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ABSTRACT 

Globalization and technology have exerted considerable influence on customer 

relationship management, product development, and business performance. The purpose of 

this research was to investigate the effect of transformational leadership on organizational 

trust, customer relationship management, innovation capabilities, and business performance. 

To meet this purpose, data was collected from Taiwan and Bosnia & Herzegovina. A TOKSIP 

structural research framework model was created, and Partial Least Square (PLS) was 

employed to conduct a comparative analysis of the results. After sending out 300 

questionnaires, the researchers received 225 usable completed forms, and this brought the 

response rate to 75%. The empirical results indicated that transformational leadership has a 

positive and highly significant effect on organizational trust, in which organizational trust has 

significant effect on customer relationship management, as well as customer relationship 

management on innovational capabilities. Furthermore, the results showed that innovation 

capabilities have a significant positive effect on business performance. This comparative 

study contributes a lot to the investigation of transformational leadership similarities and 

differences between Taiwan and Bosnia & Herzegovina. The study ends by providing 

practical implications and suggestions for future research. 

Keywords: transformational leadership, business performance, ICT companies 
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CHAPTER I  INTRODUCTION 

This chapter includes six sections. First, the background and the purpose of the study 

will be presented. It will be followed by questions and the significance of the study. The last 

section of this chapter will provide delimitations and limitations of the study as well as 

definition of terms.    

Background of the Study 

Leadership is one of the most important aspects of society. The role of leadership style 

has changed over the past 20 years. It all started with transformational and transactional 

leadership style. Nowadays, a leader is a person who provides a vision of the future and 

motivates employees. Furthermore, the leader is a mentor and a coach of workers (Hernez-

Broome & Hughes, 2004). Nonetheless, there is no unique definition of the leadership. It is 

the ability to influence employees to achieve their vision or goals (Robbins & Judge, 2014). 

However, the leadership development is changing rapidly, involving international markets 

and world economic trends (Cacioppe, 1998). The role of technology in today's society went 

through some changes due to globalization and rapid change in the leadership style (Hernez-

Broome & Hughes, 2004). 

Trust is one of the most important terms both for personal and professional lifestyle. It 

also encompasses the social aspect of one’s life observed from the psychological, 

philosophical and economical point of view. It reduces conflicts, promotes real reactions to 

crises (Rousseau, Sitkin, Burt & Camerer, 1998) and enhances supportive behavior 

(Gambetta, 1988). Organizational trust is especially significant in the work environment. It 

has always been a meaningful concept in organizations. As a result of globalization, many 

contracts are signed very quickly or without a prior meeting with the person. This procedure 

happens because of the development methods and technology. Wayne Hutchens, the president 

of the University of Colorado Foundation, pointed out that trust is the most important thing in 

the organization. 

In the new era of knowledge economy, organizations have realized that customer 

relationship management (CRM) is beneficial in bringing higher organizational performance. 

CRM represents a set of processes that support business strategy to build a strong relationship 

with their customers (Ling & Yen, 2001). Furthermore, Chalmeta (2006) defined CRM as one 

of the most crucial business strategies. Taking into consideration customer's opinions and 

suggestions is important to get feedback and is the only way to achieve a remarkable success. 
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As a result of globalization and technological change, innovation capabilities represent 

a significant impact in the business world. Slater and Narver (1994) pointed out that 

globalization and technological change have an effect in the world and form a core value-

creating capability in the market-performance orientation. Innovation capabilities facilitate 

nowadays' life. Many studies showed that there is a positive and direct relationship between 

innovation and business performance (Damanpour & Schneider, 2006; Damanpour, Szabat & 

Evan 1989; Han, Kim & Srivastava, 1998; Khan & Manopichetwattana 1989; Zahra, De 

Belardino &  Boxx, 1988).  

Business performance represents the ultimate goal of every company. The higher the 

revenue, the better benefits employees will have. Hult, Hurley & Knight (2004) defined 

business performance as the achievement of organizational goals (profitability and market 

share) and accomplished planned objectives. In this research study, business performance will 

be observed in two parts: market leadership and financial performance. Furthermore, business 

performance represents one of the most examined variables in the strategic marketing 

(Hamann, Schiemann, Bellora & Guenther., 2013). 

This research study will be beneficial to Bosnia & Herzegovina and Taiwan. The main 

purpose of the study is to compare results obtained in different countries. The comparative 

study has a great importance because it will emphasize what employees value the most in the 

two different cultures.  

Purpose of the Study 

The purposes of this research are described as follows: 

1. Examine and analyze the effect of transformational leadership on organizational trust. 

2. Examine and analyze the effect of organizational trust on customer relationship 

management (CRM). 

3. Examine and analyze the effect of customer relationship management (CRM) on 

innovation capabilities. 

4. Examine and analyze the effect of innovation capabilities on business performance.  

The purpose of this study is to compare the results from Taiwan and Bosnia & 

Herzegovina. In order to investigate the effects of transformational leadership on business 

performance the TOKSIP model was developed.  
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Questions of the Study 

Deriving from the research purposes, the research questions were formulated as follows. 

1. What effect does Transformational Leadership have on Organizational Trust in ICT 

industry? 

2. What effect does Organizational Trust have on Customer Relationship Management in 

ICT industry? 

3. What effect does CRM have on Innovation Capabilities in ICT industry? 

4. What effect does Innovation Capabilities have Business Performance in ICT industry? 

Significance of the Study 

Numerous studies pointed out the relationship between organizational trust and 

knowledge sharing while the other focused on the link between knowledge sharing and 

innovation capabilities (Liao, Fei & Chen, 2007). Nevertheless, the researchers did propose 

the integrative model which examines the link between transformational leadership, 

organizational trust, customer relationship management, innovation capabilities and business 

performance. This research will investigate the relationship between these variables using 

TOKSIP model.  

The study examines the influence of the Transformational Leadership (Intellectual 

Consideration, Intellectual Stimulation, Inspirational Motivation, Idealized Influence 

attributes and Idealized Influence behavior) on Organizational Trust (Concern for Employees, 

Openness and Honesty, Identification, Reliability, Competence), Customer Relationship 

Management (Win-back management, Production/Service customization, Customer 

Information Management), Innovation Capabilities (Product Innovation and Process 

Innovation) and whether it all leads to greater Business Performance (Market Leadership and 

Financial Performance).  

This research study is relevant to practitioners and academics. The study will provide 

three important contributions. First, it theoretically connects organizational trust, customer 

relationship management and innovation capabilities. Second, it practically develops a model 

that supports theory. The final contribution of this study is to provide information about two 

countries from different parts of the world, Taiwan and Bosnia & Herzegovina.   

First, this study provides link between transformational leadership, customer 

relationship management and business performance. Furthermore, it shows the relationship 

between these variables. The present study is important for academics because it offers new 
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perspective of transformational leadership on organizational trust, customer relationship 

management, innovation capabilities and business performance.  

Second, it develops a framework that supports a theory. It is based on the impact of 

transformational leadership affecting organizational trust, knowledge sharing (customer 

relationship management), innovation capabilities and business performance.   

Finally, it is a cross-cultural study. This research study is beneficial for two countries 

Taiwan and Bosnia & Herzegovina. It will have an immense importance and contribution 

because it will represent western and eastern point of view on this topic. 

Delimitations and Limitations 

Delimitations of the study are the scope of the investigation in order to make research 

feasible. Limitations are barriers of the study, which includes restrictions of resources. 

Delimitations 

 This study has some delimitations. First, it is delimited to Taiwan and Bosnia & 

Herzegovina. Second, it is delimited to ICT industry in these two countries. Finally, this study 

will explore only the relationship among variables of transformational leadership, 

organizational trust, customer relationship management, innovation capabilities and business 

performance. 

Limitations 

 Some of the major limitations are: the study was conducted only among the workers 

who are working in the ICT companies in Taiwan and Bosnia & Herzegovina. Moreover, the 

study cannot be generalized to another research context. Taken into the consideration the 

amount of time and resources available, the case study will help to narrow down the scope of 

the research to facilitate a more manageable research process.  
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Definition of Terms 

Organizational Trust (OT) 

Theoretical Definition: Organizational trust represents an essential factor for 

explaining group behavior, managerial effectiveness and social and political stability 

(Hosmer, 1995). 

Operational Definition: The organizational trust is measured by competence (Comp), 

openness and honesty (Op/h), concern for employees (Conc), reliability (Reli) and 

identification (Iden), which are 29 items in total (Shockley-Zalabak, Ellis & Cesaria, 2003). 

Transformational Leadership 

Theoretical Definition: Transformational leader inspires and stimulates followers to 

achieve great outcomes and develop their leadership capacities (Bass, 1999; Robbins & 

Judge, 2014). Furthermore, transformational leaders help followers to grow and develop their 

full potentials responding to individual followers’ needs by aligning objectives and goals of 

the individual followers the leader, the group and the larger organization  (Bass, 1999). 

Operational Definition: Transformational leadership is measured by intellectual consideration 

(TLIC), intellectual stimulation (TLIS), inspirational motivation (TLIM), idealized influence 

attributes (TLIIA) and idealized influence behavior (TLIIB), which are 20 items in total 

(Bass, 1999). 

Customer Relationship Management 

Theoretical Definition: Customer Relationship Management (CRM) is a business 

approach that integrates people, process, and technology to maximize relationships with 

customers. CRM increasingly leverages the Internet to provide seamless coordination among 

all customer-facing functions (Goldenberg, 2008, p. 3). 

Operational Definition: Customer relationship management is measured using 8-item scale 

adapted from Öztaysi, Sezgin, & Özok (2011). The 8 items are divided into three categories: 

win-back management (WbM), product/service customization (P/SC), customer information 

management (CIM).   

Innovation Capabilities  

Theoretical Definition:  Innovation is a combination of new factors of production into 

the production system. It refers to a new technology and the new product which will make 

customers more satisfied. Innovation represents the new product, the new market and the new 

technology. 
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Operational Definition: Innovation capabilities are measured using 9-item scale adapted from 

Samson (1991). These 9 items are divided into two categories: product innovation (ProdI) and 

process innovation (ProceI). 

Business Performance 

Theoretical Definition: Business performance represents one of the most examined 

dependent variables in the field of management (Richards & Jones, 2008; Hamann et al., 

2013). 

Operational Definition: Business performance is measured by: market leadership (ML) and 

financial performance (FP), 10 items in total. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



7 

 

CHAPTER II  LITERATURE REVIEW 

This chapter will provide the literature of all the variables important to this research 

study. Every variable of the research will be explained in detail together will their dimensions. 

First, the organizational trust will be explained, followed by leadership, customer relationship 

management, innovation and organizational performance.  

Leadership 

Leadership refers to ability which can influence followers to achieve a goal or a vision 

(Robbins & Judge, 2014). It is important that a company has good workers but also a good 

leader. Moreover, organizations need leaders that will provide a vision and inspire employees 

to achieve their tasks and goals. There are several theories of leadership: 

Trait Theories: mainly focused on the personal qualities and characteristics.  

Behavioral Theories: specific behavior can make a distinction between leader and non 

leaders. 

Contingency Theories:  

Fiedler contingency model depends on the match between leader’s and followers’ style of 

interacting and the degree of the situation in which the leader controls. 

 Situational Leadership Theory focuses on the followers. It depends on the leader’s and 

followers’ readiness to fulfill a task.  

Path - goal theory: The leader’s task is to provide help to followers and ensure that their goals 

are similar to the objectives of the company.  

Leader-participation model: Leaders should provide a set of rules that followers should obey. 

According to Vroom and Yetton (1973), leadership-participation model connects leadership 

style and participation in decision making. 

Leader-Member Exchange (LMX) Theory emphasizes that because of some external stimuli 

such as stress leaders will develop attachment with a smaller group of followers.  

Charismatic Leadership Theory points out that follower’s virtue of great leadership abilities 

when they perceive certain behaviors. 

Transformational Leadership Theory emphasizes that leaders inspire followers to fulfill their 

tasks and own goals for the good of the company. Furthermore, Transformational Leaders 

have a strong impact on followers.  

Transactional Leadership Theory emphasizes that leaders guide their followers to achieve 

tasks by analyzing roles and task requirements.  
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Eagly, Johannesen-Schmidt & Van Engen (2003) emphasized some the characteristics 

of Transactional and Transformational Leaders. 

Table 2.1. 

The Characteristics of Transactional and Transformational Leaders 

Transactional Leaders 

Contingent Reward: Promises rewards for excellent performance, acknowledge 

accomplishments. 

Management by Exception (active): Observes deviations from rules and takes 

appropriate actions. 

Management by Exception (passive): Interferes only when standards are not satisfied or 

met. 

Laissez – Faire: Avoids decision making. 

Transformational Leader 

Idealized Influence: Ensures vision and sense of mission, respect and trust. 

Inspirational Motivation: High expectations, expresses important things in simple ways 

Intellectual Stimulation: Advertises intelligence and rational problem solving 

Individualized Consideration: Provides personal attention, treats every employee 

individually and equally.  

 

  The researchers stressed that transactional and transformational leadership do not 

oppose each other. The best leader is the one who possesses the characteristics of both 

transactional and transformational leadership style.  

Transformational Leadership 

Two decades ago, researchers gave a new dimension to leadership. The term 

“transformational leadership” was coined. Some of them refer it to “charismatic” and 

“visionary” leadership.  

According to Eagly et al. (2003) transformational leadership inspires followers and 

nurtures their ability to contribute to their company. Furthermore, transformational leadership 

can be seen as a total contrast to transactional leadership which is based on providing rewards 

for good performance. 
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Transformational leaders are mainly focused on the interaction between their 

employees via setting  (Xu & Wang, 2008).  

The transformational leader motivates followers to do more than originally expected. 

According to Bass (1999) transformational leadership can be seen as a role model for 

pursuing the trust and confidence of the followers. Furthermore, leaders provide a vision, 

future goals and encouragement to their followers. Some researchers labeled those leaders as 

charismatic (Conger & Kanungo, 1998, Eagly et al., 2003). 

Bass emphasized in his works that transformational leadership is highly connected to 

employees’ satisfaction, job performance and self-reported effort. According to Podsakoff, 

MacKenzie, Moorman & Fetter (1990) transformational leadership produces better 

performance, greater satisfaction and enhanced role perceptions. Dvir, Eden, Avolio & 

Schamir (2002) provided a model with differences between transactional and transformational 

type of leadership. 

Table 2.2. 

Different Ways of Transactional and Transformational Leaders Influences Followers 

Transactional Leaders  Transformational Leaders 

 

- Leaders Setting goals,  

- Providing feedback 

- Exchanging rewards for accomplishments 

- Broadening and elevating followers goals 

-Providing followers with confidence to 

perform beyond the expectations. 

  

 

Transformational leaders encourage followers motivating them, giving them a vision 

and intellectual stimulation. The main focus of transformational leadership is on followers’ 

development. (Dvir et al., 2002). Bass (1999) emphasized the important distinction between 

transactional and transformational leadership. Transactional leaders expect followers to 

achieve agreed goals. While transformational leaders appreciate fulfilling the current tasks, it 

also encourages fulfilling their future tasks and roles in the organization (Dvir et al., 2002). 
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Dimensions of Transformational Leadership  

According to Bass (1999) transformational leadership has the following dimensions: 

Intellectual Consideration, Intellectual Stimulation, Inspirational Motivation and Idealized 

Influence. They will be explained in depth in the following paragraphs. 

 

 

 

 

Figure 2.1. Model of transformational leadership. Adopted from Re‐examining the 

components of transformational and transactional leadership using the Multifactor Leadership 

by Avolio, Bass & Jung (1999). Journal of occupational and organizational 

psychology, 72(4), 441-462. 

 

Individual consideration. 

Individual Consideration is observed as an important factor in the workplace. 

Individual Consideration focuses on understanding needs, skills and aspirations of every 

follower and encourages them continuously to develop their potentials to the fullest (Bass, 

1999). Furthermore, IC is manly focused on the individual development of followers (Seltzer 

& Bass, 1990).  

Intellectual stimulation. 

