Lehmann, and Sultan 1987; Kalwani et al. 1990; Kalwani and Yim 1992; Lattin and Bucklin 1989; Winer 1985, 1986). Where product information is lacking or ambiguous, customers are believed to form expectations by generalizing from past experience as a problem-solving shortcut which is mentally economical and reasonably effective (Ferber 1953; Howard and Sheth 1969). Although there is no general theory regarding the formation of expectations (Sheffrin 1983), several studies have provided results that shed light on specific processes and information sources involved in expectation formation (Tolman's 1951; Oliver 1980; Winer 1985).
A Conceptual Model of the Impact of Banking Specialist Overinvolvement on Customers in Service Interactions

The impact of different facets of banking specialist overinvolvement can be observed in customer perceptions. Figure 1 shows the conceptual model and the specific hypotheses. In the following section, we discuss the proposed relationships in detail.
This study refers to the consumer decision model (Howard, Shay, and Green 1988), and deals with a company's efforts to continuously provide product information to consumers in order to affect attitude, recognition, and confidence in his or her ability to judge the quality of the product in hopes that intention to purchase will rise accordingly. Measuring purchase intention is a reasonable way to predict whether or not purchases will be made, but it may be even more useful to take additional measurements, in the context of a comprehensive model, in order to understand why purchase intention is enhanced or eroded under this regime. Is it because the company's efforts are effective in influencing consumers' attitudes, confidence, or some combination of these when the consumer formulates the intention to purchase the product?
Impact of banking specialist Overinvolvement on Customer Perceptions
Psychological health is important, and evidence increasingly supports the view that psychological stress and depression have an impact on physical health (Tennant, 1987; Krantz, Grunberg and Baum, 1985; Cohen, Tyrrell and Smith, 1991; Graham, 1988). Numerous studies have linked parental overinvolvement as a risk factor to children’s stress and depression (Levy, 1943; Parker, 1983). In this study, we apply this concept to banking specialist service overinvolvement. The positive influence of banking specialist service overinvolvement on customers is that customers will be sure to obtain sufficient service information. The downside is the emotional pressure that comes with such overinvolvement, in the form of purchase stress. In this kind of business relationship, sales performance stress and the resulting depressive mood felt by the specialists can spill over onto customers, whether they consciously perceive it or not, resulting in a depressive mood.
Hypothesis 1: Banking specialist overinvolvement is positively related to customer perceived stress

Hypothesis 2: Banking specialist overinvolvement is positively related to customer depression
Relationships between customer perceptions and customer consequences
In the consumer behavior literature, Tolman's (1951) expectancy value theory identifies three sources of information used in the formation of purchase intention, including memories of past experiences, current perceptions (e.g., customer perceived stress), and inferences drawn from other experiences. Similarly, Oliver (1980) identifies factors affecting post-purchase valuation, including prior experience, current observations, the context (e.g., the salesperson), and individual characteristics. Luce’s (1998) study shows that customers in uncertain and forced choice situations experience inner conflicts and mental discomfort (e.g., customer perceived stress and depressive mood), which then influences their purchase decision behaviors and post purchase. Customers can succumb to overinvolvement purchase stress with the positive effect on purchase intention. However, this can easily result in bad post purchase evaluations since they may not have really needed the product, having bought it “under duress.”
Winer (1985), studying expectations for durable goods, was the first to consider future expectations and post purchase. His analysis considered past reference and expected prices, current and expected economic conditions, price trends, and individual characteristics, (e.g., customer depression). Customers’ post-purchase feelings were an important index of loyalty [9, 10, 11], emerging from the gap between expectations and post-purchase [9, 12, 13]. This gap is called post-purchase satisfaction. Applying this to our study, we suggest that banking specialist service overinvolvement induces customers to buy the product; a predictable effect when a depressive mood “saps the will” of a customer in a purchase situation. However, any depressive mood in the customer will contrast against pre-purchase expectations based on the specialist’s recommendations.
Hypothesis 3 Customer perceived stress is positively related to customer purchase intention

