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The customer, who was passive in the past, is now not only more active and well informed but also has a strong opinion. Customer being a part of business is studied in a various form such as a co-creator, co-producer, participator, enabler, coordinator, innovator and differentiator. This study is extending the role of customer to the controller. The control in organization leads towards the MCSs. To keep employees aligned with organizational objectives, Management Control Systems (MCS) are adapted. In past, MCSs were mostly focused on the internal environment, yet the external environment such as market and customer has proved its importance. This study defined customer control as the authority given to the customer to evaluate employees. This transformation was accelerated by technological development that expedited customers' interactions.

This emerging customer role has put employees in a conflicting situation. Customer control can improve social needs but it can also cause powerlessness, incompetence and role ambiguity among the employees. This study will help to understand the impact of customer control on employees' workplace attitudes such as affective commitment, job involvement and alienation.

The objectives of this research are not only to observe employees' reactions to customer control and factors such as organizational and supervisory support that can moderate this relation but also to investigate the impact of self-determination theory by studying its intervening role between customer control and employee workplace attitudes. This is a study conducted in two countries. Pakistani bank employees and individuals working in any organization in France.
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"Customer is a king," "Customer is a boss," "Customer is always right," these phrases traced back to the early 1900s. These are part of the business world for almost a century but recently adapted in their true spirit. Digitalization has changed how things were done in the past [START_REF] Warner | Building dynamic capabilities for digital transformation: An ongoing process of strategic renewal[END_REF]. It has eliminated the distance from knowledge to action.

Management uses digits and figures to take actions and this sometimes causes the division between the controller and the controlee [START_REF] Quattrone | Management accounting goes digital: Will the move make it wiser[END_REF]. Technology is a facilitator to both customers and businesses. Customers uses it to avail information, interact with other users and giving their feedback. Businesses use it to know market trends, user's interests and feedback.

Whether it is the transfer of information, purchase of products or doing financial transactions.

Things have become both easier and more complex, simultaneously [START_REF] Tulder | International business in the information and digital agean overview of themes and challenges[END_REF]. This chapter is composed of five sections. The first section discusses the background and research problem, the second section is focused on research gaps followed by third section research objectives and fourth section research questions. The fifth section gives a summary of the whole thesis.

Background and Research Problem

The race to win over customers with the use of technology started as early as the 70s.

In 1977, Citi Bank installed its first ATM. Due to weather crises, in January 1978; many banks were closed for several days that resulted in a 20% increase in ATM use. Citi bank had taken proper advantage of it and started campaigning "The Citi Never Sleeps." A single message or call from one's phone can make food or ride appear right at its doorstep. These are a few examples of technological changes in people's lives. These technological changes not only brought changes in people's personal lives but also affected their professional lives. The use of mobile apps, emails and zoom meetings are some examples of the use of technology in work environments. This technological evolution has changed the approach of marketers towards their customers [START_REF] Rogers | The digital transformation playbook: Rethink your business for the digital age[END_REF].

Customer empowerment has reshaped the workplace dynamics, especially for front line employees. They know that customers' feedback and suggestions matter a lot as it is not one customer now, there are a hundred or million opinions, one negative review online will be a disaster. Founder and CEO of Amazon, Jeff Bezos said, "If you make customers unhappy in the physical world, they might each tell six friends. If you make customers unhappy on the internet, they can each tell 6,000." These transformations not only modified the traditional means of doing business but also changed the roles of business parties; the customer role from "passive" is changed to "active" participant [START_REF] Rogers | The digital transformation playbook: Rethink your business for the digital age[END_REF][START_REF] Chen | The impact of customer participation: The employee's perspective[END_REF]. The active role of customers in the business process is much evident for the last few decades especially after the introduction of social media. Customers feel in control, by becoming some part of the business process, as they believe it directly affects them [START_REF] Rogers | The digital transformation playbook: Rethink your business for the digital age[END_REF].

The customer was always important for the business success especially through feedback [START_REF] Erdogan | Effects of ethnocentric tendency on consumers' perception of product attitudes for foreign and domestic products[END_REF]) but now has control over all the variables (such as product design, price and delivery channels) that were previously in control of marketers [START_REF] Wathieu | Consumer Control and Empowerment: A Primer[END_REF]. The case of Dell is the best example to understand customer's control; Dell suffered a lot because of its weak customer care and feedback collection service. It had to launch a separate site "IdeaStorm" just for the customer's feedback and complaints [START_REF] Archer | How Listening to Customers Helped Dell Leap from Worst to First[END_REF]. The importance of customers can also be examined through the priority given to the customer's feedback and reviews by all top brands in all industry such as Amazon, eBay, Uber, Netflix, Airbnb, Paytm, Hilton hotel, Slack and Twitter.

As [START_REF] Foucault | The Archaeology of Knowledge[END_REF], suggested more knowledge gives more power and consumers consider themselves powerful being having so much knowledge. From a consumer's perspective, more knowledge about the product is always good and they always appreciate the encouragement given to their opinions and suggestions. Brands are turning towards their consumers for the creation of their brand image. The idea is to provide more access to customers by empowering them more. The more control customers perceive they have, the more loyal they will be to the brand and at the same time brands will benefit from it [START_REF] Morrissey | Crowd Control: Handing Creative To The Masses[END_REF].

Customer feedback, which was previously a marketing variable, is becoming a management control tool used to influence employees' workplace attitudes. Control helps to take corrective actions to achieve the strategic, tactical and operational goals of the organization. Control systems help to increase the probability of the organization meeting its goals by keeping its employees in check and motivating them by offering financial or nonfinancial benefits [START_REF] Flamholtz | Organizational Control Systems as a Managerial Tool[END_REF].

The management control presented in this study differs from the traditional. Traditional management control systems revolve around the control generated, monitored and evaluated by internal forces but in this study the customer control is focused on external forces such as customers. The term 'customer control' used in this study, is to understand how a firm can achieve its main goal by meeting customer expectations and demands by allowing customers to control its employees.

In Customer control, an employee is evaluated and rewarded based on customer's satisfaction and feedback. It can be said that customer control, just like all other controls, is a part of the management control system as it is the means to the end. It is significant to study how it has become an important part of control. Employees know that to have a secure job and earn benefits, they have to make their customers' satisfied, as happy customers will give positive feedback about an employee and in return, the employee will be rewarded.

In recent years, management experts' focus has evolved more and more from a controloriented performance perspective to one that is commitment-focused. As a result, given their significance in businesses, control practices, especially those emphasizing bureaucratic and formal controls, are examined far less [START_REF] Sitkin | Control in organizations: New directions in theory and research[END_REF]. The influence of formal control on performance is significantly higher in stable situations where goals to be attained can be established ex-ante and procedures to be monitored can be standardized, which may account for the management literature's lack of interest in control methods [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF]. In the global world, where experience and understanding services are more prevalent than conventional and "Tayloristic" workplaces, these parameters are seen to be becoming increasingly unusual.

Furthermore, the aforementioned HRM research on control has frequently portrayed it unfavourably and frequently as the polar opposite of commitment or involvement [START_REF] Verburg | The role of organizational control systems in employees' organizational trust and performance outcomes[END_REF]. For instance, [START_REF] Arthur | Effects of human resource systems on manufacturing performance and turnover[END_REF] proposed that the greater the level of dedication people have, the less control is required. That is the reason there is a dearth of research on the role of customer control and its effect on employee workplace attitudes and has a mixed finding of control effects on employee behaviours. Before 2007, customer control is not focused on by many scholars [START_REF] Harmeling | Toward a theory of customer engagement marketing[END_REF].

Customer control is the topic of interest for marketers. Most of the past research is focused on the marketing side [START_REF] Yi | Customer participation and citizenship behavioral influences on employee performance, satisfaction, commitment, and turnover intention[END_REF], ignoring the effect of customer behaviour from management control's perspective. Therefore, this research aims to study this phenomenon from the management control's side. The importance given to the customers' opinion and empowerment has also raised some tension among the marketers who think that it is a transfer of power from marketers to consumers [START_REF] Pires | The internet, consumer empowerment and marketing strategies[END_REF]. [START_REF] Yi | Customer participation and citizenship behavioral influences on employee performance, satisfaction, commitment, and turnover intention[END_REF], discussed different perspectives that customers are part of the organization's human resources and they affect the employees of the organization. They believe that customers are not a passive but active part of this human resource chain and influences employees' workplace attitudes.

This role swap has put the foundation of "customer control". This new role has given a lot of authority to the customer; [START_REF] Sperber | Consumer Management in the Internet Age: How Customers Became Managers in the Modern Workplace[END_REF] suggested that the customer is the manager in this internet era.

The above situation has put the organization in an ambivalent state: on one hand, the managers want to satisfy their customers but on the other hand, the evaluation can be used in different ways such as improving processes, products, services and assessment of people. Over and above, there is also no clear indication in the literature about how this 'customer control' is exercised on employees. Customer control's significance in today's world cannot be ignored and yet it is still an understudied concept especially from human resource and management control's perspective. According to [START_REF] Yang | Service employees' concurrent adaptive and unethical behaviors in complex or non-routine tasks: The effects of customer control and self-monitoring personality[END_REF], there is a plethora of research (e.g., [START_REF] Dormann | Customer-Related Social Stressors and Burnout[END_REF]Rafaeli, 1989;[START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF][START_REF] Miao | The interactive effects of sales control systems on salesperson performance: A job demands-resources perspective[END_REF][START_REF] Moore | Approach, ability, aftermath: A psychological process framework of unethical behavior at work[END_REF][START_REF] Fandt | The management of information and impression: When employees behave opportunistically[END_REF][START_REF] Kish-Gephart | Bad apples, bad cases, and bad barrels: Metaanalytic evidence about sources of unethical decisions at work[END_REF] that suggests that customer control is a cause of negative behaviour in employees but that research was only focused on the marketing side.

In spite of the literature's poor portrayal of control, there are numerous instances when businesses have recently been compelled to strengthen their control systems in order to adhere to more stringent external rules [START_REF] Weibel | Formal control and trustworthiness: Shall the twain never meet?[END_REF]. Because of this, it is troublesome that there is a relative lack of knowledge about how control-related management techniques influence performance and other work related outcomes. Additionally, recent findings from the literature on organizational trust suggest that formal control techniques may, in certain cases, have a favourable impact on workers' organizational trust [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. The contrast in previous findings in the control literature on employees' performance, it also inspires scholars to study it in more depth through new approach.

Research Gaps

In 1984, psychologist Craig Brod in his book raised an important apprehension 'that technological innovation will affect our lives'. Technology has changed how businesses operate in today's world and it is not only affecting business processes and customer satisfaction; it is also affecting employee's workplace attitudes. According to [START_REF] Deleuze | Postscript on the societies of control[END_REF], as foreseen by Michael Foucault current era is an era of control societies.

Employees in the organization have entangled in the web of control society. On one hand, it is considered to provide relief as it offers flexible working conditions but on the other hand, the 24/7 connectivity has ceased its autonomy. Digitalization has increased customer control manifolds. The interesting point is that managers are still ignorant or unconcerned about the role of technology in an organization. It is clear from the previous research that customer control is beneficial for the organization but it does have paradoxical effects on employee attitude [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. Covid-19 crisis changed the world. Many organizations had to shift to adopt the work from home approach. Many organisations are still following work from home approach and it is only possible due to the technological evolution. The importance of customer influence for the survival of business can also be determined by the covid-19 crisis. Many businesses had to close their stores and many employees lost their jobs because of this crisis. This shows the significance of customer's role in the success of business's success and failure. Therefore, this research will contribute to studying the effects of customer control on employees' workplace attitudes.

Customer role has kept on changing throughout history. It has become more dynamic and powerful with time. Customer is an essential part of business success. Customer as a cocreator, co-producer, and participator has emerged and extensively studied in marketing literature over the years [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. The literature has mostly consisted of topics related to customer satisfaction and feedback (e.g., [START_REF] Auh | When Does Customer Participation Matter? An Empirical Investigation of the Role of Customer Empowerment in the Customer Participation-Performance Link[END_REF]. Customer control is not a new term in literature especially marketing but still, there is no well-explained definition of it. Organizations use it as a control tool to gain competitive advantage by controlling their employees and after a thorough literature review; this study was unable to find an extensive research discussing it from employee's view.

There is also a little focus in the literature on "how customer's behaviour can influence the employee's behaviour" [START_REF] Yi | Customer participation and citizenship behavioral influences on employee performance, satisfaction, commitment, and turnover intention[END_REF] which is surprising as from my practical experience and market survey (Qualtrics XM Institute Q2, 2019 Consumer Benchmark Survey) [START_REF] Zdatny | Customer Experience in the Banking Industry[END_REF], it has been observed that many front line employees are affected by customers. Moreover, customer influence on employee attitudes is rarely studied [START_REF] Yi | Customer participation and citizenship behavioral influences on employee performance, satisfaction, commitment, and turnover intention[END_REF]. Mostly, it is the other way around. The research focuses generally on the satisfaction of customers, ignoring employees' perspectives. [START_REF] Joosten | Is more customer control of services always better[END_REF] suggested that customer control should be studied from employee and organization's perspectives as well. [START_REF] Li | Customer Participation in Services and its Effect on Employee Innovative Behavior[END_REF] also recommended the need to study the influence of customer participation on employee's workplace attitudes. [START_REF] Cardinal | An Aspirational View of Organizational Control Research: Re-invigorating Empirical Work to Better Meet the Challenges of 21 st Century Organizations[END_REF], pointed out that research on 'control' is mostly based on outdated theories and organizational approaches dated back to the 1950s, 1960s and 1970s, which are not compatible with the changes of the 21 st century. They suggested that there is a need to understand the role of control in a new light. This is also one of the main reasons for the lack of research on customer control. Customer control is the result of technological advancement in this century. On one hand, marketers are forced to hand over the control to customers but on the other hand, this unbalance in power has put pressure on employees. The relationship between customer and employee is a dyadic and to get the best outcome out of such a relationship, a balance must be maintained. Customer experience is linked to the employee experience. Hence, studying employee experience is as necessary as studying customer experience.

On one side, giving control to the customer helps business to understand customer needs and gain profit by satisfying it but on the other side, the employee feels a loss of control and self-determination theory suggests that for motivation, three basic psychological needs i.e., autonomy, competence and relatedness should be fulfilled [START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF][START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF]. Moreover, Etzion's compliance theory (1961,1970) and social exchange theory (1950,1958,1961) also highlighted the need for balance between cost and reward. Management must know that customer satisfaction can only be achieved through satisfied employees and employees can only be satisfied if they see a balance between the effort they put in and the reward they get in return.

Besides, management control is always focused on the internal factors of the organization but the latest research in the area of control explored the potential influence of external factors on the organization. Recent studies in the control field highlighted the prospective influence of external factors such as market and customer on the organization.

According to these researches, customers can influence the actions and behaviours of the organizational workforce [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF][START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF]. Customer control's significance in today's world cannot be ignored and yet it is still an understudied concept especially empirically. This study will not only define and explain the customer control but also provide a scale to measure it.

This study acknowledges the importance of customer control for management but there is also a need to understand how it works and how it affects the people. There is also a strong need to introduce organizational practices that can allow the smooth operationalization of customer control in the organizations. Customer control is a part of management literature but unfortunately, there is insufficient research explaining its significance from employees' perspective. Customer control is only used when the customer's role as a co-producer, creator, participant or designer was discussed (e.g., [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. Very few papers used the "customer control" term. The papers, which discussed it, mostly talked about customer point of view such as "is more control always desired by customers?" (e.g., [START_REF] Joosten | Is more customer control of services always better[END_REF][START_REF] Mullins | You Don't Always Get What You Want, and You Don't Always Want What You Get: An Examination of Control-Desire for Control Congruence in Transactional Relationships[END_REF][START_REF] Wathieu | Consumer Control and Empowerment: A Primer[END_REF] customer role in recovery process increases customer control and satisfaction (e.g., [START_REF] Joosten | Consumer control in service recovery; beyond decisional control Herm[END_REF][START_REF] Guo | The Role of Perceived Control in Customer Value Cocreation and Service Recovery Evaluation[END_REF][START_REF] Chang | Choice, perceived control, and customer satisfaction: The psychology of online service recovery[END_REF] customer's online dependency and satisfaction (e.g., [START_REF] Chan | Consumer control, dependency and satisfaction with online service[END_REF] design of customer-focused management control system (e.g., [START_REF] Mantovani | Management Control Systems Focused on the Customer : Evidence from Brazil[END_REF].

Only one paper was located that discussed customer control from an employee's perspective (e.g., [START_REF] Yang | Service employees' concurrent adaptive and unethical behaviors in complex or non-routine tasks: The effects of customer control and self-monitoring personality[END_REF]. According to [START_REF] Yang | Service employees' concurrent adaptive and unethical behaviors in complex or non-routine tasks: The effects of customer control and self-monitoring personality[END_REF], customer control fails to moderate the relationship between non-routine complex tasks and adaptive selling. They concluded that the higher the customer control higher the unethical selling practices. A firm's aspiration to involve the customer in co-creation is its need to have satisfied and loyal customers [START_REF] Mullins | You Don't Always Get What You Want, and You Don't Always Want What You Get: An Examination of Control-Desire for Control Congruence in Transactional Relationships[END_REF] but this is not an easy job as high customer control has paradoxical effects on employees. That is why this study would like to call customer control a double-edged sword for firms. On the brighter side, customer control is the main source of market information but on the darker side, it may have contradictory effects on employees' attitudes.

Great value has been given to the customer feedback in research [START_REF] Ordenes | Analyzing Customer Experience Feedback Using Text Mining: A Linguistics-Based Approach[END_REF].

However, in previous research, more importance is given to the negative side of the feedback like; offensive customer behaviour or complaints by the customer as companies try to focus on the areas which will help them to fix problems [START_REF] Daunt | Motives of dysfunctional customer behavior: An empirical study[END_REF]. These studies have helped to improve customer management area [START_REF] Nasr | Exploring the impact of customer feedback on the well-being of service entities[END_REF]. Nevertheless, the service process is a relationship between two people, a customer and an employee and if negative feedback helps to fix problems then what about the positive feedback? In previous research, importance has never been given to positive customer feedback. The centre of attention was the negative side of customer feedback [START_REF] Nasr | Exploring the impact of customer feedback on the well-being of service entities[END_REF]. Positive feedback will boost the morale of the front line employee and will help the company to concentrate on that positive side to serve the customer better.

According to [START_REF] Brown | A meta-analysis of relationships linking employee satisfaction to customer responses[END_REF], employee-customer connections are strongly and positively correlated with job satisfaction. [START_REF] Pugh | Service With a Smile: Emotional Contagion in the Service Encounter[END_REF] and [START_REF] Tsai | Determinants and Consequences of Emotions, Employee Displayed Positive[END_REF] reported that satisfied employees can also affect customer's satisfaction. Employee responses to his/ her work environment create the same responses from the customers. They also advised studying the conditions necessary to create this employee-customer positive effect and the vice versa effect of the customer on employees. [START_REF] Brown | A meta-analysis of relationships linking employee satisfaction to customer responses[END_REF] suggested that self-determination theory must be investigated with different types of control. They advised that as SDT is the theory that is focused on the motivation of individuals [START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF], it will be helpful to examine the motivational tools, which can guide employee' attitudes and work performance when used with different types of control. This research will try to provide a suitable definition to understand 'customer control' and try to come up with a suitable construct to measure 'customer control." Second, when it comes to the customer-employee relation, usually employees are ignored. This research will study the impact of customer control on employees' workplace attitudes, filling the gap in the literature by highlighting the importance of employees in a customer-employee dyadic relationship. This study will also contribute to the literature by explaining 'customer control' from an individual perspective instead of an organizational one. It will also explain the connection between customer control and its effect on the basic psychological needs and the role of organization and supervisor in this relationship.

Research Objectives

The previous work on employee workplace attitudes and relationships has left some important areas untouched, which must be answered and this study will try to uncover following employee issues from different angles.

1. The first objective is to investigate the barely touched 'customer control'. The organizations do not function in isolation. Aside from internal elements and interactions, numerous external factors can influence and be influenced by MCSs. [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] and [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF] proposed that the external environment would play a significant role in the implementation of controls. However, just one article [START_REF] Krafft | An empirical investigation of the antecedents of sales force control systems[END_REF] has looked into MCSs affected by the external environment. [START_REF] Panagopoulos | Does choice of sales control conceptualization matter? An empirical comparison of existing conceptualizations and directions for future research[END_REF], were the first to state that pressures outside of the firm can affect employees. They invented the term "external control". Research also suggests that external stakeholders from the macro environment (e.g., regulatory authorities) or the operating environment could have direct control over employees (e.g., customers, channel partners) [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF]. External controls, as defined, are not only outside of managerial control, but they are also mostly invisible to managers because they originate outside the company [START_REF] Panagopoulos | Does choice of sales control conceptualization matter? An empirical comparison of existing conceptualizations and directions for future research[END_REF]. Controls, on the other hand, are defined as "attempts by management or other stakeholders within the organization to influence the behaviour and activities of marketing personnel to achieve desired outcomes" (Jaworski, 1988, p. 24). Customer control is the emerging concept in management control literature and this research is trying to expand its understanding for both management and HR literatures.

2. The study will help to provide a suitable definition to understand 'customer control' and try to explain it in much more detail. Additional research is needed to see if external controls such as customer control can be included in this larger framework of management control systems. If this is the case, the definition of controls will need to be enlarged to encompass external influences. External factors that influence the firm are diverse, complicated, and unpredictable, which might lead to market volatility beliefs (i.e., loss of internal control, uncertainty, and instability). Without a doubt, companies that successfully manage market instability have and will continue to have a significant competitive edge over those that do not [START_REF] Jones | The Changing Environment of Selling and Sales Management[END_REF]. To put it another way, while managers cannot create the external environment, to develop customer control efficiently, they must first grasp the dynamics of the external environment. Researchers will need to construct measurements to capture the nature of the important external elements that influence employees' workplace attitudes and performance once they have a more detailed understanding of them. This study will also provide the construct to measure the customer control that will help to study the customer influence on employee workplace attitudes.

3.

When it comes to the customer-employee relation, usually employees are ignored.

Customers always dominate this dyadic relationship. This research will study the impact of customer control on employee workplace attitudes from HR and control's perspective, filling the gap in the literature by highlighting the importance of employees in a customer-employee dyadic relationship.

4. This study will also contribute to the literature by explaining 'customer control' from an individual's perspective instead of organizational. In past studies, the employee-customer relationship is mostly studied concerning organizational success. This study is focused from the employee's side and will study the customer's dominance effect on employee. According to Mullins et al. (2014), customer-oriented personnel, misjudge the quality of their customer connections. This miscalculation could result in lower profits. Managers who utilized behavioural controls improved the interaction between an employee's customer engagement and his or her judgments of customer relationship quality. Accuracy has improved because of applying these controls (Mullins et al. 2014). Based on the above findings it can be presumed that employees' views of their customers' interactions can influence their actions and attitudes and must be studied in detail.

5.

In previous studies, there are discussions about the importance of organizational and supervisory support. Many past scholars highlighted its positive impact on employees and that it leads to positive employee behaviours and attitudes. [START_REF] Jain | Perceived organizational support as a moderator in the relationship between organisational stressors and organizational citizenship behaviors[END_REF] investigated the effects of organizational stressors on organizational citizenship behaviour (OCB) and the moderating effect of perceived organizational support (POS) in this connection. Their research findings revealed that POS moderates the association between organizational stressors and OCB and showed a strong negative relationship between organizational stressors and OCB as well as a significant positive relationship between POS and OCB. Therefore, studying its moderating role in the relationship between customer control and employee basic psychological needs will also be beneficial in understanding how POS can affect the relation between customer control and the SDT needs.

6.

Many motivational theories are introduced in the past few decades and selfdetermination theory by [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF] is also among them. Self-determination theory discusses the three important psychological needs (autonomy, competence and relatedness).

The self-determination theory states that the primary method for motivating people to work is whether or not the external situation factors satisfy the three psychological needs of autonomy, competence, and relatedness. When these needs are met, people's autonomous motivation will be increased and the internalization of controlling motivation will be encouraged, increasing their understanding of the significance of work. [START_REF] Dong | Where there's a will, there's a way: Intrinsic motivational orientation, idea quality, and idea implementation[END_REF][START_REF] Luo | The influence of idiosyncratic deals on employee proactive career behavior and creativity[END_REF][START_REF] Zhang | An effective path for promoting work motivation: The self-determination theory perspective[END_REF][START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF][START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF][START_REF] Guo | Effects of customer empowering behaviors on employees' career growth: Perspective of self-determination theory[END_REF].

Studies, based on this motivational theory claim that fulfilling these needs promote positive workplace attitudes among organizational employees. [START_REF] Brown | A meta-analysis of relationships linking employee satisfaction to customer responses[END_REF], proposed that self-determination theory (SDT) must be studied with different forms of control. How and when customer control affects employee attitudes is still an open subject. Therefore, selfdetermination theory's mediating role between customer control and employee workplace attitudes have been studied in this research. Employee workplace attitudes are influenced by motivation whether it is internal or external and this motivational theory is focused on both internal and external motivational needs of the people.

Research Questions

This study will contribute to the literature by answering the following questions raised from the above dilemma,

The main question the study wants to answer is:

Is customer the new boss/ manager?

The sub questions raised by the above dilemma are 1. What is customer control? 2. Does customer control influence employee workplace attitudes?

3.

Can the relation between the customer control and basic psychological needs be improved by perceived organizational and supervisory support? 4. Is there any impact of SDT as a motivational control enabling theory on employee's workplace attitudes?

Thesis Outline

An outline of this dissertation is given in this section. This dissertation is composed of five chapters and each chapter is briefly outlined as follows:

The first chapter discusses the customer empowerment and technological evolution over the years. It will also cover the role of customer from different managerial perspectives such as marketing, finance/ accounting, HR and TQM. In the end Hofstede's cultural dimensions with respect to Pakistani and French cultures is explained. The comparison between these two countries cultures is also discussed.

In chapter 2, the concept of control is explored. Then reactions of employees to control are explained. Employee workplace attitudes included in this study such as employee affective commitment, job involvement and alienation are first discussed separately and then with customer control. Customer control as a predictor and employee's workplace attitudes as an outcome and their relations are also discussed. Based on the findings of previous work done in the control domain, customer control is defined along with its two dimensions (behavioural and output).

In chapter 3, customer control and employees' basic psychological needs effected by moderating role of organizational and supervisory support and then the mediating role of basic psychological needs between customer control and employee workplace attitudes is studied.

Purpose of choosing self-determination theory of basic psychological needs is also given.

Chapter 4 has covered the methodological part of this study. In this chapter, the approach used to collect data is explained. A quantitative cross-sectional data collection technique is used for both study-I and study-II. A brief introduction to the economy of the targeted countries and sector is given. The purpose of selecting these two different population samples to study the effect of customer control from eastern and western perspectives is also provided. Pakistani banking sector employees are chosen for study-I and all sector employees for study-II, so a brief overview is given about the industry-wise GDP in both countries. This chapter also covers the scales used to measure each variable.

Chapter 5 presents the results of statistical analyses conducted to test the postulated models (for both Pakistani and French samples). Data screening, exploratory and confirmatory factor analysis, convergent and discriminant reliability and validity, and demographic parameters are all discussed. Correlation and regression tests were applied along with Haye's process macros models to test moderation and mediation between the variables.

Chapter 6 tested the impact of demographical variables on employee workplace attitudes through customer control in both study I and II. These are the supplementary analysis.

Study I has less variables than study II. In study II, bank vs other sectors impact is also studied.

The purpose was to study the influence of banks on employees' workplace attitudes through customer control in France. Selection of banks was done to compare it with the results of study-I data. Influence of country is also studied. It will help to understand the impact of culture.

Chapter 7 concludes the complete empirical work and discusses the research findings. This chapter, first, covers the general conclusions gained in light of existing research. It also includes a summary of the hypothesized relationships used in this study and their results. Also, discusses the findings of past studies in similar domains. Finally, it will discuss how this study contributes to the ongoing debate about customer control and employees' workplace attitudes and how it can work out in favour of all parties involved. The study will end with providing an insight into the theoretical and practical contributions, significance derived from the study's findings, research limitations and future research directions.

Chapter 1 The Customer in the Management Literature

According to [START_REF] Simons | Choosing the Right Customer[END_REF], customers are said to be at the centre of every company's strategy. However, in management philosophy, the term "customer" is one of the most changeable. Customer, as a working definition, is the individual or organization who buy products and services and generate profit for the business. Consumers, wholesalers, retailers, buying agencies, and other participants in a business's value chain fall within this category.

Hoagland-Smith (2022), defined customer "Individuals engaged in transactions for mutual benefit or gain."

With fiercer business competition and a strong globalization trend, the customer's role has evolved from that of a simple consumer to that of a multi-faceted consumer such as co-operator, co-producer, co-creator, and co-developer of knowledge and expertise, implying a much more important position for the customer than ever before. As an outcome, there has been significant growth in interest in 'customer-centric' planning and support, as well as successful customer services [START_REF] Wang | An integrated framework for customer value and customer-relationship-management performance: a customer-based perspective from China[END_REF]. This chapter is composed of four main parts. The first section discusses the role of customer in management from various literatures such as marketing, accounting/ finance, total quality management and human resource. The next part is focused on the evolution of technology and customer followed by customer empowerment and the last part discusses the influence of culture based on the Hofstede's cultural dimensions.

Customer in the Management

Customers and customer activities were the primary emphasis of marketers before the 1990s [START_REF] Pansari | Customer engagement: the construct, antecedents, and consequences[END_REF]. According to the traditional perspective, customers are external to enterprises and passive beneficiaries of all value creation activities [START_REF] Deshpande | A comparative review of innovation diffusion books[END_REF][START_REF] Bijmolt | Analytics for Customer Engagement[END_REF]. Yet, in recent years, a new mind-set has arisen, that customers are the primary source of value creation, competitive strategy, and participation in the business's creative process. According to [START_REF] Bijmolt | Analytics for Customer Engagement[END_REF], customer engagement is at the heart of this viewpoint, as it tries to bring together a variety of non-transactional ways in which customers' behaviour can impact enterprises [START_REF] Jaakkola | The role of customer engagement behavior in value cocreation: a service system perspective[END_REF]. This new mind-set about customer has evolved the customer management.

According to academics, customer engagement is the extent of customer's participation with business employees and knowledge sharing [START_REF] Majchrzak | Enabling Customer-Centricity Using Wikis and the Wiki Way[END_REF][START_REF] Vivek | Customer engagement: Exploring customer relationships beyond purchase[END_REF]. Experts view customer engagement from an organizational standpoint and identify it as activities that promote ongoing encounters while strengthening a customer's physical, psychological, and emotional interest in a particular brand [START_REF] Vivek | Customer engagement: Exploring customer relationships beyond purchase[END_REF]. The idea of customer engagement (CE) was recognized as a source of explaining organizational-citizenship and commitment behaviour and forecasting monetary performance of enterprises in the present field of organizational behaviour (OB) [START_REF] Saks | Antecedents and consequences of employee engagement[END_REF][START_REF] Bowden | The process of customer engagement: A conceptual framework[END_REF]. Organizational behaviour (OB) research defines "engagement" as a behavioural effort that promotes ties to both work and many others [START_REF] Kahn | Psychological conditions of personal engagement and disengagement at work[END_REF].

Ample managerial and organizational research focused on the competitive advantage.

However, the sources of competitive advantage are frequently marginal, changeable, and easily imitated [START_REF] D'aveni | The age of temporary advantage[END_REF]. [START_REF] Holbrook | The experiential aspects of consumptionconsumer fantasies, feelings, and fun[END_REF] first coined the phrase "customer experience." The customer experience (CExp) has been highlighted as a compelling antecedent in the quest to understand rising sources of competitive advantage. Scholars are increasingly arguing that a firm's distinctive advantage is generated through CExp [START_REF] Pine | Welcome to the experience economy[END_REF][START_REF] Verhoef | Customer experience creation: determinants, dynamics, and management strategies[END_REF]. Over the past three decades, the customer experience has evolved from a fledgling notion to a widely acknowledged reality in terms of both study and practice [START_REF] Kranzbühler | The Multilevel Nature of Customer Experience Research: An Integrative Review and Research Agenda[END_REF].

Researchers from two perspectives have generally examined CExp: organizational and consumer. CExps are dyadic phenomena since they are realized through firm-customer exchanges. It is also theoretically important to distinguish between the organizational and consumer perspectives of CExp because it cannot be assumed that customers will experience CExp in the same way that the corporation intends. Therefore, a CExp that a consumer finds acceptable may not have a significant impact on corporate outcomes [START_REF] Kranzbühler | The Multilevel Nature of Customer Experience Research: An Integrative Review and Research Agenda[END_REF].

The formation of CExps, which are mostly static, is the subject of research from an organizational standpoint. Various researchers are trying to figure out how to design and operate customer interactions and their underlying factors in a way that meets organizational goals (e.g., [START_REF] Patricio | Designing multi-interface service experiences the service experience blueprint[END_REF]. Others look at how a store's physical surroundings, as well as its staff' actions, influence customer experiences (e.g., [START_REF] Bitner | Evaluating service encountersthe effects of physical surroundings and employee responses[END_REF].

Consumer research, on the other hand, focuses on the consumers' perceptions of such experiences. Studies on rigid CExp are primarily concerned with factors beyond a company's control and how they influence CExp; which include environmental factors (e.g., other customers) (e.g., [START_REF] Hui | Perceived Control and the Effects of Crowding and Consumer Choice on the Service Experience[END_REF] and the individual (e.g., consumer aims and motivational factors) (e.g., [START_REF] Van Kenhove | The impact of task definition on store-attribute saliences and store choice[END_REF].

The need to study customers from all perspectives is necessary to understand how customer satisfaction excellence can be achieved. Customer satisfaction is not possible independently; it is the job of all the departments of an organization. It is a teamwork [START_REF] Schneider | HRM -A Service Perspective: Towards a Customer-focused HRM[END_REF]. That is why the following paragraphs discussed the customer from marketing, accounting/ finance, total quality management and human resource perspectives.

Customer from a Marketing Perspective

Society is facing extensive changes due to the introduction of advanced technologies.

Internet-based technologies have given so much power to consumers [START_REF] Simmons | Marketing to postmodern consumers: Introducing the internet chameleon[END_REF].

International consumers have now access to diverse markets due to the Internet [START_REF] Pires | The internet, consumer empowerment and marketing strategies[END_REF]. The Internet has played a critical role in the advertising and marketing strategies of businesses. Businesses need its help to capture the attention of customers [START_REF] Chan | Consumer control, dependency and satisfaction with online service[END_REF]. Online marketing has given so much freedom to customers [START_REF] Ba | An Exploratory Study of the Impact of e-Service Process on Online Customer Satisfaction[END_REF] thanks to the internet; the customer is now well aware of brands and services (Aquilani, Serpico, Silvestri, & Ruggi, 2015). The digital age has forced businesses to focus more on social media for their product advertising and to reach customers. From 2014 to 2016, the focus of marketers was on the areas that can help them to recognize how to engage consumers in their products through social media. In the buyer-seller relationship, consumers also do not want to be passive partners anymore [START_REF] Acar | Customer empowerment in the digital age[END_REF]. This process has forced companies not only to engage their consumers but also to empower them. Empowered customers have more attachment to the brands. They feel like part of an organization, as they were involved in product creation and own the product [START_REF] Acar | Customer empowerment in the digital age[END_REF]. Firms that involve customers in product creation get more approval and are more in demand [START_REF] Schreier | The innovation effect of user design: Exploring consumers' innovation perceptions of firms selling products designed by users[END_REF]. Customers' trust in old and traditional marketing techniques is declining; they prefer the opinion of other consumers even if it is through social media [START_REF] Mccaskill | Global trust in advertising[END_REF]. Japanese retailer Muji's user-created products are more in demand than the ones made by designers [START_REF] Nishikawa | User-generated versus designer-generated products: A performance assessment at Muji[END_REF]. Many researchers have found out that consumer-generated products will be preferred over some unknown designer created products [START_REF] Lawrence | When companies don't make the ad: A multimethod inquiry into the differential effectiveness of consumer-generated advertising[END_REF].

According to [START_REF] Joosten | Is more customer control of services always better[END_REF], the customer is not only a topic of interest for service marketers but is also of extreme interest for academic scholars. Control concerning the customer in marketing literature is mostly broken down into two concepts:

• Customer empowerment: Consumer empowerment is the process by which customers are given authority over factors that are typically decided by marketers [START_REF] Wathieu | Consumer Control and Empowerment: A Primer[END_REF].

• Co-producer/ service co-production: Co-production is the practice of involving customers in the work of an organization (Cynthia A. [START_REF] Lengnick-Hall | From recipient to contributor: examining customer roles and experienced outcomes[END_REF].

By empowering customers, businesses are giving more control to customers and an increase in control is perceived as a gain for a customer [START_REF] Fliess | Mirror , mirror on the wallhow customers perceive their contribution to service provision[END_REF][START_REF] Dong | The effects of customer participation in co-created service recovery[END_REF]. The customer enjoys this perceived control and as a result, this satisfaction gives an edge in marketing to businesses (e.g., [START_REF] Lusch | Competing through service : Insights from service-dominant logic[END_REF][START_REF] Prahalad | Co-creation experiences: The next practice in value creation[END_REF]. Traditional ways of new product creation have been challenged by so many scholars [START_REF] Pitt | The Penguin's Window : Corporate Brands From an Open-Source Perspective[END_REF][START_REF] Hippel | Shifting Innovation to Users via Toolkits Shifting Innovation to Users via Toolkits[END_REF] and the success stories of involving the customer in product creation have forced so many companies to adopt this new strategy [START_REF] Hippel | Democratizing innovation[END_REF]. By engaging customers, firms are giving them an important role; customers become co-marketers and ambassadors of the firm and spent their resources willingly to promote the firm's products and services which as a result benefits the firms in form of high profits and low cost [START_REF] Harmeling | Toward a theory of customer engagement marketing[END_REF]. This willingly or unwillingly transfer of control to customers is changing how businesses were happening in the past and it can be both beneficial and harmful for business [START_REF] Malthouse | Managing Customer Relationships in the Social Media Era: Introducing the Social CRM House[END_REF]. However, this new strategy is only possible due to the technological integration. Technology has not only changed the business models; it has also altered the roles of customers. Based on findings of [START_REF] Bowen | The changing role of employees in service theory and practice: An interdisciplinary view[END_REF], [START_REF] Larivière | Service Encounter 2.0": An investigation into the roles of technology, employees and customers[END_REF], divided customers into four roles: enabler, innovator, coordinator, and differentiator. Customer as enabler plays an active role in the service process whether it involves technology or human interaction. For example, both an ATM and social media, if the customer does not participate actively, both will be useless [START_REF] Larivière | Service Encounter 2.0": An investigation into the roles of technology, employees and customers[END_REF]. In other words, the enabler is the name given to the cocreator role of the customer [START_REF] Prahalad | Co-creation experiences: The next practice in value creation[END_REF]. Customers by providing feedback and new ideas for products and services play their innovator role [START_REF] Hoyer | Consumer Cocreation in New Product Development[END_REF].

The customer is also bringing people together and the role is referred to as coordinator. The customer helps to engage different communities together by sharing information among these [START_REF] Bone | [END_REF]. Customer level of involvement makes the last role which is a differentiator; the most important. Especially, after the technological revolution, the better the customer control is over the service process the better will be the result; he/ she will be more satisfied at the end [START_REF] Moeller | Uncovering Collaborative Value Creation Patterns and Establishing Corresponding Customer Roles[END_REF].

While studying customer control from a marketing perspective, it is also important to understand the three stages of decisive moments in customer experience. According to [START_REF] Jain | Customer experiencea review and research agenda[END_REF], customer experiences three types of decisive moments when dealing with any firm or purchase decision. These three stages are pre-purchase, purchase and postpurchase experiences. In the pre-purchase stage, the customer acquires and collects information about the specific product/ service and firm. This is the stage before the actual purchase and customer actual interaction with the service provider. At present, social media plays, an important role in influencing customers' buying decisions. Peer review and word of mouth have a major impact on the selection decision. Then comes the second stage: the purchase, when the customer finally makes up his/her mind and has his/her first interaction with the service provider in real-time. This experience is important in making and breaking the business-customer relationship. If he/she has a good experience, the firm will gain a customer otherwise lose not only this particular customer but also there will be a chance of losing more potential buyers as this customer will share his/her experience with others through social media or word of mouth. The last stage: post-purchase, consists of all the services after the purchase of the product/service. These can be buy-back services, guarantee or warrantee response to complaints or feedback. Customer loyalty can be developed by concentrating on their wants and needs, which will improve sales performance and help business reach its intended goals [START_REF] Palmatier | Factors influencing the effectiveness of relationship marketing: A meta-analysis[END_REF].

Customer from an Accounting/ Finance Perspective

There is no doubt that business earns its bread and butter due to its customers and they are considered as one of the most important assets of the business [START_REF] Gupta | Customer Lifetime Value and Firm Valuation[END_REF].

Technological advancement has forced businesses to look for the factors which can give them a competitive advantage and fulfilling the needs of customers is one of these important factors [START_REF] Mantovani | Management Control Systems Focused on the Customer : Evidence from Brazil[END_REF]. [START_REF] Gupta | Customer Lifetime Value and Firm Valuation[END_REF], also shared a concept of customers' value from two sides. According to [START_REF] Gupta | Customer Lifetime Value and Firm Valuation[END_REF], the marketing side of business believes in the statement that "customer is the king" but the finance side believes that "cash is the king". Accounting literature focused on the customers is known as "customer-focused book keeping" [START_REF] Weir | Examining the theoretical influences of customer valuation metrics[END_REF]. "The terms management accounting, management accounting systems, management control systems and organizational control are sometimes used interchangeably" (Chenhall, 2003, p. 129). The customer-focused management control system, if adapted in its true sense can help businesses to convert unsatisfied customers into satisfied customers.

Strengthening the relationship with customers and removing the weaknesses in the process will help in cost reduction and customer retention [START_REF] Mantovani | Management Control Systems Focused on the Customer : Evidence from Brazil[END_REF]. The control function is about the measurement of performance that enables the business to take corrective actions and make all its stakeholders satisfied. Performance measurement helps management to follow the pre-set goals and doesn't deviate from them [START_REF] Kairu | Effects of balanced scorecard on performance of firms in the service sector[END_REF].

Managers use customer accounting and performance marketing indicators to gain a competitive advantage. Customer accounting is linked to the monetary side such as identification and evaluation of customers' economic conditions whereas marketing performance is more focused on retaining customers by making them more satisfied.

Accounting literature concerning customers is mostly silent but the literature that has focused on the customer and firm performance found evidence of a relationship between customer satisfaction and firm economic growth [START_REF] Mcmanus | Customer Accounting and Marketing Performance Measures in the Hotel Industry : Evidence from Australia Customer Accounting and Marketing Performance Measures in the Hotel Industry : Evidence from Australia[END_REF].

The customer use in accounting is more related to the strategic management accounting (SMA). According to [START_REF] Bhimani | Management and cost accounting[END_REF], SMA is "A form of management accounting in which emphasis is placed on information which relates to factors external to the firm, as well as non-financial information and internally generated information" (p. 757). SMA deals with areas outside financial domain of the firm. [START_REF] Malleret | Revisiting 30 years of SMA literature: What can we say, think and do?[END_REF], summarized SMA's past work with respect to customer, at time of making business decision, market and competitors must be considered. They also suggested that market and competitors have gain gradual importance in a strategic management accounting but "value for the customer" such as customer itself, its workplace attitudes and preferences are only superficially included in decision making. [START_REF] Simmonds | Strategic management accounting for pricing: a case example[END_REF], tried to bring attention to the importance of market and customer during firm's performance analysis but he only highlighted it from price and volume's perspectives.

Scholars believe that there is a shift in the measurement approach of firm performance, from focusing only on financial measures towards using a combination of both financial and nonfinancial performance measures. A balance scorecard (BSC) is the performance measurement approach that focuses on both financial and non-financial measures to evaluate a firm's performance [START_REF] Hoque | Linking balanced scorecard measures to size and market factors: impact on organizational performance[END_REF]. Robert Kaplan and David Norton were founders of the BSC concept. They provided logical causal relationships among the firm's strategies and stakeholders needs [START_REF] Ofurum | Balance scorecard and financial performance: evidence from nigerian consumer goods manufacturing companies[END_REF]. BSC deals with four important perspectives of the organization such as financial perspective, customer perspective, internal business process perspective and learning and growth perspective [START_REF] Hoque | Linking balanced scorecard measures to size and market factors: impact on organizational performance[END_REF]. This study considers that customer control from an accounting perspective consists of the last three perspectives of the BSC approach. Customer control is using customers' participation in business from the beginning to the end to meet the organization's main goals. BSC helps to realize the internal communication need of an organization by aligning all the stakeholder's (internal and external customers, employees, managers) interests with the strategies of the organization [START_REF] Kaplan | The balanced scorecard: comments on balanced scorecard commentaries[END_REF].

Customer from a Total Quality Management Perspective

According to [START_REF] Kenton | Customer[END_REF], a person or entity which do business such as buy a product or service of another individual or entity is known as a customer. Customers are important for every business because they are the main source of income. That is why businesses are in fierce competition to win over more customers. Mostly it is done by offering competitive advantage to customers over other business [START_REF] Kenton | Customer[END_REF]. Competitive advantage is not the guarantee to win over the customers, several bad experiences will make them leave forever [START_REF] Szyndlar | Customer Satisfaction: Why It's Still Important in[END_REF]. According to [START_REF] Szyndlar | Customer Satisfaction: Why It's Still Important in[END_REF], customer satisfaction is the most important for businesses in the 21 st century and it can only be understood by comparing how well the company matched customer's expectations. Here comes the role of TQM which ensures the customer satisfaction [START_REF] Sadik | Impact of Total Quality Management on Customer Satisfaction (E-Services)[END_REF]. Juran (1986) highlighted the importance of TQM by linking it to the technical and managerial areas of the company and identified three basic functions of TQM: planning, organizing and control [START_REF] Tari | Components of successful total quality management[END_REF]. TQM or total quality management is a continuous process to improve the quality of the organization processes. TQM deals with all the important aspects of an organization such as economic, decision models, business models, human aspects and technological aspects. The purpose is to ensure quality by focusing on all areas of an organization like cost reduction, teamwork, technological adaptation, leadership, employee and customer satisfaction [START_REF] Gunasekaran | Quality management in the 21st century enterprises: Research pathway towards Industry 4.0[END_REF]. In today's modern world, its role in business has taken a more important place as it is more customer-focused. This system helps organizations to provide flexible financial and non-financial services to customers by allowing efficient and effective work processes to their employees. The goal is the satisfaction of an end user and that is the customer in the most cases [START_REF] Sadik | Impact of Total Quality Management on Customer Satisfaction (E-Services)[END_REF]. TQM is a philosophical management "that encourages cost reduction, the creation of high-quality goods and services, customer satisfaction, employee empowerment, and the measurement of results" [START_REF] Gunasekaran | TQM is suppy chain management[END_REF]. TQM is a concept designed for consumers. It starts with them and ends on them. It focuses on consumer satisfaction by focusing on the whole business process. It enables them to control the quality of product/service from the design to the after-sales services. Today, TQM makes sure that businesses achieve a competitive advantage by making its customers and employees more satisfied by ensuring quality and outstanding standards at each stage [START_REF] Mehra | TQM as a management strategy for the next millennia[END_REF]. TQM is considered a customer-oriented concept because it starts with identifying customer product/service needs, trying to fulfil them by researching and training employees to deliver the best services and ending on meeting or exceeding customer needs. Customer satisfaction will not only help the goodwill but also improve the financial condition of the firm. TQM is a process that involves all stakeholders in the process and enables a quality process by controlling the whole process.

TQM is continuous quality control [START_REF] Topalović | The Implementation of Total Quality Management in Order to Improve Production Performance and Enhancing the Level of Customer Satisfaction[END_REF].

According to [START_REF] Mehra | TQM as a management strategy for the next millennia[END_REF], past studies on TQM highlights 45 aspects of successful implementation of TQM in an organization, these can be divided into five groups for better understanding. These five factors are as (1) Human resources focus (2) Management structure (3) Quality tools (4) Supplier support (5) Customer orientation. TQM is a consumerfocused process so the system is always designed by keeping in view the present and future needs of the customers. The five groups and 45 elements of successful implementation of the TQM system from HR to the customer should be kept in mind all the time for better results.

Research in the right direction and identifying the correct needs of customers should be the utmost priority of the organization. Otherwise, the business will face loss, even after all the efforts and the TQM system will be a big failure. [START_REF] Fotopoulos | The structural relationships between TQM factors and organizational performance[END_REF] also highlighted customers as the focus of the TQM system. Customer satisfaction is the priority and all stakeholders are controlled to gain it.

Through the implementation of TQM in its full strength, organizations can achieve their ultimate goal of earning profit by making their customer satisfied. For example, today by implementing e-services organizations can access their customers and get all the information needed easily. Uber is one of the best examples of e-service and TQM. Uber makes sure that its customer satisfaction must be the priority and it gives the customer an option to give immediate feedback. This feedback not only provides information about customer satisfaction but also helps to control the service process and employees [START_REF] Sadik | Impact of Total Quality Management on Customer Satisfaction (E-Services)[END_REF]. TQM tries to provide the best customer service in both the production and service industry by enabling more crossfunction interaction among departments and teams. It starts with the planning phase and ends in control. It also compares results with goals and takes corrective measures where required [START_REF] Gunasekaran | TQM is suppy chain management[END_REF].

Customer-focused TQM is based on customer feedback, loyalty and satisfaction.

Customer feedback helps to improve the service delivery process [START_REF] Mehra | TQM as a management strategy for the next millennia[END_REF]. By the introduction of TQM, organizational functions, processes and procedures can be improved; it can improve the supply chain management by enhancing the information technology, ERP and customer relationship management (CRM) programs. Firms want to provide fast, precise and flexible services to their customers by having effective business practices and real-time feedback. Programs like CRM enable firms to have up to date knowledge about customers and their needs and that is why it is considered an important tool of TQM in catering to customer complaints and demands. Employees know that they are working as a team to attain a final goal and that goal is customer satisfaction. ERP is also an example of the use of technology in an organization; it is the system, which integrates all the departments and tries to make excellent customer service. SAP and Oracle are also examples of TQM software that are used in a large number of organizations [START_REF] Madu | E-quality in an integrated enterprise[END_REF].

Many scholars argue that the main difference between marketing and TQM is how they see customer satisfaction [START_REF] Topalović | The Implementation of Total Quality Management in Order to Improve Production Performance and Enhancing the Level of Customer Satisfaction[END_REF]. In marketing, customer satisfaction is measured by the difference between the perceived and expected value of a particular product/service. So, the focus is on the performance of the product/service rather than the other variables [START_REF] Oliver | A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions[END_REF].

Whereas, the purpose of TQM literature is to study how customer satisfaction can be achieved? It starts by identifying the products/services required by customers and then meeting the expectations of the customers. TQM focuses on customer satisfaction maximization, by providing continuous quality services and retention of customers [START_REF] Topalović | The Implementation of Total Quality Management in Order to Improve Production Performance and Enhancing the Level of Customer Satisfaction[END_REF]. According to [START_REF] Fotopoulos | The structural relationships between TQM factors and organizational performance[END_REF], TQM's focus on customer satisfaction, employee satisfaction, internal and external environmental aspects of the organization and continuous improvement process is what makes it different from other quality assurance systems.

Customer from a Human Resource Perspective

If customers are an integral part of the business then employees are the backbone of it, especially in the service industry. Technological updates have not only brought changes in customers' lives, but it has also changed the working style of employees. The change may be both positive and negative. For some it may be positive as some people work better under pressure and for others; they may feel burdened and get physical and mental stress; causing illness. However, working under stress for a longer period is not recommended, it can backfire as it may exhaust those who are constantly working under pressure [START_REF] Kohn | Do We Perform Better Under Pressure? Psychology Today[END_REF].

HRM is related to employees and better services to customers are based on the performance of these employees. Therefore, it may be assumed that the relationship between customer-driven employees will be studied a lot in HR literature but the reality is the opposite [START_REF] Schneider | HRM -A Service Perspective: Towards a Customer-focused HRM[END_REF]. [START_REF] Friedlander | Components of Effectiveness in Small Organizations[END_REF] conducted one of the few studies in which they empirically searched the correlation between customer and employee satisfaction, another such kind of study was later on conducted by Parkington and Schneider (1979) on bank employees.

In which they studied the effects of role ambiguity on the performance of customer dealing bank employees [START_REF] Schneider | HRM -A Service Perspective: Towards a Customer-focused HRM[END_REF]. Prior research is mostly done on topics linked to customer abusive behaviour on employee satisfaction [START_REF] Kim | How CSR impact meaning of work and dysfunctional customer behavior[END_REF][START_REF] Akkawanitcha | Frontline employees' cognitive appraisals and well-being in the face of customer aggression in an Eastern, collectivist culture[END_REF]; emotional labor effects on employees [START_REF] Grandey | Emotional labor threatens decent work: A proposal to eradicate emotional display rules[END_REF]; employee satisfaction and turnover intentions [START_REF] Ahmad | The relationship among job characteristics organizational commitment and employee turnover intentions: A reciprocation perspective[END_REF][START_REF] Luz | Organizational commitment, job satisfaction and their possible influences on intent to turnover[END_REF]. However, studies on customers influencing employee attitudes are very limited [START_REF] Bamfo | Abusive customer behaviour and frontline employee turnover intentions in the banking industry: The mediating role of employee satisfaction[END_REF]. Accounting literature in the recent era is now more focused on customer satisfaction, as it believes that it helps business to have a strong economic impact in form of cost saving.

TQM Customer satisfaction

TQM is a continuous quality control of business process. Its priority is customer satisfaction, by involving all stakeholders; the business wants to achieve customer retention.

HRM

Goal setting

Training Feedback Performance measurement Rewards HRM literature is thought to be always connected to the employee wellbeing but the case is different. It also focuses on the customer satisfaction and for that, it focuses on the employees' training and other benefits so they can meet the expectations of the customers.

The above literature summarizes that customer satisfaction is the focus of all departments of an organization and why won't it be, as it is the important medium to achieve the business ultimate goal and that is profit maximization. A satisfied customer is expected to be more loyal to the business and business may gain more potential customers. That is why today's customer is more of an employee than a customer. It contributes a lot to the business by offering his/her services without asking for any benefit in return. Customer control is used to utilize customers to not only control employees by their feedback but also understand the requirements of the market on a real-time basis and that is without spending much on research teams. Customer control helps to reduce costs and increase profits by influencing all the stakeholders. In past control studies, only internal environmental factors were considered but customer control is an external environmental factor that has a major impact on the business strategy and other policies.

Technology and Customer Evolution

For centuries, technology has supported human advancement in many fields; business is amongst the most acknowledged. We are so used to it that sometimes it's easy to overlook how much further technology has progressed in changing human lives and its significance in business world [START_REF] Bragg | A look at the evolution of business technology through the decades[END_REF]. The digital age is defined by an extraordinary variation in the corporate environment, as well as an efficient connection across value chain participants.

Innovation and value-creating opportunities are mostly driven by digitalization [START_REF] Lee | Living innovation: from value creation to the greater good[END_REF].

Digital revolutions have transformed people and business activities all across the world.

In the early 2000s, database management systems like enterprise resource planning (ERP), supply chain management (SCM), and customer relationship management (CRM) benefited from the development of the internet and mobile technologies. By 2007, with the emergence of social media through Facebook and cell phones, the globe had seen a major transformation in technology, integrating it strongly into people's lives [START_REF] Alokla | Customer Relationship Management : A Review and Classification[END_REF]. The history of technology in business is rich. Beginning with the introduction to the telegraph, which was invented in the mid-nineteenth century, was the catalyst for the technological revolution in the United States. The telegraph, invented by Samuel Morse and others, allowed for long-distance communication by delivering electric signals along a wire constructed between stations. In 1844, Morse sent the first telegram from Washington, D.C. to Baltimore. The telegraph had a massive impact on the world of commerce. Business now had a way to communicate with people from hundreds or thousands of miles away, which was relatively unimaginable. In America, telegraphs were most commonly used to connect railway lines. The railroad industry was streamlined as a result of the ground-breaking technology that allowed trains to broadcast their departure and arrival times [START_REF] Bragg | A look at the evolution of business technology through the decades[END_REF].

It was followed by the telephones, which made communication simple and inexpensive for enterprises. Before the telephone's development, businesses used to physically pass information to each other. Telephonic communication made it more efficient for business [START_REF] Bragg | A look at the evolution of business technology through the decades[END_REF]. However, it was no longer friendly when customer service moved from the counter to the phone. Most businesses' perceptions of service as responsive instead of aggressive had been firmly embedded. Customer service interactions over the phone are generally just that: basic. Companies don't go out hunting for clients to assist; instead, they expect the telephone to ring [START_REF] Horky | The History of Customer Service in 500 Words[END_REF].

According to [START_REF] Bragg | A look at the evolution of business technology through the decades[END_REF], the computer is now the workplace, and for many people, it is the power transformer of their working lives. When this technology was combined with the internet, it ushered in communication. Martin Cooper, a Motorola employee, made the first mobile phone call on April 3, 1973. This invention was the first step towards workplace flexibility. Companies could connect with employees anywhere anytime due to mobile phones.

As a result, communication was simplified, and business efficiency and production increased.

Just like cell phone, the laptop, meant that things could be quickly and easily accomplished.

Smartphones, as a combination of laptops and cell phones, has brought another change in business and customers' lives. Now, things are at the fingertips of both customers and businesses. All they need is one smartphone, whether it is for face-to-face communication with co-workers or other businesses across the globe, buying shares, organizing billing and financial affairs, communicating with customers on social media, or file transfer and interacting with peers. Businesses can use social media to engage with customers and sell their products.

According to studies, the deeper the brand-consumer relationship gets as the frequency and level of interaction on social media increases. As a result, sales, customer satisfaction, and product reputation are all more affected [START_REF] Bragg | A look at the evolution of business technology through the decades[END_REF]. Customers started demanding that firms be accessible and approachable on these platforms, email and social networking sites revolutionized, but far too many brands still reluctantly communicate with customers through social media unless it is necessary [START_REF] Horky | The History of Customer Service in 500 Words[END_REF].

Digital technologies have substantially boosted firms' dynamic capacities, allowing them to connect business strategy to changes in the external environment with greater agility, mobility, and adaptability, particularly in responding to fast-changing customer wants and preferences. Customers today demand more than simply the conventional ideals of fair pricing, high quality, quick service, and personalization. They desire new experiences, engagement in co-creation of mutual interests, and aesthetic characteristics such as elegance and safety, fluidity, excitement, and appreciation, and they want to be at the core of creating and capturing value [START_REF] Merlino | Health care's service fanatics[END_REF][START_REF] Vargo | Institutions and axioms: an extension and update of service-dominant logic[END_REF][START_REF] Bollard | The next-generation operating model for the digital world[END_REF][START_REF] Bordoloi | Service Management: Operations, Strategy, Information Technology[END_REF][START_REF] Lee | Effects of key value co-creation elements in the healthcare system: focusing on technology applications[END_REF].

A successful firm is built on the feedback from its customers. [START_REF] Haije | Top 30 Best Customer Feedback Tools in[END_REF].

Customer Empowerment

Marketing is being dramatically transformed by the internet and improvements in digital technologies. Conventional methods of communication are being turned down, forcing brands to communicate with individual customers swiftly, freely, and consistently. Customer involvement is more vital than ever before in the digital age. A large number of brands are now using social networking sites to interact with customers by generating engaging material for them to interact with and/or starting a conversation with customers (e.g., replying to a customer comment or grievance) [START_REF] Acar | Customer empowerment in the digital age[END_REF].

Customers now have access to a variety of information about various products and services. They are no longer merely spectators [START_REF] Cova | Les figures du nouveau consommateur : Une genèse de la gouvernementalité du consommateur[END_REF] and no longer accept the role of passive receivers of targeted advertisements since they have access to a lot of information and options [START_REF] Acar | Customer empowerment in the digital age[END_REF]. They can, for example, voice their comments about a company's products/services through social media, internet sites, and mobile apps.

They can also communicate with businesses directly by sharing their thoughts or by participating in the development of products or services [START_REF] Berraies | Customer empowerment and firms' performance: The mediating effects of innovation and customer satisfaction[END_REF]. The internet's rapid growth has significantly altered the structure of the businesscustomer relationship. Customers today have more control over brands, and they may affect other customers and exert pressure on businesses [START_REF] Sawhney | Collaborating to Create: The Internet as a Platform For Customer Engagement In Product Innovation[END_REF]. Companies can respond to this scenario by implementing a customer empowerment (CE) strategy, which can boost a brand's reputation while also acting as a source of creativity [START_REF] Hippel | Shifting Innovation to Users via Toolkits Shifting Innovation to Users via Toolkits[END_REF] and performance [START_REF] Vargo | Evolving to a New Dominant Logic for Marketing[END_REF]. This approach is part of a broader approach that reshapes dominance in the company-customer relationship, valuing the talents and knowledge of customers [START_REF] Bonnemaizon | Le Knowledge Marketing, une Voie Applicative du Customer Empowerment[END_REF]. Furthermore, consumer participation in the valuegenerating process is likely to increase his/her pleasure [START_REF] Ramani | Interaction Orientation and Firm Performance[END_REF]. The corporation can create a favourable emotional sense among customers by allowing them to play a crucial role in the selection of goods and services [START_REF] Wathieu | Consumer Control and Empowerment: A Primer[END_REF].

The market was a manufacturing or sales notion in previous decades, so nobody listened to the customer. The customer was delighted as long as business was approaching them.

However, as the era progressed, more information began to circulate and transfer among individuals. Consumers understood which brands were good and which were terrible before they even got to the store. They learned about it from their pals, the television, or the internet.

Companies eventually began to listen to customers to provide a better customer experience. As a result, the narrative of customer empowerment began. Now, the majority of customers have an idea about how a product or company should operate [START_REF] Bhasin | Customer empowerment and the rising power of consumers[END_REF]. This empowerment is identical to independence and liberty for customers [START_REF] Berraies | Customer empowerment and firms' performance: The mediating effects of innovation and customer satisfaction[END_REF].

In customer empowerment internet and especially eWOM (electronic word of mouth) is playing a vital role. The internet has revolutionized how people receive information [START_REF] Li | China in the eyes of western travellers as represented in travel blogs[END_REF][START_REF] Verma | Past, present, and future of electronic word of mouth (EWOM)[END_REF]. Customers use a variety of digital platforms to investigate goods and services, and the information they get through these channels has an impact on their purchasing decisions [START_REF] Chetioui | Facebook advertising, eWOM and consumer purchase intention: Evidence from a collectivistic emerging market[END_REF][START_REF] Gupta | An empirical study of consumer switching from traditional to electronic channels: A purchase-decision process perspective[END_REF]. Electronic word of mouth (eWOM) is widely used on internet sites like review websites and blogs, social media sites, microblogging sites, and discussion groups/forums [START_REF] Cheung | The impact of electronic word-of-mouth communication: A literature analysis and integrative model[END_REF][START_REF] Litvin | Electronic word of mouth in hospitality and tourism management[END_REF]. Users express their suggestions and insights on different digital platforms in the form of online reviews, comments, textual and visual posts, and they also use these channels to get guidance on the usage of products and services [START_REF] Tabassum | Can narrative advertisement and eWOM influence generation Z purchase intentions?[END_REF][START_REF] Hennig-Thurau | Electronic word-ofmouth via consumer opinion platforms: What motivates consumers to articulate themselves on the Internet[END_REF]. As a result, eWOM interaction has proven to be useful in allowing the customer to assess goods and services [START_REF] Cheung | The impact of electronic word-ofmouth: The adoption of online opinions in online customer communities[END_REF][START_REF] Goldsmith | Measuring motivations for online opinion seeking[END_REF][START_REF] Shih | Informational and relational influences on electronic word of mouth: An empirical study of an online consumer discussion forum[END_REF][START_REF] Tobon | The influence of opinion leaders' eWOM on online consumer decisions: A study on social influence[END_REF].

According to [START_REF] Bhasin | Customer empowerment and the rising power of consumers[END_REF], brands such as Samsung, Nike, and HUL spend a lot of money on consumer research to figure out what their customers want and what their next product should be. It was in past, when businesses would make a product and then show it to the customer. Customers nowadays can influence company decisions. Employee empowerment is another movement that is similar to customer empowerment. Most consumers want a speedy response, and if the individual in front of them lacks decision-making authority, the client will become disappointed. When this happens, empowering the employee leads to consumer empowerment so the business fulfilled the customer's request [START_REF] Bhasin | Customer empowerment and the rising power of consumers[END_REF].

Customer empowerment (CE) is always at the forefront of managers' thoughts.

Companies are increasingly striving to work with customers, believing that customers can play a crucial role as creative participants in today's world. In reaction to the rise of the internet and modern technologies, the idea of delegating authority to customers for routinely given to companies' practices arose. These technologies have aided in the comparison of products and services, the sharing of ideas on diverse brands, and company exchanges and partnerships [START_REF] Berraies | Customer empowerment and firms' performance: The mediating effects of innovation and customer satisfaction[END_REF]. This lead to the customer control. Changes in management approach resulted from the transfer of authority. Instead of taking a top-down strategy to market, in which management makes decisions and customers listen, today's marketers take a bottom-up strategy. Customers provide regular input, after which the installation is completed. This strength stems from the fact that consumers are so important to any organization. Meanwhile, there are channels available today that can swiftly and readily communicate customer displeasure with a business.