Intellectual Stimulation (IS) encourages followers to question the ways of solving 

problems and inspires them to question used methods so they can improve them later (Bass, 
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1999). Moreover, IS triggers creativity in finding new methods and ideas in order to solve the 

old problems (Seltzer & Bass, 1990).  

Inspirational motivation.  

Inspirational motivation refers to leaders that passionately communicate a future 

idealistic organization that can be shared (Hater & Bass, 1988). Furthermore, it means 

energizing followers by providing them a vision (Avolio, Bass & Jung, 1999). 

Idealized influence. 

Idealized influence is represented by a leader who can give a vision to the followers, 

explain them how to achieve the goal, provide them an example, set up high standards and 

display confidence. This inspires followers to become similar leaders (Bass, 1999). 

Organizational Trust 

Concept and Definition of Organizational Trust 

In order to understand organizational trust, trust in general will be explained first. 

Trust can be seen in multidisciplinary view. Even economists gave their definition of trust. 

They view it as “calculative” (Williamson, 1993) or “institutional” (North, 1990). It is an 

important term in sociology and psychology as well. “Trust is an individual’s belief that the 

sincerity, benevolence, and truthfulness of others can be relied on” (Fugelli, 2001, p. 575). 

Moreover, Fugelli divided trust into two categories: personal trust and social trust. Personal 

trust represents the trust you have in your closest ones such as: wife, husband, friend and 

doctor. On the other hand social trust is trust in the institutions such as the government and 

the health care system of the country you are living in (Fugelli, 2001). 

Similarly, researchers (Beugelsdijk & Smulders, 2003; Portes, 1998) highlighted the 

distinction between in-group and out-group trust. In-group trust refers to people that we are 

already familiar with such as our friends and neighbors, while out-group trust is based on 

people who have different origins and nationalities.  

There is no universally accepted definition of trust. Researchers agreed trust is an 

important concept. It reduces conflicts, promotes real reactions to crises (Rousseau, Sitkin, 

Burt & Camerer, 1998) and enhances supportive behavior (Gambetta, 1988). Nevertheless, 

cooperation can be connected to some other terms so it is important to define trust in the 

correct way. Trust can be explained as “a psychological state comprising the intention to 

accept vulnerability based upon positive expectations of the intentions or behavior of another” 

(Rousseau et al., 1998, p. 395). 
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It is important to observe trust from the psychological perspective as well. There were 

many psychologists who were interested in this concept. Trust is “the willingness of a party to 

be vulnerable to the actions of another party, based on the expectation that the other will 

perform a particular action important to the trustier, irrespective of the ability to monitor or 

control the other party” (Mayer, Davis & Schoorman, 1995, p. 712). 

Furthermore, Jones and George (1998, p. 531-2) define trust as “an expression of 

confidence between the parties in an exchange of some kind-confidence that they will not be 

harmed or put at risk by the actions of the other party or confidence that no party to the 

exchange will exploit the other’s vulnerability”. 

Trust is very important for both personal and professional life. It is a ‘concept’ that 

many researchers were investigating. It influences our relations in many ways. Trust 

represents one of the most powerful and appreciated values in modern society. Nowadays a 

lot of companies depend on team-work. It influences sharing knowledge, ideas and 

management of tasks. 

Huotari and Iivonen (2004) defined trust “as expectations and acts of members of the 

community towards each other”. Therefore trust can be seen as something intangible and 

related to many abstract matters. 

Organizational trust can be observed as “the degree to which a person is willing to react on 

the basis of another’s words and behaviors” (Debowski, 2006).  

According to Kramer and Tyler (1996) organizational trust is very important in the 

organization. It involves different forms of trust such as: trust in competence, trust in 

openness and honesty, and trust in reliability. 
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Table 2.3. 

Definition of Organizational Trust  

Source Definition 

Mitzal (1996, p. 10) “Trust, by keeping our mind open to all 

evidence, secures communication and 

dialogue.” 

Shockley-Zalabak et al. (2003, p. 37) “Expectations individuals have about 

networks of organizational relationships and 

behaviors.” 

Gilbert and Tang (1998, p. 322) “Confidence and support in an employer”. 

 

According to Shockley-Zalabak et al. (2003) organizational trust represents the main 

thing in the organizational success. Wayne Hutchens, the president of the University of 

Colorado Foundation emphasized the focus in the organization. His famous saying is: “The 

main thing is always the main thing” (Shockley-Zalabak et al., 2003, p. 4). In this case main 

thing is “trust”. Trust is very important and there will always be a high cost to distrust.  

Dimensions of Organizational Trust  

Organizational Trust is measured by the scale of The Organizational Trust Index (OTI) 

which was invented by Shockley-Zalabak et al. (2003). This variable has five dimensions. 

There will be a short introduction to all five dimensions.  
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Concern for 

Employees 

Openness and 

Honesty 

Identification 

Reliability 

Competence 

Organizational 

Trust 

Perceived 

Effectiveness 

Job 

Satisfaction 

 

Figure 2.2. Model of organizational trust. Adopted from “Measuring organizational trust: 

Cross-cultural survey and index,” by Shockley-Zalabak et al., 2003. IABC Research 

Foundation.  

Competence. 

According to Shockley-Zalabak et al. (2003) competence represents the effectiveness 

of the organization as a whole.  

The competence dimension refers to an organization’s capacity to meet the challenges of the 

environment through leaders, decision making and strategy. Competence refers to both the 

overall quality of products and efficiency of the company (Morreale & Shockley-Zalabak, 

2014).  

Openness and honesty. 

Openness and honesty refers to the amount, accuracy, sincerity, and appropriateness of 

information in the organization.   

The openness and honesty dimension refers to how organizations communicate and solve 

their problems and how much they get involved in constructive disagreements. Openness and 

honesty are important key elements especially when a leader or supervisor assesses job 

performance and evaluates the performance (Morreale & Shockley-Zalabak, 2014). Openness 

and honesty represents an important dimension in organizational field.  

Concern for employees. 

It refers to sincere efforts to understand the feelings of employees. This dimension is 

mainly about interpersonal communication between people working in the same organization. 

Employees show higher trust in cases when leaders express information about the people who 

will be affected by that decision (Morreale & Shockley-Zalabak, 2014).  
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Reliability. 

Reliability represents the consistency of actions. Dimension reliability refers to 

commitments and fulfilling tasks. It is mainly about leaders who behave in a consistent way 

no matter if the situation is positive or negative (Morreale & Shockley-Zalabak, 2014).  

Identification. 

Identification refers to shared goals, values, norms, and beliefs. The identification 

dimension represents the connection between the company and its core values. In addition, 

identification is high when employees are certain their values are represented in the 

organization’s values (Morreale & Shockley-Zalabak, 2014).  

Knowledge Sharing  

Recently, many researchers showed a great interest in knowledge sharing. 

Furthermore, knowledge sharing represents one of the main areas of knowledge management 

(Hendriks, 1999). It is manly expressed by outsourcing partnership and its effects on 

outsourcing success (Lee & Choi, 2003). Knowledge sharing is based on mutual trust. It also 

depends on the company because some companies have high levels of knowledge sharing 

while some have low levels of knowledge sharing. Knowledge sharing represents one type of 

communication where two parties should jointly participate. One party should transfer the 

knowledge and the other party should be willing to adopt that knowledge (Hendriks, 1999).  

Nowadays knowledge sharing is very important in both personal and professional life 

which implies that the performance of knowledge management of the organization definitely 

depends on the knowledge sharing. According to Liao, Fei & Chen (2007) knowledge sharing 

has an impact on innovation. Therefore innovation will have an impact on business 

performance.  

Definitions of knowledge sharing 

Knowledge sharing can be defined as a ‘dispersing’ the knowledge with the colleagues 

in the company. Hendriks (1999) pointed out that knowledge sharing is composed of two 

parts: (1) “the knowledge owner externalizes the knowledge; (2) “the knowledge demander 

internalizes the knowledge” (Yesil, Koska & Büyükbeşe, 2013). It can be also defined as 

collecting the knowledge of your own organization and knowledge of other organizations.   

Many research studies proved that knowledge sharing has an important role in 

strategic management because it increases both the innovation capability and performance of 

the companies (Yesil et al., 2013). 
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Customer Relationship Management 

“Customer Relationship Management” term appeared in information technology (IT) 

in the mid-1990s. At first, researchers were interested in building partnerships and with 

technological improvement the managers realized that the customer relationship management 

(CRM) represents an important part (Richards & Jones, 2008). 

CRM can be defined as “customer-focused business strategy” (Chalmeta, 2006). It integrates 

many departments together such as sales, customer service and marketing to work together 

and enhance CRM’s importance to the company (Chalmeta, 2006). Many companies realized 

the importance of CRM in the improvement of their organization’s performance and 

competitiveness. Bergeron (2001) indicated some of the improvements that CRM can bring to 

the company:  

- Higher custumer satisfaction together with better service provided, 

- Improving customer relationship,  

- Creating business opportunities, 

- Defining purposes that are connected to customer’s contentment, 

- High effectiveness in providing customer services, 

- Lower costs (Chalmeta, 2006). 

According to Ling & Yen (2001) CRM represents a set of processes that support business 

strategy to build strong relationship with their customers. The improvement of technology and 

the Internet changed the way relationship between the customers and companies was 

managed. 

Many researchers agree that there is no one universal definition of CRM. The following table 

provides different definitions of Customer Relationship Management (CRM). 

Definitions of Customer Relationship Management (CRM) 

There are many definitions of Customer Relationship Management, some of them will 

be mentioned below. 
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Table 2.4. 

Definition of Customer Relationship Management  

Source  Definition 

Swift (2001, p. 12) “Enterprise approach to understanding and 

influencing customer behavior through 

meaningful communications in order to 

improve customer acquisition, customer 

retention, customer loyalty, and customer 

profitability.” 

Kincaid (2003, p. 41) “The strategic use of information, processes, 

technology and people to manage the 

customer’s relationship with your company 

(Marketing, Sales, Services, and Support) 

across the whole customer life cycle.” 

The Sales Educators (2006, p. 93) “The process that identifies customers, 

creates customer knowledge, builds customer 

relationships, and shapes customers' 

perceptions of the firm and its 

products/solutions.” 

Parvatiyar and Sheth (2001, p. 5) “A comprehensive strategy and process of 

acquiring, retaining, and partnering with 

selective customers to create superior value 

for the company and the customer.” 

Huang and Wang (2009, p. 737) “A customer-centered enterprise management 

mode, which discovers the customers’ value 

and satisfies their requirements to realize the 

interaction between enterprise management 

and customers.” 
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Dimensions of CRM 

According to Öztaysi, Sezgin, & Özok (2011) CRM are including win-back 

management, production / service customization and customer information management. 

These three dimensions are explained in the following paragraphs. 

Win-back management (WBM).  

WBM refers to staying in touch with the lost or inactive customers. The profitable 

customers are subject to WBM, proper customer information is needed in order to analyze and 

target the lost customers (Öztayşi et al., 2011). 

Production / service customization (PSC).  

Product / service customization represents making a differentiation on the products or 

services according to customer needs. Customization can be understood as a measurement for 

maintaining CS and CL. Furthermore, high‐value customers are mainly focused on 

customization of efforts. CIM should be done properly so it can maintain an effective 

customization (Öztayş et al., 2011). 

Customer information management (CIM).  

The companies should try to capture and manage the information of the potential 

customers. It is used for segmentation of the customers and defining the life time values and 

suitable communication channels (Öztayşi et al., 2011). 

Innovation Capabilities 

Nowadays innovation represents an immense part in our lives. People and companies 

are willing to follow the trends and innovation capabilities have a great importance. Due to 

global competition and technological innovation companies should “look for competitive 

advantage for survival” (Yesil et al., 2013, p. 217). 

Innovation represents an important factor in management because it has a great impact on 

business performance. It is a multi-dimensional phenomenon (Rosenbusch, Brinckmann & 

Bausch, 2011). Furthermore, many studies showed that there is a positive and direct 

relationship between innovation and business performance (Damanpour & Schneider, 2006; 

Damanpour, Szabat & Evan 1989; Han et al., 1998; Khan & Manopichetwattana 1989; Zahra 

et al., 1988). In addition, innovation has a strong impact on the collectivistic culture such as in 

Asian countries. On the other hand, the relationship between innovation and performance is 

weaker in individualistic countries such as the United States (Rosenbusch et al., 2011).  
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Innovation has “core value-creating capabilities” in market-performance orientation 

(Han et al., 1998). Furthemore, innovation capability is the capacity to “routinely achieve 

innovative outcomes” (Yesil, et al., 2013, p. 219). 

Burgelman, Verschraegen, Degrave, & Nollet (2004) highlighted the importance of 

Technological Innovation Capabilities (TICs). It includes technology, product, process and 

organization. Therefore, TIC has a crucial significance in the company’s performance and 

competitiveness (Burgelman et al., 2004).  

Table 2.5. 

Definition of Innovation and Innovation Capabilities 

Source Definition 

Zahra and Covin (1994, p. 183) “Widely considered as the life blood of 

corporate survival and growth.” 

Bessant et al. (2005, p. 1366)  

 

“Innovation represents the core renewal 

process in any organization. Unless it 

changes what it offers the world and the way 

in which it creates and delivers those 

offerings it risks its survival and growth 

prospects.” 

Damanpour and Schneider (2006, p. 216) “Innovation is studied in many disciplines 

and has been defined from different 

perspectives.” 

Burgelman et al. (2004) “As comprehensive set of characteristics of 

an organization that support and facilitate 

innovation strategies.” 

(continued) 
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Table 2.5. (continued) 

Source Definition 

Akman and Yilmaz (2008, p. 74) “Innovation capability is defined as an 

important factor that facilitates an innovative 

organizational culture, characteristics of 

internal promoting activities and capabilities 

of understanding and responding 

appropriately to the external environment.” 

Tsai et al. (2001, p. 537) “A firm’s innovation capability is defined as 

including product innovation, process 

innovation, and managerial innovation.” 

 

 

 

 

Figure 2.3. Model of customer relationship management. Adapted from “Knowledge sharing, 

absorptive capacity, and innovation capability: an empirical study of Taiwan's knowledge-

intensive industries” by Liao et al., 2007. Journal of Information Science, 33(3), 340-359. 

Dimensions of Innovation Capabilities  

According to Liao et al. (2007) innovation capabilities have three dimensions: product 

innovation, process innovation and management innovation. However, in this research study 

only product and process innovation will be taken into account.  
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Product innovation. 

Product Innovation is defined as new products on the market that will bring the 

satisfaction of the consumers (Liao et al., 2007). 

Process innovation. 

Process innovation is a process that can improve manufacture or process service bz 

attaining obtaining the main goal, of achieving better organizational performance (Liao et al., 

2007). 

Business Performance 

Many researchers started emphasizing major factors of knowledge management. There 

are three factors: enablers, processes and organizational performance. Business performance 

can be defined as the degree to which that company achieved ther business objectives (Lee & 

Choi, 2003). In addition to, Hult et al. (2004) refer to business performance as the 

achievement of organizational goals (profitability and market share) and the accomplishement 

planned objectives.  

Business performance represents one of the most examined variables in strategic 

marketing (Hamann, Schiemann, Bellora & Guenther, 2013).   

According to Hamann et al. (2013) strategy has a great impact on business 

performance while Han, Kim & Srivastava (1998) emphasize that innovation has greater 

impact on business performance.  

A market leader often dominates its competitors through customer loyalty, distribution 

coverage, image, perceived value, price and profit. Financial performance is a measure of how 

well a company uses its assets to generate revenues. There are many different ways to 

measure financial performance, however, the most common used items are: after tax return on 

sales, after tax return on assets and profit growth. 

Table 2.6.  

Definition of Business Performance 

Source Definition 

Combs et al. (2005, p. 261) “The economic outcomes resulting from the 

interplay among an organization’s attributes, 

actions, and environment”. 

 

 

 

 



22 

 

Dimensions of Business Performance 

Business performance in this research is divided into two categories: market 

leadership and financial performance.  

Market leadership.  