Hypothesis 4 Customer perceived stress is negatively related to customer post purchase
Hypothesis 5 Customer depression is negatively related to customer expectations
Hypothesis 6 Customer depression is negatively related to post purchase
Post-purchase valuation is generally conceptualized as a comparison between actual experience with a particular good or service and pre-purchase expectations of that product’s performance. Oliver (1980) identifies prior experience, current observations, the context, and individual characteristics as the influences on customer post-purchase impressions. Tolman (1951) identifies three sources of information used in the formation of expectations which influence the customer purchase decision. These include (1) memories of past experiences, (2) current perceptions, and (3) inferences drawn from other experiences. So we suggest that in a business service situation, a customer’s depressive mood represents a significant pre-purchase expectation factor, which will therefore influence the post purchase product evaluation. In addition, this depressive mood has pre-purchase implications, affecting purchase intention.

Hypothesis 7 Customer expectation is positively related to customer purchase intention 

Hypothesis 8 Customer expectation is positively related to customer post purchase
FIGURE 1
A Conceptual Model of Banking Specialist Overinvolvement and Customer Perceptions in Service Interactions
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METHODOLOGY
Participants

The participants in this study were students in a college business administration department with banking specialist telemarketing service experience; a non-randomized sample. The participants were from 8 companies totaling 200 staff (107 male and 93 female). The investigation was conducted in May and June of 2006. The office size varied from 15 to 35 staff. Of the 200 questionnaires distributed, all were returned with valid fill; a return rate of 100%. This study used SPSS11.0 statistical software to perform the data analysis. All statistical tests used .05 significance for gauging a type-I error.
Measures

The Questionnaire

Survey items for customer perceptions of banking specialist service overinvolvement were drawn from concepts developed by Coyne, Wortman, and Lehman (1988) [3] and Vaughn and Leff (1976a, 1976b) [4, 5]. In Vaughn’s study, the emotional overinvolvement scale consists of 45 items relating to the three behaviors that reflect emotional overinvolvement; overprotectiveness (e.g., “I have to stick up for her, because she won’t stick up for herself”), overconcern (e.g., “My life centers around her”), and overidentification (e.g., “She and I get so close we are like one person”)[4, 5]. Included within these items are the behaviors of emotional overreaction (e.g., “I am a nervous wreck from worrying about her”), interdependency (e.g., “She and I take care of each other), extreme devotion, and self-sacrifice (e.g., “I have made many sacrifices for her”). In this study, overconcern is analyzed, but the overprotectiveness and overidentification are not directly related to the study so they aren’t investigated. The overconcern construct consists of 9 items (e.g., “Banking specialist has extremely strong involvement for my purchase intention”). All items were found to have good measurement properties (α= .84), so were adopted into the formal study.
Customer depression was assessed using the Beck Depression Inventory-II (BDI) [16, 17]. The Beck Depression Inventory-II is a self-rating scale for depressive symptomatology, and has been frequently employed to quantify severity of depression in psychiatrically diagnosed patients and to detect depression in normal populations. The right to use the BDI-II was purchased from the Chinese Behavioral Science Corporation of Taiwan, a local copyright holder. It consists of 21 question items each selectable over a range of four values from 0 (low depression) to 3 (maximum depression), with total scores ranging from 0 to 63. An example question is “I am disappointed in myself”. The BDI is the most prominent and frequently cited self-report measure of depression [18]. It has been used in numerous studies with varying norms for different groups [24, 25].
Perceived stress was defined by Craig, Hancock and Craig in 1996[8] as the cognitive evaluations of personal pressures and needs through daily life, and is the operating definition for our research. The questionnaire for estimating the overinvolvement of telemarketing banking specialists developed by Craig et.al. evaluates life-style in a multi-factorial view; in other words, perceivable stress. The Lifestyle Appraisal Questionnaire (LAQ) is designed to evaluate lifestyles by evaluating danger factors and perceived stress for the last 8 weeks. LAQ-Part I evaluates the danger factors of illness in life formats, including smoking, blood pressure, Body Mass Index, the quantity of alcohol consumed, prescribed medicines used, the family history of disease, exercise, diet patterns, social support, the number of life stress events, chronic disease, body symptoms, and sleeping conditions. LAQ-Part II evaluates the level of stress according to the cognitive evaluations of pressures and needs.  In this research, because we are only interested in the level of perceived stress, and because the two parts of the LAQ are independent by design, we only use LAQ-Part II to measure the perceived stress of the customer. Perceived stress in this research refers to scores from LAQ-Part II.  The higher the score, the heavier the perceived stress. LAQ-Part II consists of 5 items (e.g., “I can’t resist the pressure to buy the product that the banking specialist recommends”). Customer purchase intention was assessed using metrics developed by Howard (1989) [14, 15], consisting of 4 items. For example, one item is “I want to buy the product because of this telemarketing experience.”
Ratings for customers’ post-purchase and customer expectations were assessed using the inventory from Oliver and Oslen [9, 10, 11]. Items include the following: “If you decide to buy the product the banking specialist recommends, how much benefit do you expect to obtain?” and “You have already bought the banking specialist’s recommended product: How much benefit do you expect to obtain?”
Reliability and validity testing
Reliability testing