As a result, the demand for customer empowerment and participation is gradually increasing [START_REF] Bhasin | Customer empowerment and the rising power of consumers[END_REF].

Cultural Influence on Customer

Particularly in the last two decades, due to significant changes in the organization's socioeconomic conditions, like international competition, telecom, widely spread business operations, and diversity in the workplace, researchers focused on the impact of cultural values on various organizational structures and working behaviours. Theoretical progress in crosscultural psychology, on the other hand, has yet to benefit research. Comparative studies attempted to identify the cultural and non-cultural variables that influence management culture and design [START_REF] Sarwar | Ethical leadership, work engagement, employees' well-being, and performance: a cross-cultural comparison[END_REF].

A way of living is characterized as culture [START_REF] Arnould | River Magic: Extraordinary Experience and the Extended Service Encounter[END_REF]. Culture can be defined in a variety of ways; [START_REF] Hofstede | Culture's Consequences: Comparing Values, Behaviors, Institutions and Organizations across Nations[END_REF], defined it as "Culture is the collective programming of the mind that distinguishes the members of one group or category of people from others" (p. 5). It is always a group phenomenon, but distinct collectives can be linked to it. There is a range of people in each group. If individual qualities are considered to vary by a bell curve, cultural variation is the movement of the bell curve as one goes from one society to the next. The word culture is most usually applied to tribes or ethnic communities (in anthropology), nations (in political science, sociology, and management), and organizations (in sociology and management). Values, in the sense of general dispositions to prefer some states of affairs to others, are at the heart of societal cultures. Organizational cultures are based on (visual and mental) practices: how individuals perceive what is happening in their workplace [START_REF] Hofstede | Culture's Consequences: Comparing Values, Behaviors, Institutions and Organizations across Nations[END_REF].

According to [START_REF] Arnould | River Magic: Extraordinary Experience and the Extended Service Encounter[END_REF], although rarely do people comprehend their own culture, culture has a significant impact on individual (consumer) behaviour. Culture has adaptable, flexible, and structured drafts that can be understood to assist an individual in behaving in a way that is appropriate to the majority of the members. Myths, ideals, symbols, and rituals have all aided in the definition of culture, and their use may aid in deciding consumer behaviour.

As previously stated, culture has a tremendous impact on consumer behaviour. Since diverse cultures exist in different parts of the world, marketers must research the culture of the prospective customer before offering goods and services [START_REF] Schouten | Subcultures of Consumption: Ethnography of the New Bikers[END_REF].

Customs are outward manifestations of culturally sanctioned ways of acting in different instances. Countries, regions, and even families have different customs. People make understanding of the community, organizations, and social system through culture. Culture shapes how and what individuals communicate, how they exhibit appropriate and inappropriate behaviour, as well as what is acceptable and unacceptable [START_REF] Niosi | Culture Explained. Introduction to Consumer Behaviour[END_REF].

To study customer control influence on employee's workplace attitudes, two different samples are collected from two countries. The first sample is taken from Pakistan and the second sample is taken from France. The reason is mainly to understand how customer control works in different cultures. Both chosen countries belong to different geographical locations, with different religious and cultural practices. Hofstede's cultural dimensions with respect to Pakistan and France, is studied in the next section, which will help to understand the diversity of both countries' cultures.

Hofstede Cultural Dimensions

In the 2000s, Bulgarian academic Michael Minkov's research utilizing data from the World Values Survey [START_REF] Minkov | What makes us different and similar: A new interpretation of the World Values Survey and other cross-cultural data[END_REF] provided a new measurement of the fifth dimension, as well as the introduction of a sixth [START_REF] Hofstede | Cultures and Organizations: Software of the Mind (Rev. 3rd e)[END_REF]. The six dimensions identified are as follows:

1. Power Distance, which is concerned with various approaches to the fundamental problem of human inequity.

Uncertainty

Avoidance, which is linked to a society's level of stress in the face of an unclear future.

3. Individualism vs. Collectivism, in terms of individual integration into core groups.

4. Masculinity vs. Femininity, which is concerned with the distribution of emotional roles between men and women.

5. Long Term vs. Short Term Orientation, which refers to whether people should focus their efforts on the future or the present and past.

6. Indulgence vs. Restraint, which is concerned with the satisfaction vs. control of basic human desires associated with living a happy life.

A score on each dimension was used to place each country with all other countries. The dimensions are statistically different and can be found in any imaginable combination; however, some are more common than others are. This research is cross-cultural and studies the effects on both Pakistani and French employees. Therefore, understanding Hofstede cultural dimensions will be effective in interpreting and understanding the results in both countries.

Pakistani Cultural Dimensions Based on Hofstede 6-D Model

A decent overview of the basic determinants of Pakistani culture in comparison to other world cultures can be acquired if looked at it through the lens of the 6-D Model [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Power Distance:

This dimension focuses on the fact that not everyone in a society is equal.

It displays the culture's approach to inequalities within it. The level to which less powerful members of organizations within a country anticipate unequal power distribution is characterized as power distance. It is impossible to determine a preference for Pakistan in this dimension with an intermediate score of 55 [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Individualism vs. Collectivism:

The degree of reliance that society promotes among its individuals is the key issue covered by this dimension. It all comes down to whether people define their self-image in terms of 'I' or 'We'. Individualist civilizations expect people to look after only themselves and their immediate family. People in collectivist cultures are members of 'in groups' that look after them in return for loyalty. With a score of 14, Pakistan is classified as a collectivist society. This is demonstrated by a strong, long-term devotion to the member 'group,' whether it be a family, extended family, or extended relationships. In a collectivist culture, loyalty takes precedence over most other societal rules and regulations. Society promotes deep bonds among its members, with each individual taking responsibility for the other members of their group. Offence results in disgrace and loss of respect in a collectivistic culture, employer/employee interactions are seen morally (similar to a family bond), selection and promotion decisions consider the employee's in-group, and management is the management of groups [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Masculine vs. Femininity:

A high rating on this dimension (masculine) implies that contest, accomplishment, and success will dominate society, with success defined by the champion/best in the domain. A belief structure that begins in school and continues across organizational life.

A low score (feminine) on the dimension indicates that compassion towards others and standard of living are the prevailing values in society. In a feminine society, living a good life is a sign of success, and standing out from the norm is frowned upon. The primary question here is whether people are motivated by a desire to be the best (masculine) or by a desire to enjoy what they do (feminine). Pakistan receives a score of 50 on this dimension, and because this is an exact intermediate value, it is impossible to say if Pakistan prefers masculinity to femininity [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Uncertainty Avoidance:

The way a society deals with the knowledge that the future can never be predicted is called uncertainty avoidance. Should we try to influence the future or just let it happen? This confusion causes stress, which different societies have learned to cope with in distinct manners. The UAI score reflects the extent to which individuals of a culture feel frightened by uncertain or unclear events and have built beliefs and systems to prevent them.

Pakistan has a high desire for avoiding ambiguity, scoring 70 on this attribute. Uncertainty avoidance is strong in countries that maintain rigid norms of thought and behaviour and are intolerant of unconventional behaviour and ideas. Time is money in these cultures, people have an innate drive to be busy and work hard, discipline and punctuality are the norms, creativity may be rejected, and safety is a key aspect in individual motivation [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Long term vs. Short Term Orientation:

This dimension shows how, despite dealing with the issues of the present and future, each nation must maintain some connections to its past, and cultures prioritize these two existential aims differently. Normative societies, for example, who score low on this dimension, tend to uphold longstanding traditions and conventions while viewing societal change with uncertainty. Those with a high-scoring culture, on the other hand, take a more practical approach, encouraging prudence and investment in advanced education as a means of preparing for the future. Pakistan's culture, with an intermediate score of 50, cannot be claimed to indicate a preference [START_REF] Hofstede | The 6-D model of national culture[END_REF].

6. Indulgence vs. Restraint: The degree to which little children are socialized is a difficulty that humanity faces now and in the past. A person will never become "human" without socialization. This dimension is described as how far people try to regulate their urges and impulses because of their upbringing. Indulgence refers to a lack of control, while restraint refers to a strong level of control. As a result, cultures might be classified as either indulgent or restrained. With a score of zero on this dimension, Pakistan might be described as a very restrained society. Cynicism and pessimism are common in societies with low scores in this area. In addition, unlike indulgent civilizations, restrained societies place less importance on recreational time and exercise greater control over the fulfilment of their needs. People with this viewpoint believe that their behaviours are constrained by social rules and that enjoying themselves is unethical [START_REF] Hofstede | The 6-D model of national culture[END_REF]. Examining French culture through the lens of the 6-D Model will help to get a good sense of its underlying determinants in comparison to other foreign cultures [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Power Distance:

France has a Power Distance score of 68, which is quite high. Children are socialized to be emotionally reliant on their parents to some extent. This reliance will be passed down to teachers and then to superiors. As a result, a certain amount of inequality is tolerated in a society. Power is centralized in not only business and governments but also geographically. Peek at the French road system: many motorways go to Paris.

Many studies have found that French companies typically have one or two more hierarchical levels than similar firms in Germany and the United Kingdom do. Superiors have special rights and are frequently unavailable. Mr. PDG, which stands for President Director General, is a more dignified abbreviation for CEOs of large corporations. These PDGs have often attended elite universities known as "grandes écoles," or "great schools" [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Individualism vs. Collectivism:

With a score of 71, France is revealed as an individualist society. Parents instill emotional independence in their children when it comes to the in-group. This signifies that one's sole responsibility is to look after oneself and one's family. The French have a one-of-a-kind mix of a high Power Distance score and a high individualism score. Only Belgium and, to a lesser extent, Spain and northern Italy have the same combination [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Masculine vs. Femininity:

France, with a score of 43, has a feminine culture. This appears to be reflected by its well-known social security system (securité sociale), the 35-hour workweek, and five weeks of vacation each year and a focus on living standards. However, there is another distinguishing feature of French culture in terms of the model. The upper class receives a feminine score, whereas the lower class receives a masculine score. This trait has never been seen in any other country [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Uncertainty Avoidance:

French culture has a high uncertainty avoidance score of 86. This can be seen in the following examples: the French are not fond of surprises. It is important to have a plan and stick to it. They prefer to obtain the required information beforehand to meetings. As a result, the French have a strong record of accomplishment of developing complicated systems and applications in a stable environment. As a high score on uncertainty avoidance and the combination of high power distance and high individualism increase each other, emotional safety mechanisms are also required [START_REF] Hofstede | The 6-D model of national culture[END_REF].

Long Term vs. Short Term Orientation:

France has a high score (63) in this category, indicating that it is realistic. People in pragmatic civilizations believe that truth is highly dependent on situation, context, and time. They demonstrate an ability to swiftly adapt traditions to changing circumstances, a strong desire to save and invest, self-reliance, and determination in reaching goals [START_REF] Hofstede | The 6-D model of national culture[END_REF].

6. Indulgence vs. Restraint: When it comes to indulgence vs. restraint, France comes in somewhere in the middle (48). This, combined with a high uncertainty avoidance score, suggests that the French are less relaxed and enjoy life than is generally believed. Moreover, France does not rank particularly well on happiness metrics [START_REF] Hofstede | The 6-D model of national culture[END_REF]. [START_REF] Gulwani | 13 Things You Should Know About Pakistani Culture[END_REF].

Generally, being French is having a French citizenship and exhibiting the values and behaviours that define French culture. The ideas stated in the national symbol of 'Liberté, Egalité, Fraternité' (Liberty, Equality, Fraternity) are frequently regarded as vital to what it signifies to be a 'French' person. Many people believe that the French are a homogenous and united people because they cherish equality and unity. Individualistic in nature, French society prioritizes the interests of the person and his or her immediate family. Appropriate engagement is frequently determined by whether or not someone is a member of one's circle of friends. The French are polite and respectful when dealing with persons outside of their social circle. The formal and reserved attitude of the French people, along with the straightforwardness of the French language, can come across to a foreigner as harsh or arrogant. Catholicism was formerly France's official religion, and it remains the country's main religion until today. In France, businesses are usually hierarchical and centralized. The company's top management makes decisions. The company's leader will be dominant. Professionalism is highly regarded in France, and it is often the key to gaining acceptance from your French peers. Work ethic is respected, while work holism is frowned upon in France. In France, a normal work week is 35 hours [START_REF] Scroope | French Culture[END_REF].

Earlier research that used Hofstede's framework to look into the cultural differences between two countries showed considerable differences. [START_REF] Cullen | Cross-national differences in managers' willingness to justify ethically suspect behaviors: A test of institutional anomie theory[END_REF], for example, used the institutional anomie theory to undertake a study based on data from 28 nations on ethical orientation. It was discovered that individualism had a detrimental impact on the sample's ethical behaviour, but materialism and universalism had a good impact. Moreover, Jackson (2001), found considerable discrepancies in cultural beliefs between individualism and collectivism in ten countries. In this scenario, countries with a high collectivism rate were primarily concerned with internal stakeholders, whereas countries with a high individualism rate were more concerned with outward stakeholders [START_REF] Sarwar | Ethical leadership, work engagement, employees' well-being, and performance: a cross-cultural comparison[END_REF]. Asian customers are optimistic of all when it comes to customer experience in many cases.

76% of customers in the region believe that company must prioritize the customer service [START_REF] Giraud | Customer service expectationscomparing Asia and the West[END_REF]. Culture influences the people differently and effect the service and other communication between business and customer.

Chapter Summary

In this chapter, customer is discussed in detail. The significance of customer with respect to different management literatures is studied. Customer role in business and the evolution of its role over the years is highlighted. Customer journey from passive to the active participant is discussed in detail. In addition, evolution of technology is explained and how it has affected the business is discussed. Brief discussion about the variety of online tools available for business to communicate with customers. This chapter also covered how the customer, due to technological changes has become more knowledgeable and demanding, which subsequently lead to customer empowerment. Technology is one of the biggest cause of changes in business, like change of customer role and an introduction of customer control.

In the last part of the chapter, culture differences between Pakistani and French societies 

Chapter 2 Customer Control and its Consequences

Customer's influence in a dyadic relationship between customer-employee is increasing gradually. Marketing researchers are also focusing on finding new techniques and procedures to offer more control to the customer. The focus was always to satisfy the customer's side in the service relationship, ignoring the employee. Recently, the influence of customers on employees and firms has gained attention from researchers [START_REF] Li | Customer Participation in Services and its Effect on Employee Innovative Behavior[END_REF][START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF].

According to [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], marketing elements (such as a customer) outside of an organization also has the potential to influence employees' workplace attitudes. Firms when designing management control systems should also focus on the pulls and pushes employee has to face from the external environment. Managerial functions especially control is an important managerial function and is essential for the proper implementation of organizational objectives. The psychological effects of sales controls, including role ambiguity [START_REF] Miao | Effects of formal sales control systems: A combinatory perspective[END_REF], salesperson job engagement and stress [START_REF] Miao | The interactive effects of sales control systems on salesperson performance: A job demands-resources perspective[END_REF] and salesperson motivation [START_REF] Miao | Motivating industrial salesforce with sales control systems: An interactive perspective[END_REF], have been the subject of past studies. However, the behavioural effects of sales controls have received less attention in the literature [START_REF] Zang | How do the combinations of sales control systems influence sales performance? The mediating roles of distinct customer-oriented behaviors[END_REF].

This chapter is divided into five sections. The first section is about control in general. The second section focuses on the employee workplace attitudes such as employee affective commitment, job involvement and alienation. The third section covers the reactions of employees to the control as per past research findings. The fourth part defines and explains customer control and the last part discusses the links between customer and employee workplace attitudes.

Control in General

The word "control" has many meanings in English but mostly it is used in the sense of "dominance" and "inspection". Dominance is having power over another person or group.

Whereas, "inspection" is more related to monitoring and correction activities. Therefore, both words are accurate choices to explain control in an organization [START_REF] Otley | Control, organization and accounting[END_REF].

Over the years, to study the desire to have control over the events of one's life has appealed to many scholars. [START_REF] White | Motivation reconsidered: The concept of competence[END_REF] defined control as a desire for power over the surroundings. [START_REF] Averill | Personal control over aversive stimuli and its relationship to stress[END_REF] further categorized control into three types; behavioural control, cognitive control, and decisional control. Behavioural Control is the "availability of a response which may directly influence or modify the objective characteristics of an event" (Averill 1973, p. 293). "Cognitive Control has been broken down into predictability and cognitive reinterpretation of a situation". Moreover, Decisional Control is believed to be a "choice in the selection of outcomes or goal" (Averill 1973, p. 289). The ability to modify and manoeuvre controls has increased so much over time that it is difficult to ascertain what the controls should do and should not do.

It is not easy to define the organizational control system but [START_REF] Abernethy | A Field Study of Control System "Redesign": The Impact of Institutional Processes on Strategic Choice[END_REF] has categorized it as "a combination of control mechanisms designed and implemented by management to increase the probability that organizational actors will behave in ways consistent with the objectives of the dominant organizational coalition" (p.573). Organizational control is "attempts by the organization to increase the probability that individuals and groups will behave in ways that lead to the attainment of organizational goals" (Flamholtz, Das, & Tsui, 1985, p. 36). Organizational control is exercised through management control. According to [START_REF] Malmi | Management control systems as a package-Opportunities, challenges and research directions[END_REF], "systems, rules, practices, and other activities management put in place to direct employee behaviour should be called management control" (p. 290).

According to [START_REF] Merchant | Management Control Systems: Performance Measurement, Evaluation and Incentives[END_REF], MCSs are broadly described as anything managers do to ensure that their organization's polices are implemented or, if circumstances demand, adjusted. While the MCS subject is treated in a general sense, the primary focus is on results controls, which include encouraging employees to accomplish the results that the organization desires. In the great majority of firms, this sort of managerial control, which includes performance metrics and evaluations as well as the supply of incentives, is the most important.

According to [START_REF] Otley | Performance Management: a Framework for Management Control Systems Research[END_REF], the management control system provides information that is designed to assist managers in accordance with the responsibilities and assisting organizations in developing and maintaining viable behaviour arrangements. Furthermore, any assessment of the function played through this information must consider the way in which managers utilise it. Nevertheless, it must be noted that control can be implemented at various levels of the organization, and as a response, the needs for this control to be successful may range differently [START_REF] Fisher | Contingency-based research on management control systems: categorisation by level of complexity[END_REF].

According to Anthony (1990), the term "control" refers to securing the strategy's implementation. The management control function entails carrying out the plans required to ensure that the strategies are carried out as planned. Despite the fact that planning and control are sometimes defined as different procedures, they both play a role in the management control system. He also suggested that it is a process through which managers influence other organizational members in attempt to implement the organization's strategies [START_REF] Carenys | Management Control Systems: A Historical Perspective[END_REF].

MCS from traditional quantifiable practices has been moved towards a much broader concept.

Today's MCS includes all internal and external environmental factors and information related to markets, customers, competitors, informal procedures which can guide managers [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF][START_REF] Chenhall | Management control systems design within its organizational context : findings from contingency-based research and directions for the future[END_REF]. Management controls can be classified in a variety, based on their nature and focus such as output, technical, bureaucratic, normative, behavioural [START_REF] Rennstam | Control[END_REF].

According to [START_REF] William | A Conceptual Framework for the Design of Organizational Control Mechanisms[END_REF], there are two types of control strategies. One is to use performance evaluation for control. In this strategy, the manager monitors and then rewards the performance. It is known as the cybernetic process. Output and behavioural controls are examples of this kind of control. In output control, targets are assigned to the members and they are then evaluated against them. While, in behavioural control, actions and behaviours of members are monitored and any deviation from organizational policies and procedures are correct. For the successful implementation of this strategy, the information system must be strong in the organization. The other control strategy is when management reduces the variation among preferences of organizational members. It is done by selection and training and is known as input control.

To comprehend the nature and importance of the control for the business can only be done by studying the modes and steps of control implementation in the organization. The next part explains the elements involved in a control process.

Modes of Control

Hopwood (1974) presented modes of control [START_REF] Chiapello | Les typologies des modes de contrôle et leurs facteurs de contingence : un essai d'organisation de la littérature[END_REF]. According to Hopwood, a control system is a six steps flow process.

(1) Source of influence (who or what) is a first step in the control process; control is initiated by a person or a situation.

(2) The object of control (On what or whom); the person, thing or situation that is controlled.

(3) Reaction and attitude in response to control; how people or things react to the control. The reaction may be positive, negative, mixed or no reaction at all.

(4) The moment when control was exercised, control may be carried out before, during or after the service or process. Mostly, control is an ongoing process.

(5) The process by which the influence is exercised; control may be applied by using the cybernetic or non-cybernetic process.

(6) Finally, the means and the medium used to exercise this control; the channels used to exercise the control such as market forces and technology. [START_REF] Chiapello | Les typologies des modes de contrôle et leurs facteurs de contingence : un essai d'organisation de la littérature[END_REF] The table 2.1 explains the analysis of modes of control in the organization. According to Hopwood (1974), it is based on six elements. Any control process starts with a person or entity, which initiates it such as an organization, a person, a group or oneself. It can be anyone or anything, which can feel a need for control. The next factor in this process is what is the purpose of initiating this control? What does the initiator want to control? It can be anything such as actions, results, characteristics and culture of the organization. Then how the individuals react to the control is step 3. Different types of reactions to the control can be seen.

Individual either show a positive or negative reaction to it or start adopting deviant practices.

In some cases, he/she will become alienate to the other organizational members or his/her job and work. Then the question arises at which stage should the control be implemented? Should it be used before the process, during or at the end? Mostly, control is believed to be a continuous process and used around whole process. The step 5 describes the types of control process, whether the control is implemented by using cybernetic or noncybernetic methods? Control in an organization is cybernetic. Progress is evaluated against set objectives, deviation to them is analysed, and corrective measures are adopted. The last step, explains the means of control. Control can be implemented by anyone, it may be the market forces, organization itself, the culture of country or organization or the relationships between members [START_REF] Chiapello | Les typologies des modes de contrôle et leurs facteurs de contingence : un essai d'organisation de la littérature[END_REF]. In the coming section, different workplace attitudes of employees chosen as outcome variables in this research are discussed.

Employee Workplace Attitudes

In the prevailing era of advanced technology and competitive pressure, businesses have started to recognize that their most precious asset is their workforce [START_REF] Clayton | Key skills retention and motivation: the war for talent still rages and retention is the high ground[END_REF][START_REF] Govaerts | Influence of Learning and Working Climate on the Retention of Talented Employees[END_REF][START_REF] Vomberg | Talented people and strong brands: The contribution of human capital and brand equity to firm value[END_REF][START_REF] Millar | Leadership, knowledge and people in knowledgeintensive organisations: implications for HRM theory and practice[END_REF]. Employee satisfaction and motivation are essential for daily operations and a crucial characteristic that sets successful businesses apart from the competition. Job Involvement, job satisfaction and commitment, being essential for productivity and achieving corporate goals, also influence how employees behave at work.

Even the deployment of new technologies and organizational changes were influenced by those factors [START_REF] Meyer | Commitment in a changing world of work[END_REF]. No matter the company's goal, it is imperative to have good, content, involved, and devoted employees. Without them, nothing can follow, and nothing can take on the role of knowledge management [START_REF] Mendoza | The mediating role of job involvement between job satisfaction and organizational commitment in a Small and medium sized business enterprise[END_REF]. Organizational commitment and job involvement are considered important aspects of organizational success [START_REF] Abdallah | An Integrated Model of Job Involvement , Job Satisfaction and Organizational Commitment: A Structural Analysis in Jordan's Banking Sector[END_REF]. In coming paragraphs these two will be discussed in detail along with alienation.

Employee Affective Commitment

Acquiring employees' attachment and devotion is the highly anticipated requirement of human resource development. One of the many aspects of HR is to introduce ways to captivate, train and retain talented employees. The skilled force is the focal point to have an edge in today's competitive business environment [START_REF] Aguirre | The talent innovation imperative[END_REF]Dychtwald, Erickson, & Morison, 2013;Mercurio, 2015). Factors like globalization, rapid technological emergence, increased mobility, uncertain economic conditions and fierce competition are the driving forces behind the need to have a committed workforce and has become the centre of attention of both scholars and practitioners [START_REF] Cohen | Commitment before and after: An evaluation and reconceptualization of organizational commitment[END_REF][START_REF] Gibb | Human resource development[END_REF]Meyer, Stanley, Herscovitch, & Topolnytsky, 2002;[START_REF] Morrow | Managing organizational commitment: Insights from longitudinal research[END_REF]Fornes, Rocco, & Wollard, 2008;Mercurio, 2015).

Commitment literature is incomplete without mentioning [START_REF] Allen | The measurement and antecedents of affective, continuance and normative commitment to the organization[END_REF] three-component model of commitment. The Three-Component Model (TCM) assesses three types of employee commitments to an organization. According to [START_REF] Meyer | A three-component conceptualization of organizational commitment[END_REF], organizational commitment is studied with respect to three distinct aspects: affective commitment, continuous commitment, and normative commitment. According to the threecomponent model (TCM) of organizational commitment, which includes affective commitment, continuance commitment, and normative commitment, commitment is defined as a psychological state that depicts the employee-organization relationship, and this relationship has an impact on whether or not employee continue to be member of the organization [START_REF] Meyer | A three-component conceptualization of organizational commitment[END_REF]. To understand employee behaviour, organizational commitment is considered the most significant variable. Organization commitment's role in organizational performance is of utmost importance and ignoring this fact may harm the organization [START_REF] Bahrami | Role of organizational climate in organizational commitment: The case of teaching hospitals[END_REF]. Employee commitment is the attachment and bond of an individual with its organization based on experiences. High commitment is linked with satisfaction, low turnover and less absenteeism. An individual who feels more committed towards his job and organization will exhibit behaviour that is more positive. Therefore, making it important to study and focus on factors that can provide committed employees [START_REF] Princy | Employee Commitment on Organizational Performance[END_REF].

Several scholars have conceptualized commitment over the years and there are various conceptualizations of commitment [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF] but TCM by [START_REF] Allen | The measurement and antecedents of affective, continuance and normative commitment to the organization[END_REF] is the most widely accepted model. According to [START_REF] Allen | The measurement and antecedents of affective, continuance and normative commitment to the organization[END_REF], there are three types of organizational commitments. An employee is emotionally attached to his organization and feels part of it, is an Affective Commitment (AC), when an employee assesses the opportunity cost of leaving current job/organization, it is known as Continuous Commitment (CC). He feels committed to the organization because he fears that if he leaves this job he may suffer monetary, professional or social loss. Normative Commitment (NC) an individual feels committed to the organization due to a sense of loyalty or obligation. He does not want to leave the organization even if he is not happy with his job/organization because he feels the organization has spent money and time on him [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF]. In simple words, according to the TCM of [START_REF] Allen | The measurement and antecedents of affective, continuance and normative commitment to the organization[END_REF], commitment is an emotion (affective), a need (continuance), and an obligation (normative) [START_REF] Meyer | A three-component conceptualization of organizational commitment[END_REF][START_REF] Somers | Organizational commitment, turnover and absenteeism: An examination of direct and interaction effects[END_REF].

TCM is a widely recognized model in the HRM stream but since the last decade, many authors have challenged it. They are against the combination of all three types of commitments that are affective, continuance and normative commitment [START_REF] Bergman | The relationship between affective and normative commitment: Review and research agenda[END_REF][START_REF] Solinger | Beyond the three-component model of organizational commitment[END_REF][START_REF] Stazyk | Understanding affective organizational commitment: The importance of institutional context[END_REF]. These scholars argue that these three components are entirely different qualitative concepts (Solinger et al., 2008, p.73). Their argument is based on the empirical findings of meta-analytic research on the affective commitment and employee performances in that they have found a strong correlation between affective commitment and employee's attitudes such as turnover and other performances [START_REF] Cooper-Hakim | The Construct of Work Commitment: Testing an Integrative Framework[END_REF][START_REF] Mathieu | A Review and Meta-Analysis of the Antecedents, Correlates, and Consequences of Organizational Commitment[END_REF]Meyer et al., 2002;[START_REF] Riketta | Organizational identification: A meta-analysis[END_REF].

The findings from meta-analytic analysis of affective commitment vs normative and continuance commitment [START_REF] Cooper-Hakim | The Construct of Work Commitment: Testing an Integrative Framework[END_REF]Meyer et al., 2002;[START_REF] Solinger | Beyond the three-component model of organizational commitment[END_REF] shows that absence is more strongly correlated with affective commitment than other two types of commitments (affective = -0.15, normative = 0.05, continuance = 0.06), performance (affective = 0.16, normative = 0.06, continuance = -0.07), and organizational citizenship behaviours (affective = 0.32, normative = 0.24, continuance = -0.01). Based on the empirical findings, [START_REF] Solinger | Beyond the three-component model of organizational commitment[END_REF], supported the singular commitment approach concept.

Therefore, to study organizational commitment, only affective commitment must be used as the core component. For future theoretical and practical research, the affective commitment construct is important and must be examined with employee behaviours (Mercurio, 2015). The above review supports the claim of many scholars who solely believe that affective commitment is the most important component of organizational commitment, especially when studied against organizational citizenship behaviours and employee attitudes.

The social scientists in the 1970s offered significant information on the importance of commitment in social organizations. Their research contributions in the field of commitment guided future scholars to understand how to define and measure affective commitment (Mercurio, 2015).

The majority of the research reported the strong relationships between affective commitment and work outcomes or employee behaviours such as turnover and absenteeism (Meyer et al., 2002). Therefore, this research has only selected affective commitment because the other two components of commitment are mostly connected to the monetary benefits and sense of obligation and may not well explain the changes in the employee behaviours and attitudes due to the lack of motivation and control.

Job Involvement

Organizational growth depends on the involvement of its employees, it should not be incorrect to say that employee's behaviour and satisfaction plays an important role in the organization's overall success. Management must focus on the strategies that can make members of the organization more involved in their jobs, follow rules and policies, shows dedication to their work and participates actively in the decision-making process etc. [START_REF] Allam | Job Involvement : A Brief of Literature[END_REF]. Employees who are willing to do their work without any supervision and think of themselves as part of the organization are the need of every organization [START_REF] Amah | Employee involvement and organizational effectiveness[END_REF].

According to [START_REF] Lodahl | The definition and measurement of Job involvement[END_REF], "Job involvement is the degree to which a person is identified psychologically with his work, or the importance of work in his total self-image" (p.24). A person who is fully involved with his/her work, the company, co-workers all are an important part of his/her life then the person is said to be involved in his/her job [START_REF] Lodahl | The definition and measurement of Job involvement[END_REF]. Later on, their work was further elaborated by [START_REF] Kanungo | Measurement of Job and Work Involvement[END_REF]. He differentiated between job and work involvement. According to [START_REF] Kanungo | Measurement of Job and Work Involvement[END_REF], job involvement means that an employee is actively participating in his/her present job, whereas work involvement is a general work environment not related to the current working position of the person [START_REF] Sethi | A study of job involvement among senior secondary school teachers[END_REF]. "Job involvement (JI) concerns the degree to which employees identify with their job. It may be influenced by the level of satisfaction of one's needs, be they intrinsic or extrinsic" (Pathak, 1983, p. 297). Job involvement is considered as one of the core components of organizational success and has grabbed the attention of many researchers [START_REF] Abdallah | An Integrated Model of Job Involvement , Job Satisfaction and Organizational Commitment: A Structural Analysis in Jordan's Banking Sector[END_REF]. Job involvement is means to success and growth. It increases organizational productivity and increases the motivation and satisfaction of employees by integrating the goals of the organization and employees [START_REF] Mgedezi | Intrinsic Motivation and Job Involvement on Employee Retention: Case Study -A Selection of Eastern Cape Government Departments[END_REF].

When an individual considers his/her job as an important and central part of his/her life and can relate to his/her work mentally then it is said that this person is involved in his/her job and this state is referred to as job involvement. It can be examined from both organizational and individual perspectives. The organizational perspective of job involvement is that it is a crucial factor in employee motivation and productivity. Whereas, from an individual perspective, it is vital for various work attitudes and behaviours such as performance, motivation, growth and work satisfaction. The reason that job involvement contributes a lot to organizational success is that it keeps employees motivated by engaging them in meaningful tasks and gives them a sense of accomplishment. Individuals engage more in their jobs when they perceive that by getting involved in their jobs help them to satisfy their psychological needs (Brown, 1996;[START_REF] Brown | [END_REF]. organizational climate play vital roles in influencing employee job involvement. Individuals who are more inclined towards the satisfaction of psychological needs have a strong connection between these work factors and their job involvement (Brown, 1996).

Individuals, who are more involved in their jobs, perceive work as meaningful and exciting, accept challenging tasks and finish their jobs. They take part in the setting of performance standards, have a harmonious work relationship with their supervisors, and take their supervisor's feedback positively [START_REF] Brown | [END_REF].

Job involvement leads to job satisfaction and job involved individuals experience work internally satisfying and strong bonds with their organizations and is less willing to leave their organizations. Organizations having job-involved individuals may have a competitive advantage in the market and previous research suggested that organizational factors such as psychological climate and HR practices and policies are positively linked to the individual's job involvement and motivation [START_REF] Brown | [END_REF].

Alienation

Workplace has both positive and negative employee attitudes. Employee affective commitment and job involvement are the positive attitudes, whereas, alienation belongs to the group of negative workplace attitudes.

The pressure for improved productivity and overall organizational performance has changed the past business practices and caused some adverse effects on the well-being of the employees.

The huge impact on the social and economic factors has forced many academic scholars from different disciplines such as psychology, sociology, management and medicine to take a keen interest in the causes and effects of workplace negativity. This is an alarming situation for organizations and it is asking them to identify the factors causing unrest among workers and take preventive and proactive measures to align the goals of workers and organization

(O'Donohue & Nelson, 2014).
Karl Marx first gave the concept of alienation. He discussed the labour issues in capitalistic societies. Alienation is not a new concept but management scholars often ignore it when they study employee behaviours and attitudes. Mostly, management academics study the behaviours and attitudes such as job satisfaction, organizational commitment, job involvement, motivation, stress, engagement, participation etc. [START_REF] Shantz | Drivers and Outcomes of Work Alienation: Reviving a Concept[END_REF]. Alienation is studied in academic literature for a long time. In the beginning, there were two schools of thought about alienation. One linked it with religious beliefs and the other with health. However, later on, Marx rejected it by introducing a concept of alienation with social and workplace reference [START_REF] Chiaburu | Alienation and its correlates: A metaanalysis[END_REF]. According to Marx 'alienation' is a concept in which a worker detaches itself from the product, process, co-workers and the end consumers of the product [START_REF] Shantz | Alienation from work: Marxist ideologies and twenty-first-century practice[END_REF]. [START_REF] Seeman | On The Meaning Of Alienation[END_REF] as a social psychologist presented a multi construct of alienation.

According to him, 'powerlessness' is the first component of alienation. When people feel that they have less control over their surroundings, they become alienated. The second one is 'meaninglessness' when "the individual is unclear as to what he ought to believe-when the individual's minimal standards for clarity in decision-making are not met" (Seeman, 1959, p. 786). 'Normlessness' is another component of alienation. It may be defined as one in which there is "a high expectancy that socially unapproved behaviours are required to achieve given goals" (Seeman, 1959, p. 788). Normlessness results in deviant behaviour. By engaging in unethical and unlawful behaviours that are contradictory to formal job description then these said employees are involved in deviant practices [START_REF] Staw | Task Revision: A Neglected Form of Work Performance[END_REF]. "Deviant discretion is a form of counter-role behaviours, where front-line service employees perform discretionary behaviours that violate company policy or develop illegitimate means to perform a task that is considered unethical" (Yang et al., 2018, p. 4). The fourth type of alienation is 'isolation' when a person does not feel like the part of any community and group. A sense of loneliness leads to anxiety and threatens the well-being of an individual. It forces an individual to separate himself from his fellow workers [START_REF] O'donohue | Alienation: An old concept with contemporary relevance for human resource management[END_REF]. The final type of alienation is 'Selfestrangement', in this stage the person feels like an alien. He/she feels detached from his/her work and people and just does the routine tasks to meet the ends without feeling any satisfaction in accomplishing them. It is like a machine performing tasks without any attachment and emotional connection to it [START_REF] Seeman | On The Meaning Of Alienation[END_REF]. This multi construct of [START_REF] Seeman | On The Meaning Of Alienation[END_REF] was criticized by (Kanungo, 1982a) who argued that all types of alienation are the antecedents of alienation.

Since the beginning of the 21st century, alienation has caught the attention of scholars from various disciplines (Shantz, Alfes, Truss, & Soane, 2015). According to [START_REF] Braverman | Labor and monopoly capital[END_REF], employees under capital regimes are always in an alienated state. Based on the previous statement, the critical human resource management researchers, which the management determines that practising HRM policies lead to high individual and organizational performance [START_REF] Keenoy | Human resource management[END_REF]Paauwe, 2004), regardless of the equivocal evidence in support of these links [START_REF] Guest | From industrial relations to human resource management: The changing role of the personnel function[END_REF]).

Seeman's contributions about alienation in social psychology have paved the way for the followers. According to Seeman, alienation is the combination of multidimensional constructs like powerlessness, meaninglessness, normlessness, social isolation and selfestrangement (Shantz, Alfes, Truss, & Soane, 2015). In past empirical studies, to examine alienation, Seeman's multidimensional idea was used [START_REF] Blauner | Alienation and freedom[END_REF][START_REF] Sarros | [END_REF]Seeman, 1975). But, other researchers negate the multidimensional idea of Seeman; they supported the single construct of self-estrangement [START_REF] Kanungo | Work alienation: An integrative approach[END_REF]Mottaz, 1981;Twining, 1980). They argued that alienation is a detachment and disengagement between an individual and his/her job [START_REF] Nair | Developing a new measure of work alienation[END_REF]Schacht, 1970;Mottaz, 1981). Their definition of alienation is, "estrangement, or disconnection from work, the context, or self" (Nair & Vohra, 2009, p. 296). The idea of alienation defined by [START_REF] Nair | Developing a new measure of work alienation[END_REF], is also supported by the work of Marx [START_REF] Shantz | Drivers and Outcomes of Work Alienation: Reviving a Concept[END_REF]. The next section will highlight the employee's reactions to control.

Employee Reactions to the Control

Organizational control includes defining organizational standards to ensure that employees' actions are in line with the organization's goals, monitoring their compliance, and rewarding employees when these standards are satisfied [START_REF] Flamholtz | Toward an integrative framework of organizational control[END_REF][START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF].

The formal and informal controls used in control procedures can be combined in many ways.

Norms serve as the foundation for informal controls, which are frequently carried out by peers, while legally recorded standards are the basis for formal controls, which are frequently applied by managers [START_REF] Baldauf | Sales management control researchsynthesis and an agenda for future research[END_REF]. Control techniques generally seek to ensure that employees are informed of pertinent performance expectations, to discipline offenders, and to promote high efficiency [START_REF] Sitkin | Control in organizations: New directions in theory and research[END_REF].

Preceding the impact of formal control on performance is significantly stronger in stable situations; there is less interest in control methods in management literature [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF]. Control has traditionally been portrayed negatively in HRM studies and frequently as the opposite of commitment or involvement. According to [START_REF] Weibel | Formal control and trustworthiness: Shall the twain never meet?[END_REF], despite this bad portrayal of control in the literature, there are numerous instances when businesses have recently been obliged to strengthen their control systems in order to comply with more external directions. As a result, it is problematic that there is a relative lack of knowledge about how control-related management techniques make a difference and other employee engagement.

Additionally, recent findings from the literature on organizational trust suggest that formal control procedures might, in certain cases, have a favourable impact on workers' organizational trust [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. These contradictory prior research findings on control and employee has made it difficult to absolutely decide the influence of control on employees' workplace attitudes.

The past research (e.g., [START_REF] Brown | Antecedents and consequences of salesperson job satisfaction: Meta-analysis and assessment of causal effects[END_REF][START_REF] Hartline | The management of customer-contact service employee: An empirical investigation[END_REF][START_REF] Singh | Striking a balance in boundary-spanning positions: An investigation of some unconventional influences of role stressors and job characteristics on job outcomes of salespeople[END_REF][START_REF] Hui | Empowerment effects across cultures[END_REF][START_REF] Hsieh | Participative customers as partial employees and service provider workload[END_REF][START_REF] Claycomb | The Customer as a Productive Resource: A Pilot Study and Strategic Implications[END_REF][START_REF] Fleming | Manage Your Human Sigma[END_REF] on customer empowerment has shown mixed findings on the effect of customer participation on employee behaviours and attitudes [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. Research on the interaction of trust and control has largely been conducted on interpersonal trust, and the results have been inconclusive and contradictory. Two viewpoints are supported by the interpersonal trust-control literature:

(1) Control and interpersonal trust are favourably correlated;

(2) Control and interpersonal trust are unfavourably correlated.

In customer control, customer dominates the employee-customer relationship. A customer's aspiration to be a part of the service process is driven by an intrinsic appeal towards the desire for high-quality service [START_REF] Larsson | Organization and Customer: Managing Design and Coordination of Services[END_REF]. Customer control in sales relationship reveals customer's yearning to exhibit capability, authority, and mastery [START_REF] Mullins | You Don't Always Get What You Want, and You Don't Always Want What You Get: An Examination of Control-Desire for Control Congruence in Transactional Relationships[END_REF]. To use the customer as a co-producer and co-creator of service and product is to enhance customer satisfaction and thus such control is given to the customer [START_REF] Roggeveen | Understanding the co-creation effect: When does collaborating with customers provide a lift to service recovery[END_REF]. The way a person perceives his or her role (i.e., how well he or she understands job expectations) (e.g., [START_REF] Walker | Motivation and performance in industrial selling: Present knowledge and needed research[END_REF].

The scholars in support of customer control and participation also suggest that it helps to build strong connection and understanding between customer and employee [START_REF] Claycomb | The Customer as a Productive Resource: A Pilot Study and Strategic Implications[END_REF] and help employees to fulfil their social needs (Eisenberger et al., 1986). Positive role perceptions, such as role clarity (i.e., confidence in job requirements), have been shown to improve performance [START_REF] Jaworski | Supervisory feedback: Alternative types and their impact on salespeople's performance and satisfaction[END_REF]). Salespeople's performance was found to improve when behavioural and output information (including positive and negative feedback)

were used to improve role clarity and eliminate role ambiguity [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF][START_REF] Jaworski | Supervisory feedback: Alternative types and their impact on salespeople's performance and satisfaction[END_REF][START_REF] Ramaswami | Influence of control systems on opportunistic behaviors of salespeople: a test of gender differences[END_REF]. According to [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF], control systems normally serve as a safeguard for employees, lowering risk and susceptibility in association to their organization, and as a result, controls will usually promote confidence in the organization. According to arguments supporting the positive impact of control on interpersonal trust [START_REF] Langfred | Too Much of a Good Thing? Negative Effects of High Trust and Individual Autonomy in Self-Managing Teams[END_REF], control systems can indicate compassion [START_REF] Bijlsma | Antecedents of trust in managers: a "bottom up approach[END_REF], empower workers to do their jobs competently [START_REF] Gittell | Supervisory span, relational coordination and flight departure performance: A reassessment of postbureaucracy theory[END_REF], and lower the dangers associated with working dependently. Control mechanisms can therefore increase trust in particular individuals [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF].

The scholars against customer control argue that Customer participation could create employee job stress in three ways:

(1) Loss of power and control

(2) Increased input uncertainty, and

(3) Incompatible role expectations and demands.

Role ambiguity (i.e., the level of ambiguity about job requirements), role stress/job tension (i.e., the level of dissatisfaction with job expectations) [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF][START_REF] Jaworski | Marketing Jobs and Management Controls: Toward a Framework[END_REF][START_REF] Lusch | Management controls, role stress, and retail store manager performance[END_REF], and person-role conflict are all examples of negative role perceptions (i.e., level of conflict between personal role orientation and salesperson role expectations) [START_REF] Jaworski | Control Combinations in Marketing: Conceptual Framework and Empirical Evidence[END_REF]. Negative role perceptions have been shown to harm performance [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF][START_REF] Lusch | Management controls, role stress, and retail store manager performance[END_REF].

According to arguments for the negative impact of control on trust [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF], control systems can indicate mistrust [START_REF] Argyris | In The impact of budgets on people[END_REF][START_REF] Ghoshal | Bad for practice: A critique of the transaction cost theory[END_REF][START_REF] Strickland | Surveillance and trust[END_REF], increase interpersonal emotional distance [START_REF] Thompson | Workplaces of the future[END_REF] and foster a "us versus them" attitude between those imposing the controls and the employees subject to them. Research from both experiments [START_REF] Falk | The hidden costs of control[END_REF] and field studies [START_REF] Barkema | Do executives work harder when they are monitored?[END_REF][START_REF] Frey | A constitution for knaves crowds out civic virtues[END_REF][START_REF] Ramaswami | Marketing controls and dysfunctional employee behaviours: a test of traditional and contingency theory postulates[END_REF] supported the inverse link between organizational control and interpersonal trust. For instance, [START_REF] Malhotra | Trust and collaboration in the aftermath of conflict: The effects of contract structure[END_REF] showed that whereas stringent regulations (i.e., legally binding contracts) increase cooperation, they also alter attribution procedures and reduce trust in the other party. It has not yet been investigated how control systems and employee faith in their company interact.

Furthermore, an increase in customer control is the suppression of employee control and power and a feeling of loss of power may create job stress. Loss of power will confuse the new roles for both customers and employees and may create more hurdles than convenience [START_REF] Solomon | A Role Theory Perspective on Dyadic Interactions: The service encounter[END_REF]. The employee will also show resistance to the control. Losing control causes an uneven delivery of service for employees [START_REF] Chase | Where does the customer fit in a service operation?[END_REF]. Employees feel more stressed when a customer tries to challenge their knowledge by asking non-regular or tricky questions [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. This customer behaviour leads to role uncertainty and task complexity for employees and leads to job dissatisfaction [START_REF] Larsson | Organization and Customer: Managing Design and Coordination of Services[END_REF]. To meet the expectations of both customers and supervisors, employees have to spend more time learning and acquiring new skills [START_REF] Hsieh | Participative customers as partial employees and service provider workload[END_REF].

In addition to that, customer demands are not always reasonable and to handle such demands that require a lot of effort at employees side and they have to keep in check their emotions and be polite at the same time, which will eventually lead to emotional burnout and low performance [START_REF] Brotheridge | Emotional labor and burnout: Comparing two perspectives of "people work[END_REF]. Customers may not understand their roles and this role confusion may create more problems for service providing employees who will take more time to make customers understand it and will create work overload and job stress for employees [START_REF] Hsieh | The effect of customer participation on service providers ' job stress[END_REF].

Front line employees may react to high customer control in several ways. They may ignore customers or try to distract them (Rafaeli, 1989). High customer control may also promote deviant and unwilling behaviour among employees as employees try to find other avenues to get their frustration out [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. Moreover, high customer control affects employee adaptive selling behaviour and encourages them to involve in unethical selling practices [START_REF] Yang | Service employees' concurrent adaptive and unethical behaviors in complex or non-routine tasks: The effects of customer control and self-monitoring personality[END_REF].

The high customer control during service encounters may also cause a sense of uncertainty for the employees. High customer demands and unpredictable behaviour may hurt service employees [START_REF] Lengnick-Hall | Customer contributions to quality: A different view of the customer-oriented firm[END_REF]. Customer's demands for active participation in the business process, though it helps in providing performance feedback and helping employees to improve and solve problems but as discussed above, it has effects that are more negative. The employee feels under constant pressure, feel strained, and stressed all the time. Therefore, it can be assumed that customer control has a double-edged sword effect on employees [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF].

Controls are initially established to be neutral and to enable human behaviour that is consistent with the organization's aims. However, because of their coercive influence on employees, these controls may not always perform as intended by management, making them bad controls. To put it another way, there's a gap between what managers hope to do with controls and what they accomplish [START_REF] Tessier | A conceptual development of Simons ' Levers of Control framework[END_REF].

Following the technological evolution, business management is offering more control to customers as they play a crucial part in the success of any business. Especially, service sectors such as the hotel, telecom, education and banking industry are now more interested in the customer-focused approach. There is no doubt that loyal customers are the assets of the company and without them, there is no business success. But the previous research on customers and employee has uncertain findings [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. To understand and study customer control and its influence on employees, first there is a need to define and explain it.

The next section is about the definition and the division of customer control in two dimensions.

Customer Control: A First Definition

When one hears, phrases like "customer service," "customer satisfaction," and "delighting customers," one probably imagines attentive service providers that go beyond to suit his demands. However, phrases like "service failure" and "dissatisfaction" conjure up entirely different emotions, ones of annoyance and time lost. Customers frequently find themselves wasting a lot of energy attempting to retrieve what they can from a service interaction when stuff starts to go awry. Likewise, even though there was no service issue and everything was going according to plan, consumers frequently contribute to make sure things runs well [START_REF] Youngdahl | Revisiting customer participation in service encounters: does culture matter?[END_REF]. Increasingly complicated client requirements are a challenge for businesses looking for a competitive advantage [START_REF] Grewal | Business-tobusiness buying: Challenges and opportunities[END_REF][START_REF] Ulaga | The role of a solutions salesperson: Reducing uncertainty and fostering adaptiveness[END_REF].

Customer control is an area rarely studied by management scholars. Previously, customer satisfaction and control is discussed mostly from only customer or marketing side (e.g., [START_REF] Joosten | Is more customer control of services always better[END_REF], ignoring its influence on the organizational workforce. Customers use different mediums and channels to interact with management and employees. These mediums mostly include social sites, company's websites, and emails and chat applications.

Employees may have a positive or negative reaction to the control depending upon the management's approach of carrying out the control. Control is an ongoing process, sets in motion even before the start of the service, and remains in action even after the end of the process as a corrective measure taken after receiving customers' feedback.

When interacting with another person, an employee may have a clear understanding of the dependencies and dangers involved, but when the trustee is a corporation, these hazards become broader and murkier. It is less obvious what must be assessed for organizational trust, who is accountable for acts, and how these activities may expose the employee to vulnerability.

Systemic hazards and numerous dependencies arise [START_REF] Bachmann | Trust, power and control in trans-organizational relations[END_REF]. Customer control is not a traditional management control system. It is more complex and difficult to understand.

Managers cannot assess customer control and it is out of their domain. Customer control is a management control system implemented and monitored by managers but executed by customers.

Even though customer control has gained, a lot of attention but still rarely studied and that is why this study was unable to find any clear definition of customer control in past literature. Therefore, by keeping in view Hopwood (1974) modes of control and the service model of [START_REF] Raaij | Customer control and evaluation of service validity and reliability[END_REF], this study has tried to define customer control as "A process through which one party (customer) has the power (which has given by management to gain a competitive advantage) to influence the other party (employee/management) by using different mediums". Another way of defining customer control is "Customer control is the set of processes that empower the customer to have a certain degree of control over the management/employee of a certain organization. These processes in turn also increase the efficiency and output of an organization; thus, benefiting all the parties and their relationships".

The proposed theoretical model is based on Hopwood's (1974) modes of control. This research has designed a 'customer control' tool and investigated how management is using customers to direct employees' behaviour and workplace attitudes. According to the proposed model customer is the source of influence. Customers' control the actions and behaviours of the employees through feedback. [START_REF] Chiapello | Les typologies des modes de contrôle et leurs facteurs de contingence : un essai d'organisation de la littérature[END_REF] By referring to Hopwood (1974) modes of control and the service model of [START_REF] Raaij | Customer control and evaluation of service validity and reliability[END_REF], "customer control" may be divided into two dimensions. (I) Behavioural Control (actions) (II) Output Control (results). Therefore, it can be said that 'customer control' not only includes customer evaluation of employee behaviours but also controls the employee's future modus operandi through feedback. Based on agency theory, [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] presented two types of formal controls (behavioural and outcome) as principal means used by managers to fix the challenges of controlling agents (i.e., employees) to whom they had assigned decision-making authority [START_REF] Eisenhardt | Control: Organizational and economic approaches[END_REF]. Behavioural controls are distinguished from outcome controls by having higher levels of supervision-directing, monitoring, evaluating, and rewarding salespeople (i.e., controls dimensions) [START_REF] Baldauf | Sales management control researchsynthesis and an agenda for future research[END_REF].

Similarly, [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF] recognized three forms of formal controls utilized by marketing personnel: input, process, and output, based on the cybernetic roots of management control theories (e.g., Hopwood, 1974;[START_REF] Merchant | Control in business organizations[END_REF]. [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] behavioural controls are theoretically comparable to process controls. The terms "output controls" and "outcome controls" are interchangeable [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF].

Numerous researchers divided sales force controls into those that kept an eye on a process's end results (outcome control) and those that kept an eye on its individual steps (behaviour control) [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF][START_REF] Bonner | The influence of formal controls on customer interactivity in new product development[END_REF][START_REF] Kim | Regaining control of salesforce[END_REF]. Although the empirical findings are still inconclusive, they discovered that sales force controls could influence selfishness, adaptive selling strategies, sales performance, and other factors. For example, it has been claimed that outcome control improves job satisfaction and performance [START_REF] Cravens | Formal and informal management control combinations in sales organizations: The impact on salesperson consequences[END_REF], degrades trust and job performance (Hwan [START_REF] Choi | Dysfunctional behavior among sales representatives: The effect of supervisory trust, participation, and information controls[END_REF]) and has no effect on work-related performances [START_REF] Lusch | Management controls, role stress, and retail store manager performance[END_REF]. The results of salespeople's job were also revealed to have a positive, negative, or inconsequential relationship with behaviour control [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF].

Information (i.e., goal-setting, monitoring, and feedback), rewards, and punishments were also defined as three conceptually independent elements of the process and output controls [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF], 1997). Behavioural controls were regarded high levels of formal control by [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF], while output/outcome controls were considered low levels of formal control. On a conceptual differential scale, [START_REF] Oliver | An empirical test of the consequences of behavior and outcome based sales control systems[END_REF] proposed that behavioural and outcome controls be measured as opposite extremes of a continuous scale. [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF], on the other hand, viewed behavioural/process controls and output/outcome controls to be equally capable of being perceived as regulating. Based on [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF]) conception, Jaworski & MacInnis (1989) recommended process and output controls as two discrete entities to be measured as two separate/ independent dimensions on reflective scales. Simultaneous behavioural/process and output/outcome controls [START_REF] Challagalla | A measurement model of the dimensions and types of output and behavior control: An empirical test in a salesforce context[END_REF][START_REF] Cravens | Formal and informal management control combinations in sales organizations: The impact on salesperson consequences[END_REF][START_REF] Jaworski | Control Combinations in Marketing: Conceptual Framework and Empirical Evidence[END_REF][START_REF] Samaraweera | Formal salesforce controls and revenue production: a meta-analysis[END_REF].

These succeeding conceptual and empirical efforts strengthen the idea that these constructs are distinct and, as a result, must be understood and measured separately.

Controls have a variety of effects on salespeople's beliefs, perceptions, capabilities, emotions, attitudes, motivations, behaviours, and outputs [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF][START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF]., According to [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF], salesperson outcomes are dependent on the fit between control use and the sales environment. [START_REF] Stathakopoulos | Sales force control: A synthesis of three theories[END_REF] went on to say that, a better knowledge of how controls affect salesperson-customer relationships is needed. Control repercussions should also be considered at the sales force/sales organization level (e.g., [START_REF] Cravens | Behavior-based and outcome-based salesforce control systems[END_REF][START_REF] Piercy | Relationships between Sales Management Control, Territory Design, Salesforce Performance and Sales Organization Effectiveness[END_REF].

According to [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], the purpose of sales management control systems (SMCSs) is to synchronize actions and behaviours of salespeople's with the organization's goals. Salesperson performance is classified in the SMCS literature as behavioural performance (i.e., behaviours used by employees to fulfil job requirements [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF], outcome performance (i.e., sales results contributed to the salesperson [START_REF] Churchill | Personal characteristics of salespeople and the attractiveness of alternative rewards[END_REF], the overall performance (i.e., a blend of behavioural and outcome performance measures [START_REF] Behrman | Measuring the Performance of Industrial Salespersons[END_REF].

Customer Control (Behavioural & Output)

It is anticipated that as businesses focus more on serving their customers, performance will improve [START_REF] Kirca | Market orientation: A meta-analytic review and assessment of its antecedents and impact on performance[END_REF][START_REF] Narver | The effect of a market orientation on business profitability[END_REF]. Employees are responsible for managing the company's relationships with its clients, so it is crucial to encourage them to adopt customer-focused selling techniques. Customer-oriented behaviours concentrate on meeting consumer needs, assisting clients in making decisions that are in their greatest advantage, and developing long-lasting, win-win relationships [START_REF] Saxe | The SOCO scale: A measure of the customer orientation of salespeople[END_REF].

Both academics and business executives in practice value a good sense of what adequately inspires employees to discover and meet complicated customers' needs because they connect and directly communicate with customers [START_REF] Steenburgh | Motivating salespeople: what really works[END_REF]. Formal sales control systems, sometimes referred to as 'sales controls', are one of the typical motivational tools used by businesses and referred to as: "an organization's set of procedures for monitoring, directing, evaluating, and compensating its employees" (Anderson & Oliver, 1987, p.76). Through encouragement and insurance that employees consistently and effectively produced high-quality goods and services and honoured their obligations to customers and internal stakeholders, controls were seen as bringing personnel into line with corporate aims.

It was thought to improve company image and business performance. Procedures for evaluation and monitoring were sometimes referred to as feedbacks for ongoing development [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] divided sales systems into behavioural control and outcome control, which correspond to different traits and organizational beliefs. Output controls (such as customer feedback methods, goal setting, and appraisal system) and behaviour controls were utilized as control tools to assist with synchronization (For instance, quality control protocols, SOPs, and codes of conduct) [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. Particularly, behavioural control places more emphasis on the selling process than on the final product.

While using behavioural control, a manager will take into account employees' aptitude, commitment, work ethic. when assessing their performance [START_REF] Cravens | Behavior-based and outcome-based salesforce control systems[END_REF]. Whereas, through rewards for attaining targeted sales performance, outcome control encourages salespeople to engage in task-oriented behaviours and foster intimate personal ties with consumers [START_REF] Zang | How do the combinations of sales control systems influence sales performance? The mediating roles of distinct customer-oriented behaviors[END_REF].

In this research, the customer control is different from the traditional sales systems and management controls. Traditional management controls are based on internal environment and the employees have to follow and keep align to the management instructions and directly evaluated by their managers but the customer control is more complexed. It is outside the territory of managers and is directly controlled by the customers.

To explain customer control, it is divided into two dimensions. The first dimension, which is behavioural customer control represents, the evaluation of actions of employees by customers whereas, the second dimension output customer control, customer evaluates employees based on the result of the interaction. The two dimensions are discussed in the following paragraphs.

Behavioural Customer Control

Behavioural customer control is defined in this research context as "customer evaluates employee's performance based on his actions, regardless of results". Conceptualizing behavioural control as a construct that measures the degree to which employee involves in information sharing, recommendations, and becoming a vital part of service delivery and value creation process. When the customer controls the employee's actions and approaches during the service process then it is referred to as 'behavioural customer control. Controlling individual behaviour inside marketing groups may be a basic requirement for controlling marketing operations (see Anthony, 1952, p. 45-47;Hopwood, 1974).

In other words, the manager evaluates the success of the employee based on a sophisticated set of aggregate parameters. Employees who operate under behavioural control do not take the risks associated with outcome control and receive a relatively large amount of fixed remuneration (as opposed to being paid on commission) (e.g., the assigned sales quota).

Previous studies have shown that behavioural control systems have several benefits for businesses [START_REF] Cravens | Behavior-based and outcome-based salesforce control systems[END_REF]. For instance, behavioural control successfully encourages an employee's intrinsic motivation to accept the responsibility of serving for the business; under this control system, employees can successfully acquire knowledge and be proficient in their jobs; and co-workers cooperate. However, the behavioural control method could have certain disadvantages.

Since, employee performance is evaluated subjectively, in customer control, customers are frequently asked to rate a particular service provider, such as a sales representative, bank employee, professor, or a doctor [START_REF] Davis | The university presidency: do evaluations make a difference?[END_REF][START_REF] Haas | Is the professional satisfaction of general internists associated with patient satisfaction?[END_REF][START_REF] Sixma | Patient satisfaction with the general practitioner: a two-level analysis[END_REF], customers may, for instance, irrespective of an actual behaviour of an employee, shows personal biasness, animosity or ignorance that can affect the performance evaluation of the said employee.

Additionally, as teams grow in size and managers need to gather more data to evaluate performance, adopting behavioural control may become more challenging. As opposed to selling procedures, outcome control places more of an emphasis on outputs. Because their income is based on outputs, under outcome control the company acts as the agent and transfers the risks to the workers who are subject to significant market pressures [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF].

Especially in a service sector, there is no denying the significance of customer's participation in a service process and its impact on employees is huge, dyadic interaction between customer and employee plays a critical role especially in a service encounter.

Customer judges this encounter based on the behaviour of other party. Customer encounters may vary from situation to situation and there may be a single or multiple interactions between customer and service provider [START_REF] Liljander | Impact of Customer Preconsumption Mood on the Evaluation of Employee Behavior in Service Encounters[END_REF]. Positive employee behaviour positively influences the service delivery to customers that as a result helps organizations to attain competitive edge. Significance of employee behaviour in customer satisfaction has forced many service industries such as banks to train their employees to know how to behave during service encounter [START_REF] Zameer | Corporate image and customer satisfaction by virtue of employee engagement[END_REF]). Employee's behaviour influence on customer satisfaction plays a vital role in an organization's profitability [START_REF] Chang | Effect of servicescape on customer behavioral intentions: Moderating roles of service climate and employee engagement[END_REF].

Output Customer Control

The typical management control approach focuses on output [START_REF] Merchant | Control in business organizations[END_REF]. Using this method, management establishes a desirable output level for each marketing employee (i.e., performance goal), tracks how well each is performing and takes remedial action when major deviations from expectations occur. (1) An exclusive dependence on cybernetic methods, (2) a concentration on financial evaluations of production, and (3) an outcome focus are three basic components of the traditional approach. In terms of scope and implementation, the traditional output-oriented view of marketing control is limited. [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF] argued based on the issues that each of these three essential components has. He was not advocating discarding the traditional viewpoint; rather, urged that it be reinforced with external factors and other types of control [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF].

According to Jaworski (1988, p. 27), output control is performed when performance standards are established, examined, and the outcomes assessed, as mentioned in the explanation of the "conventional" control system. Since attribution for cause-effect information has been passed to the worker in the event of "full" outcome control, the organization does not need to know the causative process to guide the worker back on track. Comprehensive outcome control is exerted, for instance, when management instructs a manager to increase his or her sales without describing the process. In general, outcome control emphasizes final outcomes; yet, there is conflicting empirical evidence about the impact of these on performance [START_REF] Auh | When Does Customer Participation Matter? An Empirical Investigation of the Role of Customer Empowerment in the Customer Participation-Performance Link[END_REF][START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF].

The customer experience of the whole service process is a difficult concept to understand.

Every customer has unique characteristics, which makes it complex to comprehend things from the customer's point of view. Customer's feedback, reviews and suggestions facilitate in understanding customers' perceptions about the entire service experience [START_REF] Raaij | Customer control and evaluation of service validity and reliability[END_REF]. Customer feedback is one of the basic elements of the evaluation stage. Information coming directly from the customer about satisfaction or dissatisfaction with service or product is known as customer feedback. The customer's opinion and feedback is an important source of understanding and fulfilling the needs of the customer. The information is obtained from the customer through different marketing tools such as surveys, emails or phone calls [START_REF] Nasr | Exploring the impact of customer feedback on the well-being of service entities[END_REF].

According to this research, customer evaluation of employees at the end of the service process is referred to as an output control. The feedback of the customer about whether the employee met his/her expectations or not is part of his/her evaluation of an employee. Customer feedback helps companies to understand what is the perception of the customer about the company [START_REF] Vargo | Il aide également les entreprises à améliorer leurs produits et services et à résoudre les problèmes[END_REF]. It also helps companies to improve their products and services and fix the problems [START_REF] Wirtz | Organizational learning from customer feedback received by service employees[END_REF]. The customer wants to be a part of the whole service process from beginning to end. Customers when perceiving that they have a final say;

their sense of control and negative feelings convert to the positive and their opinion about the firm improves [START_REF] Guo | The Role of Perceived Control in Customer Value Cocreation and Service Recovery Evaluation[END_REF].

Customer Control and Employee Workplace Attitudes

Developing a strong control system is crucial for effectively managing employees because the sales profession frequently entails independent, entrepreneurial, and autonomous duties and tasks (Anderson & Oliver, 1987, p. 76). It has been proposed that various sales control methods (such as outputs and behaviours) may either enhance or detract from employee effectiveness (e.g., [START_REF] Miao | The interactive effects of sales control systems on salesperson performance: A job demands-resources perspective[END_REF][START_REF] Oliver | An empirical test of the consequences of behavior and outcome based sales control systems[END_REF]. Unfortunately, there are inconsistent findings in the literature regarding the relationship between various sales control systems and employee performance, hence there are no definitive recommendations (e.g., [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF].

Many studies have focused on the connection between service personnel feedback and performance. The majority of research have concentrated on feedback from within the organization. These consist of feedback from superiors [START_REF] Becker | A field study of the relationship between the organizational feedback environment and performance[END_REF][START_REF] Sujan | Learning orientation, working smart, and effective selling[END_REF], colleagues [START_REF] Ilgen | Consequences of individual feedback on behavior in organizations[END_REF][START_REF] Kohli | The influence of coworker feedback on salespeople[END_REF] and from oneself [START_REF] Becker | A field study of the relationship between the organizational feedback environment and performance[END_REF][START_REF] Ilgen | Consequences of individual feedback on behavior in organizations[END_REF]. Given the increased prominence that customers enjoy across firms, this is unexpected. Surprisingly little is known about feedback from customers and its possible influence on employee attitudes and actions. Furthermore, there isn't much empirical data to back up these (customer feedback influence on employee attitudes) claims [START_REF] Bell | Coping with customer complaints[END_REF]. Lawler (1976) reported that limited work had been conducted on the influence of control systems on individual behaviour inside the organization. As a result, despite an increasing interest in the behavioural repercussions of controls (especially in the accounting literature), the connection to organizational performance is usually disregarded.

