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ABSTRACT 

Why do Singaporeans go to church? What attracts them to go to church? 

What makes them satisfied when going to church? What kinds of roles and 

behaviour do people undertake when they go to church? Do they behave as 

an employee (servant) or as a consumer? These are important questions to 

those managing religious institutions. The present study focused on three 

main issues; namely the religious aspects of churchgoing that affect 

churchgoers‟ attendance intentions, commitment and satisfaction. The study 

provided new knowledge by examining a number of models to see whether 

churchgoing satisfaction and intentions resulted from churchgoers behaving 

like consumers or employees (servants) or whether they resulted from a 

combination of both of these orientations. 

A two-stage quantitative and qualitative research methodology was used in 

the present study. In the quantitative research stage, three research models 

were estimated using Structural Equation Modelling (SEM) procedures. The 

models were termed the „Religious Orientation Model‟ (Model One), the 

„Member as Employee Model‟ (Model Two) and the „Member as Customer 

Model‟ (Model Three).  

Due to the high correlation between „member satisfaction‟ and „churchgoing 

intentions‟ in the initial analysis, member satisfaction was retained as a 

single dependent variable and the three originally suggested models were 

revised in this way. Two of the models had a good fit to the data. Model One 

explained 67%, while Model Three explained 76% of the variation in 

members‟ satisfaction. To increase our understanding of the models‟ 



iii 

 

relationships, the retained constructs from each model were combined into 

an extended model, which was termed the „Churchgoer Satisfaction Model‟. 

The extended model explained 85% of the variation in members‟ satisfaction 

with their churches. The model clarified the influence of some of the 

suggested antecedents to member satisfaction („perceived hardware quality‟, 

„relationship with God‟, „perceived value‟ and the „relationship with Church‟). 

A further analysis was undertaken to see whether the relationships were 

impacted by background variables. The analysis found that, of four 

demographic variables (age, gender, education and income), only age had a 

moderating effect.  

In the qualitative stage, fourteen pastors and leaders from various 

denominations were interviewed to see whether the obtained results 

resonated and whether they might impact on the way their church 

approached members. There were some discrepancies between the 

quantitative results and the pastors‟ assumptions. Most of those interviewed 

thought age and gender were relevant attributes, although some also felt 

education and income impacted on their members‟ satisfaction. Some also 

noted that the results made sense to them and that they had changed the 

way they were likely to approach members in the future. 
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CHAPTER ONE: INTRODUCTION 

Background 

There has been an increasing interest in religious research in recent 

decades. Many academic disciplines, such as psychiatry, psychology, 

sociology, gerontology and economics, have provided insights that are 

relevant to the study of religion (Hill 1994; Hill & McMinn 2004; Montgomery 

1996; Neuman 1986; Sherkat 1998; Stark, Iannaccone & Finke 1996; 

Worthington & Kurusu 1996; Worthington et al. 2003). However, there has 

been little such research in the business realm.  

All organisations today, including for-profit and not-for-profit organisations, 

face an increasingly competitive environment (Hansen & Wooldridge 2002). 

In particularly, they face many challenges retaining customers/members 

(Saunders 1999b). Despite this, most churches or religious organisations 

have not been actively involved in marketing activities (Culliton 1959, Culter 

1991, 1998, Wrenn 2011). Hansen and Wooldridge (2002) suggested 

several reasons why religious organisations resist marketing activities, 

including churches not seeing the need to market their product and 

researchers not seeing the need to demonstrate marketing techniques to 

churches. Indeed, Fewster (1980) found some churches saw „marketing‟ and 

„recruitment‟ as unholy, which led to such activities being avoided. 

Of the few business studies, Santos and Mathews (2001) examined service 

quality in a church context, while Kingsbury (1937) conducted a case study 

on a single church to find why members went to that church. Silverman et al. 
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(1983) attempted to develop a set of scales to measure members‟ 

satisfaction with a church or synagogue, Saunders (1999a, 1999b) measured 

church member satisfaction and retention and Mehta and Mehta (1996) 

investigated worshippers‟ satisfaction.  

Despite this research, we know very little about church-related consumption 

and there are very few references to church “customer” behaviour, such as 

satisfaction or churchgoing intentions. Most studies have focused on church 

attendance as a way to predict religious beliefs (Gautier 1997) and church 

growth (Iannaccone, Olson & Stark 1995). Empirical research that has 

focused on church members‟ satisfaction in tandem with consumer 

behaviour and organisational commitment constructs is sparse. Such 

research would provide useful insights church managers could use when 

designing programs and activities and could provide insights that would be 

relevant to our understanding of other not-for-profit organisations. 

The Purpose of the Research 

Christianity has been forecast to decline from 33% to 25% of the world‟s 

population by 2025 (Huntington 1998). This suggests there is a need for 

church leaders to find strategies that will maintain their churches‟ 

membership. Such strategies are best developed from an understanding of 

the factors that improve members‟ satisfaction and increase the member 

retention. This need led to the present study being conducted as an 

examination of prior research did not find such research had been 

undertaken previously. 
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Many church leaders and administrators appear to have inadequate 

preparation in the skills and knowledge needed to manage an organisation 

(Crittenden, Crittenden & Hunt 1988). As a result, they can experience 

declines in membership, financial contributions and, perhaps, status. This 

may due to the traditional theological education in which management 

principles are not emphasised. Wortman (1981) noted that churches seem to 

have problems with ill-defined long-range goals and poor long-term 

management. It seems that many religious organisations are unable to 

respond effectively to changing environmental conditions (Crittenden et al. 

1988).  

Churches have traditionally been responsible for preaching sermons, running 

ministries, worship and pastoral care (Wasdell 1980), and these remain 

important activities. However, in a rapidly changing environment, it is also 

important to understand people‟s churchgoing behaviour if managers are to 

continue to develop successful programs.  

While there are many religions, the focus of the present study was on 

members of Christian churches in Singapore. The present study was 

undertaken to:  

1. Study aspects of Singaporean Christian churchgoers‟ “consumption 

behaviour”. 

2. Determine whether such people‟s churchgoing intentions are better 

explained by a „religiosity model‟, a „member as employee model‟ or a 

„member as customer model‟.  
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3. Assist church management to better understand their congregation 

and to develop appropriate strategies to retain their members. 

The study was undertaken in the hope that it would increase our 

understanding of people‟s churchgoing behaviour and help religious 

managers plan future directions and strategies more effectively. This should 

enable them to make more efficient use of their limited resources in their 

efforts to meet church members‟ needs and wants.  

The Research Models 

As was mentioned earlier, there is very little religion-related literature in the 

business discipline. As a result, Model One was proposed based on an 

extensive theoretical review of the religious literature, while Models Two and 

Three were based on existing business models (i.e., organisational 

commitment models and customer satisfaction models respectively). In the 

context of the present study, the three models were termed „The Religious 

Orientation Model‟, „The Member as Employee Model‟ and „The Member as 

Customer Model‟. The focus was on three proposed models that were felt to 

have the potential to explain churchgoers‟ behaviour. The literature across 

the variety of fields relating to the three proposed models is reviewed in 

Chapter Two.  

Research Approach 

The approach used in the present study is discussed in detail in Chapter 

Three. However, in brief, a two-stage quantitative and qualitative research 

approach was used to improve the validity of the study‟s findings 
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(Deshpande 1983). The three suggested models were estimated through the 

use of structural equation modelling (SEM). Such procedures are useful 

when dealing with relatively complex models that include latent constructs 

(Bentler 1980; Byrne 2001), which was the case in the present study.  

The qualitative research phase was undertaken after the three models had 

been estimated in order to obtain church management‟s perceptions of the 

study‟s results. In addition, their views on the practical use of the study 

results were explored to inform the development of managerial 

recommendations. The qualitative phase involved face-to-face interviews 

with pastors and church leaders from 14 churches.  

An Outline of the Thesis 

This section provides an overview of the structure of the thesis, including a 

brief description of each chapter. Due to the characteristics of the analysis, 

the thesis has eight chapters. 

Chapter One: An Introduction 

The present chapter provided a brief background to the study and 

outlined the study‟s research objectives. 

Chapter Two: A Literature Review and Development of Hypotheses 

This chapter outlines the prior research that provided the foundation for 

the present study and suggests the hypotheses that led to the 

development of the three models that were examined in the study. 
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Chapter Three: The Research Approach and Methodology 

This chapter outlines the research approach that was used to examine 

the study‟s research purposes. The chapter outlines the sampling plan 

and the data collection approach used in both the quantitative and the 

qualitative research phases. It also discusses the constructs that were 

included in the three models and that made up the bulk of the 

questionnaire that was constructed to obtain the needed data. 

Chapter Four: Some Initial Data Analysis 

This chapter presents the results of the first two stages of the five-phase 

data analysis approach that was used in the present study, namely:  

1) The computation of the descriptive statistics 

2) The measurement characteristics of the individual constructs in 

each of the three models. 

3) The discriminant validity of the various constructs in each of the 

three models. 

4) The assessment of measurement model for each of the three 

models.  

5) The estimation of the various structural models that allowed the 

relevant hypotheses to be examined. 
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Chapter Five: Measurement and Structural Models 

The results obtained in stage three, stage four and stage five of the data 

analysis are outlined and discussed in this chapter.  

Chapter Six: The Extended Model 

As will be outlined in Chapter Five, the analysis suggested an extended 

model was likely to be useful. The results of this extended model‟s 

estimation are outlined and discussed in this chapter. 

Chapter Seven: A Church Management View  

This chapter presents the findings from the qualitative phase of the study 

that involved interviews with church leaders. 

Chapter Eight: Discussion and Conclusions 

This chapter explores the study‟s implications for academics interested in 

not-for-profit marketing and for managers who are responsible for 

developing church programs and activities. The study‟s limitations and 

implications for further research are also discussed. 
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Delimitations of Scope 

It is inevitable that a study of this kind will have some limitations. In this case 

these included: 

1) Religious Definition: This study was not designed as a theological 

report and there was no intention to measure people‟s spirituality or to 

become involved in an argument about religious definitions or 

terminologies. The core purpose was to examine churchgoing behaviour. 

Hence, the word „Christian‟ in this study refers to churchgoers who 

attended a Christian church during the survey period, whether the person 

had been baptised or taken part in any other religious ceremony in order 

to be „qualified‟ as a Christian.  

2) Chosen Denominations: There are many Christian denominations in 

Singapore and it was not possible to include all of them in the present 

study. Consequently, the study concentrated on obtaining data from 

people who attended one of the major protestant denominations that 

were suggested by Singapore Government statistics.  

Summary 

This chapter has introduced the research problem and the research 

objectives. A brief outline of the two-stage research process that was 

undertaken within the study was also provided. Finally, a brief chapter outline 

was provided and some study delimitations were presented. A detailed 
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literature review and a discussion of the three models‟ hypotheses are 

presented in Chapter Two.  
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CHAPTER TWO - A REVIEW OF THE LITERATURE 

Introduction 

Studying consumer behaviour has never been an easy task as each person 

has his or her own set of cognitive processes that influence buying behaviour 

(King & Dennis 2003). Researchers have conducted many studies designed 

to understand consumers‟ buying behaviour in order to provide insights that 

assist strategic decision making for profit-making contexts. However, less 

research has been undertaken in not-for-profit environments and almost 

none has examined churchgoing behaviour, which was the focus of the 

present study. This literature review focuses on the three behavioural models 

listed in Chapter One that were used in the present study. These three 

models are discussed in turn in subsequent sections after a brief discussion 

about the nature of the „religious market‟ in Singapore, which was the site of 

the present study. 

Singapore’s Religious Market 

The National Council of Churches of Singapore reported that there are at 

least 500 Christian churches in Singapore (NCCS 2009). According to the 

Singapore Census of Population (2000), the number of people aged 15 years 

and over describing themselves as Christian in Singapore rose from 10% of 

the population in 1980 to 15% in 2000, while the number of Taoists fell from 

30% to 8.5%. Buddhism has remained the major religion in Singapore, 

growing from 27% of the population in 1980 to 42.5% of the population in 

2000.  
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A survey conducted by the national Singaporean newspaper, The Straits 

Times, examined the trends in religious conversion and the reason for 

Singaporeans switching faith from their birth religion. In their sample of 

almost 1,000 people aged above 15, 20% of the respondents had 

abandoned their birth religion before age 30 (Mulchand 2008). Many 

reported switching because they felt „disconnected‟ from their old religion. Of 

the Christians in the study (n=112), more than half reported that they 

converted to Christianity in their teens and 20s (Chua 2008). While there 

were spiritual aspects, many of those who converted felt that going to church 

enabled them to enjoy social benefits, such as participating in church cell 

groups (small group meetings) that offer a caring community, confidantes 

and even a chance to meet their life partners. Some of them felt they had an 

experience with God and felt touched by God‟s love, while others enjoyed 

the exuberant pop-rock worship that is common in the mega churches in 

Singapore.  

As was noted in Chapter One, the present study examined three models, 

one that took a religious orientation approach, one a member as employee 

approach and one a member as customer approach. While the three models 

have quite different origins, a review of the literature suggested that they are 

each relevant because they allow intention to remain a member to be the 

final dependent variable and satisfaction with the church to be a mediating 

variable. It is important for a church to understand these two aspects in order 

to increase members‟ loyalty and thereby enhance retention. Before 

reviewing the literature relating to each construct in the models, some 

background information on the individual models is provided below. 



23 

 

General Background 

In this section, an overview of the background of each model relating to 

churchgoing behaviour (i.e., intentions to stay) is provided. A theoretical 

review on each individual construct of the three research models is 

discussed in the subsequent sections. 

Model One: The Religious Orientation Model 

As mentioned before, there is little research on churchgoers‟ intention to 

remain church members. This is particularly true in a Singaporean context, 

although a few studies have been conducted elsewhere that provide insight 

into motivations relating to Singaporeans‟ churchgoing behaviour. In the 

USA, congregation size in Christian churches has not grown in recent 

decades and, indeed, some churches are declining in size (Altemeyer 2004; 

Brooks 2002; Gill 1999; Hout & Greeley 1998; Uecker, Regnerus & Vaaler 

2007; Wilson-Smith & Deziel 2001). Some researchers have attempted to 

explain this phenomenon by noting a trend towards secularisation of life in 

Western countries (e.g., Gill 1999; Palmer & Gallagher 2007). For example, 

people go shopping and engage in other social activities instead of going to 

church on the Holy day on which they once prayed together (Delener 1994; 

Ritzer 1999). Palmer and Gallagher (2007) suggested that some of the 

functions provided by churches (e.g., shelter and caring services for the 

elderly or needy) are now supplied by commercial, not-for-profit or 

government agencies. It has also been suggested that celebrity worship has 
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replaced religious worship, resulting in a decline in church attendance 

(Maltby 2004; Palmer & Gallagher 2007).  

Some researchers have noted that religious pluralism (i.e., people have 

religious choices) may increase religious competition and hence affect 

religious behaviour (Breault 1989; Finke & Stark 1988; Olson 1998). Finke 

and colleagues (Finke, Guest & Stark 1996; Finke & Stark 1988) suggested 

that the smaller a church‟s religious market share, the greater the 

competition it faces. Consequently, its leaders will have to work harder to 

increase membership and to improve people‟s commitment. Conversely, 

churches with larger market shares have less difficulty maintaining market 

share and may become „lazy‟ and complacent. This phenomenon reflects the 

„double jeopardy‟ issue that is well known in other marketing contexts (e.g., 

Ehrenberg, Goodhardt & Barwise 1990; Kau et al. 1998; Martin 1973; 

McPhee 1963; Uncles 2002).  

Some „high demand‟ churches may be able to adopt a „take it or leave it‟ 

approach, but other churches may have to position themselves as diversified 

churches that accommodate diverse views to attract new churchgoers 

(Wallis 1991). Finke and Stark (1988) suggested that the religious market is 

like a commercial market in that different religious institutions appeal to 

different segments. Consumers with different faith needs will be served by 

different religious groups.  
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Religion, Religiosity and Spirituality  

In this section, the concepts of religion, religiosity and spirituality as used in 

the study are discussed. Psychologists try to understand, study and 

approach religion in order to explore the theoretical and applied implications 

in daily lives (Pargament, Magyar-Russell & Murray-Swank 2005). A review 

of the related literature reveals that different concepts and definitions are 

used in different settings by different researchers (Burkhardt 1989; Clark 

1958; Pargament et al. 1995). For example, Pargament (1997, p. 32) defined 

religion as „a search for significance in ways related to the sacred‟, while 

Allport (1950, p. 9) described it as „a white light in personality which, though 

luminous and simple, is in reality multicoloured in composition‟. Some social 

scientists view religion substantively (e.g., practices, a set of beliefs, 

transcendent force, or higher power: Argyle & Beit-Hallahmi 1975), while 

others view it by its functions (e.g., the purposes it serves based on an 

individual‟s response to the problems of existence: Yinger 1970).  