There are four possible methods which could be suitable for evaluating the reliability of our model; the means retest method, alternative-form method, split halves method, and the internal consistency method [29](Cooper & Schindler, 1998). In this study we adopt the internal consistency method to test the reliability of the questionnaire. The internal consistency method usually uses Cronbach’s α to test reliability [30](Cronbach, 1947). As reported in Appendix A, the results show α values for each construct between 0.95 and 0.75. Nunnally (1978)[31] suggests α > 0.7 as acceptable, so we can take the questionnaire to be reliable.
Validity testing

There are no ways to directly test construct validity for our model in this study, but some qualified validity testing can ensure sufficient confidence in our construct measurement scheme. Convergent validity and discriminatory validity are major tests in general use today (Schwab, 1980; Sethi & Carraher, 1993)[32, 33].
We use confirmatory factor analysis to test convergent validity. There are three criteria pertinent to evaluating convergent validity: (1) Factor loading of all variables must be greater than 0.5 to be significant. (2) Bagozzi and Yi (1988)[34] suggest a minimum of 0.60 for the composite reliability. Composite reliabilities for the study constructs were calculated as (the square of the summation of the factor loadings) divided by [(the square of the summation of the factor loadings) plus (the summation of the corresponding error terms)]. (3) Average variance extracted must be greater than 0.5 (Fornell & Larcker(1981))[35]. It is recommended that AVE should be greater than 0.5 meaning that 50 per cent or more variance among the indicators should be accounted for. As reported in Appendix A, with the exception of average variance extracted for banking specialist overinvolvement being close to 0.5, all of the other fit indices were within acceptable ranges.

There are three criteria used to evaluate discriminatory validity: (1) Verify that correlation of each construct isn’t too high. The standard is make sure the correlation between each construct doesn’t exceed plus or minus two standard deviations, and doesn’t include 1 (Hair et al, 1998)[29]; this means each construct is significantly different. (2) The correlation between each construct must be smaller than 0.85 (Kim et al, 2003, p.23)[36],. (3) The square root of the average variance extracted for each construct should exceed the correlation between constructs (Fornell & Larcker(1981)[35]). As reported in Table 1, all of the other fit indices were within acceptable ranges.
	Table 1 Fit index

	Variable
	1
	2
	3
	4
	5
	6

	1.  banking specialist overinvolvement
     r±2SD=0.13-0.49
	.7047
	
	 
	
	
	

	2. customer purchase intention
     r±2SD=0.61-0.93
	 .033
	 .8989
	 
	 
	
	

	3. perceived stress
     r±2SD=0.39-0.95
	 .453**
	 .333**
	 .7229
	
	 
	

	4.  customer expectations
     r±2SD=0.17-0.49
	- .118
	- .483**
	-.185*
	.8046
	
	 

	5.  post purchased
     r±2SD=0.55-0.87
	 .184
	 .402**
	 .128
	.657**
	.8852
	

	6.  depression
    
	 .019
	 .014
	 .056
	.022
	.082
	n.a.