Market leadership represents how successful an organization’ products or services are in the 

existing market and the customers thoughts about organizations in the future. It is comprised 

of three parts: market development, market share and the development of products. 

Furthermore, it indicates the largest percentage of total sales revenue.  

Financial performance.  

Financial performance is how well the resources were utilized in the company. It 

contains four parts: profitability, return on investment, cash flow and cost control. It refers to 

the measure of the company’s capability to use assets in order to generate revenues. 
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CHAPTER III METHODOLOGY 

In this chapter the focus will be on the research methodology. It is composed of five 

sections: research framework, research procedure, data collection method, instrumentation 

and data analysis method.  

Research Framework 

Model was developed by Cheng-Ping Shih and Tatjana Tica (fugure 3.1.).  TOKSIP 

model served as the research framework for this study (see figure 3.1.). In Appendix will be 

presented additional model, TOKSIP II (see Appendix B). 

 

Figure 3.1. TOKSIP model, developed by Cheng-Ping Shih and Tatjana Tica 

 

Research Hypothesis 

The following null- hypothesis are based on the research questions, literature review 

and research framework: 

H1: Transformational leadership has no effect on organizational trust. 

H2: Organizational trust has no effect on customer relationship management (CRM). 

H3: Customer relationship management has no effect on innovation capabilities.  

H4: Innovation capabilities have no effect on organizational performance.  
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Research Procedure 

The researcher reviewed some literature on customer relationship management and 

innovation capabilities. Furthermore, there are some articles that emphasize the importance of 

transformational leadership, organizational trust and business performance. The greatest 

advantage of this research is that it combines all the variables together and investigates the 

importance of transformational leadership on organizational trust, customer relationship 

management, innovation capabilities and business performance in the theoretical and practical 

field. Moreover, the focus of this research is the ICT industry in Bosnia & Herzegovina and 

Taiwan. This study will provide a more comprehensive perspective for innovation to improve 

the HR field in the ICT industry. The research study was conducted following the processes 

mentioned below (see figure 3.2.).  
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Figure 3.2. Research procedure 
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Research Method 

The purpose of this study is to investigate the relationship and the effects of 

transformational leadership on organizational trust, customer relationship management, 

innovation capabilities and business performance. The data in this research were collected 

using a survey. Surveys represent the most used data-gathering technique in social science. 

Therefore, quantitative measurement was implemented. The quantitative measurement was 

chosen because the researcher wants to gather numerical data and draw a conclusion, if there 

is a strong relationship between variables. In quantitative studies the data are standardized 

which mean it uses numbers.  

Sample 

The target population for this study consists of full-time employees who are working 

in ICT industries in Bosnia & Herzegovina and Taiwan. The pilot test (paper questionnaire) 

was done on 33 employees working in ICT Companies. After gathering and analyzing data for 

pilot study the questionnaire was used to collect data for the main study. 

In order to answer the research questions of this study, data were collected first from a 

small group of employees who participated in a pilot study, and second from a larger sample 

of the target population in the main study. 

Regarding the main study, there were 225 questionnaires collected from employees in 

both Taiwan and Bosnia & Herzegovina ICT companies. 123 questionnaires were collected 

from ICT companies in Bosnia & Herzegovina and 102 questionnaires from ICT companies 

in Taiwan. The participants who were employed in ICT companies in Taiwan filled in internet 

based questionnaires. On the other hand, some employees in Bosnia & Herzegovina filled in 

an internet based questionnaire and also a paper based questionnaires. Questionnaires were 

later scanned by HR working in the ICT company and sent via e-mail to the researcher.   

Instrumentation 

The questionnaire used for this study consists of 5 variables and 80 questions. The 

instrument was first tested on pilot study. After the results have been collected and 

statistically analyzed the validity of the instrument was proved. The questionnaire was divided 

in 6 parts. They were: part I-Organizational Trust; part II-Customer Relationship 

Management; part III-Business Performance; part IV-Innovation capabilities; part V-

Transformational Leadership and part VI-Demographics.  
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The instructions were provided in the beginning of the questionnaire. The respondents had to 

choose on a scale from 1 (strongly disagree) to 5 (strongly agree). The 5 point Likert scale 

“provides an ordinal-level measure of person’s attitude”. In the last part (Demographics) 

respondents were asked to choose one of different available options.  

Part I, Organizational Trust (29 items) was measured by Organizational Trust Index 

(OTI) developed by Pamela Shockley-Zalaback, Donald Morley, Ruggero Cesaria and 

Kathleen Ellis. The measurement is composed of five dimensions: competence, 

openness/honesty, concern for employees, reliability and identification.  

Part II-Customer Relationship Management (8 items): Adopted from Öztaysi et al. 

(2011), the variables of customer relationship management (CRM) consist of win - back 

management (WbM), production/ service customization (P/SC), customer information 

management (CIM). 

Part III-Business Performance (10 items): Adapted from the empirical research of Lee 

and Choi (2003), the variables of market leadership (Mark) and financial performance (FinP). 

The validity and reliability of the items, as established in the authors’ original work, are 

suitable for this research. 

Part IV-Innovation capabilities (9 items): Adopted from Liao et al. (2007), the 

variables of innovation capabilities consist of product innovation (ProdI) and process 

innovation (ProcI). 

Part V-Transformational Leadership (20 items): Adopted from Multifactor Leadership 

Questionnaire (MLQ), the variables of intellectual consideration (TLIC), intellectual 

stimulation (TLIS), inspirational motivation (TLIM) and idealized influence (TLIIA,TLIIB). 

Pilot test was conducted to ensure the validity of each item, before gathering data for the main 

study.  

Construct Coding and Scales 

The following tables show the items that measure variables of the research study. For 

every construct will be provided specific code and a questionnaire item. Every item has a 

code that will be used in the statistical analysis of data. 

The last part of the questionnaire, part 6 represents demographic questions. The last 

four questions are concerned about gender, age, highest degree of education and working 

experience. 
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Table 3.1. 

Items Measuring Organizational Trust  

Construct Code Questionnaire Items 

Competence 

(Com; 4 items) 

Com1 I am highly satisfied with our company’s overall 

efficiency of operation. 

 Com2 I am highly satisfied with the overall quality of 

the financial products and services of our 

company. 

 Com3 I am highly satisfied with the capacity of our 

company to achieve its objectives. 

 Com4 I am highly satisfied with the capability of our 

company’s employees. 

Construct Code Questionnaire Items 

Openness/Honesty 

(Op/h; 9 items) 

Op/h1 

 

Op/h2 

 

I can tell my immediate supervisor when things 

are going wrong. 

I am free to disagree with my immediate 

supervisor. 

 Op/h3 I have a say in the decisions that affect my job. 

 Op/h4 My immediate supervisor keeps confidences. 

 Op/h5 I receive adequate information regarding how 

well I am doing in my job. 

 Op/h6 I receive adequate information regarding how I 

am being evaluated. 

 Op/h7 I receive adequate information regarding how 

my job-related problems are handled. 

 Op/h8 I receive adequate information regarding how 

organizational decisions that affect my job are 

made. 

 Op/h9 I receive adequate information regarding the 

long-term strategies of our company. 

(continued) 
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Table 3.1. (continued) 

Construct Code Questionnaire Items 

Concern for employees 

(Conc; 7 items) 

Conc1 My immediate supervisor listens to me. 

Conc2 Top management is sincere in their efforts to 

communicate with their employees. 

Conc3 Top management listens to their employees’ 

concerns. 

Conc4 My immediate supervisor is concerned about my 

personal well-being. 

Conc5 Top management is concerned about their 

employee’s well-being. 

Conc6 My immediate supervisor is sincere in his/her 

efforts to communicate with team members. 

Conc7 My immediate supervisor speaks positively 

about subordinates in front of others. 

Construct Code Questionnaire Items 

Reliability 

(Reli; 4 items) 

Reli1 My immediate supervisor follows through with 

what he/she says. 

 Reli2 My immediate supervisor behaves in a consistent 

manner form day to day. 

 Reli3 Top management keeps their commitments to 

their employees. 

 Reli4 My immediate supervisor keeps his/her 

commitments to team members. 

 

Construct Code Questionnaire Items 

Identification 

(Iden; 5 items) 

Iden1 I feel connected to my peers. 

Iden2 I feel connected to my company. 

Iden3 I feel connected to my immediate supervisor. 

Iden4 My values are similar to the values of my peers. 

Iden5 My values are similar to the values of my 

immediate supervisor. 
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Table 3.2. 

Items Measuring Customer Relationship Management (CRM) 

Construct Code Questionnaire Items 

Win-back  

management 

(WbM; 3 items) 

WbM1 Our department has processes (or tools) to win-back 

valued lost customer. 

WbM2 Our department has processes (or tools) to determine the 

value of lost customers. 

WbM3 Our department has processes (or tools) to evaluate the 

cost of wining back the lost customers. 

Construct Code Questionnaire Items 

Production/ Service 

customization 

(P/SC; 3 items) 

P/SC1 Our department has processes (or tools) to differentiate 

the customer acquiring efforts based on their value. 

P/SC2 Our department has processes (or tools) to provide 

customized product/service to customers based on their 

value. 

P/SC3 Our department has processes (or tools) to manage 

expectations of high valued customers. 

Construct Code Questionnaire Items 

Customer 

information 

management  

(CIM; 2 items) 

CIM1 Our department has processes (or tools) to get in 

connection with potential customers using various 

channels (e.g., e-mail, customer service center, phone, 

FAX, face-to-face, etc.). 

CIM2 Our department has processes (or tools) to trace the status 

of our relationship with customers. 

 

Table 3.3. 

Items Measuring Business Performance 

Construct Code Questionnaire Items 

Market Leadership 

(ML; 5 items)  

ML1 Market share is better than that of others in the 

financial industry. 

(continued) 
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Table 3.3. (continued) 

Construct Code Questionnaire Items 

 ML2 Future prospect is better than that of other 

financial institutions. 

 ML3 Industry market leadership is better than that of 

other financial institutions. 

  ML4  Overall financial product and service innovation 

is better than that of other financial institutions. 

 ML5 Average sales growth has improved over the last 

three years.  

Construct Code Questionnaire Items 

Financial Performance  

(FP; 5 items) 

FP1 After tax return on sales is better than that of 

other financial institutions. 

FP2 Profit growth over the years is better than that of 

other companies. 

FP3 After tax return on assets is better than that of 

other financial institutions.  

FP4 Average profit in the recent three years is better 

than that of financial institutions. 

FP5 Overall business performance is better than 

other financial institutions.  

 

Table 3.4. 

Items Measuring Innovation Capabilities 

Construct Code Questionnaire Items 

Product innovation 

(ProdI; 5 items)  

ProdI1 Our company often develops new services well accepted 

by the market. 

 ProdI2 A great majority of our company’s profits are generated 

by the new services developed. 

(continued) 
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Table 3.4. (continued) 

Construct Code Questionnaire Items 

   

 ProdI3 The new services developed by our company always 

arouse imitation from competitors. 

 ProdI4 Our company can often launch new services faster than 

our competitors. 

 ProdI5 Our company has better capability in R&D of new 

services than our competitors. 

Construct Code Questionnaire Items 

Process innovation 

(ProcI; 4 items) 

ProcI1 Our company often tries different operation procedures to 

hasten the realization of the company’s goals. 

 ProcI2 Our company always acquires new skills or equipment to 

improve the manufacturing operation process. 

 ProcI3 Our company can develop more efficient manufacturing 

process or operation procedure. 

 ProcI4   Our company can flexibly provide products and services 

according to the demands of the customers. 

  

Table 3.5. 

Items Measuring Transformational Leadership 

Construct Code Questionnaire Items 

Intellectual Consideration 

(TLIC; 4 items)  

TLIC1 My direct supervisor spends time teaching and 

coaching. 

 TLIC2 My direct supervisor treats others as an 

individual rather than just as a member of a 

group. 

 TLIC3 My direct supervisor considers an individual as 

having different needs, abilities and aspirations 

from others. 

  TLIC4 My direct supervisor helps others to develop 

their strengths. 

(continued) 
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Table 3.5. (continued) 

Construct Code Questionnaire Items 

Intellectual Stimulation 

(TLIS; 4 items) 

TLIS1 My direct supervisor re-examines critical 

assumptions to question whether they are 

appropriate. 

 TLIS2 My direct supervisor seeks differing 

perspectives when solving problems. 

 TLIS3 My direct supervisor gets others to look at 

problems from many different angles. 

 

 

TLIS4 My direct supervisor suggests new ways of 

looking at how to complete assignments. 

Construct Code Questionnaire Items 

Intellectual Motivation 

(TLIM; 4 items) 

TLIM1 My direct supervisor talks optimistically about 

the future. 

 TLIM2 My direct supervisor talks enthusiastically about 

what needs to be accomplished. 

 TLIM3 My direct supervisor articulates a compelling 

vision of the future. 

 

 

 

TLIM4 My direct supervisor expresses confidence that 

goals will be achieved. 

Construct Code Questionnaire Items 

 

Idealized Influence Attributes  

(TLIIA, 4 items)  

TLIIA1 My direct supervisor instills pride in me for 

being associated with me. 

TLIIA2 My direct supervisor goes beyond self-interest 

for the good of the group. 

TLIIA3 My direct supervisor acts in ways that builds my 

respect. 

TLIIA4 My direct supervisor displays a sense of power 

and confidence. 

(continued) 
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Table 3.5. (continued) 

Construct Code Questionnaire Items 

Idealized Influence Behavior 

(TLIIB, 4 items) 

TLIIB1 My direct supervisor talks about their most 

important values and beliefs. 

 TLIIB2 My direct supervisor specifies the importance of 

having a strong sense of purpose. 

TLIIB3 My direct supervisor considers the moral and 

ethical consequences of decisions 

TLIIB4 My direct supervisor emphasizes the importance 

of having a collective sense of mission. 

 

Validity and Reliability of Instrument  

Reliability refers to a measure’s consistency in producing similar results in different 

occasions. Validity refers to whether the instrument measures what is really intended to 

measure. There are two types of validity: internal and external (Coolican, 2004). 

 

Table 3.6. 

Reliability of Instrument 

Reliability Type Theoretical Meaning Reliability of Instrument 

Reliability of Analysis It is the dependability or 

consistency of the measure of 

a variable (Neuman, 2014). 

Cronbach’s Alpha is 

calculated for each variable. 

All results above 0.70 are 

considered acceptable 

(Nunnnally, 1978). 

Average variance extracted 

(AVE) is computed as well. 

A cut – off value equal or 

above 0.50 is considered 

acceptable (Chin, 1998). 
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 Table 3.7.  

Validity of Instrument 

Validity Type Theoretical Meaning Validity of Instrument 

Face Validity It is a type of measurement validity in 

which an indicator ‘makes sense’ as a 

measure of a construct in the judgment of 

others, especially in the scientific 

community (Neuman, 2014). 

The questionnaire is checked 

and translated by native 

speaker in both Serbian and 

Chinese. Bilingual experts will 

examine face validity of the 

questionnaire.   

 

Content Validity 

 

It is a type of measurement validity that 

requires that a measure represent all 

aspects of the conceptual definition of a 

construct (Neuman, 2014). 

 

The questionnaire was 

examined by two peer reviews 

and expert reviews. Every 

questionnaire items refers back 

to the definition. 

 

Criterion Validity 

 

It is a type of measurement validity that 

relies on some independent, outside 

verification (Neuman, 2014). 

 

The questionnaire underwent 

pilot tests.  

 

Face Validity 

A questionnaire was available in English, Serbian and Chinese language. The original 

version of questionnaire is in English language. However, the research was done in two 

countries Taiwan and Bosnia & Herzegovina so there was a need to translate it in other 

languages. The researcher translated questionnaire from English to Serbian language. The 

bilingual expert checked the translation of the questionnaire. A questionnaire was translated 

from English to Chinese language by Chinese speaking researchers. The bilingual experts 

revised the translation of the questionnaire. The questionnaire was undergoing a back 

translation in order to preserve the meaning of each item.  
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Data Analysis Method 

The data collected in the pilot study was analyzed using the following statistical 

analysis. 