Others focus on the role of beliefs in religion and how they influence 

behaviours: „religion is intimately tied to everyday life...Even in more secular 

societies; religion is commonly found - whether in private meditation and 

prayer, or the practice of attending church or temple services‟ (Hood, Hill & 

Spilka 2009, p. 2). In general, researchers have found that the scope of 

defining religion or spirituality (too broad or too narrow) limits the operational 

definitions and loses its distinctive characteristic (Hill et al. 2000). 
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The term „religiosity‟ has been defined as „the condition or state of being 

religious‟ (Palmer & Gallagher 2007, p. 32), and it refers generally to 

commitment to a religion (Delener 1990; Paek 2004). The most common 

variables that researchers have used for measuring religiosity are 

organisational religious involvement (e.g., church attendance), beliefs, 

values, practice, knowledge, experience and feelings (Mattis 2000; Palmer & 

Gallagher 2007).  

The word „spirituality‟ is derived from the Latin word spiritus, which means 

breath of life (MacQuarrie 1972). It has been suggested that „spirituality is a 

universal human dimension that inheres in every individual, whether 

religious, humanist, hedonist or atheist‟ (Goddard 1995, p. 809). Tart (1975, 

p. 4) described spirituality as the „vast realm of human potential dealing with 

ultimate purposes, with higher entities, with God, with life, with compassion 

and with purpose‟. In short, there is general agreement that spirituality affects 

the way people perceive, interpret and respond to the world and to significant 

others (Mattis 2000). 

In most social science research, spirituality and religiosity have been used as 

interchangeable terms and both suggest an acceptance of a set of beliefs, 

values and experiences (Mattis 2000; Zinnbauer et al. 1997). This view is 

accepted in the present study and no attempt has been made to differentiate 

the concepts. 
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Religiosity and Marketing Concepts 

Little empirical information is available on the relationship between consumer 

behaviour and religion, and this is especially apparent compared to the large 

base of studies conducted in profit-making contexts (Cutler 1991; Lindridge 

2005). Some specific areas of focus have been found so far, such as 

organisational spirituality (Cunha, Rego & D'Oliverira 2006), the impact of 

consumerism on religion (Beaudoin 2003; Goss 2006; Miller 2004; Pahl 

2003), brand choice and life style (Wilkes, Burnett & Howell 1986), the 

relationship between religiosity and perceived risk in purchase decisions 

(Delener 1990), the relationship between religiosity and consumer-related 

marital roles in purchase decision making (Delener 1994), the influence of 

religion on consumer choice (Essoo & Dibb 2004) and religion‟s influence on 

culture and consumer behaviours (Lindridge 2005). However, no studies 

were identified that explicitly examined the relationship between 

churchgoers‟ satisfaction and intentions to stay with their churches.  

Delener (1990; 1994) argued that religion and religiosity provide a framework 

as well as significant constructs to better understand and interpret human 

lives in terms of consumer behaviour. The constructs in this study have been 

divided into an internal orientation (e.g., beliefs, feelings, experiences and 

sentiment towards God) and an external orientation (e.g., social connections, 

behavioural pattern, choice of churches and so forth). These constructs can 

be explored by asking about people‟s childhood socialisation, adult 

churchgoing motivations, attitudes toward Christianity and religious 
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experiences. Each of these constructs is presented in Model 1 and 

discussed in subsequent sections.  

Model Two: The Member as Employee Model 

Organisational commitment (OC) has been a major research issue for many 

years (Baruch 1998; Christen, Iyer & Soberman 2006; Griffith & Lusch 2007; 

Marsh & Mannari 1977). OC is likely to be central to any „Member as 

Employee Model‟ in the present church research context because prior 

studies suggested that member satisfaction could be viewed similarly to the 

relationship (e.g., job satisfaction) between an employee and organisation 

(Silverman et al. 1983). Some researchers (e.g., Steers 1977; Williams & 

Hazer 1986) have suggested satisfaction  influences commitment, while 

others have suggested commitment is an antecedent to satisfaction (e.g., 

Bateman & Strasser 1984; Culver, Wolfle & Cross 1990; Moskowitz & 

Scanlan 1986). Curry, Wakefield, Price and Mueller (1986) found no 

evidence that job satisfaction was either an antecedent of or an outcome of 

commitment, while Billingsley and Cross (1992) suggested the constructs 

may evolve simultaneously. However, most researchers have suggested 

commitment leads to satisfaction, which was the accepted approach in the 

present study. 

A great deal of empirical research has investigated the processes related to 

OC and their implications for employee-organisation relationships (Mowday, 

Porter & Dubin 1974; Mowday, Steers & Porter 1979; Mowday, Porter & 

Steers 1982; Pierce & Dunham 1987; Porter & Steers 1973; Porter et al. 
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1974; Porter, Crampon & Smith 1976; Siu 2002). From an organisational 

point of view, OC helps to reduce withdrawal behaviours, such as turnover, 

absenteeism or lateness and to increase intention to stay (Clugston 2000; 

Good, Sisler & Gentry 1988; Mathieu & Zajac 1990; Mitchel 1981; Mobley et 

al. 1979; Porter et al. 1976; Porter & Steers 1973; Porter et al. 1974; Wasti 

2003). This suggests commitment may be relevant to the present study in 

which intention to stay with a church was of interest.  

According to OC theory, committed employees are more likely to take up 

„extra-roles‟ (e.g., innovativeness or creativeness) (Katz & Kahn 1978). 

Employees receive extrinsic rewards (e.g., salary and other benefits) and 

psychological rewards (e.g., intrinsic job satisfaction and relationship with 

peers), according to the level of commitment to the organisation (Mathieu & 

Zajac 1990). Although the bond of OC has usually been seen as being 

between an employee and an employing organisation, the proposed model 

may be relevant to the relationships between churches and their members 

because churches operate as organisational institutions of religion in some 

ways (Iannaccone 1988). For example, they face turnover, lateness and 

other organisational behaviours from churchgoers.  

Researchers have used different foci, types, definitions and measures when 

they have examined OC (Mathieu & Zajac 1990). Morrow (1983, p. 486) 

suggested that „the growth in commitment related concepts has not been 

accompanied by a careful segmentation of commitment‟s theoretical domain 

in terms of intended meaning of each concept or the concepts‟ relationships 

among each other‟. O‟Reilly and Chatman (1986, p. 492) suggested that 
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„what is needed are theoretical and operational definitions that clearly 

differentiate commitment and its components from other related constructs‟. 

However, while OC has been defined and measured in different ways, there 

is a common view that it is „a bond or a linking between an individual to the 

organisation‟ (Mathieu & Zajac 1990, p. 171). To this effect, Buchanan (1974, 

p. 533) defined OC as „a partisan, affective attachment to the goals and 

values of an organisation, to one‟s role in relation to goals and values and to 

the organisation for its own sake‟. 

The two most commonly studied types of OC have been affective 

commitment and calculative (or continuance) commitment (Mathieu & Zajac 

1990; O'Reilly & Chatman 1986; Wetzels, de Ruyter & van Birgelen 1998; 

Wiener 1982). According to Randall and O'Driscoll (1997), affectively 

committed employees feel they have a choice and they choose to stay 

because of „an emotional tie to the organisation‟; while calculatively 

committed employees may well leave if they find a better alternative, 

demonstrating an exchange-based relationship with the organisation.  

With regards to affective commitment, Kanter (1968) suggested that people 

can have a social relationship with an organisation, which he termed 

„cohesion commitment‟. Porter and colleagues (e.g., Mowday et al. 1979; 

Porter et al. 1974) defined affective commitment (which they referred to as 

attitudinal organisational commitment) as „the relative strength of an 

individual‟s identification with and involvement in a particular organisation‟ 

(Mowday et al. 1982, p.27). Conceptually, this type of commitment is 

characterised by at least three factors, namely: 
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1. A strong belief in and acceptance of the organisation‟s goals and 

values. 

2. A willingness to exert considerable effort on behalf of the 

organisation. 

3. A strong desire to maintain membership in the organisation.  

Employees whose commitment is affective are likely to share similar values 

and goals with their organisation and also are likely to be able to identify with 

and be involved in the organisation (Morgan & Hunt 1994). It requires a 

higher level of trust and commitment within the company (Gustafsson, 

Johnson & Roos 2005). 

Employees whose commitment is calculative are committed to their 

organisation because of an assessment of the costs (switching costs) and 

rewards they receive from their relationship (Randall & O'Driscoll 1997). 

Etzioni (1961) was one of the first to discuss calculative commitment. He 

suggested some employees were committed through the utilitarian benefits 

they obtained from their relationship with their employing organisation, which 

leads to an instrumental, rather than emotional, relationship. Becker‟s (1960) 

side-bet theory suggested that employees recognise the potential costs of 

discontinuing their relationship. Based on Becker‟s (1960) research, 

Hrebiniak and Alutto (1972, p. 556) defined calculative commitment as „a 

structural phenomenon which occurs as a result of individual-organisational 

transactions and alterations in side-bets or investments over time‟. In other 

words, employees remain with an organisation because they are bound by 

their side bets or the sunk costs from the employers (e.g., a non-transferable 
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pension), which means they feel they have to continue to work for the 

organisation.  

It is important for management to understand the different dimensions of 

organisational commitment because there is a positive relationship between 

employees‟ affective commitment and job performance and a negative 

relationship between calculative commitment and job performance (Randall 

& O'Driscoll 1997). A significant positive relationship has also been found 

between affective commitment and other outcome constructs, such as 

citizenship behaviour and innovativeness, which is not the case for 

calculative commitment (Allen & Smith 1987; Mayer & Schoorman 1992). It is 

therefore likely that not-for-profit organisations, such as churches, would 

benefit if they better understood the nature of their members‟ commitment to 

facilitate efforts to increase affective commitment and hence retention.  

Model Three: The Member as Customer Model 

The previous sections discussed the religiosity model and the employee 

model that were examined in this study. The present section discusses the 

European Customer Satisfaction Index (ESCI) model, which is a well-

developed model that was included in this study as an example of a member 

as customer model. 

The European Customer Satisfaction Index (ECSI) Model 

The ECSI model was developed by the European Organisation for Quality 

and the European Foundation for Quality Management during the 1990s 
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(O'Loughlin & Coenders 2004). Before the ECSI model was developed, 

several national customer satisfaction indices had been developed in 

Sweden in 1989 (Sverige Kundbarometer), in Germany in 1992 (Deutsches 

Kundenbarometer) and in the USA in 1994 (American Index of Customer 

Satisfaction) (see Bruhn 2003; Bruhn & Grund 2000). The ECSI model was 

built on the foundations of these earlier models. It has seven latent 

constructs and is designed to predict perceived value, satisfaction and 

loyalty. The model can be seen most easily in its diagrammatic form as 

shown in Figure 2-1. As can be seen from the Figure, the ECSI model has 

four exogenous constructs (image, expectations, hardware and software), 

two mediation variables (perceived value and satisfaction) and one final 

dependent variable (loyalty). 

 

Image 

Expectations 

Perceived 
Hardware 

Quality 

Perceived 
Software 
Quality 

Perceived 
Value Satisfaction Loyalty 

 

Figure 2-1: The European Customer Satisfaction (ECSI) Model 
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The ECSI model has been widely used in Europe, including in Denmark 

(GrØnholdt, Martensen & Kristensen 2000; Kristensen, Martensen & 

GrØnholdt 1999; Martensen, GronhØldt & Kristensen 2000), the Isle of Man 

(O'Loughlin & Coenders 2004; 2002), Portugal (Andre & Saraiva 2000; 

Coelho & Esteves 2007; Vilares & Coelho 2003), Russia (Murgulets et al. 

2001), Austria (Hackl, Scharitzer & Zuba 1996) and Switzerland (Bruhn & 

Grund 2000; Bruhn 2003). It has also been used in Australia (Brown & 

Mazzarol 2009; Chitty & Soutar 2004), Hong Kong (Chan et al. 2003; Wong 

& Kanji 2001), Russia (Murgulets et al. 2001), Taiwan (Chang-Hsi, Hsiu-

Chen & Gow-Liang 2006; Yu et al. 2005) and Singapore (Armstrong & Tan 

2000; Brah, Wong & Rao 2000; Chee, Chew & Kwan 2001; Cheng et al. 

2003; Goh & Yeo 1994; Hesan et al. 1998; Honeycutt, Ahmed & Mottner 

2004; Lee & Bellman 2008; Murphy & Tan 2003).  

These studies have been undertaken in many industries, including retail 

banking, cable TV, telecommunications, supermarkets, insurance, postal 

services, food products, public transportation and public services. More 

recently, the ECSI model has been investigated more widely, being tested in 

corporate banking (Lee and Bellman 2008) and in the tertiary education 

sector (Brown & Mazzarol 2009; Chitty and Soutar 2004). The ECSI model 

has proved to be a reliable and robust model, especially in service industries 

(Ball, Coelho & Machas 2004; Cassel & Eklof 2001), which is where 

churches would be placed. Consequently, it was decided to use the ECSI 

model in the present study as the framework for the „Member as Customer 

Model‟.  
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Although there are many variables that can be used to measure attitudinal 

factors relevant to behaviour, such as satisfaction (Mittal, Kumar & Tsiros 

1999), service quality (Anderson & Sullivan 1993; Baker & Crompton 2000; 

Park, Robertson & Wu 2006; Woodside, Frey & Daly 1989), loyalty (Kenney 

& Khanfar 2009), value (Sweeney, Soutar & Johnson 1999) and religiosity 

and ethics (Barnett, Bass & Brown 1996), it was not feasible to cover all of 

these variables in the present study. Consequently, only satisfaction and 

intentions were included, based on the theoretical review provided in 

subsequent sections. As these constructs were common to the three models, 

they are discussed first, after which the three models are described in turn.  

The Common Constructs 

Churchgoing Intentions 

Over recent decades, many researchers have tried to investigate the 

intention-behaviour relationship in a variety of areas, including the criminal 

justice system (Katz 1983), information system contexts (Jackson, Chow & 

Leitch 1997), mobile banking (Luarn & Lin 2005) and clinical contexts (Searle 

et al. 2000). Several models have been developed to examine this 

relationship, including the theory of reasoned action (Fishbein & Ajzen 1975; 

Fishbein 1980), the theory of planned behaviour (Ajzen 1991; 1985), Rogers‟ 

(1983; Maddux & Rodgers 1983) protection motivation theory, the theory of 

interpersonal behaviour (Triandis 1980) and the revised theory of planned 

behaviour (Maddux 1993).  
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Intentions were the final construct of interest in the present study as it is 

more difficult to obtain behavioural data than it is to obtain intentions data 

(Singh 1988). As satisfaction was the only other construct that was included 

in the three models, it is also discussed in this part of the literature review. 

Member Satisfaction 

As mentioned earlier, although most religious organisations have not been 

active in applying marketing techniques in the past, there is increasing 

interest in the role marketing can play in the not-for-profit sector (Considine 

1995; Cutler & Winans 1998; Horne & McAuley 1999; Kotler & Levy 1969; 

McDaniel 1989; Mulyanegara, Tsarenko & Movondo 2011; Parker & Kent 

1999; Rodriguea 2002; Vokurka, McDaniel & Cooper 2002; Wrenn 2011). 

One of the objectives of marketing is to satisfy customers‟ needs (Kotler 

1972a), thus it is not surprising that some researchers have explored the 

factors that might increase church members‟ satisfaction (Wrenn 1995; 

Mehta & Mehta 1996). However, the knowledge generated to date is very 

limited, which led to the decision to undertake the present study. 

People who attend church are members of both a church and a religion. In 

the present study, respondents were restricted to being members of a 

Christian church in Singapore. Even within this restriction, there are many 

alternatives, including Catholic churches and those of Protestant groups like 

Anglicans, Baptists, Presbyterians, Methodists, Lutherans and so forth. 

Satisfaction with religion can be important to people‟s well-being and is often 

measured as part of well-being or happiness scales (e.g., Campbell, 
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Converse & Rodgers 1976; Hadaway 1978; St. George & McNamara 1984). 

However, the concern in the present study was not satisfaction with religion 

per se, but rather satisfaction with the particular church a person attended. 

Consequently, this literature review is not about satisfaction with religion or 

religiosity. Rather, it concentrates on satisfaction with a particular church 

(i.e., member satisfaction). 

A review of the existing literature found wide variance in the definitions of 

satisfaction, indicating that it is difficult for researchers to select an 

appropriate definition for a given context, to develop a valid measurement 

and/or to interpret and compare the statistical results (Giese & Cote 2000). 

Since Cardozo‟s (1965) classic article, researchers have yet to develop a 

commonly accepted definition of consumer satisfaction (Bei & Chiao 2001). 