	Notes:  *  p＜ .05  ;  **  p＜ .01
	Two-tailed tests.

	Diagonal elements are the square root of average variance extracted (AVE) between the constructs and their measures. Off-diagonal elements are correlations between constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements in the same row and column; n.a.: non applicable.


Data Analysis

This study used SPSS 11.0 and LISREL 8.30 statistical software to perform the data analysis. All statistical tests used a 0.05 significance factor for gauging a Type I error. We used frequency distribution, mean, and standard deviation to characterize the retrieved sample. We used ANOVA to test the influence of demographic variables on the research structure for significance. For reliability we used the internal consistence analysis, evaluating data using Cronbach’s α. For validity we used confirmatory factor analysis and correlation analysis to evaluate convergent validity and discriminant validity. For hypotheses testing, this study used the structural equation model (SEM), using LISREL 8.3 statistic software [26].
SEM is a multivariate analysis based on a regression model, the purpose of which is to investigate causal relationships between variables [27]. SEM is divided into two parts; the measurement model and the structural model. We should verify the measurement model before testing the substantial structural relationships in the research model, so reliability and validity testing is needed. We refer to Hair’s research, which describes acceptable values for each index [28].
RESULTS
Demographic data included age, gender, disposable income and education level, as reported in Appendix B. Descriptive statistics: (1) Gender: Of the total of 200 subjects—staff workers in financial services—107 were male and 93 were female. (2) Age: Of these 200 subjects, 1 was under 20 years old, 18 were 21-25 years, 52 were 26-30 years, 79 were 31-35 years, 32 were 36-40 years, 17 were 41-50 years, and 1 was 51-60 years. (3) Education level: Of these 200, 7 were under bachelor degree level, 142 had bachelor degrees, and 51 had masters or doctor degrees. (4) Disposable income: Of these 200, 24 were below 10,000 NT dollars/month, 57 were 10,000-30,000 dollars, 90 were 30,000-50,000 dollars, 21 were 50,000-70,000 dollars, and 8 were 70,000 dollars or greater. (5) Product type: Of these 200, 89 worked in insurance, 62 promoted funds, 16 worked in mortgage, and 33 were other product types. The means, standard deviations, skew values, and kurtosis values on all individual items measured are reported in Table 2.

Table 2 Descriptive Statistics
	
	N
	Minimum
	Maximum
	Mean
	Std.
	Skewness
	Kurtosis

	
	
	
	
	
	
	Statistic
	Std. Error
	Statistic
	Std. Error

	Overinvolvement
	200
	1.44
	6.00
	4.0411
	0.89994
	-0.373
	0.172
	0.151
	0.342

	Purchase Intention
	200
	1.00
	6.00
	2.5687
	0.92323
	0.437
	0.172
	0.396
	0.342

	Perceived Stress
	200
	1.00
	6.00
	2.7513
	0.93726
	0.361
	0.172
	0.032
	0.342

	Customer expectations
	200
	1.67
	6.00
	4.6350
	0.91857
	-0.407
	0.172
	-0.069
	0.342

	Post Purchased
	95
	1.00
	6.00
	2.5263
	1.00892
	0.136
	0.247
	0.172
	0.490

	Depression
	161
	.00
	1.67
	0.3560
	0.35526
	1.344
	0.172
	1.718
	0.342


ANOVA test  

The ANOVA test finds gender having a significant influence on depression; a different depression rating (F=15.803, Sig. = 0.000). Age significantly influences purchase intention and customer expectations; different age levels have different purchase intention and customer expectation levels (F=3.303, Sig.=0.004; F=3.005, Sig.=0.008). Banking specialist overinvolvement has a significant influence on customer depression (F=2.864, Sig.=0.038).