Descriptive Statistics 

Descriptive Statistics refers to mathematical values that interpret the data obtained 

from the sample. It will help in better understanding data that was collected from the pilot 

study. Two most used descriptive statistics in this research will be mean and standard 

deviation. These will be calculated in both pilot and main study. Descriptive statistics shows 

the importance of the study.  

Correlation Analysis 

A Correlation Analysis was performed to show the direction and strength between 

independent and dependent variable. SPSS 16.00 was used to test descriptive statistics. 

Coefficient of Determination (R
2
) 

The coefficient of Determination (R
2
) is also called multiple correlation coefficient 

and is defined as “as the proportion of variance” explained by the regression model makes it 

useful as a measure of success of predicting the dependent variable from the independent 

variables’ (Nagelkerke, 1991). In other words, R
2
 is using a concrete number to explain and 

predict the future outcomes. 

Structure Equation Modeling (SEM)  

Structural equation model (SEM) involves 3 different tasks: a structure between 

exogenous and endogenous variables must be hypothesized, it should be decided how 

exogenous variables will be measured and there should be find a model to measure 

endogenous variables (Mueller, 1996).  Furthermore, SEM should be perceived as research 

process not just as statistical technique (Mueller, 1996). 

SEM is method that is can be seen in two different perspectives: an economic perspective and 

psychometric perspective. The advantages of SEM are: model relationships between multiple 

predictor and criterion variable, construct unobservable latent variables, model errors for 

observed variables and measurement assumptions against empirical data (Marcoulides, 1998).   

SEM is used to explain the collected data and to determine if the model is relevant to a given 

situation. There are two reasons for using SEM: first, to perform CFA and second, to perform 

path coefficients. Furthermore, Partial least square (PLS) is used in order to calculate path 

coefficients.  
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Partial Least Square (PLS) 

 Partial least square (PLS) is a statistical technique that combines component analysis and 

multiple regression (Abdi, 2007). It is used to predict dependent variables (Y) based on 

independent variables (X). Partial least square was developed by the Swedish statistician 

Herman Wold in 1975. It originated from social sciences then became very popular in 

chemometrics. Nowadays, PLS regression is becoming an important technique in social 

sciences for non-experimental and experimental data (Mcintosh & Lobaugh, 2004; Worsley, 

1997).  

 In this research study SmartPLS 3.0 software will be used in order to perform a 

confirmatory factor analysis and a path analysis.  

Bootstrapping  

Bootstrapping represents a statistical technique in PLS program to duplicate the 

sample and retrieve the t-value to test if the sample would be significant. Furthermore, 

bootstrapping sample allows the estimated coefficients in PLS-SEM program to be verified 

for their significance (Henseler, Ringle & Sinkovics 2009). According to Hair et al. (2011) 

emphasized that critical t-values from two-tailed test are 1.65, 1.96 and 2.58 and they 

represent weak, moderate and strong relations. 
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CHAPTER IV  DESCRIPTIVE STATISTICS AND PILOT 

STUDY FINDINGS 

This chapter will include three sections. First, it presents sample characteristics of the 

respondents. Second, it also presents descriptive statistics of the results which consist of 

standard deviation and mean of every dimension. Third, it shows the PLS analysis of pilot 

study.   

Sample Characteristics 

The main study was conducted by distributing three hundred questionnaires (online 

and paper based) among the chose population. Out of 300 questionnaires 225 questionnaires 

were gathered and validated, this shows the response rate of 75%. 

The sample characteristics from the respondents are given in Table 4.1. which is divided into 

categories of age, length of employment and education. Majority of respondents were female 

with percentage of 51.6%, while the male respondents were 48.4%. In terms of age, the 

highest percentage of respondents were those who are between 31-40 years old (40.8%), 

followed by people who are above 40 (26.2%) and employees who are between 21-30 years 

old (24.6%). Just 8.4% respondents were 20 years old or below. Regarding the length of 

employment, the majority of respondents was working for the company already for 2-3 years 

(60.0%), then employees who have been working for the company for 4-6 years (25.3%) 

followed by employees who were working in the company less than one year (14.6%) and 

above seven years (7.5%). Furthermore, regarding the education, majority of respondents had 

Bachelor’s Degree (56.8%), followed by Master’s Degree (28.0%) and high school diploma 

(15.2%).  
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Table 4.1. 

Sample Characteristics Based on Demographic Variables (N=225) 

Variable  Entries Percentage 

Gender Male 

Female 

 

116 

109 

51.6% 

48.4% 

Age  Below 20 

21-30 years old 

31-40 years old 

Above 40 

 

19 

55 

92 

59 

8.4% 

24.6% 

40.8% 

26.2% 

Length of 

employment 

Below 1 year 

2-3 years 

4-6 years 

Above 7 years 

 

33 

135 

57 

17 

14.6% 

60.0% 

25.3% 

7.5% 

Education High School 

Bachelor’s Degree 

Master’s Degree 

 

34 

128 

63 

15.2% 

56.8% 

28.0% 
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Descriptive Analysis 

After a brief analysis of sample characteristics following sections offers a summary of 

the responses gathered for the research. The table reflects the mean and standard deviation of 

every dimension. All variables used 5-point Likert scale measurement ranged from “strongly 

disagree” (1) to “strongly agree” (5). 

SPSS Findings 

Table 4.2. represents every dimension with its mean and standard deviation. The 

highest mean for transformational leadership is intellectual stimulation (3.81) followed by 

idealized influence attributer (3.69). Regarding the organizational trust, the highest mean has 

competence (3.51) and openness and honesty (3.51). Product/service customization (3.44) has 

the highest value for customer relationship management variable. Furthermore, process 

innovation (3.55) and market leadership (3.56) have higher mean values for variables 

innovation capabilities and business performance.  

Table 4.2. 

Dimensions by Likert Scale, Mean and SD (N=225)  

Constructs Variables  Min Max Mean SD 

Transformational 

Leadership 

TLIC 

TLIS 

TLIM 

TLIIA 

TLIIB 

1 

1 

1 

1 

1 

5 

5 

5 

5 

5 

3.54 

3.81 

3.65 

3.69 

3.60 

0,889 

1,128 

1,021 

0,988 

1,036 

Organizational 

Trust 

Com 

Op/h 

Conc 

Reli 

Iden 

1 

1 

1 

1 

1 

5 

5 

5 

5 

5 

3.52 

3.51 

3.43 

3.42 

3.18 

1,037 

0,812 

0,903 

1,077 

0,932 

Customer 

Relationship 

Management 

WbM 

P/SC 

CIM 

1 

1 

1 

5 

5 

5 

3.08 

3.44 

3.81 

1,138 

1,006 

1,059 

(continued) 
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Table 4.2. (continued) 

Constructs Variables Min Max Mean SD 

Innovation 

Capabilities 

ProdI 

ProcI 

1 

1 

5 

5 

3.30 

3.55 

0,859 

0,942 

Business 

Performance 

ML 

FP 

1 

1 

5 

5 

3.56 

3.51 

0,951 

1,012 

Note. TLIC= Intellectual Consideration, TLIS= Intellectual Stimulation, TLIM= Intellectual 

Motivation, TLIIA= Idealized influence attributes, TLIIB= Idealized influence behavior, 

Comp= Competence, OH= Openness/honesty, Cfe= Concern for employees, Reli= Reliability, 

Iden= Identification, WbM1= Win-back management, PS= Product/Service customization, 

CIM= customer information management, PI= Product Information, PCI= Process 

Information, ML= Market Leadership, FP= Financial Performance. 
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PLS Result for Pilot Test 

The pilot data was tested by computing path analysis. Bootstrapping procedure using 

40 random resampling of the original from pilot study was conducted to examine the t-value 

and therefore testing the significance of path coefficients. Table 4.3. showed the result for the 

PS testing for pilot study. 

The results showed that transformational leadership has a positive and significant 

influence on organizational trust.  (β=0.750, t=13.226, p <0.001). Thus the null hypothesis 1 

was rejected. Organizational trust also has positive and significant effect toward customer 

relationship management (β=0.546, t=4.948, p<0.001). The null hypothesis 2 was rejected. 

The results showed that customer relationship management has a positive and significant 

influence on innovation capabilities (β=0.593, t=5.802, p<0.001). Furthermore, innovation 

capabilities have also positive and significant influence on business performance (β=0.508, 

t=4.371, p<0.001). Therefore, null hypotheses 3 and 4 have been rejected.  

The result also implies that transformational leadership has the highest path coefficient 

in the TOKSIP Model (β=0.750). This showed that transformational leadership is the key 

factor for organizational trust, customer relationship management, innovation capabilities and 

business performance. Moreover, figure 4.1. shows that PLS result also entail that the 

structural model of this pilot study. 

 

Table 4.3. 

PLS Path Analysis Result (Pilot Test, N=33) 

Path  Hypothesis β path Adj. t-

value 

Sig. Direction Null 

Hypothesis  

TLOT H1 .750 13.226 *** + Rejected 

OTCRM H2 .546 4.948 *** + Rejected 

CRMIC H3 .593 5.802 *** + Rejected 

ICBP H4 .508 4.371 *** + Rejected 

Note. *** p<.001. 
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Table 4.4.  

PLS Loadings (Pilot Test, N=33) 

Note. TLIC= Intellectual Consideration, TLIIA= Idealized influence attributes, TLIIB= 

Idealized influence behavior, TLIM= Intellectual Motivation, TLIS= Intellectual Stimulation, 

OH= Openness/honesty, Cfe= Concern for employees, Comp= Competence, Iden= 

Identification, Reli= Reliability, WbM1= Win-back management, PS= Product/Service 

customization, CIM= customer information management, PCI= Process Information, PI= 

Product Information, FP= Financial Performance, ML= Market Leadership.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Items Loadings Items Loadings Items Loadings Items  Loadings 

TLIC .828 OH .757 WbM1 .871 FP .883 

TLIIA .917 Cfe .847 PS .879 ML .914 

TLIIB .839 Comp .651 CIM .686   

TLIM .795 Iden .775 PCI .932   

TLIS .828 Reli .804 PI .885   
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Figure 4.1. Pilot study (Taiwan, N=33) 
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CHAPTER V  MAIN STUDY FINDINGS 

The sample data collected was empirically analyzed using SPSS 15.0 and Smart PLS 

3.0 tools. This chapter presents the findings of the main study. First, it explains the correlation 

analysis. Second, it provides the reliability and validity analysis result of the main study. 

Lastly, regression analysis and PLS method are discussed.  

Correlation Analysis 

Pearson coefficient correlation shown in Table 5.1. was implemented to examine the 

direction and strength of linear relationship between variables. According to the results, 

transformational leadership, organizational trust, customer relationship management, 

innovation capabilities and business performance are significantly correlated. Furthermore, 

the relationship between dependent variables is positively related to independent variables. 

The correlation analysis tested whether the multicollinearity problem exists in the 

model. The correlation needs to be below .75 or it is considered as problematic (Kennedy, 

1989). Therefore, the correlation table shows .77 values that are greater than .75 so it implies 

that there is multicollinearity in the table (see table 5.1.).  

 



46 

 

Table 5.1. 

Correlation Analysis (Main Study, N=225) 

 
Note. TLIC= Intellectual Consideration, TLIS= Intellectual Stimulation, TLIM= Intellectual Motivation, TLIIA= Idealized influence attributes, TLIIB= Idealized influence behavior, Comp= Competence OH= 

Openness/honesty, Cfe= Concern for employees, Reli= Reliability, Iden= Identification, WbM1= Win-back management, PS= Product/Service customization, CIM= customer information management, PI= Product 

Information, PCI= Process Information, ML= Market Leadership, FP= Financial Performance. 

**p<.001. 

 

 

Constructs Mean SD 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 

1 MTLIC .354 .889 1 

                
2 MTLIS 3.81 1.128 .620** 1 

               
3 MTLIM 3.65 1.021 .635** .574** 1 

              
4 MTLIIA 3.69 .988 .460** .684** .572** 1 

             
5 MTLIIB 3.60 1.036 .597** .770** .638** .727* 1 

            
6 Mcomp 3.52 1.037 .446** .535** .571** .422** .578** 1 

           
7 MOH 3.51 .812 .435** .347** .452** .304** .396** .518** 1 

          
8 Mcfc 3.43 .903 .581** .551** .615** .566** .686** .631** .552** 1 

         
9 Mreli 3.42 1.077 .580** .483** .605** .568** .544** .430** .447** .650** 1 

        
10 Miden 3.18 .932 .492** .366** .621** .349** .428** .472** .599** .598** .578** 1 

       
11 MWbM1 3.08 1.138 .416** .445** .419** .303** .495** .561** .343** .457** .417** .329** 1 

      
12 MPS 3.44 1.006 .419** .395** .344** .239** .429** .471** .394** .455** .385** .401** .666** 1 

     
13 MCIM 3.81 1.059 .499** .421** .385** .435** .460** .372** .427** .532** .526** .413** .515** .563** 1 

    
14 MPI 3.30 0.859 .295** .261** .317** .156** .290** .375** .260** .378** .315** .241** .519** .468** .327** 1 

   
15 MPCI 3.55 0.942 .458** .303** .373** .238** .318** .387** .332** .374** .424** .335** .553** .544** .416** .630** 1 

  
16 MML 3.56 0.951 .372** .280** .344** .147 .331** .439** .268** .296** .209** .271** .507** .476** .258** .459** .531** 1 

 
17 MFP 3.51 1.012 .359** .376** .397** .195** .415** .424** .239** .316** .200** .269** .534** .408** .292** .454** .444** .668** 1 
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Validity and Reliability Analysis 

Cronbach’s Alpha reliability was performed for the main study. As it can be seen from 

the Table 5.2. both countries have values higher than .70 which indicated that the data is 

reliable. It also implies that all scales have a high level of internal consistency and reliability. 

Table 5.3. also represents total sample for the main study (N=225). The Cronbach’s Alpha 

lowest value is Innovation capabilities (0.773) while the highest is Transformational 

Leadership (0.894). 

 

Table 5.2. 

Cronbach’s Alpha Results for All Dimensions (Main Study, N =225) 

Constructs Number of Items Cronbach’s Alpha 

TL 20 0.894 

OT 29 0.858 

CRM 8 0.806 

IC 9 0.773 

BP 10 0.801 

Note. TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer 

Relationship Management, IC= Innovation Capabilities, BP= Business Performance. 

 

 

Partial Least Square (PLS) Analysis 

The standard PLS model analyzed and interpreted two stages: the assessment of 

reliability and validity of the measurement model and the assessment of the path coefficients 

of structural model of the main study. The results for Taiwanese and Bosnian sample will be 

presented as well as the united sample.  

Validity and Reliability 

The model was tested using validity and reliability using SmartPLS tool. The 

composite reliability and average variance extracted (AVE) were examined in order to test 

convergent validity. The minimum value of .70 is required for composite reliability (Nunally 

& Bernstein, 1994). 

Average variance extracted (AVE) determined the variance captured by the indicators relative 

to the measurement error. According to Hair et al. (2011) the values for AVE should be 

greater than .50. The lowest value is Organizational Trust (0.638) while BP has the highest 

value (0.834). 
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According to Chin (1998), loadings of 0.50 or higher meet the requirement for 

convergent validity. Table 5.4. represents PLS loadings for main study (N=225) and points 

out that all values are higher than 0.50.  

Table 5.3. 

Measurement Model Results (Main Study, N =225) 

Constructs Number of 

Items 

Composite 

Reliability 

R
2 

(%) AVE 

TL 20 0.922  0.703 

OT 29 0.898 58.4 0.638 

CRM 8 0.886 40.7 0.721 

IC 9 0.898 38.3 0.815 

BP 10 0.909 32.7 0.834 

Note. TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer 

Relationship Management, IC= Innovation Capabilities, BP= Business Performance. 

 

 

 

Table 5.4. 