Oliver (1997, p. 13) argued that „everyone knows what (satisfaction) is until 

asked to give a definition. Then it seems, nobody knows‟. Due to the 

inconsistency in defining consumer satisfaction, researchers developed 

various definitions and concepts according to different contexts, including 

global evaluative judgement (Westbrook 1987), affective response (Halstead, 

Hartman & Schmidt 1994), cognitive response (Tse & Wilton 1988), fulfilment 

response (Oliver 1997), or overall evaluation (Fornell 1992). As a result, 

there are numerous idiosyncratic definitions of satisfaction (Giese & Cote 

2000). 

Despite the large amount of research into satisfaction, there has been little 

research into church-related satisfaction (Silverman et al. 1983). As 

mentioned earlier, prior studies on religious activities and involvement always 
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link with general life satisfaction or quality of life (e.g., Campbell, Converse & 

Rodgers 1976). Only a few studies have examined member satisfaction with 

religiosity; for example, member satisfaction with church activities or 

programs and church growth (Roof et al. 1979) and the relationship between 

clergy leadership and member satisfaction (McKinney 1979). It is evident that 

definition and measurement of member satisfaction in a not-for-profit setting 

(such as a church) is extremely limited. The conceptual definition of member 

satisfaction used in the present study has therefore been adopted from the 

consumer satisfaction context. Of the competing definitions, Westbrook and 

Reilly (1983, p. 258) defined consumer satisfaction as „an emotional 

response triggered by a cognitive evaluative process in which the 

perceptions of (or beliefs about) an object, action, or condition are compared 

to one‟s values (or needs, wants, desires)‟. This definition is comprehensive 

and was considered appropriate for this study.  

The Relationship between Satisfaction and Intentions 

Many studies show that satisfaction has a significant effect on intentions, 

(e.g., Anderson, Fornell & Lehmann 1994; Cronin, Brady & Hult 2000; Cronin 

& Taylor 1992; Endres et al. 2009; LaBarbera & Mazursky 1983; Lee & 

Bellman 2008; Liu & Leach 2001; Oliver 1980; Oliver & Swan 1989; Park, 

Robertson & Wu 2006; Zeithaml, Berry & Parasuraman 1996). This suggests 

a general hypothesis that is relevant to the three models, namely: 
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Hypothesis 1: The more satisfied a person is with their church, the more 

positive will be their churchgoing intentions. 

In subsequent sections, the individual constructs of the three models that 

provided the present study‟s foundation are examined. Also, the hypotheses 

that are relevant to each model are discussed.  

Model One: The Religious Orientation Model 

Researchers have identified a number of variables that are related to 

religious behaviour. These include childhood socialisation (Bowlby 1969), 

churchgoing motivations (Fukuyama 1961), attitude towards Christianity 

(Francis 1978) and religious experience (Smith 2006). Consequently, Model 

One was constructed to examine the relationship between these constructs 

and member satisfaction and churchgoing intentions. The research that 

guided the development of this model is discussed in subsequent sections 

and the diagrammatical illustration of this model is shown in Figure 2-2. 
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Figure 2-2: Model One – The Religious Orientation Model 

Childhood Socialisation 

Bowlby‟s (1969) attachment theory has been used by many researchers to 

examine the relationship between religion and childhood experience (e.g., de 

Roos 2006; Kirkpatrick & Shaver 1990). The central focus of attachment 

theory is the relationship between infants and their caregivers, parents or 

other individuals to whom they become attached. Bowlby believed that 

children develop through their experiences, expectations and beliefs relating 

to the reliability and availability of such figures. Caregiver-child interactions 

thus have an important impact on a child‟s development. Studies have 

shown that children‟s upbringing, including environment (home and school) 

(de Roos 2006), religious beliefs and experience and the primary attachment 

figure (especially mothers) (Lamb 1978) provide the basis for their 

attachment to God by affecting their subsequent religious beliefs and 
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involvement (e.g., Beck & McDonald 2004; Granqvist & Hagekull 1999; 1995; 

Hayes & Pittelkow 1993; Kirkpatrick 1992; Kirkpatrick & Shaver 1990; 

McDonald et al. 2005; Nelson 1971).  

Studies found that Christian parents, especially those with younger children, 

often participate regularly in church-related activities (DeJong & Faulkner 

1972; Fairchild & Wynn 1961; Nash 1968; Nash & Berger 1962). Bader 

(2006) found children with more religious parents (regular churchgoers) had 

greater religiosity than did children with inconsistently religious parents. It 

seems that the greater the parents' religiosity (i.e., attending church services, 

participating in formal in-group and out-group activities and prioritising the 

importance of religiosity in a person‟s life), the stronger the correlation 

between parents‟ and children‟s church views. In general, children tend to 

have the same religious beliefs as their parents (Cameron 1999). 

In sum, childhood socialisation can impact people‟s religious beliefs and 

behaviour (Iannaccone 1990). In particular, religious participation seems to 

be strongly correlated with people‟s childhood religious upbringing 

(Kirkpatrick & Shaver 1990). Further, most past research has suggested 

childhood socialisation has a relationship with members‟ satisfaction 

(Bartkowski, Xu & Levin 2008; Krause & Wulff 2005; O‟Hara 1980; Varon & 

Riley 1999; Willits & Crider 1988) and intention to stay (Bartkowski, Xu & 

Levin 2008), and reduces religious switching behaviour (Loveland 2003). 

Consequently, the present study examined the relationships between 

childhood socialisation and church members‟ satisfaction and churchgoing 

behaviour. Following Bader (2006), it can be suggested that: 
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Hypothesis 2a: The stronger a church member‟s childhood socialisation as a 

churchgoer, the greater will be their satisfaction with their 

church as an adult. 

 

Hypothesis 2b: The stronger a church member‟s childhood socialisation as 

a churchgoer, the more positive the member‟s churchgoing 

intentions. 

Adult Churchgoing Motivations 

A study by Cattell and Child (1975), explained religious motivation as a 

complex behaviour that is related to several basic drives; it concluded that 

there were three types of religious needs (i.e., the need for appeal, self-

submission and self-assertion). Prior study suggested religious motivation 

can be influenced by intrinsic and extrinsic orientation (Allport & Ross 1967; 

Gorsuch 1994; Kivett 1979). Intrinsically oriented religious people may be 

driven more by internal desires such as fulfilling spiritual needs (Jacobson 

1998) and may become more involved in religious activities, such as prayer, 

meditating, group devotional practice and/or scripture reading (Byrd, 

Hageman & Isle 2007; Neill & Kahn 1999).  

Extrinsic orientation can be categorised into inner and outer types (Hoge 

1972). Inner type people use religion as a support, providing assistance in 

time of help or crisis (i.e., to gain comfort and protection). Outer type people 

use religious membership and religious participation as a way to attain other 
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non-religious goals, such as social interactions. Such people may feel the 

practical and social rewards obtained through attending a church are more 

important than the existential meaning provided by religious belief (Diener et 

al. 1999; Hoge 1972; Jacobson 1998). Silverman et al. (1983) noted that 

church members attend church for different reasons. For example, the 

quality of religious services and programs (e.g., sermons) might be important 

to members with an intrinsic orientation while extrinsically oriented members 

might focus on the quality of the church‟s social programs and activities (e.g., 

developing business contacts or networks through attendance). It is essential 

for church management to understand members‟ needs and to be able to 

respond to these needs (Silverman et al. 1983). These two orientations are 

examined and discussed in detail in subsequent sections.  

Different religious motivational factors influence different types of religious 

behaviour such as church attendance (Fukuyama 1961; Lasker 1971; 

Schuyler 1958; Welch & Barrish 1982). Research found that both intrinsic 

and extrinsic religious motivation were related to life satisfaction; 

churchgoers‟ participation in church and church-related activities induced a 

sense of belonging by providing collective experiences that impacted on 

satisfaction significantly (Neill & Kahn 1999). In particular, those churchgoers 

with high intrinsic religious motivation have been found to have a higher level 

of congregation satisfaction, overall life satisfaction and job satisfaction (e.g., 

Byrd, Hageman & Isle 2007; Pargament, Steele & Tyler 1979; Poloma & 

Pendleton 1990; Vecchio 1980). Consequently, it can be suggested that:  
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Hypothesis 2c: The stronger a person‟s churchgoing motivation, the greater 

will be their satisfaction with their church. 

Attitude toward Christianity 

„Attitude toward Christianity‟ is an affective construct that measures the 

degree of desire with which an individual approaches the Christian religion 

(Francis & Kay 1984). Studies show religious attitudes impact religious 

satisfaction and commitment (Ellison, Gay & Glass 1989; Gorsuch 1984; 

Wielhouwer 2004). This suggests this construct is relevant to the present 

study.  

Francis‟s Attitude toward Christianity Scale was developed in the 1970s to 

provide a reliable and valid measure of attitude toward Christianity that could 

be used with different age groups, such as children, adolescents and adults 

(Francis 1978). It includes five aspects of churchgoers‟ attitudes (God, 

Jesus, the Bible, Prayer and Church) through 24 positive and negative items 

that are measured on a series of 5-point Likert-type scales that range from 

strongly disagree to strongly agree.  

The Attitude toward Christianity Scale has provided the foundation for a 

systematic program of research over the last thirty years (Bourke, Francis & 

Robbins 2005). It has been used by many researchers in a number of 

countries and these studies have supported the scale‟s reliability and validity 

in England (Francis & Stubbs 1987), Australia and Canada (Francis et al. 

1995), the USA (Lewis & Maltby 1995), the Republic of Ireland (Maltby 1994) 
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and Hong Kong (Francis, Lewis & Ng 2002). The scale has been used to 

examine a wide range of correlates of religiosity, including conservatism, 

altruism, dissociation, denominational differences, gender orientation, 

happiness, intelligence, life satisfaction and purpose in life.  

Prior studies have suggested that the amount of time spent on religious 

activities (both intrinsic and extrinsic) has a positive association with life 

satisfaction (McClure & Loden 1982). Willits and Crider (1988) found that 

religious attitude, church attendance and life satisfaction were positively 

correlated. Other studies showed that religious satisfaction was a predictor of 

life satisfaction and that closeness to God, divine experience during devotion 

time (e.g., prayer) and church attendance had a significant positive 

relationship with life satisfaction (Dorahy et al. 1998; Poloma & Pendleton 

1990). Thus, this research suggests that:  

Hypothesis 2d: The more positive a person‟s attitude toward Christianity, 

the greater will be their satisfaction with their church. 

Religious Experience 

It is recognised that religious experience is difficult to define (Francis & Greer 

1999; Hay & Morisy 1985; Hoge & Smith 1982). Glock (1959, pp. 26-27) 

defined a person‟s religious experience as „all of those feelings, perceptions 

and sensations which are experienced by an actor or defined by a religious 

group or a society as involving some communication, however slight, with a 

divine essence, (i.e., with God), with ultimate reality, with transcendental 
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authority‟. Stark (1965, p. 98) defined it similarly but in a simpler way as 

„some sense of contact with a supernatural agency‟.  

Hall and Edwards (1996) developed a Spiritual Assessment Inventory (SAI) 

to measure people‟s awareness of God (self-God relationship) and the 

experienced quality of one‟s relationship with God (religious experience). The 

items reflect six forms of communication with God: „1) phenomenon and 

voice, 2) supernatural messenger or angel, 3) dreams and visions, 4) audible 

voice, 5) the human voice and 6) the „human spirit,‟ or the „still small voice‟‟. 

As the current version of the SAI has been widely used (e.g., Fee & Ingram 

2004; Hall & Edwards 2002), the items in relation to religious experience in 

this scale were used in the present study.  

Research has found that people‟s religious experiences affect their religious 

commitment (Francis & Greer 1999) and religious experiences such as 

frequency of prayer, prayer experience and a felt relationship with God are 

important for religious satisfaction (Poloma & Pendleton 1990). Poloma and 

Pendleton (1990) suggested that if religious experience is one of the 

„products‟ churchgoers pursue in their spiritual development, a church‟s 

performance in relation to this product would be correlated with member 

satisfaction. This suggests the following:  

Hypothesis 2e:  The stronger a person‟s religious experience, the more 

satisfied that person will be with their church. 
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Model Two: The Member as Employee Model 

In this section, the second model (the „Member as Employee Model‟), which 

is shown in Figure 2-3, is discussed.  

Psychology
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Ownership

Continuance

Commitment

Member

Satisfaction

Affective

Commitment

Churchgoing

Intentions
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Figure 2-3: Model Two – The Member as Employee Model 

Many studies and meta-analyses have been conducted on the topic of 

organisational commitment. In recent decades the focus has changed from a 

singular view of commitment to viewing it as comprising multiple components 

(Somers 1995). Meyer and Allen‟s (1991) three component commitment 

model includes three facets of commitment, namely, affective, continuance 

and normative commitment. This model has been widely used by OC 

researchers in recent years in a variety of countries and contexts (e.g., 

Bansal, Irving & Taylor 2004; Hackett, Bycio & Hausdorf 1994; Irving, 

Coleman & Cooper 1997; Lee et al. 2001; Moideenkutty et al. 2001; 
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O'Driscoll & Randall 1999; Vandenberghe 1996; Wasti 2003; Yao & Wang 

2006). This research found employee ownership affects employee attitudes 

(e.g., satisfaction) and behaviour (e.g., performance and work attitude) 

(Pierce, Rubenfeld & Morgan 1991). Therefore, these two concepts are 

examined in subsequent sections.  

The Three Component Model 

Meyer and Allen (1991) conceptualised affective commitment as an 

emotional attachment by employees, in which they would identify with and 

willingly involve themselves in the organisation; in other words, „they want to 

do so‟ (p. 67). Continuance commitment was referred as the perceived cost 

of leaving an organisation and employees stayed within the organisation 

because „they need to‟ (p. 67). Lastly, normative commitment was perceived 

to be a sense of obligation to remain with an organisation: employees feel 

that „they ought to‟ remain with the organisation. 

However, some researchers have found the correlation between affective 

commitment and normative commitment to be strong (e.g., Ko, Price & 

Mueller 1997), although Meyer, Allen and Smith (1993) had earlier revised 

the Normative Commitment Scale (NCS), the Affective Commitment Scale 

(ACS) and the Continuance Commitment Scale (CCS). From this research 

base, Meyer et al. (2002) undertook a meta-analysis to examine these three 

aspects of commitment. A meta-analysis is able to correct for statistical 

artefacts, such as the lack of reliability of measurement scales and to 

estimate the true correlations between constructs (Meyer et al. 2002). Their 
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results found the three commitment components were related to, but 

distinguishable from, each other. 

It has been noted that relatively few commitment studies have been 

conducted outside North America (Meyer et al. 2002; Randall 1993). 

Consequently, relatively little is known about the impact geographic location, 

translations into languages other than English and cultural differences can 

have on mean scores and the underlying structure of the three dimensions. 

An exception includes Vandenberghe‟s (1996) cross-validation of Allen and 

Meyer‟s (1990) commitment scales in a French-speaking context. He found 

that a three-factor oblique rotation model provided a good fit to the data as 

the dimensions were still relatively highly correlated. In addition, Ko et al. 

(1997) tested the three-component model in South Korea and also found a 

three-factor oblique rotation model fitted the data better than either a one-

factor or a two-factor model.  

However, there did seem to be problems with the psychometric properties of 

the three dimensions as the ACS and NCS were highly correlated in this 

context and the CCS had reliability problems. Dunham, Grube and 

Castaneda (1994) and Hackett, Bycio and Hausdorf (1994) also found 

measurement problems as some of the commitment dimensions were highly 

correlated. However, Jaros (1997) found that each component had an 

independent effect on employees‟ intentions to remain with an organisation. 

Meyer and Allen (1991) suggested researchers are better able to understand 

the relationship between employees and their organisations by analysing the 
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three components simultaneously. In a recent empirical study, Lee et al. 

(2001) found the three commitment variables had good psychometric 

properties after some revisions and it was suggested to be used in non-

Western cultures and languages. Consequently, it was decided to use the 

three-component model in this present study. It was hypothesised that:  

Hypothesis 3a:  The stronger a member‟s affective commitment to their 

church, the more satisfied the member will be with that 

church. 

  

Hypothesis 3b:  The stronger a member‟s continuance commitment to their 

church, the more satisfied the member will be with that 

church. 

  

Hypothesis 3c:  The stronger a member‟s normative commitment to their 

church, the more satisfied the member will be with that church 

Psychology of Ownership 

The core of psychological ownership is a sense of possession and of being 

psychologically tied to an object (Furby 1978). Such feelings can be 

developed toward tangible objects (e.g., home, books or toys) or to intangible 

objects (e.g., ideas) (Beaglehole 1932). Beggan (1992) emphasised that 

people generally become more attached to things they feel they possess and 
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Van Dyne and Pierce (2004) suggested that feeling possessive about an 

organisation (i.e., having a sense of psychological ownership) impacts 

behaviours within that organisation. 