Structural Equation Model

The evaluation of previously established constructs via CFA was also necessary prior to linking the constructs through SEM. This practice is consistent with previous studies (e.g. Jöreskog and Sörbom, 1996; MacCallum, 1986)[26, 27] that suggest a thorough investigation of the measurement model prior to the construction of a structural model.
Goodness-of-fit measures to be used in the evaluation of these models include the root mean square error of approximation (RMSEA), ratio of the χ2 statistic to degrees of freedom (χ2/df), non-normed fit index (NNFI), goodness-of-fit index (GFI), and comparative fit index (CFI). Generally accepted standards for these measures are, respectively, RMSEA=0.10, χ2/df=3.00, NNFI=0.90, GFI=0.90, and CFI=0.90 for a good model fit. Structural equation models and confirmatory factor analyses were evaluated using maximum-likelihood estimation and the LISREL 8.3 software package. As reported in Table 4a, the fit index for the measurement model is close to the acceptable range.
Hypotheses testing

The results of reliability and validity testing show a fit to the standards, so we can proceed to hypothesis testing. We wish to ascertain the validity of inter-construct relationships, and thereby validate or invalidate our hypotheses. This study uses the structural equation model. Due to the approximate nature of item measurements, real relationships between constructs cannot be completely validated, so this study depends on best-practice statistical methods to maximize our reliance on limited information in testing our research hypotheses (Sethi & Carraber, 1993)[34]. As reported in Table 3, final model fit indices show adequate model fit with RMSEA = 0.12, χ2/df = 4.28, NNFI = 0.89, GFI = 0.92, and CFI = 0.89. All factor loadings were significant at p < 0.01. All of the other fit indices were close to acceptable ranges.

As reported in Table 4, the model shows mixed results on the hypothesis tests; although all hypotheses are basically supported, the degree of support varies. H1 and H2, which predicted that banking specialist service overinvolvement would be positively related with perceived stress and customer depression, were supported by the data (p < 0.1) with respective path coefficients of 0.5 and 0.21. H3 and H4, which predicted that customer perceived stress would be positively related to purchase intention and negatively related to post purchase, were supported by the data (p < 0.1) with respective path coefficients of 0.11 and -0.07. H5 and H6 predict that customer depression would be positively related to customer expectations and negatively related to post purchase. This hypothesis was also significantly supported at p < 0.1 with path coefficients of 0.09 and -0.08. H7 and H8, which predicted that customer expectations would be negatively related with purchase intention and post purchase, were supported by the data (p < 0.1) with respective path coefficients of -0.48 and -0.80.
In H1—the influence of banking specialist overinvolvement on customer perceived stress—we find that banking specialist overinvolvement does have a positive relationship to customer perceived stress, specifically, that the higher the level of banking specialist overinvolvement, the higher the customer perceived stress. In H2—the influence of banking specialist overinvolvement on customer depression—we find banking specialist overinvolvement can explain customer depression, though the value is low. It could be that ultimately customers understand that they’re in control, not the banking specialists: Customers reserve the final purchase decision for themselves. So banking specialist overinvolvement can only affect customers’ perceptions. The hypotheses involving customer depression have positive relationships to customer expectations. This suggests that the higher the level of customer depression, the higher the customer expectations. In other words, if a customer experiences a depressive mood when they perceive service overinvolvement from a banking specialist, resulting higher expectations could have the downstream effect of reducing inclination to buy the product.
With respect to the hypotheses involving the influences of customer expectations and perceived stress on purchase intention, in this study we find: (1) Customer expectations have a negative relationship to purchase intention. This means that the higher the customer expectations, the lower the purchase intention. We suggest that when recommending products to customers, banking specialists should be more specific and “detail-oriented,” carefully explaining the product function and benefits. This may promote their purchase intention. (2) Perceived stress has a positive relationship to purchase intention. This means that the higher the perceived stress, the higher the purchase intention. When customers perceive purchase pressure from a banking specialist, they may surrender to that pressure and buy the product.
The hypotheses of the influences of customer expectations, depression, and perceived stress on post purchase
In this study, we find: (1) Customer expectations have a negative relationship to post purchase. This means that the lower the customer expectations, the higher the post purchase. It is possible that a customer will not have had prior experience with the product, or originally perceives a low benefit to them. So if they have high purchase intension for that product, then buy and use it, they will tend to more strongly “feel the sting” of a bad experience, resulting in a worse evaluation than other customers. (2) Customer depression has a negative relationship to post purchase, meaning that the higher the customer depression, the lower the post purchase. This means that when a customer responds to perceived service overinvolvement from a banking specialist with depression, contributing to their decision to buy the product, but then find they don’t like the product, they will have notably lower post purchase. (3) Customer perceived stress has a negative relationship to post purchase, meaning that the higher the customer perceived stress, the lower the post purchase. It is possible that a customer will buy the product because of perceived stress, so they won’t like the product very much, which translates to a low post purchase evaluation. We suggest that banking specialists recommending products to customers be more specific, giving detailed explanations, making sure the customer understands the benefits of the product.  This promotes customers’ purchase intention, so when they buy and use it, their retention consist with post purchased, their post purchased evaluation will be better, and willing establish relationship in long-term, to further banking customer relationship management and business brand evaluation.
Table 3 CFA fit indices for construct
	Fit index
	Perceived Stress
	Purchase Intention
	Over- involvement
	Structural Model