The failure to observe direct significant influences of control systems on either persons or organizational units is by far the most consistent finding in the domain of control effects. Most of the study to date has found that the impacts of control systems are dependent on the context in which they are used [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF]. New marketing research also reveals that the environment may play a role in determining control effects (see [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF].

One of the most important concerns of management is to effectively manage its employees and external partners [START_REF] Sihag | Organizational Controls and Performance Outcomes: A Meta-Analytic Assessment and Extension[END_REF]. Customer satisfaction remains the most vital intervening variable in the service profit chain model. It is a cause of a variety of effects among organizational practices and employees' service behaviours [START_REF] Heskett | The service profit chain: How leading companies link profit and growth to loyalty, satisfaction, and value[END_REF][START_REF] Pugh | Driving service effectiveness through employee-customer linkages[END_REF]. The studies about customer satisfaction suggested that the satisfied customer will show different behaviours such as retention and defection based on his/her level of satisfaction [START_REF] Allen | Employee commitment to the organization and customer reactions: Mapping the linkages[END_REF].

Recently, customer satisfaction, employee behaviour and employee commitment to the organization is studied and it was concluded that employee behaviour has a crucial role between organizational success and customer satisfaction. Employee service behaviour is based on job satisfaction, organizational commitment and other organizational practices [START_REF] Hong | Missing link in the service profit chain: A metaanalytic review of the antecedents, consequences, and moderators of service climate[END_REF]. Human resource management, organizational practices and leadership cannot ignore the importance of customer service behaviours and employee behaviours and how these are interrelated [START_REF] Hong | Missing link in the service profit chain: A metaanalytic review of the antecedents, consequences, and moderators of service climate[END_REF]. Employee and customer relations is of utmost importance in the service industry and is critically studied [START_REF] Batt | Managing customer services: Human resource practices, quit rates, and sales growth[END_REF][START_REF] Dean | Links between organisational and customer variables in service delivery: Evidence, contradictions and challenges[END_REF].

During the meta-analytic analysis of the connection between customer and employee satisfaction, Brown & Lam (2008, p. 253) suggested that there is a need to study this relationship in detail as it also affects the financial performance of the organization as well. A detailed study about customer-employee behaviours and their outcomes is necessarily needed in management studies. In conclusion, customer satisfaction has led to the foundation of customer control. The aforementioned research is mostly focused on customer satisfaction; this research is going to study customer-employee satisfaction reversely. The customer-centric approach is the foundation of customer control.

There is a plethora of research on the effectiveness of control. Such as a large number of scholars found out that mostly organizational controls and performance has positive connections. The empirical findings suggest that the reason might be that control limits the self-interests of the controlee and let him/her behave according to organizational guidelines [START_REF] William | A Conceptual Framework for the Design of Organizational Control Mechanisms[END_REF]. But still, there is quite a large number of empirical findings with contradictory and mixed evidence about the above claim [START_REF] Sihag | Organizational Controls and Performance Outcomes: A Meta-Analytic Assessment and Extension[END_REF]. According to [START_REF] Cardinal | An Aspirational View of Organizational Control Research: Re-invigorating Empirical Work to Better Meet the Challenges of 21 st Century Organizations[END_REF], there is no affirmative proof of the positive effect of organizational controls on high performance. Few studies show the positive effects (e.g., [START_REF] Liu | Effects of control on the performance of information systems projects: The moderating role of complexity risk[END_REF], whereas, others advocated insignificant effects of control on performance [START_REF] Tiwana | Does peripheral knowledge complement control? An empirical test in technology outsourcing alliances[END_REF]. Especially, if the focus is on the types of control such as outcome, behavioural or clan and its effect on performance, there are mixed empirical results [START_REF] Sihag | Organizational Controls and Performance Outcomes: A Meta-Analytic Assessment and Extension[END_REF]. According to the studies (e.g., [START_REF] Liu | Effects of control on the performance of information systems projects: The moderating role of complexity risk[END_REF][START_REF] Tiwana | Does technological modularity substitute for control? A study of alliance performance in software outsourcing[END_REF], outcome control and performance are positively correlated, but (e.g., [START_REF] Aulakh | Trust and performance in cross-border marketing partnerships: A behavioral approach[END_REF][START_REF] Bonner | Upper management control of new product development projects and project performance[END_REF], argued against it and claimed negative or no effect of outcome control on performance. Likewise, behavioural control and performance also has contradictory findings (e.g., [START_REF] Aulakh | International principal-agent relationships: Control, governance and performance[END_REF][START_REF] Bello | The effect of output controls, process controls, and flexibility on export channel performance[END_REF][START_REF] Bonner | Upper management control of new product development projects and project performance[END_REF][START_REF] Tiwana | Systems development ambidexterity: Explaining the complementary and substitutive roles of formal and informal controls[END_REF][START_REF] Tiwana | Control in internal and outsourced software projects[END_REF][START_REF] Sihag | Organizational Controls and Performance Outcomes: A Meta-Analytic Assessment and Extension[END_REF].

Regarding the impact of sales controls on performance, prior study indicates the following about the conflicting empirical findings: "it is possible that the mechanism through which the two groups of variables are linked may be more complex than the simple direct relationships" (Evans et al., 2007, p. 445).

The above discussion with respect to the control and performance is a proof that control has contradictory findings on the employee's performance that helps to assume that if control has mixed effects on employee's performance it may also have mixed influence on the behaviours and attitudes of the employees. All these findings are related to the control used by internal organizational factors such as supervisors or managers. There is not a signal study in which it is found that customer control (behavioural and output) is studied with employee's behaviours or attitudes.

Customer Control and Employee Affective Commitment

Employee commitment is significant, especially for businesses that manufacture goods and services, because the sales staff is a distinctive organizational division that generates output sales [START_REF] Castro-González | Responsible leadership and salespeople's creativity: the mediating effects of CSR perceptions[END_REF]. According to earlier research, the successful implementation of sales force control systems is one way to boost organizational commitment [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF][START_REF] Cravens | Formal and informal management control combinations in sales organizations: The impact on salesperson consequences[END_REF][START_REF] Pettijohn | Are performance appraisals a bureaucratic exercise or can they be used to enhance sales-force satisfaction and commitment[END_REF]. To minimize the costs associated with sales team turnover, business should strengthen salespeople's commitment, which is seen as the requisite for improving end-performance, lowering opportunism, fostering organization citizenship behaviour, and strengthening other work performance [START_REF] Angle | An empirical assessment of organizational commitment and organizational effectiveness[END_REF][START_REF] Grego-Planer | The relationship between organizational commitment and organizational citizenship behaviors in the public and private sectors[END_REF][START_REF] Wombacher | The interplay of team and organizational commitment in motivating employees' interteam conflict handling[END_REF]. Salesperson turnover typically results in financial loss from customer dissatisfaction, which hurts the companies' ability to maintain a competitive advantage [START_REF] Hartmann | The effects of mentoring on salesperson commitment[END_REF].

When studying the relationship between sales controls and organizational commitment, the majority of studies did not explicitly identify sales force controls [START_REF] Crosno | A meta-analytic review of the effects of organizational control in marketing exchange relationships[END_REF][START_REF] Kim | Chicken or egg? Sequential complementarity among salesforce control mechanisms[END_REF][START_REF] Purohit | Salesperson performance: Role of perceived overqualification and organization type[END_REF]. Employee commitment can be affected by his/her feelings such as poor self-esteem and low confidence (Mercurio, 2015). Recently, many contemporary experts supports this idea. In 2014, an article "Engage your employees or lose billions" was published by Forbes Magazine. In which it was suggested that employee commitment and emotional connection with the organization, promotes more positive employee behaviours. The latest work in the commitment field has increased the importance of employees' emotional well-being and its link to employee commitment (Mercurio, 2015).

Empirical proofs on the links between affective commitment and other positive and negative work outcomes such as turnover, stress, absenteeism and organizational citizenship behaviours have encouraged the idea to study more affective commitment related antecedents (Meyer et al., 2002). Demographic variables, individual dissimilarities, work experiences are already proven primary antecedents of affective commitment [START_REF] Cooper-Hakim | The Construct of Work Commitment: Testing an Integrative Framework[END_REF][START_REF] Mathieu | A Review and Meta-Analysis of the Antecedents, Correlates, and Consequences of Organizational Commitment[END_REF]Meyer et al., 2002;[START_REF] Riketta | Organizational identification: A meta-analysis[END_REF]. But, still work experience variables have the strongest correlation to affective commitment (Meyer et al., 2002). There are many empirical confirmations about affective commitment and its positive correlations with interpersonal relations, HR practices and social commitments [START_REF] Morrow | Managing organizational commitment: Insights from longitudinal research[END_REF].

The management control system is often studied by focusing on the organizational outcomes such as performance of organizations [START_REF] Merchant | The design of the corporate budgeting system: influences on managerial behavior and performance[END_REF][START_REF] Abernethy | An empirical assessment of the fit between strategy and management information systems design[END_REF][START_REF] Snell | Human resource management and firm performance: testing a contingency model of executive controls[END_REF][START_REF] Chenhall | Reliance on manufacturing performance measures, total quality management and organizational performance[END_REF][START_REF] Abernethy | The role of budgets in organizations facing strategic change: an exploratory study[END_REF][START_REF] Hoque | Linking balanced scorecard measures to size and market factors: impact on organizational performance[END_REF][START_REF] Abernethy | Interdependencies in control system design: a test in hospitals[END_REF][START_REF] Baines | Antecedents to management accounting change: a structural equation approach[END_REF][START_REF] Maiga | Antecedents and consequences of quality performance[END_REF][START_REF] Sandino | Introducing the first management control systems: evidence from the retail sector[END_REF][START_REF] Jermias | The moderating effects of hierarchy and control systems on the relationship between budgetary participation and performance[END_REF][START_REF] Lee | Organization structure, competition and performance measurement systems and their joint effects on performance[END_REF] organizational learning [START_REF] Simons | Levers of Control: How Managers Use Innovative Control Systems to Drive Strategic Renewal[END_REF][START_REF] Simons | Performance Measurement and Control Systems for Implementing Strategy[END_REF][START_REF] Kloot | Organizational learning and management control systems: responding to environmental change[END_REF][START_REF] Makhija | The relationship between control and partner learning in learning-related joint ventures[END_REF][START_REF] Driver | Activity-based costing: a tool for adaptive and generative organizational learning?[END_REF][START_REF] Henri | Organizational culture and performance measurement systems[END_REF][START_REF] Batac | Interactions between control and organizational learning in the case of a municipality: a comparative study with Kloot[END_REF] and its usefulness in organizational literature has been proven (Su et al., 2015a).

Unfortunately, MCS effect on behavioural outcomes such as job-related stress [START_REF] Hopwood | An empirical study of the role of accounting data in performance evaluation[END_REF][START_REF] Imoisili | The role of budget data in the evaluation of managerial performance[END_REF][START_REF] Shields | Antecedents of participative budgeting[END_REF][START_REF] Shields | The design and effects of control systems: tests of direct-and indirect-effects models[END_REF][START_REF] Gillespie | Occupational stress in universities: staff perceptions of causes, consequences and moderators of stress[END_REF] and employee commitment are ignored or understudied areas [START_REF] Caldwell | Building organizational commitment: a multifirm study[END_REF][START_REF] Wallace | Corporatist control and organizational commitment among professionals: the case of lawyers working in law firms[END_REF][START_REF] Mallak | Using culture gap analysis to manage organizational change[END_REF][START_REF] Fletcher | Performance management, job satisfaction and organizational commitment[END_REF][START_REF] Russell | Providing access: the difference between sharing and just reporting corporate information[END_REF][START_REF] Rodwell | The relationships among work-related perceptions, employee attitudes and employee performance: the integral role of communication[END_REF][START_REF] Metcalfe | Exploring organisation commitment in the police: implications for human resource strategy[END_REF].

Some scholars have taken interest in MCSs and employee commitment and there are proven positive links between the effectiveness of MCSs such as characteristics of performance management systems and employee commitment, mainly performance rewards are positively correlated with employee commitment [START_REF] Fletcher | Performance management, job satisfaction and organizational commitment[END_REF]. Moreover, [START_REF] Metcalfe | Exploring organisation commitment in the police: implications for human resource strategy[END_REF], also presented the findings of a positive relationship between employee involvement in decision making, feedback and high employee commitment. A substantial positive association has been observed between an employee's organizational commitment and behavioural controls [START_REF] Oliver | An empirical test of the consequences of behavior and outcome based sales control systems[END_REF], 1995) and high-control systems (Cravens et al., 2004). Affective commitment (i.e., an employee's identification with the organization) has also been demonstrated to buffer the positive association between an employee's customer orientation and overall performance and a high-control system (e.g., behavioural, output, and social) [START_REF] Joshi | The indirect effects of organizational controls on salesperson performance and customer orientation[END_REF]).

Employee's vitality (i.e., level of positive energy, willingness to exert effort), devotion (i.e., level of involvement, commitment, passion, and prestige), and absorption (i.e., involvement with the work) have all been found to be positively affected by behavioural controls, with supervisory support enhancing all relationships [START_REF] Khan | The interactive effects of behavior-based sales control system and supervisory support on work engagement: a SDT and OST perspective[END_REF].

Behavioural controls appear to have an essential antecedent role in a salesperson's organizational commitment. Although [START_REF] Joshi | The indirect effects of organizational controls on salesperson performance and customer orientation[END_REF] discovered evidence that affective commitment mediates the association between SMCSs and performance, it is crucial to highlight that other studies investigating the link between organizational commitment and performance have produced conflicting results (e.g., [START_REF] Sager | Antecedents and outcomes of organizational commitment: A study of salespeople[END_REF][START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF].

Behavioural controls are designed to control the behaviour of employees by close and direct supervision. These controls are developed to keep employees' behaviours in check regardless of their work outcomes. Employees have to follow set rules and procedures to perform a specific task. Behavioural controls are used to motivate employees by holding them accountable for their behaviours but the findings from the research have shown a negative impact of behavioural control on employee commitment [START_REF] Merchant | Management Control Systems: Performance Measurement, Evaluation and Incentives[END_REF].

Behavioural control is based on the direct observation and supervision of the employee behaviours that are negatively linked to the job autonomy. As, employees feel that management doesn't trust them and results in a low level of commitment [START_REF] Ramaswami | Marketing controls and dysfunctional employee behaviours: a test of traditional and contingency theory postulates[END_REF][START_REF] Su | Employee organizational commitment: the influence of cultural and organizational factors in the Australian manufacturing industry[END_REF]. [START_REF] Merchant | Management Control Systems: Performance Measurement, Evaluation and Incentives[END_REF], in their case study also highlighted the negative impact of direct supervision on employee commitment. In addition, employee creativity and freedom are hindered by behavioural control [START_REF] Mckinnon | Organizational culture: association with commitment, job satisfaction, propensity to remain, and information sharing in Taiwan[END_REF].

The importance and focus of behavioural control on a set of rules and procedures also lead towards low employee commitment [START_REF] Zeffane | Organizational commitment and perceived management styles: the publicprivate sector contrast[END_REF]. Behavioural controls have been proven to be negatively associated with employee outcome performance (e.g., ability to achieve a percentage of quota targets) [START_REF] Onyemah | Inconsistencies among the constitutive elements of a sales force control system: test of a configuration theory-based performance prediction[END_REF]. Behavioural controls have been observed to enhance job strain and person-role conflict in some circumstances, resulting in lower performance [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF][START_REF] Jaworski | Control Combinations in Marketing: Conceptual Framework and Empirical Evidence[END_REF]. This connection was later confirmed among sales representatives [START_REF] Cravens | Formal and informal management control combinations in sales organizations: The impact on salesperson consequences[END_REF]. Routine jobs in behavioural controls cause low employee commitment [START_REF] Rayton | Examining the interconnection of job satisfaction and organizational commitment: an application of the bivariate probit model[END_REF]. According to [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], a salesperson's role stress/job tension is linked to both a high level of control over their activities and a high level of accountability without proper supervision. This research is also studying the impact of customer control on the employee affective commitment. It is presumed that customer control is out of manager's domain and can have more adverse effect on employee affective commitment.

Based on the discussion in the above paragraph, it may be presumed that customer control (behavioural) negatively influences the employee affective commitment. So, it can be hypothesized that, H1 (a): Higher the level of customer control (behavioural) lower will be the employee affective commitment.

Opposite to behavioural controls, the focal point of output controls is the results.

Employees are held accountable for the results irrespective of how these results are achieved [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF].

Some scholars reported the positive link of performance-based rewards on employee commitment, they believe that rewards motivate employees to work hard and improve their performance and become more committed to the organization (e.g., [START_REF] Danish | Impact of reward and recognition on job satisfaction and motivation: an empirical study from Pakistan[END_REF][START_REF] House | Path-goal theory of leadership lessons, legacy, and a reformulated theory[END_REF][START_REF] Phoenix | Benefits compensation[END_REF]. Opposing to the above idea, [START_REF] Ramaswami | Marketing controls and dysfunctional employee behaviours: a test of traditional and contingency theory postulates[END_REF], [START_REF] Jaeger | Control systems and strategic adaptation: lessons from the Japanese experience[END_REF] and [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF] suggested that the positive link between output control and employee commitment is based on conditions. The organizations that have more stable work environments may witness a positive link but the organizations that are in the growth stage and have unstable organizational work environment and the performance criteria is not well developed may witness confusing results. Improper setup of performance measures also leads to the employees perception that the accomplishment of these output goals are out of their control [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF] and a study by [START_REF] Crawford | The relationship between boundary spanner's job satisfaction and the management control system[END_REF] reported that those who perceive that they have no control over these output goals may show negative or low commitment (Su et al., 2015a).

In contrast to behaviour, output control places more emphasis on outputs. Because their income is based on outputs, employees are subject to significant market pressures under output control, therefore the company acts as the agent and transfers the associated risks to them [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF]. Despite having more autonomy and independence than employees under behavioural control, managers rarely provide support or mentoring to outputcontrolled employees [START_REF] Zang | How do the combinations of sales control systems influence sales performance? The mediating roles of distinct customer-oriented behaviors[END_REF]. Salespeople are more ready to work hard for the organization and feel more responsible since outcome control gives them the opportunity to adopt any approach that will help them reach the objective [START_REF] Wang | The interactive effects of sales force controls on salespeople behaviors and customer outcomes[END_REF]. The favourable relationship between outcome control and salesperson commitment is also supported by past research [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF]. According to [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], a recent meta-analysis of the effects of behavioural and outcome-based controls, both forms of controls have a favourable link with salesperson outcome performance (e.g., exceeding sales targets; [START_REF] Samaraweera | Formal salesforce controls and revenue production: a meta-analysis[END_REF].

Although, the past findings are contradictory regarding outcome controls effect on affective commitment, one thing is to be kept in mind that in this research, this is not the traditional output control, which is controlled, by the supervisors or the organization. This output control is evaluated and monitored by the customers and it is not easy to satisfy customers. Based on this discussion, it can be presumed that customer control (output) restricts employees' job autonomy and it may affect employees' affective commitment negatively.

Therefore, the study hypothesizes that, H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment.

Customer Control and Job Involvement

Job involvement is considered an important behaviour of organizational employees [START_REF] Moynihan | Finding workable levers over work motivation: Comparing job satisfaction, job involvement, and organizational commitment[END_REF]. According to Brown (1996), a person is said to be involved in his/her job, if he/she can relate to it in a sense that he/she can identify himself/herself with his/her work. It is the job matching the needs of the employee [START_REF] Christian | Work engagement: A quantitative review and test of its relations with task and contextual performance[END_REF].

Human resource management literature is anticipated to flourish a higher job involvement organizational culture along with other efficient and effective human resource practices and systems [START_REF] Oliveira | Work engagement: Individual and situational antecedents and its relationship with turnover intention[END_REF]. These high-performance job involvement systems are responsible to direct the employee's attitudes and behaviours in organizations [START_REF] Jiang | How does human resource management influence organizational outcomes? A meta-analytic investigation of mediating mechanisms[END_REF].

The result from previous studies on the effectiveness of job involvement revealed that job involvement and employees' psychological attributes are positively connected [START_REF] Popoola | Exploring the relationship between work locus of control and job involvement of employees in commercial banks in Nigeria[END_REF]. [START_REF] Miller | Attribution versus persuasion as a means of modifying behaviour[END_REF] argued, that when an individual faces lack of control, he/she would behave differently. Mostly, they will strive to gain more control and this psychological state is known as reactance. Initially, lack of control leads to a fight for control and increase the motivation and performance of individuals. The findings from these studies proved a positive correlation between psychological attributes such as work locus of control, self-efficacy, work need satisfaction and job involvement [START_REF] Popoola | Exploring the relationship between work locus of control and job involvement of employees in commercial banks in Nigeria[END_REF].

Employee empowerment is giving more power and freedom to the employee by involving him/her in decision making and is positively related to the job involvement [START_REF] Lambert | Exploring Potential Antecedents of Job Involvement An Exploratory Study Among Jail Staff[END_REF]. Employees having high decision-making power builds a strong affiliation with the organization and results in high motivation, which leads towards high job involvement.

The employees believe that they play an important role in an organization's success and failure and feel a significant part of the organization and supports the harmony in the organization [START_REF] Noorliza | The effects of total quality management practices on employees work related attitudes[END_REF]. Job involvement is directly influenced by psychological empowerment [START_REF] Jaiswal | Effect of Work Environment Characteristics on Job Involvement in an Organization: An Empirical Review[END_REF].

However, in customer control, power is shifted from employees to the customers and they are controlling and directing employees that may result in a suppression of employee empowerment. Therefore, it can be assumed that when employee empowerment is positively related to high job involvement then suppression of employee empowerment may lead to low job involvement [START_REF] Jaiswal | Effect of Work Environment Characteristics on Job Involvement in an Organization: An Empirical Review[END_REF].

The case studies on restaurant workers reported that close monitoring and the pressure to complete a demanding work job creates job-related tension and stress among employees [START_REF] Crozier | The bureaucratic phenomenon[END_REF][START_REF] Drabek | Laboratory simulation of organizational stress[END_REF]. Hence, this study presumes that customer control (behavioural and output) is a close observation of employees and puts strain on employees mental conditions and may lead to negative job involvement [START_REF] Kain | New Developments in Theoretical and Conceptual Approaches to Job Stress[END_REF]. Based on the above discussion, it can be hypothesized that, H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.

H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.

Customer Control and Alienation

When an individual feels control-less and powerless at work, it will affect his/her life in general [START_REF] Seeman | On The Meaning Of Alienation[END_REF][START_REF] Blauner | Alienation and freedom[END_REF]. This is a form of alienation that can be psychologically interpreted as feeling incompetent to attain needs of self-realization and selfesteem. Regarding the work environment, meaninglessness "refers to the immediate significance a work operation or product has for the worker" (Rose, 1988, p. 224). It fits the impression that work sometimes becomes so exhausting that it causes stress.

Measurement and understanding of work alienation are confusing and challenging [START_REF] Vallas | White-collar proletarians? The structure of clerical work and levels of class consciousness[END_REF][START_REF] Erikson | On work and alienation[END_REF][START_REF] Geyer | Alienation: Problems of meaning, theory and method[END_REF]. A variety of terms is used to describe and measure the characteristics and features of work alienation. According to Marx (1844Marx ( /1959) ) and Weber (1926Weber ( /1947)), alienation is a feeling or a state in which an individual feels disconnected from his/her job. The main reason is said to be the lack of work autonomy.

Structural conditions such as formal rules, procedures, policies, decision making are theorized to directly cause alienation. The statement explains that social psychological break up of work conditions that restricts an individual's decision-making and autonomy leads to alienation.

Employees who cannot work freely then feel powerless, meaningless and self-estranged [START_REF] Kakabadse | Organizational alienation and job climate: A comparative study of structural conditions and psychological adjustment[END_REF]Mottaz, 1981;[START_REF] Sarros | Work Alienation and Organizational Leadership[END_REF].

A plethora of research has been done on the effects of high demand and low control in the work environment. Lack of control and decision making and high job demand influences the level of job strain [START_REF] De Lange | The very best of the millennium'': Longitudinal research and the demands-control (support) model[END_REF]. The direct link between customer control (behavioural/output) and alienation was not found in previous research but the above discussion supports the idea that high demanding jobs such as customer control may lead to job strain such as alienation. Therefore, it can be hypothesized that, H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.

H3 (b):

Higher the level of customer control (output) higher will be the employee work alienation.

Figure 2.2: Customer Control influence on Employee workplace attitudes

Chapter Summary

This chapter is divided into many important sections, in first section, the control is studied generally. The second part of chapter covered the outcome variables such as employee affective commitment, job involvement and alienation in detail. The next part compiled the past researches' mixed finding on the effect of control on employees work performance, behaviours and attitudes. As this study is the first study to cover customer control in detail, therefore, customer control was defined and explained with its two dimensions i.e., behavioural customer control and output customer control. Due to dearth of past research in the connections between customer control and these employee workplace attitudes hence, these are discussed by keeping in view the general or traditional sales control approach. The next chapter is about the purpose of selecting SDT as a motivational theory and its links to the customer control and employee workplace attitudes and the moderating role of perceived organizational and supervisory support with customer control on all 3 basic psychological needs of SDT.

Chapter 3 Management's Impact on Customer Control and Psychological Needs

Since the very beginning, many scholars are interested to identify the driving force behind 

Theoretical Overview

The center of this study is the following theory: Self-determination theory. discusses that all employees have three basic psychological needs i.e. need for autonomy, competence and relatedness and satisfaction of these needs results in an employee's high motivation, performance and well-being [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF].

Self-Determination Theory

Psychologists Edward Deci and Richard Ryan first introduced their ideas about selfdetermination in their 1985 book 'Self-Determination and Intrinsic Motivation in Human Behaviour'. Self-determination is a motivational and developmental theory that represents the difference between intrinsic and extrinsic motivations. It also discusses the three basic human psychological needs (competence, autonomy and relatedness) which determine individual behaviours and changes in these behaviours under different situations [START_REF] Deci | Facilitating Optimal Motivation and Psychological Well-Being Across Life's Domains[END_REF].

The central theme of the theory is the distinction between autonomous and controlled motivation [START_REF] Gagne | Self-determination theory and work motivation[END_REF]. According to [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF], when a person's basic psychological needs for autonomy, competence and relatedness are satisfied, he/she will feel motivated. Scholars from various fields have taken a keen interest in basic psychological needs such as health care [START_REF] Ng | Self-determination theory applied to health contexts: A metaanalysis[END_REF], education [START_REF] Vansteenkiste | Intrinsic versus extrinsic goal contents in self-determination theory: Another look at the quality of academic motivation[END_REF], sports and exercise [START_REF] Edmunds | A test of self-determination theory in the exercise domain[END_REF].

Autonomy is to have freedom of choice. Intrinsic motivation is an example of autonomous motivation. When a person performs a work because he/she feels internal satisfaction by doing so then it is identified as intrinsic motivation. In contrast, control motivation is based on pressure to assure the performance of the task. An individual performs a task because he/she is going to receive some external benefit from it then it is extrinsic motivation and comes under the controlled motivation heading [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF]. Internally motivated employees work for the interests of the organization whereas, externally motivated employees compare the outcomes.

Deci and [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF] self-determination theory's three basic psychological needs are considered as the universal needs and to be satisfied and motivated, fulfilment of these needs is necessary [START_REF] Gagne | Self-determination theory and work motivation[END_REF][START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF]. According to deCharms (1968), people want to work as causal agents. They want to work with their own free will. People also want to master the skills, which are mandatory for their smooth work performance. To perform better they want to be more competent. Humans are social beings; they always strive for relations, belongingness and connections with others [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF]. Self-determination plays an important role in developing policies that are both beneficial for an individual and organization [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF]. It helps in suggesting the ways that help in fulfilling the three basic psychological needs (i.e. autonomy, competence and relatedness) of employees and motivate them to be engaged in organizational well-being.

Internal motivation helps employees to value their work over rewards and external outcomes. Whereas, contrary to it, if the work environment is controlling then it will prevent the intrinsic motivation of employees and they will only indulge in tasks that will offer motivation that is based on factors that are more external. They will follow the rules because of rewards and punishment without owing them and as a result will lose interest in organizational well-being. On the other hand, an employee who feels more internally motivated will own the organization and will be more pro-organizational, hence, will engage in the organization and its stakeholder's welfare [START_REF] Gagne | Self-determination theory and work motivation[END_REF]. The figure below shows how satisfaction with these basic psychological needs leads to intrinsic and extrinsic motivation.

(Lisa Legault, 2017) [START_REF] Eden | Intrinsic and extrinsic rewards and motives: replication and extension with Kibbutz workers[END_REF] in his study on Kibbutz workers, found the negative connection between extrinsic rewards and intrinsic motivation. [START_REF] Deckop | The risk and reward of a double-edged sword: effects of merit-pay programs on intrinsic motivation[END_REF] also supported the claim of [START_REF] Eden | Intrinsic and extrinsic rewards and motives: replication and extension with Kibbutz workers[END_REF] when they found that merit-pay programs in non-profit organizations cause a lack of autonomy and intrinsic motivation. Moreover, [START_REF] Shirom | The effects of pay systems on blue-collar employees' emotional distress: the mediating effects of objective and subjective work monotony[END_REF], in their study on bluecollar employees, found that pay for performance policy reduces well-being in employees, particularly for ones who found their jobs repetitive and boring.

Later on, some studies supported the positive link between managerial autonomy support and positive work outcomes. Managerial autonomy support is when the manager recognizes the views of his/her subordinates and offers him/her valuable feedback without controlling the freedom of choice and creativity; he/she also doesn't force his/her subordinates to behave in a specific manner [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF]. As a result, employees show more job satisfaction, trust in management and positive work outcomes [START_REF] Deci | Self-determination in a work organization[END_REF]. More studies supported the positive association between managers' autonomy support and basic psychological needs (autonomy, competence and relatedness), which leads to the increase in job satisfaction, higher performance, diligence, acceptance of change and psychological adjustment (Baard et al., 2004;[START_REF] Deci | Need satisfaction, motivation, and well-being in the work organizations of a former Eastern Bloc country[END_REF][START_REF] Gagne´ | Facilitating the acceptance of organizational change: the importance of self-determination[END_REF][START_REF] Ilardi | Employee and supervisor ratings of motivation: main effects and discrepancies associated with job satisfaction and adjustment in a factory setting[END_REF][START_REF] Kasser | Motivation and employee-supervisor discrepancies in a psychiatric vocational rehabilitation setting[END_REF]. [START_REF] Blais | On the mediational role of feelings of self determination in the workplace: further evidence and generalization[END_REF] and [START_REF] Breaugh | The measurement of work autonomy[END_REF] reported the positive influence of managerial autonomy support on subordinates motivation, performance and job involvement.

By using O'Reilly & Chatman's (1986) measure for organizational commitment and affective commitment measure by [START_REF] Allen | Affective, continuance, and normative commitment to the organization: an examination of construct validity[END_REF], [START_REF] Gagne´ | Self-determination theory as a framework for understanding organizational commitment[END_REF] and [START_REF] Gagne´ | How work motivation is related to organizational commitment: a series of organizational studies[END_REF], has found the connection between autonomous motivations and organizational and affective commitment. outcomes and autonomy support from supervisors and colleagues in health professionals [START_REF] Moreau | The importance of perceived autonomy support for the psychological health and work satisfaction of health professionals: Not only supervisors count, colleagues too![END_REF]. Research on teachers from China [START_REF] Nie | The importance of autonomy support and the mediating role of work motivation for well-being: Testing selfdetermination theory in a Chinese work organisation[END_REF] also supported the findings of the prior two studies. Whereas, teachers in Canada [START_REF] Fernet | Predicting intraindividual changes in teacher burnout: The role of perceived school environment and motivational factors[END_REF] reported low motivation and high burnout as they experience more controlling supervisors. The study on hotel employees by [START_REF] Hon | Shaping environments conductive to creativity: The role of intrinsic motivation[END_REF] that when managers were more pro-employee empowering and colleagues were pro-relatedness, the staff displayed more creativity and motivated but when managers were more controlling, the employees were less motivated and creative.

According to [START_REF] Williams | Managerial support for basic psychological needs, somatic symptom burden and workrelated correlates: A self-determination theory perspective[END_REF] and supporting satisfaction of basic psychological needs [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF].

The MCSs have direct impact on employees' working environments and so creates the conditions for employees to be self-motivated. Furthermore, work categories differ in how they provide the core psychological needs that are required for self-motivation. Finally, different work types place distinct demands on the MCSs, which may influence how people in different jobs perceive the MCSs. Therefore, it is presumed that customer control affects these needs directly.

First, customer control is more about giving power to the customer that will cause suppression of employee control, influencing the need for autonomy. Second, customeremployee is a dyadic relationship, which affects the need for relatedness. Third, as customers have different natures some are more demanding than others do, employees need to be competent to deal with such customers. So, it relates to the satisfaction of the need for competence. It is not only to do the job well done but it will also give a level of accomplishment and indirectly more control to the person with more skills and expertise. Self-determination theory not only fills the requirement of this study's theoretical framework by showing how customer control influences employee attitudes but the past work has already established the links between self-determination theory and employee attitudes.

Basic Psychological Needs of SDT as an Influencer and Influencee

In this part, the link of customer control on basic psychological needs and then influence of these needs on employee workplace attitudes is explained.

Customer Control and Basic Psychological Needs of Self-Determination Theory

Extensive literature is available on the types, characteristics, roles of different types of control but there is a lack of literature where its effect on organizational performance and employee attitudes and behaviours have been studied [START_REF] Su | The moderating effect of organisational life cycle stages on the association between the interactive and diagnostic approaches to using controls with organisational performance[END_REF]. [START_REF] Simons | Performance Measurement and Control Systems for Implementing Strategy[END_REF] discussed the paradoxical effects of using control on employee behaviours. He suggested that some controls have a negative effect while others have a positive impact on employee behaviour and it depends on the way management exercises the control. According to him if control confiscates the autonomy of employees and they are monitored and controlled all the time, they will behave more negatively to such controls [START_REF] Baird | The relationship between the enabling use of controls, employee empowerment and performance[END_REF]. Employees reaction to control may be positive as "motivation" or negative as "threat" depending on the way how control is implemented by the supervisors [START_REF] Lopez-Valeiras | Employee reactions to the use of management control systems in hospitals: motivation vs. threat[END_REF]. It will not be wrong to say that control has paradoxical effects on employee workplace attitudes.

According to [START_REF] Hofmann | Determinants and effects of the diagnostic and interactive use of control systems: an empirical analysis on the use of budgets[END_REF], management exercises control on employees to align their behaviour with the organizational goals and evaluates it and rewards the performance on its basis. They also suggested that interactive and diagnostic control is directly linked to the financial performance of the firm. The diagnostic control system is when management evaluates the performance by monitoring the employee outcomes and rewards him/her accordingly. Diagnostic control is based on the goal-setting theory approach where management assigns the goals to the employees and aligns the behaviour of them through rewards [START_REF] Hofmann | Determinants and effects of the diagnostic and interactive use of control systems: an empirical analysis on the use of budgets[END_REF][START_REF] Sakka | Interactive and diagnostic uses of management control systems in IS projects: Antecedents and their impact on performance[END_REF]. According to [START_REF] Sakka | Interactive and diagnostic uses of management control systems in IS projects: Antecedents and their impact on performance[END_REF], diagnostic control is a form of formal control and is based on the traditional approach of monitoring by setting predetermined goals and then matching them with the actual results and filling the gap by finding out the weakness. Customer control is a diagnostic control as it is also based on feedback and monitoring and then performance is evaluated based on it. Past literature on diagnostic control and organizational performance has mixed responses.

According to [START_REF] Hofmann | Determinants and effects of the diagnostic and interactive use of control systems: an empirical analysis on the use of budgets[END_REF], diagnostic control and organizational performance have positive relation concerning budgets and cost. Management control systems create commitment towards organizational goals [START_REF] Kleine | Leadership impact on organizational commitment: The mediating role of management control systems choice[END_REF].

The last few decades have shaken up the trust of stakeholders in the organizations [START_REF] Kramer | Repairing and Enhancing Trust: Approaches to Reducing Organizational Trust Deficits[END_REF]. Demands for an increase in strict compliance, regulations and control systems have been made. Forcing organizations to revise their compliance, operations and other regulations. Resulting in revision of control and compliance systems of the organizations, affecting reward and other performance evaluation policies. When control is used with a broader scope it helps reduce risk and facilitates employees, resulting in creating employees positive response towards it and organizational goals [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. The scholars in favour of the positive impact of control recommended that control show care, reducing risk and support to employees and causes employees to have a more relaxed working environment.

Control systems show reliability and it's easier to handle problems due to written policies and standard procedures [START_REF] Langfred | Too Much of a Good Thing? Negative Effects of High Trust and Individual Autonomy in Self-Managing Teams[END_REF][START_REF] Bijlsma | Antecedents of trust in managers: a "bottom up approach[END_REF]. Lack of control and overly strict rules leads to unfair treatment of employees and other stakeholders, resulting in affecting employees behaviour [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. The connection between customer control and self-determination theory is supported by the satisfaction of three psychological needs. The MCS-created environment must meet three needs: autonomy, competence, and relatedness.

Therefore, whether these demands are met is determined by the individual's perception of the MC components applied. [START_REF] Simons | Performance Measurement and Control Systems for Implementing Strategy[END_REF] suggested that control can also instigate negative behaviours such as suppressing creativity and encouraging deviant behaviour among employees [START_REF] Su | The moderating effect of organisational life cycle stages on the association between the interactive and diagnostic approaches to using controls with organisational performance[END_REF].

Negative controls are inherently restrictive, yet they can also provide direction, stability, and consistency. Employee autonomy is limited by boundary systems, which include rules, beliefs, and other standard practices. Negatively stating the organization's aims might give the impression of power and build a barrier between employees and upper management.

Furthermore, limits are frequently associated with punishment and consequences, which can lead to feelings of fear and shame. Employees may feel controlled by the company rather than linked to it as a result of the widespread usage of boundary systems, which may undermine feelings of relatedness and autonomy [START_REF] Simons | Levers of control: How managers use innovative control systems to drive strategic renewal[END_REF]).

An employee's psychological beliefs, motives, and goal-seeking activities are impacted by control systems [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF]. Previous studies indicate that a salesperson's customer relationship management is influenced by sales controls [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF]. For instance, output control causes a decline in customer-focused actions [START_REF] Homburg | When Should the Customer Really be King? On the Optimum Level of Salesperson Customer Orientation in Sales Encounters[END_REF].

First, need for autonomy -Interaction of employees with customers is not always pleasurable and may cause job stress. Employees feel less motivated if their external evaluations (supervisor, colleagues, customers) are more negative than positive [START_REF] Dormann | Customer-Related Social Stressors and Burnout[END_REF]. Employee empowerment leads to better performance and employee empowerment is directly related to autonomy and power. More control to employees bring optimistic qualities and helps in finding solutions for improvement opportunities [START_REF] Bhatnagar | Management of innovation: role of psychological empowerment , work engagement and turnover intention in the Indian context[END_REF]. Whereas, high customer control reduces the intrinsic motivation among employees and their interest in going beyond the formal procedures in helping out customers will be diminished [START_REF] Yang | Service employees' concurrent adaptive and unethical behaviors in complex or non-routine tasks: The effects of customer control and self-monitoring personality[END_REF].

When the autonomy of front line employees are controlled they feel less motivated to perform tasks (Miao & Evans, 2007). Employees' urge for autonomy is obviously thwarted when they feel controlled [START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF]. Mills et al. (1983) when customers are more involved in business processes they affect the authority of employees and create conflicts [START_REF] Hsieh | The effect of customer participation on service providers ' job stress[END_REF].

In traditional organizations, managers seeking performance often argue against the use of management control systems. They believe that employees should be given the power to make work-related decisions [START_REF] Blackburn | Total quality and human resource management: Lessons learned from Baldridge award-winning companies[END_REF][START_REF] Heneman | Staffing organizations[END_REF][START_REF] Renn | Development and field test of a feedback seeking, selfefficacy, and goal setting model of work performance[END_REF][START_REF] Riordan | Putting the "E"(employee) into quality efforts: A process model of organizational practices, quality principles, and employee reactions[END_REF][START_REF] Thomas | Cognitive elements of empowerment: An "interpretive" model of intrinsic task motivation[END_REF].

The above belief is based on the motivational studies' findings, which encourage the significance of autonomy for the good execution of jobs [START_REF] Dewettinck | Linking behavioral control to frontline employee commitment and performance: A test of two alternative explanations using motivation theories[END_REF].

Autonomy is the degree of freedom a group or an individual has to complete certain tasks and jobs [START_REF] Hackman | Motivation through the design of work: Test of a theory[END_REF][START_REF] Henderson | Managing I/S design teams: A control theories perspective[END_REF]. Job autonomy is the core of the structural empowerment [START_REF] Bowen | The empowerment of service workers: What, why, how and when?[END_REF][START_REF] Bowen | Organising for service: empowerment or production line?[END_REF] and psychological literature [START_REF] Dewettinck | Linking behavioral control to frontline employee commitment and performance: A test of two alternative explanations using motivation theories[END_REF], it supports the decision-making privileges given to the employees along with freedom of choice at work [START_REF] Mills | Reassessing the limits of structural empowerment: Organizational constitution and trust as controls[END_REF].

Opposite to autonomy, there is a behavioural control, it is defined as the direct supervision, monitoring and evaluation of employee's behaviours; this definition of behavioural control alone can show the negative relation [START_REF] Dewettinck | Linking behavioral control to frontline employee commitment and performance: A test of two alternative explanations using motivation theories[END_REF] between customer control (behavioural) and employee's satisfaction of need for autonomy.

Behavioural control blocks autonomy and as a result leads to low motivation, commitment and performance [START_REF] Daft | Organization theory and design[END_REF][START_REF] Mills | Reassessing the limits of structural empowerment: Organizational constitution and trust as controls[END_REF]. Quite a few researchers argued that behavioural control limits and restricts autonomy [START_REF] Child | Strategies of control and organizational behavior[END_REF][START_REF] Hitt | Mergers and acquisitions and managerial commitment to innovation[END_REF][START_REF] Inkson | Organization structure and context: an abbreviated replication[END_REF]. Some suggested that when behavioural control is used, individuals can adopt acceptable work behaviours [START_REF] Ramaswami | Information asymmetry between salesperson and supervisor: postulates from agency and social exchange theory[END_REF].

Although, there is a lot of literature supporting behavioural control the human motivation theories yet did not offer the undisputable favorable implementation of behavioural control in the workplace. This supports the idea that behavioural control is negatively connected to autonomy because employees behave in a typical manner, which was previously rewarding. But these concepts are not empirically proved [START_REF] Dewettinck | Linking behavioral control to frontline employee commitment and performance: A test of two alternative explanations using motivation theories[END_REF].

Salespeople are motivated to engage in task-related activities and form a personal connection with consumers via output control [START_REF] Wang | The interactive effects of sales force controls on salespeople behaviors and customer outcomes[END_REF]. For instance, businesses can teach salespeople how to harness their personal skills to connect with consumers and train them to recognize customers' requirements in various scenarios. Salespeople have higher motivation to concentrate on clients because they are aware that learning these abilities might assist in achieving the sales performance targets set by output control [START_REF] Miao | Effects of formal sales control systems: A combinatory perspective[END_REF]. However, a salesperson's customer-focused actions could be muted by the output-behavioural control combination. A salesperson must establish a good relation with important customers in order to regulate output. According to [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF], output control has no significant effect on a customer-oriented approach.

In order to accomplish targeted performance, output control gives salespeople a lot of autonomy. This liberty can encourage salespeople's innate motives to engage in customerfocused behaviours. Whereas, behaviour control limits the autonomy of salespeople by monitoring and evaluating them based on specific routine duties and procedures [START_REF] Miao | Effects of formal sales control systems: A combinatory perspective[END_REF]. According to cognitive evaluation theory, salespeople who have minimal autonomy exhibit customer-focused activities with comparatively low intrinsic incentives.

Furthermore, despite the fact that both behaviour and output control stress the value of consumers, they might place conflicting focus on the customer relationship management (Mallin & Pullins, 2009).

A large number of researchers debated that behavioural control may not be very effective in service organizations where employees must be pro-active and have to deal with demanding customers [START_REF] Daft | Organization theory and design[END_REF][START_REF] Mills | Reassessing the limits of structural empowerment: Organizational constitution and trust as controls[END_REF]. The previous statement aligns with the idea of employee empowerment that has grabbed the attention of many scholars [START_REF] Ahearne | To empower or not to empower your sales force? An empirical examination of the influence of leadership empowerment behavior on customer satisfaction and performance[END_REF][START_REF] Campbell | An integrative attributional perspective of empowerment and learned helplessness: A multimethod field study[END_REF][START_REF] Conger | The empowerment process: Integrating theory and practice[END_REF][START_REF] Seibert | Taking empowerment to the next level: A multiple-level model of empowerment, performance, and satisfaction[END_REF][START_REF] Spreitzer | Psychological empowerment in the workplace: Dimensions, measurement, and validation[END_REF][START_REF] Spreitzer | Social structural characteristics of psychological empowerment[END_REF][START_REF] Thomas | Cognitive elements of empowerment: An "interpretive" model of intrinsic task motivation[END_REF]. The empowerment approach supports the suggestion to provide workers more autonomy and decision-making ability in their employment [START_REF] Mills | Reassessing the limits of structural empowerment: Organizational constitution and trust as controls[END_REF]. Most of the time this empowerment approach doesn't work well when applied in work settings due to the empowerment-control dilemma [START_REF] Argyris | Empowerment: The emperor's new clothes[END_REF][START_REF] Simons | Control in an age of empowerment[END_REF][START_REF] Randolph | Re-thinking empowerment: why is it so hard to achieve?[END_REF][START_REF] Mills | Reassessing the limits of structural empowerment: Organizational constitution and trust as controls[END_REF].

Therefore, the above discussion suggests that the employees should be given more autonomy at work but if management exercises employee behavioural control then it will not work. Perceived autonomy is one of the vital factors to link behavioural control to employee workplace attitudes [START_REF] Dewettinck | Linking behavioral control to frontline employee commitment and performance: A test of two alternative explanations using motivation theories[END_REF].

From the above arguments, it can be assumed that customer participation suppresses employee empowerment and affects his/her need for autonomy. Therefore, it is hypothesized that: Second, employee need for competence: Competence is the psychological desire to have a significant impact on one's surroundings. It speaks to the intrinsic desire to acquire knowledge and abilities as well as to observe effectiveness in action. Competence is a requirement for psychological development and overall well-being because it encourages the pursuit of demanding and profoundly enjoyable experiences. The sense of accomplishment in one's complex interactions with the outside environment is known as competence. This also refers to looking for chances to grow and use one's abilities (such as expertise, work potential, and talents), that is, to face the right kind of difficulties (Legault, 2017).

H4
People lose motivation and experience illness when they no longer feel competent and productive. In contrast, achieving mastery brings about feelings of fulfilment, energy, enthusiasm, and contentment [START_REF] Deci | Facilitating Optimal Motivation and Psychological Well-Being Across Life's Domains[END_REF]. This innate demand for competence seems to be universal; people from all cultures require it (e.g., [START_REF] Vlachopoulos | Cross-cultural invariance of the basic psychological needs in exercise scale and need satisfaction latent mean differences among Greek, Spanish, Portuguese and Turkish samples[END_REF]. Although the path toward competence is natural, it cannot simply be assumed; instead, it needs feedback and assistance from the surroundings. Determination, persistent effort and commitment, and the desire to do better are all fuelled by the need for competence. People typically favour difficult tasks over uninteresting or simple ones for this reason. In other words, the motivation to look for the best challenges is driven by the need for competence. People's talents and abilities are driven at a level that is developmentally appropriate when they participate in activities that are appropriately tough and challenging. People enter in a comfortable state when challenges and abilities are properly matched. This is a state of great attention and concentration where effort and understanding are merged, time is warped, and a sense of profound accomplishment and control over one's activities arises [START_REF] Csikszentmihalyi | Beyond boredom and anxiety[END_REF].

In customer control, need for competence is affected by customer involvement in a service process. Excessive customer participation in the service process ceases employee competence [START_REF] Li | Customer Participation in Services and its Effect on Employee Innovative Behavior[END_REF]. The employee feels more uncertain in performing tasks when the customer's participation is high in-service relationship. Best service to customers can be ensured when employees feel more competent and have fewer interruptions from customers [START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF]. It is difficult to understand the customer behaviour so when the customer provides input in the production and service process it creates difficulty for employees to coordinate well because they have incomplete information and it increases hurdles for employees during performing duties [START_REF] Larsson | Organization and Customer: Managing Design and Coordination of Services[END_REF]. Customers diversity in demands affect the employee competence as they feel it is challenging to match the different demands of customers and it will create task uncertainty and will affect the job performance and employee workplace attitudes [START_REF] Hsieh | The effect of customer participation on service providers ' job stress[END_REF]. Contradictory findings were found on the role of behavioural control in the workplace and its link to employee competence.

Cognitive evaluation theory is one of the six mini-theories of SDT [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF] and offers a relationship between behavioural control and learning. It reports that positive feedback helps motivation and negative feedback diminishes it. It fosters a learning environment by providing feedback that can help to enhance employee work performance and competence. Behavioural control is linked to the monitoring, observing and evaluating the way employees behave and the output control is linked to the feedback received by the employee may help them to improve themselves and feel the satisfaction of need for competence.

Customer control matches well with the growth of employee competence.

According to scholars, behavioural control provides many opportunities to the managers to guide, train and coach employees [START_REF] Babakus | Investigating the relationships among sales management control, sales territory design, salesperson performance and sales organization performance[END_REF][START_REF] Baldauf | Consequences of sales management control in field sales organizations: A cross-national perspective[END_REF][START_REF] Cravens | Behavior-based and outcome-based salesforce control systems[END_REF][START_REF] Oliver | An empirical test of the consequences of behavior and outcome based sales control systems[END_REF][START_REF] Piercy | Sales manager behavior control strategy and its consequences: the impact of gender differences[END_REF][START_REF] Dewettinck | Linking behavioral control to frontline employee commitment and performance: A test of two alternative explanations using motivation theories[END_REF]. Learning orientation refers to an employee's drive to develop his or her selling skills and approaches throughout time, regardless of success. According to research, output controls have a favorable impact on an employee's learning attitude [START_REF] Kohli | Learning and performance orientation of salespeople: The role of supervisors[END_REF].

The above arguments are both in favour and against the customer control and its link to the need for competence. However, the idea that challenging work environments may lead to satisfaction of need for competence as it helps employees to thrive for learning and becoming better with each challenge they face at work, seems more appropriate. Based on the above Third, employee need for relatedness: A person's sense of relatedness is their perception of their relationship to others and their immediate environment [START_REF] Guay | School attachment and relatedness with parents, friends and teachers as predictors of students' intrinsic and identified regulation[END_REF]. [START_REF] Kim | Engaging consumers and building relationships in social media: how social relatedness influences intrinsic vs. extrinsic consumer motivation[END_REF], defined sense of relatedness, as the sensation of being appreciated and cared for throughout a service transaction, may have an impact on how well they served.

Recent studies reveal that a sense of closeness encourages a recognized regulation of constructive behaviours [START_REF] Guay | School attachment and relatedness with parents, friends and teachers as predictors of students' intrinsic and identified regulation[END_REF]. A sense of relatedness emphasizes the connection between a person's goals and other people [START_REF] Pavey | Highlighting relatedness promotes prosocial motives and behavior[END_REF]. When someone feels connected to others, they often pay closer attention to whether their own goals line up with those of others, which frequently lead to a match between the two [START_REF] Kaltcheva | Do customer relationships mitigate or amplify failure responses[END_REF]. The feeling of belonging may also provide individuals with psychological support during the service process, encouraging them to affirm the compatibility between their objectives and the others' requests [START_REF] Teng | Customer compliance with employee fuzzy requests in service encounters: a self-determination theory perspective[END_REF]. Employees who, for example, feel compelled to complete a task by a schedule will have little motivation to do so. Under this stress, they might be able to satisfy their need for relatedness by completing the activity and obtaining social help from others. But, this gratification is not assured because feeling compelled to perform a task is not always accompanied with emotions of productivity and interpersonal connection [START_REF] Markland | Need support and behavioural regulations for exercise among exercise referral scheme clients: The mediating role of psychological need satisfaction[END_REF].

Employee need for relatedness is negatively affected by high customer control. As past empirical research suggests that organizations and customers have role conflicts and they are always confused about their true nature of roles. High customer control in service relationships lead to boundary spanning process, which as a result increases high role conflicts between employees and customers. Employees who have to both fulfil the demands of customers and management mostly find themselves affected by the role conflict and are unable to connect with both customers and management [START_REF] Yang | Antecedents and consequences of job satisfaction in the hotel industry[END_REF][START_REF] Chung | Serving multiple masters: role conflict experienced by service employees[END_REF]. Role conflict is a result of the difference in perception between what employee believes customer expected from him/her and what management rewards him/her for [START_REF] Chung | Serving multiple masters: role conflict experienced by service employees[END_REF]. Many past types of research on customer participation have shown negative effects, on the service processes and are the cause of role conflict and ambiguity in employees [START_REF] Li | Customer participation in services and employee innovative behavior: the mediating role of interpersonal trust[END_REF][START_REF] Chan | Is Customer Participation in Value Creation a Double-Edged Sword? Evidence from Professional Financial Services Across Cultures[END_REF][START_REF] Hsieh | Participative customers as partial employees and service provider workload[END_REF]. Therefore, the study hypothesizes the following: 

Basic Psychological Needs of Self-Determination Theory and Affective

Commitment

A large number of scholars preach committed workforce benefits. A meta-analysis study of this topic has shown that committed employees are more regular (Meyer et al., 2002) have fewer turnover intentions [START_REF] Tett | Job satisfaction, organizational commitment, turnover intention, and turnover: path analyses based on meta-analytic findings[END_REF][START_REF] Mathieu | A Review and Meta-Analysis of the Antecedents, Correlates, and Consequences of Organizational Commitment[END_REF]) and show effective performance [START_REF] Cooper-Hakim | The Construct of Work Commitment: Testing an Integrative Framework[END_REF][START_REF] Riketta | Attitudinal organizational commitment and job performance : a metaanalysis[END_REF]. Commitment has been a part of literature for a long and has been studied in various ways. Commitment to occupations, supervisors, work teams and customers all have direct links with retention and performance [START_REF] Becker | Dual Commitments to Organizations and Professions: Different Motivational Pathways to Productivity[END_REF][START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF].

In this research, the affective commitment from Meyer andAllen's (1991, 1997) TCM model is adopted. Meyer and Allen's TCM model has three types of commitments, according

to [START_REF] Cooper-Hakim | The Construct of Work Commitment: Testing an Integrative Framework[END_REF] and Meyer et al. (2002), affective commitment has greater benefits for the organization than continuance and normative commitments as the latter two are more focused on the social and economic factors. Commitment is defined as "a force that binds an individual to a target (social or non-social) and to a course of action of relevance to that target" (Meyer, Becker, & Dick, 2006, p. 666). The link between an individual and target can be viewed in several ways: a feeling of attachment and connection with the target, a sense of obligation towards the target, and an understanding of the costs of leaving the target.

These are referred to as an affective (AC), normative (NC), and continuance (CC) commitment, respectively [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF].

According to [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF], types of commitment mentioned in TCM and Self-determination theory's motivational process are strongly comparable. They also argued that the autonomous form of psychological needs of SDT theory covers affective commitment whereas; continuance commitment is more towards a controlled form of self-determination (SDT) theory. Normative commitment is associated strongly with an introjected form of SDT.

It also has a relation with autonomous regulation but does not correlate with controlled regulation. [START_REF] Gagné | A temporal analysis of the relation between organisational commitment and work motivation[END_REF], in their study partially supported these hypotheses.

The link between commitment and SDT autonomous regulations is based on the presumption that individuals with affective commitment need to fulfil all three psychological needs (autonomy, competence, and relatedness) of SDT. Even though there is less research available still the little research provides proof of these relations [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF].

Moreover, affective commitment is also found correlated with the vast range of work behavioural variables such as supportive, overtime work, knowledge exchange, and supervisor's feedback [START_REF] Solinger | Beyond the three-component model of organizational commitment[END_REF].

The findings from the above few studies show the links between affective commitment and basic psychological needs of self-determination theory. These studies suggest that fulfilment of specific psychological needs leads to a particular TCM type of commitment.

Hence, based on the initial findings it can be proposed that need satisfaction is closely associated with employee commitment. Affective commitment is connected with working conditions that promote intrinsic employee motivation by satisfying all three needs of SDT [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF]. Therefore, it is hypothesized that: 

Basic Psychological Needs of Self-Determination Theory and Job Involvement

According to Kanungo (1982a), job involvement has been defined as "the degree to which a person psychologically identifies or committed to his/her job" [START_REF] Singh | Job involvement, organizational commitment, professional commitment, and team commitment[END_REF].

According to Dubin (1956), another explanation, "job involvement as the degree to which the total job situation is a "central life interest", that is, the degree to which it is perceived to be a major source for the satisfaction of important needs" and [START_REF] Pathak | Job involvement and need satisfaction of bank officers in India[END_REF] definition "It is the degree to which an employee identifies with his job, actively participates in it, and considers his job performance important to his self-worth. It may be influenced by the level of satisfaction of one's need to be intrinsic or extrinsic" [START_REF] Sethi | A study of job involvement among senior secondary school teachers[END_REF]. It is also the level of involvement in one's job [START_REF] Paullay | Construct Validation of Two Instruments Designed to Measure Job Involvement and Work Centrality[END_REF]. Individuals who show more interest in their jobs have high job involvement [START_REF] Kanungo | Work alienation: An integrative approach[END_REF] and show better work performance as it gives them internal satisfaction [START_REF] Lodahl | The definition and measurement of Job involvement[END_REF]. Job involvement is associated with one's immediate connectivity and engagement with work activities [START_REF] Brown | [END_REF].

Causal antecedents to job involvement differ from a theoretical perspective. Motivation is regarded as the precedence to job involvement. Contrary to the theoretical perspective, the situationist perspective is different about motivation as an antecedent to job involvement. The above perspective proposes that cognitive appraisal of the consequences of environmental situations causes motivated behaviour in individuals [START_REF] Lazarus | Emotion and adaptation[END_REF]. Job involvement revolves around the possibility of need-satisfaction of job. When a person feels that, his/her job has the potential to satisfy his/her psychological needs, he/she will become more involved in his/her job. The positive influence of a job's potential in fulfilling psychological needs enhances the level of motivation which is also an antecedent to engaging in many positive work activities [START_REF] Naylor | A theory of behavior in organizations[END_REF][START_REF] Pinder | Work motivation: Theory, issues, and applications[END_REF].

The connection between motivation and job involvement is not exclusively supported by empirical research. The majority of research only talks about the impact of internal motivation on job involvement. Motivation may be used as both antecedent and the effect of job involvement, the correct order between motivation and job involvement relationship can only be concluded after the in-depth research (Brown, 1996). The situationist perspective scholars claimed that job involvement could be affected by the change of job elements. The relationship between environmental factors and job involvement is driven and mediated by the job's potential to realize the psychological needs [START_REF] Hackman | Work redesign[END_REF][START_REF] Kanungo | The concepts of alienation and involvement revisited[END_REF][START_REF] Kanungo | Work alienation: An integrative approach[END_REF]. This mediating role between job involvement, supervisor's behaviours and job characteristics are only theorized and generally accepted without empirically testing (Brown, 1996). According to [START_REF] Hackman | Employee reactions to job characteristics[END_REF] and [START_REF] Hackman | Work redesign[END_REF], job involvement is based on the personal thinking of an individual about his/her work accomplishments, work meaningfulness and reception of appropriate performance feedback (Brown, 1996).

Management that supports job involvement must support SDT [START_REF] Buckley | Research in Personnel and Human Resources Management[END_REF].

SDT is based on the concept that individuals strive for personal growth and it is related to the satisfaction of intrinsic motivation which is supported by the satisfaction of the psychological needs (autonomy, competence, relatedness) [START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF]. In support of SDT, it is proposed that individuals who are more empowered shows better performance at work that leads to the satisfaction of intrinsic motivation [START_REF] Paré | The influence of high-involvement human resources practices, procedural justice, organizational commitment, and citizenship behaviors on information technology professionals' turnover intentions[END_REF]. According to [START_REF] Kanungo | Measurement of Job and Work Involvement[END_REF], job involvement is based on the satisfaction of some salient needs. Employees with high freedom of choice and intrinsic motivation during work activities display more job involvement and interest [START_REF] Wallace | A Multilevel Model of Employee Innovation: Understanding the Effects of Regulatory Focus, Thriving, and Employee Involvement Climate[END_REF][START_REF] May | The psychological conditions of meaningfulness, safety and availability and the engagement of the human spirit at work[END_REF]. Employees who experience a high level of autonomy at work display more involvement in their jobs and perform better (Brown, 1996).

According to [START_REF] Popoola | Exploring the relationship between work locus of control and job involvement of employees in commercial banks in Nigeria[END_REF], the previous findings between employee competence and job involvement shows positive connections. Employees who have confidence in their abilities and feel more competent at work display positive work outcomes and are more involved in their jobs. He also reported a positive relationship between need satisfaction at work and job involvement. The findings from his study claimed a strong positive connection between the need satisfaction at work and job involvement. It supported the idea that employees who experience more satisfaction of needs at work are more involved in their jobs than those employees who have more dissatisfaction [START_REF] Popoola | Exploring the relationship between work locus of control and job involvement of employees in commercial banks in Nigeria[END_REF]. Therefore, it can be hypothesized that: 

H8 (

Basic Psychological Needs of Self-Determination Theory and Alienation

Alienation is a concept that Marx first tackled (1844/1932). In alienation mode, an individual loses interest in the work, environment, life, etc. [START_REF] Fromm | The sane society[END_REF]. According to Horowitz (1966), a person does not feel as he/she belongs to any place or anyone. He/she experiences him/herself as an alien and not a part of the world and separates him/herself from everything [START_REF] Nair | The concept of alienation: Towards conceptual clarity[END_REF]. Mostly, alienation was studied by sociologists and few psychologists otherwise it is an ignored concept (Nair & Vohra, 2010a). The reason it was ignored may be due to its negative orientation [START_REF] Swailes | Organizational commitment: A critique of the construct and measures[END_REF]. Most of the work on alienation was done during the 1970s and 1980s and that is on the blue-collar or factory workers. After the introduction of advanced technology, there is a need to study the effects of alienation on the service sector employees (Nair & Vohra, 2010a). Self-determination is rarely tested with the negative outcomes of the work but the few empirical studies on such areas have suggested that dissatisfaction with psychological needs leads to stress and other negative workplace behaviours [START_REF] Olafsen | On the dark side of work: a longitudinal analysis using self-determination theory[END_REF].

Autonomy is the experience of choice of decision and willingness. When this need is satisfied, one feels self-contented and self-motivated. If the need is not satisfied the person will feel frustrated, pressured, conflicted. Relatedness is the basic need for feeling connected to others. Feeling a relationship and thinking you are important to others. If it is not fulfilled then it leads to social distancing, isolation and alienation from others. Competence gives one the self-confidence of performing work activities. One becomes self-sufficient in performing tasks and expert and uses this opportunity to excel his/her skills and expertise. If not met with desired competence then one feels powerless, useless and unaccomplished [START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF].

In the description of alienation by Marx, individuals having no power over their work become isolated from their work [START_REF] Shantz | Drivers and Outcomes of Work Alienation: Reviving a Concept[END_REF]. A person's powerlessness and dissatisfaction with the need for autonomy causes alienation [START_REF] Seeman | On The Meaning Of Alienation[END_REF]. Required job attitudes, behaviours, health and autonomy are positively connected [START_REF] Shantz | Drivers and Outcomes of Work Alienation: Reviving a Concept[END_REF]. [START_REF] Wrzesniewski | Crafting a job: Re-visioning employees as active crafters of their work[END_REF], psychological positive outcomes can be achieved by job autonomy. A meta-analytic study by [START_REF] Spector | Perceived control by employees: A meta analysis of studies concerning autonomy and participation at work[END_REF], has also shown the positive connections between a large number of positive organizational/individual outcomes and autonomy.