Building on Furby (1978), Pierce, Kostova and Dirks (2001, p. 299) combined 

research into feelings of possession and feelings of ownership. They defined 

psychology of ownership as „that state in which individuals feel as though the 

target of ownership (material or immaterial in nature) or a piece of it is 

“theirs” (i.e., “It is MINE!”)‟. They suggested there were three underlying 

motives (or human needs) that lead to psychological ownership, namely:  

1. The need for a home, a need for a place where a person can „live‟ and 

feel they belong. Porteous (1976) commented that a home is not only 

a physical place made up of four walls. It can be a village, compound, 

or a neighbourhood. A place or space that is deemed to be „mine‟ 

provides comfort, pleasure and security (Heidegger 1962).  

2. The need to feel self-efficacious, which relates to individuals‟ ability to 

alter the environment in ways that suit them. People need to feel 

capable of interacting effectively in a setting or in specific areas 

(Bandura 1977; White 1959).  

3. The need for self-identity. Identities can be described as „the shared 

social meanings that a person attributes to oneself in a role‟ (Burke & 

Reitzes 1991, p. 242). Possessions can be symbolic expressions that 

are related to a person‟s self-identity or individuality (Burke & Reitzes 

1991; Pierce, Kostova & Dirks 2001). People use ownership for the 

purpose of defining themselves and expressing themselves to others 
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(Pierce et al. 2001). A sense of what is „mine‟ and possessions help 

an individual to achieve such a sense (Belk 1988; Van Dyne & Pierce 

2004).  

The psychology of ownership construct has been extensively examined in a 

number of fields, including child development, geography, philosophy, 

psychology, gerontology, law and consumer behaviour (Van Dyne & Pierce 

2004). It has also been seen as impacting significantly on specific employee 

behaviours (e.g., work performance, organisational commitment and 

organisational citizenship behaviours) and attitudes (e.g., satisfaction and 

organisational-based self-esteem) (Pierce et al. 1991; Van Dyne & Pierce 

2004). This relationship has been supported by other researchers (e.g., 

O'Reilly & Chatman 1986; Pierce & Furo 1990; Pierce & Gardner 2004; 

Pierce & Rodgers 2004; Pierce, O'Driscoll & Coghlan 2004; Vandewalle, Van 

Dyne & Kostova 1995; Van Dyne & Pierce 2004). Indeed, Dirks (1996) 

argued that psychology of ownership is a crucial predictor of many employee 

attitudes and behaviours. Consequently, it was decided to include the 

psychology of ownership construct in the „Member as Employee Model‟ and 

it was suggested that: 

Hypothesis 3d: The stronger a member‟s sense of ownership toward their 

church, the more satisfied the member will be with that 

church. 
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Model Three: The Member as Customer Model 

The original ECSI model (see Figure 2-1) measures loyalty as the dependent 

construct, which may be replaced by repurchase intention because of the 

close relationship between repurchase intentions and customer loyalty 

(Fornell 1992; Johnson & Fornell 1991; Yang, Tian & Zhang 2004). 

Kristensen et al. (1999) adapted the ECSI model by replacing image with 

reputation, as previous research had suggested reputation was a more 

appropriate construct than image in some contexts. Image refers to „the 

brand name and the kind of association customers get from the 

product/brand/company‟ (O'Loughlin & Coenders 2002, p. 3), which may not 

be relevant in all research contexts. As churches are not-for-profit 

organisations, it was felt that it would be more appropriate to use a 

„reputation‟ construct in this case.  

Many studies have found expectations do not impact on customers‟ 

satisfaction (e.g., Ciavolino & Dahlgaard 2007; Cronin & Taylor 1992; 

Johnson et al. 2001; Martensen et al. 2000; O'Loughlin & Coenders 2002). 

Consequently, expectations were not included in the revised ECSI model, 

which is shown in Figure 2-4 and which was used in the present study. It 

includes three exogenous constructs, two mediating constructs and one 

endogenous construct. Each construct is discussed in turn in subsequent 

paragraphs. 
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Figure 2-4: Model Three – The Member as Customer Model (The Revised ECSI Model) 

Reputation 

The term „reputation‟ is relevant to both organisations and brands (Lemmink, 

Schuijf & Streukens 2003), and both aspects have been examined in prior 

research. Fombrun and van Riel (1997, p. 10) defined corporate reputation 

as „a collective representation of a firm‟s past actions and results that 

describe the firm‟s ability to deliver value outcomes to multiple stakeholders‟. 

An organisation with a good reputation obtains many benefits (Milewicz & 

Herbig 1994). These include being able to charge premium prices, having 

more repeat customers and trial users, attracting better applicants and 

investors (Fombrun & Shanley 1990), and increased sales and market share 

(Shapiro 1982). Indeed, Hall (1992) found that chief executives regarded 

their reputation as the most important contributor to their companies‟ overall 

success. In the present study, only corporate reputation is examined, as the 

management structure of a church is similar to a corporation in the secular 

market. Brand reputation is not viewed as appropriate in this context 
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because buyers tend to associate brands with individual products‟ quality 

and values (Herbig & Milewicz 1993). This does not seem to be applicable in 

the present context as religious products such as sermons and religious 

activities are seldom given brand names.  

Many researchers have examined the relationships between corporate 

reputation, satisfaction and intentions. Zeithaml (1988) and Shapiro (1983), 

for example, found the perceived quality of a product or service was related 

to its reputation, while Dowling (1994) suggested a good corporate reputation 

increased an offering‟s perceived value, which is in line with the relationships 

within the ECSI model. Corporate image (reputation) has also been found to 

be positively correlated with behavioural intentions in numerous studies 

(Barich & Kolter 1991; Gatewood, Gowan & Lautenschlager 1993; Lemmink, 

Schuijf & Streukens 2003). The paths in the ECSI model have thus been 

supported by prior research.  

Perceived Quality 

The ECSI model has two quality indicators, which have been termed 

perceived hardware quality and perceived software quality. These can be 

thought of as product quality (hardware) and service quality (software) 

(Fornell et al. 1996). Hardware quality is the result of an „evaluation of recent 

consumption experiences‟ with the offering itself, while software quality is the 

result of an evaluation of „associated services like customer service‟ 

(O'Loughlin & Coenders 2002, p. 1235). In the present study, hardware 

quality was measured by asking members about their perceptions of the 
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quality of their church‟s „religious products‟ (e.g., the quality of the sermon, 

the quality of speakers and the quality of the activities the church organises), 

while software quality was measured by members‟ assessments of service 

quality in their church (e.g., the care and understanding provided by church 

and staff and the effort they put into supporting their members). 

In the services marketing literature, perceived service quality has received 

most of the attention, with little given to perceived product quality (Bei & 

Chiao 2001). Numerous researchers have focused on empirical issues 

relating to the relationship between service quality and consumer satisfaction 

(e.g., Anderson & Sullivan 1993; Bitner 1990; Cronin et al. 2000; Gotlieb, 

Grewal & Brown 1994; Oliver & DeSarbo 1988; Parasuraman, Zeithaml & 

Berry 1985, and many others). Perceived service quality has been found to 

have a significant impact on both perceived value and intentions (e.g., Bolton 

& Drew 1991; Sweeney, Soutar & Johnson 1997; Sweeney, Soutar & 

Johnson 1999; Wakefield & Barnes 1996). Indeed, Pan and Chen (2004) 

have suggested that perceived quality is the most important antecedent to 

perceived value.  

Relatively few researchers have suggested that perceived product quality is 

just as important as perceived service quality and that it plays an equal role in 

affecting consumer satisfaction and purchasing intentions (e.g., Bei & Chiao 

2001; Brucks, Zeithaml & Gillian 2000; Cronin et al. 2000; Fornell et al. 1996; 

Parasuraman, Zeithaml & Berry 1994; Zeithaml 1988). Research found that 

perceived product quality, perceived service quality and perceived value 

played an important role in consumer satisfaction; in particular, the perceived 
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product quality and perceived value constructs were the most essential to 

consumers (Bei & Chiao 2001). 

 Perceived Value 

Perhaps the most widely accepted definition of perceived value is Zeithaml‟s 

(1988, p. 14) explanation that „perceived value is the consumer‟s overall 

assessment of the utility of a product based on perceptions of what is 

received and what is given‟. Some researchers see perceived value as a 

„value-for-money‟ construct (Bayol et al. 2000; Murgulets et al. 2001; 

Sweeney & Soutar 1995; 2001), which is defined as the trade-off between 

quality and price (Bolton & Drew 1991; Dodds & Monroe 1985; Lichtenstein, 

Netemeyer & Burton 1990; Monroe & Krishnan 1985). However, in a not-for-

profit context, such as the present church environment, Zeithaml‟s view 

seems to be directly applicable, rather than the „value-for-money‟ concept.  

Some researchers have suggested that value is a multidimensional construct 

(Sheth, Newman & Gross 1991; Parasuraman & Grewal 2000; Sweeney & 

Soutar 1995). Sweeney and Soutar (2001) developed the four-dimensional 

PERVAL scale from Sheth et al.‟s (1991) model; it includes emotional, social, 

quality-performance and price-value for money aspects. Some of the items in 

relation to the „quality-performance dimension‟ from PERVAL scale (2001) 

were used in the present study.  

No matter how perceived value is defined and measured, it seems to play a 

crucial role in people‟s decision making processes. Many researchers have 
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found that perceived value impacts intentions through satisfaction (e.g., 

Eggert & Ulaga 2002; Fornell 1992; Petrick 2004). Clearly, there is 

considerable evidence to support these aspects of the ECSI model. In sum, 

the ECSI model has eight paths between its various constructs and the 

hypotheses suggested by these paths are: 

Hypothesis 4a: The stronger a member‟s perception of their church‟s 

reputation, the greater will be the perceived value they 

obtain from church membership. 

 

Hypothesis 4b: The greater a member‟s perception of the quality of the 

hardware a church delivers, the greater will be the 

perceived value they obtain from church membership. 

 

Hypothesis 4c: The greater a member‟s perception of the quality of the 

software a church delivers, the greater will be the 

perceived value they obtain from church membership. 

 

Hypothesis 4d: The greater a member‟s perception of the quality of the 

hardware a church delivers, the more satisfied that 

member will be with their church. 

  

Hypothesis 4e: The greater a member‟s perception of the value they 

obtain from church membership, the more satisfied that 

member will be with their church. 
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Hypothesis 4f: The stronger a member‟s perception of their church‟s 

reputation, the more positive the member‟s churchgoing 

intentions. 

 

Hypothesis 4g: The greater a member‟s perception of the quality of the 

software a church delivers, the more positive the 

member‟s churchgoing intentions. 

  

Hypothesis 4h: The more satisfied a member is with their church, the 

more positive the member‟s churchgoing intentions 

Summary 

The present chapter has outlined the foundations of the three models that 

were examined in the present study - the „Religious Orientation Model‟, the 

'Member as Employee Model' and the 'Member as Customer Model'. 

Relevant research that has examined each of the constructs and their 

relationships was reviewed and the hypothesised relationships in each model 

were developed. The next chapter discusses the research approach that was 

used to examine the various models and their hypotheses. The results 

obtained and their implications are discussed in subsequent chapters. 
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CHAPTER THREE: RESEARCH APPROACH AND 

METHODOLOGY 

Introduction 

In Chapter Two, the prior studies that led to the three suggested models and 

the specific hypotheses within each of these models were discussed. The 

present chapter discusses the research approach that was used to examine 

the three models and to test the various hypotheses underlying each of the 

models. The research models, the sample plan, the development of the 

questionnaire, the data collection procedures used and the data analysis 

approach undertaken are discussed in turn in subsequent sections. 

The Research Approach 

The objective of the current study was to examine the usefulness of three 

different research streams in predicting members‟ intentions to remain with 

their church. These streams were termed „The Religious Orientation Model‟, 

„The Member as Employee Model‟ and „The Member as Customer Model‟. 

The three models suggested by these streams that were estimated in the 

present study were shown in Figure 2-2, Figure 2-3 and Figure 2-5 in 

Chapter Two. In order to examine the applicability and relative usefulness of 

the three models, a two-stage quantitative and qualitative research design 

was used. 

Such a two-stage design has been widely used in much research in different 

disciplines (e.g., Sheth et al. 1991; Sweeney & Soutar 2001) and its benefits 

have long been recognised (e.g., Denzin & Lincoln 1994; Jick 1979; Van 
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Maanen 1979). Indeed, Deshpande (1983) argued that dual research 

methods enhance the validity of the research findings as they complement 

each other. However, there is no fixed rule as to the sequence of such 

methods and the choice is dependent on the purposes for which the different 

approaches are included in a study. Kelle (2006) discussed different mixed-

methods designs (i.e., qualitative-quantitative, quantitative-qualitative or a 

parallel qualitative-quantitative) and their functions. He suggested that in a 

sequential qualitative-quantitative design, qualitative techniques help identify 

the core issues and develop theoretical concepts and hypotheses, while in a 

quantitative-qualitative design, qualitative techniques can identify problem 

areas within the quantitative analysis and provide an opportunity to evaluate 

these problems in a sensible way. Shah and Corley (2006) also pointed out 

that a quantitative-qualitative design can be used to better understand 

unexpected statistical results.  

The quantitative-qualitative research sequence used in the present study, 

allowed the statistical results from the quantitative (first) phase to be 

explored from the perspective of church management to examine their 

applicability in member recruitment and retention strategies during the 

qualitative (second) phase. The findings from the second phase of the study 

provided insight into the barriers and facilitators that may be faced by 

churches when seeking to implement the recommendations, and how these 

could be appropriately addressed by church management (as per Firestone 

1987). These two research phases, which are discussed in subsequent 

sections, were deemed appropriate in the present study as the models and 
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scales used in the three models were well-known, even though they had not 

previously been used in a church context.  

The Quantitative Research Phase 

As the quantitative phase of the present study was undertaken first, a 

questionnaire had to be developed that included all the necessary 

constructs. These constructs are discussed in the next section, after which 

the questionnaire is discussed in more detail.  

The Research Models and Their Constructs 

Scales developed in prior research were used to measure the constructs 

included in each of the three models, with revisions being made to reflect the 

religious context. The scales used are discussed in subsequent sections, 

beginning with the two constructs that were common to the three models, 

then the constructs that were used in only one of the models. For 

convenience, the models are shown diagrammatically at the beginning of 

each relevant section. 

Constructs Common to the Three Models 

Two constructs were used in all three models in the present study, namely 

member satisfaction and churchgoing intentions. Both were endogenous 

constructs in each of the models. Member satisfaction was measured 

through four items adapted from Teo (2007) and O‟Loughlin and Coenders 

(2004). As recommended in the literature, both the cognitive and affective 
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aspects of satisfaction were included in the study (Liljander & Strandvik 

1997; Oliver 1997; Peterson & Wilson 1992; Stauss & Neuhaus 1997; Wirtz 

& Bateson 1999; Yu & Dean 2001). The items used by Teo (2007) captured 

both components and had good measurement properties and hence were 

adapted for use in the present study. The four items used to measure 

satisfaction in the present study were: 

1 My church meets my needs. 

2 My time at this church has been a beneficial experience for me. 

3 My choice to attend my church was a wise one. 

4 I am satisfied with my decision to attend my church. 

Churchgoing intentions were measured through six items adapted from those 

used by Yu and Dean (2001), as they had been found to have good 

measurement properties. These items assessed switching behaviour and 

intention to stay and, consequently, were seen as appropriate to the present 

study. The items used to measure churchgoing intentions were: 

1 I am likely to continue going to my church in the future.  

2 I plan to continue going to my church in the future. 

3 I would switch to another church if I had problems at my church. 

4 I would move to another church if I felt it was a better option. 

5 I have considered switching to another church. 

6 I would like to continue going to my church in the future. 
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Model 1 – The Religious Orientation Model Constructs 

As can be seen in Figure 3-1, model 1 has four exogenous constructs 

(childhood socialisation, adult churchgoing motivations, attitude toward 

Christianity and religious experience), one mediating variable (member 

satisfaction) and one dependent variable (churchgoing intentions). As the 

model‟s endogenous constructs have been discussed already, the 

exogenous constructs are discussed in turn in this section. 

Adult 
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Motivations

Member 
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Attitude 

toward 

Christianity

Childhood

Socialisation
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Figure 3-1: The Religious Orientation Model 

Childhood socialisation was measured by two items adapted from Woolley 

and Phelps‟s (2001) study of the relationship between children‟s religious 

beliefs, such as prayer and their developing ontology. The items were 

chosen due to the present study‟s emphasis on how parents influence the 
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association between God and child. The items used in the present study 

were: 

1 My parents talked a lot about religion to me when I was a child. 

2 My parents strongly encouraged me to engage in religious activities when I 

was a child. 