	Root mean square error of approximation
	0.15
	0.11
	0.14
	0.12

	Chi-square/ degrees of freedom
	5.20
	3.32
	4.56
	4.28

	Non-normed fit index
	0.83
	0.98
	0.65
	0.89

	Goodness-of-fit index
	0.95
	0.98
	0.79
	0.92

	Comparative fit index
	0.91
	0.99
	0.74
	0.89


Table 4 Structural Equation Model Output

	Hypotheses
	Ho
	β
	t-statistic
	Supported Ho

	Overinvolvement influence on perceived stress
	H1
	0.5
	7.16
	Supported

	Overinvolvement influence on depression
	H2
	0.21
	3.37
	Supported

	Perceived stress influence on purchase intention
	H3
	0.11
	1.77
	Supported

	Perceived stress influence on post purchased
	H4
	-0.07
	-1.50
	Supported

	Customer depression influence on customer expectations
	H5
	0.09
	0.99
	Supported

	Customer depression influence on post purchased
	H6
	-0.08
	-1.31
	Supported

	Customer expectations influence on purchase intention
	H7
	-0.48
	-7.35
	Supported

	Customer expectations influence on post purchased
	H8
	-0.80
	-16.28
	Supported


DISCUSSION

The results of this study suggest that customer relationship management (CRM) needs to be carefully designed to ensure that customers feel good about their business transactions. Because the service nature of the banking specialist’s job can naturally lead to service scenarios which result in customer perceived stress, banking managers need to ensure that there are not unreasonable pressures on banking specialists. Banking managers need to understand the subjective factors that enter into the realm of banking specialist service provisioning under telemarketing circumstances. In light of our findings, the following methods can be recommended to enhance banking specialist well-being: (a) banking managers should make use of various strategies that increase banking specialist satisfaction. (b) Instruction should be provided to banking specialists to help them adopt more positive subjective opinions of themselves and to help them adapt to changing circumstances. Banking specialists should be carefully instructed in how their behavior can affect customer well-being. (c) Instruction should be provided to ensure that the services specialists fully understand the products they’re selling.
According to a Taipei study, half of the banking specialists are susceptible to depression and more than sixty five percent feel pressured [37]. Data such as this, along with the present study, suggest that banking managers should establish a comprehensive banking specialist mental health management system. This includes counseling for stress and relationships through marriage, group, and individual therapies, as well as through the offering of mental health courses. Similarly, banking specialists should also be taught stress management techniques and be provided with information on achieving well-being.
Specialists should obtain any and all training necessary to ensure that they truly and fully understand the benefits and risks of their products, enabling them to effectively communicate these issues to customers, producing customer awareness of these benefits and risks. The corollary to this is fairly intuitive and sadly commonplace: An ill-informed specialist, under pressure to perform, has incentives to resort to ugly psychological expedients to clinch the deal, such as “snowing” the customer, or attempting to instill guilt feelings in customers who do not want to buy the product. This research points in an objective and quantified way to the wisdom of service persons being fully informed and being articulate enough to communicate costs and benefits honestly, quickly, and directly. There is a case here for the wisdom of “intelligent” sales.
Our study was limited in time and space. More research is needed on variation among different communities in Taiwan, and over long periods of time. A small survey like this one cannot adequately capture a rich description of the many possible experiences and impressions. We propose that further research use quantitative and qualitative analytical methodologies to triangulate the data and develop a more robust description of the relationship between customer perceptions and banking specialist overinvolvement.
APPENDIX A