PLS Loadings (Main Study N=225) 

Note. TLIC= Intellectual Consideration, TLIIA= Idealized influence attributes, TLIIB= 

Idealized influence behavior, TLIM= Intellectual Motivation TLIS= Intellectual Stimulation, 

OH= Openness/honesty, Cfe= Concern for employees, Comp= Competence, Iden= 

Identification, Reli= Reliability, WbM1= Win-back management, PS= Product/Service 

customization, CIM= customer information management, PCI= Process Information, PI= 

Product Information, FP= Financial Performance, ML= Market Leadership. 

 

 

 

 

 

 

 

 

 

 

Items Loadings Items Loadings Items Loadings Items  Loadings 

TLIC .795 OH .755 WbM1 .866 FP .904 

TLIIA .810 Cfe .876 PS .879 ML .922 

TLIIB .891 Comp .772 CIM .800   

TLIM .830 Iden .798 PCI .913   

TLIS .862 Reli .789 PI .892   
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Testing Measurement Model 
 

The structural model was tested by computing path coefficients using PLS tools. 

According to Hair et al. (2011) the individual path coefficient in the PLS structural model can 

be interpreted as the standardized beta coefficient in ordinary regression. Moreover, each of 

the path coefficients’ significant value can be determined by the means of bootstrapping 

procedures.  

The results of the multivariate table of the structural model are presented in the table 

5.5. and are clearly configured in figure 5.1. The structural model as a whole explained 58% 

of the variance in organizational trust, 40% in customer relationship management, 38% in 

innovation capabilities and 33% in business performance. According to Nunnally and 

Bernstein (1994) the explanatory power (R
2
) explains the dependent variables. In other words, 

transformational leadership can explain organizational trust and organizational trust can 

explain 40% of customer relationship management and customer relation management can 

explain 38% of innovation capabilities. Furthermore, transformational leadership, 

organizational trust, customer relationship management and innovation capabilities can 

explain 33% of business performance.  These numbers can be considered large enough to 

prove the relevance of the model.  

The results of PLS testing in table 5.5. show that all path coefficients for the variables 

are significant. Hair et al. (2011) stated the critical t-values for the two-tailed test are 1.65, 

1.96 and 2.58 which represent weak, moderate and strong relationship among variables. The 

results show that there is a positive and significant effect between transformational leadership 

and organizational trust (β= 0.765, t=31.227, p<0.001) thus null hypothesis 1 was rejected. 

Organizational trust also has a positive and significant effect towards customer relationship 

management (β=0.640, t=15.998, p<0.001) and customer relationship management and 

innovation capabilities (β=0.621, t=15.842, p<0.001) therefore null hypothesis 2 and 3 have 

also been rejected. The results also show that innovation capabilities have positive effects on 

business performance (β=0.575, t=12.775, p<0.001) therefore null hypothesis 4 has also been 

rejected. The results show that all of them have positive influences that rejected all null 

hypothesis.  
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Table 5.5. 

PLS Path Analysis Results (Main Study, N=225) 

Path  Hypothesis β path Adj. t-

value 

Sig. Direction Null 

Hypothesis 

TLOT H1 0.765 31.227 *** + Rejected 

OTCRM H2 0.640 15.998 *** + Rejected 

CRMIC H3 0.621 15.842 *** + Rejected 

ICBP H4 0.575 12.775 *** + Rejected 

Note. * p<.01. ** p<.05. *** p<.001. 

TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer Relationship 

Management, IC= Innovation Capabilities, BP= Business Performance. 
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Figure 5.1. PLS structural model (Main study, N= 225) 

Note. * p<.01. ** p<.05. *** p<.001. 
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The results of PLS findings show that transformational leadership has a significant 

positive effect on organizational trust, in which organizational trust has a significant positive 

effect on customer relationship management. The same situation occurs with customer 

relationship management and innovation capabilities. Furthermore, innovation capabilities 

have a significant and positive effect on business performance. This implies that all null 

hypothesis proposed at the beginning of this chapter are rejected. Table 5.6 summarizes the 

research results. 

 

Table 5.6. 

Research Hypothesis Results 

 Null Hypothesis Outcome 

H1 Transformational leadership has no effect on organizational trust Rejected 

H2 Organizational trust has no effect on customer relationship        

management (CRM). 

Rejected 

H3 Customer relationship management has no effect on innovation 

capabilities 

Rejected 

H4 Innovation capabilities have no effect on organizational performance. Rejected 

 

Focus only at the transformational leadership, the dominant factor of transformational 

leadership is idealized influence behavior. It follows by intellectual stimulation, inspirational 

motivation, idealized influence attributes and intellectual consideration. The dominant factor 

of organizational trust is concerned for employees and is followed by identification, reliability, 

competence and openness/honesty. Regarding the customer relationship management, the 

dominant factor is production/service customization, followed by win - back management and 

customer information management. The dominant factor of innovation capabilities innovation 

is process innovation followed by product innovation. Within business performance variable 

the most dominant factor is financial performance followed by market leadership. 

A Comparative study of Taiwan and Bosnia & Herzegovina 

By comparing the PLS results from the pilot study and the main study, there are some 

noteworthy points between the results. Within the transformational leadership, innovation 

capabilities and business performance, the dominant factor between two the results is 

different. 

The dominant factor of transformational leadership in the pilot study was idealized 

influence attributes while it is idealized influence behavior in the main study. Regarding the 

innovation capacities, the dominant factor in the pilot study was product innovation while it is 

process innovation in the main study. The dominant factor of business performance was 
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market leadership while in the main study it is financial performance. Since these results are 

not consistent like the other factors, it is important to investigate further to give a better 

understanding of transformational leadership, innovation capabilities and business 

performance in this study.   

The data gathered has different main characteristics that may explain the differences in 

results. The pilot study used 33 questionnaires from Taiwan. On the other hand, the total of 

225 from the main study was from two location; 102 (45.3%) and 123 (54.7%) were collected 

from Bosnia & Herzegovina. By separating the data from these two countries, the data was 

then analyzed again by using the PLS method. 

Table 5.7. 

Taiwan (N=102) and Bosnia & Herzegovina (N=123) Cronbach’s Alpha results, Composite 

Reliability Results for All Dimensions  

  Cronbach’s Alpha Composite Reliability 

Constructs Number of 

items 

Taiwan B&H Taiwan  B&H 

TL 20 0.922 0.853 0.942 0.894 

OT 29 0.850 0.855 0.893 0.896 

CRM 8 0.844 0.750 0.906 0.857 

IC 9 0.781 0.758 0.901 0.891 

BP 10 0.847 0.742 0.929 0.885 

Note. TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer 

Relationship Management, IC= Innovation Capabilities, BP= Business Performance. 

 

 

Table 5.7. shows the R
2
 and AVE values for both countries. Regarding the results for 

Taiwan transformational leadership can explain 67% of organizational trust; organizational 

trust can explain 38% of customer relationship management. Furthermore, customer 

relationship management can explain 41% of innovation capabilities and innovation 

capabilities can explain 37% of business performance. Results for Bosnia & Herzegovina are 

as follows, transformational leadership can explain 49% of organizational trust, and 

organizational trust can explain 39% of customer relationship management. Moreover, 

customer relationship management can explain 32% of innovation capabilities and innovation 

capabilities can explain 26% of business performance. The table shows the results for AVE as 

well. According to Hair et al. (2011) the values for AVE should be greater than .50. All values 

are higher than 0.50 for both countries.  
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Table 5.8. 

Taiwan (N=102) and Bosnia & Herzegovina (N=123) Measurement Model Results  

  R2 (%) AVE 

Constructs Number of 

Items 

Taiwan B&H Taiwan B&H 

TL 20   0.765 0.629 

OT 29 67.3 49.6 0.625 0.634 

CRM 8 38.7 39.8 0.764 0.667 

IC 9 41.5 32.7 0.821 0.804 

BP 10 37.1 26.4 0.867 0.794 

Note. TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer 

Relationship Management, IC= Innovation Capabilities, BP= Business Performance. 

 

Table 5.8 shows the Cronbach’s Alpha and Composite Reliability results for Taiwan 

and Bosnia & Herzegovina. Cronbach’s Alpha is used to estimate the internal consistency and 

reliability of the study. If the Cronbach’s Alpha is higher than 0.7, the results can be accepted. 

In this research study, all dimensions are higher than 0.7, thus it can be seen that all 

dimensions have high levels of internal consistency and reliability. The highest Cronbach’s 

Alpha value for Taiwan is transformational leadership while for Bosnia & Herzegovina it is 

organizational trust. Regarding the Composite Reliability the highest value for the Taiwanese 

sample is business performance while it is organizational trust for Bosnia & Herzegovina. 

Tables 5.9. and 5.10. show PLS results the indirect effects for Taiwan and Bosnia & 

Herzegovina. The highest indirect effect has transformational leadership on customer 

relationship management followed by the effect of transformational leadership on innovation 

capabilities for both countries. 

 

Table 5.9. 

PLS results for indirect effects between variables (Taiwan, N=102) 

 

Taiwan 

 TL OT CRM IC BP 

TL 1.000  0.515 0.334 0.205 

OT  1.000  0.407 0.250 

CRM   1.000  0.399 

IC    1.000  

BP     1.000 

Note. TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer 

Relationship Management, IC= Innovation Capabilities, BP= Business Performance. 
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Table 5.10. 

PLS results for indirect effects between variables (Bosnia & Herzegovina, N=123) 

Bosnia & Herzegovina 

 TL OT CRM IC BP 

TL 1.000  0.449 0.259 0.134 

OT  1.000  0.366 0.190 

CRM   1.000  0.300 

IC    1.000  

BP     1.000 

Note. TL= Transformational Leadership, OT= Organizational Trust, CRM= Customer 

Relationship Management, IC= Innovation Capabilities, BP= Business Performance. 

 

 

Following table provides the result for PLS testing for main study for both countries. 

Taiwan and Bosnia & Herzegovina have some dominant factors in common. The results for 

Taiwan show that within transformational leadership the dominant factor is idealized 

influence attributes, while it is idealized influence behavior for Bosnia & Herzegovina. These 

two countries share the same dominant factor for organizational trust which is concern for 

employees. Regarding Taiwanese sample the dominant factor for customer relationship 

management is production/service customization while fit is win-back management for 

Bosnia & Herzegovina. These countries have similar results for dominant factors regarding 

innovation capabilities and business performance. The highest value is process innovation 

while market leadership is dominant factor for business performance.  

 

Table 5.11. 

PLS Path Analysis Result for Taiwan (102) and Bosnia and Herzegovina (123)  

Taiwan 

Path  Hypothesis β path Adj. t-

value 

Sig. Direction Null 

Hypothesis 

TLOT H1 0.822 38.040 *** + Rejected 

OTCRM H2 0.627 10.190 *** + Rejected 

CRMIC H3 0.649 13.371 *** + Rejected 

ICBP H4 0.614 12.667 *** + Rejected 

                                                                                                                         (continued) 
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 Table 5.11. (continued) 

Bosnia and Herzegovina (B&H) 

Path Hypothesis β path Adj. t-

value 

Sig. Direction Null 

Hypothesis 

TLOT H1 0.707 29.020 *** + Rejected 

OTCRM H2 0.635 13.942 *** + Rejected 

CRMIC H3 0.577 8.478 *** + Rejected 

ICBP H4 0.520 8.971 *** + Rejected 

Note. * p<.01. ** p<.05. *** p<.001.  

B&H= Bosnia and Herzegovina, BP= Business Performance, CRM= Customer Relationship 

Management, IC= Innovation Capabilities, OT= Organizational Trust, TL= Transformational 

Leadership. 
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Table 5.12. 

PLS loadings Taiwan (N=102), Bosnia & Herzegovina (N=123) 

Loadings 

Items Taiwan Bosnia & Herzegovina (B&H) 

TLIC 0.843 0.735 

TLIIA 0.826 0.794 

TLIIB 0.938 0.829 

TLIM 0.857 0.797 

TLIS 0.903 0.806 

OH 0.730 0.761 

Cfe 0.862 0.883 

Comp 0.778 0.753 

Iden 0.771 0.806 

Reli 0.806 0.773 

WbM1 0.886 0.847 

PS 0.909 0.842 

CIM 0.824 0.757 

PCI 0.909 0.917 

PI 0.903 0.876 

FP 0.926 0.876 

ML 0.937 0.907 

Note. TLIC= Intellectual Consideration, TLIIA= Idealized influence attributes, TLIIB= 

Idealized influence behavior, TLIM= Intellectual Motivation, TLIS= Intellectual Stimulation, 

OH= Openness/honesty, Cfe= Concern for employees, Comp= Competence, Iden= 

Identification, Reli= Reliability, WbM1= Win-back management, PS= Product/Service 

customization, CIM= customer information management, PCI= Process Information, PI= 

Product Information, FP= Financial Performance, ML= Market Leadership.   
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Figure 5.2. PLS structural model (Taiwan, N=102). 

Note. * p<.01. ** p<.05. *** p<.001. 
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Figure 5.3. PLS structural model (Bosnia & Herzegovina, N=123). 

Note. * p<.01. ** p<.05. *** p<.001. 
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PLS Results and Discussion 

Results obtained from this chapter suggest several important aspects. First, the highest 

path coefficient in the TOKSIP Model is between transformational leadership and 

organizational trust (β=0.765). The dominance of this path in the overall model implies that 

transformational leadership is the key factor to organizational trust, customer relationship 

management, innovation capabilities and business performance. The more a leader is aware of 

transformational leadership style and the more he applies the best strategy in terms of 

idealized influence behavior and intellectual stimulation. According to the result, it will then 

make a positive contribution to the business performance.  

Second, looking only at the transformation leadership variable, the dominant factor is 

idealized influence behavior. In comparison between Taiwan and Bosnia & Herzegovina the 

dominant factor remains the same. This suggests that the best way to create effective team is 

to provide followers with vision and encourage them to question things as well as to pursue 

their goals. Results also showed that intellectual stimulation has an important role in 

transformational leadership. It implies that leaders provide new and innovative solutions to 

their followers in problem solving. The other factors that also affect transformational 

leadership in descending order are: intellectual stimulation, idealized influence attribute and 

intellectual consideration. 

Third, there is a positive and highly significant relationship between organizational 

trust and customer relationship management. This indicates that the higher concern for 

employees in the company, the better the customer relationship management. Looking at the 

organizational trust dimension, the highest value is the concern for employees followed by 

identification, reliability, competence and openness/honesty. 

Fourth, there is a positive and highly significant relationship between customer 

relationship management and innovation capabilities. Production/service customization has 

the highest influence among the three aspects measuring customer relationship management. 

This indicated that the more differentiation of the products or services according to customer 

needs the better customer relationship management will be. The dimension product/service 

customization is followed by: win-back management and customer information management. 

The results showed that Bosnians value more win-back management while Taiwanese value 

production/service customization more. 

Fifth, there is a positive and highly significant relationship between innovation 

capabilities and business performance. The results showed that process innovation has higher 

 



61 

 

value than product innovation. Furthermore, the results pointed out that process innovation is 

higher in both Taiwan and Bosnia & Herzegovina. This indicated that process innovation is 

relevant in a process service reaching the main goal, leading to higher business performance. 

Sixth, the results show that financial performance is more important than market 

leadership.  Financial performance measures the company’s capability to use assets in order to 

generate revenues. The results indicated that in both Taiwan and Bosnia & Herzegovina 

employees value more financial performance.  

Seventh, looking at the comparisons between Taiwan and Bosnia & Herzegovina, the 

result implied that in both Taiwan and Bosnia & Herzegovina employees value more idealized 

influence behavior, concern for employees, process innovation and market leadership. The 

only variable where results are different is customer relationship management. Taiwanese 

employees evaluate more production/service customization while Bosnians evaluate more 

win-back management.  

In Appendix are provided results for additional TOKSIP model (see Appendix B). 
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CHAPTER VI  CONCLUSIONS AND RECOMMENDATIONS 

The last chapter contains the conclusions and recommendations for the study. The 

conclusion section includes the conclusion for the study. Also, the study provides 

recommendations for ICT companies in Taiwan and Bosnia & Herzegovina. Finally, 

recommendations for future research is provided.  