Adult churchgoing motivations was measured through 13 items adapted from 

four existing scales developed by Gorlow and Schroeder (1968), Schuyler 

(1958), King and Hunt (1975) and Sweeney and Soutar (2001). The first 

three scales are well-established; all have good measurement properties and 

provide a wide coverage of religious motives, religious behaviour and 

religious variables. Some items were also adapted from Sweeney and 

Soutar‟s (2001) social value scale because it covers the emotional attributes 

and it is deemed to be appropriate in this present study. The items were: 

1 I go to church because I want to serve others. 

2 I go to church because I want to have personal communion with God. 

3 I go to church because I want to receive guidance about the conduct of 

family relationships. 

4 I go to church because I want to set an example for others. 

5 Religion is important to me because it answers many questions about the 

meaning of life. 

6 I go to church because I want to be an obedient servant to God. 

7 I go to church because I want to read and discuss the Bible.  

8 Going to my church improves the way I am seen by others. 
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9 I impress other people because I go to my church. 

10 I go to church because I want to maintain my social contacts. 

11 I go to church because I want to increase my self-understanding. 

12 I get social approval because I go to my church. 

13 By going to my church, I feel acceptable. 

Attitude toward Christianity was measured through nine items adapted from 

Francis‟s (1978) Attitude towards Christianity Scale and King and Hunt‟s 

(1975) nine basic attitude dimensions which have been measured in other 

studies: creedal assent, devotionalism, church attendance, organisational 

activity, financial support, religious knowledge, orientation to growth and 

striving, extrinsic orientation, salience-behaviour and salience-cognition. The 

items adapted from the prior research in the present study were: 

1 God means a lot to me. 

2 I love to listen to the Bible. 

3 I attend church every Sunday except for unavoidable circumstances. 

4 My church is very important to me. 

5 I think praying is a good thing. 

6 I am actively involved in church meetings (such as cell groups). 

7 I enjoy being involved in the activities in my church. 

8 I want to love Jesus. 

9 Church activities (such as meetings and committee work) are a major 

source of satisfaction in my life. 
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Religious experience was measured through nine items adapted from three 

prior studies (Greer 1982; Hall & Edwards 1996; Neff 2006). These  items 

were: 

1 I am aware of God attending to me in times of need. 

2 I am aware of God responding to me in a variety of ways. 

3 I feel God‟s love, directly or through others. 

4 God has delivered me when I have been depressed or ill. 

5 I am aware of God watching over me and helping me at work. 

6 God does not seem to exist to me when I am not praying or reading or 

hearing the Bible. (R) 

7 I sometimes feel God is prompting me to do something. 

8 I know God answers my prayer. 

9 God‟s responses to me have impact on me. 

(R) means reverse coded.  

Model 2 – The Member as Employee Model Constructs 

The Member as Employee Model was based on research undertaken by 

organisational researchers. As can be seen in Figure 3-2, the model has four 

exogenous constructs (psychology of ownership, affective commitment, 

continuance commitment and normative commitment), one mediating 

variable (member satisfaction) and one endogenous construct (churchgoing 

intentions). The items used to measure the constructs are discussed after 

the Figure. 
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Figure 3-2: The Member as Employee Model 

Psychology of ownership was measured through four items adapted from 

Van Dyne and Pierce‟s (2004) scale, which has good measurement 

properties. The items used in this case were: 

1 I sense that this is my church. 

2 This is my church. 

3 I feel a sense of personal ownership of my church. 

4 Most of the people who attend this church feel as though they own it. 

Commitment was measured through items adapted from Meyer and Allen‟s 

(1991) scale that includes the three commitment components included in the 

model (i.e., affective commitment, continuance commitment and normative 

commitment). This scale has been widely used in organisational research 
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(e.g., Gellatly, Meyer & Luchak 2006; Irving, Coleman & Cooper 1997; 

O'Reilly & Chatman 1986) and has been found to have good measurement 

characteristics. The seven items used to measure affective commitment in 

the present study were: 

1 I enjoy discussing my church with people outside it. 

2 I would be very happy to spend the rest of my life with my church. 

3 My church has a great deal of personal meaning for me. 

4 I feel „emotionally attached‟ to my church. 

5 I feel like a „part of the family‟ at my church. 

6 I think I could easily become as attached to another church as I am to this 

one (R). 

7 I feel my church‟s problems are my own. 

(R) means reverse coded. 

Continuance commitment was measured through five items adapted from 

Meyer and Allen‟s (1991) scale, namely: 

1 My life would be disrupted if I left my church. 

2 Other churches are unlikely to match the benefits I get from going to my 

church. 

3 Staying with my church is a matter of necessity as much as of desire. 

4 I have too few other options to consider leaving my church. 

5 There are not many available alternatives to my church. 



70 

 

Normative commitment was measured through seven items adapted from 

Meyer and Allen‟s (1991) scale, namely:  

1 I feel a sense of moral obligation to remain with my church 

2 Things were better when people stayed with one church 

3 Even if I found a better church elsewhere, I would not feel it was right to 

leave my church 

4 I was taught to believe in remaining loyal to a church 

5 Jumping from church to church is not ethical 

6 I do not believe a person must always be loyal to his or her church (R) 

7 I think people these days move from church to church too often 

(R) means reverse coded. 

Model 3 – The Member as Customer Model Constructs 

As was discussed in Chapter Two, the European Customer Satisfaction 

Index (ECSI) model was used as the basis of „The Member as Customer 

Model‟ in the present study. The ECSI model is based on the American 

Customer Satisfaction Index model (Vilares & Coelho 2003) and, as noted in 

Chapter Two, has been widely used in a variety of contexts.  

As mentioned earlier, the „image‟ construct was replaced by „reputation‟ and 

the „expectation‟ construct was removed (as suggested by Martensen et al. 

2000). The revised ECSI model thus consisted of three exogenous 

constructs (i.e., reputation, perceived hardware quality and perceived 

software quality); two mediating variables (perceived value and member 
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satisfaction) and one dependent variable (churchgoing intentions) (see 

Figure 3-3). 

Reputation

Perceived

Hardware

Quality

Perceived

Value

Member

Satisafaction

Perceived

Software

Quality

Churchgoing

Intentions

 

Figure 3-3: The Member as Customer Model 

Reputation was measured through five items adapted from two existing 

scales. Some items were taken from Caruana, Cohen and Krentler‟s (2006) 

reputation scale, while other items were taken from Mael and Ashforth‟s 

(1992) study into the relationship between corporate reputation and 

behavioural intentions. The five items used in the present study were: 

1 My church is seen as trustworthy by the community. 

2 My church is well known. 

3 My church is seen as reliable by the community. 

4 It is prestigious to be a member of my church. 

5 People in the community think highly of my church. 
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Perceived hardware quality was measured through five items adapted from 

three existing scales developed by Bou-Llusar, CamisÓn-Zornoza and 

Escrig-Tena (2001), Sweeney and Soutar (2001) and Olsen and Johnson 

(2003), all of which have good measurement properties. The items were: 

1 The things my church does are always done well. 

2 The things my church does are well organised. 

3 The services at my church are very good. 

4 The things my church does are of an acceptable quality. 

5 The pastors or speakers at my church are very good. 

Perceived software quality was measured through six items adapted from 

two existing scales developed by Dixon and et al. (2005) and Sweeney and 

Soutar (2001), both of which have good measurement properties. The items 

used to measure this construct were: 

1 The people who work at my church give members individual attention. 

2 My church makes every effort for its members. 

3 My church takes the time to personally get to know its members. 

4 My church understands its members‟ needs. 

5 Staff at my church gives me prompt attention. 

6 Staff at my church is courteous and helpful. 

Perceived value is a central construct in the ECSI model. In the present 

study this construct was measured through two items based on Sweeney 
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and Soutar‟s (2001) PERVAL scale, which has good measurement 

properties. The items used in this case were: 

1 I get good value from the things I do for my church. 

2 I get a lot back for the time, effort and resources I put into my church. 

The three models had a total of 11 exogenous constructs, two mediating 

constructs and one dependent variable. A summary of the constructs is 

provided in Table 3-1 and a detailed list of the scale items is provided in 

Appendix A. 



74 

 

Table 3-1: A Summary of the Items Used to Measure Each Construct in the Three Models 

Model Construct No. of Items Example of an Item Source 

Exogenous Constructs 

1. Childhood Socialisation 2 My parents talked about religion to me when I was a child Wooley & Phelps (2001) 

2. Adult Churchgoing 
Motivation 

13 I want to be an obedient servant Gorlow & Schroeder (1968) 

Schuyler (1958) 

Sweeney & Soutar (2001) 

King and Hunt (1975) 

3. Attitude Toward 
Christianity 

9 The church is very important to me Francis (1978) 

King and Hunt (1975) 

4. Religious Experience 9 I sometimes feel God prompting me to do something Hall and Edwards (1996) 

Neff (2006) 

Greer (1982) 

5. Psychology of Ownership 4 This is my church Van Dyne and Pierce (2004) 

6. Affective Commitment 7 I would be very happy to spend the rest of my life with my church Meyer and Allen (1991) 

7. Continuance Commitment 5 My life would be disrupted if I left my church Meyer and Allen (1991) 

8. Normative Commitment 7 I feel a sense of moral obligation to remain with my church Meyer and Allen (1991) 

9. Reputation 6 People in the community think highly of my church Mael and Ashforth (1992) 

Caruana, Cohen and Krentler (2006) 
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10. Perceived Hardware 
Quality  

5 The things my church does are of an acceptable quality Bou-Llusar, CamisÓn-Zornoza and 
Escrig-Tena (2001) 

Sweeney & Soutar (2001) 

Olsen & Johnson (2003) 

11. Perceived Software 
Quality  

6 Staff at my church are courteous and helpful Dixon, Bridson, Evans and Morrison 
(2005) 

Sweeney & Soutar (2001) 

Intervening Constructs 

1. Perceived Value 2 I get good value from the things I do for my church Sweeney & Soutar (2001) 

2. Member Satisfaction 4 I am satisfied with my decision to attend this church Teo (2007) 

O‟Loughlin and Coenders (2002) 

Dependent Variable 

1. Churchgoing Intentions 6 I have considered switching to another church Yu and Dean (2001) 
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Questionnaire Design 

A questionnaire was designed that included all the items needed to 

measure the 14 constructs. Due to the need to ensure anonymity, 

respondents were not asked for the name of their church. Consequently, 

the total number of churches from which respondents were obtained could 

not be determined. In order to provide uniformity within the questionnaire, 

all of the constructs‟ items were measured using seven-point Likert-type 

disagree-agree scales. Some of the items used to obtain background 

information had different formats as the data obtained were categorical. 

Alternate items were grey shaded to increase visibility and to improve 

readability, helping respondents fill in the questionnaire. This format 

reduced the possibility that people would skip questions, thereby minimising 

missing data. The 133 items used to measure the 14 constructs were 

placed randomly within the questionnaire so as to avoid order bias (McColl 

et al. 2001). Appendix B contains a copy of the final questionnaire and the 

cover letter provided to potential respondents that explained the purpose of 

the study. 

The questionnaire was printed on two pages of A-3 sized paper, which 

were bound into an A-4 sized booklet. Each booklet was stapled along the 

spine and placed in a pack with the cover letter, an A4-sized envelope with 

a pre-paid stamp and a printed label with a return address to a post office 

box to ensure anonymity.  
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The Sample 

As the researcher resided in Singapore and budget limitations prevented 

wider data collection, data were only obtained in Singapore. Further, as 

Protestant church members are more likely to leave their church than are 

members of other religious denominations (Hout & Greeley 1987; Perl & 

Olson 2000), data were obtained only from Protestant churches. The 

Christian Business Network Directory (CBND 2006) suggested independent 

churches were the largest Protestant denomination in Singapore, followed 

by the Assemblies of God Church and the Methodist Church (as shown in 

Appendix C). In the present study, data were obtained from churches from 

different Protestant denominations, but mainly from Independent and 

Methodist churches as the researcher had access to these groups.  

Data for the current study were obtained from people who went to church 

during the period in which the survey took place, regardless of the 

frequency of their visits in the past. A convenience sample approach was 

used via snowballing.  

Although Dillman (1978) has pointed out that giving a reward may increase 

the response rate, respondents were willing to volunteer their time without a 

reward in this case. 
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The Data Collection Approach 

Two data collection phases were undertaken within the quantitative stage. 

The first was a pre-test phase, which was undertaken to ensure the 

questionnaire could be answered easily and that all of the items made 

sense. Forty of 80 people approached replied in this phase, providing a 

response rate of 50%. The main purpose of this phase was to test the user-

friendliness of the questionnaire, the appropriateness of the items used to 

measure the various constructs and to obtain a feel for the type of data 

being collected before the main data collection phase was undertaken. 

Consequently, respondents were asked to make comments on the survey, 

as well to answer the questions in the usual way. The pilot study led to 

small modifications to two items, namely:  

 “I would say I get good value for the things I do for my church” was 

changed to “I get value from the things I do for my church”. 

 “It is prestigious to be a member of my church” was changed to 

“People who go to my church are well respected”. 

After revising the questionnaire in this way, the main data collection phase 

was undertaken. As the data analysis involved sophisticated procedures 

that required a large sample, as is outlined subsequently, 800 

questionnaires were distributed in the various churches by members who 

had agreed to distribute the questionnaire in their churches. Potential 

respondents who met the selection criteria (i.e., over 18 years of age and 
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attended a Sunday Service during the data collection phase) were asked to 

complete and return the questionnaire to the church member who had 

given it to them after their Sunday Service (in the sealed and pre-paid 

envelope), or to fill it out in their own time and return the questionnaire by 

mail.  

Questionnaires were also distributed during small group meetings (e.g., cell 

group meetings). Unlike the formal and solemn mode of the usual Sunday 

church service, these groups are conducted in more intimate settings 

(usually a home environment) and participants were in a more relaxed 

mood. While a formal record was not kept of the numbers distributed in 

church or in home groups, feedback from the people who distributed the 

questionnaires suggested that the latter approach was more effective 

because respondents were more relaxed and had more time. 

Data collection continued for six weeks after the distribution of the 

questionnaires, at which time there were 340 usable responses 

representing a response rate of 42.5%. This is very good for this type of 

data collection approach (Comrey & Lee 1992; Gehlbach 1993; Grady & 

Wallston 1988; MacCallum & Widaman 1999; Warwick & Lininger 1975). 

Each questionnaire was coded into an SPSS (version 16) data file for 

subsequent analysis.  
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The Data Analysis Approach 

The easiest way to examine the three models and to test the various 

hypotheses was structural equation modelling (SEM), as it can be used to 

examine relationships between multiple variables. SEM can also be used 

when there are latent constructs measured by multiple observed indicators, 

as was the case in the present study. An added advantage is that SEM 

takes account of measurement error in the estimation process (Hair et al. 

2006). The study adopted a four-phase data analysis approach which was 

based on the six stages recommended by Hair et al. (2006), namely: 

Phase 1: Computing descriptive statistics and examining the data. 

Phase 2: Examining the constructs‟ measurement properties. 

Phase 3: Assessing the measurement model. 

Phase 4: Estimating the structural model. 

Phase 1: Descriptive Statistics 

A preliminary descriptive data analysis helps researchers understand their 

data and identify potential problems that might arise in a later stage of the 

analysis. The normality of the data, the presence of outliers, the extent of 

missing data and missing data patterns were also checked during this stage 

(Hair et al. 2006). Consequently, this phase was undertaken first. 
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Phase 2: Examining the Constructs’ Measurement Properties 

Before a model can be estimated, the measurement properties of its 

various constructs must be examined as poorly measured constructs will 

make it difficult, if not impossible, to evaluate a suggested model. 

Confirmatory factor analysis (CFA) procedures have been suggested as a 

useful way to examine measurement properties (Steenkamp & van Trijp 

1991). CFA can be used to examine the unidimensionality, reliability and 

convergent validity of a construct. As CFA procedures are “confirmatory”, 

they are generally assessed through a goodness of fit statistic, of which the 

most common is the chi-square statistic. This was used in the present study 

along with other fit indexes, as is discussed subsequently.  

Composite reliability tests of internal consistency and average variance 

extracted (AVE) scores were also computed to allow an assessment of the 

constructs‟ convergent validity, which are important in assessing a 

construct‟s measurement properties. Fornell and Larcker (1981a) 

suggested a composite reliability of 0.70 or greater implies internal 

consistency, while an AVE score of 0.50 or greater implies convergent 

validity. These standards were applied in the present study. 

Lastly, discriminant validity, which suggests constructs are different, was 

assessed, as models cannot be sensibly estimated if their constructs 

cannot be differentiated. Following Fornell and Larcker (1981a), 

discriminant validity was assessed by comparing the shared variance 

between pairs of constructs (i.e., the square of their correlation) with their 
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AVE scores. If the shared variance is less than the AVE scores, the two 

constructs can be assumed to have discriminant validity.  