 CFA analysis result－Measurement model

	Construct
	Items
	Loading
	Standard error
	T-statistic
	Average variance extracted
	Composite reliability
	α

	Purchase Intention
	1
	0.99
	0.06
	16.49
	0.8081
	0.9439
	0.9427

	
	2
	1.00
	0.06
	15.78
	
	
	

	
	3
	0.95
	0.06
	17.25
	
	
	

	
	4
	0.88
	0.06
	15.23
	
	
	

	Post Purchased
	1
	0.94
	0.08
	12.25
	0.7835
	0.9147
	0.9081

	
	2
	1.07
	0.07
	15.98
	
	
	

	
	3
	1.17
	0.06
	18.60
	
	
	

	Perceived Stress
	1
	0.83
	0.09
	9.18
	0.5226
	0.7777
	0.7681

	
	2
	0.90
	0.08
	10.72
	
	
	

	
	3
	0.95
	0.08
	11.79
	
	
	

	
	4
	0.51
	0.10
	5.12
	
	
	

	
	5
	0.82
	0.09
	8.96
	
	
	

	Customer expectations
	1
	0.58
	0.07
	8.52
	0.6474
	0.8412
	0.8264

	
	2
	1.05
	0.07
	15.13
	
	
	

	
	3
	0.92
	0.07
	12.61
	
	
	

	Overinvolvement
	1
	0.56
	0.08
	6.69
	0.4966
	0.8497
	0.8441

	
	2
	0.56
	0.10
	8.30
	
	
	

	
	3
	0.61
	0.09
	6.70
	
	
	

	
	4
	0.90
	0.08
	10.85
	
	
	

	
	5
	0.90
	0.08
	11.80
	
	
	

	
	6
	0.89
	0.09
	9.99
	
	
	

	
	7
	0.87
	0.10
	8.07
	
	
	

	
	8
	0.96
	0.08
	11.65
	
	
	

	
	9
	1.10
	0.09
	12.29
	
	
	


Notes: The average variance extracted (AVE) were calculated as  

                                          Σ[λi2]Var(X)

AVE =  ──────────── 

                                   Σ[λi2]Var(X)+Σ[Var((i)]

Where λi is the loading of xi on X, var denotes variance, i is the measurement error of xi, and Σ denotes a sum (Fornell & Larker, 1981) [35]. Composite reliabilities [CR] for the study constructs were calculated as (square of the summation of the factor loadings)/ [(square of the summation of the factor loadings) + (summation of the corresponding error terms)].
APPENDIX B

Frequency Table
	
	Frequency
	Percent
	Cumulative Percent

	Gender

	   Male
	107
	53.5
	53.5

	   Female
	93
	46.5
	100

	Age

	   Under 20
	1
	0.5
	0.5

	   21-25
	18
	9
	9.5

	   26-30
	52
	26
	35.5

	   31-35
	79
	39.5
	75

	   36-40
	32
	16
	91

	   41-50
	17
	8.5
	99.5

	   51-60
	1
	0.5
	100

	Education level 

	   Under Bachelor
	7
	3.5
	3.5

	   Bachelor
	142
	71.0
	74.5

	   Master or Doctor
	51
	25.5
	100

	Disposable income 

	   Below 10000
	24
	12
	12

	   10000-30000
	57
	28.5
	40.5

	   30000-50000
	90
	45.0
	85.5

	   50000-70000
	21
	10.5
	96.0

	   70000 up
	8
	4.0
	100

	Product type 

	   Insurance
	89
	44.5
	44.5

	   Foundation
	62
	31
	75.5

	   House loan
	16
	8.0
	83.5

	   Other
	33
	16.5
	100
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