Research Conclusions 

The purpose of this comparative study was to explore empirically the relationships 

between transformational leadership, organizational trust, customer relationship management, 

innovation capabilities and business performance. This research study gathers employees who 

are working in ICT companies in Taiwan and Bosnia & Herzegovina. Total of 225 employees 

participated in this study (102 from Taiwan and 123 from Bosnia & Herzegovina). The results 

were analyzed using the PLS method. A TOKSIP model has been established to offer insights 

for the various variables and their relationships. The results showed that there is causal effect 

between independent and dependent variables. From this, some implications are concluded as 

follows. 

First, transformational leadership has a positive and significant impact on 

organizational trust. This shows that all dimensions of transformational leadership are 

beneficial to build organizational trust. Within the four findings (pilot test, Taiwanese sample, 

Bosnian sample, and main study) they all indicated that transformational leadership has the 

highest path coefficient towards organizational trust among other paths. Transformational 

leadership is the main factor that affects organizational trust, customer relationship 

management, innovation capabilities and business performance. This implies that if the 

company has transformational leader, the revenue of the company will be higher as well as 

the trust between employees, relationship between customers and innovation.  

According to the results obtained in this research study the most dominant dimension is 

idealized influence behavior. This suggests that employees care the most about the vision of 

their goal, achieving it, setting up high standards and showing confidence. Followers wish to 

become like their leaders in the near future.  

Second, organizational trust has a positive and significant impact on customer 

relationship management. The results show that trust in the organization is very important and 

it will also influence the relationship between the company and customers. Findings also 

imply that concern for employees is the most dominant dimension for both Taiwan and 

Bosnia & Herzegovina. It implies that it is very important to understand the feelings of 
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employees. Furthermore, it shows the interpersonal communication between employees 

working in the same workplace has a crucial importance.  

Third, customer relationship management has a positive and significant impact on 

innovation capabilities. It implies that relationship between the organization and customers is 

very important for innovation the new products. Furthermore, it entails that companies care 

about customer’s opinion and feedback when they are producing new commodity.  

The results of the main study show that production/service customization is the most 

dominant dimension. It means that employees in this study are trying to make the products 

that fit customer’s needs. The results for Taiwanese and Bosnian sample are different. 

Employees in Taiwan value production/service customization the most while it is not the case 

for Bosnia & Herzegovina. In the European country employees value win-back management 

the most. It means that ICT companies in Bosnia & Herzegovina tries to stay in touch with the 

lost or inactive customers.  

Fourth, innovation capabilities have positive and significant impacts on business 

performance. This study shows similar results as previous studies (Damanpour & Schneider, 

2006; Damanpour, Szabat & Evan, 1989; Han, Kim & Srivastava, 1998; Khan & 

Manopichetwattana, 1989; Zahra, De Belardino & Boxx, 1988). Previous studies pointed out 

innovation capabilities have even strong relationship on business performance in collectivist 

cultures (Rosenbusch, Brinckmann & Bausch, 2011). 

The results from the main study proved that process innovation is the most dominant 

dimension in innovation capabilities. This implies that the method of doing things is very 

important and helps organizations to remain competitive but also to satisfy customer’s needs.  

Lastly, the results showed that the most dominant dimension for business performance is 

financial performance. Financial performance represents a measurement of the company’s 

capability to use assets in order to generate revenues.  

Research Recommendations 

The contribution of the study lies in investigating the effect of transformational 

leadership on organizational trust, customer relationship management, innovation capabilities, 

and business performance. This comparative study shows the results of two countries, Taiwan 

and Bosnia & Herzegovina. Furthermore, these findings can help companies to form the best 

strategies in order to enhance their organizational trust, customer relationship management, 

innovation capabilities and business performance.  
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In order to improve their organizational trust, companies should have transformational 

leader. Furthermore, leaders should emphasize idealized influence behavior and intellectual 

stimulation in the company. It means that the leader should provide a vision to the followers, 

explain to them how to achieve goals but also to question the ways of solving problems and 

encourage them to find new methods to solve problems. Additionally, companies should 

improve intellectual consideration and idealized influence attribute. 

Second, in terms of organizational trust and customer relationship management 

companies should emphasize concern for employees in order to improve customer 

relationship management. Moreover, companies should improve openness and honesty in the 

workplace. Having sincere relationship between employees is very important in order to have 

high organizational trust in the organization.  

The results showed that production/service customization is very important in the 

organization and it will have an impact on business performance. However, results also 

showed that companies should improve customer information management. In both countries, 

Taiwan and Bosnia & Herzegovina valued customer information management the least.  

Finally, in regards to business performance this study confirms what previous studies 

found that innovation capabilities have positive effects on business performance. The results 

showed that employees value more financial performance in Taiwan and Bosnia & 

Herzegovina. However, there is room for improvement especially in the market leadership. 

The results showed that Taiwanese employees value the most idealized influence 

behavior, concern for employees, production/service customization, process innovation and 

market leadership. However, Taiwanese managers should improve on the following least 

dominant dimensions: idealized influence attributes, openness and honesty, customer 

information management, product innovation and financial performance. The employees in 

Bosnia & Herzegovina pointed out the following dimensions as the most dominant: idealized 

influence behavior, concern for employees, win-back management, process innovation and 

market leadership. Conversely, Bosnian managers should improve on the following 

dimensions: intellectual consideration, competence, customer information management, 

product innovation and financial performance.  

Recommendations for Future Research 

The following paragraphs will give some recommendations and insights for future 

studies. First, this study was conducted in two countries, Taiwan and Bosnia & Herzegovina. 

Furthermore, the framework TOKSIP Model and the questionnaires can be used in some other 
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industries in order to investigate the effect of transformational leadership on business 

performance. There is a possibility that employees working in other industries value some 

different characteristics more in the organization.  

Future researchers should also take into consideration doing a comparative study not 

between different countries, but between different industries. It would be of a great 

importance to discover which dimensions employees from very different industries appreciate 

the most. The company as well as the leader can have a great impact on employees’ 

perception of important things in the organization.  

The results have showed that the R
2
 of the business performance was just 33% in the 

main study of this research. The reason for this result may be that other variables apart from 

innovation capabilities can affect business performance. Future researchers should think of 

government policies, corporate social responsibility (CSR) and organizational culture. All 

these factors may affect the business performance.  

Future studies should investigate the variables with the strongest indirect effect, such 

as transformational leadership on customer relationship management and organizational trust 

on innovation capabilities. Examining the relationship between these variables could have a 

different approach in understanding and enhancing business performance. Nowadays, 

business performance is the most investigated term and realizing factors that influence it 

would have a great contribution to society.  

This research study used the quantitative approach with PLS statistical method to test 

the TOKSIP Model. In future studies, it is highly recommended to use the qualitative method. 

It can definitely find new insights and investigate this topic more into depth. The main 

disadvantage of quantitative studies is that there are too many questions and respondents do 

not respond frankly on it. By implementing the qualitative method, the researcher will be able 

to find answers and will be able to observe it from different perspective. On the other hand, 

the employees will be more confident and eager to share their opinion. 
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APPENDIX A  PLS RESULTS 

Pilot Test (N=33) Before Bootstrapping 

 

 

After Bootstrapping 
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Main study (N=225) 

 

 

 

Main study Bootstrap 30 
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Taiwan (N=102) 

 

 

Taiwan Bootstrap 30 
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Bosnia & Herzegovina (N=123) 

 

 

Bosnia & Herzegovina Bootstrap 30 
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APPENDIX B TOKSIP MODEL II 

 

 

 

Figure 5.4. TOKSIP model II, developed by Cheng-Ping Shih and Tatjana Tica 
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Figure 5.5. PLS structural TOKSIP model II (Main Study, N=225) 
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Table 5.13. 

Cronbach’s Alpha Results for All Dimensions (Main Study, N =225) 

Constructs Number of Items Cronbach’s Alpha 

TL 20 0.894 

OT 29 0.858 

CRM 8 0.806 

IC 9 0.773 

BP 10 0.801 

Note. TL = Transformational Leadership, OT = Organizational Trust, CRM = Customer 

Relationship Management, IC= Innovation Capabilities, BP = Business Performance. 

 

Table 5.14. 

Measurement Model Results (Main Study, N =225) 

Constructs Number of 

Items 

Composite 

Reliability 

R
2 

(%) AVE 

TL 20 0.922  0.703 

OT 29 0.898 58.4 0.638 

CRM 8 0.886 40.7 0.721 

IC 9 0.898 38.3 0.815 

BP 10 0.909 32.7 0.834 

Note. TL = Transformational Leadership, OT = Organizational Trust, CRM = Customer 

Relationship Management, IC= Innovation Capabilities, BP = Business Performance. 

 

Table 5.15. 

PLS results for indirect effects between variables (Main Study, N=225) 

 

Bosnia & Herzegovina 

 TL OT CRM IC BP 

TL 1.000  0.449 0.259 0.134 

OT  1.000  0.366 0.190 

CRM   1.000  0.300 

IC    1.000  

BP     1.000 

Note. TL = Transformational Leadership, OT = Organizational Trust, CRM = Customer 

Relationship Management, IC= Innovation Capabilities, BP = Business Performance. 
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Table 5.16. 

PLS Loadings (Main Study N=225) 

Note. TLIC = Intellectual Consideration, TLIIA = Idealized influence attributes, TLIIB 

=Idealized influence behavior, TLIM = Intellectual Motivation TLIS = Intellectual 

Stimulation, OH = Openness/honesty, Cfe = Concern for employees, Comp = Competence, 

Iden = Identification, Reli = Reliability, WbM1 = Win – back management, PS = 

Product/Service customization, CIM = customer information management, PCI = Process 

Information, PI = Product Information, FP = Financial Performance, ML = Market Leadership. 

 

Table 5.17. 

PLS Path Analysis Results (Main Study N=225) 

Path  Hypothesis β path Adj. t-

value 

Sig. Direction Null 

Hypothesis 

TLOT H1 0.765 31.227 *** + Rejected 

OTCRM H2 0.640 15.998 *** + Rejected 

CRMIC H3 0.621 15.842 *** + Rejected 

ICBP H4 0.575 12.775 *** + Rejected 

TLCRM H5 0.209 2.482  + Accepted  

TLBP H6 0.236 4.785 *** + Rejected 

TLIC H7 0.076 1.108  + Accepted 

Note. * p<.01. ** p<.05. *** p<.001. 

TL = Transformational Leadership, OT = Organizational Trust, CRM = Customer 

Relationship Management, IC = Innovation Capabilities, BP = Business Performance. 

 

 

 

 

 

 

Items Loadings Items Loadings Items Loadings Items  Loadings 

TLIC .805 OH .755 WbM1 .867 FP .910 

TLIIA .799 Cfe .876 PS .878 ML .916 

TLIIB .891 Comp .772 CIM .801   

TLIM .826 Iden .798 PCI .914   

TLIS .865 Reli .789 PI .891   
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TOKSIP Model II (N=225) 

New model before Bootstrapping 

 

 

New model after Bootstrap 30 
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APPENDIX C QUESTIONNAIRE (ENGLISH AND SERBIAN 

VERSION) 

 

To whom it may concern, 

I would like to thank you for the willingness to participate in this study. I am a 

graduate student in International Human Resource Development (IHRD) at the National 

Taiwan Normal University. The questionnaire will be used to evaluate the effects of 

transformational leadership on business performance in ICT companies in Bosnia & 

Herzegovina and Taiwan. 

In recent years, globalization and technology have exerted considerable influence on 

customer relationship management, product development, and business performance. The 

main goal of the study is to evaluate the effects of transformational leadership, organizational 

trust, customer relationship management, innovation capabilities and business performance.  

It will take fifteen to twenty minutes of your time to fill in the questionnaire. All 

information obtained in this study will be used in research purposed and will be kept 

confidential. Your help will be highly appreciated.  

The questionnaire is divided into six parts, including some basic information at the end 

of the questionnaire. All questions are closed – ended questions. If you have any questions 

please feel free to contact me via e-mail: mazalunic@hotmail.com. You can also contact my 

advisor: cpshih49@hotmail.com in case you need more details about study.  

Thank you so much for your assistance!  

 

Sincerely,  

Tatjana Tica 

 

 

 

 

 

 

 

mailto:mazalunic@hotmail.com
mailto:cpshih49@hotmail.com
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Poštovani,  

 

Željela bih da iskažem zahvalnost za učešće u ovom istraživanju. Studiram Master iz 

International Human Resource Development (Ljudski resursi) na National Taiwan Normal 

University (Tajvan). Upitnik je dizajniran sa ciljem da mjeri efekat koji lider ima na 

poslovanje kompanije.  

Posljednjih godina, globalizacija i upotreba tehnologije su imali mnogo uticaja na 

odnos potrošača i kompanije, razvoj proizvoda kao i poslovanje firmom.  Glavni cilj 

istraživanja je da istraži efekat lidera na organizacijsko povjerenje, odnos klijenata i 

kompanije, inovacija kao poslovanje firmom.  

Da biste popunili upitnik trebaće Vam 15-20 minuta. Sve dobijene informacije će biti 

tretirane povjerljivo i biće korištene u istaživačke svrhe.   

Upitnik je podijeljen u šest dijelova, uključujući osnovne podatke koji se nalaze na 

kraju upitnika. Veoma je važno da odgovorite na sva pitanja u upitniku. Ukoliko biste željeli 

da znate više o ovom istraživanju pošaljite mi e-mail na: mazalunic@hotmail.com. Ili možete 

kontaktirati mog mentora na: cpshih49@hotmail.com u slučaju da ste zainteresovani da 

saznate više o istraživanju.  

 

Hvala Vam mnogo na saradnji!  

Sa poštovanjem, 

Tatjana Tica 
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INSTRUCTIONS: 

 

Please answer the following questions by circling the number that best represents how 

strongly you agree with the statements made. The responses are: 

 

1 - Strongly Disagree (SD)  

2 - Disagree (D)   

3 - Neutral (N)    

4 - Agree (A)   

5 - Strongly Agree (SA) 

 

Odgovorite na sljedeća pitanja zakružujući broj koji predstavlja koliko se slažete sa 

navedenom tvrdnjom. Odgovori su sljedeći: 

1- U potpunosti se ne slažem (SD) 

2- Ne slažem se (D) 

3- Neutralan sam (N) 

4- Slažem se (A) 

5- U potpunosti se slažem (SA)  
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Part One: Organizational Trust  

Each section is classified into five levels, with 1 being 

“Strongly Disagree” and 5 being “Strongly Agree” 
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1.  I am highly satisfied with our company’s overall 

efficiency of operation. 

1 2 3 4 5 

2.  I am highly satisfied with the overall quality of the 

financial products and services of our company.  

1 2 3 4 5 

3.  I am highly satisfied with the capacity of our company to 

achieve its objectives. 

1 2 3 4 5 

4.  I am highly satisfied with the capability of our company’s 

employees. 

1 2 3 4 5 

5.  I can tell my immediate supervisor when things are going 

wrong. 

1 2 3 4 5 

6.  I am free to disagree with my immediate supervisor. 1 2 3 4 5 

7.  I have a say in the decisions that affect my job. 1 2 3 4 5 

8.  My immediate supervisor keeps confidences. 1 2 3 4 5 

9.  I receive adequate information regarding how well I am 

doing in my job. 

1 2 3 4 5 

10.  I receive adequate information regarding how I am being 

evaluated. 

1 2 3 4 5 

11.  I receive adequate information regarding how my job-

related problems are handled. 

1 2 3 4 5 

12.  I receive adequate information regarding how 

organizational decisions that affect my job are made. 

1 2 3 4 5 
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13.  I receive adequate information regarding the long-term 

strategies of our company. 

1 2 3 4 5 

14.  My immediate supervisor listens to me. 1 2 3 4 5 

15.  Top management is sincere in their efforts to communicate 

with their employees. 

1 2 3 4 5 

16.  Top management listens to their employees’ concerns. 1 2 3 4 5 

17.  My immediate supervisor is concerned about my personal 

well-being. 

1 2 3 4 5 

18.  Top management is concerned about their employee’s 

well-being. 

1 2 3 4 5 

19.  My immediate supervisor is sincere in his/her efforts to 

communicate with team members. 