Phase 3: Assessing the Measurement Model 

Measurement model fit was assessed by computing a number of goodness 

of fit indexes. As was noted in the previous section, the chi-square statistic 

is the most common such index, but it is impacted by sample size. 

Relatively small differences between observed and expected values often 

suggest a poor fit when samples exceed 200 (Hair et al. 2006). 

Consequently, other goodness-of-fit indices are generally used in addition 

to the chi-square statistic. These include absolute fit indices (e.g., GFI, 

RMSR and RMSEA) and incremental fit indices (e.g., NFI, CFI and TLI). If 

the measurement model fits the data well, the structural model can be 

estimated. If not, revisions to the model may be necessary before it is 

estimated. These steps were followed in the present study prior to any of 

the research models being estimated. 

Phase 4: Estimating the Structural Model 

A structural model‟s fit is assessed in the same way as a measurement 

model, although in this case the model has “paths” rather than covariances 

between the various constructs. If the suggested model fits the data, then 

the significance of the various paths can be examined as these paths are 

related to the various hypotheses that are being tested. In the present 
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study, the three structural models were estimated and the various 

hypotheses were tested. 

The Qualitative Research Phase 

Research Design and Methodology 

The qualitative stage had a two-fold purpose. The first was to see if there 

were variations between church managements‟ perceptions of congregants‟ 

churchgoing attitudes and those identified in the quantitative phase of the 

study. The second was to ensure the recommendations resulting from the 

study‟s managerial implications were perceived by church managers to be 

realistic and implementable. 

The data in the qualitative phase were obtained from a purposive sample. 

As Maxwell (1997, p. 87) has noted, in purposive sampling, „particular 

settings, persons, or events are deliberately selected for the important 

information they can provide that cannot be gotten as well from other 

choices‟. The qualitative data were obtained from „key informants‟, in this 

case church leaders, as they were in the best position to assess the 

relevance of the results to Singaporean churches. Leaders were defined in 

the present study as full time clergy or as full time professionals who 

volunteered within their church as the head of a ministry area (e.g., as a 

worship leader, a cell group leader, youth leader, etc.). 
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Although focus groups are commonly used in qualitative research (Kitzinger 

1995), they were not appropriate in the present research context. Logistical 

arrangements, such as setting dates and venues with interviewees, were 

impractical as potential participants preferred to meet in their own church 

offices. Further, as Morgan (1996, p. 141), noted, „focus groups are 

inappropriate for „sensitive topics‟‟. The interviews involved discussion of 

specific details relating to church operations which were not appropriate for 

disclosure in a group environment. Consequently, individual face-to-face in-

depth interviews (IDIs) were more appropriate as they allowed participants 

to confidentially express their views on the range of issues that arose from 

the quantitative phase of the present study (Arnould & Wallendorf 1994; 

Charters & Pettigrew 2006). 

Potential interviewees were referred to the researcher by churchgoing 

friends. These friends talked to the potential interviewees personally and 

obtained approval, after which the researcher scheduled appointments 

through an email or a telephone conversation. All of the people approached 

agreed to participate and consent forms were signed before each interview 

commenced. In total, 14 pastors/leaders participated in this stage of the 

study. Participants came from a number of denominations, including 

Independent, Methodist, Assemblies of God, Presbyterian, Catholic, 

Anglican and Baptist Churches. The size of the congregations ranged from 

50 to more than 10,000. All but two of the participants were Singaporeans 

and all but one was male.  



 

 

85 

 

An interview guide (Appendix D) was developed to ensure all of the topics 

of interest were covered during the meetings. Each interview was audio-

taped and all of the recordings were transcribed verbatim and imported into 

NVivo8 for subsequent analysis. NVivo is a widely used software program 

that facilitates qualitative data analysis (Bazeley & Richards 2000; Crowley, 

Harré & Tagg 2002; Richards 1999). 

Analysis 

Coding is the basic analytic process in qualitative research; all 

transcriptions were coded line by line. Researchers like Strauss and Corbin 

(1990) and Pandit (1996) suggested there are three stages of coding (open, 

axial and selective coding). In the open coding stage, data are broken down 

analytically to develop concepts, categories and properties. The purpose of 

this is to provide new insights or to compare and contrast all events, action 

or interactions. Axial coding tests the relationships against data among 

categories and develops connections between a category and its sub-

categories in order to build theoretical framework. Selective coding unifies 

all categories to form core categories or themes and enhances internal 

validity.  

Followed by this analytic process, a total number of 45 nodes were created 

during the open coding phase. Major points were categorized for 

synthesizing purposes. Notes and matrixes were used while going through 

the second stage (i.e., the axial coding), identifying patterns and 
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relationships. For example, the matrix of the interviewees‟ profiles with their 

age and years of experience helped to facilitate analysis of different 

patterns regarding the responses of different perceptions of their church 

members‟ attitudes and behaviour. It was especially helpful to understand 

the underlying relationships in the data and it prevented any subjective 

interpretation being duly influenced by single „stand out‟ instances 

(Pettigrew 2002). Finally, during the selective coding phase, the data were 

sorted into themes. As the questionnaire used in the quantitative phase of 

the study had not asked respondents about the name of their church, it was 

not possible to relate the churches included in the qualitative phase of the 

study to the data obtained in the quantitative phase. 

Summary 

In the present chapter, the various items that were used to measure the 

three models‟ constructs were outlined. The sample from which information 

was collected was discussed and the data collection approach used was 

described, including the approaches used in the pilot survey and in the 

major survey. The data analysis approach used was also outlined. Finally, 

the approaches used to obtain and analyse the qualitative data were 

discussed.  

In the next chapter, the results of first two quantitative data analysis phases 

are provided, while the results of final two phases are discussed in 

Chapters Five and Six. The results of the qualitative phase of the study are 

discussed in Chapter Seven.  
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CHAPTER FOUR: THE INITIAL DATA ANALYSIS 

Introduction 

In Chapter Three, the research approach used in the present study was 

described. As was mentioned earlier, a four-phase data analysis approach 

was used to examine the data obtained in the quantitative phase of the 

study, which included:  

1. The computation of descriptive statistics. 

2. An examination of the various constructs‟ measurement characteristics. 

3.  An assessment of the measurement models relevant to each of the 

three suggested models. 

4.  An estimation of each of the three suggested models and the 

subsequent estimation of an extended model that included aspects of 

the three suggested models. 

In the present chapter, the results obtained from the first two phases, which 

are outlined in subsequent sections, are discussed as a preparation for the 

estimation and assessment of the three suggested models. The results 

obtained in this subsequent estimation phase of the analysis are discussed 

in Chapter Five. 
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Phase One: Descriptive Statistics  

Sample Profile 

Initially, 392 responses were obtained from the 800 questionnaires that 

were distributed, providing a response rate of 49%, which is good for a mail 

survey of this type (MacCallum & Widaman 1999). However, 52 of the 392 

responses were not usable as they had incomplete data or respondents 

had chosen extreme responses for most of the items. There were 340 

usable questionnaires, which is still a good response rate (43%) and 

suggests that non-response bias was not an issue. Table 4-1 provides the 

respondents‟ background characteristics.  

Table 4-1: Respondents’ Background Characteristics 

Background Variables N Percentage (%) 

Gender   

Male 156 45.9 

Female 184 54.1 

Age Group   

18 and under 15 4.4 

19 - 29 years old 153 45.0 

30 - 39 years old 36 10.6 

40 - 49 years old 67 19.7 

50 - 59 years old 60 17.6 

60 years old 9 2.6 

Denomination   

Independent 70 20.6 

Methodist 51 15.0 

Assemblies of God 44 12.9 

Catholic 31 9.1 



 

 

89 

 

Background Variables N Percentage (%) 

Presbyterian 34 10.0 

Baptist 30 8.8 

Anglican 31 9.1 

Other 49 14.4 

Family Background   

Single 176 51.8 

Young Couple 17 5.0 

Young Family 15 4.4 

Middle Family 48 14.1 

Mature Family 69 20.3 

Later Family 14 4.1 

Missing 1 0.3 

Education Background   

Primary 1 - 6 5 1.5 

Secondary 1 - 4 or 5 43 12.6 

Junior College 47 13.8 

Tertiary (Cert or Diploma) 74 21.8 

University - Undergraduate 117 34.4 

University - Postgraduate 50 14.7 

Others 4 1.2 

Income Background   

Below S$20K per year 166 48.8 

S$20,001 - S$40,000 per year 56 16.5 

S$40,001 - S$60,000 per year 37 10.9 

S$60,001 - S$80,000 per year 27 7.9 

S$80,001 - S$100,000 per year 21 6.2 

S$100,001 or above per year 33 9.7 

As can be seen from the Table, 54% of the respondents were female and 

46% were male. While most respondents were in the 19 to 29 years age 

bracket (45%), the second largest group was respondents who were aged 
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from 40 to 49 years (20%). The most common educational achievements 

were a university undergraduate qualification (34%) or a tertiary certificate 

or diploma (22%). Almost 77% of respondents had incomes of S$60,000 or 

less, suggesting that respondents came predominately from low-middle 

income groups (Singapore Department of Statistics 2009). Respondents 

came from a range of denominations, although the independent group was 

the major denomination (21%), while Methodists (15%) were the second 

largest group.  

Descriptive Statistics for the Individual Items 

A total of 124 items were included in the questionnaire to measure the 14 

constructs relevant to the three suggested models. One hundred and 

twelve items were measured on a 7-point Likert-type scale, while 12 items 

were measured using a 7-point semantic differential scale. The descriptive 

statistics for these items are shown in Table 4-2. 

Table 4-2: Descriptive Statistics for the Individual Items 

The Common Constructs (N=340) Mean 
Std 

Dev. 

Common Construct 1 - Member Satisfaction   

My church meets my needs 5.29 1.18 

My time at this church has been a beneficial experience for me 5.92 1.08 

My choice to attend my church was a wise one 5.81 1.15 

I am satisfied with my decision to attend my church 5.85 1.17 

Scale Mean 5.72  
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Common Construct 2 - Churchgoing Intentions   

I am likely to continue going to my church in the future 6.29 1.12 

I plan to continue going to my church in the future 6.01 1.15 

I would switch to another church if I had problems at my church 3.52 1.61 

I would move to another church if I felt it was a better option 3.83 1.67 

I have considered switching to another church 3.52 1.87 

I would like to continue going to my church in the future 6.00 1.19 

Scale Mean 4.86  

Model 1 - The Religious Orientation Model (N=340) Mean 
Std 
Dev. 

Construct 1 - Children Socialisation   

My parents talked a lot about religion to me when I was a child 3.31 2.04 

My parents strongly encouraged me to engage in religious 

activities when I was a child 

3.18 2.04 

Scale Mean 3.25   

Construct 2 - Adult Churchgoing Motivation   

I go to church because I want to serve others 4.60 1.52 

I go to church because I want to have personal communion with 

God 

6.11 1.23 

I go to church because I want to receive guidance about the 

conduct of family relationships 

4.80 1.50 

I go to church because I want to set an example for others 4.60 1.57 

Religion is important to me because it answers many questions 

about the meaning of life 

5.94 0.35 

I go to church because I want to be an obedient servant to God 5.83 1.27 

I go to church because I want to read and discuss the Bible 5.51 1.30 

Going to my church improves the way I am seen by others 4.24 1.57 

I impress other people because I go to my church 2.96 1.57 

I go to church because I want to maintain my social contacts 3.47 1.65 

I go to church because I want to increase my self-understanding 4.65 1.60 

I get social approval because I go to my church 3.27 1.45 



 

 

92 

 

By going to my church, I feel acceptable 4.37 1.58 

Scale Mean 4.68  

Construct 3 - Attitude Toward Christianity   

God means a lot to me 6.55 0.94 

I love to listen to the Bible 5.68 1.22 

I attend church every Sunday except for unavoidable 

circumstances 

6.11 1.34 

My church is very important to me 5.82 1.12 

I think praying is a good thing 6.59 0.78 

I am actively involved in church meetings (such as cell groups) 5.19 1.73 

I enjoy being involved in the activities in my church 5.29 1.27 

I want to love Jesus 6.51 0.94 

Church activities (such as meetings and committee work) are a 

major source of satisfaction in my life 

4.83 1.39 

Scale Mean 5.84   

Construct 4 - Religious Experience   

I am aware of God attending to me in times of need 6.36 1.00 

I am aware of God responding to me in a variety of ways 6.20 1.07 

I feel God‟s love, directly or through others 6.17 1.03 

God has delivered me when I have been depressed or ill 6.06 1.22 

I am aware of God watching over me and helping me at work 6.32 1.04 

God does not seem to exist to me when I am not praying or 

reading or hearing the Bible (R) 

5.06 1.91 

I sometimes feel God is prompting me to do something 5.60 1.12 

I know God answers my prayer 6.37 1.03 

God‟s responses to me have impact on me 6.24 1.05 

Scale Mean 6.04  
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Model 2 - The Member as Employee Model (N=340) Mean 
Std 

Dev. 

Construct 1 - Psychology of Ownership   

I sense that this is my church 5.59 1.23 

This is my church 5.82 1.24 

I feel a sense of personal ownership of my church 5.28 1.32 

Most of the people who attend this church feel they own it 4.55 1.25 

Scale Mean 5.31  

Construct 2 - Affective Commitment   

I enjoy discussing my church with people outside it 4.92 1.30 

I would be very happy to spend the rest of my life with my church 5.70 1.24 

My church has a great deal of personal meaning for me 5.54 1.27 

I feel „emotionally attached‟ to my church 5.38 1.34 

I feel like a „part of the family‟ at my church 5.54 1.26 

I think I could easily become as attached to another church as I 

am to this one (R) 

3.96 1.54 

I feel my church‟s problems are my own 4.82 1.33 

Scale Mean 5.12  

Construct 3 - Continuance Commitment   

My life would be disrupted if I left my church 5.47 1.55 

Other churches are unlikely to match the benefits I get from going 

to my church 

4.09 1.48 

Staying with my church is a matter of necessity as much as desire 5.13 1.44 

I have too few other options to consider leaving my church 4.11 1.75 

There are not many available alternatives to my church 3.68 1.52 

Scale Mean 4.50  

Construct 4 - Normative Commitment   

I feel a sense of moral obligation to remain with my church 5.06 1.43 

Things were better when people stayed with one church 5.22 1.38 

Things were better when people stayed with one church 5.01 1.55 

Even if I found a better church elsewhere, I would not feel it was 

right to leave my church 

4.62 1.43 
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Jumping from church to church is not ethical 4.55 1.73 

I don‟t believe a person must always be loyal to his church (R) 4.57 1.64 

I think people these days move from church to church too often 4.64 1.34 

Scale Mean 4.81   

Model 3 - The Member as Customer Model (N=340) Mean 
Std 

Dev. 

Construct 1 - Reputation   

My church has a good reputation in the community 5.58 1.11 

My church is seen as a trustworthy by the community 5.65 0.99 

My church is well known 4.66 1.43 

My church is seen as reliable by the community 5.37 1.03 

It is prestigious to be a member of my church 5.00 1.13 

People in the community think highly of my church 4.86 1.12 

Scale Mean 5.19  

Construct 2 - Perceived Hardware Quality   

The things my church does are always done well 4.88 1.07 

The things my church does are well organised 5.22 0.99 

The services at my church are very good 5.36 1.05 

The things my church does are of an acceptable quality 5.39 1.08 

The pastors or speakers at my church are very good 5.46 1.24 

Scale Mean 5.26  

Construct 3 - Perceived Software Quality   

The people who work at my church gives members individual 

attention 

5.05 1.27 

My church understands its members‟ needs 5.10 1.12 

My church makes every effort for its members 5.15 1.04 

My church takes the time to personally get to know its members 4.96 1.26 

The staff at my church give me prompt attention 5.09 1.11 

Staff at my church are courteous and helpful 5.63 0.94 

Scale Mean 5.16  
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Construct 4 - Perceived Value   

I get good value from the things I do for my church 5.16 1.32 

I get a lot back for the time, effort and resources I put into my 

church 

4.95 1.34 

Scale Mean 5.06  

The means of all the items fell between 2.96 („I impress other people 

because I go to my church‟ (Model 1 – Construct 2)) and 6.59 („I think 

praying is a good thing‟ (Model 1 – Construct 3)). The results showed 

respondents were generally satisfied with their church (the scale mean was 

5.72 for the satisfaction construct) and that they were likely to intend to 

remain with to their church (the scale mean was 4.86 for the churchgoing 

intentions construct).  