According to [START_REF] Shantz | Drivers and Outcomes of Work Alienation: Reviving a Concept[END_REF], the impact of job autonomy on alienation is studied in three published works. The study by Nair & Vohra (2010a) was on Indian knowledge workers and they didn't find a significant link between alienation and autonomy. But contrary to the findings of Nair & Vohra (2010a), [START_REF] Banai | The influence of supportive leadership and job characteristics on work alienation: A six-country investigation[END_REF] and [START_REF] Banai | A managerial and personal control model: Predictions of work alienation and organizational commitment in hungary[END_REF], research findings show a negative relationship between job autonomy and alienation in Russian and Hungarian workers [START_REF] Shantz | Drivers and Outcomes of Work Alienation: Reviving a Concept[END_REF]. From the above discussion, the following can be hypothesised: 

H9 (

Basic Psychological Needs of Self-Determination Theory as a Mediator

Questionable findings suggest that mediating variables may play a role in the link between SMCSs and salesperson-level outcomes [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF]. The concept that a small range of basic psychological requirements mediates the impact of various environmental elements (e.g., job design, pay conditions, managerial styles) on workers' motivations and experiences is central to SDT. They are the psychological needs for competence (e.g., [START_REF] White | Motivation reconsidered: The concept of competence[END_REF], relatedness or sense of belonging (e.g., [START_REF] Baumeister | The need to belong: Desire for interpersonal attachments as a fundamental human motivation[END_REF], and autonomy or self-determination (e.g., DeCharms, 1968), all of which are necessary for psychological health and well-being and promote successful social functioning [START_REF] Ryan | Psychological needs and the facilitation of integrative processes[END_REF]. Customer satisfaction and employee workplace attitudes are mostly acknowledged but there is still a need to study the different mediating factors between them [START_REF] Brown | A meta-analysis of relationships linking employee satisfaction to customer responses[END_REF][START_REF] Hong | Missing link in the service profit chain: A metaanalytic review of the antecedents, consequences, and moderators of service climate[END_REF]. 

Perceived Organizational and Supervisory Support

The amount to which employees think that their work is appreciated by their employer and that the organization worries about their welfare, is known as perceived organizational support (POS) [START_REF] Eisenberger | Perceived Organizational Support[END_REF]. The degree to which the superior recognizes the employee's efforts is defined as perceived supervisor support (Griffeth, [START_REF] Jr | The effects of perceived organizational support and perceived supervisor support on employee turnover[END_REF][START_REF] Shanock | When supervisors feel supported: Relationships with subordinates' perceived supervisor aupport, perceived organizational support, and performance[END_REF]Eisenberger, Stinglhamber, Vandenberghe, Sucharski, & Rhoades, 2002). Employee perceptions of their supervisor's care and concern for their well-being are referred to as perceived supervisor support (Eisenberger et al., 2002;[START_REF] Kottke | Measuring Perceived Supervisory and Organizational Support[END_REF].

The supervisor's position is one of many key components in the workplace, and employees relate to it with the organization's support (Eisenberger et al., 1986). A supervisor serves as a link between an employee and the organization [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF]. Problems with salesforce motivation are frequently mentioned as a major issue managers must deal with while managing their salespeople, regardless of the significance of salesperson motivation for the ever demanding sales environment [START_REF] Brown | Adapting motivation, control, and compensation research to a new environment[END_REF]Miao et al., 2007;[START_REF] Smith | Managing salesperson motivation in a territory realignment[END_REF].

According to [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF], organizations can gain from having a better grasp of what supervisory support and how they may affect salesforce motivation. The sales control systems are one of the extensively researched managerial tools for directing and influencing employee's motivation. Especially, the new market changes are not only the result of technological advancement but the main challenge faced by the service provider is the change in customer behaviour [START_REF] Heinonen | Reflections on customers' primary role in markets[END_REF].

This change in customer behaviour has made him/her more dominant and put the employee in a unique position [START_REF] Rogers | The digital transformation playbook: Rethink your business for the digital age[END_REF]. The employee has to keep a balance between both management and customer demands. Both organizational member (management) and non-member (customer) has different expectations from him/her. This conflict in interests can affect employees' performance resulting in dissatisfied management and unhappy customer. A thorough literature review on front line employees suggested that (a) Supervisor and management play a vital role through its practices and policies to influence customer contact employee's approach towards service quality (b) Customer's perception of service quality depends on the response he/she gets from front line employees [START_REF] Chebat | The impact of empowerment on customer contact employees' roles in service organizations[END_REF].

According to [START_REF] Chebat | The impact of empowerment on customer contact employees' roles in service organizations[END_REF], managers and organizations have a strong connection with customer contact employees' positive behaviour. They can control employees' workplace attitudes through policies and procedures resulting in a satisfied customer.

Therefore, there is a need to study perceived organizational and supervisory support concerning customer control and employee workplace attitudes.

Perceived Organizational Support as a Moderator

Business-to-business companies are emphasizing on the development of long-term relationships between their customers and salesforce because salesforce as the main point of contact between the company and the customers plays a crucial role in relationship marketing [START_REF] Morgan | The commitment-trust theory of relationship marketing[END_REF]. In reality, the service-centric interpersonal interaction setting demands the use of an integrated salesforce that "integrates on a regular basis with both its own organizational subunits as well as the customers' subunits for the purpose of creating customized products and services for its customers" (Bradford et al., 2010, p. 241). Front line employees represent the organization and in order to display the best image, the perception of employees regarding organizational support is very important.

Perceived organizational support (POS) is "the extent to which employees perceive that their contributions are valued by their organization and that the firm cares about their wellbeing" (Eisenberger, Huntington, Hutchison, & Sowa, 1986, p. 501). According to them, an organization can show the value of employees through different factors such as rewarding best performance by monetary (increase in salary, bonus etc.) and non-monetary forms (praise, promotion, appreciation letter etc.). POS is derived from the reaction of the organization to the mistakes and accomplishments of an employee as they believe that care and support is a twoway communication [START_REF] Wayne | The Role of Fair Treatment and Rewards in Perceptions of Organizational Support and Leader -Member Exchange[END_REF].

The assumption that POS is related to motivation is based on the studies conducted by [START_REF] Mitchell | The role of perceived organizational support, distributive justice and motivation in reactions to new information technology[END_REF] and [START_REF] Schreurs | Work values and work engagement within teams: The mediating role of need satisfaction[END_REF], POS leads to the satisfaction of psychological needs (autonomy, relatedness and competence). Employees who regarded their workplace to be supportive of higher intrinsic work values reported greater basic psychological needs fulfilment and were more interested in their job.

Previous research in various sectors (sports, education etc.) show that satisfaction with these needs lead to the well-being of employees [START_REF] Mitchell | The role of perceived organizational support, distributive justice and motivation in reactions to new information technology[END_REF][START_REF] Gagné | The Motivation at Work Scale: Validation Evidence in Two Languages[END_REF]. POS is a concept linked to the well-being of employees so it can be assumed that POS will promote an organizational environment that will make employees feel more connected to the organization and other members, by empowering the employees (need for autonomy), sense by reciprocating the employees' contributions increasing sense of belongingness to the organization (need for relatedness) and by offering desired resources to perform jobs (need for competence) [START_REF] Mitchell | The role of perceived organizational support, distributive justice and motivation in reactions to new information technology[END_REF].

When it comes to the satisfaction of customers it cannot be achieved without winning over the employees [START_REF] Yavas | Relationships between organizational support, customer orientation, and work outcomes[END_REF]. The connection between front line employees and customers is the most crucial one due to the boundary-spanning role of employees and requires the utmost attention of management [START_REF] Babakus | The Effect of Management Commitment to Service Quality on Employees' Affective and Performance Outcomes[END_REF].

Yavas & Babakus (2010), defined organizational support as "a set of enduring policies, practices, procedures and tools that: diminish the demands of the job; and/or assist employees in achieving their work goals and stimulate their personal growth/development. Such support may be physical, psychological or social in nature and may be located at the organizational and task levels, in interpersonal/social relations and the organization of work" (p. 224).

Management can show its organizational support in forms of providing accurate and timely performance feedback, improving skill sets through proper training, providing empowerment and job security, salary and bonuses, supervisory support, growth opportunities and service technology support [START_REF] Yavas | Relationships between organizational support, customer orientation, and work outcomes[END_REF][START_REF] Babakus | The Effect of Management Commitment to Service Quality on Employees' Affective and Performance Outcomes[END_REF]. Training programs help to gain new and improve old skills, supports employees to handle and cater for customer needs, personalities and demands more efficiently. A trained employee displays more positive work attitudes and provides a high level of customer service [START_REF] Boshoff | The influence of selected antecedents on frontline staff's perceptions of service recovery performance[END_REF].

Receiving monetary benefits (reward, bonus) encourages employees to be at their best behaviour during service delivery and pleasantly handle difficult situations. In contrast, lack of financial benefits reduces motivation and leads to negative behaviours. Service technology support enables employees to complete routine tasks quickly and has more time to handle customers. Technological support also helps employees to enhance customer service [START_REF] Lytle | SERV * OR: A managerial measure of organizational service-orientation[END_REF].

People are more reliant on their employer when they have little autonomy over their work [START_REF] Semmer | Control at work: Issues of specificity, generality, and legitimacy[END_REF]. Lack of organizational support can make people feel ignored or even abandoned by their company when the level of autonomy is low. In addition, people may have a favourable opinion of the company they work for if they have little work autonomy and lots of organizational support. In contrast, those who have a high degree of autonomy in their work and who can, as a result, exercise control over how their work is less reliant on their employer.

In such cases, support from the organization is less likely to have any impact [START_REF] Aubé | Perceived organizational support and organizational commitment: The moderating effect of locus of control and work autonomy[END_REF].

The psychological needs of SDT (autonomy, competence, and relatedness), customer control, and perceived organizational links and significance is discussed in above paragraphs.

It is believed that POS will intervene to lessen the effect when a situation in which the satisfaction of psychological requirements is under the control of the customer. Therefore, based on above discussion the following hypotheses can be proposed: 

Perceived Supervisory Support as a Moderator

Managers function as organizational representatives, whose main objective is to supervise, train, and assess the performance of the employee's behaviours, and whose role is to control the connection between the organization and the employee [START_REF] Hochwarter | The interaction of social skill and organizational support on job performance[END_REF].

Perceived supervisor support is the "extent to which the supervisor values the employee's contributions" [START_REF] Jr | The effects of perceived organizational support and perceived supervisor support on employee turnover[END_REF][START_REF] Shanock | When supervisors feel supported: Relationships with subordinates' perceived supervisor aupport, perceived organizational support, and performance[END_REF]Eisenberger, Stinglhamber, Vandenberghe, Sucharski, & Rhoades, 2002). Perceived supervisor support is employee perception regarding his/her supervisor's support and care for his/her well-being (Eisenberger et al., 2002;[START_REF] Kottke | Measuring Perceived Supervisory and Organizational Support[END_REF]. One of the many important factors in the work environment is the supervisor's role and employees relating it to the organization's support (Eisenberger et al., 1986). Supervisor is a bridge between an employee and the organization [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF]. In past studies, LXM and social exchange theories were mostly used to study the relationship between employee and organization/supervisor; in this research, basic psychological needs of self-determination theory is adapted. [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF], also used SDT basic psychological needs to study the influence on employee motivation and confirmed that supervisory support satisfies the psychological needs of employees.

Supervisor's play a very crucial role in employee motivational behaviour because they are the direct authority to evaluate employee's performance and their feedback matters a lot to the employee [START_REF] Morrison | Employee voice behavior: Integration and directions for future research[END_REF]. Employee motivation depends on the support of supervisors [START_REF] Kottke | Measuring Perceived Supervisory and Organizational Support[END_REF]. [START_REF] Shanock | When supervisors feel supported: Relationships with subordinates' perceived supervisor aupport, perceived organizational support, and performance[END_REF] also suggested that employees' perception of the high level of support from supervisors leads to outcomes that are more positive and encourages the employees to put extra effort at work and display more extra-role behaviours. The supervisor is the direct source of providing resources and support to the employees that will also help to satisfy the needs of the employees and reduce both personal and professional stress [START_REF] Halbesleben | Sources of social support and burnout: A meta-analytic test of the conservation of resources model[END_REF]. By showing support, supervisors are encouraging the employees' behaviour and giving their affirmation, which results in creating a sense of accomplishment and achievement among employees [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF]). Supervisor's support promotes the sense of belongingness and acceptance in a work environment, employees work with a relaxed frame of mind and can always seek help and feedback and it also encourages them to seek more challenging tasks at work and learn from their mistakes [START_REF] May | The psychological conditions of meaningfulness, safety and availability and the engagement of the human spirit at work[END_REF]. Supervisory support leads to the satisfaction of basic psychological needs [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF]. SDT, the satisfaction of psychological needs [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF][START_REF] Gagné | The Role of Autonomy Support and Autonomy Orientation in Prosocial Behavior Engagement[END_REF][START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF] is directly linked to intrinsic motivation and optimal individual work participation and positive work attitudes.

The atmosphere of work teams has been examined by employees' opinions of their managers being autonomous supporting or need supporting in many of the studies on environmental elements in workplaces that may affect motivation variables. These characteristics include managerial actions such as respecting employees' viewpoints, providing alternatives, offering constructive feedback, promoting initiation, making tasks optimally demanding, and presenting a justification when asking an employee to perform a specific task [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF].

When supervisor's support satisfies employees' need for autonomy, this will encourage the control/power related behaviours that will lead to the extra-role behaviours. When their need for competence is satisfied, it will promote a problem-solving attitude and boost their confidence level. When the need for relatedness is satisfied, it will result in strong teamwork and identification of one value at work, and will lead to stewardship behaviour. As, supporting workplace surroundings offers a greater opportunity to experience psychological freedom (i.e., autonomy), interpersonal connection (i.e., relatedness) and effectiveness (i.e., competence) [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF]. The findings of [START_REF] Gillet | The impact of organizational factors on psychological needs and their relations with well-being[END_REF], study demonstrated that supervisor's autonomy support perceptions were positively connected with basic needs satisfaction. To put it in another way, the more autonomy-supportive their supervisor was judged to be, the more their needs for autonomy, competence, and relatedness were met.

Previous research in the workplace (e.g., Baard et al., 2004a;[START_REF] Deci | Need satisfaction, motivation, and well-being in the work organizations of a former Eastern Bloc country[END_REF] and sports (e.g., [START_REF] Adie | Autonomy support, basic need satisfaction and the optimal functioning of adult male and female sport participants: A test of basic needs theory[END_REF][START_REF] Quested | Exploring the social-environmental determinants of welland ill-being in dancers: A test of basic needs theory[END_REF]2011) has also demonstrated that perceived supervisor autonomy support is positively related to basic needs fulfilment.

According to one study of police officers work experiences [START_REF] Otis | A Motivational Model of Daily Hassles, Physical Symptoms, and Future Work Intentions Among Police Officers[END_REF], when officers regarded their superiors to be strong in autonomy support, they were more autonomously driven for work. Teachers in China (e.g., [START_REF] Nie | The importance of autonomy support and the mediating role of work motivation for well-being: Testing selfdetermination theory in a Chinese work organisation[END_REF] reported higher levels of independent motivation and were happier with their careers and lifestyles when their managers were more supportive of their basic needs. Teachers in Canada (e.g., [START_REF] Fernet | Predicting intraindividual changes in teacher burnout: The role of perceived school environment and motivational factors[END_REF] exhibited lower levels of autonomous motivation and higher burnout symptoms when they felt forced and dominated by their supervisors. [START_REF] Moreau | The importance of perceived autonomy support for the psychological health and work satisfaction of health professionals: Not only supervisors count, colleagues too![END_REF] studied health professionals and discovered that when they had autonomy support from their bosses, they reported higher job satisfaction and better mental health. Baard et al. (2004) investigated the motivational factors of employees at two New York banking firms. They looked at how autonomously supportive their bosses were, and found that individuals who thought their bosses were more autonomously supportive had higher levels of satisfaction with their competence, autonomy, and relatedness needs. Basic need satisfaction was inversely correlated with supervisory control of interpersonal behaviours. Employees' need for autonomy, competence, and relatedness were not met when supervisors used power, pressure and authoritarianism to enforce a certain and predetermined mind-set and behaviour on their employees [START_REF] Gillet | The impact of organizational factors on psychological needs and their relations with well-being[END_REF].

Supervisory support refers to the willingness of the supervisors to go an extra mile for their subordinates [START_REF] Bell | When Customers Disappoint: A Model of Relational Internal Marketing and Customer Complaints[END_REF]. The notion behind it is the support and care the supervisor shows for his/her subordinates. According to the reciprocity rule when employees perceived, that they are treated well by their supervisors, they will reciprocate the same. Supervisory support is based on the following activities and practices, such as employee empowerment by providing more authority and control. Empowered employees feel more in control and work with full potential, which helps in taking timely decisions and increase problem-solving techniques. Empowered employees give the best customer service and make customers more satisfied [START_REF] Ergeneli | Psychological empowerment and its relationship to trust in immediate managers[END_REF]. Employee commitment is one of the many factors which play important role in the organizational success [START_REF] Keskes | Relationship between leadership styles and dimensions of employee organizational commitment: A critical review and discussion of future directions[END_REF].

Employees work motivation is linked to the support from the supervisors [START_REF] Gillet | The role of supervisor autonomy support, organizational support, and autonomous and controlled motivation in predicting employees' satisfaction and turnover intentions[END_REF]. Supervisory support is often divided into emotional and instrumental [START_REF] Greenhaus | When family-supportive supervision matters: Relations between multiple sources of support and work-family balance[END_REF][START_REF] Bhanthumnavin | Perceived social support from supervisor and group members' psychological and situational characteristics as predictors of subordinate performance in Thai work units[END_REF]. Supervisory support encourages positive work attitudes among subordinates and inclination towards extra-role behaviours by emotional and instrumental support [START_REF] Uzun | A study of correlations between perceived supervisor support, organizational identification, organizational citizenship behavior, and burnout at schools[END_REF]. The supervisor's emotional support is connected to the employee emotional and psychological well-being and care [START_REF] Thacker | Supervisors' instrumental and emotional influences on subordinate help-seeking behavior: An exploratory study[END_REF][START_REF] Reblin | Social and emotional support and its implication for health[END_REF]. In contrast, when the supervisor assists an employee in his/her job by offering physical aid/resources then it is an instrumental support [START_REF] Thacker | Supervisors' instrumental and emotional influences on subordinate help-seeking behavior: An exploratory study[END_REF][START_REF] Greenhaus | When family-supportive supervision matters: Relations between multiple sources of support and work-family balance[END_REF].

The supervisor plays an important role in the organization by being available for employees through listening to their issues and complaints, offering timely and constructive feedback, supporting and encouraging achievements and guiding them to gain new skills. An employee who perceives greater supervisory support shows more positive work attitudes and performs better [START_REF] Samsudin | The impact of Supervisor Support towards Extra-Role Behavior[END_REF] and have more satisfied customers. It is also important to place more emphasis on the controls that managers enforce on employees [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF]. [START_REF] Zang | How do the combinations of sales control systems influence sales performance? The mediating roles of distinct customer-oriented behaviors[END_REF], suggested that based on the particular customer-oriented behaviours, managers should combine various control systems. But, extreme caution must be taken as this assistance can also have a negative impact, which is more noticeable in the case of extreme leadership and contributes to deliberate staff turnover (Eisenberger et al., 2002;[START_REF] Aselage | Perceived organizational support and psychological contracts: A theoretical integration[END_REF].

From the above-mentioned discussions on the Psychological needs of SDT (autonomy, competence, and relatedness), customer control and perceived supervisory support. It is assumed that when in customer control where the satisfaction of psychological needs is negatively influenced, PSS can diminish its effect by intervening. So, the following hypotheses can be proposed: 

Theoretical Framework

The theoretical framework shows the connections between different variables of the study. The theoretical framework in figure 3.3 shows a theoretical framework. There are four types of variables used in this study. Independent, dependent, moderating and mediating.

Customer control and its two dimensions behavioural and output are taken as independent variable. Employee workplace attitudes such as affective commitment, job involvement and alienation are taken as dependent variables and link of customer control is studied on them, both directly and indirectly. Perceived organizational and supervisory support are the moderating variables and their impact is studied with customer control on basic psychological needs of SDT. In the last, basic psychological needs of SDT are studied as mediating variables, their direct link to employee workplace attitudes and the direct influence of customer control on these needs is studied. The mediating role they play between customer control and employee workplace attitudes is also part of this theoretical framework.

Self-determination basic psychological needs are used as the mediating variables between customer control and employee workplace attitudes. Past research has confirmed that satisfaction of basic psychological needs is important for motivation and is positively linked to positive work outcomes. Self-determination theory is mostly applied in sports, health and educational experiments and with this study; it will be tested in Pakistani and French workplace environments. Perceived organizational support and perceived supervisory support are also very important for employee's motivation and has a positive association with positive work attitudes. POS and PSS will help to understand how an intervention from organization and supervisor affects the interaction between customer control and employee workplace attitudes.

This theoretical framework depicts all connections and links among independent, dependent, mediating and moderating variables with directions of relations. 

Chapter 4 Research Methodology

In previous chapters, the importance, scope, research objectives and questions that need to be answered are discussed. This chapter is going to highlight the research methods used to test the proposed conceptual model. The purpose of this chapter is to discuss the methodology and target population used in this research and scales adapted to measure the direct and indirect effects among variables such as customer control (predictor), employee's workplace attitudes (outcome), perceived organizational and supervisory support (moderating) and basic psychological needs of self-determination (mediating). In this chapter, research methodology, sample setting and measures used are explained.

Rationale and Approach

The idea of this study is that "the social world can only be understood from the standpoint of the individuals who are part of the on-going action being investigated" (Louis et al., 2000, p. 19). This research is an attempt to study the influence of customer control on the employee workplace attitudes; therefore, the suitable choice is to directly ask the concerned (employee) party. French philosopher, August Comte, explained that to study human nature one needs to examine it through observation and experiment. Positivistic ideologists promote a systematic way of observing problems and use empirical ways to uncover hidden truths [START_REF] Antwi | European Journal of Business and Management[END_REF].

According to [START_REF] Kleinberg-Levin | The opening of vision: Nihilism and the postmodern situation[END_REF], positivists believe that the research can only be purposeful and justifiable if it can be repeated by others without putting extra effort. Research must also be conducted systematically and methodologically. The ability to make accurate predictions is one of the outstanding features of the quantitative approach. Based on the aforementioned discussion, this study follows the positivist's approach to explore the links among predictor, outcome, moderating and mediating variables.

This study is based on quantitative analysis and follows the rules of positivists. The proposed model is composed of studying the influence of variables on each other. This research is based on quantifiable data and methods to investigate the proposed hypotheses. To use quantifiable methods to conclude is based on the idea of the positivist paradigm. According to [START_REF] Neuman | Social Research Methods: Qualitative and Quantitative Approaches[END_REF], positivism is scientifically doing things instead of relying on personal judgements. He believes that social science reality is based on cause and effect and can be better understood through facts. The concept of positivism is based on the idea of assumptions and objectives and to be closer to reality by using quantifiable techniques by inspecting variables interactions, relations and influences [START_REF] Antwi | European Journal of Business and Management[END_REF].

According to Hittleman and Simon (1997), this research domain is following a systematic scientific methodology. Data is collected in a measurable form such as questionnaires, surveys and experiments and then analysed by using mathematical and statistical tools [START_REF] Antwi | European Journal of Business and Management[END_REF]. According to Uma [START_REF] Sekaran | Research methods for business : a skill-building approach[END_REF], to study the links, hypotheses are tested by statistical techniques which can be replicated in future as well. Positivism also emphasises the use of reliable and valid statistical instruments. Therefore, future work can be done with the help of existing techniques. In a survey or questionnaire data collection technique, behaviours and other qualitative characteristics are measured by using rating scales generally known as Likert scales. These are comprised of statements that are replied to by respondents on one to five response categories. Then the researcher analyses these statements by applying different statistical techniques. The researchers measures the data with the help of using different statistics such as frequencies, descriptive, correlations, regressions and test the theory based on the results. This research is also based on the same concept. First hypotheses are developed based on previous works and then questionnaires are used to collect data and then used different statistical approaches to conclude the research. According to [START_REF] Lee | Integrating positivist and interpretive approaches to organizational research[END_REF], hypotheses must fulfil the four basic requirements such as falsifiability, logical consistency, relative exploratory power and survival. He also suggested that the proposed model and theory is not only validated by experimental techniques but may also be falsifiable.

According to [START_REF] Steckler | Toward integrating qualitative and quantitative methods: an introduction[END_REF], practitioners, examiners and scholars have typically adopted one of two paradigms when designing studies. The quantitative paradigm studies behaviour or other relevant social phenomena using methods borrowed from the natural sciences, including statistical tools, to establish how and to what degree established variables and factors are causally related. In this paradigm, numerical data on a population sample is collected using experimental and quasi-experimental methodologies. In order to enhance impartiality, researchers who adopt a quantitative paradigm keep a safe distance from the individuals and social phenomena they are examining. They do in-person interviews, telephonic interviews, or mailings to distribute questionnaires with predefined response categories. When gathering quantitative data, the goal is to create measurements that are dependable, impartial and generalizable.

Opposite to quantitative approach, the qualitative paradigm, studies significant social phenomena using anthropological research methodologies. Researchers that use qualitative methods engage themselves in a society by monitoring people interact, engaging, interviewing significant people, obtaining life experiences, creating case studies, and/or studying previous records. The purpose of qualitative data collection is to extract an insider's perspective from the group being studied [START_REF] Steckler | Toward integrating qualitative and quantitative methods: an introduction[END_REF].

According to [START_REF] Steckler | Toward integrating qualitative and quantitative methods: an introduction[END_REF], both qualitative and quantitative methods have their own strengths and weaknesses. The aims, techniques, and advantages of quantitative methods are commonly recognized and accepted, some authors refer to them as "the dominant paradigm". In comparison, many people are unfamiliar with the objectives, processes and advantages of qualitative methods. Some researchers also argue that initially quantitative is expensive than qualitative, but in long run, qualitative is more time and cost consuming.

Selection of Quantitative Approach

In this research, the reasons to give preference to quantitative over qualitative methodology are many (1) The qualitative technique requires direct contact with the target population such as observation or interviews, the researcher is non-French and has no understanding of French language, so it is not possible for me to study and understand the employees reaction to the customer control through observation or interviews (2) I have worked in a Pakistani bank for more than a decade, therefore in order to understand the customer control influence on employee workplace attitudes, I did not need to again go forthe observation and interviewing. I already have the field experience (3) Even though I have the idea about the customer control impact on employees and organizational and managerial role in it. Still, I conducted interviews with directors and managers of famous Pakistani construction and housing company, telecom, hoteling, cinema and bank. It helped me to refine my understanding of customer control and its influence on employees (4) A large number of population can be studied in a less time with a quantitative approach but it's not possible in qualitative approach (5) Most of this study variables are studied extensively in past, even customer control is attempted by few scholars but the goals of those studies were different than this study and even the scale to measure customer control was not according to this study requirements.

In addition, in order, to avoid personal biasness of evaluator and have more reliable responses, quantitative approach is adopted. According to [START_REF] Steckler | Toward integrating qualitative and quantitative methods: an introduction[END_REF], quantitative approach is more reliable, is based on technological interpretation of data and the true perspective of respondents. Whereas, qualitative approach is more valid but it is more from evaluators/ researcher's perspective (chances of biasness are more).

Once the data collection method is finalized, the next part is the selection of population.

The selection of suitable research sample is very important to answer the research questions.

In this study, samples are taken from two different countries. For study-I, the responses are collected from Pakistani bank employees. For study-II, data is collected from French employees regardless of industry limitations.

The Research Design

The study sample is divided into two parts. The first part briefly discusses Pakistan, its economy and the banking sector as it is a selected population. Whereas, the second part discusses the French economy and overall contribution of different sectors in the economy.

The cultural differences between two countries are already discussed in detail in chapter 01. This research is conducted to test the hypotheses addressing the important issue of customer control (independent variable) on employee various workplace attitudes such as affective commitment, job involvement and alienation (dependent variables) mediated by basic psychological needs of self-determination theory (autonomy, relatedness, competence) also the moderating effect of employee perceived organizational and supervisory support. As, this research is focusing on employee attitudes, behaviours, perceptions, feelings and motivational needs, therefore, we have chosen a cross-sectional survey design.

A cross-sectional self-reported research design is considered a suitable choice when collecting data about employees' work experience. Despite the weaknesses this data collection design carries, it is also a good choice when collecting information about people's feelings and the causal effect of other variables on those feelings [START_REF] Spector | Using self-report questionnaires in OB research: A comment on the use of a controversial method[END_REF]. Therefore, the majority of OB and organizational research scholars use cross-sectional research.

Research Sampling

This study is focused on the influence of customer control on employees' workplace attitudes. The purpose of conducting this research in two countries at the same time is to generalize the findings. The selected target countries and population samples are extremely different to each other. The differences between both countries and populations are discussed in detail in chapter 01. Pakistan is an eastern country, located in Asian continent. The culture, habits, nature and business practices are very different to the west. France is a developed, social welfare state and has a strong cultural influence in the world. It has different business practices, customer-employee buying/selling behaviours.

Other than the cultural and business differences, the industries selected in both studies are very different. In Pakistani study, banking sector is selected, whereas, from France the sample is not restricted and data is collected from a wide range of people working in different industries. The purpose to collect data from Bank employees in Pakistan is to understand the control effect on banking industry. Banking sector has a very important role in country's economic development; employees are literate and can easily fill the survey. On the other hand, in France it was not easy for me to collect enough data from one industry's employees.

Therefore, target population was not limited to one industry or sector in study-II.

To test the hypotheses, data were collected from 529 Pakistani bank employees for study-I and 322 french employees of all sectors for study-II. The data was collected using Likert-type questionnaires. Data was collected through questionnaires from employees working in Pakistani bank branches and are in direct contact with customers for study-I. For study-II, employees' direct contact with customers was not a requirement neither in industry or sector. Mostly, personal contacts and online social sites were used to gather data. Whatsapp, Facebook, LinkedIn and email was used to share the online questionnaire (google form).

Google form was used to collect data and it was more convenient, accurate and fast. The online link was shared among the bank managers and other senior executives of different banks for study-I and were requested to collect the data from their employees working in branches and for study-II, the link was shared among many executive students and professors including individuals belonging to various fields. For study-II, 600 flyers were personally distributed among people working in any organization in France. The data collection from France took a lot of time, resource and energy.

All responses were self-reported by the employees. For study-I, the employees' belonged to different areas of Pakistan and large numbers were working in urban branches of the banks. Most of the data was received from major cities like Islamabad, Rawalpindi, Karachi, Gilgit and Abbottabad. Personal contacts were used to collect data from bank employees and questionnaires were directly sent to the employees working in different bank branches of Pakistan. All these were full-time white-collar employees. The data was collected from banking employee irrespective of public or private sector division. Total 700 questionnaires were distributed but only 529 were received back. The response rate was 76%, which is sufficient for this research.

For study-II, 1,000 questionnaires were distributed but only 322 responses were received. The response rate was 32.2%, which was too low considering the efforts made and no restriction of target population. The majority of responses were received from personal contacts or extended contacts. 

Economy of Pakistan

It can be said that Pakistan currently has a stable economic position. The majority of Pakistanis live in rural areas but still, the key contribution to the country's GDP is by service sector followed by agriculture and industrial sectors. According to O'Neill (2021a), in 2019, 22.0% contribution in GDP was by the agriculture sector, 18.3% from the industry and more than half was by the service sector alone. The Pakistani economy is comprised of three key sectors: the main sector includes agriculture, fishing and mining. The manufacturing or industrial sector comes after it, followed by the tertiary or service sector that is composed of services like tourism, education, health, media, financial services or telecommunications. The service sector is the foremost contributor to the GDP of almost all developed countries. Whereas, the developing economies still have to rely on their agriculture sector to run their economy. However, the transformation from agriculture to a service economy is proof of becoming part of developed economies. Pakistan is still under the developing economies umbrella but the contribution of its service sector over the years has increased yet half of the country's workforce is employed by the primary sector and it contributes 5 th of Pakistan's GDP (O'Neill, 2021b). 

Banking Sector

Companies are focusing on making strong online communities for their products and they believe that customer empowerment has a positive impact on their financial situation [START_REF] Füller | Innovation creation by online basketball communities ☆[END_REF][START_REF] Pitt | The Penguin's Window : Corporate Brands From an Open-Source Perspective[END_REF][START_REF] Hippel | Democratizing innovation[END_REF].

The banking sector plays an important role in overall economic growth and in minimizing unemployment. The financial performance of banks can be enhanced by empowering their customers [START_REF] Berraies | Customer empowerment and firms' performance: The mediating effects of innovation and customer satisfaction[END_REF].

Banks as a part of the service industry always try to meet up customers' expectations but technological changes have made things more challenging. Today's customer is more informative and demanding and has more access to social media and governing bodies. Social media is used by 57.6% of the world's population [START_REF] Chaffey | Global social media statistics research summary[END_REF]. The direct interaction between the bank's customer and employee is higher than in other sectors. Since customers are becoming more powerful, the employees as the representatives of their organizations have to bear more pressure. Pakistani banks are a vital part of the service sector [START_REF] Abbasi | Pakistan Banking Perspective[END_REF], which emphasizes the need to study customer control's effect on bank employees' attitudes.

Due to Covid-19 in FY20, demand for credit from the private sector was lower than the FY19. The growth rate of the banking sector suffered due to the biggest crises faced by the whole world in the year 2020. The demand for investment and credit reduced in FY20 but the sector witnessed growth in e-banking channels such as the use of ATMs, Point of sales, internet and mobile phone banking, bank call centres and real-time online banking. The usage was 4.2% in volume and 12.2% in value in the FY20. There was an increase in the use of online channels for financial transactions in FY20 than FY19 (State Bank of Pakistan Annual Report 2019-2020, 2020).

The beginning of FY21 is going above expectations for the banking sector of Pakistan.

According to Taurus Securities (NBP's subsidiary), the first quarter has witnessed a growth higher than the previous year and the growth rate every year is increasing despite the pandemic.

Even, the private sector borrowings from banks have improved with the revival of the economy after the pandemic. Banking is one of the most secure and profitable industries in the last past few years and even managed to survive the worst crises of the century [START_REF] Profit | The banking industry's exceptionally good first quarter[END_REF].

France at a Glance

France is one of the largest countries in Europe. It is bordered on the northeast by Germany, Belgium, and Luxembourg, on the southeast by Switzerland and Italy, and on the southwest by Spain. The English Channel separates the United Kingdom from France. With numerous significant international airports (two of which are located in Paris), ferry terminals, and the French rail system; the country is regarded as the gateway to Europe. France is the world's most popular tourist destination. France was once an agricultural state but now many new industries have evolved such as tourism (Introduction to the Country of France, 2022).

According to IMF (2022), France population was 65.483 million in 2020. France annual percentage change in GDP in 2021 was 3.9% (Imf.Org, 2022).

It is difficult to overestimate France's impact on the world, both historically and presently. France, which is located in Western Europe, is one of the world's oldest countries, with a global impact in science, politics, economy and probably most importantly, culture. The World Bank classifies France as an affluent, high-income country. Citizens in France rely on the federal government to provide certain social services, such as education, health care and retirement benefits. The French economy is among the largest in the world, and it is a mix of private sector and government intervention. Tourism is a significant source to the economy, and France consistently ranks first among the most visited countries. Industry, agriculture, energy and defence are some of the other significant economic sectors. The country is a major exporter of weaponry around the world (Cultural Influence: Overview of France, 2022).

Historically, the French people have been a combination of Celtic, Germanic and Latin.

However, migrations in the 20 th and 21 st centuries have changed the country's demographics.

The majority of immigrants arrive from northern Africa and the rest of Europe. France is known for its rich cultural heritage. The country has a significant history in visual arts, music and dance, with literature dating back to the middle Ages. Cinema plays a vital role in the cultural life of the country. The cuisine of France, as well as the wine produced there, is well known around the world. France ranked two for its cultural influence. France is a United Nations founding member with a permanent place on its Security Council. European Union (EU), World Trade Organization (WTO), Organization for Economic Cooperation and Development (OECD) and North Atlantic Treaty Organization (NATO) are among the other significant organizations to which it belongs (Cultural Influence: Overview of France, 2022).

Economy of France

With a proportion of just over 71% in 2020, services contributed so much to France's gross domestic product (GDP). A service-based economy is commonly considered a sign of advanced economic development. France's economy was valued at around 2.7 trillion dollars in 2016, and its GDP is expected to grow through 2024. The country's services sector is primarily reliant on the retail and fashion industries, as well as a thriving tourist industry.

France is the world's most popular tourist destination, with museums, architectural landmarks, beaches and coastal resorts. France's economic strength is rather consistent since the country's real GDP growth rate is consistently positive but gradual. Travel and tourism are predicted to create around 2.8 billion jobs in France, resulting in a modest rise in employment. [START_REF] O'neill | Distribution of gross domestic product (GDP) across economic sectors in France[END_REF]. In most developed nations, fair handling of customers is a developing trend for well over a decade [START_REF] Abbasi | Pakistan Banking Perspective[END_REF], which makes France an appealing country to study customer control.

All the above factors make France an important and reasonable country to conduct this type of research. Excluding the many reasons discussed in above paragraphs. There are a few factors such as I am doing my research in France and it is more convenient for me to collect data from France. It is an opportunity to collect data from one of the world's most developed and culturally influential countries. The number of tourists visiting France every year makes it also very appealing. It will help to understand how French employees from different sectors handle this cross-cultural customer influence due to excessive tourism. of employees in the organization, sector of work, position in the organization. Already developed and tested scales were adapted and modified according to the study and workplace requirements. To avoid confusion for readers, all constructs were kept the same using 5-point Likert scales, all scales response options were between (1) strongly disagree to (5) strongly agree. 

Translation of Questionnaire

The first and most important task in French data collection was the conversion of survey's language. The questionnaire used to collect data from Pakistan was in English. To translate English into French, help was taken from two native French speakers with good understanding of English and one foreign French speaker whose understanding of English was good. Once the foreign French speaker translated the questionnaire, it was re-checked and corrected by the native French speakers. The study-I, survey was conducted in English and study-II, was conducted in French.

Independent Variable

This study has only one independent variable i.e., customer control but it is divided into two dimensions: Behavioural customer control and output customer control.

Customer Control

After an extensive literature review on customer control, I was able to find only one "customer control" scale developed by [START_REF] Yang | Service employees' concurrent adaptive and unethical behaviors in complex or non-routine tasks: The effects of customer control and self-monitoring personality[END_REF], four items were used in this scale. This scale was not fulfilling the purpose of this study. Therefore, after analysing different studies on customer control (e.g., [START_REF] Joosten | Consumer control in service recovery; beyond decisional control Herm[END_REF][START_REF] Guo | The Role of Perceived Control in Customer Value Cocreation and Service Recovery Evaluation[END_REF][START_REF] Yi | Customer value co-creation behavior: Scale development and validation[END_REF][START_REF] Yoon | Effects of contact employee supports on critical employee responses and customer service evaluation[END_REF][START_REF] Raaij | Customer control and evaluation of service validity and reliability[END_REF][START_REF] Chiapello | Les typologies des modes de contrôle et leurs facteurs de contingence : un essai d'organisation de la littérature[END_REF], a new customer control scale was designed by compiling already developed and tested scales relevant to my study.

I have adapted two scales to measure customer control. To measure first dimension behavioural control, I have adapted the Employee service quality (Customer evaluation) scale, adapted and developed by [START_REF] Yoon | Effects of contact employee supports on critical employee responses and customer service evaluation[END_REF], nine items were used in this scale. 

Moderating Variables

The effect of two moderating variables has been studied in this study. The moderating variables are perceived organizational support and perceived supervisory support.

Perceived Organizational Support

I have adapted the perceived organizational support scale from [START_REF] Yoon | Effects of contact employee supports on critical employee responses and customer service evaluation[END_REF], who has adapted it from [START_REF] Eisenberger | Perceived Organizational Support[END_REF], seven items were used in this scale. 

Perceived Supervisory Support

I have adapted the perceived supervisory support scale from [START_REF] Yoon | Effects of contact employee supports on critical employee responses and customer service evaluation[END_REF], who has adapted it from [START_REF] Teas | Supervisory Behavior, Role Stress, and the Job Satisfaction of Industrial Salespeople[END_REF], four items were used in this scale. 

Mediating Variables

I have used three basic psychological needs of self-determination theory as mediating variables. These three needs are need for autonomy, need for competence and need for relatedness. Therefore, the study has three mediating variables.

Need for Autonomy

I have adapted the basic psychological needs of the SDT scale created by [START_REF] Brien | The Basic Psychological Needs at Work Scale: Measurement Invariance between Canada and France[END_REF], the need for autonomy scale has four items. 

Dependent Variables

This study has three dependent variables. Two of these dependent variables are to study the positive side of employee workplace attitudes and these are affective commitment and job involvement, whereas, the third dependent variable is the negative side of employee workplace attitudes i.e., alienation. The details of these dependent variables are as under:

Affective Commitment

I have adapted the affective commitment scale created by Meyer, Allen, & Smith (1993) [START_REF] Meyer | TCM Employee Commitment Survey Academic Users Guide 2004[END_REF], six items were used in this scale. 

Job Involvement

I have adapted the job involvement scale created by Kanungo (1982a), ten items were used in this scale. 

Chapter Summary

This chapter outlines the rational of the study approach, research design, research sampling and ethics. This chapter discusses the reasons behind selection of quantitative methodology over qualitative. An overview is given about the economic and geographical conditions of Pakistan and France. The contribution of selected industry/sector in GDP is also covered. Other than that, sampling techniques, measurement tools and research methods to examine the understudied variables were discussed. This study has four main variables: customer control, employee workplace attitudes, basic psychological needs of self-determination and perceived organizational and supervisory support. Their sub variables, which are ten in total, were discussed with the number of items in each scale and their statements. Measurement scales adapted and modified in this study are mentioned along with their respective sources. The upcoming chapter is about the data analysis and results. Different statistical techniques are used to test the proposed study hypotheses.

Chapter 5 Data Analysis and Results

The empirical results of the data and the testing of study hypotheses are discussed in this chapter. Primarily, this chapter discusses the profile of respondents, response rate, normalcy test, and descriptive statistics, as well as the study samples. Second, this chapter describes the research approach that is applied in this study. Third, statistical tests are utilized to examine the estimation of measurement models for each category of constructs, as well as the data analysis that addressed the study questions. The results of the confirmatory factor analysis (CFA) and exploratory factor analysis (EFA), as well as the reliability and validity of the measures utilized in this study, are provided in this chapter. Moderation, mediation and moderated mediation stage-I models are tested by using [START_REF] Hayes | Integrating Mediation and Moderation Analysis: fundamentals using PROCESS[END_REF] This chapter is divided into two main parts. The first part discusses the analysis and results of the Pakistani data and the second part is composed of analysis and results from the French data. The last part covers the comparison between the results of study-I and study-II data.

Analysis and Results Pakistani Data

The first data analysis and results are based on the data collected from Pakistani bank employees and is referred to as study-I. Before starting the final data collection process, pilot testing is done on data collected from Pakistani bank employees.

Pilot Testing

To test the reliability of scales, pilot testing was conducted and data was collected from employees working in different banks of Pakistan. The data was collected by using Likert-type questionnaires based on convenience sampling. Questionnaires were sent to the 60 employees and 50 were received back. There is a difference of opinion in the sample size of pilot testing.

Few researchers suggest a ratio of five responses for each variable [START_REF] Hair | Multivariate data analysis[END_REF], whereas [START_REF] Burns | The practice of nursing research: Conduct, critique & utilization[END_REF] didn't give a specific sample size. Therefore, the sample of 50 was considered appropriate. The pilot testing was started in January 2021. The whole process took only three days. After receiving back the questionnaires, respondents were asked about their opinions and any confusion regarding questions. Majority submitted that these were very clear questions. Few complained that the questionnaire was too long but the survey time hardly takes 15-20 minutes and which is quite normal. Some suggested that there is a repetition of questions and few asked for clarification about the supervisor (is it immediate boss?). A few found the questions very interesting and showed a keen interest in them.

Based on respondent's feedback, possible amendments were made to the questionnaire.

Once pilot testing was completed, final data collection was started from Pakistani bank employees for study-I.

The purpose of the pilot study was not only to examine the reliability and internal consistency of constructs but also the understanding of questions from the targeted population.

It helps to reduce and improve any shortcomings in the research design [START_REF] Zikmund | Business research method[END_REF].

Cronbach alpha reliability test was performed on these received questionnaires. According to [START_REF] Hair | Multivariate data analysis[END_REF], the value of Cronbach's alpha is considered good if it is more than 0.7. All scales used in this study have Cronbach alphas above 0.7, which confirms that their reliability is good. Total 529 responses were received from Pakistan, out of which 480 were valid responses. The number of male participants was 383 and female participants was 97 for study-I. This frequency distribution matches with Pakistani gender's employment distribution. In Pakistan, a large part of the male population works in banks. The ratio of gender in this study is almost 80:20. Breakdown of age showed that 7.5% of participants were in the 18-25 range, 39.6% in 26-33, 41.7% in 34-41, 6.9% in 42-49 and the remaining 4.4% in 50 or more. This also proves the validity of the data, as a large number of working-class in Pakistan's age range is 26-41.

The above data shows that out of these 480 respondents, 15% had graduated, 57.7% had done masters, 22.5% were M.S/M.Phil., 1.9% had a doctorate and 2.9% had other qualifications. About technical expertise, 18.8% thought they had basic technical expertise, 60.8% claimed to have the moderate level technical expertise and 20.4% had advanced level.

3.8% of participants had less than 1-year total job experience, 13.3% had 1-3 years' experience, 17.5% had 4-6 years, 14.6% had 7-9 years and 50.8%, which is half of the total respondents, had 10 or more year's job experience. For study-I, about 8.5% had less than 1 year experience in their current/present organization, 22.3% had 1-3 years' experience, 20% had 4-6 years, 11% had 7-9 years and the remaining 38.1% had 10 or more years.

Data Screening

The process of checking for flaws in data and correcting them before beginning data analysis.

Inspection of raw data, identification of outliers, and treatment of missing values in a data set are all examples of data screening procedures. The study focused on major challenges that researchers face during the data screening procedure before going over multivariate outliers. Some precautionary measures are listed below that must be taken into account when conducting statistical analysis:

• Do the results correctly reflect the responses of the study's participants?

• Is all of the data present and correct, or is a part of it missing?

• Does the missing data have a pattern?

• Does the data collection contain any uncommon or severe reactions that could skew knowledge of the phenomena under investigation?

• Is this data consistent with the statistical assumptions that underpin the multivariate technique that will be employed?

• What should be done if some of the statistical assumptions are proven erroneous?

Missing Values

Since the beginning of the research, missing data has been a challenge for the researchers. The huge number of missing values lowers the quality of statistical analysis, and some statistical analyses cannot be performed when missing data is present. Since, this study uses self-reported cross-sectional data, additional longitudinal data is not required; however, dealing with missing data is critical in both types of studies. As a result, gaining insights into data to identify missing values and their treatment is critical for accomplishing high-quality and efficient statistical analysis [START_REF] Hair | Multivariate data analysis[END_REF][START_REF] Hair | Multivariate data analysis[END_REF].

To count missing data, all data was transferred into an excel sheet and the "COUNTBLANK" option was used. The frequency method was also used to find missing values in SPSS. The study has zero missing values. To avoid missing values issues, respondents were restricted to reply to all statements. Online survey was used and replying to all the questions was necessary for successful submission of the form. 

Unengaged Responses

Another sort of outlier is unengaged responses, which is also highly relevant in the data set. In the data set, some respondents use to respond with the same value for every single question or statement, for example, 1, 1, 1, 2, 2, 2, 3, 3, 3, or 5, 5, 5. Other unengaged respondents include 1,2,3,4,1,2,3,4,1,2,3,4... moreover, such responses are tough to discern.

Visual inspection, on the other hand, might be used to identify uninterested responders.

The unengaged responses are not very useful because the variance in the responses is either minimal or non-existent. Analysis was done in excel to find unengaged replies before going on to analyse the normalcy. The standard deviation was done on each case of latent variables, and after a comprehensive examination, cases were removed based on the standard deviation lower than 0.4 (there is no rule of thumb on the exact number but the less variation shows unengaged response) for study-I with responses like the ones explained above. Based on these assumptions, out of 529, 49 responses were removed. 

Outliers

Outliers in a data set might alert calculators to experimental errors in the measurements they are doing, so in the next section, the study will go through the two types of outliers (univariate and multivariate) and how to best deal with any issues that arise.

Univariate and multivariate Outliers

After removing the cases with the unengaged responses, an inspection of the matrix (in SPSS) was performed to detect the extreme values that could cause distorting effects [START_REF] Tabachnick | Using multivariate statistics[END_REF]. According to [START_REF] Hair | Multivariate data analysis[END_REF], outliers can be produced by errors in the data entry process or poor coding quality. In most cases, these inaccuracies must be corrected throughout the data cleaning process. Furthermore, certain outliers are inexplicable and must be removed from the data.

According to the researchers, outliers should be excluded from the data set if the sample size is bigger because outliers can influence the results. If the data collection is small, then, we have less control over removing outliers. On the other side, [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF], noted that outliers are largely not a worry with Likert scales, despite the graphical representation of a box-plot indicating various outliers emerged on multiple variables. However, severe replies (1 or 5) are not indicative of outlier behaviour. As a result, these items were chosen to be kept in the database for study-I. In the next section, the multivariate outliers were studied, which are the second form of an outlier. According to [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF], however, addressing multivariate outliers is not easy because it's tough to justify deleting them simply because they don't fit the particular study idea. Furthermore, multivariate outliers will usually be found, and even if you delete them, others will appear. It is a precarious situation. As mentioned earlier that in Likert scales there is actually no outliers and there is no rule of thumb to support the assumptions on whose basis removing them can be justified. Therefore, the study did not remove the cases based on multivariate outliers.

Results of Normality Tests

It is critical to assess the normality of the data that will be used to test hypotheses during the statistical estimating process. As a result, statistical methods demand that a data distribution be normal or nearly normal. [START_REF] Kim | Statistical notes for clinical researchers: assessing normal distribution (2) using skewness and kurtosis[END_REF], (2) Kolmogorov-Smirnov test and Shapiro-Wilk test are better to be used with samples below 300. For samples larger than 300, they may be unreliable.

As the data is more than 300 for the study-I, therefore, skewness and the kurtosis Table 5.5 (see appendix A-1) shows that based on skewness and kurtosis normality assumptions, the data is normally distributed and as a more conservative approach the kurtosis of BC9 (Behavioural customer control) for study-I was a bit over 3. Therefore, it was not removed.

Assumptions of Multicollinearity

Multicollinearity occurs when two or more independent variables are closely associated with one another and multicollinearity is undesirable in multiple regression models. For example, in multiple regression (see equation below), it is assumed that the independent variables (X1 and X2) are unrelated and that their impact on the dependent variable (Y) is unrelated to each other.

Y = βo + β1X1 + β2X2 + ε

If the study has multicollinearity, it means that the variance independent variables (IVs) explain for each independent variable in the regression model overlaps, and so these dependent variables (DVs) do not have a unique variance. If to look at the unique impact of independent variable X1 on dependent variable Y, it must be confirmed that X2 is not causing any problems.

Likewise, X2 has a one-of-a-kind effect on Y, where X1 is constant, implying that it is unaffected.

According to [START_REF] Kline | Principles and Practice of Structural Equation Modeling[END_REF], multicollinearity can be assessed using bivariate correlations, with bivariate correlations greater than r = .80 being regarded as a potential concern. Multicollinearity can also be verified through regression analysis by computing the variance inflation factor (VIF) (O'brien, 2007). The VIF is directly tied to the tolerance value in SPSS and values less than 0.10 are strong indicators of multicollinearity problems. (Gaskin, 2021a) VIF's value of less than 10 is acceptable [START_REF] Hair | Multivariate data analysis[END_REF]. Before testing the study hypothesis, a multicollinearity test was run in SPSS and estimated the VIF for each independent variable in the study. The study performed both correlation and regression models by swapping all the independent variables one by one to detect multicollinearity among the set of independent variables, and finally, an inspection of the variance inflation factor scores (VIFs) and value of 'r' revealed that all variables were within the acceptable threshold. There was no evidence of multicollinearity issue between independent variables.

Factor Analysis

Factor analysis (FA) is a broad term that encompasses several statistical methodologies for assessing the population level (i.e., unobserved) structure underlying the deviation from observable variables and their association [START_REF] Kim | Factor Analysis: Statistical Methods and Practical Issues Sage University paper series on quantitative applications in the social sciences, series[END_REF][START_REF] Gorsuch | Factor analysis[END_REF]. To look at it in another way, FA is an analytical tool that tells whether the data obtained matches the theoretically predicted model.

EFA and CFA

Factor analysis is a technique for interpreting self-reported questionnaires that are extensively used in the domains of education and psychology. There are two types of factor analysis, Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) [START_REF] Byrne | Structural equation modeling with AMOS: Basic concepts, application, and programming[END_REF]. Depending on the various characteristics of these classes, the researchers choose a suitable approach to use, whether EFA or CFA. For example, even before doing the analysis, one or more underlying models must be provided in CFA; also, CFA allows errors covariance to be correlated, which is not possible in EFA. However, several methods in the EFA are standard, such as factor rotations, which are completely unrelated in the CFA. CFA is primarily an important part of a bigger class of statistical analysis known as structural equation modelling [START_REF] Thompson | Exploratory and Confirmatory Factor Analysis[END_REF].

EFA is typically utilized earlier in the process of developing a new theory by investigating latent factors that best correlate to the variance and interrelationship among observed variables [START_REF] Hensons | Use of exploratory factor analysis in published research. Common errors and some comment on improved practices[END_REF]. CFA is widely used to evaluate an existing theory; this technique hypothesizes a prior model of the underlying structure of the target constructs and investigates if this model is sufficiently compatible with the data. CFA calculates the degree of model fit, explained variances and standardized residual for the measurement variables, as well as the factor loadings' appropriateness. Before assessing the general model, a specific score of model fit is required [START_REF] Stevens | Exploratory and confirmatory factor analysis[END_REF].

The study has modified a few scales for the present research requirements. Therefore, it was important to run both EFA and CFA analyses. So, EFA for study-I was conducted first and items were removed that were intra correlating with other scales' items, then CFA was conducted, separately.

Exploratory Factor Analysis

EFA (Exploratory Factor Analysis) is a statistical technique for discovering the relationship between variables in a dataset. This sort of work gives a factor structure (a grouping of variables based on strong correlations). For new datasets, an EFA should always be performed. The advantage of an EFA over a CFA (confirmatory) is that there is no prior theory determining which items correspond to which constructs. As a result, the EFA will be able to identify problematic factors far more quickly than the CFA [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF]. Table 5.7.

shows the different levels of KMO statistics [START_REF] Kaiser | An index of factorial simplicity[END_REF]. The data below shows the initial EFA testing, including all items. Exploratory factor analysis was conducted on study-I data to check the inter items' correlation, significance and reliability. In study-I, the principal component matrix was used as an extraction method and varimax as a rotation. For study-I, the fixed factor option was selected and all variables including IVs, DVs, moderators and mediators were tested through EFA. The initial KMO test for study-I was above (.922) and proves a good sample size and the data was significant as well. Study-I had five items loading under other variables or were cross loading. These were AC1, OC1, Aut3, JI1 and JI7. After the removal of these items, all items were loaded under their expected variables. The below results with 1 (a) show the initial EFA results before any changes and 1 (b) show after the changes.

Bartlett's test of sphericity is used to test the correlation matrix to the identity matrix.

A significant result (Sig. 0.05) indicates that the matrix is not an identity matrix, indicating that the variables are sufficiently related to each other perform a meaningful EFA [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF].

(a). KMO and Bartlett's Test

Table 5.8 is showing the initial values of KMO and Bartlett's test. KMO value is 0.922 which is comfortably higher than the recommended level of 0.60 [START_REF] Hair | Multivariate data analysis[END_REF]) and Bartlett's tests show that the study model is very good and significant. Study-I used Principal

Component Analysis for extraction and varimax for rotation. 

(a). Communalities

The amount to which an item connects with all other items is referred to as communality. The higher the communality, the better. If a variable's commonalities are low (between 0.0 and 0.4), that variable may fail to load significantly on any variable. All the values in communalities table 5.9 (see appendix A-2) are above 0.4 [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF].

(a). Total Variance Explained

The total variance explained is shown in table 5.10 (see appendix A-3).

(a). Rotated Component Matrix

Factor structure refers to the intercorrelations among the variables being tested in the EFA. The rotated component matrix shows that variables are grouped into factors -more precisely, they "load" onto factors. Table 5.11 (see appendix A-4) illustrates some crossloadings, therefore it was required to re-run this analysis by adjusting or removing the problematic items. So, all items must load under their specific variable [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF].

(b). KMO and Bartlett's Test

KMO and Bartlett's test, after making all required adjustments. Table 5.12 shows the results for study-I. 

(b). Communalities

All the values in communalities table 5.13 (see appendix A-5) are above 0.4 [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF].

(b). Total Variance Explained

Total variance explained is shown in table 5.14 (see appendix A-6).

(b). Rotated Component Matrix

Table 5.15 (see appendix A-7) illustrates that all items are loaded under their specific variable.

Confirmatory Factor Analysis (CFA)

This is a method for testing hypotheses. With this method, the researcher can propose competing factor-analytic models, evaluate how well they fit the data, and contrast the models based on how well they do so [START_REF] Watkins | The role of confirmatory factor analysis in cross-cultltral research[END_REF]. The literature has long debated the sample size requirement for structural equation modelling; for example, [START_REF] Anderson | Structural equation modeling in practice: A review and recommended two step approach[END_REF] proposed that a minimum sample size of 150 or more be used when building structural equation models. While [START_REF] Boomsma | On the robustness of LISREL against small sample size and nonnormality[END_REF] claimed that a sample size of at least 400 would be acceptable, [START_REF] Hu | Can test statistics in covariance structure analysis be trusted?[END_REF], that in some circumstances, even 5,000 might be insufficient. [START_REF] Kline | Principles and Practice of Structural Equation Modeling[END_REF] proposed that 10 to 20 respondents be required to obtain parameter estimates; however, Jackson (2001[START_REF] Jackson | Revisiting sample size and number of parameter estimates: Some support for the N: q hypothesis[END_REF] found that sample size had an effect on model fit and that an insufficient sample size resulted in a poorly fitting model.

The preceding issue appears paradoxical because no consensus exists on the appropriate sample size for SEM construction. When it comes to selecting a sample size, the researcher may find himself/herself in a difficult situation because of his or her limited resources. To summarize the various sample size suggestions, [START_REF] Rebecca | A Brief Guide to Structural Equation Modeling[END_REF], assumed that the sample was fine and advised a minimum sample size of 200 for any SEM. The study conducted a series of confirmatory factor analyses to evaluate the psychometric qualities of the constructs included in this study before moving on to testing the study hypotheses.

Following the specification of the measurement model and the calculation of estimates, the next step is to validate the model fitness and determine whether the model is compatible with the data. The researchers have presented different fitness indices methods for determining the overall model fit of the hypothetical model to achieve this goal. The theme evaluation of model/selection of fit indices is particularly essential for researchers [START_REF] Austin | Theoretical and technical contributions to structural equation modeling: An updated annotated bibliography[END_REF], since the advancement and estimation of latent variable models and associated processes.

According to [START_REF] Jr | On assuring valid measures for theoretical models using survey data[END_REF], there seems to be no consensus on fit indices, hence appropriate cut-offs values for the maximum likelihood are based on studies of [START_REF] Gaskin | Master Validity Tool[END_REF] and [START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. [START_REF] Marsh | Application of confirmatory factor analysis to the study of self-concept: First-and higher order factor models and their invariance across groups[END_REF], proposed (CMIN/DF) as the most widely used in the literature, which demonstrates how the model fits the data. Other fit indices that are most commonly used: Root Mean Square Error of Approximation (RMSEA: [START_REF] Browne | Alternative ways of assessing model fit[END_REF][START_REF] Byrne | Structural equation modeling with AMOS: Basic concepts, application, and programming[END_REF], Comparative Fit Index (CFI: Byrne, 2010), Tucker-Lewis Index (TLI: [START_REF] Bentler | Significance tests and goodness of fit in the analysis of covariance structures[END_REF][START_REF] Byrne | Structural equation modeling with AMOS: Basic concepts, application, and programming[END_REF] and Standardized Root Mean Square Residual (SRMR: [START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. [START_REF] Gaskin | Master Validity Tool[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. 

Confirmatory Factor Analysis (Model Fit) (Pakistani Data)

Table 5.18 shows the covariance between the items. After solving the covariance issue, the CFI is improved. [START_REF] Gaskin | Master Validity Tool[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. Based on these figures, it can be concluded that the model is fit for further analysis. 

Validity and Reliability (Convergent Validity and Discriminant Validity)

Although it is common to presume that the research process has flaws and that conducting a perfect research project is difficult, research and theoretical developments in the social sciences would not be possible without it. As a result, social science academics and practitioners must be convinced that theoretical conclusions are reached using both good conceptual reasons and rigorous and relevant methodological procedures. The SEM technique has attracted the interest of both researchers and practitioners in social science research [START_REF] Steenkamp | The use of LISREL in validating marketing constructs[END_REF][START_REF] Baumgartner | Applications of structural equation modeling in marketing and consumer research: A review[END_REF]. Scale evaluation is frequently linked to the EFA or CFA, as well as tests to prove the validity of measures like convergent and discriminant validity. [START_REF] Gaskin | Master Validity Tool, AMOS Plugin. Gaskination's StatWiki[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF] 

Validity and Reliability (Convergent Validity and Discriminant Validity of Pakistani

Data)

To check the validity and reliability issues, IBM AMOS 27 was used. Table 5.21 displays the initial results of study-I convergent and discriminant validity and reliability. [START_REF] Gaskin | Master Validity Tool, AMOS Plugin. Gaskination's StatWiki[END_REF].

Table 5.21 shows some validity concerns. Convergent validity: the AVE for BC and OC is less than 0.50. Discriminant validity: the square root of the AVE for JI is less than its correlation with AC. Re-analysis is conducted by removing the problematic items to get better results. CR is greater than 0.7 for all the constructs that depicts the high reliability of constructs.

Convergent Validity, the AVE for BC and OC is less than 0.50 which should be greater than 0.50. (Gaskin & Lim, 2016a;[START_REF] Hair | Multivariate data analysis[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. Compare to CR, AVE is a more strict measure of convergent validity. "AVE is a more conservative measure than CR.

Based on CR alone, the researcher may conclude that the convergent validity of the construct is adequate, even though more than 50% of the variance is due to error" (Malhotra & Dash, 2011, p.702). To improve the results, the re-analysis is done excluding the problematic elements.

Validity and Reliability (Convergent Validity and Discriminant Validity of Pakistani

Data)

After removing the following items: BC2, BC7, OC3, JI3, JI4, JI6 and JI8, study-I has no more convergent/discriminant validity issues as all values of MSV are lower than AVE. CR is greater than 0.7 for all the constructs that depict the high reliability of constructs. AVE values are above the cut off value of 0.50. To confirm convergent validity among study constructs, it is confirmed that all 10 variables (customer control behavioural/output, perceived organizational support, perceived supervisory support, need for autonomy, need for competence, need for relatedness, affective commitment, job involvement and alienation) convergent validity, CR is greater than 0.50 regardless of sample size. It is required to have a threshold level that is greater than 0.50 and averaging out to greater than 0.70 for each factor, as shown in table 4.21 (b). The extent to which components differ is explained by discriminant validity testing. Variables should be related to their factor more strongly than to another factor, but Maximum Shared Squared Variance (MSV) should be smaller than Average Variance Extracted (AVE). Accordingly, the value of MSV is less than the AVE of all the constructs in their respective sections [START_REF] Hair | Multivariate data analysis[END_REF]. Therefore, it can be concluded that study-I has no validity and reliability issues. Table 5.22 shows the updated values without any convergent/discriminant validity and reliability concerns. 

Common Method Bias (CMB)

Because of the mono-method employed to collect data, common method bias is connected to the degree of fraudulent correlations shared among the variables utilized in the model [START_REF] Buckley | Measurement errors in the behavioral sciences: The case of personality/attitude research[END_REF][START_REF] Podsakoff | Common method biases in behavioral research: A critical review of the literature and recommended remedies[END_REF][START_REF] Malhotra | Common method variance in IS research: A comparison of alternative approaches and a reanalysis of past research[END_REF]. The research on common method bias has focused on a variety of presumptive measurement procedures, including self-reports, rather effects, and assessment center exercises [START_REF] Conway | What reviewers should expect from authors regarding common method bias in organizational research[END_REF].

The study is more concerned about the self-reported research design used in this study.

According to [START_REF] Podsakoff | Relationships between leader reward and punishment behavior and group processes and productivity[END_REF] and [START_REF] Mackenzie | Common Method Bias in Marketing: Causes, Mechanisms, and Procedural Remedies[END_REF], the issue of common method variance, arises when self-report measures collected from the same sample are employed. [START_REF] Podsakoff | Common method biases in behavioral research: A critical review of the literature and recommended remedies[END_REF] and [START_REF] Mackenzie | Common Method Bias in Marketing: Causes, Mechanisms, and Procedural Remedies[END_REF], revealed that there are numerous options suggested by researchers to control the common method bias. These include measuring tools and data analysis methodologies. The quality of the data is determined by the instrument that is created, that's why researchers place a greater emphasis on the instrument design rather than data analysis methodologies [START_REF] Baumgartner | Commentary on " Common Method Bias in Marketing: Causes, Mechanisms, and Procedural Remedies[END_REF]. Numerous researchers have also illustrated solutions to minimize the possibility of CMB. For example, [START_REF] Podsakoff | Common method biases in behavioral research: A critical review of the literature and recommended remedies[END_REF], stated that researchers should avoid obtaining data for IVs and DVs from the same source, focus on the participants' confidentiality and ensure that participants understand that there is no right or wrong answer and that only their opinions are important for the study.

Conway & Lance (2010), agreeing with [START_REF] Podsakoff | Common method biases in behavioral research: A critical review of the literature and recommended remedies[END_REF] suggestions, they claimed that data gathered through self-reported surveys are appropriate for producing reliable results, a well-designed survey questionnaire is required to minimize the CMB [START_REF] Lance | Method effects, measurement error, and substantive conclusions[END_REF]. Pilot testing and using a well-established instrument from previous research is also effective measures for reducing CMB [START_REF] Baumgartner | Commentary on " Common Method Bias in Marketing: Causes, Mechanisms, and Procedural Remedies[END_REF]. Contrary to the above opinion, [START_REF] Spector | Method variance in organizational research -Truth or urban legend?[END_REF], claimed that CMB's influence isn't as strong as one may assume.