1 2 3 4 5 

20.  My immediate supervisor speaks positively about 

subordinates in front of others. 

1 2 3 4 5 

21.  My immediate supervisor follows through with what 

he/she says. 

1 2 3 4 5 

22.  My immediate supervisor behaves in a consistent manner 

form day to day. 

1 2 3 4 5 

23.  Top management keeps their commitments to their 

employees. 

1 2 3 4 5 

24.  My immediate supervisor keeps his/her commitments to 

team members. 

1 2 3 4 5 

25.  My immediate supervisor keeps his/her commitments to 

team members. 

1 2 3 4 5 

26.  I feel connected to my company. 1 2 3 4 5 

27.  I feel connected to my immediate supervisor. 1 2 3 4 5 
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28.  My values are similar to the values of my peers. 1 2 3 4 5 

29.  My values are similar to the values of my immediate 

supervisor. 

1 2 3 4 5 

 

Part Two: Customer Relationship Management 

Each section is classified into five levels, with 1 being 

“Strongly Disagree” and 5 being “Strongly Agree” 
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30.  Our department has processes (or tools) to win-back 

valued lost customer. 

1 2 3 4 5 

31.  Our department has processes (or tools) to determine the 

value of lost customers. 

1 2 3 4 5 

32.  Our department has processes (or tools) to evaluate the 

cost of wining back the lost customers. 

1 2 3 4 5 

33.  Our department has processes (or tools) to differentiate the 

customer acquiring efforts based on their value. 

1 2 3 4 5 

34.  Our department has processes (or tools) to provide 

customized product/service to customers based on their 

value. 

1 2 3 4 5 

35.  Our department has processes (or tools) to manage 

expectations of high valued customers. 

1 2 3 4 5 

36.  Our department has processes (or tools) to get in 

connection with potential customers using various 

channels (e.g., e-mail, customer service center, phone, 

FAX, face-to-face, etc.) 

1 2 3 4 5 

37.  Our department has processes (or tools) to trace the status 1 2 3 4 5 
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of our relationship with customers. 

 

Part Three: Business Performance 

Each section is classified into five levels, with 1 being 

“Strongly Disagree” and 5 being “Strongly Agree” 
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38.  (Our organizational) Market share is better than that of 

others in the financial industry. 

1 2 3 4 5 

39.  (Our company’s) Future prospect is better than that of 

other financial institutions. 

1 2 3 4 5 

40.  (Our company’s) Industry market leadership is better than 

that of other financial institutions. 

1 2 3 4 5 

41.  (Our company's) Overall financial product and service 

innovation is better than that of other financial institutions. 

1 2 3 4 5 

42.  (Our company's) Average sales growth has improved over 

the last three years. 

1 2 3 4 5 

43.  (Our company’s) After tax return on sales is better than 

that of other financial institutions. 

1 2 3 4 5 

44.  (Our company’s) Profit growth over the years is better 

than that of other banks. 

1 2 3 4 5 

45.  (Our company’s) After tax return on assets is better than 

that of other financial institutions. 

1 2 3 4 5 

46.  (Our company's) Average profit (profitability) in the 

recent three years is better than that of other financial 

institutions. 

1 2 3 4 5 

47.  (Our company's) Overall business performance is better 1 2 3 4 5 
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than other financial institutions. 

 

Part Four: Innovation Capabilities  

Each section is classified into five levels, with 1 being 

“Strongly Disagree” and 5 being “Strongly Agree” 

 
S

tro
n
g
ly

 D
isag

ree 

D
isag

ree
 

N
eu

tral 

A
g
ree 

S
tro

n
g
ly

 A
g
ree 

48.  Our company often develops new services well accepted 

by the market. 

1 2 3 4 5 

49.  A great majority of our company’s profits are generated 

by the new services developed. 

1 2 3 4 5 

50.  The new services developed by our company always 

arouse imitation from competitors. 

1 2 3 4 5 

51.  Our company can often launch new services faster than 

our competitors. 

1 2 3 4 5 

52.  Our company has better capability in R&D of new 

services than our competitors. 

1 2 3 4 5 

53.  Our company often tries different operation procedures to 

hasten the realization of the company’s goals. 

1 2 3 4 5 

54.  Our company always acquires new skills or equipment to 

improve the manufacturing operation process. 

1 2 3 4 5 

55.  Our company can develop more efficient manufacturing 

process or operation procedure. 

1 2 3 4 5 

56.  Our company can flexibly provide products and services 

according to the demands of the customers. 

1 2 3 4 5 
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Part Five: Transformational Leadership 

Each section is classified into five levels, with 1 being 

“Strongly Disagree” and 5 being “Strongly Agree” 
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57.  My direct supervisor spends time teaching and coaching. 1 2 3 4 5 

58.  My direct supervisor treats others as an individual rather 

than just as a member of a group. 

1 2 3 4 5 

59.  My direct supervisor considers an individual as having 

different needs, abilities and aspirations from others. 

1 2 3 4 5 

60.  My direct supervisor helps others to develop their 

strengths. 

1 2 3 4 5 

61.  My direct supervisor re-examines critical assumptions to 

question whether they are appropriate. 

1 2 3 4 5 

62.  My direct supervisor seeks differing perspectives when 

solving problems. 

1 2 3 4 5 

63.  My direct supervisor gets others to look at problems from 

many different angles. 

1 2 3 4 5 

64.  My direct supervisor suggests new ways of looking at how 

to complete assignments. 

1 2 3 4 5 

65.  My direct supervisor talks optimistically about the future. 1 2 3 4 5 

66.  My direct supervisor talks enthusiastically about what 

needs to be accomplished. 

1 2 3 4 5 

67.  My direct supervisor articulates a compelling vision of the 

future. 

1 2 3 4 5 

68.  My direct supervisor expresses confidence that goals will 

be achieved. 

1 2 3 4 5 
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69.  My direct supervisor instills pride in me for being 

associated with me. 

1 2 3 4 5 

70.  My direct supervisor goes beyond self-interest for the 

good of the group. 

1 2 3 4 5 

71.  My direct supervisor goes beyond self-interest for the 

good of the group. 

1 2 3 4 5 

72.  My direct supervisor displays a sense of power and 

confidence. 

1 2 3 4 5 

73.  My direct supervisor talks about their most important 

values and beliefs. 

1 2 3 4 5 

74.  My direct supervisor specifies the importance of having a 

strong sense of purpose. 

1 2 3 4 5 

75.  My direct supervisor considers the moral and ethical 

consequences of decisions. 

1 2 3 4 5 

76.  My direct supervisor emphasizes the importance of having 

a collective sense of mission. 

1 2 3 4 5 
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Part VI  

77.  Gender  

 Female  

 Male 

 

78. Age  

o younger than 20 years old     

o          21-30 years old                    

o          31-40 years old                    

o         older than 40 years  

 

79. For how long have you worked in this company?  

o For less than 1 year        

o For 2-3 years                  

o          For 4-6 years                 

o More than 7 years               
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Prvi dio: Organizational Trust 

Svaki odjeljak je klasifikovan u pet nivoa, 1 “U potpunosti 

se ne slažem” i 5 “U potpunosti se slažem” 
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1.  Veoma sam zadovoljan/na sveukupnom efikasnošću 

kompanije. 

1 2 3 4 5 

2.  Veoma sam zadovoljan/na sa sveukupnim kvalitetom 

finansijskih proizvoda i usluga naše kompanije. 

1 2 3 4 5 

3.  Veoma sam zadovoljan/na potencijalom naše kompanije 

da ostvari svoje ciljeve. 

1 2 3 4 5 

4.  Zadovoljan/na sam sa potencijalima zaposlenih u 

kompaniji. 

1 2 3 4 5 

5.  Mogu reći svom nadređenom kada nešto nije u redu na 

radnom mjestu. 

1 2 3 4 5 

6.  U mogućnosti sam da imam sukob mišljenja sa svojim 

nadređenim. 

1 2 3 4 5 

7.  Imam pravo glasa u donošenju odluka koje utiču na moj 

posao. 

1 2 3 4 5 

8.  Moj nadređeni ulijeva povjerenje. 1 2 3 4 5 

9.  Primam povratne informacije da li dobro obavljam svoj 

posao.  

1 2 3 4 5 

10.  Primam informaciju kako sam ocijenjen za svoj rad. 1 2 3 4 5 

11.  Primam obavještenja kako su riješeni problemi vezani za 

moj posao. 

1 2 3 4 5 

12.  Primam informaciju kako organizacijske odluke koje su 

donesene utiču na moj rad. 

1 2 3 4 5 
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13.  Primam adekvatnu informaciju dugoročnih strategija 

kompanije. 

1 2 3 4 5 

14.  Moj nadređeni je tu da me sasluša. 1 2 3 4 5 

15.  Top menadžeri su iskreni u svojim naporima da 

komuniciraju sa svojim zaposlenicima. 

1 2 3 4 5 

16.  Top menadžeri su tu da saslušaju probleme svojih 

zaposlenika. 

1 2 3 4 5 

17.  Moj nadređeni je zabrinut za moju ličnu sreću. 1 2 3 4 5 

18.  Top menadžment vodi brigu o dobrobiti zaposlenika. 1 2 3 4 5 

19.  Moj nadređeni je iskren u svojim naporima da komunicira 

sa svojim članovima tima. 

1 2 3 4 5 

20.  Moj nadređeni priča pozitivno o podređenima pred drugim 

osobama. 

1 2 3 4 5 

21.  Moj nadređeni ispunjava sve što kaže. 1 2 3 4 5 

22.  Moj nadređeni se ponaša doslijedno svaki dan. 1 2 3 4 5 

23.  Top mendžment ispunjava svoje obaveze prema 

zaposlenicima. 

1 2 3 4 5 

24.  Moj nadređeni ispunjava svoje obaveze prema članovima 

tima. 

1 2 3 4 5 

25.  Osjećam zajedništvo sa svojim radnim kolegama. 1 2 3 4 5 

26.  Osjećam privrženost svojoj kompaniji. 1 2 3 4 5 

27.  Osjećam privrženost prema svom nadređenom. 1 2 3 4 5 

28.  Moji interesi su slični interesima mojih kolega. 1 2 3 4 5 

29.  Moje vrijednosti su slične vrijednostima mog nadređenog. 1 2 3 4 5 
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Drugi dio: CRM   

Svaki odjeljak je klasifikovan u pet nivoa, 1 “U potpunosti 

se ne slažem” i 5 “U potpunosti se slažem” 
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30.  Naš odsjek ima načine da povrati svoje izgubljene klijente. 1 2 3 4 5 

31.  Naše odsjek prolazi kroz proces utvrđivanja razloga 

gubitka klijenata. 

1 2 3 4 5 

32.  Naš odsjek prolazi kroz analizu troškova vraćanja 

izgubljenih klijenata. 

1 2 3 4 5 

33.  Naš odsjek ima način da razlikuju dugogodišnje kupce. 1 2 3 4 5 

34.  Naš odsjek pruža proizvode/usluge koji su prilagođeni 

našim klijentima. 

1 2 3 4 5 

35.  Naš odsjek ispunjava visoka očekivanja naših klijenata. 1 2 3 4 5 

36.  Naš odsjek koristi različite načine (e-mail, telefon, lično) 

da stupi u kontakt sa potencijalnim klijentima. 

1 2 3 4 5 

37.  Naš odsjek ima mogućnost praćenja veze između naše 

kompanije i klijentima. 

1 2 3 4 5 

 

Dio tri: Business Performance   

Svaki odjeljak je klasifikovan u pet nivoa, 1 “U potpunosti 

se ne slažem” i 5 “U potpunosti se slažem” 
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38.  (Naša kompanija) Tržišni udio je bolji nego u drugim 

kompanijama. 

1 2 3 4 5 

39.  (Naša kompanija) Izgled u budućnosti je bolji nego u 1 2 3 4 5 
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drugim kompanijama. 

40.  (Naša kompanija) Industrijsko tržišno liderstvo je bolje 

nego kod drugih kompanija. 

1 2 3 4 5 

41.  (U našoj kompaniji) Sveukupne inovacije finansijskih 

usluga i proizvoda su bolje nego u drugim kompanijama. 

1 2 3 4 5 

42.  (Naša komapnija) Prosječan rast prodaje se popravio u 

protekle tri godine. 

1 2 3 4 5 

43.  (Naša kompanija) Nakon poreske prijave prodaja je bolja 

nego u ostalim institucijama. 

1 2 3 4 5 

44.  (Naša kompanija) Rast profita u protekle tri godine je bolji 

nego u ostalim kompanijama. 

1 2 3 4 5 

45.  Nakon poreske prijave prinos na aktivu je bolji od drugih 

kompanija. 

1 2 3 4 5 

46.  (Naša kompanija) Prosječni profit u protekle tri godine je 

je bolji nego u drugim kompanijama. 

1 2 3 4 5 

47.  (Naša kompanija) Sveukupno poslovanje je bolje nego u 

ostalim kompanijama. 

1 2 3 4 5 

 

Dio četiri: Innovation Capabilities  

Svaki odjeljak je klasifikovan u pet nivoa, 1 “U potpunosti 

se ne slažem” i 5 “U potpunosti se slažem” 
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48.  Naša kompanija često razvija nove usluge koje su dobro 

prihvaćene na tržištu. 

1 2 3 4 5 

49.  Velika većina profita naše kompanije je postignuta 

zahvaljujući novim uslugama koje su razvijene. 

1 2 3 4 5 
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50.  Nove usluge razvijene od strane naše kompanije uvijek 

izazovu imitaciju konkurenata. 

1 2 3 4 5 

51.  Naša kompanija može često pokrenuti nove usluge brže 

nego naši konkurenti. 

1 2 3 4 5 

52.  Naša kompanija ima bolje mogućnosti istraživanja i 

razvoja novih usluga nego naši konkurenti. 

1 2 3 4 5 

53.  Naša kompanija često pokušava da ubrza realizaciju 

ciljeva kompanije. 

1 2 3 4 5 

54.  Naša kompanija uvijek stiče nove vještine sa ciljem 

usavršavanja procesa rada. 

1 2 3 4 5 

55.  Naša kompanija može razviti efikasnije  operacijske 

procedure. 

1 2 3 4 5 

56.  Naša kompanija je fleksibilna u proizvodnji i pružanju 

usluga koje zahtijeva klijent. 

1 2 3 4 5 

 

Dio pet: Transformational Leadership 

Svaki odjeljak je klasifikovan u pet nivoa, 1 “U potpunosti 

se ne slažem” i 5 “U potpunosti se slažem” 

 

S
tro

n
g
ly

 D
isag

ree 

D
isag

ree
 

N
eu

tral 

A
g
ree 

S
tro

n
g

ly
 A

g
ree 

57.  Moj nadređeni provodi vrijeme učeći i podučavajući svoje 

zaposlene. 

1 2 3 4 5 

58.  Moj nadređeni tretira osobe kao individue, a ne kao 

članove grupe. 

1 2 3 4 5 

59.  Moj nadređeni smatra da svaka individua ima različite 

potrebe, sposobnosti i težnje. 

1 2 3 4 5 

60.  Moj nadređeni pomaže drugima da razviju svoje jake 1 2 3 4 5 
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strane. 

61.  Moj nadređeni postavlja kritičke pretpostavke na ona 

pitanje gdje je moguće. 

1 2 3 4 5 

62.  Moj nadređeni uzima u obzir različite perspective kada 

rješava probleme. 

1 2 3 4 5 

63.  Moj nadređeni pomaže drugima da da gledaju na problem 

sa različitih perspektiva. 

1 2 3 4 5 

64.  Moj nadređeni predlaže nove načine na koji zadatak može 

biti izvršen. 

1 2 3 4 5 

65.  Moj nadređeni priča optimistično o budućnosti. 1 2 3 4 5 

66.  Moj nadređeni priča sa entuzijazmom o onome što treba 

postići. 

1 2 3 4 5 

67.  Moj nadređeni spominje ubjedljivu viziju budućnosti. 1 2 3 4 5 

68.  Moj nadređeni izražava povjerenje da će ciljevi biti 

postignuti. 