In Model 1 („The Religious Orientation Model‟), the childhood socialisation 

construct was moderate (the scale mean was 3.25), but adult churchgoing 

motivations were relatively strong compared with childhood socialisation 

(the scale mean was 4.68). Attitudes towards Christianity were positive, as 

might be expected (the scale mean was 5.84), and religious experience 

was also strong (the scale mean was 6.04). Some items in these two 

constructs had high mean values (e.g., „God means a lot to me‟ - item 

mean of 6.55; „I want to love Jesus‟ - item mean of 6.51; „I know God 

answers my prayers‟ - item mean of 6.37; „I am aware of God attending to 

me in times of need‟ - item mean of 6.36). In Model 1, the religious 

experience construct had the highest scale mean (6.04). 
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In Model 2 (the member as employee model), scale means ranged from 

4.50 (the continuance commitment construct) to 5.31 (the psychology of 

ownership construct), suggesting that respondents had a sense of 

ownership toward their own church and that they had relatively strong 

emotional attachment to their church (the affective commitment scale mean 

was 5.12). There was also reasonable normative commitment (scale mean 

of 4.81), which suggests that respondents felt an obligation to stay with 

their current church. Continuance commitment had a scale mean of 4.50, 

suggesting that respondents did not see a lack of alternative options to their 

present church.  

In Model 3 („The Member as Customer Model‟), the four constructs had 

scale means that ranged from 5.06 (the perceived value construct) to 5.26 

(the perceived hardware quality construct), suggesting that respondents felt 

they received good quality of sermons, speakers and activities from their 

churches. Reputation had the second highest scale mean (5.19), indicating 

that respondents felt their church had a good and trustworthy reputation in 

the community. The perceived software quality construct, which referred to 

human-ware in this case, had a scale mean of 5.15, suggesting that 

respondents viewed their personal interaction and attention from their 

church management positively, while the perceived value construct scale 

mean of 5.06 suggested that respondents felt they obtained reasonable 

value from their churches.  
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All of the constructs had scale means that were greater than 4.00, except 

for the childhood socialisation construct (3.25). The constructs‟ 

measurement characteristics were examined and the results obtained are 

discussed in a later section. However, before undertaking this phase of the 

analysis, the data were further examined to see whether there were missing 

data of normality issues that needed to be taken into account. 

Missing Data 

As the pattern and the severity of missing data can affect the 

generalisability of the results (Hair et al. 2006), an examination of missing 

data was undertaken before the measurement properties were assessed. 

This examination found two items had four missing cases („Other churches 

are unlikely to match the benefits I get from going to my church‟, and „I feel 

different from the other people who attend my church‟), seven items had 

three missing cases and 42 items had one missing data value. This 

suggested that there was relatively little missing data, although 

considerable data would have been lost if observations missing data were 

removed from the analysis. An examination suggested the missing data 

were missing completely at random (MCAR) and that less than 10 percent 

of the observations had missing data (Hair et al. 2006). Consequently, 

values were imputed for the missing data using SPSS‟s EM (Expectation-

Maximization) maximum likelihood estimation method (Hill 1997). Items 

within each construct were grouped and the EM procedure was used to 

impute the missing values in each case. Consequently, all of the obtained 
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340 observations with the few missing values imputed were used in the 

subsequent analysis. 

Assessing the Normality of the Data 

An important assumption in multivariate analysis is normality, which refers 

to the shape of an individual item‟s distribution. A preliminary analysis found 

some skewness and kurtosis in a number of the items. However, the 

sample size of 340 was considered to be sufficiently large to reduce the 

detrimental effects of non-normality (Hair et al. 2006). Consequently, the 

data were used in their collected form in phase two of the analysis. The 

results obtained in this phase are discussed in the next section. 

Phase Two: The Constructs’ Measurement Characteristics 

Constructs should only be used if they have good measurement 

characteristics. This aspect was therefore examined before estimating the 

various models of interest. There are a number of issues that need to be 

evaluated when considering a construct‟s measurement properties, most of 

which require the use of confirmatory factor analysis (CFA) procedures to 

examine the relationships between the various items and the constructs 

they are assumed to relate to, as can be seen in subsequent sections. 
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Unidimensionality 

Unidimensionality can be assessed by examining the goodness of fit of a 

CFA for each of the constructs. A good fit and factor loadings that are 

above 0.50 or 0.60 suggest unidimensionality (Anderson & Gerbing 1991). 

While the chi-square statistic is the basic measure of fit in a CFA, this 

statistic is affected by the number of observations; with a sample of more 

than 200, very small differences can lead to a significant chi-square statistic 

and the rejection of reasonable models (Hair et al. 2006). Consequently, 

the ratio of the chi-square statistic to the degrees of freedom for the model 

(Jöreskog & Sörbom 1993), which is termed the normed chi-square 

statistic, is also often used to assess fit. A small chi-square relative to its 

degree of freedom suggests a good fit and Kline (1998) has suggested a 

ratio of three or less is a good indicator of fit.  

Construct Reliability 

Construct reliability is a measure of internal consistency and an indication 

as to whether a construct is comparatively free of measurement error. 

Construct reliability can be computed from a CFA‟s results using Equation 

1. It has been suggested that construct reliability should be 0.70 or higher 

(Hair et al., 2006).  
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Convergent Validity 

Convergent validity is a measure of how well items used to measure a 

construct are related to each other and whether there is more information in 

the construct than there is measurement error. Bagozzi and Yi (1989) noted 

that factor loadings that are 0.60 or greater provide evidence of convergent 

validity, while Fornell and Larcker (1981a) developed the average variance 

extracted (AVE) score as another way to assess convergent validity, 

arguing that scores of 0.50 or more imply there is more information than 

noise in the construct of interest. The AVE score is computed using 

Equation 2.  

Average Variance Extracted = 
 

  


 i  loading edstandardis

loading edstandardis
2

2

     (2). 

Discriminant Validity 

Discriminant validity is a measure of the difference between constructs. 

Fornell and Larker (1981a) suggested discriminant validity can be assessed 

by comparing the squared correlation between each of the construct pairs 

with their AVE scores. If the squared correlation between two constructs is 

less than the AVE scores of the individual constructs, discriminant validity 

can be assumed.  

The results obtained from these various analyses are discussed in 

subsequent sections, starting with the constructs that were included in more 
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than one of the models, after which the constructs that were used in only 

one of the models are discussed. The measurement properties and 

discriminant validity of the individual constructs are examined in 

subsequent sections. 

Constructs Common to More than One Model 

Two constructs that were common to all of the models and were the focal 

point of each model (member satisfaction and churchgoing intentions) were 

examined first. As was noted in Chapter Three, four items were used to 

measure membership satisfaction. A CFA, which is shown in Figure 4-1, 

suggested the items were a good fit to the data (χ2=0.20, p=0.91; 

χ2/df=0.10), and an examination of the loadings found they ranged from 

0.66 to 0.87, which suggested unidimensionality could be assumed. 

Construct reliability was 0.87 and the construct‟s AVE score was 0.63, 

which suggested that the construct was reliable and that convergent validity 

could be assumed. Consequently, the member satisfaction construct was 

retained for subsequent analysis. 
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.84

.77
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Figure 4-1: The Member Satisfaction Construct 

As was also noted in Chapter Three, six items were used to measure 

churchgoing intentions. A CFA suggested the six items were a poor fit to 

the data (χ2=173.96, p<0.001; χ2/df=19.33), and an examination of the 

loadings found they ranged from 0.33 to 0.88. Items with low loadings 

(below an absolute level of 0.60) were removed in an iterative fashion to 

improve the goodness of fit. This process resulted in three items being 

retained, which meant there were no degrees of freedom left to assess 

model fit. However, an examination of the results suggested that two of the 

error variances could be made equal, providing the degree of freedom 

needed to examine the construct‟s measurement properties.  

The modified construct, which is shown in Figure 4-2, had an acceptable fit 

(χ2=1.60; p=0.21; χ2/df=1.56) and the loadings ranged from 0.81 to 0.88, 
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which suggested unidimensionality could be assumed. Construct reliability 

was 0.88 and the AVE score was 0.72, which suggested that the construct 

was reliable and that convergent validity could be assumed. Consequently, 

the revised churchgoing intentions construct was retained for subsequent 

analysis. 

.66

I am likely to continue

going to my church in the future

.78

I plan to continue going

 to my church in the future

.71

I would like to continue

going to my church in the future

.81

.84

.88Churchgoing

Intentions

 

Figure 4-2: The Churchgoing Intentions Construct 
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Model 1: The Religious Orientation Model’s Constructs 

In this section, the results of the CFAs undertaken for each of the four 

constructs that were only included in Model One, which can be seen in 

Figure 4-3, are discussed.  

Adult 

Churchgoing 

Motivations

Member 

Satisfaction

Churchgoing 

Intentions
Attitude 

toward 

Christianity

Childhood

Socialisation

Religious 

Experience

 

Figure 4-3: Model One – The Religious Orientation Model 

The Adult Churchgoing Motivations Construct 

Thirteen items were used to measure people‟s adult churchgoing 

motivation. However, a preliminary CFA had an unacceptable fit 

(χ2=476.20, df=65, p<0.001; χ2/df=7.33) and the loadings ranged from 0.31 

to 0.61, suggesting the items may not reflect an underlying unidimensional 

scale.  
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As the scale had been constructed from a number of prior studies, an 

exploratory factor analysis (EFA) was undertaken to see if this was the 

case. The measure of sampling adequacy was 0.86, which suggests there 

are underlying factors (Hair et al. 2006). Two factors were found that had 

eigenvalues greater than one; together, these two factors explained 49% of 

the variance in the data. The factor loadings above 0.50 that were obtained 

after an oblimin rotation to obtain simple structure are shown in Table 4-3. 

As can be seen from the Table, the first factor was most related to items 

that asked about the respondent‟s internal motivations, while the second 

factor was most related to items that asked about the respondent‟s desire 

for social approval. Consequently, the two sub-scales were termed internal 

motivation and social approval motivation respectively and were analysed 

separately in the subsequent analysis.  

Table 4-3: Factor Loadings of the Adult Churchgoing Motivation Items 

Item Factor 1 Factor 2 

I go to church because I want to be an obedient servant to 

God 

0.80  

I go to church because I want to read and discuss the Bible 0.73  

I go to church because I want to have personal communion 

with God 

0.71  

Religion is important to me because it answers many 

questions about the meaning of life 

0.66  

I go to church because I want to set an example for others 0.61  

I go to church because I want to receive guidance about the 

conduct of family relationships 

0.60  

I go to church because I want to serve others 0.59  
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Item Factor 1 Factor 2 

I impress other people because I go to my church  0.81 

I get social approval because I go to my church  0.81 

I go to church because I want to maintain my social contacts  0.67 

By going to my church, I feel acceptable  0.62 

Going to my church improves the way I am seen by others  0.55 

I go to church because I want to increase my self-

understanding 

 0.43 

The Internal Motivation Construct 

A CFA of the seven items that loaded highly on the internal motivation 

construct had an unacceptable fit (χ2=69.08, p<0.001; χ2/df=4.93). Items 

with low loadings (below an absolute level of 0.60) were removed in an 

iterative fashion to improve the goodness of fit. This process resulted in 

three items being retained, which meant there were no degrees of freedom 

left to assess model fit.  

However, an examination of the results suggested that two of the error 

variances could be made equal, providing the degree of freedom needed to 

examine the construct‟s measurement properties. The modified construct, 

which is shown in Figure 4-4, had an acceptable fit (χ2=2.00; p=0.16; 

χ2/df=2.00) and the three loadings exceeded 0.60, which suggested 

unidimensionality could be assumed.  
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Figure 4-4: The Internal Motivation Construct 

Composite reliability was 0.74, suggesting that the construct was reliable. 

However, the AVE score was 0.48, which was marginally below the 

suggested 0.50 minimum score for convergent validity. While the three-item 

religious internalisation construct had only moderate measurement 

properties, it was decided to retain it for subsequent analysis at this stage 

of the analysis. 

The Social Approval Motivation Construct 

A CFA of the 6 items that loaded highly on the social approval motivation 

construct had an unacceptable fit (χ2=28.11, p=0.001; χ2/df=3.12). Items 

with low loadings (below an absolute level of 0.60) were again removed in 

an iterative fashion to improve the goodness of fit. This process resulted in 

three items being retained, which meant there were no degrees of freedom 



 

 

108 

 

left to assess model fit. However, an examination of the results suggested 

that two of the error variances could be made equal, providing the degree 

of freedom needed to examine the construct‟s measurement properties. 

The modified construct, which is shown in Figure 4-5, had an acceptable fit 

(χ2=0.31;   p=0.58; χ2/df=0.31) and the three loadings exceeded 0.60 which 

suggested unidimensionality could be assumed. Composite reliability was 

0.73, suggesting that the construct was reliable. However, the AVE score 

was 0.48, which was marginally below the suggested 0.50 minimum score 

for convergent validity. While the three-item religious social approval 

construct had only moderate measurement properties, it was decided to 

retain it for subsequent analysis at this point. 
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Figure 4-5: The Social Approval Motivation Construct 
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The Attitude towards Christianity Construct 

A CFA of the 9 items that were used to measure the attitude towards 

Christianity had an unacceptable fit (χ2=331.01, p<0.001; χ2/df=12.26). 

Items with low loadings (below an absolute level of 0.60) were removed in 

an iterative fashion to improve the goodness of fit. This process resulted in 

four items being retained. The modified construct, which is shown in Figure 

4-6, had an acceptable fit (χ2=1.30, p=0.52; χ2/df=0.65) and the four 

loadings exceeded 0.60, which suggested unidimensionality could be 

assumed. The composite reliability was 0.86, suggesting that the construct 

was reliable and the AVE score was 0.61, which in turn suggested that the 

construct was reliable and that convergent validity could be assumed. The 

four-item attitude towards Christianity construct had good measurement 

properties and was retained for subsequent analysis. 
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.58

God means a lot to me

.76
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.69
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.80

.73
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Figure 4-6: The Attitude towards Christianity Construct 
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The Religious Experience Construct 

A CFA of the nine items that were used to measure the religious experience 

construct had an unacceptable fit (χ2=63.15, p<0.001; χ2/df=2.34). Items 

with low loadings (below an absolute level of 0.60) were removed in an 

iterative fashion to improve the goodness of fit. This process resulted in four 

items being retained. The modified construct, which is shown in Figure 4-7, 

had an acceptable fit (χ2= 3.12, p=0.21; χ2/df=1.56) and the four loadings 

ranged from 0.80 to 0.90, which suggested unidimensionality could be 

assumed. The composite reliability was 0.92, suggesting that the construct 

was reliable and the AVE score was 0.73, which was above the suggested 

0.50 minimum score, suggesting the construct was reliable and that 

convergent validity could be assumed. The four-item religious experience 

construct had good measurement properties and was retained for 

subsequent analysis. 
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Figure 4-7: The Religious Experience Construct 

The Childhood Socialisation Construct 

Two items were used to measure children‟s socialisation, which meant its 

measurement properties could not be directly assessed by CFA as there 

were too few degrees of freedom. However, the loadings were estimated by 

combining the two items with another scale (in this case, the social 

approval scale), as can be seen in Figure 4-8.  
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Figure 4-8: The Childhood Socialisation Construct 

The CFA had an acceptable fit (χ2=9.87, p=0.043; χ2/df=2.47) and, as can 

be seen in Figure 4-8, the two socialisation items were closely related with 

high loadings of 0.90 and 0.91, which suggested unidimensionality could be 

assumed. The composite reliability for the construct in this case was 0.90 

and the average variance extracted (AVE) score was 0.82, which 

suggested the construct was reliable and that convergent validity could be 

assumed. The childhood socialisation construct had good measurement 

properties and was retained for subsequent analysis. 
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Model 2: The Member as Employee Model’s Constructs 

In this section, the results of the CFAs that were undertaken for each of the 

four constructs included only in Model Two, which can be seen in Figure 4-

9, are discussed. The measurement properties of the various constructs 

that are part of the model are discussed in turn in subsequent sections. 
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Figure 4-9: Model Two – The Members as Employee Model 

The Psychology of Ownership Construct 

A CFA of the four items that were used to measure the psychology of 

ownership construct had an unacceptable fit (χ2=27.52, p<0.001; 

χ2/df=6.88). The item with the lowest loading was removed to improve the 

goodness of fit. This resulted in three items being retained, which meant 

there were no degrees of freedom left to assess model fit. However, an 
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examination suggested that two of the error variances could be made 

equal, providing the degree of freedom needed to examine the construct‟s 

measurement properties. The modified construct, which is shown in Figure 

4-10, had an acceptable fit (χ2=0.35, p=0.56; χ2/df=0.35) and the three 

loadings exceeded 0.60, which suggested unidimensionality could be 

assumed.  
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Figure 4-10: The Psychology of Ownership Construct 

The construct‟s composite reliability was 0.83, and the AVE score was 0.62, 

which suggested the construct was reliable and that convergent validity 

could be assumed. The three-item psychology of ownership construct had 

good measurement properties and was retained for subsequent analysis. 