To minimize measurement errors, the study carefully considered the precautions mentioned in the preceding discussion. The data for this study is collected by a cross-sectional self-reported survey and the researcher used personal and professional contacts to do so.

Similarly, for improved statistical inferences and interpretation of valid conclusions, wellestablished instruments with strong alpha reliabilities were picked from prominent research investigations.

Before launching the final survey, this study went through the pilot-testing phase and tested the alpha reliabilities. The results of the pre-testing are very good. In addition, all the tools utilized in this research have strong statistical qualities. The study also attempted to maintain the respondents' anonymity; the questionnaire contains no items requesting personal information and the cover letter clearly stated that only the respondents' opinions are required, with no correct or incorrect answers. Although several preventative measures are taken to reduce CMB, the study expected CMB to be present. However, Harman's single factor test is performed in SPSS to ensure that the study has statistically assessed the existence of CMB in the present research.

Harman's Single Factor

To test the presence of CMB in the current investigation, during the EFA in SPSS, the study employed Harman's (1960) single-factor approach, in which all of the measurements in the study are loaded on a single factor with no rotation [START_REF] Podsakoff | Common method biases in behavioral research: A critical review of the literature and recommended remedies[END_REF]. The newly developed factor is not a part of the research model; its sole purpose is to determine the presence of CMB. If a single factor shows more than 50% variance then there is a common method bias in the data.

In Pakistani data, Harman's single factor analysis is applied, which revealed that the single factor accounts for 25.09% of the total variation in the data for study-I that is less than 50% of the variance. As a result, Harman's single factor test revealed that the CMB is not present in this study. Table 5.23 (see appendix A-8) displays that there is no CMB.

Measurement Analysis (Study-I, Pakistani Data)

To test the hypotheses, several measurement analyses are performed. The first one is the correlation matrix then regression (moderation), mediation and moderated mediation stage-I model analysis, using process macro's models.

Direct Correlations, Means, and Standard Deviations of all Variables

The correlation matrix in table 5.24 shows the means, standard deviations, reliability coefficients and direct correlations among all the variables used in this study. Cronbach's alpha is deemed good if it is more than 0.7 [START_REF] Cronbach | Coefficient alpha and the internal structure of tests[END_REF][START_REF] Hair | Multivariate data analysis[END_REF]. All of the scales employed in this study have Cronbach alphas over 0.7, indicating that they are reliable. The results of bivariate correlations in table 5.24 reveal that BC is positively related to Org_Sup (r = .208, ρ < .01), Sup_Sup (r = .121, ρ < . are familiar with the concept of interaction through analysis of variance. Analysis of variance is a special form of linear regression analysis with categorical independent variables. Anything can be a moderator, whether evaluated discretely or continuously. Regression analysis can be used to evaluate interaction or moderation hypotheses without having categorical X (IV) and W (Moderator) [START_REF] Hayes | Regression-based statistical mediation and moderation analysis in clinical research: Observations, recommendations, and implementation[END_REF].

To check the moderation effect of perceived organizational and supervisory support, study- 

I

Moderation Analysis (Split File Correlations)

The first moderation analysis is done by a split data file function and then studying the correlations among moderating, independent and dependent variables. The results of bivariate correlations in table 5.25 reveal that when employees have a low perception about organizational support, it is weakly positively related to BC and Aut (r = .152, ρ < .05), BC and Comp (r = .181, ρ < .01) and has not any impact on BC and Rel. Whereas, when the employee's perception is higher the relations improves and has stronger positive relations between BC and Aut (r = .182, ρ < .01), BC and Comp (r = .236, ρ < .01) and BC and Rel (r =

.56, ρ < .01). The same is the case with perceived supervisory support moderating effect through behavioural control on all three basic needs of SDT. When employees have a low perception about supervisory support, it weakly positively affects the relationship between BC and Aut (r = .155, ρ < .05), BC and Comp (r = .176, ρ < .01) and has no impact on BC and Rel.

However, when the employee's perception is higher the relations improve and has stronger positive relations between BC and Aut (r = .235, ρ < .01), BC and Comp (r = .288, ρ < .01) and BC and Rel (r = .320, ρ < .01).

The situation of output control is same as behavioural control. Employees having low perception about organizational support are either weakly positively related to OC and Comp (r = .176, ρ < .01) or has not any impact of OC with both Aut and Rel. However when the employee's perception is higher the relations improve and has stronger positive significant relations between OC and Aut (r = .305, ρ < .01), OC and Comp (r = .281, ρ < .01), OC and Rel (r = .300, ρ < .01). It is also the case with perceived supervisory supports moderating effect through output control on all the three basic needs of SDT. When employee has low perception about supervisory support it has weakly moderated the relation between OC and Aut (r = .156, ρ < .05), OC and Comp (r = .251, ρ < .01) and OC and Rel (r = .162, ρ < .01). When employee's perception is higher the relations improve and has stronger positive relations between OC and Aut (r = .334, ρ < .01), OC and Comp (r = .271, ρ < .01), BC and Rel (r = .253, ρ < .01). 

Moderation Analysis (Linear Regression)

Linear regression is also performed to see if there is any interaction of perceived organizational and supervisory support with customer control (BC and OC) on three basic needs of SDT. Tables 5.26 and 5.27 show the moderating effects of perceived organizational and supervisory support with BC on three basic psychological needs of SDT (Aut, Comp, Rel)

and with OC on three basic psychological needs of SDT (Aut, Comp, Rel). The R 2 indicates how much of the total variation in the dependent variable, Aut, Comp and Rel, can be explained by the independent variables, BC and OC. β shows the direction of coefficient and strength of the relationship between predictor and dependent variable affected by an interaction variable.

Twelve different linear regression analyses are performed to evaluate hypotheses in Study-1 (Pakistani Data). The value of a moderating variable (MV) = Z affects the connection between an independent variable (IV) = X and a dependent variable (DV) = Y. A moderating variable = Z is incorporated and an interaction term (X) (Z) by multiplying both variables to test for a moderation effect. To examine the moderating effects, IV (X) and MV (Z) are included in the regression equation. Interactive terms between the independent variables and the moderators are computed after the predictors are mean centred [START_REF] Cohen | Applied multiple correlation/regression analysis for the behavioral sciences[END_REF]. After introducing the major predictors, the moderating impact may be supported if the appropriate production term is significant.

The table 5.26 shows the moderating effect of perceived organizational support on Comp (β = .064, SE = .038, R 2 = .123, t = 1.677, p < .10) and Rel (β = .152, SE = .045, R 2 = .239, t = 3.341, p < .001) through BC. There is no significant interaction of perceived organizational support through BC on Aut (β = .004, SE = .049, R 2 = .340, t = .084, p = .933).

In case of OC and Aut (β = .022, SE = .042, R 2 = .333, t = .540, p = .590) and Comp (β = .033, SE = .032, R 2 = .125, t = 1.041, p = .299) there are no significant effects, but OC and Rel (β = .074, SE = .039, R 2 = .229, t = 1.909, p < .10) has a significant impact. The table 5.27 shows only a single moderating effect of perceived supervisory support through BC on Rel (β = .082, SE = .044, R 2 = .234, t = 1.859, p < .10) other than that there is no interaction found. The results in table 5.27 shows non-significant interaction effect of perceived supervisory support through all predictors on outcome variables. There is no significant interaction of perceived supervisory support with BC on Aut (β = -.026, SE = .050, R 2 = .280, t = -.527, p = .598) and Comp (β = -.001, SE = .037, R 2 = .103, t = -.018, p = .986).

The other predictor has the same results, OC on Aut (β = .041, SE = .037, R 2 = .281, t = 1.114, p = .266), Comp (β = -.015, SE = .028, R 2 = .116, t = -.557, p = .578) and Rel (β = .003, SE =

.033, R 2 = .237, t = .090, p = .928). The results are quite different from the ones, used by method moderation analysis as split file correlation. 

Moderation Analysis (Process Macros)

The third moderation analysis is performed by using [START_REF] Hayes | Integrating Mediation and Moderation Analysis: fundamentals using PROCESS[END_REF] Process Macros model-I, using version 3.5 in IBM SPSS Statistics 27. Table 5.28 displays the moderating effects of perceived organizational and supervisory support with BC and OC on basic psychological needs of SDT (Aut, Comp and Rel). If LLCI and ULCI have the same signs then it means the relationship is significant.

The table 5.28 shows the moderating effect of perceived organizational support through BC on Rel (β = .1523, p < .01). There is no significant interaction of perceived organizational support with BC on Aut (β = .0001, p = .9990) and Comp (β = .0566, p = .1338). In case of OC and Aut (β = .0224, p = .6162) and Comp (β = .0192, p = .5770) there is no significant effect but OC and Rel (β = .0948, p < .05) has a significant impact.

Table 5.28 shows only a single moderating effect of perceived supervisory support with BC on Rel (β = .0868, p < .10) other than that there is no interacting effect found. The results in table 5.28 shows non-significant interaction effect of perceived supervisory support with all predictors on outcome variables. There is no significant interaction of perceived supervisory support with BC on Aut (β = -.0132, p = .7929) and Comp (β = .0171, p = .6483). The other predictors has the same results, OC and Aut (β = .0422, p = .2939), Comp (β = -.0338, p = .2561) and Rel (β = .0039, p = .9133). The results are quite different from the method used as moderation analysis using split file correlation but the same as the moderation analysis using linear regression. That is why for study-II only a third method that is moderation analysis by Process macros model-I is performed. 

Mediation Analysis

Mediation approach is based on how a causal effect operates. A mediation model is a set of two or more causal events linked together in an X-M-Y sequence. As a result, the mediator variable M must be causally positioned between X and Y by definition. It must be influenced by X, which in turn must influence Y [START_REF] Hayes | Regression-based statistical mediation and moderation analysis in clinical research: Observations, recommendations, and implementation[END_REF].

According to [START_REF] Hayes | Introduction to Mediation, Moderation, and Conditional Process Analysis, Second Edition: A Regression-Based Approach[END_REF], a researcher attempting to determine or test how X affects Y frequently proposes a model in which one or more intervening variables M are causally linked to X and Y. One of the simplest forms of such a model is when there is only one IV, one DV and a mediator. These intervening factors, also known as mediators, are thought to be how X affects Y. That is changes in X lead to changes in one or more mediators M, which then lead to changes in Y. To experimentally estimate and evaluate ideas about the two paths of influence by which X carries its effect on Y, one direct from X to Y and the other indirect through M, researchers use process modelling to investigate apprehensions concerning mechanism. This form of study, also known as mediation analysis, is quite widespread in practically all fields.

Mediation analysis and various statistical approaches to quantifying and testing hypotheses about direct and indirect effects of X on Y are discussed in some of the most highly cited journal articles in methodology, both historically (e.g., [START_REF] Baron | The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations[END_REF]) and more recently (e.g., [START_REF] Mackinnon | A comparison of methods to test mediation and other intervening variable effects[END_REF][START_REF] Preacher | SPSS and SAS procedures for estimating indirect effects in simple mediation models[END_REF].

Even though mediation analysis has been here for at least 70 years in various versions, [START_REF] Baron | The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations[END_REF], developed a method based on simple regression analysis principles.

The ultimate goal of their technique sometimes referred to as the causal steps approach, is to see if M can be considered a mediator of the influence of X on Y. They outlined a set of analytical stages or criteria that must be met to establish mediation. Estimating regression coefficients for X and M in three regression models, two with Y as the dependent variable and one with M as the dependent variable that determines whether the requirements are met for mediation analysis or not.

Researchers publishing in Behaviour Research and Therapy (BRaT) (e.g., [START_REF] Boden | The role of maladaptive beliefs in cognitive-behavioral therapy: Evidence from social anxiety disorder[END_REF][START_REF] Gaynor | The role of safety-seeking behaviours in maintaining threat appraisals in psychosis[END_REF][START_REF] Manuel | Emotion regulation in broadly defined anorexia nervosa: Association with negative affective memory bias[END_REF][START_REF] Staring | Self-esteem treatment in anxiety: A randomized controlled crossover trial of Eye Movement Desensitization and Reprocessing (EMDR) versus Competitive Memory Training (COMET) in patients with anxiety disorders[END_REF] still rely on the "criteria to establish mediation" by [START_REF] Baron | The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations[END_REF]. However, it is losing favour in the social sciences, and methodologists who think and write on mediation analysis no longer endorse it.

Contrary to the causal stages reasoning, which demands that both a and b be statistically significant, tests of significance for the separate routes a and b are not required to assess whether M mediates the effect of X on Y. Indeed, since the size of c does not dictate or constrain the size of ab, it is not necessary to prove that the overall effect of X as measured by c is different from zero. Rather, whether ab is distinct from zero by some form of inferential standards, such as a null hypothesis test or a confidence interval, is one that matters.

Hayes & Rockwood (2017), recommended that scholars interested in testing a mediation hypothesis focus on estimating the indirect effect ab, conducting inference about that product, and interpreting the indirect effect by considering not only its sign but also the sign of its constituent components, rather than the disconnected causal steps logic popularized by [START_REF] Baron | The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations[END_REF]. The significance or non-significance of a and b may indicate that ab is essential, but this is not the case or even relevant. What concerns is ab, not a and b.

Scientists generally use terms such as partial or complete to explain mediation analysis.

Partially mediated findings are those in which mediation is established in the presence of a substantial overall effect of X and a statistically significant direct effect of X (c'). The effect of X on Y is not completely described by the X/M/Y sequence of events when partial mediation is used. However, if the direct effect is not statistically significant, M is considered a complete mediator (also called full mediation). According to Hayes (2013, pp. 170-172) and [START_REF] Rucker | Mediation analysis in social psychology: Current practices and new recommendations[END_REF], complete and partial mediation notions have little utility and should be discarded.

Furthermore, they suggested that if being able to fully explain an effect is a more preferable and incredible empirical outcome than being able to partially explain an effect; then empirical outcomes based on smaller samples should be preferred, and smaller samples must be pursued to increase the chances of being able to claim full rather than partial mediation.

Therefore, keeping in view the above discussion, Process Macro's Model-4 is used to study the mediating effect in this study and is referred as mediation or no-mediation. Partial or fully mediated terms is avoided in this research. Secondly, the "causal steps of mediation" by [START_REF] Baron | The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations[END_REF] are not followed in this study.

The mediation analysis is conducted by using [START_REF] Hayes | Integrating Mediation and Moderation Analysis: fundamentals using PROCESS[END_REF] appears between both then it means the relationship is significant.

Table 5.29 shows the mediating effects of three basic psychological needs of SDT.

Eighteen separate mediating analyses are performed for these variables and the table shows the indirect effects of X on Y. Following [START_REF] Hayes | Regression-based statistical mediation and moderation analysis in clinical research: Observations, recommendations, and implementation[END_REF] and [START_REF] Hayes | Introduction to Mediation, Moderation, and Conditional Process Analysis, Second Edition: A Regression-Based Approach[END_REF], studies, mediation is not separated based on full and partial but still it is mentioned in the table 5.29 whether it is partial or full. All the results show significant mediations on CI 95% for all mediating relations between IV and DVs for study-I. 

Moderated Mediation Stage-I Analysis by Process (Model-VII)

"Moderated mediation happens if the mediating process that is responsible for producing the effect of the treatment on the outcome depends on the value of a moderator" (Muller et al., 2005, p. 854). Process Macro's Model-7 is used to study the moderating mediating stage-I effect in study-I. This analysis is conducted by using Haye's (2015Haye's ( , 2017) ) process macros model 7, using version 3.5 of IBM SPSS Statistics 27. The significance of indirect effects is evaluated by means of 5,000 bootstrap samples to create bias-corrected confidence intervals (CIs = 95%). The stage I moderated mediation model is used to test the moderating effect of perceived organizational and supervisory support on the mediating effect of basic needs of psychological needs on employee workplace attitudes through customer control.

Table 5.30 displays the indirect effect of needs for SDT on the employee workplace attitudes through customer control is moderated or not moderated by perceived organizational and supervisory support. The index of moderated mediation shows a significant moderating effect of perceived organizational support on the indirect effect of need for relatedness on the affective commitment (index = .093, LLCI = .039, ULCI = .166), job involvement (index =

.065, LLCI = .028, ULCI = .117) and alienation (index = -.039, LLCI = -.075, ULCI = -.013).

The index of moderated mediation shows a significant moderating effect of perceived organizational support on the indirect effect of need for relatedness on the affective commitment through output customer control (index = .054, LLCI = .000, ULCI = .111). 

Hypotheses Results of IV and DV

The results of bivariate correlations in table 5.24 reveal that BC is positively related to AC (r = .114, ρ < .05), JI (r = .238, ρ < .01) and is unrelated to AN. The other dimension of customer control OC is also positively related to AC (r = .282, ρ < .01), JI (r = .352, ρ < .01) and is unrelated to AN. The correlations of OC with all other variables are a bit stronger than BC.

These figures rejected all the six hypotheses that customer control (behavioural and output)

harms employee workplace attitudes such as affective commitment, job involvement and alienation. The findings from the above data show the positive impact of customer control (behavioural and output) on employee behaviours such as affective commitment and job involvement and no impact on alienation neither positive nor negative.

Table 5.31: Hypotheses Results of IV and DV

Hypotheses

Results

Accepted Rejected

H1 (a): Higher the level of customer control (behavioural) lower will be the employee affective commitment.  H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment.  H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.  H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.  H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.  H3 (b): Higher the level of customer control (output) higher will be the employee work alienation. 

Hypotheses Results of IV and Mediators

Based on the findings from bivariate correlations in table 5.24, BC is positively affecting 

Hypotheses Results of Mediators and DVs

The correlation matrix in table 5.24 reveal the following findings, which helped to test the hypotheses in table 5.33. Satisfaction of need for Autonomy is positively correlated with AC 

Hypotheses Results of IV, Mediators and DVs (Mediation)

Based on the findings of table 5.29 all the hypotheses in table 5.34 are accepted. All the results show significant mediations on CI 95%. ✓

BC -Aut

Hypotheses Results of IV, Moderators and Mediators (Moderation)

The table 5.28 shows the moderating effect of perceived organizational support with BC on Rel (β = .1523, p < .01). There is no significant interaction of perceived organizational support with BC on Aut (β = .0001, p = .9990) and Comp (β = .0566, p = .1338). In case of OC and Aut (β = .0224, p = .6162) and Comp (β = .0192, p = .5770) there is no significant effect but OC and Rel (β = .0948, p < .05) has a significant impact.

The table 5.28 only shows a single moderating effect of perceived supervisory support with BC on Rel (β = .0868, p < .10) other than that there is no interaction found. The results in table 5.28 shows non-significant interaction effect of perceived supervisory support with all predictors on outcome variables. There is no significant interaction of perceived supervisory support with BC on Aut (β = -.0132, p = .7929) and Comp (β = -.0171, p = .6483). The other predictors has the same results, OC on Aut (β = .0422, p = .2939), Comp (β = -.0338, p = .2561)

and Rel (β = .0039, p = .9133). Based on the findings of tables 5.28, the following hypotheses Whereas, accepted the following hypotheses: H13 (c), H14 (c) and H15 (c). 

Table 5.35: Hypotheses Results of IV, Moderators and Mediators

Hypotheses

Results

Accepted

Summary of Hypotheses Results

Table 5.36 has summarized all the hypotheses results. 

Table 5.36: Summary of Hypotheses Results

Hypotheses

Results

Accepted

Analysis and Results French Data

The second data analysis and results are based on the data collected from French all sector employees and is referred to as study-II. The data collection was then carried out in mid Oct 2021 and completed in the end of Jan 2022, 322 total responses were received. Digital and physical resources such as Facebook, WhatsApp, LinkedIn, email, flyers and conferences attended were used to collect data. A digital survey link was shared among the participants.

The questionnaire was in French language. Total 1000 employees working in France were approached but only 322 responses were received back. The response rate is 32.2% for study-II.

Characteristics of Study Participants

The current study's replies varied greatly depending on the participants' personal and organizational characteristics. For study-II, there was no restriction of industry/sector.

Response error is a problem since the researcher has no control over how the questionnaire is filled because this study used a self-reported survey technique. As a result, data screening methods such as descriptive statistics, missing values, and unengaged responses for finding univariate/multivariate outliers are also discussed. After doing the initial data screening, the demographic profiles of the participants are summarized in Total 322 responses were received from France, out of which 306 were valid responses.

The number of male participants was 176 and female participants was 130 for study-II. The level of almost equal gender participation in French data also proves the level of equal employment distribution in France.

The division of participants by age in study-II: 9.8% participants were in the 18-25 range, 31.7% in 26-33, 37.6% in 34-41, 14.4% in 42-49 and the remaining 6.5% in 50 or more.

The qualification distribution among study-II participants is as follows: 9.8% had aucune, 7.2% Bac, 8.8% Bac+2, 14.4% Bac+3/4 (licence), 46.4% Bac+5 (master) and the remaining 13.4%

had Bac+6 ou plus (doctorat...). About technical expertise for study-II, 8.8% had Élémentaire level of technical expertise, 42.2% Modérée, 44.8% Avancée and 4.2% Modérer.

4.2% had less than 1-year experience, 14.7% had 1-3 years' experience, 18.6% had 4-6 years, 14.4% had 7-9 years and 48%, which is almost half of the total respondents, had 10 or more year's job experience. For study-II, about 11.1% had less than 1 year experience in their current/present organization, 25.2% had 1-3 years' experience, 26.1% had 4-6 years, 14.1% had 7-9 years and the remaining 23.5% had 10 or more years.

The few demographic characteristics that were added for study-II such as workforce, 22.9% worked less than a 50 people organization, 19.3% in 50-250, 28.8% were working 250-5000 employee's organization, 9.2% in 5000-10000 and 19.9% were from 10,000 and more staff organization. 9.5 % belonged to industry, 20.3% banking, 4.9% assurance, 7.5% BTP (construction), 6.5% commerce/distribution, 9.5% Services aux particulars, 12.1% Services aux enterprises, 14.4% education and the remaining 15.4% from miscellaneous.

Out of 306 participants of study-II, 47.1% were front line employees, 39.9% middle management and 13.1% from the director's level.

38.6% out of 306 participants declared that they deal with external clients, 14.4% with internal and the remaining 47.1% were dealing with both internal and external customers/clients.

Data Screening

The same process as study-I, checking for flaws in data and correcting them before starting data analysis is adopted in study-II.

Missing Values

To count missing data, all data is transferred into an excel sheet and the "COUNTBLANK" option is used. The frequency method is also used to find missing values in SPSS. The study has zero missing values. To avoid missing values issues, respondents were restricted to reply to all statements. Online survey was used and replying to all the questions was necessary for successful submission of the form. 

Unengaged Responses

Analysis is done in excel to find unengaged replies before going on to analyse the normalcy. The Standard Deviation is done on each case of latent variables, and after a comprehensive examination, cases are removed based on the standard deviation lower than 0.6.

Based on these assumptions, out of 322, 8 responses are removed. 

Outliers

Outliers in a data set might alert calculators to experimental errors in the measurements they are doing, so in the next section, the study will go through the two types of outliers (univariate and multivariate) and how to best deal with any issues that arise.

OC1, OC2, OC3, Aut4, Comp1, Comp3, Rel1, Rel2, JI1, JI2, JI3, JI6, JI7, JI10, AC1 and AC5.

After the removal of these items, all items are loading under their expected variables. The below results with (1 (a)) shows the initial EFA results before any changes and (1 (b)) shows after the changes. 

(a). KMO and Bartlett's Test

(a). Communalities

The amount to which an item connects with all other items is referred to as communality. The higher the communality, the better. If a variable's commonalities are low (between 0.0 and 0.4), that variable may fail to load significantly on any variable [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF]. According to [START_REF] Comrey | A First Course in Factor Analysis[END_REF] and [START_REF] Burton | Survey instrument validity part I: Principles of survey instrument development and validation in athletic training education research[END_REF], the minimal loading of an item with no cross loadings should be 0.50 or higher. Less than three items typically result in a poor and unstable construct; five or more highly loading components (0.50 or greater) are preferred and signify a reliable factor [START_REF] Costello | Best practices in exploratory factor analysis: Four recommendations for getting the most from your analysis[END_REF]. All the values in communalities table 5.42 (see appendix A-10) are above 0.5 excluding BC4.

(a). Total Variance Explained

The total variance explained is shown in table 5.43 (see appendix A-11).

(a). Pattern Matrix

Factor structure refers to the intercorrelations among the variables being tested in the EFA. The rotated component matrix shows that variables are grouped into factors -more precisely, they "load" onto factors. Table 5.44 (see appendix A-12) illustrates some crossloadings, therefore it is required to re-run this analysis by adjusting or removing the problematic items. So, all items must load under their specific variable [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF].

(b). KMO and Bartlett's Test

KMO and Bartlett's test, after making all required adjustments. Table 5.45 shows the results for study-II. 

(b). Communalities

All the values in communalities table 5.46 (see appendix A-13) are above 0.5 and these show strong loadings [START_REF] Comrey | A First Course in Factor Analysis[END_REF][START_REF] Burton | Survey instrument validity part I: Principles of survey instrument development and validation in athletic training education research[END_REF].

(b). Total Variance Explained

Total variance explained is shown in table 5.47 (see appendix A-14).

(b). Pattern Matrix

Table 5.48 (see appendix A-15) illustrates that all items are loading under their specific variable [START_REF] Gaskin | Data prep, multicollinearity, Gaskination's StatWiki[END_REF].

Confirmatory Factor Analysis (CFA)

The study conducted a series of confirmatory factor analyses to evaluate the psychometric qualities of the constructs included in this study before moving on to testing the study hypotheses.

Confirmatory Factor Analysis (Model Fit) (French Data)

Table 5.49 shows the initial CFA model fitness results for study-II: CMIN is 1967.036 and DF is 774. Table 5.49 shows: CFI is 0.849, SRMR is 0.065, RMSEA is 0.071 and PClose is not estimated. All these measures depict an acceptable model fit except CFI which is terrible [START_REF] Gaskin | Master Validity Tool[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. 

Confirmatory Factor Analysis (Model fit) (French Data)

After solving the covariance issues between items and deleting items Aut1 and Sup_Supp2, the updated CFA model fitness results are improved. After solving the covariance issues between items and deleting items Aut1 and Sup_Supp2, the updated CFA model fitness results are: CMIN is 1413.69 and DF is 678. Table 5.50 shows: CFI is 0.901, SRMR is 0.064, RMSEA is 0.06 and PClose is still not estimated.

All these measures depict an acceptable model fit [START_REF] Gaskin | Master Validity Tool[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF].

Based on these figures, it is concluded that the model is fit for further analysis. 

Validity and Reliability (Convergent Validity & Discriminant Validity)

To check the validity and reliability issues, IBM AMOS 27 is used. For study-II, (French Data) there is no option to improve these concerns and has to be accepted as it is. The analysis is done by using the tool provided by [START_REF] Gaskin | Master Validity Tool, AMOS Plugin. Gaskination's StatWiki[END_REF].

Table 5.52 shows some validity and reliability concerns. Convergent validity: the AVE for BC and Aut is less than 0.50. CR is lower than 0.7 for all the constructs except Aut which depicts the high reliability of constructs. To confirm convergent validity among study constructs, it is confirmed that all ten variables (customer control behavioural/output, perceived organizational support, perceived supervisory support, need for autonomy, need for competence, need for relatedness, affective commitment, job involvement and alienation) convergent validity, CR is > 0.50 regardless of sample size. CR for autonomy is lower than 0.70 but greater than 0.50, so it is within the acceptable range and can be accepted. It is required

to have a threshold level that is greater than 0.50 and averaging out to greater than 0.70 for each factor. Convergent Validity, the AVE for BC and Aut is less than 0.50 which should be greater than 0.50. (Gaskin & Lim, 2016a;[START_REF] Hair | Multivariate data analysis[END_REF][START_REF] Hu | Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives[END_REF]. Compare to CR, AVE is a more strict measure of convergent validity. "AVE is a more conservative measure than CR. Based on CR alone, the researcher may conclude that the convergent validity of the construct is adequate, even though more than 50% of the variance is due to error" (Malhotra & Dash, 2011, p.702). As the study-II has not enough items left, no more items can be removed to improve or remove these concerns. 

Common Method Bias (CMB)

The issue of common method variance, according to [START_REF] Podsakoff | Relationships between leader reward and punishment behavior and group processes and productivity[END_REF], arises when self-report measures collected from the same sample are employed [START_REF] Mackenzie | Common Method Bias in Marketing: Causes, Mechanisms, and Procedural Remedies[END_REF]. The data for this study is collected by a cross-sectional self-reported survey, and the researcher used personal and professional contacts to do so. Similarly, for improved statistical inferences and interpretation of valid conclusions, well-established instruments with strong alpha reliabilities are picked from prominent research investigations. Harman's single factor test is performed in SPSS to ensure that the study has statistically assessed the existence of CMB in the present research.

Harman's Single Factor

To test the presence of CMB in the current investigation, during the EFA in SPSS, the study employed Harman's (1960) single-factor approach, in which all of the measurements in the study are loaded on a single factor with no rotation [START_REF] Podsakoff | Common method biases in behavioral research: A critical review of the literature and recommended remedies[END_REF].

In French data, Harman's single factor analysis is applied, which reveals that the single factor accounts for 28.285% of the total variation in the data that is less than 50% of the variance. As a result, Harman's single factor test reveals that the CMB is not present in this study. Table 5.53 (see appendix A-16) displays that there is no CMB.

Measurement Analysis (Study-II, French Data)

This research has two different data with names of study-I and study-II. Study-I, data is collected from Pakistani bank employees whereas, for study-II, data is collected from people working in France without any limitation of sector.

Direct Correlations, Means and Standard Deviations of All Variables

The correlation matrix in table 5.54 shows the means, standard deviations, reliability coefficients and direct correlations among all the variables used in study-II. Cronbach's alpha is deemed good if it is more than 0.7 [START_REF] Cronbach | Coefficient alpha and the internal structure of tests[END_REF][START_REF] Hair | Multivariate data analysis[END_REF]. All of the scales employed in this study have cronbach alphas over 0.7 except OC and Aut that are almost 7 but not absolute 7, indicating that they are reliable. The results of bivariate correlations in table 5.54 reveal that BC is positively correlated to Org_Sup (r = .269, ρ < .01), Sup_Sup (r = .240, ρ < .01), Aut (r = .343, ρ < .01), Comp (r = .286, ρ < .01), Rel (r = .293, ρ < .01), AC (r = .342, ρ < .01), JI (r = .278, ρ < .01) and negatively to AN (r = -.136, ρ < .05). The other dimension of customer control OC is also positively related to Org_Sup (r = .443, ρ < .01), Sup_Sup (r = .284, ρ < .01), Aut is non-significant, Comp (r = .268, ρ < .01), Rel (r = .283, ρ < .01), AC (r =

To check moderating effect of perceived organizational and supervisory support, Process macro by Andrew F. Hayes is used.

Moderation Analysis (Process Macros)

In study-II for moderation analysis, [START_REF] Hayes | Integrating Mediation and Moderation Analysis: fundamentals using PROCESS[END_REF] Process Macros model I is used, using version 3.5 of IBM SPSS Statistics 27. Table 5.55 displays moderating effects of perceived organizational and supervisory support with BC and OC on basic psychological needs of SDT (Aut, Comp and Rel). If LLCI and ULCI have the same signs or no zero lies between them then it means the relationship is significant.

The table 5. [START_REF] Hon | Shaping environments conductive to creativity: The role of intrinsic motivation[END_REF] shows the moderating effect of perceived organizational support with BC on Aut (β = -.1690, p < .05), Comp (β = -.1030, p < .10) and Rel (β = -.2375, p < .05). In case of OC, there is no significant effect on any of the three basic psychological needs.

For the moderating effect of perceived supervisory support on BC and Aut (β = -.2025, p < .05), Comp (β = -.1356, p < .05) and Rel (β = -.3255, p < .05) are all significant. The results in table 5.55 show, non-significant interaction effect of perceived supervisory support with OC on Aut. However, other than Aut, OC on Comp (β = -.1251, p < .05) and Rel (β = -.1496, p < .05) are significant. 

Mediation Analysis

Process Macro's Model-4 is used to study the mediating effect in study-II and only used mediation or no-mediation. Secondly, the "causal steps of mediation" by [START_REF] Baron | The moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations[END_REF] are not followed in this study.

Mediation analysis is conducted by using [START_REF] Hayes | Integrating Mediation and Moderation Analysis: fundamentals using PROCESS[END_REF] Process Macros model 4, using version 3.5 of IBM SPSS Statistics 27. Table 5.56 displays mediating indirect causal effects of BC and OC through basic psychological needs of SDT (Aut, Comp and Rel) on the dependent variables (AC, JI and AN). If LLCI and ULCI have the same signs, meaning no zero appears both then it means the relationship is significant.

Table 5.56 shows the mediating effects of three basic psychological needs of SDT.

Eighteen separate mediating analyses for these variables are performed and the table displays the indirect effects of X on Y. Following [START_REF] Hayes | Regression-based statistical mediation and moderation analysis in clinical research: Observations, recommendations, and implementation[END_REF] and Hayes (2017) studies, mediation is not separated based on full and partial but still it is mentioned in the table below whether it is partial or full. All the results show significant mediations on CI 95% except output customer control that is mediated by autonomy on CI 90% on (DVs) affective commitment and alienation. Also, need for autonomy failed to mediate between both behavioural and output customer control and job involvement. 

Moderated Mediation Stage-I analysis by Process (Model-VII)

"Moderated mediation happens if the mediating process that is responsible for producing the effect of the treatment on the outcome depends on the value of a moderator" (Muller et al., 2005, p. 854). Process Macro's Model-7 is used to study the moderating mediating stage-I effect in study-II. This analysis is conducted by using Haye's (2015Haye's ( , 2017) ) process macros model 7, using version 3.5 of IBM SPSS Statistics 27. Table 5.57 displays the indirect effect of basic needs of SDT on the employee workplace attitudes through customer control, either moderated or not moderated by perceived organizational and supervisory support. The index of moderated mediation shows a significant moderating effect of perceived organizational support on the indirect effect of need for autonomy on the alienation through behavioural customer control (index = .034, LLCI = .002, ULCI = .082), need for relatedness on the affective commitment (index = -.057, LLCI = -.106, ULCI = -.006), job involvement (index = -.106, LLCI = -.164, ULCI = -.022) and alienation (index = .064, LLCI = .008, ULCI = .116).

The index of moderated mediation shows a significant moderating effect of perceived supervisory support on the indirect effect of need for autonomy on the alienation through behavioural customer control (index = .041, LLCI = .004, ULCI = .097), need for relatedness on the affective commitment (index = -.078, LLCI = -.132, ULCI = -.023), job involvement N= 306, CI = 95%, LLCI = lower limit confidence interval, ULCI = upper limit confidence interval, X = IV, W = Moderator, M = Mediator, Y = DV, W values in conditional tables are the mean and +/-SD from the mean.

Results of Hypothesis Tests (Study-II, French Data)

To test the hypotheses for study-II, data is collected from people working in different sectors of France. Total N = 322 responses are received but after cleansing left with N = 306.

These are collected from employees working in different service sectors and industries of France and are directly or indirectly in touch with customers. The data is collected through self-reported questionnaires in a cross-sectional study. Several robust tests are applied to check the normality of data before measuring it for hypotheses. To test the study hypotheses, correlation matrix, moderation and mediation analysis using IBM SPSS 27 version are conducted. The results of the hypotheses are separated by the nature of the relationships between variables.

Hypotheses Results of IV and DV

The results of bivariate correlations in table 5.54 reveal that BC is positively related to AC (r = .342, ρ < .01), JI (r = .278, ρ < .01) and negatively to AN (r = -.136, ρ < .05). The other dimension of customer control OC is also positively related to AC (r = .328, ρ < .01), JI (r =

.346, ρ < .01) and negatively to AN (r = -.228, ρ < .01). These results rejected all the six hypotheses in table 5.58, that customer control (behavioural and output) has a negative impact on employee workplace attitudes such as affective commitment, job involvement and positive on alienation. The findings from the above data show the positive impact of customer control (behavioural and output) on employee workplace attitudes such as affective commitment and job involvement and the negative impact on alienation.

Table 5.58: Hypotheses Results of IV and DV

Hypotheses

Results

Accepted Rejected H1 (a): Higher the level of customer control (behavioural) lower will be the employee affective commitment.  H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment.  H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.  H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.  H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.  H3 (b): Higher the level of customer control (output) higher will be the employee work alienation. 

Hypotheses Results of IV and Mediators

Based on the findings from bivariate correlations in table 5.54, BC is positively affecting the satisfaction of three basic psychological needs of SDT (Aut, Comp and Rel). The hypotheses H4 (a) Aut (r = .343, ρ < .01) and H6 (a) Rel (r = .293, ρ < .01) are rejected but H5 (a) Comp (r = .286, ρ < .01) are accepted. However, unlike BC, OC has no impact on need for autonomy, resulting in rejecting H4 (b) and H6 (b) Rel (r = .283, ρ < .01) and accepting Comp (r = .268, ρ < .01). These results rejected the idea that customer control (behavioural/output) negatively influences the satisfaction of need for autonomy and relatedness. However, supported the positive influence of customer control (behavioural/output) on the satisfaction of need for competence. 

Hypotheses Results of Mediators and DVs

The correlation matrix in table 5.54 reveals the following findings, which helped to test the hypotheses in table 5.60. Satisfaction of need for autonomy is positively correlated with AC (r = .183, ρ < .01) and JI (r = .137, ρ < .05) and a negative correlation to AN (r = -.186, ρ < .01) resulting in accepting H7 (a), H8 (a) and H9 (a). Satisfaction of need for competence is positively related to AC (r = .362, ρ < .01), JI (r = .386, ρ < .01) and negatively to AN (r = -.372, ρ < .01), resulting in accepting hypotheses: H7 (b), H8 (b) and H9 (b). Satisfaction of need for relatedness also reveals positive correlations with AC (r = .313, ρ < .01), JI (r = .501, ρ < .01) and a negative correlation to AN (r = -.275, ρ < .01), accepting all three hypotheses H7 (c), H8 (c) and H9 (c).

Comparing to two basic psychological needs for competence and relatedness, satisfaction of need for autonomy has weaker correlations with the employee workplace attitudes. Based on the findings in table 5.56, all the hypotheses in table 5.61 are accepted except H10 and H11, which are partially accepted, as the need for autonomy failed to mediate a relationship between behavioural customer control (BC) and AC and customer control both (BC/OC) and job involvement (JI). Other than the partial acceptance of H10 and H11, all other results show significant mediations on CI 90% and CI 95%. 

Table 5.60: Hypotheses Results of Mediators and DVs

Hypotheses

Results

Accepted

Summary of Hypotheses Results

All the hypotheses results of study-II are summarized in table 5.63. ✓

Table 5.63: Summary of Hypotheses Results

Hypotheses

Results

Accepted

Comparison between Pakistani and French Study Results

This section shows the comparison between Pakistani and French study results. Table 5. 

 

H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment.

 

H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.

 

H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.

 

H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.

 

H3 (b): Higher the level of customer control (output)

higher will be the employee work alienation. 

 ✓

Chapter Summary

In this chapter, both studies are analysed and tested to get the answers to the proposed hypotheses. The detail map of different statistical analysis carried out in this study is discussed.

The pilot testing of Pakistani study, its Cronbach alphas followed by the descriptive statistics of Pakistani data then the measurement analysis of both studies by using correlation matrix, moderation, mediation and moderated mediation stage-I model, using process macro models of Andrew F. Hayes by using SPSS. The findings of statistical analyses undertaken to test the hypothesized models are presented in this chapter (for both Pakistani and French data). This chapter also covered data screening, exploratory factor analysis, confirmatory factor analysis, convergent and discriminant reliability and validity, demographic characteristics. The results

for study-I show the positive influence of customer control on affective commitment and job involvement and no impact on alienation. Whereas, all three basic needs of SDT (autonomy, competence and relatedness) mediate the relationship between customers control both dimensions (behaviour and output) and employee workplace attitudes such as affective commitment, job involvement and alienation. However, moderating effects of perceived organizational support and supervisory support are not supported for most of the hypotheses.

Whereas, in study-II, customer control has a positive influence on both affective commitment and job involvement and a negative on alienation. For mediation, two hypotheses have failed in study-II but most of the perceived organizational and supervisory support moderation effects with customer control on basic psychological needs are supported. After the comparison between study-I and study-II results, it can be suggested that the study-I data is superior to study-II, especially in cronbach alphas, initial screening and model fitness. The majority of hypotheses has the same results in both studies; only nine hypotheses has different results.

However, other than these differences, there are few more differences like in Pakistani data, customer control has no significant relation to the alienation but in French data, and there is a negative correlation to the alienation. The next chapter covers the supplementary data analysis.

This analysis is not conducted to answer the proposed hypotheses of this study but to better understand the data and its impact on these results.

Chapter 6 Supplementary Data Analysis

The management of demographic issues at work should be a priority for any business, because of their dynamism, work-related attitudes, and mobility. Demographic shortcomings may put an employee's general well-being, efficiency, and effectiveness in danger. For survival, a company must be able to effectively manage and utilize its demographic workforce. Because staff demographics are crucial to running a business, managers must keep them in mind if they want to achieve the best results [START_REF] Hendrawijaya | Demographic factors and employee performance: The mediating effect of employee empowerment[END_REF].

In previous chapter, data is analysed based on the proposed hypotheses in general. In this chapter, the focus is on the characteristics of the respondents and their impact on the relationships between customer control and employee workplace attitudes. The data is analysed for both data (Pakistani and French) and then the results are compared between both studies.

This chapter is divided into three parts. First part is focus on the data analysis of demographical variables and respondents' job related characteristics for Pakistani data. The second part is evaluating the same with reference to French data and the last part is based on the comparison between two studies.

Moderation Analysis by Process Macros (Pakistani Data)

Depending on their terminology, demographic factors are elements that give context to a firm and its employees. According to [START_REF] Mazilu | Demographic, social, economic, and geographic features shape factors of the tourist market[END_REF], demographic factors are a descriptive segmentation technique that directly incorporates socio demographic parameters.

Socio-demographic parameters like age, gender, family life cycle, education, income, and nationality are commonly used by experts [START_REF] Mkwizu | Analysis of sources of information and income of domestic tourists to national parks in Tanzania[END_REF]. These characteristics are thought to reflect employee behaviour patterns accurately [START_REF] Weaver | Tourism Management[END_REF]. The moderating effect of gender, age, education and technical expertise for Pakistani data, is studied In this section, I only selected those graphs that show an interaction effect (BC x Edu x AN). As shown in Figure 6.2, the customer control (BC) with education (groups: masters, and other) has a moderating effect on alienation. All the other interaction graphs are provided in annexure of this study (see appendix A-17). 

Technical Expertise

Customers and employees both have a significant impact on the degree and caliber of service delivery in service firms. Employees, who are competent, have been thought to have a higher chance of satisfying customers and offering quality service. However, there has not been a thorough empirical investigation of the relationship between personnel capabilities, service performance, and customer experience [START_REF] Hanafi | Impact of employee skills on service performance[END_REF].

Technical expertise as a moderator with the customer control (BC and OC) on employee workplace attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes's model (1), using version 3.5 of IBM SPSS Statistics 27. Table 6.4 displays moderating effects of technical expertise with BC and OC on employee attitudes (AC, JI and AN). The table 6.4 shows that just like gender and age, technical expertise also has no significant moderating effect on employee attitudes through customer control (BC and OC). For the graphical presentation of technical expertise with customer control on employee attitudes (see appendix A-17).

This study findings contradicted the findings of the theory of relationship between personality factors and employee service performance [START_REF] Razali | A study on personality factor and employee service performance[END_REF]. The results of this study also contradicts the findings of [START_REF] Hanafi | Impact of employee skills on service performance[END_REF], by rejecting a connection between employee abilities and service quality. 

Age

Age as a moderator with the customer control (BC and OC) on employee behaviours (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.6 displays moderating effects of age with BC and OC on employee attitudes (AC, JI and AN). The table 6.6 shows that age only has a moderating effect on job involvement with behavioural control (β = .029, P ≤ 0.048). Excluding age groups W0 = 18-25, W1 = 26-33 other three groups are significant, W2 = 34-41 (P ≤ 0.001), W3 = 42-49 (P ≤ 0.009), W4 = 50 or more (P ≤ 0.000). Even though other than BC-JI there is no significant moderation but age groups W1 = 26-33 (P ≤ 0.033), W2 = 34-41 (P ≤ 0.000), W3 = 42-49 (P ≤ 0.032), W4 = 50 or more P ≤ 0.000) are significant for BC-AC and age groups W1 = 26-33 (P ≤ 0.000) and W2 = 34-41 (P ≤ 0.000) are significant for OC-AC. For the graphical presentation of age with customer control on employee behaviours, (see appendix A-18).

This study finding partially confirmed the influence of gender on workplace attitudes.

Supporting the findings of [START_REF] Gupta | Workforce Diversity and Organizational Performance[END_REF], who suggested that there was no proof of relationship between age and performance at work [START_REF] Childs | Managing workforce diversity at IBM: A global HR topic that has arrived[END_REF], there was no clear connection between age diversity and job performance. According to [START_REF] Abdullah | Antecedents of organizational commitment of banking sector employees in Pakistan[END_REF], employee commitment appeared to be influenced by age and tenure, with stronger commitment being indicated for older age and tenure, which is rejected in this study. 

Education

Education as a moderator with the customer control (BC and OC) and employee attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.7 displays moderating effects of education with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.7 shows that education has = Both (P ≤ 0.001) is significant. For the graphical presentation of client type with customer control on employee workplace attitudes (see appendix A-18).

The front line employee attitude, job satisfaction, is crucial because managers want their staff to be happy with their work for both ethical and widely accepted reasons related to better performance. Although there has been a lot of discussion and research on the subject, it is still unclear if job satisfaction and performance are in fact connected in any meaningful way [START_REF] Brown | Antecedents and consequences of salesperson job satisfaction: Meta-analysis and assessment of causal effects[END_REF]. [START_REF] Emery | Effect of commitment, job involvement and teams on customer satisfaction and profit[END_REF] observed that customer satisfaction was highly connected with organizational commitment of customer contact people. Moreover, there was a strong correlation between customer satisfaction, profitability, and productivity and the job involvement of customer contact employees. However, this study barely show any impact of client type (external or internal) with customer control on employee workplace attitudes. 

Sector

The core research questions in industrial psychology are organizational performance and attitudes toward the workplace. Every organization needs to understand how these aspects relate to one another in order to preserve a business enterprise's efficiency. A number of studies that looked at the productivity levels of businesses in related industries and facilities discovered that certain businesses consistently function far more efficiently than others [START_REF] Gibbons | What do managers do?: Exploring persistent performance differences among seemingly similar enterprises[END_REF]. Studies conducted within an industry as well as across industries are now giving significant weight to the role that human resource management strategies in comparable businesses played in explaining the long-standing productivity discrepancies [START_REF] Bandiera | Incentives for managers and inequality among workers: Evidence from a firm-level experiment[END_REF]. According to [START_REF] Abbas | Banking Professionals and Attitudinal Dimension of Job Satisfaction: A Descriptive Study[END_REF], job attitude affects employees' productivity in a variety of industries. The study also revealed that banking professionals were least satisfied with financial terms and most satisfied with working circumstances. There is little evidence that gender makes a substantial difference in the degree of job satisfaction.

According to [START_REF] Abdullah | Antecedents of organizational commitment of banking sector employees in Pakistan[END_REF], the relationship between organizational commitment and job security was by far the most important, followed by work environment. [START_REF] Trivellas | The effect of job related stress on employees' satisfaction: A survey in health care[END_REF], conducted research on how job-related stress affected the job satisfaction of hospital nursing personnel. According to their study, job stress is one of the most significant occupational health dangers for employees. The findings of their study demonstrated a negative correlation between conflict, high workload, and a lack of workplace autonomy across all job satisfaction characteristics.

According to a study by [START_REF] Sharma | Factors influencing job performance of nursing staff:mediating role of affective commitment[END_REF], nursing personnel exhibited a considerably greater rate of burnout and an inverse relationship with affective commitment. There is little correlation between organizational commitment and quality of life at work in the manufacturing industry [START_REF] Kodikal | Influence of Quality of Work Life on Organizational Commitment Amongst Employees in Manufacturing Sector[END_REF].

Sector as a moderator with the customer control (BC and OC) on employee workplace attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.10 displays moderating effects of sector with BC and OC on employee attitudes (AC, JI and AN). The table 6.10 shows that sector significantly moderates OC-JI (P ≤ 0.014) for groups: W0 = Industrie (P ≤ 0.023), W1 = Banque (P ≤ 0.000), W2 = Assurance (P ≤ 0.026) and W5 = Services aux particuliers (P ≤ 0.007). It also moderates with OC on AN for only group: W1 = Banque (P ≤ 0.000). In OC-AC, it is non-significant but the groups: W1 = Banque (P ≤ 0.000), W2 = Assurance (P ≤ 0.000), W7 = Education (P ≤ 0.013) are significant. For the graphical presentation of sector with customer control on employee workplace attitudes (see appendix A-18). 

Bank vs Other Sectors

In their study, [START_REF] Kodikal | A Comparative Study of Job Satisfaction of WomenEmployees Working in The Banking Sector[END_REF], found that while respondents working for public and private sector banks reported similar overall levels of satisfaction, there were differences in the focus placed on specific elements that determine degree of satisfaction.

Employees in the public sector are more impacted by work-related concerns like autonomy & financial benefits given the higher level of job security & autonomy, but employees in the private sector are more influenced by people-related issues like supervisors, peers, and training.

The study by [START_REF] Latif | Job satisfaction among public and private college teachers of District Faisalabad, Pakistan: A comparative analysis[END_REF], identified important factors influencing college professor's employment satisfaction and dissatisfaction. Additionally, they look at how happy teachers are with their jobs in both public and private colleges. The findings revealed that there were substantial disparities in job satisfaction across college instructors in public and private institutions. Teachers at public colleges are happier than those at private colleges.

According to [START_REF] Yadav | Work life balance and job satisfaction among the working women of banking and education sector-A comparative study[END_REF] comparative study between banking and education sector, women employees. The following findings are provided: the majority of working women are content and believe that the education sector is a better place to work than the banking sector and are usually content with their working conditions. The majority of working women preferred the educational sector to the banking sector for a cooperative working environment. Most employees in the banking industry agree that their work causes them physical stress, and some employees in the education sector firmly concur that their work causes them mental pressure. These studies show the different level of job satisfaction within sectors but also between different sectors.

The target market in study-I (Pakistani Data) is bank employee. In order to understand how it is different in French Bank employees, the sectors data is divided into 2 categories. In category1, all sectors data is merged and in category 2, only banks data. Bank vs other sectors as a moderator with the customer control (BC and OC) on employee attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.11 displays moderating effects of Bank vs other sectors with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.11 shows that Bank vs other sectors significantly moderates BC-AC (β = .406, P ≤ 0.026) for other sectors (β = .366, P ≤ 0.000) and for Bank (β = .772, P ≤ 0.000), OC-JI (β = .323, P ≤ 0.002) for other sectors (β =

.215, P ≤ 0.000) and for Bank (β = .539, P ≤ 0.000) and OC-AN (β = -.430, P ≤ 0.000) for other sectors (β = -.108, P ≤ 0.047) and for Bank (β = -.538, P ≤ 0.000). Even though, BC-AN and OC-AC are non-significant but for BC-AN, Bank (β = -.470, P ≤ 0.008) and OC-AC, other sectors (β = .242, P ≤ 0.000) and for Bank (β = .448, P ≤ 0.000) are significant. The point to be noted is that bank is stronger in its impact than other sectors and it is significant in all relations excluding BC-JI. For the graphical presentation of Bank vs. other sectors with customer control on employee workplace attitudes (see appendix A-18). 

Moderation Analysis Comparison Pakistani vs French Data

The French mathematician and philosopher Pascal reportedly said that a statement could be true on one side of the Pyrenees and untrue on the other. We cannot just assume that something that applies to one culture will also work in another. By clearly articulating study restrictions and boundaries of relevance, most scholars avoid nationalist problems. This method's fact is that academics and practitioners from different cultures must make assumptions about how much it will apply in their respective nations and regions. Accordingly, the goal of this study is to re-examine the basic concepts of sense of achievement behaviours from an intercultural standpoint. Although, others have shown that culture does affect service consumers' expectations [START_REF] Donthu | Cultural influences on service quality expectations[END_REF], this study is interested to look into the correlation between customer control and employee workplace attitudes, moderated by culture.

The analysis will help to understand whether customer control influences the employee's workplace attitudes differently in Pakistan and France.

In this section, the moderating effect of country on both Pakistani and French data is studied.

In addition, country is selected as a moderator and tested against customer control, employee workplace attitudes and basic psychological needs of SDT.

Country

Our actions and approach to communication, work, family, and every other part of life are all influenced by the values, language, region, history, and other characteristics that make us who we are. More research is needed to fully comprehend the effects of culture than simply analyzing service in various geographical contexts. Realizing that every person is, to varying degrees, influenced by their country, region, familial, religious, and even business cultures is the first step in understanding culture. The most important argument is that behaviour may be scripted by culture. The majority of the time, when we consider about culture, we do so from the perspective of preconceptions, like "Germans will weigh all the information before making a decision." "Japanese tend to be incremental inventors while North Americans tend to prioritize breakthrough innovations", or something similar. Despite the fact that these assumptions have their place in the world of business, we frequently become perplexed when we come across non-analytical Germans or overly risk-averse Japanese [START_REF] Youngdahl | Revisiting customer participation in service encounters: does culture matter?[END_REF]. The culture of country influences behaviours of citizens and to understand the impact of it on this study's results, it is studied as a moderator with customer control on employee job attitudes and basic psychological needs.

Impact of country is studied as a moderator with the customer control (BC and OC) on employee workplace attitudes (AC, JI and AN) and basic psychological needs of SDT by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.12 displays moderating effects of country by combining data from both studies. It will help to understand the moderating effect of country in this study. The table 6.12 shows that country has a significant moderating effect with BC on AC (β = .290, P ≤ 0.002) with Pak (β = .145, P ≤ 0.009) and France (β = .435, P ≤ 0.000) and Rel (β = .190, P ≤ 0.023) with Pak (β = .171, P ≤ 0.001) and France (β = .361, P ≤ 0.000). France has stronger effect than Pak.

Others failed to have any moderating effect on employee workplace attitudes and SDT needs with customer control (BC). Country with OC only moderates Aut (β = -.258, P ≤ 0.000) with Pak (β = .336, P ≤ 0.000) and France (β = .077, P ≤ 0.097). Here, country with OC only moderates with Pak data and French data has no significant effect in moderation. Other than this, country with customer control (BC and OC) has no moderating effects. For the graphical presentation of country with customer control on employee workplace attitudes (see appendix A-19).

The results below show not much influence of culture/country on the relation between customer control and employee's workplace attitudes and customer control with basic needs of psychological SDT. The results are confirmed by the work of [START_REF] Youngdahl | Revisiting customer participation in service encounters: does culture matter?[END_REF]. They discovered no connection between culture and customers' satisfaction-seeking participative actions. However, they chose Hofstede's five cultural dimensions: power distance, uncertainty avoidance, individualism, masculinity, and time orientation. They concluded that there is no correlation between culture, as understood by Hofstede's characteristics, and customer satisfaction-seeking actions. The differences between their and this research is that I have used customer control and workplace attitudes and not measured them by using Hofstede's five cultural dimensions. Hofstede's cultural dimensions are only used to differentiate the culture of two countries (Pakistan vs France). Still, the results are indicating towards the same direction that there is no impact of culture. 

Chapter 7 Discussion on Results

In past, the specialists in management control such as [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF], [START_REF] William | A Conceptual Framework for the Design of Organizational Control Mechanisms[END_REF] and [START_REF] Malmi | Management control systems as a package-Opportunities, challenges and research directions[END_REF], always focused only on internal environmental factors while designing or discussing organizational or management control. However, recently few scholars like [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], supported the impact of external environmental factors such as customers and market on employees' attitudes. They suggested that customers and the market have the potential to influence employee attitudes and there is a need to study the pushes and pulls an employee faces from these external factors. This study is an attempt to not only introduce a new component such as 'customer control' in management control systems but also investigate its impact on employees' attitudes like affective commitment, job involvement and alienation under the lens of basic psychological needs of self-determination theory by [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF]. Therefore, this study is conducted to investigate the emerging roles and relationships in the business world. This is a cross-sectional study; the data is gathered by self-reported questionnaires from two countries, Pakistan and France. These two countries are different in many things especially in culture and it is already discussed in detail (see chapter-1). This chapter is divided into three parts. The first section discusses customer control with basic psychological needs and employee attitudes, the next section is based on basic psychological needs and employee attitudes and the last section explains role of perceived organizational and supervisory support as a moderator with customer control on basic psychological needs.

Customer Control

Concerns have been voiced by sales experts over the potential for sales control systems to directly influence salesperson performance (e.g., [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF][START_REF] Kohli | Learning and performance orientation of salespeople: The role of supervisors[END_REF]. In the literature, the challenging and debatable idea of a direct association has been raised, with the argument that direct effect outcomes "either did not support or provided contradictory support for the hypotheses" (Lusch & Jaworski, 1991, p. 412).

By providing fresh empirical data on the underlying mechanism and circumstances in this relationship, this study contributes to the understanding of the transition from customer control to employee attitudes. Second, this study aids in resolving conflicting findings regarding this connection. This unresolved problem is centred on the theoretical and practical conundrum that businesses face when adopting customer control. Controls are frequently implemented by businesses in an attempt to alter an employee's behaviour with the ultimate goal of enhancing performance. Without a change in behaviour, intellectual and attitudinal improvement can result in performance change, but the effect may be minimal or short-lived at most [START_REF] Katsikeas | Unpacking the relationship between sales control and salesperson performance: a regulatory fit perspective[END_REF].

To investigate the direct influence of customer control on employee attitudes is the main purpose of this research. The study results are compared to the previous research findings and the proposed vs actual hypotheses are discussed. The first section covers the customer control effect on employee attitudes and the second section focuses on the customer control influence on basic psychological needs.

Customer Control Influence on Employee Workplace Attitudes

In the literature, controls have been classified in a variety of ways. The term "sales force control system" refers to the most important tool managers have to use to change the attitudes and behaviours of employees in order to achieve business goals [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF]. [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] first classified sales force controls into output control and behaviour control.

Output control depends solely on quantifiable measures of results and requires nothing in the way of manager to monitor an employee. Contrarily, behavioural control puts more emphasis on the work that employee do, and it usually entails close observation and targeted criticism of their actions. According to prior research, the relationship between behaviour control and employee work outcomes is still unclear [START_REF] Li | Sales control systems and salesperson commitment: The moderating role of behavior uncertainty[END_REF].

This study has adopted and modified [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF] two controls i.e. behaviour and output controls out of three-component model (input, behaviour and output) and [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] sales force control to describe customer control. They used these controls from managerial perspective but in this study, they are studied from customer's perspective. Therefore, they are bit different in nature. [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF] behaviour control (i.e. standard operating procedures) and output controls (i.e. use of incentives) can be used to manage employee motivation, which was based on the assumption that an ideal control model should regulate both skills and willingness [START_REF] Walsh | On the efficiency of internal and external corporate control mechanisms[END_REF]. The performance processes and results are managed by behaviour and output controls, respectively. As a result, the control model proposed by [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF] is thought to provide a comprehensive set of formal organizational controls [START_REF] Cardinal | Technological innovation in the pharmaceutical industry: The use of organizational control in managing research and development[END_REF]. Finally, in the management accounting literature, [START_REF] Snell | Control Theory in Strategic Human Resource Management: the Mediating Effect of Administrative Information[END_REF] three-component model (input, behaviour and output) has been frequently adopted [START_REF] Snell | Human resource management and firm performance: testing a contingency model of executive controls[END_REF][START_REF] Cardinal | Technological innovation in the pharmaceutical industry: The use of organizational control in managing research and development[END_REF][START_REF] Cardinal | Balancing and rebalancing in the creation and evolution of organizational control[END_REF][START_REF] Abernethy | Translating organizational learning orientation into performance: the role of management control systems[END_REF][START_REF] Johnson | Managing university technology development using organizational control theory[END_REF].

The past studies on control and its impact on employees have paradoxical results and are divided into two schools of thought. Scholars that advocate customer control and participation claim that it aids in the development of good customer-employee relationships and understanding [START_REF] Claycomb | The Customer as a Productive Resource: A Pilot Study and Strategic Implications[END_REF] as well as helping employees meet their social needs (Eisenberger et al., 1986). Whereas, customer engagement, according to critics, could cause job stress for employees in three ways: (1) loss of authority and control (2) increased input uncertainty, and (3) mismatched role expectations and demands. Increased customer control means less control and power for employees, and a sense of power loss can lead to job stress.

Customers and employees will be confused about their new positions because of the loss of authority, which may generate more obstacles than convenience [START_REF] Solomon | A Role Theory Perspective on Dyadic Interactions: The service encounter[END_REF]. In addition, the employee will demonstrate resistance to the control. Employees due to loss of control will give inconsistent service [START_REF] Chase | Where does the customer fit in a service operation?[END_REF].

Controls assist fairness and consistency: control mechanisms, in particular performance reviews, pay plans, and methods for collecting customer feedback, were seen as supporting greater justice and consistency in how employees are treated, evaluated, and given rewards. These controls were thought to prevent personal favouritism by offering a reliable and open basis for decision-making. Controls were also observed to encourage open dialogue, honest criticism, and the expression of employee concerns [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF].

Negative feedback, that is provided by performance assessments, has a significantly bigger impact on employee motivation than, say, monetary incentives that reward positive behaviour.

Diagnostic controls combined with boundaries could increase the feeling of authority and control, create more distance from upper management, and put pressure on staff. Employees would feel less autonomous and committed to the corporation [START_REF] Löbach | The Impact of Management Control on Autonomous Motivation and Performance: The Use of Control and the Role of Job Types[END_REF].

According to earlier research, managers' abilities to successfully create indicators to assess employees' outputs or efforts, as well as their comprehension of the evolution process, are required for control systems to be beneficial [START_REF] Liu | User liaisons' perspective on behavior and outcome control in IT projects[END_REF]. When compared to behaviour control, output control focuses less emphasis on precise routine tasks and more emphasis on how well organizational objectives, like sales quantities, are attained. Under conditions of substantial behavioural content ambiguity, evaluating individual contributions in terms of ultimate results rather than specific processes may be fairer and more acceptable. On the other hand, if behavioural content uncertainty is low, individual contribution indications will be logical and compelling, ensuring the efficacy of behaviour control and reducing dependency on outcome control. Uncertainty about behavioural content amplifies the detrimental effects of activity control on salespeople's loyalty to their organizations. It is anticipated that result based supervision and capability-related behaviour control will increase salespeople's commitment to their organizations. Activity control is another type of behaviour control, which focuses on carrying out the necessary daily tasks, undermines the dedication of the employee's commitment. This finding, which explains how various methods of behaviourbased control behave differently in salesperson commitment management [START_REF] Li | Sales control systems and salesperson commitment: The moderating role of behavior uncertainty[END_REF].

While it was expected that behaviour controls, such as direct supervision and setting limits on employees, would harm their commitment to their organizations, instead both study-I and study-II found a positive influence of behaviour control on employee's affective commitment and job involvement. Whereas study-I failed to have any impact on alienation but study-II showed a negative correlation with alienation. BC was favourably connected to AC for both study-I and study-II respectively. BC was unrelated to AN for study-I but was negatively related to AN for study-II. The other component of customer control, OC, was also strongly connected to AC and JI, but not to AN for study-I. Also for study-II, OC has a strong positive correlation to AC but negative to AN. OC has a somewhat greater association with all other factors than BC. All six assumptions that customer control (behavioural and output) has a detrimental impact on employee attitudes such as affective commitment, job involvement, and alienation are refuted by these findings.

Suggesting that today's employees see behaviour controls as tools to guide them rather than to control and monitor them. Likewise, whereas, output controls were expected to be negatively significantly associated with affective commitment and job involvement and positively to alienation, here again, positive connections are discovered between output control and employee affective commitment and job involvement and no influence on alienation for study-I but negative correlation to alienation in study-II.

Similarly, studies of the influence of management controls on public employees have found both advantages and disadvantages on employee well-being. In their studies on the relationship between sales controls and organizational commitment, the majority of researchers failed to classify sales force controls properly [START_REF] Crosno | A meta-analytic review of the effects of organizational control in marketing exchange relationships[END_REF][START_REF] Kim | Chicken or egg? Sequential complementarity among salesforce control mechanisms[END_REF][START_REF] Purohit | Salesperson performance: Role of perceived overqualification and organization type[END_REF]. As compared to previous paradoxical findings on behaviour and output control such as the studies of Su et al. (2015a) and [START_REF] Verburg | The role of organizational control systems in employees' organizational trust and performance outcomes[END_REF], found no significant effect of behaviour and output control over employee organizational commitment. Some research has identified a negative relationship between output controls and employee organizational commitment [START_REF] Crawford | The relationship between boundary spanner's job satisfaction and the management control system[END_REF], according to studies supporting unfavourable relation, suggested that employee's well-being is harmed by "low-quality" results controls (Brown et al., 2010;[START_REF] Pop-Vasileva | University corporatisation: The effect on academic work-related attitudes[END_REF], and performance management may induce emotional tiredness [START_REF] Bauwens | Performance management fairness and burnout: implications for organizational citizenship behaviors[END_REF].