1 2 3 4 5 

69.  Moj nadređeni ima povjerenja u mene jer radimo zajedno. 1 2 3 4 5 

70.  Moj nadređeni ide iznad svojih ciljeva za dobro grupe. 1 2 3 4 5 

71.  Moj nadređeni se ponaša na način koji ulijeva međusobno 

poštovanje. 

1 2 3 4 5 

72.  Moj nadređeni pokazuje osjećaj moći i povjerenja. 1 2 3 4 5 

73.  Moj nadređeni priča o svojim najvažnijim vrijednostima i 

shvatanjima. 

1 2 3 4 5 

74.  Moj nadređeni ističe važnost jakog osjećaja za svrhu. 1 2 3 4 5 

75.  Moj nadređeni uzima u obzir moralne posljedice pri 

donošenju svojih odluka. 

1 2 3 4 5 
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76.  Moj nadređeni ističe važnost kolektivnog osjećaja misije. 1 2 3 4 5 
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Dio  VI 

77.  Pol  

 Ženski  

 Muški 

 

78. Starost 

o mlađi od 20 godina  

o          od 21-30 godina  

o          od 31-40 godina  

o         stariji od 40godina  

 

79. Koliko dugo već radite u kompaniji?  

o Manje od jedne godine  

o 2-3 godine  

o          4-6 godina 

o Više od 7 godina  

 

80. Koje je Vaše najviše obrazovanje?  

 

o Diploma srednje škole  

o          Diploma osnovnih studija  

o Master diploma 
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APPENDIX D QUESTIONNAIRE (CHINESE VERSION) 

敬啟者您好： 

 

近年來，「知識管理」的重要性已不再是不證自明的事了。「知識」被視為是一個重

要的資產組織。許多研究調查如何更有效率管理知識，和如何取得組織的最大效能。

此外，為了試圖發展出一個概要性的架構，以理解知識管理相關議題，和加強組織競

爭優勢的知識使用，諸多學者也正積極投入研究調查中。 

 

而決定這項研究是否成功的關鍵在於您的寶貴協助！本問卷為一份全面性的研究設計。

作答時間約為十到十五分鐘。誠摯的期盼您能利用時間完成本問卷，並於指定日期前

繳回。非常感謝您的協助。 

 

請根據實際狀況填答，您回答的所有內容僅供研究使用。調查結果將以一整體性數據

呈現，不會特別具名。 

 

為了方便作答，本問卷將分為六個部分，包含基本資料。所有的問題皆為閉鎖式問題。

若您希望能更進一步瞭解本研究，未來也能提供您參考資料。 

 

非常感謝您的寶貴時間和協助。如有任何問題，歡迎透過電話或電子郵件聯繫我。 

 

敬祝 台安 

TatjanaTica 敬上 
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問卷說明 

 

請圈選您認為最能表達您對陳述認同程度的選項來回答問題。 

選項為： 

1 - Strongly Disagree (SD) 非常不同意 

2 - Disagree (D)  不同意 

3 - Neutral (N)   普通 

4 - Agree (A)  同意 

5 - Strongly Agree (SA)  非常同意 
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Part One:  Organizational Trust 

Each section is classified into five levels, with 1 being “Strongly 

Disagree” and 5 being “Strongly Agree” 
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1.  I am satisfied to company’s operational efficiency. 

我很滿意公司的營運效率。 

1 2 3 4 5 

2.  I am satisfied to company’s qualities and services of products.  

我很滿意公司的商品品質與服務。 

1 2 3 4 5 

3.  I am satisfied to company’s competence of achieving its’ 

goals. 

我很滿意公司達成目標的能力。 

1 2 3 4 5 

4.  I am satisfied to the abilities of company’s employees. 

 

我很滿意公司同仁的能力。 

1 2 3 4 5 

5.  I can tell my immediate supervisor when things are going 

wrong. 

我能直接向我的主管表達不合理的問題。 

1 2 3 4 5 

6.  I am free to disagree with my immediate supervisor. 

我可以對我的主管表示不同的看法。 

1 2 3 4 5 

7.  I have a say in the decisions that affect my job. 

我有權對影響我的工作的任何決定表達看法。 

1 2 3 4 5 

8.  My immediate supervisor keeps confidences. 

我的主管是有自信的。 

1 2 3 4 5 

9.  I receive adequate information regarding how well. 

我能得到足夠的資訊以清楚明白我的工作表現狀況。 

1 2 3 4 5 

10.  I receive adequate information regarding how I am being 

evaluated. 

我能得到足夠的資訊清楚明白我的工作評量方式。 

1 2 3 4 5 

11.  I receive adequate information regarding how my job-related 

problems are handled. 

我能得到足夠的資訊來瞭解公司對於我的工作問題的處理

方式。 

1 2 3 4 5 
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12.  I receive adequate information regarding how organizational 

decisions that affect my job are made. 

我擁有充分資訊了解影響我工作的組織政策是如何被決定

的。 

1 2 3 4 5 

13.  I receive adequate information regarding the long-term 

strategies of our company. 

我擁有充分資訊了解公司長遠政策。 

1 2 3 4 5 

14.  My supervisor listens to me. 

 

我的直屬上司會傾聽我的意見。 

1 2 3 4 5 

15.  Top managers are sincere to communicate with their 

employees. 

 

高層管理者能真誠與員工溝通。 

1 2 3 4 5 

16.  Top managers listen to the issues what employees care. 

 

高層管理者會傾聽員工所關注的議題。 

1 2 3 4 5 

17.  My immediate supervisor is concerned about my personal 

well-being. 

我的直屬上司關心我的個人福利。 

1 2 3 4 5 

18.  Top management is concerned about their employee’s well-

being. 

最高決策者會關注員工福利。 

1 2 3 4 5 

19.  My immediate supervisor is sincere in his/her efforts to 

communicate with team members. 

我的直屬上司真誠地努力與團隊成員溝通。 

1 2 3 4 5 

20.  My immediate supervisor speaks positively about subordinates 

in front of others. 

我的直屬上司會在他人面前說下屬的好話。 

1 2 3 4 5 

21.  My superior does what he or she said. 

 

我的直屬上司說到做到。 

1 2 3 4 5 

22.  My supervisor behaves in a consistent manner form day to 

day. 

 

我的直屬上司對下屬的要求標準不會朝令夕改。 

1 2 3 4 5 

 



106 

 

23.  Top managers keep their commitments to employees. 

 

高層管理者能遵守他們對員工的承諾。 

1 2 3 4 5 

24.  My immediate supervisor keeps his/her commitments to team 

members. 

我的直屬上司信守對團隊成員的承諾。 

1 2 3 4 5 

25.  I feel connected to my peers. 

我感覺是團隊的一份子。 

1 2 3 4 5 

26.  I feel connected to my company. 

我感覺是公司的一份子。 

1 2 3 4 5 

27.  I feel connected to my supervisor. 

我感覺我和我的直屬上司是一心的。 

1 2 3 4 5 

28.  My value is similar to my colleagues’ values. 

 

我的價值觀和公司同仁的價值觀是相似的。 

1 2 3 4 5 

29.  My value is similar to my supervisor’ values. 

 

我的價值觀和我的直屬上司價值觀是相似的。 

1 2 3 4 5 

 

 

Part Two: CRM 

Each section is classified into five levels, with 1 being “Strongly 

Disagree” and 5 being “Strongly Agree” 
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30.  Our department has processes (or tools) to win-back valued 

lost customer. 

本部門有建立可爭取回重要流失客戶的內控機制。 

1 2 3 4 5 

31.  Our department has processes (or tools) to determine the value 

of lost customers. 

本部門有建立測定流失客戶價值的內控機制。 

1 2 3 4 5 

32.  Our department has processes (or tools) to evaluate the cost of 

wining back the lost customers. 

本部門有建立測定尋回流失客戶所需成本的內控機制。 

1 2 3 4 5 

33.  Our department has processes (or tools) to differentiate the 

customer acquiring efforts based on their value. 

1 2 3 4 5 
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本部門有針對客戶不同價值，建立了能區別爭取客戶所需

投注努力的內控機制。 

34.  Our department has processes (or tools) to provide customized 

product/service to customers based on their value. 

本部門有建立針對客戶不同價值，提供客製化商品/服務

的內控機制。 

1 2 3 4 5 

35.  Our department has processes (or tools) to manage 

expectations of high valued customers. 

本部門有建立管理高價值客戶期望的內控機制。 

1 2 3 4 5 

36.  Our department has processes (or tools) to get in connection 

with potential customers using various channels (e.g., e-mail, 

customer service center, phone, FAX, face-to-face, etc.) 

本部門有建立使用不同管道 (社群網站、電子郵件、客服

中心、電話、傳真、面對面等) 與潛在目標客戶聯繫的內

控機制。 

1 2 3 4 5 

37.  Our department has processes (or tools) to trace the status of 

our relationship with customers. 

本部門有建立追蹤顧客關係狀態的內控機制。 

1 2 3 4 5 

 

 

Part Three: Business Performance 

Each section is classified into five levels, with 1 being “Strongly 

Disagree” and 5 being “Strongly Agree” 
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38.  (Our organizational) Market share is better than that of others 

in the financial industry. 

本公司市場占有率高於同業。 

1 2 3 4 5 

39.  (Our company’s) Future prospect is better than that of other 

financial institutions. 

本公司的未來展望優於同業。 

1 2 3 4 5 

40.  (Our company’s) Industry market leadership is better than that 

of other financial institutions. 

本公司在產業界的領導地位優於同業。 

1 2 3 4 5 

41.  (Our company's) Overall financial product and service 1 2 3 4 5 
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innovation is better than that of other financial institutions. 

本公司的金融產品和服務創新能力優於同業。 

42.  (Our company's) Average sales growth has improved over the 

last three years. 

本公司近三年的平均業績有成長。 

1 2 3 4 5 

43.  (Our company’s) After tax return on sales is better than that of 

other financial institutions. 

本公司稅後盈餘高於同業。 

1 2 3 4 5 

44.  (Our company’s) Profit growth over the years is better than 

that of other banks. 

本公司獲利率高於同業。   

1 2 3 4 5 

45.  (Our company’s) After tax return on assets is better than that 

of other financial institutions. 

本公司的稅後資產整體報酬率高於同業。 

1 2 3 4 5 

46.  (Our company's) Average profit (profitability) in the recent 

three years is better than that of other financial institutions. 

 

本公司近三年的平均獲利優於同業。 

1 2 3 4 5 

47.  (Our company's) Overall business performance is better than 

other financial institutions. 

 

本公司的整體商業營運績效優於同業。 

1 2 3 4 5 

 

 

Part Four: Innovation Capabilities  

Each section is classified into five levels, with 1 being “Strongly 

Disagree” and 5 being “Strongly Agree” 
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48.  Our company often develops new services well accepted by 

the market. 

本公司經常開發創新服務，並且為市場所接受。 

1 2 3 4 5 

49.  A great majority of our company’s profits are generated by the 

new services developed. 

本公司主要利潤來源為開發新服務。 

1 2 3 4 5 

50.  The new services developed by our company always arouse 1 2 3 4 5 
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imitation from competitors. 

本公司開發的新服務總是引起從競爭對手採取模仿因應策

略。 

51.  Our company can often launch new services faster than our 

competitors. 

本公司推出新服務的速度通常優於競爭對手。 

1 2 3 4 5 

52.  Our company has better capability in R&D of new services 

than our competitors. 

本公司比競爭對手有更好的新服務研發能力。 

1 2 3 4 5 

53.  Our company often tries different operation procedures to 

hasten the realization of the company’s goals. 

本公司經常嘗試不同的運作程序，以加快實現公司的目

標。 

1 2 3 4 5 

54.  Our company always acquires new skills or equipment to 

improve the manufacturing operation process. 

本公司總是有新的服務技術或設備，以提升工作操作流

程。 

1 2 3 4 5 

55.  Our company can develop more efficient manufacturing 

process or operation procedure. 

本公司能夠開發更高效的製造流程或操作流程。 

1 2 3 4 5 

56.  Our company can flexibly provide products and services 

according to the demands of the customers. 

本公司可以靈活地提供客製化的產品和服務。 

1 2 3 4 5 

 

 

Part Five: Transformational Leadership 

Each section is classified into five levels, with 1 being “Strongly 

Disagree” and 5 being “Strongly Agree” 

S
tro

n
g
ly

 

D
isag

ree
 

D
isag

ree
 

N
eu

tral 

A
g
ree 

S
tro

n
g
ly

 

A
g
ree 

57.  My direct supervisor spends time teaching and coaching me. 

我的直屬上司會花時間指導、訓練我。 

1 2 3 4 5 

58.  My direct supervisor treats others as an individual rather than 

just as a member of a group. 

我的直屬上司視每位同仁為個體，而不只是一個群體內的

1 2 3 4 5 
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成員。 

59.  My direct supervisor considers an individual as having 

different needs, abilities and aspirations from others. 

我的直屬上司認為每位同仁都會有不同需求、能力及期

望。 

1 2 3 4 5 

60.  My direct supervisor helps others to develop their strengths. 

我的直屬上司幫助同仁發展他們的優點。 

1 2 3 4 5 

61.  My direct supervisor re-examines critical assumptions to 

question whether they are appropriate. 

我的直屬上司會重新檢測對於問題的重要假設是否成立。 

1 2 3 4 5 

62.  My direct supervisor seeks differing perspectives when 

solving problems. 

我的直屬上司在解決問題時會參考不同觀點。 

1 2 3 4 5 

63.  My direct supervisor gets others to look at problems from 

many different angles. 

我的直屬上司帶領同仁從各種角度看待問題。 

1 2 3 4 5 

64.  My direct supervisor suggests new ways of looking at how to 

complete assignments. 

我的直屬上司會建議從新角度思考如何完成任務。 

1 2 3 4 5 

65.  My direct supervisor talks optimistically about the future. 

我的直屬上司在談論未來時十分樂觀。 

1 2 3 4 5 

66.  My direct supervisor talks enthusiastically about what needs to 

be accomplished. 

我的直屬上司在談論待辦之事的時候很熱情。 

1 2 3 4 5 

67.  My direct supervisor articulates a compelling vision of the 

future. 

我的直屬上司清楚表達令人信服的未來展望。 

1 2 3 4 5 

68.  My direct supervisor expresses confidence that goals will be 

achieved. 

我的直屬上司對於完成目標極具信心。 

1 2 3 4 5 

69.  My direct supervisor instills pride in me for being associated 

with him/her. 

1 2 3 4 5 
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我的直屬上司讓我以與其共事為榮。 

70.  My direct supervisor goes beyond self-interest for the good of 

the group. 

我的直屬上司會為了團體不顧自身利益。 

1 2 3 4 5 

71.  My direct supervisor acts in ways that builds her/his respect. 

我的直屬上司的言行舉止會使人敬重。 

1 2 3 4 5 

72.  My direct supervisor displays a sense of power and 

confidence. 

我的直屬上司展現權威及自信。 

1 2 3 4 5 

73.  My direct supervisor talks about his/her most important values 

and beliefs. 

我的直屬上司會談論其最重要的價值觀與信念。 

1 2 3 4 5 

74.  My direct supervisor specifies the importance of having a 

strong sense of purpose. 

我的直屬上司強調使命感的重要性。 

1 2 3 4 5 

75.  My direct supervisor considers the moral and ethical 

consequences of decisions. 

我的直屬上司下決定時會考慮到道德倫理方面的結果。 

1 2 3 4 5 

76.  My direct supervisor emphasizes the importance of having a 

collective sense of mission. 

我的直屬上司強調團體意識對任務的重要性。 

1 2 3 4 5 

 

 

 

 

 

 

 

 

 

 



112 

 

性別 

• 女性 

• 男性 

 

 年齡 

o 20歲以下 

o          21-30歲 

o          31-40歲 

o         40歲以上 

 

在這間公司服務多久？ 

 一年以內 

 2-3年 

 4-6年 

 7年以上 

 

 

你的最高學歷是？ 

 高中 

 大學/大專 

 研究所 

 

 

 

 