While, others have found a favourable relationship between output controls and employee organizational commitment [START_REF] Phoenix | Benefits compensation[END_REF][START_REF] Danish | Impact of reward and recognition on job satisfaction and motivation: an empirical study from Pakistan[END_REF]. Previous research contends that one way to boost organizational commitment is through proper use of sales force control tools [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF][START_REF] Cravens | Formal and informal management control combinations in sales organizations: The impact on salesperson consequences[END_REF][START_REF] Pettijohn | Are performance appraisals a bureaucratic exercise or can they be used to enhance sales-force satisfaction and commitment[END_REF]. Furthermore, there is a positive link found between output controls and result performance among marketing managers and salespeople [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF][START_REF] Jaworski | Control Combinations in Marketing: Conceptual Framework and Empirical Evidence[END_REF]. Favourable research findings show that various types of results control systems decrease employees' emotional fatigue [START_REF] Brown | Consequences of the performance appraisal experience[END_REF], enhances employee performance [START_REF] Kalgin | Performance management and job-goal alignment. A conditional process model of turnover intention in the public sector[END_REF][START_REF] Van Thielen | When does performance management foster team effectiveness? A mixed-method field study on the influence of environmental extremity[END_REF], and if appropriately planned, lessens stress and boosts job satisfaction [START_REF] Kalgin | Performance management and job-goal alignment. A conditional process model of turnover intention in the public sector[END_REF][START_REF] Van Thielen | When does performance management foster team effectiveness? A mixed-method field study on the influence of environmental extremity[END_REF][START_REF] Pop-Vasileva | University corporatisation: The effect on academic work-related attitudes[END_REF]. Additionally, prior research, empirically supports the favourable relationship between outcome control and salesperson commitment [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF].

The findings from Brown (1996) that job involvement is significantly connected to situational effects. Job challenge had a substantial mean association with job involvement. This may be the reason that both studies results show a positive impact on job involvement.

Employees facing challenging work conditions found work more interesting and increases their job involvement. These findings back up the claims made by [START_REF] Hackman | Employee reactions to job characteristics[END_REF] and [START_REF] Hackman | Development of the Job Diagnostic Survey[END_REF], that richer jobs increase job involvement.

According to certain studies, opportunism has a favourable association with both behavioural and output controls [START_REF] Ramaswami | Marketing controls and dysfunctional employee behaviours: a test of traditional and contingency theory postulates[END_REF][START_REF] Ramaswami | Influence of control systems on opportunistic behaviors of salespeople: a test of gender differences[END_REF], and output controls are more likely to result in dysfunctional behaviour (i.e., recommending decisions that violate societal norms) [START_REF] Robertson | Control system and task environment effects on ethical judgment: An exploratory study of industrial salespeople[END_REF]. Moreover, multiple studies have found that burdensome and dysfunctional action controls, have detrimental consequences; but was unable to find a significant impact of both behavioural and output control on alienation. The table 7.1 shows the predicted relationships between studies and their results. The difference in results might be due to the cultural characteristics in both studies. For study-I, Individuals are found "good" in collectivist cultures if they are compassionate, cooperative, reliable, and sympathetic to the needs of others [START_REF] Cherry | What Is a Collectivist Culture?[END_REF]. Therefore, it can be assumed that employees from study-I do Keeping in mind the above discussion it can be seen that this research findings are not much different and confirms the connection between customer control and basic psychological needs of SDT. Based on the findings from bivariate correlations in study-I, BC was positively affecting the three basic psychological needs of SDT (Aut, Comp and Rel). OC like BC was also positively related to all three needs. In case of study-II, BC was positively correlated to all three needs. However, OC failed to have a significant relation with need for autonomy but showed a positive correlation with both Comp and Rel. These results reject the idea that customer control (behavioural/output) negatively influences the satisfaction of need for autonomy and relatedness. However, supports the positive influence of customer control (behavioural/output) on the satisfaction of need for competence. The table 7.2 results explains the same reasoning that due to cultural practices customer control is considered positive in study I and study II. Independence of French employees can be understood by the term "placardization", meaning it is not easy to fire a long-term employee. The employer can instead replace that employee with less challenging and working position. Secondly, in France customer is not the king and neither is he/she is always right [START_REF] Nassie | French work culture. 19 Differences that will astonish[END_REF][START_REF] Paley | The Customer is Always…Wrong?[END_REF]. It can be said that customer control in France cannot be understood in its true sense. 

Perceived Organizational and Supervisory Support

This part studies the impact of perceived organizational and supervisory support as a moderator with customer control on basic psychological needs.

Job satisfaction, acceptance of management authority, cooperation as a team player, and good attitudes toward performance reviews have all been found to be more favorably associated with behavioural controls than outcome controls [START_REF] Oliver | An empirical test of the consequences of behavior and outcome based sales control systems[END_REF], 1995).

These research findings were a bit different from the research findings of both study-I and study-II; the research findings show that output control is more strongly associated with perceived organizational and supervisory support than behavioural control. Behavioural or output controls (i.e., setting, supervising, and assessing targets) and rewards (i.e., praise and encouragement) dimensions have been shown to have a positive relationship with a salesperson's contentment with his or her superiors [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF][START_REF] Jaworski | Supervisory feedback: Alternative types and their impact on salespeople's performance and satisfaction[END_REF], as well as salesperson beliefs toward organizational change [START_REF] Sarin | Implementing changes in marketing strategy: The role of perceived outcome-and process-oriented supervisory actions[END_REF], supporting these research findings.

Associations due to the critical nature of interactions in selling, including adaptive selling [START_REF] Spiro | Adaptive selling: Conceptualization, measurement, and nomological validity[END_REF], customer engagement [START_REF] Kohli | Market orientation: the construct, research propositions, and managerial implications[END_REF], relationship marketing [START_REF] Morgan | The commitment-trust theory of relationship marketing[END_REF], and the significance of customer-facing interactions [START_REF] Kumar | Measuring and managing a salesperson's future value to the firm[END_REF], SMCS (sales management control systems) research on this topic is limited. Both output and behavioural controls affect the relationships between inexperienced salespersons and their superiors (Atuahene-Gima [START_REF] Atuahene-Gima | The effects of formal controls on supervisee trust in the manager in new product selling: Evidence from young and inexperienced salespeople in China[END_REF].

A small number of SMCS research have looked into the function of sales-manager leadership in mediating the gap between controls and ideal salesperson-level outcomes. [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF], discovered that conceptions of employee supportiveness (the degree to which employees perceive concern for their well-being and recognition for their efforts [START_REF] Shore | A construct validity study of the Survey of Perceived Organizational Support[END_REF], and perceptions of sales creativeness have a favorable connection with employee's work satisfaction (the degree to which an employee perceives that the organization is flexible and enthusiastic to incorporate creative thinking [START_REF] Hellriegel | Organizational Climate: Measures, Research and Contingencies[END_REF].

Under transformational leadership, [START_REF] Panagopoulos | Transformational leadership as a mediator of the relationship between behavior-based control and salespeople's key outcomes: An initial investigation[END_REF], found behavioural controls to be positively associated with organizational commitment and employee job satisfaction (i.e., leadership that guides change by creating a vision) [START_REF] Podsakoff | Transformational leader behaviors and their effects on followers' trust in leader, satisfaction, and organizational citizenship behaviors[END_REF]. According to empirical research, behavioural controls may be more efficient when enforced by outstanding business managers [START_REF] Evans | How sales controls affect jobrelated outcomes: the role of organizational sales-related psychological climate perceptions[END_REF]. Superior managers may cause Supportive, trustworthy, non-controlling supervisor relationships, as per SDT, leads to favourable work-related outcomes and low intention to leave. Job autonomy, managerial support for self-determination needs, and task interdependence are all positively connected to intrinsic motivation. Employee motivation improves as demands are met, and productivity rises. However, it is important to remember that the inverse could also be true. Furthermore, there is evidence that job resources, such as supervisor assistance, are positively associated with employee engagement. These resources are intrinsically motivating because they meet basic psychological demands for autonomy, competence and relatedness [START_REF] Heyns | The role of supervisor support and basic psychological needs in predicting work engagement, burnout and turnover intentions in a medical contract research service setting[END_REF].

The latest research by [START_REF] Heyns | The role of supervisor support and basic psychological needs in predicting work engagement, burnout and turnover intentions in a medical contract research service setting[END_REF], on supervisory support and basic psychological needs revealed that supervisor support correlates with self-determination needs fulfilment, implying that improving supervisor support will likewise enhance self-determination needs satisfaction. These also support the research findings that perceived supervisory support is positively linked to the satisfaction of needs of SDT.

Perceived Organization and Supervisory Support as a Moderator

Mitchell, Gagné, Beaudry, & Dyer (2012) and [START_REF] Schreurs | Work values and work engagement within teams: The mediating role of need satisfaction[END_REF], conducted studies in which they found that POS leads to the fulfilling of psychological needs (autonomy, relatedness and competence). Employees who thought their company supported higher intrinsic job standards reported more basic psychological need fulfilment and were more enthusiastic about their jobs. [START_REF] Ho | The Effect of Supervisor Support on Employee Voice Behavior based on the Self-Determination Theory: The Moderating Effect of Impression Management Motive[END_REF], used SDT basic psychological needs to investigate the impact on employee motivation and found that supervisor support fulfils employees' psychological needs.

Supervisors are very important in motivating employees since they have the direct ability to evaluate employee's performance and their opinion is very important to the employees [START_REF] Morrison | Employee voice behavior: Integration and directions for future research[END_REF]. Supervisory assistance is essential for employee motivation [START_REF] Kottke | Measuring Perceived Supervisory and Organizational Support[END_REF].

Findings from study-I show that the moderating effect of perceived organizational support with BC on Comp and Rel. There was no significant interaction of perceived organizational support with BC on Aut. In case of OC, Aut, and Comp there was no significant effect but OC and Rel had a significant impact.

The results shows only a single moderating effect of perceived supervisory support with BC on Rel other than that there was no interacting effect found. The results show nonsignificant interaction of perceived supervisory support with all predictors on outcome variables. There was no significant interaction of perceived supervisory support with BC on Aut and Comp. The other predictors have the same results.

For study-II, the findings revealed interaction for BC with both organizational and supervisory support but for OC only supervisory support interacted on the need for competence and relatedness but failed an interaction on the need for autonomy.

The results also show the moderating effect of perceived organizational support with BC on Aut, Comp and Rel. In case of OC, there was no significant effect on any of the three basic psychological needs.

For the moderating effect of perceived supervisory support with BC on Aut, Comp and Rel were all significant. The results also show non-significant interaction of perceived supervisory support with OC on Aut. However, other than Aut, OC is significant with both Comp and Rel.

As, I was unable to find past research studying the same relations in the same manner so it was impossible to compare this study findings with past literature. Even if the results of both study-I and II can be compared, no final decision can be made, as they are different to each other. It can only be acknowledged that in some cases moderation is found with customer control and perceived organizational/supervisory support on basic psychological needs. There is no direct study done on customer control and perceived organizational/supervisory support. The results are quite different for Pakistani and French study, during the moderation. The tables 7.3 and 7.4 display the predicted vs actual results of both studies. The difference may be due to many reasons including cultural and management style.

Many scholars believe that individualism-collectivism is a major cultural variable (e.g., [START_REF] Hofstede | The 6-D model of national culture[END_REF]2001). The degree to which a society promotes individual or collective behaviours, accomplishments, and interpersonal connections is the focus of this dimension.

Individualistic cultures emphasize individual aspirations and freedom, whereas, collectivism describes societies with a collective nature, intimate links between individuals, communal aims, and reliance on groups. Pakistan is a typical example of traditional Eastern culture, according to [START_REF] Hofstede | The 6-D model of national culture[END_REF] cultural aspects. France is regarded as the model for classical Western culture. According to Hofstede's rankings (see chapter 1), Pakistan scores 14 on individuality, which is significantly lower than the global average of 50, indicating a preference for collectivism. France is ranked 71st, reflecting a more individualistic society [START_REF] Karim | International positive and negative affect schedule short-form (I-PANAS-SF): Testing for factorial invariance across cultures[END_REF].

The second important reason must be as [START_REF] Atienza | Satisfaction with life scale: Analysis of factorial invariance across sexes[END_REF], emphasized that, "the failure of a psychological measurement to be equal across groups may indicate that the language used in the items or the values and aspirations in the items do not validly apply to different groups" (p. 1260). The difference in the results is quite interesting. For Pakistani study, perceived organizational and supervisory support failed to moderate with customer control on psychological needs only need for relatedness is positively affected. It proves the same concept when employees perceive their management, supervisor is caring, and supportive they show more positive social connection with customers and it is the practice of collective societies. However, in case of French study, perceived organizational and supervisory support moderates the relationship between customer control and psychological needs but the effect is negative. Customer control increase will reduce the satisfaction of needs. This might be due to that France is an individualistic society and thrives for freedom, authority and independence and don't like when they are pressurized [START_REF] Cherry | What Is a Collectivist Culture?[END_REF]. Therefore, when they have higher the perception about support from management and manager, they frown upon the use of customer control and it negatively influence the satisfaction of needs. 

Basic Psychological Needs of SDT

This section is divided into two parts. The first part discusses the basic psychological needs influence on employee workplace attitudes and the second section discusses the mediating role of these psychological needs between customer control and employee attitudes.

Basic Psychological Needs Influence on Employee Attitudes

The study results reveal the following findings, satisfaction of need for autonomy was positively correlated with AC and JI and had a negative correlation with AN. Satisfaction of need for competence like satisfaction of need for autonomy was also positively related to AC, JI and negatively to AN. Satisfaction of need for relatedness also revealed positive correlations with AC, JI and a negative correlation to AN, for study-I. In case of study-II, Aut was positively correlated with AC, JI was not significant and a negative correlation to AN. Comp is positively related to AC, JI and negatively to AN. Rel also revealed positive correlations with AC, JI and a negative correlation to AN. As compared to need for relatedness and competence, need for autonomy had no significant relation with employee Job involvement.

Compared to the latter two basic psychological needs, the satisfaction of need for autonomy had weaker or no correlations with the employee attitudes for study-II. The above results confirmed all the assumptions of this study that satisfaction of basic psychological needs have a positive influence on affective commitment and job involvement and is negatively connected to alienation except for autonomy had no significant influence on job involvement for study-II.

Van den [START_REF] Van Den Broeck | Capturing autonomy, competence, and relatedness at work: Construction and initial validation of the Work-related Basic Need Satisfaction scale[END_REF] found positive links between basic psychological needs fulfilment, affective commitment, and performance, implying that the benefits of need satisfaction extend beyond employee happiness. According to [START_REF] Ryan | Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Development, and Well-Being[END_REF], fulfilment of the three needs was positively connected to job satisfaction and energy (the key element of work engagement) and negatively related to fatigue (i.e., the core of burnout). Supporting the research findings, which show the positive influence of satisfaction of needs on affective commitment and job involvement, whereas, negatively linked to the alienation. Table 7.5

shows that satisfaction of needs are positively related to positive workplace attitudes and negatively to negative employee attitudes. 

Conclusion

According to [START_REF] Tessier | A conceptual development of Simons ' Levers of Control framework[END_REF], it was advisable to study employee motivation directly based on employee responses instead of management due to differences in interests.

As a result, for customer control, motivation (basic needs of SDT), employee attitudes, perceived organizational and supervisory support, this study solely relied on employees' selfreported data. This also allowed for a more accurate comparison of all variables. Customer dominance in the recent era is a burning issue in the business world. The change of roles between business parties has affected all stakeholders. On one hand, customer's interest is beneficial for business but on the other hand, it is more challenging. This study was conducted to carry forward the theoretical works of [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF] and [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], and empirically investigated the influence of marketing factors such as customer control on employee attitudes. Moreover, the direct influence of customer control is also investigated on the basic psychological needs of employees and management role in the whole process.

The data was collected through online surveys from Pakistani bank, and French all industries' employees. This study was a cross-sectional and cross-cultural study, comparing the difference in eastern and western environments. To understand the results, Hofstede's (2011) 6-D model was also used. This 6-D model distinguishes the cultural differences among countries based on six dimensions. Like other motivational needs, [START_REF] Deci | Intrinsic Motivation and Self-Determination in Human Behavior[END_REF] three basic psychological needs of SDT (need for autonomy, competence and relatedness) are also very important to study employee's attitudes, in order to know will it motivate a particular work attitude. The perception of an employee about his or her supervisor and organization reciprocating his or her efforts cannot be ignored while studying the employee attitudes with respect to customer control.

This chapter is divided into three sections. The first part discusses the theoretical implications of this study, followed by managerial implications and the last section covers the limitations and future suggestions.

Theoretical Implications

According to recent trends, managers should encourage their employees to offer customer services, which call for relationship-building activities [START_REF] Jasmand | Generating sales while providing service: A study of customer service representatives' ambidextrous behavior[END_REF][START_REF] Ulaga | The role of a solutions salesperson: Reducing uncertainty and fostering adaptiveness[END_REF][START_REF] Ulaga | Hybrid offerings: how manufacturing firms combine goods and services successfully[END_REF]. This research results show that the output and behavioural customer controls do facilitate the relationship building behaviour because both controls satisfy the employees' needs for autonomy, competence and relatedness. It also helps to promote positive workplace attitudes in employees and reduce negative attitude. Moreover, the results indicate that employees' needs for autonomy, relatedness and competence are positively related to the perceived organizational and supervisory support. Overall, the results suggest that managers should promote various control systems based on the desired customeroriented behaviours. This study also supports that basic psychological needs can be satisfied in challenging environments and it can improve the employee's skills.

The findings of this study contribute to the literature on SDT in work organizations.

First, the data revealed that the core elements within the SDT framework of work motivation had relationships with customer control (behavioural/ output), perceived organizational/ supervisory support and employee attitudes. That is, it has been proven that management needs support is linked to basic psychological needs satisfaction and, as a result, job motivation.

These findings contribute to a small but growing body of research on models of motivational processes at work that take into account both basic psychological needs and motivational regulations for work tasks. It also backed up the research that looked at these relationships using cross-sectional approaches. These findings backed up the theory that when a manager or organization is supportive of an employee's basic psychological needs, more appropriate types of work motivations emerge. According to the overview of the current literature, it is something that organizations would have because it results in their workforce being more efficient as well as psychologically well. The current study's results shed light on core constructs used to explain organizational behaviour by demonstrating support for a motivational system design at work, which future studies can expand to investigate both the causes and consequences of these processes to a wide range of work-related challenges. This research's presentation of customer control deviates from the conventional framework. According to this study, a customer control system is crucial for fostering a healthy work environment among employees as well as for increasing customer satisfaction and competitive advantage. Management control systems are employed not only to ensure that results follow planned but also to inspire employees to satisfy their psychological needs while Six, by studying the influence of different demographical variables along with crosscultural comparison between these two countries also helped to study the difference in cultural values between two countries.

Managerial Implications

The fact that many facets of customer involvement in service design and execution appear to have a favorable impact on employees' attitudes is somewhat relieving for practicing managers. Employees decide to develop relationships with their customers and get ready for service interactions regardless of culture. They work very hard to exchange information in order to deliver the services that customers want. Finally, they take action by taking over certain service delivery processes. Whether, managers are creating customer control systems for Pakistan or France, they need to incorporate operational processes that promote relationship development and planning, actions that require little to no effort but have a tendency to be associated with satisfaction. Managers also need to strengthen the procedures for exchanging information, as doing so typically requires a lot of work and yields a diverse range of satisfaction and dissatisfaction. Finally yet importantly, they must recognize early warning signs and fix substandard service before customers feel the need to assist.

For business organizations, this study has significant managerial implications. In today's dynamic selling environment, the challenge for managers is to create control systems that will improve performance. To improve business of an organization, control is given to the customer and in this study, it is referred as a customer control, divided in two dimensions:

output control and behavioural control. This study advises managers to employ the right combinations of control systems. Managers must exercise customer control. The findings indicate that employee favorable workplace attitudes are positively correlated to customer control (output and behaviour), while alienation is negatively correlated. Furthermore, if they want employees to forge and nurture personal bonds with consumers then managers should also use customer control since the employee need for relatedness is positively related to it. Furthermore, need for autonomy and competence are also positively correlated to the customer control. Need for competence increases because employees try their best to be competent enough to meet customers' expectations and need for autonomy is also positively related to customer control as per findings of [START_REF] Zang | How do the combinations of sales control systems influence sales performance? The mediating roles of distinct customer-oriented behaviors[END_REF], the degree of autonomy for salespeople is increased through outcome control.

This study has shown that customer control positively influences the satisfaction of the basic psychological needs of employees as well as their affective commitment and job involvement whereas, has no significant impact on alienation in study-I but has a negative correlation with alienation in study-II. The results also supported the positive correlation of perceived organizational and supervisory support with all three basic psychological needs and negative with alienation. Therefore, the managers must make sure to strengthen the perceptions of their employees about managerial and organizational support that can result in a positive outcome for the organization.

Moreover, the study findings also indicate the positive influence of satisfaction of all three basic psychological needs (need for autonomy, competence and relatedness) and employee affective commitment and job involvement. The satisfaction of these needs also reduced the alienation among employees. Managers by providing a work environment, which supports and helps to fulfil the basic psychological needs, will help in encouraging positive employee attitudes and reducing negative attitude such as alienation. The positive correlation between perceived organizational and supervisory support and all three basic psychological needs and affective commitment and job involvement supports the idea that when employees believe that their organizations' leaders are treating them properly; they will attempt to reciprocate by performing at a greater level for the success of it.

The supportive work environment will also help employees to satisfy their basic psychological needs that will help the organization both in the short and in long run. The direct influence of customer control on employee attitudes is investigated since this study is interested in how employees perceive control systems related to their daily work. The well-established benefits of trust have raised curiosity about its foundations. These include organizational elements including fairness [START_REF] Cohen-Charash | The role of justice in organizations: A metaanalysis[END_REF][START_REF] Colquitt | Justice at the millennium: A meta-analytic review of 25 years of organizatioanl justice research[END_REF], highcommitment HR practices [START_REF] Hodson | Organizational trustworthiness: Findings from the population of organizational ethnographies[END_REF][START_REF] Searle | Trust in the employer: The role of high-involvement work practices and procedural justice in European organizations[END_REF][START_REF] Whitener | The impact of human resource activities on employee trust[END_REF][START_REF] Whitener | Do "high commitment" human resource practices affect employee commitment? A cross-level analysis using hierarchical linear modeling[END_REF], and supervisory support [START_REF] Zhang | How do I trust thee? The employee-organization relationship, supervisory support, and middle manager trust in the organization[END_REF]. According to Weibel (2010), control directs employees' attention by encouraging and rewarding cooperative behaviour while punishing deviant behaviour, creating a structural guarantee for cooperation [START_REF] Weibel | How Do Controls Impact Employee Trust in the Employer?[END_REF].

Therefore, managers must strengthen the perception of strong and positive organizational and supervisory support in their employees by practicing fair and supportive workplace activities.

The past findings help to understand that if employees trust their managers and organization, they will positively react to the control.

Indeed, managers will only have practical guidance on how to construct MCSs most efficiently and successfully if they have a holistic perspective of customer control that accounts for all the pulls and pressures that employee's encounter. External controls, as defined, are not only outside of managerial control, but they are also mostly invisible to managers because they originate outside the company [START_REF] Panagopoulos | Does choice of sales control conceptualization matter? An empirical comparison of existing conceptualizations and directions for future research[END_REF]. According to Jaworski (1988, p. 24), controls are "attempts by management or other stakeholders within the organization to influence the behaviour and activities of marketing personnel to achieve desired outcomes."

External factors that influence the firm are diverse, complicated, and unpredictable, which might lead to market volatility beliefs (i.e., loss of internal control, uncertainty, and instability). Without a doubt, companies that successfully manage market instability have and will continue to have a significant competitive edge over those that do not (e.g., [START_REF] Jones | The Changing Environment of Selling and Sales Management[END_REF]. To put it another way, while managers cannot create the external environment, to develop customer control efficiently they must first grasp the nature of the external environment.

Limitations and Future Research Directions

The following limitations should be kept in mind when evaluating the results. The first and foremost challenge in this study was to establish a measure that can provide an empirical information. The previous studies, discussing customer control only discussed it from theoretical perspective and the few that tried to discuss it from empirical side are not much clear. To capture core factors, I developed a new and modified measurement scale, and while it had adequate empirical qualities, it should be scrutinized and refined further because it is not without any weaknesses. Cross-sectional research design allows to evaluate hypothesized relationships in the theoretical model but not to test causality, and even if included a large number of control factors, I can never completely rule out the possibility that neglected or ignored variables will be on these variables. For future research, longitudinal research design must be chosen and data must be collected from same respondents over different time.

Furthermore, the diagnostic time for analysing the association between customer control and employee attitudes should be expanded in future studies.

To begin, the existing measurement depends on employees' self-reports to assess the internal need fulfilment process. In self-reported survey there are chances of socially acceptable replies and can cause biasness. Although the current data shows that impression management did not significantly skew the results, future research should look into whether additional methodological artefacts or personality characteristics influence work-related basic psychological needs responses. It is suggested that in future research the data must be collected from multi-source or multi-level. This will help more diversity in opinions and can help to verify the validity of responses.

Another limitation in this study is the conversion of scales into the French language. It is not easy to exactly interpret and convey the meaning in another language. This might be also the reason for the low-reliability scores of few scales in the French study. The model fit for study-II is just acceptable and has some convergent reliability issues. In future research, this issue must be properly addressed. A pilot study must be performed in France as well before the full data collection.

It is also advisable to do qualitative research on this model. Due to time and monetary restrictions, this was not done in this study. One to one interview with employees about these issues might bring up different results. Moreover, during data collection from France, the biggest limitation was the researcher's lack of understanding of French language. For not doing one to one interviews in Pakistan was because the researcher is from Pakistan and worked in a banking industry and has field experience of more than 10 years and has already experienced and observed the impact of customer control on employees. Therefore, by doing the same practice would be only waste of time and resources.

Although this study contributes to MCS and SDT research and practice, it does have several significant drawbacks. First, all variables in this study are measured using a crosssectional survey design, which might lead to common method bias [START_REF] Mackenzie | Common Method Bias in Marketing: Causes, Mechanisms, and Procedural Remedies[END_REF]. As a result, biased data makes it more difficult to make reliable conclusions between research constructs. Even though the current study included respondents from a variety of public and private organizations, some of those organizations are located in a very narrow geographic area and so may be vulnerable to regional norms or biases that do not apply to other places. For instance, during data collection from Pakistani bank branch employees, one of the managers indicated that his branch is located in a rural area and customers are not well educated and demanding and always thankful to the staff. This is the first study to use customer control and do the empirical analysis; future studies by applying the same construct may further verify the reliability and validity of the customer control scale. This study used behavioural and output as two dimensions to study customer control, the future research can update the dimensions based on proper reasoning. It is also suggested to improve the items of output scale in a future study. The inter-correlation among output scale is weak.

By keeping in view, the [START_REF] Hofstede | The 6-D model of national culture[END_REF] cultural dimensions, it was not possible to divide Pakistan as a power distance society, but I am a Pakistani myself and I know that it is a power distance society and not everyone enjoys equal rights. On collectivism, Pakistan scoring 14 also supported the group bonding instead of thinking only about own self and closer family members. Pakistan is a society with rigid norms and promotes hard work, discipline and punctuality. Pakistan is a retrained society and control is used to keep people within social rules. These are points that support the findings in study-I. Customer control has a positive influence on all the study variables that were expected to have a negative is due to these societal innate habits and characteristics. People are used to controlling and ignoring the fulfilment of their own needs, empathize with others, and promote the group benefits. Therefore, the results support these characteristics of Pakistani people.

On the other hand, French people are more power distanced. The inequality and privilege rights to superiors and elite are confirmed by [START_REF] Hofstede | The 6-D model of national culture[END_REF] According to [START_REF] Challagalla | Dimensions and types of supervisory control: effects on salesperson performance and satisfaction[END_REF], every sales control system has three distinct dimensions: feedback, rewards, and punishments. This study focuses mostly on feedback. Future research can include all three aspects of control system, as it would be more

thorough. An employee's customer-focused activities may be influenced by rewards and penalties in several ways. When evaluating customer control systems, researchers may additionally take into account the rewards and punishments dimensions. Researchers can specifically look into whether differences in cultures have varied roles for rewards and punishments in control systems.

The biggest challenge in this research was the lack of previous literature and empirical research available on customer control and its links to the perceived organizational support, perceived supervisory support and self-determination theory's three basic needs (autonomy, competence and relatedness). Due to lack of previous research, major assistance is taken from the indirect links between this study variables with their links to the other variables, familiar in nature to the variables used in this study. In addition, customer control is not discussed in general in past research. That is why, a lot of literature is taken from the marketing and sales field. However, the interest of this study is not only sales but also all industries and sectors, in which customer and employee have a direct connection. That is why, it is difficult to interpret and understand the findings in a clear view. Especially, the lack of perceived organizational and supervisory support influence on the connection between customer control and basic psychological needs.

The sample size for both studies is not very large, it cannot represent the whole population, and the respondents who did not offer to respond cannot be ignored. Therefore, it is proposed that the data must be collected from large number of respondents. The representative sample in the French study was smaller (N = 306) which was a lot lower than in the Pakistani study (N = 480), which may have influenced the relevance of the findings.

Although the study found relatively fewer moderating effects of perceived organizational/ supervisory support variables with customer control on basic psychological needs of SDT, future research could be conducted between locus of control and individual personality traits variables as moderators to see if the findings related to the study are relevant to this study.

The present study is conducted in the Pakistani banking sector and France (whole work sector), therefore, it is recognized that this might have influenced the study findings as well.

Future research must focus on the common industry while doing the cross-cultural comparison.

Future research into this phenomenon using a variety of methodological approaches (e.g., interviews, observations or field experimentations), could provide valuable insights to the organizations.

Researchers can understand the nature of the important external elements that influence employee attitudes and performance after they have a more detailed understanding of them.

It may take some time to uncover the external surroundings, but the efforts will be rewarding.

Since, many managers are unaware of this field of thought it is quite beneficial. In addition, future research might look at which sort of customer control (behavioural and output) is more effective among employees who are under a lot of pressure from outside sources. It would be interesting to look into how managers might design work in a way that minimizes, avoids, or even benefits from the external environment.

The final findings are not totally according to the proposed hypotheses. There are four main findings:

(1) Customer control has a positive relation with affective commitment and job involvement and negative to alienation that was opposite to what was proposed in this study,

(2) Customer control has a positive relation to the all three basic needs that is also half matched to the study's proposed hypotheses,

(3) Basic psychological needs (autonomy, competence and relatedness) mediates the relation between customer control and all three employee attitudes (affective commitment, job involvement and alienation) is accepted and, (4) Perceived organizational and supervisory support's moderation with customer control on basic needs is not fully accepted.

To conclude, the two studies presented in this thesis, clearly indicate that management controls, when properly implemented, have a favourable impact on employees' attitudes, perceptions of procedural fairness and organizational prestige as well as a direct positive influence on employees' trust in the management. Behavioural Control 1 2 3 4 5 My customer monitors and evaluates my ability to, Provide prompt service My customer monitors and evaluates my ability to, Never being too busy to respond to his/her (customer) request My customer monitors and evaluates my ability to, Instil confidence in him/her (customer) My customer monitors and evaluates my ability to, Courteousness My customer monitors and evaluates my ability to, Adequate knowledge to answer his/her (customer) questions My customer monitors and evaluates my ability to, Individual attention he/she (customer) received My customer monitors and evaluates my ability to, Personal attention My customer monitors and evaluates my ability to, Having his/her (customer) best interests at heart My customer monitors and evaluates my ability to, Understanding his/her (customer) specific needs

Output Control

My customer evaluates the extent to which I attain pre-defined customer service standards. My customer informs me on whether I met his/her expectations. If my customer service standards are not met, I am answerable to my customer.

I receive feedback from my customer concerning the extent to which I achieve customer service standards. I receive frequent performance feedback from my customers.

Perceived Organizational Support

My organization values my contribution to its well-being My organization strongly considers my goals and values Help is available from my organization when I have a problem My organization really cares about my well-being My organization cares about my opinions My organization takes pride in my accomplishments at work My organization tries to make my job as interesting as possible Perceived Supervisory Support My immediate supervisor is friendly and approachable My immediate supervisor helps make my job more pleasant My immediate supervisor treats all workers as his equals My immediate supervisor looks out for the personal welfare of group members Autonomy My work allows me to make decisions. I can use my judgment when solving work-related problems. I can take on responsibilities at my job. At my work, I feel free to execute my tasks in my own way. 

Affective Commitment

I would be very happy to spend the rest of my career with this organization. I really feel as if this organization's problems are my own. I feel a strong sense of "belonging" to my organization. I feel "emotionally attached" to this organization. I feel like "part of the family" at my organization. This organization has a great deal of personal meaning for me.

Job Involvement

The most important things that happen to me involve my present job. To me, my present job is a big part of who I am. I am very much personally involved in my job. I live, eat, and breathe my job. Most of my interests are centred around my job. I have very strong ties with my present job, which would be difficult to break. I feel connected to my job. Most of my personal life goals are job-oriented. I consider my job to be very central [sic] to my existence. I like to be involved in my job most of the time. comme la variable la plus importante. Le rôle de l'engagement organisationnel dans la performance organisationnelle est de la plus haute importance et ignorer ce fait peut nuire à l'organisation. [START_REF] Bahrami | Role of organizational climate in organizational commitment: The case of teaching hospitals[END_REF]. L'engagement des employés est l'attachement et le lien [START_REF] Meyer | Employee commitment and well-being: A critical review, theoretical framework and research agenda[END_REF]. En termes simples, selon la MCT de Allen et Meyer (1990) l'engagement est une émotion (affective), un besoin (continu), et une obligation (normative) [START_REF] Meyer | A three-component conceptualization of organizational commitment[END_REF][START_REF] Somers | Organizational commitment, turnover and absenteeism: An examination of direct and interaction effects[END_REF].

Alienation

La MCT est un modèle largement reconnu dans le courant de la GRH mais depuis la dernière décennie, de nombreux auteurs l'ont remis en question. Ils sont contre la combinaison des trois types d'engagements que sont l'engagement affectif, l'engagement de continuité et l'engagement normatif. [START_REF] Bergman | The relationship between affective and normative commitment: Review and research agenda[END_REF][START_REF] Solinger | Beyond the three-component model of organizational commitment[END_REF][START_REF] Stazyk | Understanding affective organizational commitment: The importance of institutional context[END_REF]. Ces chercheurs soutiennent que ces trois composantes sont des concepts qualitatifs entièrement différents. (Solinger et al., 2008, p.73). Leur argument est basé sur les résultats empiriques de la recherche méta-analytique sur l'engagement affectif et les performances de l'employé en ce qu'ils ont trouvé une forte corrélation entre l'engagement affectif et les attitudes de l'employé telles que la rotation et d'autres performances. [START_REF] Cooper-Hakim | The Construct of Work Commitment: Testing an Integrative Framework[END_REF][START_REF] Mathieu | A Review and Meta-Analysis of the Antecedents, Correlates, and Consequences of Organizational Commitment[END_REF]Meyer et al., 2002;[START_REF] Riketta | Organizational identification: A meta-analysis[END_REF]. Sur la base des résultats empiriques, [START_REF] Solinger | Beyond the three-component model of organizational commitment[END_REF]le concept de l'approche de l'engagement singulier a été soutenu.

Par conséquent, pour étudier l'engagement organisationnel, seul l'engagement affectif doit être utilisé comme composante centrale. Pour les futures recherches théoriques et pratiques, le construit de l'engagement affectif est important et doit être examiné avec les comportements des employés.... (Mercurio, 2015). L'examen ci-dessus soutient l'affirmation de nombreux chercheurs qui croient uniquement que l'engagement affectif est la composante la plus importante de l'engagement organisationnel, surtout lorsqu'il est étudié par rapport aux comportements de citoyenneté organisationnelle et aux attitudes des employés. Les chercheurs en sciences sociales des années 1970 ont fourni des informations significatives sur l'importance de l'engagement dans les organisations sociales. Leurs contributions à la recherche dans le domaine de l'engagement ont permis aux futurs chercheurs de comprendre comment définir et mesurer l'engagement affectif. (Mercurio, 2015).

La majorité des recherches ont fait état de relations fortes entre l'engagement affectif et les résultats du travail ou les comportements des employés tels que le roulement et l'absentéisme. (Meyer et al., 2002). Par conséquent, cette recherche n'a retenu que l'engagement affectif, car les deux autres composantes de l'engagement sont principalement liées aux avantages monétaires et au sentiment d'obligation et peuvent ne pas bien expliquer les changements dans les comportements et les attitudes des employés en raison du manque de motivation et de contrôle.

Implication dans le travail

La croissance organisationnelle dépend de l'implication de ses employés, il ne devrait pas être incorrect de dire que le comportement et la satisfaction des employés jouent un rôle important dans le succès global de l'organisation. La direction doit se concentrer sur les stratégies qui peuvent rendre les membres de l'organisation plus impliqués dans leur travail, suivent les règles et les politiques, montrent un dévouement à leur travail et participent activement au processus de prise de décision, etc. [START_REF] Allam | Job Involvement : A Brief of Literature[END_REF]. Les employés qui sont prêts à faire leur travail sans aucune supervision et qui se considèrent comme faisant partie de l'organisation sont nécessaires à toute organisation. [START_REF] Amah | Employee involvement and organizational effectiveness[END_REF].

Selon [START_REF] Lodahl | The definition and measurement of Job involvement[END_REF]" L'implication dans le travail est le degré d'identification psychologique d'une personne à son travail, ou l'importance du travail dans son image totale de soi " (p.24). Une personne qui est totalement impliquée dans son travail, l'entreprise, les collègues sont tous une partie importante de sa vie, alors la personne est dite impliquée dans son travail. [START_REF] Lodahl | The definition and measurement of Job involvement[END_REF]. Plus tard, leur travail a été approfondi en ces termes [START_REF] Kanungo | Measurement of Job and Work Involvement[END_REF]. Il a fait la différence entre l'implication dans le travail et l'implication dans le à la santé. Cependant, plus tard, Marx l'a rejeté en introduisant un concept d'aliénation avec une référence sociale et professionnelle. [START_REF] Chiaburu | Alienation and its correlates: A metaanalysis[END_REF]. Selon Marx, l'aliénation est un concept dans lequel un travailleur se détache du produit, du processus, de ses collègues et des consommateurs finaux du produit. [START_REF] Shantz | Alienation from work: Marxist ideologies and twenty-first-century practice[END_REF]. [START_REF] Seeman | On The Meaning Of Alienation[END_REF], en tant que psychologue social, a présenté une construction multiple de l'aliénation. Selon lui, " l'impuissance " est la première composante de l'aliénation. Lorsque les gens sentent qu'ils ont moins de contrôle sur leur environnement, ils deviennent aliénés. La deuxième composante est "l'absence de sens" lorsque "l'individu ne sait pas clairement ce qu'il doit croire -lorsque les normes minimales de l'individu en matière de clarté dans la prise de décision ne sont pas respectées" (p. 786). (Seeman, 1959, p. 786). L'"absence de normes" est une autre composante de l'aliénation. Elle peut être définie comme une situation dans laquelle il y a "une forte attente que des comportements socialement non approuvés soient nécessaires pour atteindre des objectifs donnés" . (Seeman, 1959, p. 788). L'absence de normes entraîne un comportement déviant. En adoptant des comportements contraires à l'éthique et à la loi qui sont en contradiction avec la description officielle du poste, ces employés adoptent des pratiques déviantes. [START_REF] Staw | Task Revision: A Neglected Form of Work Performance[END_REF]. "Le pouvoir discrétionnaire déviant est une forme de comportement de contre-rôle, où les employés de service de première ligne adoptent des comportements discrétionnaires qui violent la politique de l'entreprise ou développent des moyens illégitimes pour accomplir une tâche considérée comme non éthique". (Yang et al., 2018, p. 4). Le quatrième type d'aliénation est "l'isolement", lorsqu'une personne n'a pas [START_REF] Seeman | On The Meaning Of Alienation[END_REF]. Cette construction multiple de [START_REF] Seeman | On The Meaning Of Alienation[END_REF] a été critiquée par (Kanungo, 1982a) qui a fait valoir que tous les types d'aliénation sont les antécédents de l'aliénation.

Depuis le début du 21e siècle, l'aliénation a attiré l'attention de chercheurs de diverses disciplines (Shantz, Alfes, Truss, & Soane, 2015). Selon [START_REF] Braverman | Labor and monopoly capital[END_REF]les employés sous les régimes du capital sont toujours dans un état d'aliénation. Sur la base de l'affirmation précédente, les chercheurs en gestion des ressources humaines critiques, selon lesquels la direction détermine que la pratique des politiques de GRH conduit à une performance pour diriger et influencer la motivation des employés. En particulier, l'évolution du marché n'est pas seulement le résultat des progrès technologiques, mais le principal défi auquel est confronté le prestataire de services est le changement de comportement du client. [START_REF] Heinonen | Reflections on customers' primary role in markets[END_REF].

La théorie de l'autodétermination

Le centre de cette étude est la théorie de l'autodétermination. La théorie de l'autodétermination est une théorie de la motivation. Elle est basée sur les besoins motivationnels intrinsèques et extrinsèques de l'homme et s'est étendue aux domaines du travail et de la vie. Il s'agit d'une macro théorie, composée de six mini théories : la théorie de l'évaluation cognitive (CET), la théorie de l'intégration organiste (OIT), la théorie de l'orientation de la causalité (COT), la théorie des besoins psychologiques fondamentaux (BPNT), la théorie du contenu des objectifs (GCT) et la théorie de la motivation relationnelle (RMT). (Lisa Legault, 2017). La TSD affirme que tous les employés ont trois besoins psychologiques fondamentaux, à savoir le besoin d'autonomie, de compétence et de relation, et que la satisfaction de ces besoins se traduit par une motivation, une performance et un bienêtre élevés chez l'employé. [START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF].

Conception et méthodologie de la recherche

Dans cette recherche, les raisons de donner la préférence à la méthodologie quantitative plutôt que qualitative sont nombreuses (1) La technique qualitative nécessite un contact direct avec la population cible, comme l'observation ou les entretiens, le chercheur n'est pas français et ne comprend pas la langue française, il ne m'est donc pas possible d'étudier et de comprendre la réaction des employés au contrôle des clients par l'observation ou les entretiens (2) J'ai travaillé dans la banque pakistanaise pendant plus de dix ans, donc pour comprendre l'influence du contrôle des clients sur les attitudes des employés sur le lieu de travail, je n'avais pas besoin de refaire l'observation et les entretiens. J'ai déjà l'expérience du terrain. (3) Même si j'ai une idée de l'impact du contrôle du client sur les employés et du rôle de l'organisation et de la direction dans ce domaine. J'ai tout de même mené des entretiens avec des directeurs et des gestionnaires de célèbres entreprises pakistanaises de construction et de logement, de télécommunications, d'hôtellerie, de cinéma et de banque. Cela m'a aidé à affiner ma compréhension du contrôle de la clientèle et de son influence sur les employés. (4) Une approche quantitative permet d'étudier un grand nombre de personnes en moins de temps, ce qui n'est pas possible avec une approche qualitative. (5) La plupart des variables de cette étude ont été largement étudiées dans le passé, même le contrôle de la clientèle a été tenté par quelques chercheurs, mais les objectifs de ces études étaient différents de ceux de cette étude et même l'échelle de mesure du contrôle de la clientèle n'était pas conforme aux exigences de cette étude.

Cette étude porte sur l'influence du contrôle des clients sur les attitudes des employés sur le lieu de travail. L'objectif de mener cette recherche dans deux pays en même temps est de Pour l'étude-II, 1000 questionnaires ont été distribués mais seulement 322 réponses ont été reçues. Le taux de réponse était de 32,2%, ce qui était trop faible compte tenu des efforts déployés et de l'absence de restriction de la population cible. La majorité des réponses ont été reçues de contacts personnels ou de contacts élargis.

Résultat

Les tests statistiques sont utilisés pour examiner l'estimation des modèles de mesure pour chaque catégorie de construits, ainsi que l'analyse des données qui a répondu aux questions de l'étude. Les résultats de l'analyse factorielle confirmatoire (AFC) et de l'analyse factorielle exploratoire (AFE), ainsi que la fiabilité et la validité des mesures utilisées dans cette étude ainsi que l'analyse de corrélation et de régression. Les modèles de modération, de médiation et de médiation modérée de stade I sont testés à l'aide de [START_REF] Hayes | Integrating Mediation and Moderation Analysis: fundamentals using PROCESS[END_REF] 

  6-D Model (Pak vs France) ................... Table 2.1: Analysis of Modes of Control in an Organization .................................................. Table 2.2: Customer Control in an Organization .....................................................................Table 4.1: Example of Likert-Type Scale .............................................................................. Table 4.2: Items of Behavioural Customer Control ............................................................... Table 4.3: Items of Output Customer Control ....................................................................... Table 4.4: Items of Perceived Organizational Support .......................................................... Table 4.5: Items of Perceived Supervisory Support .............................................................. Table 4.6: Items of Need for Autonomy ................................................................................ Table 4.7: Items of Need for Competence ............................................................................. Table 4.8: Items of Need for Relatedness .............................................................................. Table 4.9: Items of Affective Commitment ........................................................................... Table 4.10: Items of Job Involvement ................................................................................... Table 4.11: Items of Alienation ............................................................................................. Table 5.1: Cronbach Alphas after Pilot Study (Pakistani Data) ............................................ Table 5.2: Demographic Characteristics of Participants (Pakistani Data) ............................. Table 5.3: Missing Values (Pakistani Data) .......................................................................... Table 5.4: Unengaged Responses (Pakistani Data) ............................................................... Table 5.6: Threshold Level for the VIF ................................................................................. Table 5.7: Appropriateness of Data (Adequacy) ................................................................... Table 5.8: KMO and Bartlett's Test (Pakistani Data) ............................................................ Table 5.12: KMO and Bartlett's Test (Pakistani Data) .......................................................... Table 5.16: Model Fit Indices and Cut-Offs .......................................................................... Table 5.17: Confirmatory Factor Analysis (Model Fit) (Pakistani Data) .............................. Table 5.18: Covariance between Items (Pakistani Data) ....................................................... Table 5.19: Confirmatory Factor Analysis (Model Fit) (Pakistani Data) .............................. Table 5.20: Validity Measures, Fit Indices and Threshold Levels ........................................

  28: Moderating Analysis by Process (Model-I) ........................................................ Table 5.29: Mediating Analysis by Process Macros (Model-4) ............................................ Table 5.30: Moderated Mediation Stage-I Analysis by Process (Model-VII) ....................... Table 5.31: Hypotheses Results of IV and DV ......................................................................Table 5.32: Hypotheses Results of IV and Mediators ........................................................... Table 5.33: Hypotheses Results of Mediators and DVs ........................................................ Table 5.34: Hypotheses Results of IV, Mediators and DVs .................................................. Table 5.35: Hypotheses Results of IV, Moderators and Mediators ....................................... Table 5.36: Summary of Hypotheses Results ........................................................................ Table 5.37: Demographic Characteristics of Participants (French Data) .............................. Table 5.38: Missing Values (French Data) ............................................................................ Table 5.39: Unengaged Responses (French Data) ................................................................. Table 5.41: KMO and Bartlett's Test (French Data) .............................................................. Table 5.45: KMO and Bartlett's Test (French Data) .............................................................. Table 5.49: Confirmatory Factor Analysis (Model fit) (French Data) .................................. Table 5.50: Covariance between Items (French Data) ........................................................... Table 5.51: Confirmatory Factor Analysis (Model Fit) (French Data) ................................. Table 5.52: Convergent/ Discriminant Validity and Reliability (French Data)..................... Table 5.54: Direct Correlations, Means and Standard Deviations of All Variables .............. Table 5.55: Moderating Analysis by Process (Model-I) (French Data) ................................ Table 5.56: Mediating Analysis by Process Macros (Model-4) (French Data) ..................... Table 5.57: Moderated Mediation Stage-I Analysis by Process (Model-VII) ....................... Table 5.59: Hypotheses Results of IV and Mediators ........................................................... Table 5.60: Hypotheses Results of Mediators and DVs ........................................................ Table 5.61: Hypotheses Results of IV, Mediators and DVs .................................................. Table 5.62: Hypotheses Results of IV, Moderators and Mediators ....................................... Table 5.63: Summary of Hypotheses Results ........................................................................ Table 5.64: Comparison between Hypotheses Results of Study-I and II .............................. Table 6.1: Gender as a Moderator (Pakistani Data) ...............................................................Table 6.2: Age as a Moderator (Pakistani Data) .................................................................... vi Table 6.3: Education as a Moderator (Pakistani Data) .......................................................... Table 6.4: Technical Expertise as a Moderator (Pakistani Data)........................................... Table 6.5: Gender as a Moderator (French Data) .................................................................. Table 6.6: Age as a Moderator (French Data) ....................................................................... Table 6.7: Education as a Moderator (French Data) .............................................................. Table 6.8: Technical Expertiseas a Moderator (French Data) .............................................. Table 6.9: Client Type as a Moderator (French Data) ........................................................... Table 6.10: Sector as a Moderator (French Data) ..................................................................

  Figure 1.1: Pakistani cultural dimensions based on Hofstede 6-D model ............................... 31 Figure 1.2: French cultural dimensions based on Hofstede 6-D model ................................... 33 Figure 2.1: Modes of control ................................................................................................... 40 Figure 2.2: Customer Control influence on Employee workplace attitudes ............................ 67 Figure 3.1: Satisfaction of basic psychological needs in an organization ............................... 70 Figure 3.2: Basic psychological needs as a mediator .............................................................. 85 Figure 3.3: Theoretical Framework ......................................................................................... 94 Figure 4.1: Share of GDP industry-wise (Pakistan) ............................................................... 101 Figure 4.2: Share of GDP industry-wise (France) ................................................................. 104 Figure 5.1: Initial CFA for all constructs (Pakistani Data) .................................................... 127 Figure 5.2: Final CFA for all constructs (Pakistani Data) ..................................................... 129 Figure 5.3: Validity & reliability (Convergent & discriminant) all constructs...................... 133 Figure 5.5: Final CFA for all constructs (French Data) ......................................................... 162 Figure 5.6: Validity & reliability (Convergent & discriminant) all constructs...................... 164 Figure 6.1: Moderators Pakistani Data .................................................................................. 186 Figure 6.2: Education as a moderator in Pakistani Data ........................................................ 189 Figure 6.3: Education as a moderator in Pakistani Data ........................................................ 190 Figure 6.4: Moderators French Data ...................................................................................... 191 Figure 6.5: Gender as a moderator in French Data ................................................................ 193 Figure 6.6: Age as a moderator in French Data ..................................................................... 194 Figure 6.7: Technical expertise as a moderator in French Data ............................................ 196 Figure 6.8: Technical expertise as a moderator in French Data ............................................ 197 Figure 6.9: Client type as a moderator in French Data .......................................................... 199 Figure 6.10: Sector as a moderator in French Data ............................................................... 201 Figure 6.11: Sector as a moderator in French Data ............................................................... 201 Figure 6.12: Bank vs other sectors as a moderator in French Data ....................................... 203 Figure 6.13: Bank vs other sectors as a moderator in French Data ....................................... 204 Figure 6.14: Bank vs other sectors as a moderator in French Data ....................................... 204 Figure 6.15: Country as a moderator (Pak vs French Data) .................................................. 207 Figure 6.16: Country as a moderator (Pak vs French Data) .................................................. 208 Figure 6.17: Country as a moderator (Pak vs French Data) .................................................. 208

  21 1.2. TECHNOLOGY AND CUSTOMER EVOLUTION ......................................................................................................... 23 1.3. CUSTOMER EMPOWERMENT ............................................................................................................................ 25 1.4. CULTURAL INFLUENCE ON CUSTOMER ................................................................................................................ 27 1

  33 CHAPTER SUMMARY .............................................................................................................................................. 36 CHAPTER 2 CUSTOMER CONTROL AND ITS CONSEQUENCES .......................................................................... 37 2.1. CONTROL IN GENERAL ..................................................................................................................................... 38 2.2. EMPLOYEE WORKPLACE ATTITUDES ................................................................................................................... 41

  TO THE CONTROL ............................................................................................................ 48 2.4. CUSTOMER CONTROL: A FIRST DEFINITION ......................................................................................................... 51 2.5. CUSTOMER CONTROL AND EMPLOYEE WORKPLACE ATTITUDES ............................................................................... 58 2

  66 CHAPTER SUMMARY .............................................................................................................................................. 67 CHAPTER 3 MANAGEMENT'S IMPACT ON CUSTOMER CONTROL AND PSYCHOLOGICAL NEEDS ..................... 68 3.1. THEORETICAL OVERVIEW ................................................................................................................................. 68

  AN INFLUENCER AND INFLUENCEE ............................................................. 73

  . PERCEIVED ORGANIZATIONAL AND SUPERVISORY SUPPORT .................................................................................... 85

  . THEORETICAL FRAMEWORK ............................................................................................................................. 93 CHAPTER SUMMARY .............................................................................................................................................. 94 CHAPTER 4 RESEARCH METHODOLOGY ......................................................................................................... 95 4.1. RATIONALE AND APPROACH ............................................................................................................................. 95 4.2. THE RESEARCH DESIGN ................................................................................................................................... 98

  . MEASURES .................................................................................................................................................

  .. CHAPTER SUMMARY ............................................................................................................................................ CHAPTER 5 DATA ANALYSIS AND RESULTS ................................................................................................... Introduction "To win in the marketplace you must first win in the workplace" by Doug Conant.

Figure 1 . 1 :

 11 Figure 1.1: Pakistani cultural dimensions based on Hofstede 6-D model (https://www.hofstede-insights.com/country-comparison/pakistan/)

Figure 1 . 2 :

 12 Figure 1.2: French cultural dimensions based on Hofstede 6-D model (https://www.hofstede-insights.com/country-comparison/france/)

Figure

  Figure 2.1: Modes of control[START_REF] Chiapello | Les typologies des modes de contrôle et leurs facteurs de contingence : un essai d'organisation de la littérature[END_REF] 

  Job involvement motivates individuals to use their problem-solving techniques and intelligence to perform well at work. Job involvement and the advantages of being involved in a job are a combination of organizational work design, supervisor's behaviour along with the individual's personality traits such as internal locus of control, prone to ethical work climate and achievement at work. Furthermore, work factors like job design, management style;

  human actions. The human psyche especially how it operates in the working environment is remained a fundamental part of academic scholars' interest. Psychologists and sociologists have introduced so many theories describing different factors, aspects and motivations triggering a specific outcome in an individual. This research investigated why an employee displays different attitudes at work. Therefore, among so many motivational theories such as Maslowhierarchy of needs, Alderfer -ERG theory, McClelland theory, Herzberg -Twofactor theory, Skinner's reinforcement theory, Vroom's expectancy theory, Adams' equity theory, Locke's goal-setting theory etc.; the following theory (basic psychological needs of SDT) is selected based on its link to control and motivation. The reason to select this theory is that self-determination theory is more focused on the satisfaction of three psychological needs (autonomy, relatedness and competence). Independent variable is an external factor influencing internal factors (customers controlling employees), to keep motivated the satisfaction of these three needs is crucial for employees.

  Selfdetermination theory is a motivational theory. It is based on intrinsic and extrinsic human motivational needs and has extended to work and life domains. It is a macro theory, comprised of six mini theories Cognitive Evaluation Theory (CET), Organismic Integration Theory (OIT), Causality Orientation Theory (COT), Basic Psychological Need Theory (BPNT), Goal Content Theory (GCT) and Relationship Motivation Theory (RMT) (Lisa Legault, 2017). SDT
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 31 Figure 3.1: Satisfaction of basic psychological needs in an organization

  [START_REF] Bono | Self-concordance at work: understanding the motivational effects of transformational leaders[END_REF], study on transformational leaders show that their followers show more adaptability to autonomous goals work environment than the controlled goals work environment. Their followers also show job satisfaction and affective commitment. It is due to supporting followers' autonomy and satisfying their basic psychological needs. The studies conducted at the workplace supported that the workplace environments supportive of autonomy instead of control and managers promoting the basic psychological needs and motivation lead to effective employee performance, positive work behaviours, organizational commitment, job satisfaction and psychological well-being[START_REF] Gagne | Self-determination theory and work motivation[END_REF]. Otis & Pelletier's (2005) study on police officers' motivation and perception about supervisor's autonomy supported culture shows positive relation. A positive relationship is found between job satisfaction, psychological well-being, other positive work-related

  (a): Customer control (behavioural) has a negative impact on the satisfaction of the need for autonomy. H4 (b): Customer control (output) has a negative impact on the satisfaction of the need for autonomy.

  findings and the concept that challenging work environments satisfy the need for competence, it is proposed that: H5 (a): Customer control (behavioural) has a positive impact on the satisfaction of the need for competence. H5 (b): Customer control (output) has a positive impact on the satisfaction of the need for competence.

  H6 (a): Customer control (behavioural) has a negative effect on the satisfaction of the need for relatedness. H6 (b): Customer control (output) has a negative effect on the satisfaction of the need for relatedness.

  of the need for autonomy is positively related to affective commitment. H7 (b): Satisfaction of need for competence is positively related to affective commitment. H7 (c): Satisfaction of need for relatedness is positively related to affective commitment.

  a): Satisfaction of the need for autonomy is positively related to job involvement. H8 (b): Satisfaction of the need for competence is positively related to job involvement. H8 (c): Satisfaction of the need for relatedness is positively related to job involvement.

  a): Satisfaction of the need for autonomy is negatively related to alienation. H9 (b): Satisfaction of the need for competence is negatively related to alienation. H9 (c): Satisfaction of the need for relatedness is negatively related to alienation.

  The detailed discussion above on the Psychological needs of SDT (autonomy, competence, and relatedness), customer control and employee attitudes relation leads to the following hypothesises: H10: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and employee affective commitment. H11: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and job involvement. H12: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and alienation.
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 32 Figure 3.2: Basic psychological needs as a mediator[START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF] 

  organizational support moderates the relationship between customer control (output) and satisfaction of the need for competence. H14 (c): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for relatedness.

  supervisory support moderates the relationship between customer control (output) and satisfaction of the need for autonomy. H16 (b): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for competence. H16 (c): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for relatedness.
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  Figure 3.3: Theoretical Framework

  of the developing countries and due to its locality, has a very important role in the South Asian continent. Pakistan has very influencing neighbouring countries such as China, Iran, India and Afghanistan. Pakistan is an atomic power and has a very crucial role in the Islamic world. Pakistan was established on 14 th August 1947 in the name of Islam and the majority preach Islam in the country. According to IMF (2021), Pakistan's population was 208.570 million in 2020 and is the sixth largest country population-wise. Pakistan's annual percentage change in GDP in 2021 is 1.5% and the annual percentage change in inflation rate and average consumer prices is 8.7% (Imf.Org, 2021). In 2017, Pakistan's total literacy rate was around 59% (O'Neill, 2021c).
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  Figure 4.1: Share of GDP industry-wise (Pakistan) (Source: Statista, 2021)

  m'arrivent concernent mon travail actuel To me, my present job is a big part of who I am Mon travail actuel représente une grande partie de moi-même I am very much personally involved in my job Je suis fortement et personnellement impliqué dans mon travail I live, eat, and breathe my job Je vis, mange, et respire mon travail Most of my interests are centred around my job La plupart de mes intérêts sont centrés sur mon travail I have very strong ties with my present job, which would be difficult to break J'ai des liens très forts vis-à-vis mon travail actuel I feel connected to my job Je me sens connecté avec mon travail Most of my personal life goals are job-oriented La plupart de mes objectifs de vie personnels sont axés sur mon emploi I consider my job to be very central [sic] to my existence Je considère mon emploi comme central dans ma vie 10 I like to be involved in my job most of the time La plupart du temps, je suis très impliqué dans mon travail3. AlienationI have adapted the alienation scale created byNair & Vohra (2010b), eight items were used in this scale.

  process macros. Software tools IBM AMOS version 27 and IBM SPSS version 27 are used to perform data analysis. The data set is divided based on two different samples: (1) Pakistani sample and (2) French sample.

  normality tests were only applied to the data. A value of 3.0 indicates a normal distribution, a value greater than 3.0 indicates positive kurtosis, and a value less than 3.0 indicates negative kurtosis. The other opinion about data distribution is that if it is higher or lower than the ranges of skewness and kurtosis (+2/-2) then it must be considered non-normal. Because it may alter regression estimations[START_REF] George | Using SPSS for Windows step by step: a simple guide and reference[END_REF]. Study-I used all of the study data to determine the skewness and kurtosis. All of the skewness and kurtosis values were determined to be close to the normalcy distribution criteria's threshold level (+2/-2). The study assumes that the data set is normally distributed based on the criteria established by[START_REF] George | Using SPSS for Windows step by step: a simple guide and reference[END_REF].
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 51 Figure 5.1: Initial CFA for all constructs (Pakistani Data)
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 52 Figure 5.2: Final CFA for all constructs (Pakistani Data)

  01), Aut (r = .208, ρ < .01), Comp (r = .228, ρ < .01), Rel (r = .157, ρ < .01), AC (r = .114, ρ < .05), JI (r = .238, ρ < .01) and is unrelated to AN. The other dimension of customer control OC is also positively related to Org_Sup (r = .361, ρ < .01), Sup_Sup (r = .230, ρ < .01), Aut (r = .295, ρ < .01), Comp (r = .310, ρ < .01), Rel (r = .274, ρ < .01), AC (r = .282, ρ < .01), JI (r = .352, ρ < .01) and is unrelated to AN. The correlations of OC with all other variables are a bit stronger than BC. Org_Sup also shows positive correlations with Aut (r = .572, ρ < .01), Comp (r = .289, ρ < .01), Rel (r = .464, ρ < .01), AC (r = .511, ρ < .01), JI (r = .367, ρ < .01), whereas, a negative relation to AN (r = -.227, ρ < .01). Org_Sup has shown stronger correlations than the two dimensions of customer control with other variables. Sup_Sup also shows positive correlations with Aut (r = .499, ρ < .01), Comp (r = .239, ρ < .01), Rel (r = .463, ρ < .01), AC (r = .398, ρ < .01), JI (r = .305, ρ < .01), however, a negative relation to ρ < .01). Sup_Sup as compare to Org_Sup has a weaker correlation with all other variables. Aut is positively correlated with AC (r = .394, ρ < .01), JI (r = .386, ρ < .01) and a negative correlation to ρ < .01). Comp is positively related to AC (r = .352, ρ < .01), JI (r = .372, ρ < .01) and negatively to AN (r = -.216, ρ < .01). Rel also reveals positive correlations with AC (r = .529, ρ < .01), JI (r = .432, ρ < .01) and a negative correlation to AN (r = -.216, ρ < .01). As compare to the previous 2 basic psychological needs, Rel has a stronger correlation with the employee behaviours.

  used three methods: (a) Split File Correlations (b) Linear Regression and (c) Process Macro by Andrew F. Hayes.

  BC -Aut -AC (β = .102, LLCI = .053, ULCI = .160), BC -Aut -JI (β = .084, LLCI = .042, ULCI = .137), BC -Aut -AN (β = -.051, LLCI = -.094, ULCI = -.018), BC -Comp -AC (β = .099, LLCI = .050, ULCI = .156), BC -Comp -JI (β = .087, LLCI = .044, ULCI = .140), BC -Comp -AN (β = -.063, LLCI = -.111, ULCI = -.025), BC -Rel -AC (β = .104, LLCI = .041, ULCI = .176), BC -Rel -JI (β = .073, LLCI = .025, ULCI = .131), BC -Rel -AN (β = -.043, LLCI = -.083, ULCI = -.013). The results of OC with three basic psychological needs as mediator and all DVs are similar to BC. OC -Aut -AC (β = .115, LLCI = .069, ULCI = .167), OC -Aut -JI (β = .094, LLCI = .054, ULCI = .141), OC -Aut -AN (β = -.064, LLCI = -.107, ULCI = -.026), OC -Comp -AC (β = .103, LLCI = .058, ULCI = .156), OC -Comp -JI (β = .093, LLCI = .054, ULCI = .139), OC -Comp -AN (β = -.076, LLCI = -.122, ULCI = -.039), OC -Rel -AC (β = .153, LLCI = .098, ULCI = .216), OC -Rel -JI (β = .103, LLCI = .060, ULCI = .155) and OC -Rel -AN (β = -.067, LLCI = -.107, ULCI = -.033).

  To test the hypotheses for study-I, data is collected from Pakistani bank employees. Total N = 529 responses are received but after cleansing left with N = 480. These are collected from bank employees working in Pakistani bank branches and were in direct contact with customers.The data is collected through self-reported questionnaires in a cross-sectional study. Several robust tests are applied to check the normality of data before measuring it for hypotheses. To test the study-I hypotheses, correlation matrix, moderation, mediation and moderated mediation stage I model analysis using IBM SPSS 27 version are performed. The results of the hypotheses are separated by the nature of the relationships between variables.

  the three basic psychological needs of SDT(Aut, Comp and Rel). Hypotheses H4 (a) Aut (r = .208, ρ < .01) and H6 (a) Rel (r = .157, ρ < .01) are rejected but H5 (a) Comp (r = .228, ρ < .01) is accepted. OC like BC is also positively related to all three needs resulting in rejecting H4 (b) Aut (r = .295, ρ < .01) and H6 (b) Rel (r = .274, ρ < .01) and accepting H5 (b) Comp (r = .310, ρ < .01). These results rejected the idea that customer control (behavioural/output) negatively influences the satisfaction of need for autonomy and relatedness. However, supported the positive influence of customer control (behavioural/output) on the satisfaction of need for competence. control (behavioural) has a negative impact on the satisfaction of the need for autonomy.  H4 (b): Customer control (output) has a negative impact on the satisfaction of the need for autonomy.  H5 (a): Customer control (behavioural) has a positive impact on the satisfaction of the need for competence. ✓ H5 (b): Customer control (output) has a positive impact on the satisfaction of the need for competence. ✓ H6 (a): Customer control (behavioural) has a negative effect on the satisfaction of the need for relatedness.  H6 (b): Customer control (output) has a negative effect on the satisfaction of the need for relatedness. 

  (r = .394, ρ < .01) accepting H7 (a), H8 (a), JI (r = .386, ρ < .01)) and H9 (a) a negative correlation to ρ < .01). Satisfaction of need for competence like Satisfaction of need for autonomy is also positively related to AC (r = .352, ρ < .01), JI (r = .372, ρ < .01) and negatively to AN (r = -.216, ρ < .01). Resulting in accepting hypotheses: H7 (b), H8 (b) and H9 (b). Satisfaction of need for relatedness also reveals positive correlations with AC (r = .529, ρ < .01), JI (r = .432, ρ < .01) and a negative correlation to AN (r = -.216, ρ < .01), accepting all three hypotheses H7 (c), H8 (c) and H9 (c). Comparing to the previous two basic psychological needs, satisfaction of need for relatedness has stronger correlations with the employee workplace attitudes. of the need for autonomy is positively related to affective commitment. ✓ H7 (b): Satisfaction of the need for competence is positively related to affective commitment. ✓ H7 (c): Satisfaction of the need for relatedness is positively related to the affective commitment. ✓ H8 (a): Satisfaction of the need for autonomy is positively related to job involvement. ✓ H8 (b): Satisfaction of the need for competence is positively related to job involvement. ✓ H8 (c): Satisfaction of the need for relatedness is positively related to job involvement. ✓ H9 (a): Satisfaction of the need for autonomy is negatively related to alienation. ✓ H9 (b): Satisfaction of the need for competence is negatively related to alienation. ✓ H9 (c): Satisfaction of the need for relatedness is negatively related to alienation. ✓

  -AC (β = .102, LLCI = .053, ULCI = .160), BC -Aut -JI (β = .084, LLCI = .042, ULCI = .137), BC -Aut -AN (β = -.051, LLCI = -.094, ULCI = -.018), BC -Comp -AC (β = .099, LLCI = .050, ULCI = .156), BC -Comp -JI (β = .087, LLCI = .044, ULCI = .140), BC -Comp -AN (β = -.063, LLCI = -.111, ULCI = -.025), BC -Rel -AC (β = .104, LLCI = .041, ULCI = .176), BC -Rel -JI (β = .073, LLCI = .025, ULCI = .131), BC -Rel -AN (β = -.043, LLCI = -.083, ULCI = -.013). The results of OC with three basic psychological needs as mediator and all DVs are also similar to BC. OC -Aut -AC (β = .115, LLCI = .069, ULCI = .167), OC -Aut -JI (β = .094, LLCI = .054, ULCI = .141), OC -Aut -AN (β = -.064, LLCI = -.107, ULCI = -.026), OC -Comp -AC (β = .103, LLCI = .058, ULCI = .156), OC -Comp -JI (β = .093, LLCI = .054, ULCI = .139), OC -Comp -AN (β = -.076, LLCI = -.122, ULCI = -.039), OC -Rel -AC (β = .153, LLCI = .098, ULCI = .216), OC -Rel -JI (β = .103, LLCI = .060, ULCI = .155) and OC -Rel -AN (β = -.067, LLCI = -.107, ULCI = -.033). Therefore, hypotheses H10, H11 and H12 are accepted. needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and employee affective commitment. ✓ H11: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and job involvement. ✓ H12: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and alienation.

  are rejected: H13 (a), H14 (a), H13 (b), H14 (b), H15 (a), H15 (b), H16 (a), H16 (b) and H16 (c).

  Rejected H13 (a): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy.  H13 (b): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence.  H13 (c): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H14 (a): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H14 (b): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for competence.  H14 (c): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for relatedness. ✓ H15 (a): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy.  H15 (b): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence.  H15 (c): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H16 (a): Perceived supervisor support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H16 (b): Perceived supervisor support moderates the relationship between customer control (output) and satisfaction of the need for competence.  H16 (c): Perceived supervisor support moderates the relationship between customer control (output) and satisfaction of the need for relatedness. 

  Rejected H1 (a): Higher the level of customer control (behavioural) lower will be the employee affective commitment.  H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment.  H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.  H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.  H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.  H3 (b): Higher the level of customer control (output) higher will be the employee work alienation.  H4 (a): Customer control (behavioural) has a negative impact on the satisfaction of the need for autonomy.  H4 (b): Customer control (output) has a negative impact on the satisfaction of the need for autonomy.  H5 (a): Customer control (behavioural) has a positive impact on the satisfaction of the need for competence. ✓ H5 (b): Customer control (output) has a positive impact on the satisfaction of the need for competence. ✓ H6 (a): Customer control (behavioural) has a negative effect on the satisfaction of the need for relatedness.  H6 (b): Customer control (output) has a negative effect on the satisfaction of the need for relatedness.  H7 (a): Satisfaction of the need for autonomy is positively related to affective commitment. ✓ H7 (b): Satisfaction of the need for competence is positively related to affective commitment. ✓ H7 (c): Satisfaction of the need for relatedness is positively related to affective commitment. ✓ H8 (a): Satisfaction of the need for autonomy is positively related to job involvement. ✓ H8 (b): Satisfaction of the need for competence is positively related to job involvement. ✓ H8 (c): Satisfaction of the need for relatedness is positively related to job involvement. ✓ H9 (a): Satisfaction of the need for autonomy is negatively related to alienation. ✓ H9 (b): Satisfaction of the need for competence is negatively related to alienation. ✓ H9 (c): Satisfaction of the need for relatedness is negatively related to alienation. ✓ H10: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and employee affective commitment. ✓ H11: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and job involvement. ✓ H12: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and alienation. ✓ H13 (a): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy.  H13 (b): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence.  H13 (c): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H14 (a): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H14 (b): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for competence.  H14 (c): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for relatedness. ✓ H15 (a): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy.  H15 (b): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence.  H15 (c): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H16 (a): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H16 (b): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for competence.  H16 (c): Perceived supervisor support moderates the relationship between customer control (output) and satisfaction of the need for relatedness. 
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 54 Figure 5.4: Initial CFA for all constructs (French Data)
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 55 Figure 5.5: Final CFA for all constructs (French Data)
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 56 Figure 5.6: Validity & reliability (Convergent & discriminant) all constructs

  BC -Aut -AC and BC -Aut -JI are non-significant, BC -Aut -AN (β = -.070, LLCI = -.130, ULCI = -.018, CI = 95%), BC -Comp -AC (β = .104, LLCI = .037, ULCI = .193, CI = 95%), BC -Comp -JI (β = .113, LLCI = .045, ULCI = .194, CI = 95%), BC -Comp -AN (β = -.134, LLCI = -.242, ULCI = -.050, CI = 95%), BC -Rel -AC (β = .086, LLCI = .028, ULCI = .177, CI = 95%), BC -Rel -JI (β = .161, LLCI = .073, ULCI = .270, CI = 95%), BC -Rel -AN (β = -.097, LLCI = -.188, ULCI = -.031, CI = 95%). The results of OC with three basic psychological needs as mediator and all DVs are also similar to BC. OC -Aut -AC (β = .014, LLCI = .000, ULCI = .033, CI = 90%), OC -Aut -JI is nonsignificant, OC -Aut -AN (β = -.015, LLCI = -.034, ULCI = -.000, CI = 90%), OC -Comp -AC (β = .068, LLCI = .029, ULCI = .117, CI = 95%), OC -Comp -JI (β = .068, LLCI = .030, ULCI = .118, CI = 95%), OC -Comp -AN (β = -.079, LLCI = -.145, ULCI = -.033, CI = 95%), OC -Rel -AC (β = .058, LLCI = .020, ULCI = .111, CI = 95%), OC -Rel -JI (β = .101, LLCI = .053, ULCI = .159, CI = 95%) and OC -Rel -AN (β = -.057, LLCI = -.109, ULCI = -.018, CI = 95%).

  control (behavioural) has a negative impact on the satisfaction of the need for autonomy.  H4 (b): Customer control (output) has a negative impact on the satisfaction of the need for autonomy.  H5 (a): Customer control (behavioural) has a positive impact on the satisfaction of the need for competence. ✓ H5 (b): Customer control (output) has a positive impact on the satisfaction of the need for competence. ✓ H6 (a): Customer control (behavioural) has a negative effect on the satisfaction of the need for relatedness.  H6 (b): Customer control (output) has a negative effect on the satisfaction of the need for relatedness. 

  Rejected H7 (a): Satisfaction of the need for autonomy is positively related to affective commitment. ✓ H7 (b): Satisfaction of the need for competence is positively related to affective commitment. ✓ H7 (c): Satisfaction of the need for relatedness is positively related to affective commitment. ✓ H8 (a): Satisfaction of the need for autonomy is positively related to job involvement. ✓ H8 (b): Satisfaction of the need for competence is positively related to job involvement. ✓ H8 (c): Satisfaction of the need for relatedness is positively related to job involvement. ✓ H9 (a): Satisfaction of the need for autonomy is negatively related to alienation. ✓ H9 (b): Satisfaction of the need for competence is negatively related to alienation. ✓ H9 (c): Satisfaction of the need for relatedness is negatively related to alienation. ✓ 4. Hypotheses Results of IV, Mediators and DVs (Mediation)

  Only BC -Aut -AC and BC -Aut -JI are non-significant. BC -Aut -AN (β = -.070, LLCI = -.130, ULCI = -.018, CI = 95%), BC -Comp -AC (β = .104, LLCI = .037, ULCI = .193, CI = 95%), BC -Comp -JI (β = .113, LLCI = .045, ULCI = .194, CI = 95%), BC -Comp -AN (β = -.134, LLCI = -.242, ULCI = -.050, CI = 95%), BC -Rel -AC (β = .086, LLCI = .028, ULCI = .177, CI = 95%), BC -Rel -JI (β = .161, LLCI = .073, ULCI = .270, CI = 95%), BC -Rel -AN (β = -.097, LLCI = -.188, ULCI = -.031, CI = 95%) are all significant. The results of OC with three basic psychological needs as mediator and all DVs are also similar to BC. OC -Aut -AC (β = .014, LLCI = .000, ULCI = .033, CI = 90%), OC -Aut -JI are nonsignificant just like BC -Aut -JI. OC -Aut -AN (β = -.015, LLCI = -.034, ULCI = -.000, CI = 90%), OC -Comp -AC (β = .068, LLCI = .029, ULCI = .117, CI = 95%), OC -Comp -JI (β = .068, LLCI = .030, ULCI = .118, CI = 95%), OC -Comp -AN (β = -.079, LLCI = -.145, ULCI = -.033, CI = 95%), OC -Rel -AC (β = .058, LLCI = .020, ULCI = .111, CI = 95%), OC -Rel -JI (β = .101, LLCI = .053, ULCI = .159, CI = 95%) and OC -Rel -AN (β = -.057, LLCI = -.109, ULCI = -.018, CI = 95%) are all significant. Therefore, hypotheses H12 is fully accepted but H10 and H11 are partially accepted as need for autonomy failed to mediate the relationship between behavioural customer control (BC) and AC and customer control (BC/OC) and job involvement (JI) but other relationships in the hypothesis are significant and accepted. The table 5.55 shows the moderating effect of perceived organizational support with BC on all three basic psychological needs (autonomy, competence and relatedness). BC -Org_Supp -Aut (β = -.1690, LLCI = -.2846, ULCI = -.0534, CI = 95%), BC -Org_Supp -organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H14 (a): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H14 (b): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for competence.  H14 (c): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for relatedness.  H15 (a): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy. ✓ H15 (b): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence. ✓ H15 (c): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H16 (a): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H16 (b): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for competence. ✓ H16 (c): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for relatedness. ✓

  Rejected H1 (a): Higher the level of customer control (behavioural) lower will be the employee affective commitment.  H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment.  H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.  H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.  H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.  H3 (b): Higher the level of customer control (output) higher will be the employee work alienation.  H4 (a): Customer control (behavioural) has a negative impact on the satisfaction of the need for autonomy.  H4 (b): Customer control (output) has a negative impact on the satisfaction of the need for autonomy.  H5 (a): Customer control (behavioural) has a positive impact on the satisfaction of the need for competence. ✓ H5 (b): Customer control (output) has a positive impact on the satisfaction of the need for competence. ✓ H6 (a): Customer control (behavioural) has a negative effect on the satisfaction of the need for relatedness.  H6 (b): Customer control (output) has a negative effect on the satisfaction of the need for relatedness.  H7 (a): Satisfaction of the need for autonomy is positively related to affective commitment. ✓ H7 (b): Satisfaction of the need for competence is positively related to affective commitment. ✓ H7 (c): Satisfaction of the need for relatedness is positively related to affective commitment. ✓ H8 (a): Satisfaction of the need for autonomy is positively related to job involvement. ✓ H8 (b): Satisfaction of the need for competence is positively related to job involvement. ✓ H8 (c): Satisfaction of the need for relatedness is positively related to job involvement. ✓ H9 (a): Satisfaction of the need for autonomy is negatively related to alienation. ✓ H9 (b): Satisfaction of the need for competence is negatively related to alienation. ✓ H9 (c): Satisfaction of the need for relatedness is negatively related to alienation. ✓ H10: Psychological needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and employee affective commitment. needs of SDT (autonomy, competence, and relatedness) mediate the relationship between customer control and alienation. ✓ H13 (a): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy. ✓ H13 (b): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence. ✓ H13 (c): Perceived organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H14 (a): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H14 (b): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for competence.  H14 (c): Perceived organizational support moderates the relationship between customer control (output) and satisfaction of the need for relatedness.  H15 (a): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for autonomy. ✓ H15 (b): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for competence. ✓ H15 (c): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ H16 (a): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.  H16 (b): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for competence. ✓ H16 (c): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for relatedness.

  64 displays the comparison between the hypotheses results of both study-I and study-II. Most of the results are the same except for a few. H10 and H11 are completely accepted in study-I but partially in study-II. In study-II, the need for autonomy failed to mediate the relationship between behavioural customer control (BC) and affective commitment (AC) and between customer control (BC/OC) and job involvement. H13 (a) and H13 (b) both are rejected in study-I but accepted in study-II. In study-I, H14 (c) is accepted but rejected in study-II. The remaining four hypotheses: H15 (a), H15 (b), H16 (b), H16 (c), are rejected in study-I but accepted in study-II.

  control (behavioural) has a negative impact on the satisfaction of the need for autonomy.   H4 (b): Customer control (output) has a negative impact on the satisfaction of the need for autonomy.   H5 (a): Customer control (behavioural) has a positive impact on the satisfaction of the need for competence. ✓ ✓ H5 (b): Customer control (output) has a positive impact on the satisfaction of the need for competence. ✓ ✓ H6 (a): Customer control (behavioural) has a negative effect on the satisfaction of the need for relatedness.   H6 (b): Customer control (output) has a negative effect on the satisfaction of the need for relatedness. of the need for autonomy is positively related to job involvement. ✓ ✓ H8 (b): Satisfaction of the need for competence is positively related to job involvement. organizational support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ): Perceived supervisory support moderates the relationship between customer control (behaviour) and satisfaction of the need for relatedness. ✓ ✓ H16 (a): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for autonomy.   H16 (b): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for competence.  ✓ H16 (c): Perceived supervisory support moderates the relationship between customer control (output) and satisfaction of the need for relatedness.
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 62 Figure 6.2: Education as a moderator in Pakistani Data
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 63 Figure 6.3: Education as a moderator in Pakistani Data
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 65 Figure 6.5: Gender as a moderator in French Data

Figure 6 .

 6 Figure 6.6 shows, that customer control (BC) with age (groups: 34-41, 42-49 and 50 or more) has a moderating effect on job involvement. All the other interaction graphs are provided in annexure of this study (see appendix A-18).
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 66 Figure 6.6: Age as a moderator in French Data

Figure 6 .

 6 Figure 6.7 shows, that customer control (BC) with technical expertise (group: modérée) has a moderating effect on alienation. All the other interaction graphs are provided in annexure of this study (see appendix A-18).
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 67 Figure 6.7: Technical expertise as a moderator in French Data

Figure 6 .

 6 Figure6.9 shows, that customer control (BC) with client type (groups: external, internal and both) has a moderating effect on affective commitment. All the other interaction graphs are provided in annexure of this study (see appendix A-18).
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 69 Figure 6.9: Client type as a moderator in French Data

Figure 6 .

 6 Figure6.10 shows, that customer control (OC) with sector (groups: industrie, banque, assurance and services aux particuliers) has a moderating effect on job involvement. All the other interaction graphs are provided in annexure of this study (see appendix A-18).

Figure 6 .

 6 Figure 6.10: Sector as a moderator in French Data Figure 6.11 shows, that customer control (OC) with sector (group: banque) has a moderating effect on alienation. All the other interaction graphs are provided in annexure of this study (see appendix A-18).

Figure 6 .

 6 Figure 6.11: Sector as a moderator in French Data

Figure 6 .

 6 Figure 6.12 shows, that customer control (BC) with bank vs other sectors has a moderating effect on affective commitment. All the other interaction graphs are provided in annexure of this study (see appendix A-18).

Figure 6 .

 6 Figure 6.12: Bank vs other sectors as a moderator in French Data

Figure 6 .

 6 Figure 6.13 shows, that customer control (OC) with bank vs other sectors has a moderating effect on job involvement. All the other interaction graphs are provided in annexure of this study (see appendix A-18).

Figure 6 .

 6 Figure 6.13: Bank vs other sectors as a moderator in French Data Figure 6.14 shows, that customer control (OC) with bank vs other sectors has a moderating effect on alienation. All the other interaction graphs are provided in annexure of this study (see appendix A-18).

Figure 6 .

 6 Figure 6.14: Bank vs other sectors as a moderator in French Data

Figure 6 .

 6 Figure 6.16 shows, that customer control (BC) with country has a moderating effect on need for relatedness. All the other interaction graphs are provided in annexure of this study (see appendix A-19).

Figure 6 .

 6 Figure 6.16: Country as a moderator (Pak vs French Data) Figure 6.17 shows, that customer control (OC) with country has a moderating effect on need for autonomy. All the other interaction graphs are provided in annexure of this study (see appendix A-19).

Figure 6 .

 6 Figure 6.17: Country as a moderator (Pak vs French Data)

Competence

  I have the ability to do my work well. I feel competent at work. I am able to solve problems at work. I succeed in my work. Relatedness When I am with the people from my work environment, I feel understood. When I am with the people from my work environment, I feel heard. When I am with the people from my work environment, I feel as though I can trust them. When I am with the people from my work environment, I feel I am a friend to them.

o

  I do not enjoy my work. Facing my daily tasks is a painful and boring experience. Work to me is more like a chore or burden. I feel estranged/ disconnected from myself. I often wish I were doing something else. Over the years, I have become disillusioned about my work. I do not feel like putting in my best effort at work. I do not feel connected to the events in my workplace. Des clients externes (clients, patients, étudiants...) o Des clients internes (autres membres de mon entreprise) recevoir les résultats de cette étude, merci de saisir votre E-mail: Nous vous remercions vivement pour votre participation.

  d'un individu avec son organisation sur la base de ses expériences. Un engagement élevé est lié à la satisfaction, à une faible rotation du personnel et à un absentéisme moindre. Un individu qui se sent plus engagé envers son travail et son organisation aura un comportement plus positif. Par conséquent, il est important d'étudier et de se concentrer sur les facteurs qui peuvent fournir des employés engagés. (Princy & Rebeka, 2019). Plusieurs chercheurs ont conceptualisé l'engagement au fil des ans et il existe diverses conceptualisations de l'engagement (Meyer & Maltin, 2010) mais le MTC d'Allen et Meyer (1990) est le modèle le plus largement accepté. Selon Allen et Meyer (1990)Allen et Meyer, il existe trois types d'engagement organisationnel. Un employé est émotionnellement attaché à son organisation et a le sentiment d'en faire partie, il s'agit d'un engagement affectif (AC), lorsqu'un employé évalue le coût d'opportunité de quitter son emploi/organisation actuelle, il s'agit d'un engagement continu (CC). Il/elle se sent engagé(e) envers l'organisation parce qu'il/elle craint de subir une perte monétaire, professionnelle ou sociale s'il/elle quitte cet emploi. L'engagement normatif (NC) : un individu se sent engagé envers l'organisation en raison d'un sentiment de loyauté ou d'obligation. Il ne veut pas quitter l'organisation, même s'il n'est pas satisfait de son emploi ou de l'organisation, car il a le sentiment que l'organisation a dépensé de l'argent et du temps pour lui.

  l'impression de faire partie d'une communauté ou d'un groupe. Un sentiment de solitude conduit à l'anxiété et menace le bien-être d'un individu. Il oblige un individu à se séparer de ses compagnons de travail (O'Donohue & Nelson, 2014). Le dernier type d'aliénation est "l'autoétranglement", à ce stade, la personne se sent comme un étranger. Elle se sent détachée de son travail et des gens et se contente d'accomplir des tâches routinières pour atteindre ses objectifs sans éprouver aucune satisfaction à les accomplir. C'est comme une machine qui exécute des tâches sans aucun attachement ni lien émotionnel avec elle.

  généraliser les résultats. Les pays cibles et les échantillons de population sélectionnés sont extrêmement différents les uns des autres. Le Pakistan est un pays oriental, situé sur le continent asiatique. La culture, les habitudes, la nature et les pratiques commerciales sont très différentes de celles de l'Occident. La France est un pays développé, un État providence et a une forte influence culturelle dans le monde. Elle a des pratiques commerciales et des comportements d'achat et de vente différents de ceux des clients et des employés. Outre les différences culturelles et commerciales, les secteurs sélectionnés dans les deux études sont très différents. Dans l'étude pakistanaise, le secteur bancaire est sélectionné, alors qu'en France, l'échantillon n'est pas restreint et les données sont collectées auprès d'un large éventail de personnes travaillant dans différentes industries. L'objectif de la collecte de données auprès des employés de banque au Pakistan est de comprendre l'effet du contrôle sur le secteur bancaire. Le secteur bancaire joue un rôle très important dans le développement économique du pays ; les employés savent lire et écrire et peuvent facilement répondre à l'enquête. D'autre part, en France, il n'était pas facile pour moi de collecter suffisamment de données auprès des employés d'une seule industrie. Par conséquent, la population cible n'était pas limitée à une industrie ou à un secteur dans l'étude II. Mesures L'étude comporte dix variables de mesure. Un prédicteur (deux dimensions), deux modérateurs, trois médiateurs et trois variables de résultat. Les échelles de mesure comprennent le contrôle du client (variable indépendante), le soutien organisationnel perçu et le soutien du superviseur perçu (variables modératrices), les besoins psychologiques fondamentaux de la théorie de l'autodétermination : autonomie, compétence et relation (variables médiatrices) et les attitudes des employés sur le lieu de travail : engagement affectif, implication dans le travail et aliénation (variables dépendantes). L'étude comporte également des variables démographiques : sexe, âge, qualification, niveau d'expertise technologique, expérience professionnelle totale, expérience dans l'organisation actuelle pour l'étude I et l'étude II. L'étude II comporte quelques autres variables démographiques autres que celles mentionnées ci-dessus, bancaires pakistanaises et qui sont en contact direct avec les clients pour l'étude-I. Pour l'étude II, le contact direct des employés avec les clients n'était pas une exigence, pas plus que l'industrie ou le secteur. La plupart du temps, des contacts personnels et des sites sociaux en ligne ont été utilisés pour recueillir des données. Whatsapp, Facebook, LinkedIn et l'email ont été utilisés pour partager le questionnaire en ligne (formulaire Google). Le formulaire Google a été utilisé pour collecter les données car il était plus pratique, plus précis et plus rapide. Le lien en ligne a été partagé avec les directeurs de banque et d'autres cadres supérieurs de différentes banques pour l'étude I et il leur a été demandé de collecter les données auprès de leurs employés travaillant dans les agences. Pour l'étude II, le lien a été partagé avec de nombreux étudiants et professeurs, y compris des personnes appartenant à divers domaines. Pour l'étude II, 600 prospectus ont été distribués personnellement aux personnes travaillant dans n'importe quelle organisation en France. La collecte de données en France a demandé beaucoup de temps, de ressources et d'énergie. Toutes les réponses ont été fournies par les employés eux-mêmes. Pour l'étude I, les employés appartenaient à différentes régions du Pakistan et un grand nombre d'entre eux travaillaient dans des agences urbaines des banques. La plupart des données ont été reçues de grandes villes comme Islamabad, Rawalpindi, Karachi, Gilgit et Abbottabad. Des contacts personnels ont été utilisés pour collecter des données auprès des employés de banque et des questionnaires ont été directement envoyés aux employés travaillant dans différentes agences bancaires du Pakistan. Tous ces employés étaient des cols blancs à temps plein. Les données ont été collectées auprès des employés de banque, indépendamment de la division du secteur public ou privé. Au total, 700 questionnaires ont été distribués mais seulement 529 ont été reçus en retour. Le taux de réponse était de 76%, ce qui est suffisant pour cette recherche.

  macros de processus. Les outils logiciels IBM AMOS version 27 et IBM SPSS version 27 sont utilisés pour effectuer l'analyse des données. L'ensemble des données est divisé sur la base de deux échantillons différents : (1) l'échantillon pakistanais et (2) l'échantillon français. Le mathématicien et philosophe français Pascal aurait dit qu'une affirmation pouvait être vraie d'un côté des Pyrénées et fausse de l'autre. Nous ne pouvons pas simplement supposer que ce qui s'applique à une culture fonctionnera également dans une autre. En formulant clairement les restrictions de l'étude et les limites de la pertinence, la plupart des universitaires évitent les problèmes nationalistes. Le fait est que les universitaires et les praticiens de différentes cultures doivent faire des hypothèses sur la mesure dans laquelle cette méthode s'appliquera dans leurs nations et régions respectives. Par conséquent, l'objectif de cette étude est de réexaminer les concepts de base des comportements liés au sentiment d'accomplissement d'un point de vue interculturel. Bien que d'autres aient montré que la culture affecte les attentes des consommateurs de services, cette étude s'intéresse à l'impact de la culture sur les attentes des consommateurs. (Donthu & Yoo, 1998)cette étude s'intéresse à la corrélation entre le contrôle du client et les attitudes des employés sur le lieu de travail, modérée par la culture. L'analyse a permis de comprendre si le contrôle du client influence différemment les attitudes des employés sur le lieu de travail au Pakistan et en France. Outre la vérification des hypothèses principales, divers autres effets modérateurs sont étudiés entre les variables démographiques et les variables principales de cette étude. Cette étude est menée dans deux pays différents. Ainsi, l'étude de l'impact du pays sur les données était très importante. Conclusion Le plus grand défi de cette recherche était le manque de littérature antérieure et de recherche empirique disponible sur le contrôle du client et ses liens avec le soutien organisationnel perçu, le soutien du superviseur perçu et les trois besoins fondamentaux de la théorie de l'autodétermination (autonomie, compétence et relation). En raison de l'absence de recherches antérieures, nous nous appuyons principalement sur les liens indirects entre les variables de cette étude et leurs liens avec les autres variables, de nature familière aux variables utilisées dans cette étude. En outre, le contrôle du client n'est pas abordé en général dans les recherches antérieures. C'est pourquoi, beaucoup de littérature est prise dans le domaine du marketing et de la vente. Cependant, l'intérêt de cette étude ne concerne pas seulement les ventes mais aussi toutes les industries et tous les secteurs dans lesquels le client et l'employé ont un lien direct. C'est pourquoi il est difficile d'interpréter et de comprendre les résultats d'une manière claire. En particulier, le manque de soutien perçu de la part de l'organisation et des superviseurs influence le lien entre le contrôle du client et les besoins psychologiques fondamentaux. La taille de l'échantillon pour les deux études n'est pas très grande, elle ne peut pas représenter l'ensemble de la population, et les répondants qui n'ont pas proposé de répondre ne peuvent pas être ignorés. Par conséquent, il est proposé que les données soient collectées auprès d'un grand nombre de répondants. L'échantillon représentatif dans l'étude française était plus petit (N = 306), ce qui était beaucoup plus faible que dans l'étude pakistanaise (N = 480), ce qui peut avoir influencé la pertinence des résultats. Bien que l'étude ait trouvé relativement peu d'effets modérateurs des variables de soutien organisationnel/de supervision perçues avec le contrôle du client sur les besoins psychologiques fondamentaux de la TSD, des recherches futures pourraient être menées entre les variables de locus de contrôle et les traits de personnalité individuels comme modérateurs pour voir si les résultats liés à l'étude sont pertinents pour cette étude. La présente étude est menée dans le secteur bancaire pakistanais et en France (ensemble du secteur du travail), il est donc admis que cela a pu influencer les résultats de l'étude également. Les recherches futures doivent se concentrer sur le secteur commun tout en effectuant la comparaison interculturelle. Les recherches futures sur ce phénomène en utilisant une variété d'approches méthodologiques (par exemple, des entretiens, des observations ou des expérimentations sur le terrain), pourraient fournir des informations précieuses aux organisations. Les chercheurs peuvent comprendre la nature des éléments externes importants qui influencent les attitudes et les performances des employés après en avoir une connaissance plus détaillée. La découverte de l'environnement extérieur peut prendre un certain temps, mais les efforts seront récompensés. Étant donné que de nombreux managers ne connaissent pas ce champ de réflexion, il est tout à fait bénéfique. En outre, des recherches futures pourraient examiner quel type de contrôle de la clientèle (comportemental et de sortie) est plus efficace chez les employés qui subissent une forte pression de sources extérieures. Il serait intéressant d'examiner comment les managers peuvent concevoir le travail de manière à minimiser, éviter ou même profiter de l'environnement externe. Les résultats finaux ne sont pas totalement conformes aux hypothèses proposées. Il y a quatre résultats principaux : (1) le contrôle du client a une relation positive avec l'engagement affectif et l'implication dans le travail et négative avec l'aliénation, ce qui est contraire à ce qui
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Table 1 .1: Summary of the Concepts of Customer Used in Different Kinds of Literature Function Concepts Comments

 1 

			The marketing literature focuses on customer
			satisfaction by empowering and making them
	Marketing	Consumer empowerment Consumer co-producer	the co-creators in the business process. Customer is used to gain competitive advantage
			by having more freedom of choice and being an
			active partner in business.
	Accounting	Balance score card Ex-Ante and Ex-Post	

  You can get straight feedback from your best customers on how your business can advance rather than assuming what your customers desire and how they see your brand. Your consumers may let you know what you're doing well and what might be improved. Fortunately, technology has made gathering client feedback simpler than ever. You can access information that is promptly processed and displayed in a clear, structured manner rather than counting countless review cards. Business use technological tools to collect feedback from customers. It helps to get genuine feedback from customers in no time. Tools like voice of the customer (VoC), online surveys, online reviews, user testing, visual feedback and community feedback are used to collect customer's feedback

Table 1 .2: Pakistani and French Cultural Comparison Cultural Characteristics Pakistan France

 1 

	Diversity	Homogeneity
	Muslim Majority	Christian Majority
	Conservative	Modern
	Helpful, Friendly, Approachable, Humble,	Reserved and Formal
	Hospitable	
	Collectivism	Individualism
	Hardworking	Relaxed
	Emotional	Practical
	Non-welfare State	Welfare State
	Gender inequality	Gender equality

Table 1 .3: Cultural Dimensions Based on Hofstede 6-D Model (Pak vs France) Cultural Dimensions Score of Country Pakistan France

 1 

	Power Distance	55	68
	Individualism vs. Collectivism	14	71
	Masculine vs. Femininity	50	43
	Uncertainty Avoidance	70	86
	Long Term vs. Short Term Orientation	50	63
	Indulgence vs. Restraint	0	48
	According to Giraud (2017), aall across the world, consumer expectations for the
	service they receive from businesses are constantly rising. But, there are still big disparities
	between what people want in various cultures. The motto "the customer is always right" was
	born in the US, where providing exceptional customer service is viewed as crucial to
	differentiating your product or service. However, service personnel do not view tips as an
	optional extra but rather as a regular expectation. Service employees in France, like waiters
	and shop assistants, view the customer as being on an equal level; hence, they do not always
	prioritize the requirements of the customer over their own. All of these variations in what they
	anticipate affect the levels of service that local customers receive.		
	Asia undoubtedly consists of numerous nations, each with a distinctive culture. For
	instance, Thai customers value polite, knowledgeable staff much more than South Korean or
	Malaysian customers, and according to a survey by The Economist Intelligence Unit (EIU),
	63% of Chinese respondents said they would immediately switch brands if they experienced
	poor service, compared to less than 25% of Indian respondents. However, research shows that

Table 2 .1: Analysis of Modes of Control in an Organization Who controls? What do you control? What is the reaction of control? When the control did takes place? What are the processes of control? What are the means of

 2 

	control?

Before the action • During the action • After the action • Cybernetics • Homeostasis • Non-Cyber • The market • The organization • The culture • Inter-individual relations

  

Table 2 .2: Customer Control in an Organization

 2 

	Who controls? (1)	What do you control? (2)	What is the reaction to control? (3)	When did the control take place? (4)	What are the processes of control? (5)	What are the means of control? (6)
			Employee	Before the		
		The actions and	commitment	action		
	Customer	the results of the	Job involvement	During the	Cybernetics	Technology
		employees	Alienation	action		
			(Detachment,	After the		
			Isolation)	action		
			(			

  , research on Norwegian employees shows a positive link between manager support for employees' basic psychological needs satisfaction and motivation and few psychological and health issue as well as low turnover intentions and absenteeism.Baard et al.'s (2004a) study on employees of two banking companies and Liu et

al.'s (2011) 

study on American manufacturing company employees, both supported the positive connection between supervisor's autonomy support and satisfaction of basic psychological needs (autonomy, competence and relatedness).

[START_REF] Roche | A metamodel approach towards self-determination theory: A study of New Zealand managers' organisational citizenship behaviours[END_REF] 

study on New Zealand employees shows the significant influence of intrinsic goal orientation on organization citizenship behaviours. A positive relationship is found between the satisfaction of basic psychological needs, work engagement and autonomy supported workplace

[START_REF] Schreurs | Work values and work engagement within teams: The mediating role of need satisfaction[END_REF]

. Contrary to above studies, the examination of nurses, by

[START_REF] Trépanier | Workplace bullying and psychological health at work: The mediating role of satisfaction of needs for autonomy, competence and relatedness[END_REF] 

reported need-thwarting behaviours led to high burnout and low work engagement and it is mediated by frustration of the basic psychological needs. It can be concluded from the above findings that positive work outcomes and employee motivation can be enhanced by adopting autonomy supported work environment

Table 4 .1: Example of Likert-Type Scale

 4 

	Strongly	Disagree	Neutral	Agree	Strongly Agree
	Disagree				
	(1)	(2)	(3)	(4)	(5)
	o	o	o	o	o

Table 4 .2: Items of Behavioural Customer Control

 4 

	Sr.	English	French
	1	My customer monitors and evaluates my ability	Mon client évalue ma capacité à le servir
		to, Provide prompt service	rapidement
	2	My customer monitors and evaluates my ability	Mon client évalue ma capacité à ne jamais
		to, Never being too busy to respond to his/her	être trop occupé pour répondre à sa
		(customer) request	demande
	3	My customer monitors and evaluates my ability	Mon client évalue ma capacité à le mettre en
		to, Instil confidence in him/her (customer)	confiance
	4	My customer monitors and evaluates my ability	Mon client évalue ma courtoisie
		to, Courteousness	
	5	My customer monitors and evaluates my ability	Mon client évalue ma capacité à répondre à
		to, Adequate knowledge to answer his/her	ses questions
		(customer) questions	
	6	My customer monitors and evaluates my ability	Mon client évalue l'attention que je lui porte.
		to, Individual attention he/she (customer)	
		received	
	7	My customer monitors and evaluates my ability	Mon client surveille et évalue l'attention que
		to, Personal attention	je lui porte
	8	My customer monitors and evaluates my ability	Mon client évalue ma capacité à défendre
		to, Having his/her (customer) best interests at	ses intérêts
		heart	
	9	My customer monitors and evaluates my ability	Mon client évalue ma capacité à comprendre
		to, Understanding his/her (customer) specific	ses besoins particuliers
		needs	
	Output Customer Control: I have adapted and modified the output control scale from two
	scales: output and process control scales, developed by Evans, Landry, Li, & Zou, (2007), five
	items were used in this scale. The output customer control scale has five items.

Table 4 .3: Items of Output Customer Control

 4 

	Sr.	English	French
		My customer evaluates the extent to which I	Mon client évalue mon respect des normes
	1	attain pre-defined customer service standards	de services
		My customer informs me on whether I met	Mon client évalue ma faculté de répondre à
	2	his/her expectations	ses attentes
		If my customer service standards are not met,	Si mes normes de service à la clientèle ne
	3	I am answerable to my customer	sont pas respectées, je suis responsable
			envers mon client
		I receive feedback from my customer	J'ai des retours d'information de mon client
		concerning the extent to which I achieve	pour améliorer mes services
	4	customer service standards	
		I receive frequent performance feedback from	Je reçois fréquemment des retours
	5	my customers	d'information de mon client

Table 4 .4: Items of Perceived Organizational Support

 4 

	Sr.	English	French
	1	My organization values my contribution to its	Mon entreprise valorise ma contribution à
		well-being	son bon fonctionnement
	2	My organization strongly considers my goals	Mon entreprise prend en considération mes
		and values	objectifs et mes valeurs
	3	Help is available from my organization when I	De l'aide est disponible dans mon entreprise
		have a problem	quand j'ai un problème
	4	My organization really cares about my well-	Mon entreprise se préoccupe de moi et de
		being	mon bien-être
	5	My organization cares about my opinions	Mon entreprise valorise mes idées
	6	My organization takes pride in my	Mon entreprise est fière de mes réalisations
		accomplishments at work	au travail
	7	My organization tries to make my job as	Mon entreprise essaie de rendre mon travail
		interesting as possible	aussi intéressant que possible

Table 4 .5: Items of Perceived Supervisory Support

 4 

	Sr.	English	French
	1	My immediate supervisor is friendly and	Mon supérieur immédiat est accessible
		approachable	
	2	My immediate supervisor helps make my job	Mon supérieur immédiat m'aide à rendre
		more pleasant	mon travail plus agréable
	3	My immediate supervisor treats all workers as	Mon supérieur immédiat traite les membres
		his equals	de son équipe comme des égaux
	4	My immediate supervisor looks out for the	Mon supérieur immédiat veille au bien-être
		personal welfare of group members	des membres de son équipe

Table 4 .6: Items of Need for Autonomy

 4 

	Sr.	English	French
	1	My work allows me to make decisions	Mon travail me permet de prendre des
			décisions
	2	I can use my judgment when solving work-	J'utilise mon jugement pour résoudre des
		related problems	problèmes dans mon travail
	3	I can take on responsibilities at my job	J'assume des responsabilités dans mon
			travail
	4	At my work, I feel free to execute my tasks in	Je me sens libre d'exécuter mes tâches à ma
		my own way	manière dans mon travail
	2. Need for Competence	
	I have adapted the	

basic psychological needs of the SDT scale

  

created by

[START_REF] Brien | The Basic Psychological Needs at Work Scale: Measurement Invariance between Canada and France[END_REF]

, the need for competence scale includes four items.

Table 4 .7: Items of Need for Competence

 4 

	Sr.	English	French
	1	I have the ability to do my work well	J'ai les moyens de bien faire mon travail
	2	I feel competent at work	Je me sens compétent dans mon travail
	3	I am able to solve problems at work	Je suis capable de résoudre les problèmes
			auxquels je suis confronté au travail
	4	I succeed in my work	Je réussis dans mon travail

Table 4 .8: Items of Need for Relatedness

 4 

	Sr.	English	French
	1	When I am with the people from my work	Quand je suis avec mes collègues de travail,
		environment, I feel understood	je me sens compris
	2	When I am with the people from my work	Quand je suis avec mes collègues de travail,
		environment, I feel heard	ils m'écoutent
	3	When I am with the people from my work	Quand je suis avec mes collègues de travail,
		environment, I feel as though I can trust them	je peux leur faire confiance
	4	When I am with the people from my work	Quand je suis avec mes collègues de travail,
		environment, I feel I am a friend to them	je me sens dans un environnement amical

Table 4 .9: Items of Affective Commitment

 4 

	Sr.	English	French
	1	I would be very happy to spend the rest of my	Je serais très heureux de passer le reste de
		career with this organization	ma carrière dans mon entreprise.
	2	I really feel as if this organization's problems	Je me sens concerné par les problèmes de
		are my own	mon entreprise.
	3	I feel a strong sense of "belonging" to my	J'ai un grand sentiment d'appartenance à
		organization	mon entreprise

Table 4 .10: Items of Job Involvement

 4 

	Sr.	English	French
		The most important things that happen to me	Les choses les plus importantes qui
		involve my present job	

Table 4 .11: Items of Alienation

 4 

	Sr.	English	French
	I do not enjoy my work	Je n'aime pas mon travail
	Facing my daily tasks is a painful and boring	Mes activités quotidiennes sont pénibles et
	experience		ennuyeuses
	Work to me is more like a chore or burden	Mon travail est routinier et représente un
			fardeau
	I feel estranged/ disconnected from myself	Je me sens étranger à mon travail
	I often wish I were doing something else	Je souhaite souvent faire autre chose
	Over the years, I have become disillusioned	Pendant toutes ces années j'ai perdu mes
	about my work		illusions concernant mon travail
	I do not feel like putting in my best effort at work Je n'ai pas envie de faire de mon mieux au
			travail
	I do not feel connected to the events in my	Je ne me sens pas en phase avec la vie de
	workplace		mon entreprise

Table 5 .1: Cronbach Alphas after Pilot Study (Pakistani Data) Variables Abbreviation No. of Items on a scale Cronbach alpha (α)

 5 The final data collection from Pakistani bank employees started in January 2021 and was completed in February 2021. It took one month to collect 529 responses. Digital resources such as Facebook, WhatsApp, LinkedIn and email were used to collect data. A digital survey

	Behavioural customer control	BC	9	.876
	Output customer control	OC	5	.774
	Perceived organization support	POS	7	.937
	Perceived supervisor support	PSS	4	.904
	Need for autonomy	Aut	4	.801
	Need for competence	Comp	4	.786
	Need for relatedness	Rel	4	.901
	Affective commitment	AC	6	.903
	Job involvement	JI	10	.917
	Alienation	AN	8	.927

As a result, data screening methods such as descriptive statistics, missing values, and unengaged responses for finding univariate/multivariate outliers are also discussed. After doing the initial data screening, the demographic profiles of the participants were summarized in Table

5

.2. The demographic data excludes the cases, which were dropped by initial data screening and only includes those whose responses were recorded for the whole study. The frequency and percentage of demographic variables are displayed in Table

5

.1 for study-I. These variables include gender, age, qualification, technical expertise, total job experience and experience in this (current) organization. Total 529 responses were received but after removing unengaged responses, only 480 responses were left. Therefore, the demographic table includes only those 480 valid responses.

Table 5 .2: Demographic Characteristics of Participants (Pakistani Data)

 5 

	Variables	Category	Frequency	Percentage
	Gender	Male		79.8
		Female		20.2
		Total		100.0
	Age	18-25		7.5
		26-33		39.6
		34-41		41.7
		42-49		6.9
		50 or more		4.4
		Total		100.0
	Qualification	Graduation		15.0
		Masters		57.7
		MS M.Phil.		22.5
		Doctorate		1.9
		Other		2.9
		Total		100.0
	Technical expertise	Basic		18.8
		Moderate		60.8
		Advanced		20.4
		Total		100.0
	Total Job experience	Less than 1 year		3.8
		1-3 years		13.3
		4-6 years		17.5
		7-9 years		14.6
		10 or more years		50.8
		Total		100.0
	Experience in this organization	Less than 1 year		8.5
		1-3 years		22.3
		4-6 years		20.0
		7-9 years		11.0
		10 or more years		38.1
		Total		100.0
	(N = 480)			

Table 5 .3: Missing Values (Pakistani Data)

 5 

	Variable

Table 5 .4: Unengaged Responses (Pakistani Data) Respondent's ID No.

 5 

	35	217	315	502	509	516	523
	73	279	322	503	510	517	524
	93	281	323	504	511	518	525
	97	284	350	505	512	519	526
	145	296	361	506	513	520	527
	170	300	394	507	514	521	528
	196	311	406	508	515	522	529
	(Total unengaged responses removed = 49)				

  The distribution of data for a given variable is referred to as normality. It is frequently assumed that the data is regularly distributed, although this is rarely the case. Shape, skewness, and kurtosis (flat/peaked) are all used to determine normalcy. The Kolmogorov-Smirnov and Shapiro-Wilk tests, skewness, kurtosis, and the histogram are all graphical and statistical approaches for determining normalcy (graphical method).

The criteria to use the following normality tests is as follows: (1) skewness and kurtosis, samples must be below 50: use the z value. -1.96 and +1.96 (z scores for kurtosis and skewness are computed by dividing the skewness and kurtosis by their standard error), for samples between 50 and 300: use a more liberal z range. -3.29 and +3.29. For larger samples: Absolute skewness value between -2 and +2. Absolute kurtosis value between -7 and +7. Without considering z-values, rely on histograms and absolute values of skewness and kurtosis for sample sizes bigger than 300. For determining substantial non-normality, either an absolute skew value greater than 2 or an absolute kurtosis (proper) greater than 7 might be utilized as reference values

Table 5 .6: Threshold Level for the VIF

 5 

	No. Description	Threshold level	Multicollinearity description
	1	VIF < 3	No collinearity issue
	2	VIF > 3	Potential Issue
	3	VIF > 5	Very likely Issue
	4	VIF > 10	Definitely Issue

Table 5 .7: Appropriateness of Data (Adequacy)

 5 

	KMO Statistics	
	Marvellous	.90s
	Meritorious	.80s
	Middling	.70s
	Mediocre	.60s
	Miserable	.50s
	Unacceptable	<.50s

Table 5 .8: KMO and Bartlett's Test (Pakistani Data)

 5 

	Kaiser-Meyer-Olkin Measure of
	Sampling Adequacy.

Table 5 .12: KMO and Bartlett's Test (Pakistani Data)

 5 

	Kaiser-Meyer-Olkin Measure of
	Sampling Adequacy.

Table 5 .16: Model Fit Indices and Cut-Offs

 5 To check model fitness, confirmatory factor analysis was conducted in IBM SPSS AMOS version 27. (1) Shows the initial CFA results for study-I. Whereas, (2) shows the final CFA for study-I. Table5.17 shows the initial CFA model (1) fitness results: CMIN is 3265.344 and DF was 1439. CFI is 0.883, SRMR is 0.054, RMSEA is 0.051 and PClose is 0.149. All these measures depict an excellent model fit except CFI that is terrible

	Measure	Terrible	Cut-offs Acceptable	Excellent
	CMIN/DF	> 5	> 3	> 1
	CFI	<0.90	<0.95	>0.95
	SRMR	>0.10	>0.08	<0.08
	RMSEA	>0.08	>0.06	<0.06
	PClose	<0.01	<0.05	>0.05
		(Gaskin & Lim, 2016; Hu & Bentler, 1999)	
	1. Confirmatory Factor Analysis (Model Fit for Pakistani Data)	

Table 5 .17: Confirmatory Factor Analysis (Model Fit) (Pakistani Data)

 5 

	Fitness indices	Estimate	Threshold	Interpretation
	Chi-square /DF	2.269	< 3	Excellent
	P-value	0.00	<0.05	Significant
	CFI	0.883	>0.95	Terrible
	SRMR	0.054	<0.08	Excellent
	RMSEA	0.051	<0.06	Excellent
	PClose	0.149	>0.05	Excellent

Table 5 .18: Covariance between Items (Pakistani Data)

 5 

	Sr.	Covariance between items Items
	1	AN5	AN6
	2	BC1	BC2
	3	BC7	BC8
	4	JI2	JI10
	5	JI4	JI5
	6	JI8	JI9
	7	AC2	AC3
	8	REL1	REL2

After solving the covariance issues between items, the updated CFA model (b) fitness results are: CMIN is 2980.104 and DF is 1431. Table

5

.19 shows the CFA results: CFI is 0.901, SRMR is 0.053, RMSEA is 0.048 and PClose is 0.954. All these measures depict an excellent model fit except CFI which is acceptable but not excellent

Table 5 .19: Confirmatory Factor Analysis (Model Fit) (Pakistani Data)

 5 

	Fitness indices	Estimate	Threshold	Interpretation
	Chi-square /DF	2.083	< 3	Excellent
	P-value	0.00	<0.05	Significant
	CFI	0.901	>0.95	Acceptable
	SRMR	0.053	<0.08	Excellent
	RMSEA	0.048	<0.06	Excellent
	PClose	0.954	>0.05	Excellent

Table 5 .20: Validity Measures, Fit Indices and Threshold Levels

 5 

	Measures	Fit Indices	Threshold
	Reliability	Composite Reliability (CR) (Nunally & Bernstein, 1994)	>.90 great; > .80 good; > .70 fair
	Convergent Validity	Average Variance Extracted (AVE)	AVE > .50
	(Accuracy of	(Stewart, 2009)	
	instrument)		
		MSV < AVE	MSV < AVE
	Discriminant validity	Average Shared Squared Variance	ASV < AVE
		(ASV)	

Table 5 .21: Convergent/ Discriminant Validity and Reliability (Pakistani Data)

 5 

		CR	AVE	MSV	MaxR(H)
	AN	0.912	0.568	0.082	0.922
	Org_Supp	0.911	0.594	0.461	0.914
	BC	0.889	0.473	0.142	0.895
	JI	0.895	0.517	0.529	0.9
	AC	0.901	0.647	0.529	0.912
	Comp	0.813	0.523	0.312	0.828
	Sup_Supp	0.887	0.662	0.461	0.894
	REL	0.823	0.539	0.41	0.833
	OC	0.748	0.438	0.19	0.807
	AUT	0.79	0.556	0.449	0.791
	The analysis is done by using the tool provided by			

Table 5 .22: Convergent/ Discriminant Validity and Reliability (Pakistani Data)

 5 

		CR	AVE	MSV	MaxR(H)
	AN	0.912	0.568	0.082	0.922
	Org_Supp	0.911	0.594	0.461	0.914
	BC	0.875	0.501	0.122	0.880
	JI	0.805	0.508	0.487	0.807
	AC	0.901	0.646	0.487	0.912
	Comp	0.813	0.523	0.311	0.828
	Sup_Supp	0.887	0.662	0.461	0.894
	REL	0.823	0.539	0.410	0.833
	OC	0.752	0.511	0.174	0.797
	AUT	0.790	0.556	0.450	0.791

Figure 5.3: Validity & reliability (Convergent & discriminant) all constructs

Table 5 .24: Direct Correlations, Means and Standard Deviations of All Variables

 5 

	Variable	Mean	SD	1	2	3	4	5	6	7	8	9	10
	(1) BC	3.8995	0.65022	(.891)									
	(2) OC	3.6000	0.72092	.355 **	(.744)								
	(3) Org_Sup	3.4104	0.84496	.208 **	.361 **	(.910)							
	(4) Sup_Sup	3.5625	0.95843	.121 **	.230 **	.611 **	(.886)						
	(5) Aut	3.7021	0.82069	.208 **	.295 **	.572 **	.499 **	(.800)					
	(6) Comp	4.2365	0.55098	.228 **	.310 **	.289 **	.239 **	.442 **	(.808)				
	(7) Rel	3.7589	0.70751	.157 **	.274 **	.464 **	.463 **	.497 **	.477 **	(.833)			
	(8) AC	3.7746	0.82736	.114 *	.282 **	.511 **	.398 **	.394 **	.352 **	.529 **	(.911)		
	(9) JI	3.5896	0.74864	.238 **	.352 **	.367 **	.305 **	.386 **	.372 **	.432 **	.626 **	(.913)	
	(10) AN	2.5396	0.85472	-.064	-.087	-.227 **	-.198 **	-.193 **	-.216 **	-.216 **	-.262 **	-.161 **	(.914)
	N=480, ** Correlation is significant at the 0.01 level (2-tailed), ( ) = Alpha							
	* Correlation is significant at the 0.05 level (2-tailed), ( ) = Alpha							
	5.1												

.7.2. Moderation Analysis Moderation

  analysis is used to identify when, or under what conditions, or for what sort of individuals that effect exists or does not, and in what intensity. Interaction is another term used for moderation. If W moderates X's effect on Y, then X and W interact. Most researchers

Table 5 .25: Moderating Effect Analysis (Correlations)

 5 

		Variables		Level of moderating variable
	Independent	Moderating	Dependent	Low Level	High Level
	Behavioural Control Perceived Organizational Support	Aut	.152*	.182**
			Comp	.181**	.236**
			Rel	.037	.256**
		Perceived Supervisor Support	Aut	.155*	.235**
			Comp	.176**	.288**
			Rel	.029	.320**
	Output Control	Perceived Organizational Support	Aut	.048	.305**
			Comp	.176**	.281**
			Rel	.038	.300**
		Perceived Supervisor Support	Aut	.156*	.334**
			Comp	.251**	.271**
			Rel	.162**	.253**
	** Correlation is significant at the 0.01 level (2-tailed).			

* 

Correlation is significant at the 0.05 level (2-tailed).

Table 5 .26: Moderating Analysis (Linear Regression)

 5 

	Independent Variables	Dependent Variables		Perceived Organizational Support
			β	SE	R 2	t	Sig.
	BC	Aut	.004	.049	.340	0.084	.933
	BC	Comp	.064	.038	.123	1.677	.094
	BC	Rel	.152	.045	.239	3.341	.001
	OC	Aut	.022	.042	.333	0.540	.590
	OC	Comp	.033	.032	.125	1.041	.299
	OC	Rel	.074	.039	.229	1.909	.057
	N = 480, P < .01, P < .05, P < .10						

Table 5 .27: Moderating Analysis (Linear Regression) Independent Variables Dependent Variables Perceived Supervisory Support

 5 

	β	SE	R 2	t	Sig.

Table 5 .28: Moderating Analysis by Process (Model-I) Independent Variable Moderating Variable

 5 

			Dependent	β	P	LLCI	ULCI	CI	Moderation
			Variable						Effect
	BC	Org_Supp	Aut	.0001	.9990	-.0958	.0957	95%	No
	BC		Comp	.0566	.1338 -.0055	.1188	95%	No
	BC		Rel	.1523	.0008	.0781	.2264	95%	Yes
	OC		Aut	.0224	.6162	-.0513	.0962	95%	No
	OC		Comp	.0192	.5770	-.0374	.0758	95%	No
	OC		Rel	.0948	.0223	.0136	.1761	95%	Yes
	BC	Sup_Supp	Aut	-.0132	.7929	-.1117	.0854	95%	No
	BC		Comp	.0171	.6483	-.0446	.0788	95%	No
	BC		Rel	.0868	.0512	.0136	.1600	90%	Yes
	OC		Aut	.0422	.2939	-.0367	.1210	95%	No
	OC		Comp	-.0338	.2561	-.0923	.0246	95%	No
	OC		Rel	.0039	.9133	-.0660	.0738	95%	No

N = 480, P < .01, P < .05, P < .10

  Process Macros model 4, using version 3.5 in IBM SPSS Statistics 27. Table 5.29 displays mediating indirect causal effects of BC and OC through basic psychological needs of SDT (Aut, Comp and Rel) on the dependent variables (AC, JI and AN). If LLCI and ULCI have the same signs, meaning no zero

Table 5 .29: Mediating Analysis by Process Macros (Model-4)

 5 

	Independent	Mediating	Dependent	β	LLCI	ULCI	CI	Mediation
	Variable	Variable	Variable					Effect
	BC	Aut	AC	.102	.053	.160	95%	Yes (F)
			JI	.084	.042	.137	95%	Yes (P)
			AN	-.051	-.094	-.018	95%	Yes (F)
	BC	Comp	AC	.099	.050	.156	95%	Yes (F)
			JI	.087	.044	.140	95%	Yes (P)
			AN	-.063	-.111	-.025	95%	Yes (F)
	BC	Rel	AC	.104	.041	.176	95%	Yes (F)
			JI	.073	.025	.131	95%	Yes (P)
			AN	-.043	-.083	-.013	95%	Yes (F)
	OC	Aut	AC	.115	.069	.167	95%	Yes (P)
			JI	.094	.054	.141	95%	Yes (P)
			AN	-.064	-.107	-.026	95%	Yes (F)
	OC	Comp	AC	.103	.058	.156	95%	Yes (P)
			JI	.093	.054	.139	95%	Yes (P)
			AN	-.076	-.122	-.039	95%	Yes (F)
	OC	Rel	AC	.153	.098	.216	95%	Yes (P)
			JI	.103	.060	.155	95%	Yes (P)
			AN	-.067	-.107	-.033	95%	Yes (F)
	N = 480, CI = 95%, F = Full, P = Partial					

Table 5 .30: Moderated Mediation Stage-I Analysis by Process (Model-VII)

 5 

		Variables					Level of Moderation				Moderated	
														Mediation Index
						Low			Average			High				
	X	W	M	Y	Effect	LLCI	ULCI	Effect	LLCI	ULCI	Effect	LLCI	ULCI	Index	LLCI	ULCI
				AC	.046	-.010	.099	.046	.010	.086	.046	.002	.097	.000	-.037	.045
			Aut	JI	.038	-.007	.086	.038	.008	.073	.038	.001	081	.000	-.031	.035
				AN	-.023	-.056	.004	-.023	-.049	-.004	-.023	-.052	-.001	.000	-.022	.020
				AC	.062	.000	.120	.087	.040	.139	.111	.051	.186	.029	-.013	.085
		Org	Comp	JI	.055	.000	.109	.076	.036	.125	.098	.043	.171	.026	-.010	.079
				AN	-.040	-.088	-.001	-.055	-.100	-.021	-.071	-.129	-.027	-.019	-.055	.008
				AC	-.005	-.087	.072	.074	.015	.135	.153	.076	.241	.093	.039	.166
			Rel	JI	-.003	-.061	.056	.052	.009	.105	.107	.051	.179	.065	.028	.117
				AN	.002	-.032	.039	-.031	-.064	-.005	-.064	-.113	-.026	-.039	-.075	-.013
	BC			AC	.078	.018	.137	.073	.031	.123	.068	.010	.139	-.005	-.043	.043
			Aut	JI	.064	.014	.116	.060	.024	.103	.056	.008	.116	-.004	-.036	.035
				AN	-.039	-.079	-.007	-.037	-.070	-.011	-.034	-.075	-.004	.003	-.021	.023
				AC	.081	.000	.148	.090	.042	.139	.098	.036	.173	.009	-.037	.073
		Sup	Comp	JI	.072	-.002	.134	.079	.040	.124	.087	.033	.152	.008	-.034	.068
				AN	-.052	-.108	.000	-.057	-.101	-.023	-.063	-.120	-.021	-.006	-.048	.026
				AC	.027	-.078	.120	.078	.020	.142	.129	.045	.229	.053	-.016	.138
			Rel	JI	.019	-.051	.089	.055	.014	.104	.090	.032	.161	.037	-.012	.093
				AN	-.011	-.054	.032	-.033	-.066	-.007	-.054	-.105	-.016	-.022	-.060	.007
				AC	.034	-.017	.080	.041	.006	.078	.047	.010	.097	.008	-.020	.048
			Aut	JI	.028	-.017	.069	.033	.004	.066	.039	.007	.077	.006	-.018	.038
				AN	-.019	-.050	.009	-.023	-.048	-.003	-.026	-.057	-.004	-.004	-.027	.012
				AC	.073	.021	.130	.080	.042	.125	.087	.042	.141	.008	-.026	.048
		Org	Comp	JI	.066	.018	.115	.072	.036	.112	.079	.038	.128	.008	-.024	.044
				AN	-.054	-.098	-.015	-.059	-.098	-.027	-.065	-.114	-.027	-.006	-.038	.018
				AC	.029	-.049	.103	.074	.023	.128	.120	.058	.186	.054	.000	.111
			Rel	JI	.019	-.034	.077	.050	.013	.093	.081	.038	.129	.036	-.001	.073
				AN	-.013	-.049	.023	-.033	-.063	-.009	-.053	-.092	-.020	-.024	-.053	.000
	OC			AC	.061	.010	.112	.075	.039	.118	.089	.043	.147	.015	-.015	.054
			Aut	JI	.050	.008	.095	.062	.032	.099	.073	.035	.121	.012	-.012	.044
				AN	-.034	-.069	-.005	-.042	-.075	-.015	-.050	-.091	-.017	-.008	-.031	.008
				AC	.103	.050	.164	.089	.050	.134	.075	.031	.129	-.015	-.048	.020
		Sup	Comp	JI	.093	.044	.150	.080	.046	.119	.067	.029	.111	-.013	-.046	.015
				AN	-.077	-.126	-.033	-.066	-.108	-.033	-.055	-.103	-.020	.011	-.015	.035
				AC	.097	.017	.183	.099	.050	.154	.101	.038	.172	.002	-.055	.058
			Rel	JI	.065	.012	.134	.067	.032	.111	.068	.026	.119	.001	-.039	.119
				AN	-.043	-.090	-.007	-.044	-.078	-.018	-.045	-.084	-.014	-.001	-.025	.

Table 5 .37: Demographic Characteristics of Participants (French Data)

 5 Table 5.37. The demographic data excludes the cases, which are dropped by initial data screening and only includes those whose responses are recorded for the whole study. The frequency and percentage of demographic variables are displayed in Table 5.37. In study-II, the target market is not specified and includes employees from all sectors and a few more characteristics other than gender, age, qualification, technical expertise, total job experience and experience in this (current) organization are included. The other characteristics are workforce, sector, position in the organization and client type. 322 responses are received for study-II and after data cleansing 306 valid responses remained.

	Variables	Category	Frequency	Percentage
	Gender	Male	176	57.5
		Female	130	42.5
		Total	306	100.0
	Age	18-25	30	9.8
		26-33	97	31.7
		34-41	115	37.6
		42-49	44	14.4
		50 or more	20	6.5
		Total	306	100.0
	Qualification	Aucune	30	9.8
		Bac	22	7.2
		Bac+2	27	8.8
		Bac+3/4 (licence)	44	14.4
		Bac+5 (master)	142	46.4
		Bac+6 ou plus (doctorat...)	41	13.4
		Total	306	100.0
	Technical expertise	Élémentaire	27	8.8
		Modérée	129	42.2
		Avancée	137	44.8
		Modérer	13	4.2
		Total	306	100.0
	Workforce	moins de 50	70	22.9
		50 -250	59	19.3
		250 -5 000	88	28.8
		5 000 -10 000	28	9.2
		10 000 et plus	61	19.9
		Total	306	100.0
	Sector	Industrie	29	9.5
		Banque	62	20.3
		Assurance	15	4.9
		BTP	23	7.5
		Commerce/distribution	20	6.5
		Services aux particuliers	29	9.5
		Services aux entreprises	37	12.1
		Education	44	14.4
		Autre	47	15.4
		Total	306	100.0
	Position in organization	Front: en contact direct avec les clients	144	47.1
		Middle: encadrement	122	39.9
		Direction	40	13.1
		Total	306	100.0
	Total Job experience	Moins d'un an	13	4.2
		1-3 ans	45	14.7
		4-6 ans	57	18.6
		7-9 ans	44	14.4
		10 ans et plus	147	48.0
		Total	306	100.0
	Experience in this organization Moins d'un an	34	11.1
		1-3 ans	77	25.2
		4-6 ans	80	26.1
		7-9 ans	43	14.1
		10 ans et plus	72	23.5
		Total	306	100.0
	Client type	External	118	38.6
		Internal	44	14.4
		Both	144	47.1
		Total	306	100.0
	(N = 306)			

Table 5 .38: Missing Values (French Data)

 5 

	Variable

Table 5 .39: Unengaged Responses (French Data) Respondent's ID No.

 5 

	74	108	115	152	163	172	214	295
	(Total unengaged responses removed = 8)					

Table 5 .

 5 41 is showing the initial values of KMO and Bartlett's test. KMO and Bartlett's tests show that the study model is very good and significant. Study-II used Principal Component Analysis for Extraction and Promax for rotation.

Table 5 .41: KMO and Bartlett's Test (French Data)

 5 

	Kaiser-Meyer-Olkin Measure of
	Sampling Adequacy.

Table 5 .45: KMO and Bartlett's Test (French Data)

 5 

	Kaiser-Meyer-Olkin Measure of
	Sampling Adequacy.

Table 5 .49: Confirmatory Factor Analysis (Model fit) (French Data)

 5 

	Fitness indices	Estimate	Threshold	Interpretation
	Chi-square /DF	2.541	< 3	Excellent
	P-value	0.00	<0.05	Significant
	CFI	0.849	>0.95	Terrible
	SRMR	0.065	<0.08	Excellent
	RMSEA	0.071	<0.06	Acceptable
	PClose	0	>0.05	Not Estimated

Table 5 .50: Covariance between Items (French Data)

 5 

	Sr.	Covariance between items Items
	1	Org_Supp1	Org_Supp7
	2	Org_Supp1	Org_Supp2
	3	Org_Supp2	Org_Supp3
	4	Org_Supp3	Org_Supp4
	5	Org_Supp5	Org_Supp6
	6	AN2	AN3
	7	AN3	AN8
	8	AN5	AN6
	9	AN7	AN8
	10	AN2	AN6
	11	AN6	AN8
	12	AN5	AN8
	13	BC6	BC7
	14	BC7	BC8
	15	JI5	JI8
	16	JI8	JI9
	17	AC2	AC4

Table 5 .51: Confirmatory Factor Analysis (Model Fit) (French Data)

 5 

	Fitness indices	Estimate	Threshold	Interpretation
	Chi-square /DF	2.085	< 3	Excellent
	P-value	0.00	<0.05	Significant
	CFI	0.901	>0.95	Acceptable
	SRMR	0.064	<0.08	Excellent
	RMSEA	0.06	<0.06	Acceptable
	PClose	0	>0.05	Not Estimated

Table 5 .52: Convergent/ Discriminant Validity and Reliability (French Data)

 5 

		CR	AVE	MSV	MaxR(H)
	Org_Supp	0.929	0.651	0.528	0.932
	AN	0.911	0.564	0.289	0.924
	BC	0.821	0.434	0.295	0.825
	JI	0.847	0.588	0.278	0.894
	AC	0.867	0.620	0.354	0.873
	Sup_Supp	0.817	0.602	0.528	0.858
	Aut	0.599	0.430	0.295	0.616
	OC	0.771	0.634	0.27	0.852
	Rel	0.791	0.659	0.373	0.864
	Comp	0.741	0.590	0.279	0.765

Table 5 .55: Moderating Analysis by Process (Model-I) (French Data)
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	Independent	Moderating	Dependent	β	P	LLCI	ULCI	CI	Moderation
	Variable	Variable	Variable						Effect
	BC	Org_Supp	Aut	-.1690	.0043	-.2846 -.0534	95%	Yes
	BC		Comp	-.1030	.0800	-.1997 -.0063	90%	Yes
	BC		Rel	-.2375	.0002	-.3635 -.1115	95%	Yes
	OC		Aut	-.0194	.6179	-.0959	.0571	95%	No
	OC		Comp	-.0319	.3907	-.1051	.0412	95%	No
	OC		Rel	.0216	.6022	-.0598	.1029	95%	No
	BC	Sup_Supp	Aut	-.2025	.0012	-.3241	-.0808	95%	Yes
	BC		Comp	-.1356	.0387	-.2642	-.0071	95%	Yes
	BC		Rel	-.3255	.0000	-.4663	-.1848	95%	Yes
	OC		Aut	-.0664	.1265	-.1517	.0189	95%	No
	OC		Comp	-.1251	.0038	-.2094	-.0408	95%	Yes
	OC		Rel	-.1496	.0020	-.2440	-.0551	95%	Yes
	N= 306, P < .05, P < .10							

Table 5 .56: Mediating Analysis by Process Macros (Model-4) (French Data)
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	Independent	Mediating	Dependent	β	LLCI	ULCI	CI	Mediation
	Variable	Variable	Variable					Effect
	BC	Aut	AC	.032	-.019	.088	95%	No
			JI	-.019	-.036	.065	95%	No
			AN	-.070	-.130	-.018	95%	Yes (F)
	BC	Comp	AC	.104	.037	.193	95%	Yes (P)
			JI	.113	.045	.194	95%	Yes (P)
			AN	-.134	-.242	-.050	95%	Yes (F)
	BC	Rel	AC	.086	.028	.177	95%	Yes (P)
			JI	.161	.073	.270	95%	Yes (P)
			AN	-.097	-.188	-.031	95%	Yes (F)
	OC	Aut	AC	.014	.000	.033	90%	Yes (P)
			JI	.009	-.002	.027	95%	No
			AN	-.015	-.034	-.000	90%	Yes (P)
	OC	Comp	AC	.068	.029	.117	95%	Yes (P)
			JI	.068	.030	.118	95%	Yes (P)
			AN	-.079	-.145	-.033	95%	Yes (P)
	OC	Rel	AC	.058	.020	.111	95%	Yes (P)
			JI	.101	.053	.159	95%	Yes (P)
			AN	-.057	-.109	-.018	95%	Yes (P)
	N= 306, CI=90%, CI=95%, F=Full, P=Partial					

Table 5 .57: Moderated Mediation Stage-I Analysis by Process (Model-VII)
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		Variables					Level of Moderation				Moderated	
														Mediation Index
						Low			Average			High				
	X	W	M	Y	Effect	LLCI	ULCI	Effect	LLCI	ULCI	Effect	LLCI	ULCI	Index	LLCI	ULCI
				AC	.039	-.023	.105	.026	-.017	.072	.013	-.014	.052	-.016	-.051	.008
			Aut	JI	.023	-.045	.083	.016	-.033	.054	.008	-.022	.038	-.009	-.041	.015
				AN	-.084	-.153	-.021	-.056	-.106	-.015	-.029	-.082	.012	.034	.002	.082
				AC	.090	-.007	.176	.061	.011	.121	.031	-.031	.120	-.035	-.101	.055
		Org	Comp	JI	.098	-.011	.185	.066	.013	.126	.034	-.036	.127	-.039	-.108	.061
				AN	-.115	-.223	.011	-.078	-.154	-.014	-.041	-.157	.038	.046	-.071	.131
				AC	.087	.028	.158	.040	.008	.093	-.007	-.047	.054	-.057	-106	-.006
			Rel	JI	.161	.071	.242	.074	.018	.148	-.013	-.086	.093	-.106	-.164	-.022
				AN	-.098	-.167	-.032	-.045	-.096	-.010	.008	-.058	.055	.064	.008	.116
	BC			AC	.046	-.026	.116	.029	-.017	.079	.014	-.011	.057	-.019	-.057	.010
			Aut	JI	.027	-.046	.092	.018	-.033	.059	.008	-.022	.038	-.011	-.050	.018
				AN	-.096	-.176	-.023	-.063	-.119	-.016	-.030	-.086	.013	.041	.004	.097
				AC	.122	.025	.217	.084	.021	.158	.046	-.043	.161	-.047	-127	.051
		Sup	Comp	JI	.133	.026	.230	.091	.025	.158	.050	-.049	.159	-.051	-.140	.050
				AN	-.157	-.288	-.034	-.108	-.194	-.030	-.059	-.186	.055	.060	-.053	.173
				AC	.121	.050	.199	.057	.016	.116	-.007	-.057	.061	-.078	-.132	-.023
			Rel	JI	.224	.129	.311	.105	.038	.187	-.013	-.105	.108	-.145	-.215	-.056
				AN	-.136	-.221	-.051	-.064	-.123	-.018	.008	-.064	.069	.088	.022	.152
				AC	.004	-.023	.031	.002	-.018	.020	-.001	-.025	.023	-.004	-.025	.017
			Aut	JI	.003	-.017	.021	.001	-.012	.013	-.001	-.018	.015	-.002	-.017	.011
				AN	-.005	-.033	.026	-.002	-.020	.022	.002	-.021	.033	.004	-.016	.029
				AC	.031	-.021	.085	.022	-.012	.055	.013	-.027	.048	-.011	-.053	.025
		Org	Comp	JI	.032	-.022	.086	.022	-.010	.055	.013	-.027	.049	-.011	-.053	.027
				AN	-.036	-.105	.022	-.026	-.063	.013	-.015	-.053	.033	.013	-.026	.066
				AC	.013	-.021	.058	.017	-.007	.049	.022	-.013	.058	.005	-.027	.035
			Rel	JI	.022	-.041	.088	.029	.-.013	.073	.037	-.021	.094	.009	-.042	.061
				AN	-.012	-.058	.022	-.017	-.046	.006	-.021	-.051	.011	-.005	-.032	.027
	OC			AC	.018	-.003	.047	.008	-.011	.030	-.002	-.032	.026	-.012	-.036	.007
			Aut	JI	.011	-.004	.034	.005	-.008	.020	-.001	-.023	.017	-.008	-.028	.005
				AN	-.020	-.049	.004	-.009	-.032	.013	.002	-.028	.036	.014	-.007	.041
				AC	.082	.032	.141	.046	.014	.084	.010	-.033	.051	-.044	-.090	-.005
		Sup	Comp	JI	.083	.033	.140	.047	.015	.084	.011	-.032	.054	-.044	-.090	-.005
				AN	-.096	-.169	-.035	-.054	-.099	-.016	-.012	-.061	.037	.051	.006	.108
				AC	.064	.023	.117	.034	.007	.072	.004	-.034	.045	-.037	-.074	-.004
			Rel	JI	.110	.053	.166	.058	.015	.102	.006	-.058	.071	-.064	-.113	-.009
				AN	-.062	-.116	-.017	-.033	-.069	-.006	-.004	-.043	.034	.036	.003	.076

Table 5 .64: Comparison between Hypotheses Results of Study-I and II
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			Results	
	Hypotheses	Study-I	Study-II
	Accepted	Rejected	Accepted	Rejected
	H1 (a): Higher the level of customer control			
	(behavioural) lower will be the employee affective			
	commitment.			

Table 6 .3: Education as a Moderator (Pakistani Data)
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		Variables				Moderation	Group
						Effect	P
	IV	Moderating	DV	Δ R2	P		W0 W1 W2 W3 W4
	BC	Education	AC	.003	.877	No
			JI	.001	.983	No
			AN	.023	.027	Yes	.026	.024
	OC	Education	AC	.011	.210	No
			JI	.003	.790	No
			AN	.022	.028	Yes	.049	.035
	N= 480, P ≤ 0.05, Education coding: W0 = Graduation, W1 = Masters, W2 = MS/M.Phil., W3 =
	Doctorate, W4 = Other				

Table 6 .6: Age as a Moderator (French Data)
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		Variables				Moderation		Group
						Effect		P
	IV	Moderating DV Δ R2	P	W0	W1	W2	W3	W4
	BC	Age	AC .024	.083	No	.033	.000	.032 .000
			JI	.029	.048	Yes		.001	.009 .000
			AN .019	.201	No		
	OC	Age	AC .025	.068	No	.000	.000
			JI	.021	.110	No		
			AN .020	.169	No		
	N= 306, P ≤ 0						

.05, Age coding: W0 = 18-25, W1 = 26-33, W2 = 34-41, W3 = 42-49, W4 = 50 or more

  

Table 6 .8: Technical Expertise as a Moderator (French Data)
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		Variables				Moderation	Group	
						Effect	P		
	IV	Moderating	DV	Δ R2	P	W0	W1	W2	W3
	BC	Tech. Exp	AC	.011	.267	No			
			JI	.019	.085	No	.000	.027	
			AN	.036	.009	Yes	.000		
	OC	Tech. Exp	AC	.001	.974	No			
			JI	.015	.146	No			
			AN	.046	.002	Yes	.000		
	N= 306, P ≤ 0							

.05, Technical Expertise coding: W0 = Élémentaire, W1 = Modérée, W2 = Avancée, W3 = Modérer

  

Table 6 .9: Client Type as a Moderator (French Data)
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		Variables				Moderation		Group	
						Effect		P	
	IV	Moderating	DV	Δ R2	P		W0	W1	W2
	BC	Client type	AC	.024	.016	Yes	.023	.008	.000
			JI	.013	.124	No			
			AN	.017	.072	No			.001
	OC	Client type	AC	.000	.960	No			
			JI	.007	.286	No			
			AN	.001	.844	No			
	N= 306,								

P ≤ 0.05, Client type coding: W0 = External, W1 = Internal, W2 = Both

  

Table 6 .10: Sector as a Moderator (French Data)
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		Variables				Moderation					Group
						Effect					P
	IV	Moderating DV Δ R2	P		W0	W1	W2	W3	W4	W5 W6	W7 W8
	BC	Sector	AC	.033	.182	No				
			JI	.029	.252	No				
			AN	.021	.591	No				
	OC	Sector	AC	.039	.093	No		.000 .000		.013
			JI	.051	.014	Yes	.023 .000 .026		.007
			AN	.053	.026	Yes		.000		

Table 6 .11: Bank vs Other Sectors as a Moderator (French Data)
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		Variables					Moderation		Group	
							Effect	Other Sectors	Bank
	IV	Moderating	DV	β	Δ R2	P		β	P	β	P
	BC Bank vs Other AC .406	.014	.026	Yes	.366	.000	.772 .000
			JI	.284	.008	.105	No	-	-	-	-
			AN -.350 .010	.072	No	-	-	-.470 .008
	OC Bank vs Other AC .205	.009	.073	No	.242	.000	.448 .000
			JI	.323	.026	.002	Yes	.215	.000	.539 .000
			AN -.430 .040	.000	Yes	-.108	.047	-.538 .000
	N= 306,								

P ≤ 0.05, Sector coding: Other Sectors (1) = Industrie, Assurance, BTP, Commerce/distribution, Services aux particuliers, Services aux entreprises, Education, Autre, 2 = Bank

  

Table 6 .

 6 13 shows only the significant results in both studies. In Pakistani data, only education moderates on AN with BC and OC. There are no other moderating effects on Pakistani data from gender, age, education and technical expertise. Whereas, if compared to Pakistani data, the French data has more moderating effects. Although it has a few extra moderating variables such as client type, sector and bank vs other sectors but still even in the same moderating variables French data has moderating effect by gender with BC on AC, age with BC on JI, technical expertise with both BC and OC on AN. Other than these, French data is also moderated by client type with BC on AC, sector with OC on JI and AN and bank vs.other sectors with BC on AC and with OC on JI and AN.

Table 6 .13: Moderators Comparative Analysis (Pak vs French Data)
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			Variables	Studies	
	IVs	DVs	Moderator	Pakistani	French
	BC	AN	Education	Yes	No
	OC	AN	Education	Yes	No
	BC	AC	Gender	No	Yes
	BC	JI	Age	No	Yes
	BC	AN	Tech Expertise	No	Yes
	OC	AN	Tech Expertise	No	Yes
	BC	AC	Client Type	-	Yes
	OC	JI	Sector	-	Yes
	OC	AN	Sector	-	Yes
	BC	AC	Bank VS Other Sectors	-	Yes
	OC	JI	Bank VS Other Sectors	-	Yes
	OC	AN	Bank VS Other Sectors	-	Yes
	BC	AC	Country	Yes	
	BC	REL	Country	Yes	
	OC	Aut	Country	Yes	

Table 7 .2: Customer Control Influence on Basic Needs
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	Study	Variables	Proposed	Result
		Need for Autonomy	Negative	Positive
	BC	Need for Competence	Positive	Positive
		Need for Relatedness	Negative	Positive
	Pakistani Data	Need for Autonomy	Negative	Positive
	OC	Need for Competence	Positive	Positive
		Need for Relatedness	Negative	Positive
		Need for Autonomy	Negative	Positive
	BC	Need for Competence	Positive	Positive
		Need for Relatedness	Negative	Positive
	French Data	Need for Autonomy	Negative	Non significant
	OC	Need for Competence	Positive	Positive
		Need for Relatedness	Negative	Positive

Table 7 .3: Perceived Organizational Support as Moderator
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	Study	Variables	Proposed	Result
		Need for Autonomy	Yes	No
	BC	Need for Competence	Yes	No
		Need for Relatedness	Yes	Yes/Positive
	Pakistani Data	Need for Autonomy	Yes	No
	OC	Need for Competence	Yes	No
		Need for Relatedness	Yes	Yes/Positive
		Need for Autonomy	Yes	Yes/Negative
	BC	Need for Competence	Yes	Yes/Negative
	French Data	Need for Relatedness	Yes	Yes/Negative
		Need for Autonomy	Yes	No
	OC	Need for Competence	Yes	No
		Need for Relatedness	Yes	No

Table 7 .4: Perceived Supervisory Support as Moderator
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	Study	Variables	Proposed	Result
		Need for Autonomy	Yes	No
	BC	Need for Competence	Yes	No
		Need for Relatedness	Yes	Yes/Positive
	Pakistani Data	Need for Autonomy	Yes	No
	OC	Need for Competence	Yes	No
		Need for Relatedness	Yes	No
		Need for Autonomy	Yes	Yes/Negative
	BC	Need for Competence	Yes	Yes/Negative
	French Data	Need for Relatedness	Yes	Yes/Negative
		Need for Autonomy	Yes	No
	OC	Need for Competence	Yes	Yes/Negative
		Need for Relatedness	Yes	Yes/Negative

Table 7 .6: Basic Psychological Needs as Mediator
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	Study	Variables		Proposed	Result
			Affective Commitment	Yes	Yes (F)
		Need for Autonomy	Job Involvement	Yes	Yes (P)
			Alienation	Yes	Yes (F)
	BC	Need for Competence	Affective Commitment Job Involvement	Yes Yes	Yes (F) Yes (P)
			Alienation	Yes	Yes (F)
			Affective Commitment	Yes	Yes (F)
		Need for Relatedness	Job Involvement	Yes	Yes (P)
	Pakistani		Alienation	Yes	Yes (F)
			Affective Commitment	Yes	Yes (P)
		Need for Autonomy	Job Involvement	Yes	Yes (P)
			Alienation	Yes	Yes (F)
	OC	Need for Competence	Affective Commitment Job Involvement	Yes Yes	Yes (P) Yes (P)
			Alienation	Yes	Yes (F)
			Affective Commitment	Yes	Yes (P)
		Need for Relatedness	Job Involvement	Yes	Yes (P)
			Alienation	Yes	Yes (F)
			Affective Commitment	Yes	Yes (P)
		Need for Autonomy	Job Involvement	Yes	No
			Alienation	Yes	Yes (F)
	BC	Need for Competence	Affective Commitment Job Involvement	Yes Yes	Yes (P) Yes (P)
			Alienation	Yes	Yes (F)
			Affective Commitment	Yes	Yes (P)
		Need for Relatedness	Job Involvement	Yes	Yes (P)
	French		Alienation	Yes	Yes (F)
			Affective Commitment	Yes	Yes (P)
		Need for Autonomy	Job Involvement	Yes	No
			Alienation	Yes	Yes (P)
	OC	Need for Competence	Affective Commitment Job Involvement	Yes Yes	Yes (P) Yes (P)
			Alienation	Yes	Yes (P)
			Affective Commitment	Yes	Yes (P)
		Need for Relatedness	Job Involvement	Yes	Yes (P)
			Alienation	Yes	Yes (P)

  . Opposite to Pakistani society, the French are more individualistic. They are only concerned about themselves and their close family members. Regarding restraint or not, French has no proper distinction on this scale. The results of study-II indicate that feeling customer control as positive control is due to these factors. In addition, if you ask general people about customer-employee relationship in France, they will say that in France customers have no rights. Therefore, if customers have no

rights then the employees who responded to this study will not take customer control as a dominating and controlling factor. Hence, it is suggested that this study should be conducted in societies having different characteristics than both Pakistani and French individuals. In addition, cultural impact on business practices must be observed. Future cross-cultural research should determine whether and how much cultural factors influence the construct linkages in this model. In this study, the data is collected from Pakistan and France and both are countries where employees have more power over customers so the present results cannot be generalized for the whole world. It is proposed to conduct this study in a country with different cultural and business practices.

Table 5 .9: Communalities (Study-I)
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	Variables	Initial	Extraction
	BC1	1.000	0.630
	BC2	1.000	0.610
	BC3	1.000	0.540
	BC4	1.000	0.574
	BC5	1.000	0.682
	BC6	1.000	0.614
	BC7	1.000	0.520
	BC8	1.000	0.552
	BC9	1.000	0.597
	OC1	1.000	0.509
	OC2	1.000	0.507
	OC3	1.000	0.460
	OC4	1.000	0.725
	OC5	1.000	0.658
	Org_Supp1	1.000	0.595
	Org_Supp2	1.000	0.701
	Org_Supp3	1.000	0.669
	Org_Supp4	1.000	0.720
	Org_Supp5	1.000	0.743
	Org_Supp6	1.000	0.635
	Org_Supp7	1.000	0.695
	Sup_Supp1	1.000	0.745
	Sup_Supp2	1.000	0.810
	Sup_Supp3	1.000	0.765
	Sup_Supp4	1.000	0.704
	Aut1	1.000	0.711
	Aut2	1.000	0.718
	Aut3	1.000	0.609
	Aut4	1.000	0.633
	Comp1	1.000	0.546
	Comp2	1.000	0.715
	Comp3	1.000	0.648
	Comp4	1.000	0.609
	Rel1	1.000	0.687
	Rel2	1.000	0.666
	Rel3	1.000	0.747
	Rel4	1.000	0.626
	AC1	1.000	0.655
	AC2	1.000	0.571
	AC3	1.000	0.757
	AC4	1.000	0.753
	AC5	1.000	0.761
	AC6	1.000	0.735
	JI1	1.000	0.686
	JI2	1.000	0.679
	JI3	1.000	0.614
	JI4	1.000	0.617
	JI5	1.000	0.708
	JI6	1.000	0.706
	JI7	1.000	0.660
	JI8	1.000	0.683
	JI9	1.000	0.654
	JI10	1.000	0.635
	AN1	1.000	0.673
	AN2	1.000	0.756
	AN3	1.000	0.729
	AN4	1.000	0.721
	AN5	1.000	0.650
	AN6	1.000	0.663
	AN7	1.000	0.632
	AN8	1.000	0.599
	Extraction Method: Principal Component Analysis.		

Table 5 .10: Total Variance Explained (Study-I) Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
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		% of	Cumulative		% of			% of	
	Total	Variance	%	Total	Variance Cumulative % Total	Variance Cumulative %
	1 15.852	25.987	25.987	15.852	25.987	25.987	5.457	8.947	8.947
	2 5.240	8.590	34.576	5.240	8.590	34.576	5.398	8.850	17.796
	3 4.481	7.346	41.922	4.481	7.346	41.922	5.258	8.620	26.416
	4 3.815	6.254	48.176	3.815	6.254	48.176	5.220	8.558	34.974
	5 2.570	4.213	52.389	2.570	4.213	52.389	4.672	7.659	42.633
	6 1.818	2.981	55.370	1.818	2.981	55.370	3.350	5.492	48.124
	7 1.656	2.715	58.085	1.656	2.715	58.085	2.911	4.772	52.896
	8 1.437	2.356	60.441	1.437	2.356	60.441	2.468	4.046	56.942
	9 1.227	2.011	62.452	1.227	2.011	62.452	2.423	3.972	60.914
	1.067	1.749	64.200	1.067	1.749	64.200	1.937	3.175	64.089
	1.009	1.655	65.855	1.009	1.655	65.855	1.077	1.766	65.855
	0.934	1.531	67.386						
	0.856	1.403	68.789						
	0.820	1.345	70.134						
	0.782	1.282	71.416						
	0.767	1.257	72.672						
	0.729	1.195	73.868						
	0.705	1.156	75.024						
	0.667	1.093	76.117						
	0.661	1.084	77.201						
	0.638	1.046	78.247						
	0.619	1.014	79.262						
	0.590	0.967	80.229						
	0.567	0.929	81.158						
	0.541	0.886	82.044						
	0.530	0.868	82.912						
	0.494	0.810	83.722						
	0.490	0.804	84.526						
	0.471	0.772	85.299						
	0.433	0.709	86.008						
	0.427	0.700	86.708						
	0.416	0.681	87.389						
	0.404	0.663	88.052						
	0.398	0.653	88.705						
	0.376	0.616	89.321						
	0.366	0.600	89.921						
	0.357	0.586	90.507						
	0.353	0.579	91.085						
	0.342	0.561	91.646						
	0.329	0.540	92.186						
	0.318	0.521	92.707						
	0.314	0.514	93.221						
	0.305	0.499	93.720						
	0.298	0.488	94.209						
	0.276	0.453	94.662						
	0.269	0.441	95.103						
	0.263	0.431	95.534						
	0.254	0.417	95.951						
	0.240	0.394	96.345						
	0.233	0.382	96.727						
	0.215	0.352	97.079						
	0.212	0.348	97.427						

Table 5 .13: Communalities (Study-I)
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	Variables	Initial	Extraction
	BC1	1.000	0.605
	BC2	1.000	0.522
	BC3	1.000	0.520
	BC4	1.000	0.567
	BC5	1.000	0.677
	BC6	1.000	0.590
	BC7	1.000	0.525
	BC8	1.000	0.553
	BC9	1.000	0.590
	OC2	1.000	0.501
	OC3	1.000	0.448
	OC4	1.000	0.733
	OC5	1.000	0.646
	Org_Supp1	1.000	0.579
	Org_Supp2	1.000	0.710
	Org_Supp3	1.000	0.674
	Org_Supp4	1.000	0.710
	Org_Supp5	1.000	0.728
	Org_Supp6	1.000	0.638
	Org_Supp7	1.000	0.692
	Sup_Supp1	1.000	0.746
	Sup_Supp2	1.000	0.798
	Sup_Supp3	1.000	0.765
	Sup_Supp4	1.000	0.701
	Aut1	1.000	0.737
	Aut2	1.000	0.709
	Aut4	1.000	0.629
	Comp1	1.000	0.544
	Comp2	1.000	0.725
	Comp3	1.000	0.650
	Comp4	1.000	0.618
	Rel1	1.000	0.682
	Rel2	1.000	0.661
	Rel3	1.000	0.753
	Rel4	1.000	0.634
	AC2	1.000	0.575
	AC3	1.000	0.761
	AC4	1.000	0.759
	AC5	1.000	0.769
	AC6	1.000	0.718
	JI2	1.000	0.491
	JI3	1.000	0.618
	JI4	1.000	0.621
	JI5	1.000	0.711
	JI6	1.000	0.700
	JI8	1.000	0.679
	JI9	1.000	0.657
	JI10	1.000	0.539
	AN1	1.000	0.661
	AN2	1.000	0.734
	AN3	1.000	0.692
	AN4	1.000	0.719
	AN5	1.000	0.636
	AN6	1.000	0.635
	AN7	1.000	0.601
	AN8	1.000	0.585
	Extraction Method: Principal Component Analysis.		

Appendix A-8: Harman's Single Factor (Pakistani Data)

Table 5 .23: Harman's Single Factor (CMB) (Study-I)

 5 

				Total Variance Explained			
			Initial Eigenvalues	Extraction Sums of Squared Loadings
			% of			% of	
	Component	Total	Variance	Cumulative %	Total	Variance	Cumulative %
	1	15.852	25.987	25.987	15.852	25.987	25.987
	2	5.240	8.590	34.576			
	3	4.481	7.346	41.922			
	4	3.815	6.254	48.176			
	5	2.570	4.213	52.389			
	6	1.818	2.981	55.370			
	7	1.656	2.715	58.085			
	8	1.437	2.356	60.441			
	9	1.227	2.011	62.452			
		1.067	1.749	64.200			
		1.009	1.655	65.855			
		0.934	1.531	67.386			
		0.856	1.403	68.789			
		0.820	1.345	70.134			
		0.782	1.282	71.416			
		0.767	1.257	72.672			
		0.729	1.195	73.868			
		0.705	1.156	75.024			
		0.667	1.093	76.117			
		0.661	1.084	77.201			
		0.638	1.046	78.247			
		0.619	1.014	79.262			
		0.590	0.967	80.229			
		0.567	0.929	81.158			
		0.541	0.886	82.044			
		0.530	0.868	82.912			
		0.494	0.810	83.722			
		0.490	0.804	84.526			
		0.471	0.772	85.299			
		0.433	0.709	86.008			
		0.427	0.700	86.708			
		0.416	0.681	87.389			
		0.404	0.663	88.052			
		0.398	0.653	88.705			
		0.376	0.616	89.321			
		0.366	0.600	89.921			
		0.357	0.586	90.507			
		0.353	0.579	91.085			
		0.342	0.561	91.646			
		0.329	0.540	92.186			
		0.318	0.521	92.707			
		0.314	0.514	93.221			
		0.305	0.499	93.720			
		0.298	0.488	94.209			
		0.276	0.453	94.662			
		0.269	0.441	95.103			
		0.263	0.431	95.534			
		0.254	0.417	95.951			
		0.240	0.394	96.345			
		0.233	0.382	96.727			
		0.215	0.352	97.079			
		0.212	0.348	97.427			
		0.206	0.337	97.764			
		0.202	0.332	98.095			
		0.200	0.328	98.423			
		0.186	0.305	98.728			
		0.172	0.282	99.010			
		0.162	0.266	99.276			
		0.158	0.258	99.534			
		0.149	0.244	99.779			
		0.135	0.221	100.000			
	Extraction Method: Principal Component Analysis.				

Table 5 .40: Skewness and Kurtosis (Study-II)
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	Variables	Skewness	Std. Error of Skewness	Kurtosis	Std. Error of Kurtosis
	BC1	-1.213	0.139	2.016	0.278
	BC2	-0.921	0.139	0.422	0.278
	BC3	-1.104	0.139	1.717	0.278
	BC4	-1.682	0.139	3.856	0.278
	BC5	-1.413	0.139	2.505	0.278
	BC6	-1.447	0.139	2.892	0.278
	BC7	-0.967	0.139	0.861	0.278
	BC8	-0.751	0.139	0.298	0.278
	BC9	-1.291	0.139	2.344	0.278
	OC1	-0.703	0.139	0.087	0.278
	OC2	-1.386	0.139	2.961	0.278
	OC3	-0.695	0.139	0.050	0.278
	OC4	-0.579	0.139	-0.126	0.278
	OC5	-0.531	0.139	-0.245	0.278
	Org_Supp1	-0.626	0.139	0.178	0.278
	Org_Supp2	-0.930	0.139	1.537	0.278
	Org_Supp3	-0.924	0.139	1.152	0.278
	Org_Supp4	-0.737	0.139	0.429	0.278
	Org_Supp5	-0.828	0.139	0.964	0.278
	Org_Supp6	-1.285	0.139	3.146	0.278
	Org_Supp7	-1.152	0.139	2.937	0.278
	Sup_Supp1	-1.058	0.139	3.064	0.278
	Sup_Supp2	-1.039	0.139	2.473	0.278
	Sup_Supp3	-1.125	0.139	2.879	0.278
	Sup_Supp4	-0.859	0.139	0.972	0.278
	Aut1	-1.180	0.139	2.346	0.278
	Aut2	-0.769	0.139	0.285	0.278
	Aut3	-0.602	0.139	-0.035	0.278
	Aut4	-0.906	0.139	0.911	0.278
	Comp1	-0.640	0.139	0.088	0.278
	Comp2	-0.548	0.139	-0.212	0.278
	Comp3	-0.642	0.139	0.521	0.278
	Comp4	-0.353	0.139	-0.327	0.278
	Rel1	-1.227	0.139	2.726	0.278
	Rel2	-0.478	0.139	-0.181	0.278
	Rel3	-0.561	0.139	-0.494	0.278
	Rel4	-0.685	0.139	0.227	0.278
	AC1	-0.485	0.139	-0.437	0.278
	AC2	-0.755	0.139	0.256	0.278
	AC3	-0.787	0.139	1.128	0.278
	AC4	-0.054	0.139	-0.975	0.278
	AC5	-0.267	0.139	-0.872	0.278
	AC6	-0.693	0.139	0.066	0.278
	JI1	-0.954	0.139	0.864	0.278
	JI2	-0.384	0.139	-0.799	0.278
	JI3	-0.548	0.139	-0.463	0.278
	JI4	-1.122	0.139	2.108	0.278
	JI5	-0.305	0.139	-0.873	0.278
	JI6	-0.925	0.139	1.139	0.278
	JI7	-0.701	0.139	0.235	0.278
	JI8	-0.518	0.139	-0.336	0.278
	JI9	-0.488	0.139	-0.627	0.278
	JI10	-0.885	0.139	0.564	0.278
	AN1	1.230	0.139	1.439	0.278
	AN2	1.028	0.139	0.703	0.278
	AN3	1.005	0.139	0.686	0.278
	AN4	0.894	0.139	1.109	0.278
	AN5	0.332	0.139	-0.948	0.278
	AN6	0.684	0.139	-0.102	0.278
	AN7	0.974	0.139	1.214	0.278
	AN8	0.528	0.139	-0.216	0.278

Table 5 .42: Communalities (Study-II)
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	Variables	Initial	Extraction
	BC1	1.000	0.591
	BC2	1.000	0.583
	BC3	1.000	0.641
	BC4	1.000	0.442
	BC5	1.000	0.640
	BC6	1.000	0.686
	BC7	1.000	0.645
	BC8	1.000	0.559
	BC9	1.000	0.691
	OC1	1.000	0.572
	OC2	1.000	0.650
	OC3	1.000	0.554
	OC4	1.000	0.669
	OC5	1.000	0.714
	Aut1	1.000	0.638
	Aut2	1.000	0.640
	Aut3	1.000	0.579
	Aut4	1.000	0.781
	Comp1	1.000	0.651
	Comp2	1.000	0.716
	Comp3	1.000	0.561
	Comp4	1.000	0.681
	Rel1	1.000	0.755
	Rel2	1.000	0.624
	Rel3	1.000	0.742
	Rel4	1.000	0.766
	Org_Supp1	1.000	0.701
	Org_Supp2	1.000	0.798
	Org_Supp3	1.000	0.672
	Org_Supp4	1.000	0.700
	Org_Supp5	1.000	0.758
	Org_Supp6	1.000	0.731
	Org_Supp7	1.000	0.701
	Sup_Supp1	1.000	0.701
	Sup_Supp2	1.000	0.754
	Sup_Supp3	1.000	0.755
	Sup_Supp4	1.000	0.756
	JI1	1.000	0.588
	JI2	1.000	0.571
	JI3	1.000	0.620
	JI4	1.000	0.716
	JI5	1.000	0.776
	JI6	1.000	0.710
	JI7	1.000	0.694
	JI8	1.000	0.699
	JI9	1.000	0.655
	JI10	1.000	0.568
	AC1	1.000	0.675
	AC2	1.000	0.622
	AC3	1.000	0.759
	AC4	1.000	0.683
	AC5	1.000	0.728
	AC6	1.000	0.702
	AN1	1.000	0.707
	AN2	1.000	0.792
	AN3	1.000	0.787
	AN4	1.000	0.696
	AN5	1.000	0.718
	AN6	1.000	0.749
	AN7	1.000	0.710
	AN8	1.000	0.676
	Extraction Method: Principal Component Analysis.		

Table 5 .43: Total Variance Explained (Study-II) Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings Total % of Variance Cumulative % Total % of Variance Cumulative %
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	Total

a été proposé dans cette étude, (2) le contrôle du client a une relation positive avec les trois besoins fondamentaux, ce qui correspond également à moitié aux hypothèses proposées dans l'étude, (3) les besoins psychologiques fondamentaux (autonomie, compétence et relation) médiatisent la relation entre le contrôle du client et les trois attitudes de l'employé (engagement affectif, implication dans le travail et aliénation) est acceptée et, (4) la modération du soutien organisationnel et de supervision perçu avec le contrôle du client sur les besoins fondamentaux n'est pas entièrement acceptée.En conclusion, les deux études présentées dans cette thèse indiquent clairement que les contrôles de gestion, lorsqu'ils sont correctement mis en oeuvre, ont un impact favorable sur les attitudes des employés, les perceptions de l'équité procédurale et du prestige organisationnel, ainsi qu'une influence positive directe sur la confiance des employés dans la gestion.

LIST OF APPENDICES

Research Ethics

Participation in this study was on the voluntary basis. Furthermore, respondents were assured that each individual's information would be kept confidential. The data collected from Pakistan has no official data protection other than the researcher's ethical credibility to not share the personal information of the respondents. Whereas, data collected from France was protected under the General data protection regulation (GDPR-2018). During data collection, no harm was done to any respondents neither in any physical or emotional form.

Measures

The study has ten measuring variables. One predictor (two dimensions), two moderators, three mediators and three outcome variables. Measuring scales include customer control (independent variable), perceived organizational support and perceived supervisory support (moderating variables), basic psychological needs of self-determination theory: autonomy, competence and relatedness (mediating variables) and employee workplace attitudes: affective commitment, job involvement and alienation (dependent variables). The study also has demographic variables: gender, age, qualification, technological expertise level, total job experience, experience in the current organization for both study-I and study-II. Study-II has a few more demographic variables other than already mentioned above those were the number

Univariate and Multivariate Outliers

After removing the cases with the unengaged responses, an inspection of the matrix (in SPSS) is performed to detect the extreme values that could cause distorting effects [START_REF] Tabachnick | Using multivariate statistics[END_REF]. For study-II, few extreme outlier cases: 18, 19, 22, 82, 141, 190, 253 and 256 are removed.

As mentioned earlier that in Likert scales there is actually no outliers and there is no rule of thumb to support the assumptions on whose basis removing them can be justified.

Therefore, the study did not remove the cases based on multivariate outliers.

Results of Normality Tests

Table 5.40 (see appendix A-9) shows that based on skewness and kurtosis normality assumptions, the data is normally distributed and as a more conservative approach the kurtosis BC4, Comp2 and Comp4 for study-II are a bit over 3. Therefore, these items are not removed.

Factor Analysis

Factor analysis (FA) is a broad term that encompasses several statistical methodologies for assessing the population level (i.e., unobserved) structure underlying the deviation from observable variables and their association [START_REF] Kim | Factor Analysis: Statistical Methods and Practical Issues Sage University paper series on quantitative applications in the social sciences, series[END_REF][START_REF] Gorsuch | Factor analysis[END_REF]. To look at it in another way, FA is an analytical tool that tells whether the data obtained matches the theoretically predicted model.

EFA and CFA

The study has modified a few scales for the present research requirements. Therefore, it is important to run both EFA and CFA analyses. Therefore, EFA for study-II is conducted first and items are removed that are intra correlating with other scales' items, and then CFA is conducted, separately.

Exploratory Factor Analysis (EFA)

The data below shows the initial testing EFA, including all items. Exploratory factor analysis is conducted on study-II data to check the inter items' correlation, significance and reliability. In study-II, the Principal component matrix is used as an extraction method and Promax as a rotation. For study-II, the fixed factor option is selected and all variables including IVs, DVs, moderating and mediating are tested through EFA. The initial KMO test for study-II is above .898 and proves a good sample size and the data is significant as well. Nineteen items are removed based on cross-loading and low factor loadings. These are BC1, BC2, BC4, .328, ρ < .01), JI (r = .346, ρ< .01) and negatively to AN (r = .228, ρ < .01). The correlations of OC with all are significant except Aut. Org_Sup also shows positive correlations with Aut (r = .217, ρ < .01), Comp (r = .429, ρ < .01), Rel (r = .500, ρ < .01), AC (r = .499, ρ < .01), JI (r = .554, ρ < .01), whereas, a negative relation to AN (r = -.523, ρ < .01). Org_Sup has shown stronger correlations than the two dimensions of customer control with other variables.

Sup_Sup also shows positive correlations with Aut (r = .118, ρ < .05), Comp (r = .226, ρ < .01), Rel (r = .335, ρ < .01), AC (r = .431, ρ < .01), JI (r = .421, ρ < .01), however, a negative relation to AN (r = -.429, ρ < .01). Sup_Sup as compared to Org_Sup has weaker correlations with all variables. Aut is positively correlated with AC (r = .183, ρ < .01), JI (r = .137, ρ < .05) and a negative correlation to AN (r = -.186, ρ < .01). Comp is positively related to AC (r = .362, ρ < .01), JI (r = .386, ρ < .01) and negatively to AN (r = -.372, ρ < .01). Rel also reveals positive correlations with AC (r = .313, ρ < .01), JI (r = .501, ρ < .01) and a negative correlation to AN (r = -.275, ρ < .01). As compared to need for relatedness and competence, need for autonomy has no significant relation with output customer control. [START_REF] Hayes | Regression-based statistical mediation and moderation analysis in clinical research: Observations, recommendations, and implementation[END_REF]. on customer control (behavioural and output) and employee workplace attitudes (affective commitment, job involvement and alienation). 

Gender

Worldwide, there is an increase in the workforce gender diversity. The increase in gender diversity caught the attention of both academics and professionals. They are interested to know the significance of workforce gender distribution on performance at the individual, group, or organizational levels [START_REF] Hapompwe | Impact of Age and Gender Diversity on Employee Performance in an Organisation-A Case Study of Zambia Compulsory Standards Agency (ZCSA)[END_REF].

Gender role as a moderator between the customer control (BC and OC) and employee workplace attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.1 displays moderating effects of gender with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.1 shows that gender failed to have any moderating effect on employee workplace attitudes with customer control. All the relations are non-significant. Even though gender has no moderating effect on employee behaviours with customer control but male is significant on AC (β = .192, P ≤ 0.002).

For the graphical presentation of gender as a moderator/non-moderator with customer control on employee workplace attitudes (see appendix A-17).

The previous research on gender diversity and its impact on work performance has inconsistent findings. Empirical studies indicate that businesses may benefit or suffer from workforce gender diversity [START_REF] Jackson | Diversity in social context: a multi-attribute, multilevel analysis of team diversity and sales performance[END_REF][START_REF] Svyantek | Received wisdom and the relationship between diversity and organisational performance[END_REF]. [START_REF] Svyantek | Received wisdom and the relationship between diversity and organisational performance[END_REF]Bott (published between 1989 and2003), analyzed nine researches on diversity that looked into the connection between gender diversity and performance. In these nine investigations, two found positive impacts, two found negative effects, one discovered a nonlinear effect, and four found no primary effects at all [START_REF] Hapompwe | Impact of Age and Gender Diversity on Employee Performance in an Organisation-A Case Study of Zambia Compulsory Standards Agency (ZCSA)[END_REF]. The idea that men rule the world is still held by the majority of cultures. The corporate world shares this idea, and organizations prefer to hire males over women since men are thought to perform better and be better at managing their work, while women are categorized as having feminine traits [START_REF] Nishii | The benefits of climate for inclusion for gender-diverse groups[END_REF].

The previous research supports this study results. Pakistan is a male dominant society and the gender contribution in workforce is imbalance, as per the figures in table 5.2, the percentage of male vs female respondents is 80:20. According to [START_REF] Abdullah | Antecedents of organizational commitment of banking sector employees in Pakistan[END_REF], gender did not significantly affect the amount of employee commitment, which supports the findings of this study. 

Age

Age role as a moderator between the customer control (BC and OC) and employee workplace attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.2 displays moderating effects of age with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.2 shows that just like gender, age also failed to have any moderating effect on employee workplace attitudes with customer control. All the relations are non-significant. For the graphical presentation of age with customer control and employee workplace attitudes (see appendix A-17).

According to [START_REF] Gupta | Workforce Diversity and Organizational Performance[END_REF], there was no proper proof of relationship between age and performance at work. Moreover, according to [START_REF] Childs | Managing workforce diversity at IBM: A global HR topic that has arrived[END_REF], there was no clear connection between age diversity and job performance. Supporting the results of this study, that age has no influence on work performance. However, according to [START_REF] Abdullah | Antecedents of organizational commitment of banking sector employees in Pakistan[END_REF], employee commitment appeared to be influenced by age and tenure, with stronger commitment being indicated for older age and tenure. Numerous studies have shown that older workers are just as efficient, profitable, and skilled as younger ones. 

Education

A change in lifestyle is necessary because of education. It involves developing a man's capacity to select the most advantageous alternative in any given condition. To solve a problem in the best way feasible at each given time speaks to a person's development. Education is what defines the capacity to adjust to the new scenario and environment [START_REF] Amegayibor | The effect of demographic factors on employees' performance: A case of an owner-manager manufacturing firm[END_REF].

Education as a moderator between the customer control (BC and OC) and employee attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes's model (1), using version 3.5 of IBM SPSS Statistics 27. Table 6.3 displays moderating effects of education with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.3 shows that other than alienation, education also has no significant moderating effect on AC and JI with customer control (BC and OC). Even though education moderates alienation with behavioural control but it is only significant for two groups: masters (P ≤ 0.026) and other (P ≤ 0.024), and for OC, it is significant for two groups: MS/M.Phil. (P ≤ 0.026) and other (P ≤ 0.024). All the other relations are non-significant. For the graphical presentation of education with customer control on employee attitudes (see appendix A-17).

According to [START_REF] Amegayibor | The effect of demographic factors on employees' performance: A case of an owner-manager manufacturing firm[END_REF], education influences employees' performance. Many other researchers also supported the influence of education on employee performance (e.g., [START_REF] Hendrawijaya | Demographic factors and employee performance: The mediating effect of employee empowerment[END_REF][START_REF] Oyeniran | Assessment of the influence of demographic factors on job performance of librarians in university libraries in South West, Nigeria[END_REF][START_REF] Omori | Demographic characteristics and workers' performance in public service in Nigeria[END_REF]. This study also supports partial influence of education and only on alienation. 

Moderation Analysis by Process Macros (Model-I) (French Data)

Here, the moderation effect of gender, age, education, technical expertise, client type, sectors as a whole and then bank vs all other sectors, is studied with customer control (behavioural and output) on employee workplace attitudes (affective commitment, job involvement and alienation) with respect to study-II. 

Gender

Gender as a moderator with the customer control (BC and OC) and employee attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.5 displays moderating effects of gender with BC and OC on employee attitudes (AC, JI and AN). The table 6.5 shows that gender failed to have any moderating effect on employee behaviours with customer control other than AC. Gender with behavioural control negatively moderates the affective commitment (β = -.291, P ≤ 0.043).

More the behavioural control, less the affective commitment of employees. Male is significant on AC (β = .540, P ≤ 0.000) and female (β = .248, P ≤ 0.033). Male has stronger impact than females. For the graphical presentation of gender with customer control on employee workplace attitudes (see appendix A-18).

This study findings confirmed the findings of [START_REF] Svyantek | Received wisdom and the relationship between diversity and organisational performance[END_REF]Bott (published between 1989 and2003), who analyzed nine researches on diversity that looked into the connection between gender diversity and performance. In these nine investigations, two found positive impacts, two found negative effects, one discovered a nonlinear effect, and four found no primary effects at all [START_REF] Hapompwe | Impact of Age and Gender Diversity on Employee Performance in an Organisation-A Case Study of Zambia Compulsory Standards Agency (ZCSA)[END_REF]. According to [START_REF] Abdullah | Antecedents of organizational commitment of banking sector employees in Pakistan[END_REF], gender did not significantly affect the amount of employee commitment, which partially supports this study finding. Figure 6.5 shows, that customer control (BC) with gender (groups: male and female) has a moderating effect on affective commitment. All the other interaction graphs are provided in annexure of this study (see appendix A-18). no significant moderating effect with customer control (BC and OC) on employee attitudes.

Still education W1 = Bac (P ≤ 0.012), W4 = Bac+5 (master) (P ≤ 0.025) is significant in BC-AN. Also, W3 = Bac+3/4 (license) (P ≤ 0.014), W4 = Bac+5 (master) (P ≤ 0.000) are significant for OC-AN. For the graphical presentation of education with customer control on employee attitudes (see appendix A-18). Amegayibor (2021) asserts that education affects workers' productivity. Many other researchers concur that education affects job performance (e.g., [START_REF] Hendrawijaya | Demographic factors and employee performance: The mediating effect of employee empowerment[END_REF][START_REF] Oyeniran | Assessment of the influence of demographic factors on job performance of librarians in university libraries in South West, Nigeria[END_REF][START_REF] Omori | Demographic characteristics and workers' performance in public service in Nigeria[END_REF].

These findings are not in line with this study findings. Here, the influence of education on employee attitudes through customer control is non-significant. 

Technical Expertise

Technical expertise as a moderator with the customer control (BC and OC) on employee workplace attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.8 displays moderating effects of technical expertise with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.8

shows that technical expertise significantly moderates BC-AN (P ≤ 0.009) only W1 = Modérée is significant (P ≤ 0.000) and is significant in OC-AN, W1 = Modérée is significant (P ≤ 0.000).

In BC-JI, it is non-significant but group W1 = Modérée is significant (P ≤ 0.000) and W2 = Avancée is also significant (P ≤ 0.027). For the graphical presentation of education with customer control on employee workplace attitudes (see appendix A-18).

This study findings partially accepted the findings of the theory of relationship between personality factors and employee service performance [START_REF] Razali | A study on personality factor and employee service performance[END_REF] and findings of [START_REF] Hanafi | Impact of employee skills on service performance[END_REF], that there is a connection between employee abilities and service quality. 

Client Type

The customer mind-set (CMS) concept was created by [START_REF] Kennedy | Customer mind-set of employees throughout the organization[END_REF], CMS is "the extent to which an individual employee believes that understanding and satisfying customers, whether internal or external to the organization, is central to the proper execution of his or her job" (Kennedy et al., 2002, p. 159). He also identified its two distinct dimensions based on who really receives the employee's job output. The first dimension, internal CMS (ICMS), specifically refers to those employees or divisions within the same company that benefit from the results of another's efforts. For example, a company's production capabilities influence the availability of products, which affects the sales force's ability to guarantee delivery dates, etc.

In case of services, this can be demonstrated in a chef's awareness and attentiveness that the ability of the wait staff to serve the customers that want to eat at that restaurant is directly and significantly impacted by the chef's ability to make dishes properly and timely.

Client type as a moderator with the customer control (BC and OC) on employee attitudes (AC, JI and AN) is analyzed by using Process macro by Andrew F. Hayes, using version 3.5 of IBM SPSS Statistics 27. Table 6.9 displays moderating effects of client type with BC and OC on employee workplace attitudes (AC, JI and AN). The table 6.9 shows that client type significantly moderates BC-AC (P ≤ 0.016) for all three groups: W0 = External (P ≤ 0.023), W1 = Internal (P ≤ 0.008) and W2 = Both (P ≤ 0.000). In BC-AN, it is non-significant but W2 

Chapter Summary

This chapter is divided into three sections, first section discussed Pakistani data results, second French data results and in the last, the comparison between the two is done. In this chapter, the demographical variables are tested as moderators with customer control on employee behaviours. Pakistani data has only four demographical variables i.e., gender, age, education and technical expertise and has significant moderation only with education with customer control on AN. The French data has client type, sector and bank vs other sectors as additional moderating variables. French data has more moderating impacts than Pakistani data.

In last section, a new variable country is created and moderating effect of it is studied. Only three cases have significant moderating effect of country. There is no previous empirical research available to compare the results and those that are used to compare the results are not exactly using the same models. The next chapter is about the discussion of this study's hypotheses results. not take the customer control in negative sense and appreciate the input from customers.

Whereas, individualistic societies, on the other hand, usually put a more emphasis on traits like boldness and individuality [START_REF] Cherry | What Is a Collectivist Culture?[END_REF], and may be customer control does not concern them at all and they treat it as an individual than their behaviours. 

Customer Control Influence on Basic Psychological Needs of SDT

Extrinsic motivation is based on the anticipation of rewards and/or punishments, whereas intrinsic motivation is based on the spontaneous enjoyment of an engaging activity that fosters personal development [START_REF] Gagne | Self-determination theory and work motivation[END_REF]. One of the most important variables of an employee's overall effectiveness is motivation [START_REF] Churchill | The Determinants of Salesperson Performance: A Meta-Analysis[END_REF]. For example, [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF], 1994, 1995), discovered that behavioural controls are linked to higher intrinsic motivation among salespeople, while output controls are linked to higher extrinsic motivation. The need for competence has been proven to be satisfied by positive feedback [START_REF] Gagne | Self-determination theory and work motivation[END_REF].

The basic psychological needs of SDT are part of intrinsic motivation. To shed light on how management controls both promote and decrease the well-being, Siverbo (2021), used the management control and SDT literature. He discovered that management controls lower wellbeing indirectly by raising the control burden, which reduces self-determination. Management controls boost well-being by clarifying managerial roles, which leads to increased selfdetermination. His findings shed light on how management controls can have both positive and negative consequences. All levers of controls reflect positive or negative influences that balance the level of autonomy provided by the MCS, which could affect autonomous motivation. [START_REF] Tessier | A conceptual development of Simons ' Levers of Control framework[END_REF], argue that the double role of those competing forces (i.e.

positive and negative controls) in the MCS has gotten far too little attention. These conflicting forces reveal exchanges "between freedom and constraint, between empowerment and accountability, between top-down direction and bottom-up creativity, between experimentation and efficiency" (Simons, 1994, p.4).

In this study, output control is the feedback of the customer. Feedback is defined as "the degree to which carrying out the work activities required by the job results in the individual obtaining direct and clear information about the effectiveness of his or her performance" [START_REF] Hackman | Development of the Job Diagnostic Survey[END_REF], and is essential for understanding the actual outcomes of professional activities. Intrinsic motivation and individual performance are determined by three psychological states [START_REF] Hackman | Development of the Job Diagnostic Survey[END_REF]. The impact on others determines experienced meaningfulness, which corresponds to the same requirement as relatedness. The job dictates the level of autonomy in Hackman and Oldham's model, which then determines the experienced responsibility for outcomes. When the desire for autonomy is met, this is also possible. Finally, knowing the results of one's work serves the same purpose as knowing one's competence, because people need to know what the results of their work are to feel competent and motivated to change their behaviour accordingly (Gagné et al., 1997).

Work types are generally distinct in the way their job qualities satisfy work-related basic requirements, resulting in varying levels of autonomous motivation among employees.

Furthermore, the MCS has a direct impact on an individual's work environment because it determines the level of behavioural freedom as well as the level and means of providing competence-relevant feedback and organizational rules. It is either possible for this setting to be need-supportive or need thwarting. As a result, the level of autonomous motivation is determined by MCS. Due to varying perceptions of positive and negative controls, the MCS's impact on employees' autonomous motivation may vary based on the job type. Positive controls encourage exploration and creativity while also providing a great deal of freedom and versatility [START_REF] Mcinnis | Change and Diversity in the Work Patterns of Australian Academics[END_REF][START_REF] Mcinnis | The work roles of academics in Australian universities[END_REF][START_REF] Lacy | Job satisfaction among academic staff: An international perspective[END_REF]. The findings suggest that there is a link between management control and the basic needs of SDT. These findings backed up Simon's (1994) claim that positive controls act as a motivator, guide, and allow freedom to the individual, and that they are generally helpful. The fulfilment of the three essential needs: autonomy, competence, and relatedness, according to STD, has a favorable effect on autonomous motivation.

tension and work unhappiness among employees if they apply performance indicators in an unpredictable manner [START_REF] Ter Bogt | Performance Management in Universities: Effects of the Transition to More Quantitative Measurement Systems[END_REF].

Behavioural controls have a good association with an employee's behavioural performance and outcome performance [START_REF] Cravens | Behavior-based and outcome-based salesforce control systems[END_REF][START_REF] Panagopoulos | Does choice of sales control conceptualization matter? An empirical comparison of existing conceptualizations and directions for future research[END_REF][START_REF] Piercy | Relationships between Sales Management Control, Territory Design, Salesforce Performance and Sales Organization Effectiveness[END_REF][START_REF] Piercy | Examining the effectiveness of sales management control practices in developing countries[END_REF]. Behavioural controls were also proven to contribute to organizational success (i.e., organization-level market growth, development, profitability, and customer satisfaction) both directly [START_REF] Baldauf | Examining the consequences of sales management control strategies in European field sales organizations[END_REF][START_REF] Cravens | Behavior-based and outcome-based salesforce control systems[END_REF][START_REF] Piercy | Examining the effectiveness of sales management control practices in developing countries[END_REF], and indirectly [START_REF] Baldauf | Sales management control researchsynthesis and an agenda for future research[END_REF].

Anderson [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF] and [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF], identified major characteristics of SMCSs using agency theory, organization theory, transaction cost analysis, and cognitive evaluation theory. The internal environment (of the firm) and the external environment was split into two main categories. According to [START_REF] Anderson | Perspectives on behavior-based versus outcome-based salesforce control systems[END_REF], the internal environment includes both the firm's and the sales force's features and according to [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF], the external environment includes both the working environment (i.e., the network of firm stakeholders) and the macro environment (i.e., national and global conditions).

Findings in this research revealed the following connections; customer control The assumption that perceived organizational/ supervisory support helps to satisfy the needs of autonomy, competence and relatedness have been confirmed through these results.

The findings of this study supported prior research on the significance of managerial need support (Baard et al., 2004;[START_REF] Olafsen | Show them the money? The role of pay, managerial need support, and justice in a self-determination theory model of intrinsic work motivation[END_REF][START_REF] Williams | Managerial support for basic psychological needs, somatic symptom burden and workrelated correlates: A self-determination theory perspective[END_REF][START_REF] Deci | Self-Determination Theory in Work Organizations: The State of a Science[END_REF] by demonstrating the importance of managers' role in promoting an optimal psychological process for their employees. 

Basic Psychological Needs of SDT as a Mediator

Uncertain data show that mediating variables may have a role in the relationship between MCSs and employee outcomes [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF]. The previous discussion on SDT's psychological needs (autonomy, competence, and relatedness), customer control, and employee attitudes, was based on the idea that a small set of basic psychological requirements mediates the impact of many environmental factors (e.g., job design, pay conditions, and management styles) on workers' motivations and experiences. However, I was unable to find any study, which studied this relation. Therefore, it was not possible to compare these results

with any previous study.

Based on this research finding, all three basic psychological needs mediate the relationship between customer control and employee attitudes (affective commitment, job involvement and alienation). The results of three basic psychological needs as mediator between OC and all DVs are similar to BC, for study-I.

For study-II, the need for autonomy failed to mediate a relation between both BC/OC and job involvement. In addition, the need for autonomy mediated the relation between OC with results of study-I.

The results of three basic psychological needs as mediator between OC and all DVs are also similar to BC. Study-I has shown the mediating effects of satisfaction of basic psychological needs of SDT (need for autonomy, competence and relatedness) between customer control (behavioural/output) and employee attitudes (affective commitment, job involvement and alienation), and for study-II, only need for autonomy failed to mediate the relation between BC/OC and job involvement, rest are supported, that proves the importance of understanding these needs. Management at the time of designing jobs should keep in mind to provide opportunities to its employees so they can satisfy these basic psychological needs and be more productive for the organization. The table 7.6 shows that mostly the basic psychological needs of SDT mediates the relationship between customer control and all employee attitudes in both studies.

Chapter Summary

This chapter wrapped up the empirical investigation and discussed the findings. The general conclusions reached in light of available research are discussed in this chapter. A description of the study's hypothesized linkages and their findings are also included. In addition, the findings of previous investigations on similar domains are discussed and compared with this research finding. However, mostly there are no direct links found in the previous research and it was not possible to compare results with past researches. Finally, the results will help to investigate these relations in future and this research added to the continuing argument regarding customer control and employee attitudes and will benefit all involved parties. In the next chapter, which is also the last chapter of this thesis, the discussion is done on the practical and theoretical contributions, the importance of the findings, research limitations, and future research suggestions.

providing the customers with satisfactory services. MCSs have a tremendous impact on employees and have the ability to lead to positive organizational outcomes such as increased revenue. There is no doubt that customer control research will improve theoretical knowledge of the whole range of controls that work in an external environment. Furthermore, this work laid the groundwork for a valid and reliable customer control measure that will allow future researchers to analyze interactions among all other controls. This study contributed and provided many new aspects in MCS, HR and marketing literature.

Firstly, there are only theoretical discussions about the impact of the external environment (customer) and its impact on employee attitudes but not supported by any empirical study. This study not only defined and explained customer control, which is an operating force but also provided a valid and reliable scale to measure it with empirical results.

In past, [START_REF] Jaworski | Toward a theory of marketing control: environmental context, control types, and consequences[END_REF], [START_REF] Panagopoulos | Does choice of sales control conceptualization matter? An empirical comparison of existing conceptualizations and directions for future research[END_REF] and [START_REF] Malek | Sales management control systems: review, synthesis, and directions for future exploration[END_REF], all suggested widening the MCS definition by including external environmental factors and finally it is done in this study.

Secondly, this study not only defined customer control but also provide two dimensions i.e., behavioural and output customer control to measure it. The scale to measure it is, adopted and modified from the previously well-tested empirical studies.

Third, the customer-employee relationship is very sensitive for the success of an organization and previously, generally customer satisfaction was only the focus of academia but this study focuses is on employee' attitudes and psychological needs satisfaction.

Fourth, the satisfaction of basic psychological needs as a motivator between customer control and employee affective commitment, job involvement and alienation, not only shows a positive influence on employee attitudes but also shows that it helps to reduce negative attitude such as alienation. It helps to study the self-determination theory as a control enabling motivational theory.

Fifth, the employee positive perception about its organizational and supervisory support plays an important and key role in the success of the organization and helps to reduce the work environment stresses. The use of perceived organizational and supervisory support as moderating variables between customer control and basic psychological needs is also an attempt to understand how external factors stress can be minimized by improving the practices that improve the image of management in its employee's minds. The significant positive correlations of both perceived organizational and supervisory support with all other variables except alienation prove the strong role it plays in the organization and how important it is to properly manage it.

APPENDICES

Appendix A-1: Skewness and Kurtosis (Pakistani Data) Please note that participation in this study is voluntary and the responses will be kept confidential and anonymous and the results are for educational purposes only. Your participation will help us to understand these relationships better. Please pay attention to all the instructions provided and answer all the questions to the best of your ability. This survey should take approximately 10-15 minutes to complete. There is a trick question so be attentive while answering the questions.

We hope the best cooperation from you. 

Output Control

Mon client évalue mon respect des normes de services. Mon client évalue ma faculté de répondre à ses attentes. Si mes normes de service à la clientèle ne sont pas respectées, je suis responsable envers mon client. J'ai des retours d'information de mon client pour améliorer mes services. Je reçois fréquemment des retours d'information de mon client.

Perceived Organizational Support

Mon entreprise valorise ma contribution à son bon fonctionnement. Mon entreprise prend en considération mes objectifs et mes valeurs. De l'aide est disponible dans mon entreprise quand j'ai un problème. Mon entreprise se préoccupe de moi et de mon bien-être. Mon entreprise valorise mes idées. Mon entreprise est fière de mes réalisations au travail. Mon entreprise essaie de rendre mon travail aussi intéressant que possible.

Perceived Supervisory Support

Mon supérieur immédiat est accessible. Mon supérieur immédiat m'aide à rendre mon travail plus agréable. Mon supérieur immédiat traite les membres de son équipe comme des égaux. Mon supérieur immédiat veille au bien-être des membres de son équipe.

Autonomy

Mon travail me permet de prendre des décisions. J'utilise mon jugement pour résoudre des problèmes dans mon travail. J'assume des responsabilités dans mon travail. Je me sens libre d'exécuter mes tâches à ma manière dans mon travail.

Competence

J'ai les moyens de bien faire mon travail. Je me sens compétent dans mon travail. Je suis capable de résoudre les problèmes auxquels je suis confronté au travail. Je réussis dans mon travail.

Relatedness

Quand je suis avec mes collègues de travail, je me sens compris. Quand je suis avec mes collègues de travail, ils m'écoutent. Quand je suis avec mes collègues de travail, je peux leur faire confiance. Quand je suis avec mes collègues de travail, je me sens dans un environnement amical.

Affective Commitment

Je serais très heureux de passer le reste de ma carrière dans mon entreprise. Je me sens concerné par les problèmes de mon entreprise. J'ai un grand sentiment d'appartenance à mon entreprise Je suis émotionnellement attaché à mon entreprise Mes collègues sont comme des membres de ma famille Mon entreprise a une grande importance pour moi

Job Involvement

Les choses les plus importantes qui m'arrivent concernent mon travail actuel Mon travail actuel représente une grande partie de moi-même Je suis fortement et personnellement impliqué dans mon travail Je vis, mange, et respire mon travail La plupart de mes intérêts sont centrés sur mon travail J'ai des liens très forts vis-à-vis mon travail actuel Je me sens connecté avec mon travail La plupart de mes objectifs de vie personnels sont axés sur mon emploi Je considère mon emploi comme central dans ma vie La plupart du temps, je suis très impliqué dans mon travail Alienation Je n'aime pas mon travail. Mes activités quotidiennes sont pénibles et ennuyeuses. Mon travail est routinier et représente un fardeau. Je me sens étranger à mon travail. Je souhaite souvent faire autre chose. Pendant toutes ces années j'ai perdu mes illusions concernant mon travail. Je n'ai pas envie de faire de mon mieux au travail. Je ne me sens pas en phase avec la vie de mon entreprise.

Appendix F: Summary of Hypotheses H1 (a): Higher the level of customer control (behavioural) lower will be the employee affective commitment.

H1 (b): Higher the level of customer control (output) lower will be the employee affective commitment. H2 (a): Higher the level of customer control (behavioural) lower will be the employee job involvement.

H2 (b): Higher the level of customer control (output) lower will be the employee job involvement.

H3 (a): Higher the level of customer control (behavioural) higher will be the employee work alienation.

H3 (b): Higher the level of customer control (output) higher will be the employee work 

Summary in English

The aim of this research is to define, explain and study the influence of customer control that is the result of technological development. Technological evolution has transformed the past business practices and changed the role of customer from passive to active. This role change has the direct influence on employees. Customer being part of a business is studied in various forms such as a co-creator, co-producer, participator, enabler, coordinator, innovator and differentiator. This study is extending the role of customer to the controller.

Customer control can improve social needs among employees but can also cause powerlessness, and role ambiguity. To keep employees aligned with organizational objectives, Management Control Systems (MCS) are adapted. In past, MCSs were mostly focused on the internal environment, yet the external environment such as market and customer has proved its importance. This study defined customer control as the authority given to the customer to evaluate employees. It will help to recognize the impact of customer control on employees' behaviours such as affective commitment, job involvement and alienation. Another purpose of this research is to observe moderating effect of organizational and supervisory support. Furthermore, to investigate the impact of self-determination theory by studying its mediating role between customer control and employee behaviours. This study is conducted in two countries, Pakistan and France. The data for both studies is collected through questionnaires and analysed by using SPSS and AMOS.

Keywords: Customer control, employee affective commitment, job involvement, alienation, management control system, self-determination theory, organizational and supervisory support, bank employees, cultural comparison. 

Résumé de la thèse en français