 

 

115 

 

The Affective Commitment Construct 

A CFA of the seven items that were used to measure the affective 

commitment construct had an unacceptable fit (χ2=60.48, p<0.001; 

χ2/df=4.32). Items with low loadings (below an absolute level of 0.60) were 

removed in an iterative fashion to improve the goodness of fit. This process 

resulted in three items being retained, which meant there were no degrees 

of freedom left to assess model fit. However, an examination suggested 

that two of the error variances could be made equal, providing the degree 

of freedom needed to examine the construct‟s measurement properties. 

The modified construct, which is shown in Figure 4-11, had an acceptable 

fit (χ2=1.14, p=0.57; χ2/df=0.57). The three loadings exceeded 0.60 and 

composite reliability was 0.87 and the AVE score was 0.62, which 

suggested the construct was reliable and that convergent validity could be 

assumed. The three-item affective commitment construct had good 

measurement properties and was retained for subsequent analysis. 
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Figure 4-11: The Affective Commitment Construct 
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The Continuance Commitment Construct 

A CFA of the five items that were used to measure the continuance 

commitment construct had an unacceptable fit (χ2=48.75, p<0.001; 

χ2/df=9.75). Items with low loadings (below an absolute level of 0.60) were 

removed in an iterative fashion to improve the goodness of fit. This process 

resulted in three items being retained, which meant there were no degrees 

of freedom left to assess model fit. However, an examination suggested 

that two of the error variances could be made equal, providing the degree 

of freedom needed to examine the construct‟s measurement properties.  

The modified construct, which is shown in Figure 4-12, had an acceptable 

fit (χ2=1.96, p=0.16; χ2/df=1.96). However, two out of three standardised 

loadings were marginally less than 0.60, and composite reliability was 0.52, 

which indicated that the construct was not reliable. Further, the AVE score 

was 0.36, which was well below the suggested 0.50 minimum score. As the 

three-item continuance commitment construct had poor measurement 

properties, it was decided not to retain it for subsequent analysis. 
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Figure 4-12: The Continuance Commitment Construct 

The Normative Commitment Construct 

A CFA of the seven items that were used to measure the normative 

commitment construct had an unacceptable fit (χ2=32.64, p=0.003; 

χ2/df=2.33). Items with low loadings (below an absolute level of 0.60) were 

removed in an iterative fashion to improve the goodness of fit. This process 

resulted in four items being retained. The modified construct, which is 

shown in Figure 4-13, had an acceptable fit (χ2=0.75, p=0.69; χ2/df=0.37).  

However, three out of four loadings were marginally less than 0.60, and 

composite reliability was 0.64, which indicated that the construct was not as 

reliable as was desirable. Further, the AVE score was 0.47, which was 

marginally below the suggested 0.50 minimum score. As the four-item 

normative commitment construct had poor measurement properties, it was 

decided not to retain it for subsequent analysis. 
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Figure 4-13: The Normative Commitment Construct 

As two out of the three commitment constructs did not have a good fit to the 

data in the present church context, it was decided to use Exploratory Factor 

Analysis (EFA) to obtain a better understanding of the commitment data. 

The Measure of Sampling Adequacy in this case was 0.88, which suggests 

there are underlying factors (Hair et al. 2006). Three factors were found that 

had eigenvalues greater than one that, together, explained 48% of the 

variance in the data. The factor loadings above 0.50 that were obtained 

after an oblimin rotation to obtain simple structure are shown in Table 4-4. 
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Table 4-4: Factor Loadings of the Commitment Items 

Commitment Item 
Component 

1 2 3 

My church has a great deal of personal meaning for me .883   

I feel like a 'part of the family' at my church .784   

I would be very happy to spend the rest of my life with my church .779   

I feel 'emotionally attached' to my church .674   

My life would be disrupted if I left my church .595   

I enjoy discussing my church with people outside it .556   

I feel my church's problems are my own * 

I think I could easily become as attached to another church as I am 

to this one  

* 

I was taught to believe in remaining loyal to a church  .736  

Jumping from church to church is not ethical  .728  

I think people these days move from church to church too often  .681  

Things were better when people stayed with one church  .639  

Even if I found a better church elsewhere, I would not feel it was 

right to leave my church 

 .523  

I feel a sense of moral obligation to remain with my church * 

Staying with my church is a matter of necessity as much as of 

desire 

* 

I have too few other options to consider leaving my church   .719 

There are not many available alternatives to my church   .705 

Other churches are unlikely to match the benefits I get from going 

to my church 

* 

I do not believe a person must always be loyal to his or her church  * 

* Factor loadings that are less than 0.50 are not shown to improve readability. 

As can be seen from the Table, the first factor was most related to items 

that asked about the respondent‟s affective commitment, while the second 

factor was most related to items that asked about the respondent‟s 

normative commitment and the third factor was most related to items that 

asked about the respondent‟s continuance commitment. Consequently, the 
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three revised groups of items were analysed separately in the subsequent 

analysis.  

The Revised Affective Commitment Construct 

A CFA of the six items that were used to measure the revised affective 

commitment construct had an unacceptable fit (χ2=33.86, p<0.001; 

χ2/df=3.76). Items with low loadings (below an absolute level of 0.60) were 

removed in an iterative fashion to improve the goodness of fit. This process 

resulted in three items being retained.  

Affective 

Commitment

.65

My church has a great

deal of personal meaning for me

.58

I feel like a 'part of the family'

at my church

.63

I would be very happy to spend

the rest of my life with my church

.79

.76

.80

 

Figure 4-14: The Revised Affective Commitment Construct 

The modified construct, which is shown in Figure 4-14, had an acceptable 

fit (χ2=0.22, p=0.88; χ2/df=0.22) and the three loadings exceeded 0.60, 

suggesting unidimensionality could be assumed. The construct‟s composite 

reliability was 0.83 and the AVE score was 0.62, which suggested the 
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construct was reliable and that convergent validity could be assumed. The 

three-item revised affective commitment construct had good measurement 

properties and was retained for subsequent analysis. 

The Revised Continuance Commitment Construct  

Two items were used to measure the revised continuance commitment 

construct, which meant their measurement properties could not be directly 

assessed by CFA as there were too few degrees of freedom. However, the 

loadings were estimated by combining the two items with another scale (in 

this case, the normative commitment scale), as can be seen in Figure 4-15. 

The construct had an acceptable fit (χ2=0.01, p=0.94; χ2/df=0.01). However, 

one of the continuance commitment items had a loading below 0.60, the 

composite reliability of the revised continuance commitment construct was 

0.52 and the average variance extracted (AVE) score was 0.35, which was 

well below the suggested minimum 0.50 value.  
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Continuance 

Commitment

.32

I have too few other options

 to consider leaving my church

.37

There are not many

 available alternatives to my church

Normative 

Commitment

.55

Things were better when

people stayed with one church

.38

Even if I found a better church elsewhere,

I would not feel it was right to leave my church

.39

.74

.62

.61

.57

 

Figure 4-15: The Revised Continuance and Normative Commitment Constructs 

The Revised Normative Commitment Construct 

Two items were also used to measure the revised normative commitment 

construct, which meant their measurement properties could not be directly 

assessed by CFA as there were too few degrees of freedom. The loadings 

were again estimated by combining the two items with another scale (in this 

case, the continuance commitment scale), as can also be seen in Figure 4-

15. The composite reliability of the revised normative commitment construct 

was 0.63, while the average variance extracted (AVE) score was 0.46, 

which was marginally below the minimum 0.50 value. While the two revised 

commitment constructs had only moderate measurement properties, it was 

decided to retain them at this stage for use in subsequent analysis.  
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Model 3: The Members as Customer Model’s Constructs 

In this section, the results of the CFAs undertaken for each of the four 

constructs that were only included in Model Three, which can be seen in 

Figure 4-16, are discussed. The measurement properties of the various 

constructs within the model are discussed in turn in subsequent sections. 

 

Reputation 

Perceived 
Hardware 

Quality 

Perceived 
Value 

Member 
Satisfaction 

Perceived 
Software 
Quality 

Churchgoing 
Intentions 

 

Figure 4-16: Model Three – The Members as Customer Model 

The Reputation Construct 

A CFA of the six items that were used to measure the reputation construct 

had an unacceptable fit (χ2=45.01, p<0.001; χ2/df=5.00). Items with low 

loadings (below an absolute level of 0.60) were removed in an iterative 

fashion to improve the goodness of fit, which resulted in four items being 

retained. The modified construct, which is shown in Figure 4-17, had an 

acceptable fit to the data (χ2=5.71, p=0.06; χ2/df=2.86) and the four 

loadings exceeded 0.60, which suggested unidimensionality could be 

assumed. The construct‟s composite reliability was 0.85 and the AVE score 

was 0.59, which suggested the construct was reliable and that convergent 
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validity could be assumed. The four-item image construct had good 

measurement properties and was retained for subsequent analysis. 

Reputation

.55

My church has a good

reputation in the community

.74 .73

My church is seen as

a trustworthy by the community.86

.65

My church is seen as

reliable by the community

.81

.44

think highly of my church

.66

People in the community

 

Figure 4-17: The Reputation Construct 

The Perceived Hardware Quality Construct 

A CFA of the five items that were used to measure the perceived hardware 

quality construct had an unacceptable fit (χ2=54.70, p<0.001; χ2/df=10.94). 

Items with low loadings (below an absolute level of 0.60) were removed in 

an iterative fashion to improve the goodness of fit. This process resulted in 

three items being retained, which meant there were no degrees of freedom 

left to assess model fit. However, an examination suggested that two of the 

error variances could be made equal, providing the degree of freedom 

needed to examine the construct‟s measurement properties. The modified 
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construct, which is shown in Figure 4-18, had an acceptable fit (χ2=2.72, 

p=0.10; χ2/df=2.72) and the three loadings exceeded 0.60, suggesting 

unidimensionality could be assumed. The construct‟s composite reliability 

was 0.83 and the AVE score was 0.63, which suggested the construct was 

reliable and that convergent validity could be assumed. The three-item 

perceived hardware quality construct had good measurement properties 

and was retained for subsequent analysis. 

Perceived 

Hardware Quality

.46

The things my church does

are well organised.68

.79

The services at my church

are very good

.64

The pastors or speakers

at my church are very good

.80

.89

 

Figure 4-18: The Perceived Hardware Quality Construct 

The Perceived Software Quality Construct 

A CFA of the six items that were used to measure the perceived software 

quality construct had an unacceptable fit (χ2=44.49, p<0.001; χ2/df=4.94). 

Items with low loadings (below an absolute level of 0.60) were removed in 

an iterative fashion to improve the goodness of fit. This process resulted in 

three items being retained, which meant there were no degrees of freedom 
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left to assess model fit. However, an examination suggested that two of the 

error variances could be made equal, providing the degree of freedom 

needed to examine the construct‟s measurement properties.  

Perceived 

Software Quality

.73

My church understands

its members' needs
.86

.70

My church makes every

effort for its members

.50

My church takes the time to

personally get to know its members

.71

.84

 

Figure 4-19: The Perceived Software Quality Construct 

The modified construct, which is shown in Figure 4-19, had an acceptable 

fit (χ2=2.54, p=0.11; χ2/df=2.54) and the three loadings exceeded 0.60, 

suggesting unidimensionality could be assumed. The construct‟s composite 

reliability was 0.85; and the AVE score was 0.65, which suggested the 

construct was reliable and that convergent validity could be assumed. The 

three-item perceived software quality construct had good measurement 

properties and was retained for subsequent analysis. 
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The Perceived Value Construct 

Two items were used to measure the perceived value construct, which 

meant its measurement properties could not be directly assessed as there 

were too few degrees of freedom. However, the loadings were estimated by 

combining the two items with another scale (in this case, the perceived 

software quality scale), as can be seen in Figure 4-20.  

Perceived

Value

.36

I get good value from the

things I do for my church

.60

I get a lot back for the time,

effort and resources I put into my church

.69

My church understands

its members' needs

Perceived

Software

Quality

.73

My church makes every

effort for its members

.53

My church takes the time to

personally get to know its members

.73

.63

.83

.85

.78

.60

 

Figure 4-20: The Perceived Value Construct 

Model fit in this case was acceptable (χ2=7.11, p=0.13; χ2/df=1.78) and 

composite reliability was 0.65, while the average variance extracted (AVE) 

score was 0.48, which was marginally below the minimum 0.50 value 

suggested by Fornell and Larker (1981a). As the perceived value construct 
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had only two items, these results were seen as acceptable and the 

construct was retained for subsequent analysis.  

There was a total of 19 constructs in the three research models. Table 4-5, 

which is provided at the end of this chapter, summarises the Goodness of 

Fit statistics obtained by the various confirmatory factor analyses and 

provides an overview of the constructs‟ reliability and convergent validity.  

Summary 

The present chapter discussed the sample‟s background and some general 

descriptive statistics for the various items and scales for which data were 

collected, as well as the confirmatory factor analyses that were undertaken 

to assess each of the individual constructs that were included in the three 

research models. The discriminant validity of the constructs included in 

each of the models is discussed in Chapter Five, as are the assessments of 

the measurement models and the estimation of the structural models. 
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Table 4-5: Goodness-of-Fit, Reliability and Average Variance Extracted Scores 

 
   Absolute Fit Indices Incremental Fit 

Indices 
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 Construct 
# of 

Items 
Chi-Square GFI AGFI RMSEA SRMR NFI CFI TLI 

T
h

e
 C

o
m

m
o

n
 

C
o

n
s

tr
u

c
ts

 

Member 
Satisfaction 

4 χ
2 
= 0.20                 

(df = 2, p = 0.91) 
1.00 1.00 0.00 0.00 1.00 1.00 1.01 0.87 0.63 

Churchgoing 
Intentions 

3 χ
2 
= 1.60                   

(df = 1, p = 0.21) 
1.00 0.98 0.04 0.01 1.00 1.00 1.00 0.88 0.72 

M
o

d
e
l 

O
n

e
 

Children 
Socialisation 

2 χ
2
 = 9.87 

(df = 4, p = 0.43) 
 

0.99 0.96 0.07 
 

0.04  0.98 1.00 0.98 0.90 
 

0.82 

Internal 
Motivation 

3 χ
2
 = 2.00 

(df = 1, p = 1.16) 
 

1.00 0.98 0.05 0.02 0.99 1.00 0.99 0.74 0.48 

Social Approval 
Motivation 

3 χ
2
 = 0.31 

(df = 1, p = 0.58) 
 

1.00 1.00 0.00 0.01 1.00 1.00 1.01 0.73 0.48 

Attitude 
towards 
Christianity 
 

4 χ
2 
= 1.30                      

(df = 2, p = 0.52) 
1.00 0.99 0.00 0.00 1.00 1.00 1.00 0.86 0.61 

Religious 
Experience 

4 χ
2 
= 3.12                   

(df = 2, p = 0.21) 
1.00 0.98 0.04 0.01 1.00 1.00 1.00 0.92 0.73 

M
o

d
e
l 

T
w

o
 

Psychology of 
Ownership 

3 χ
2 
= 0.35                  

(df = 1, p = 0.56) 
1.00 1.00 0.00 0.01 1.00 1.00 1.01 0.83 0.62 

Affective 
Commitment 

3 χ
2 
= 1.14                    

(df = 2, p = 0.57) 
1.00 0.99 0.00 0.01 1.00 1.00 1.00 0.87 0.62 

Continuance 
Commitment 

3 χ
2 
= 1.96                  

(df = 1, p = 0.16) 
1.00 0.98 0.05 0.02 0.98 0.99 0.96 0.52 0.36 

Normative 
Commitment 

4 χ
2 
= 0.75                  

(df = 2, p = 0.69) 
1.00 0.99 0.00 0.01 1.00 1.00 1.02 0.64 0.47 

Revised 
Affective 
Commitment 
 

3 χ
2 
= 0.22                    

(df = 1, p = 0.88) 
 

1.00 1.00 0.00 0.01 1.00 1.00 1.00 0.83 0.62 

Revised 
Continuance 
Commitment 
 

2 χ
2 
= 0.01                  

(df = 1, p = 0.94) 
 

1.00  1.00  0.00 0.00 1.00  1.00 1.00 0.52 0.35 

Revised 
Normative 
Commitment 

2 χ
2 
= 0.01                  

(df = 1, p = 0.94) 
 

1.00  1.00  0.00 0.00 1.00  1.00 1.00 0.63  0.46  

M
o

d
e
l 

T
h

re
e

 

Reputation 4 χ
2 
= 5.71                   

(df = 2, p = 0.06) 
0.99 0.96 0.07 0.02 0.99 0.99 0.98 0.85 0.59 

Expectations 3 χ
2 
= 0.16                   

(df = 1, p = 0.70) 
1.00 1.00 0.00 0.00 1.00 1.00 1.01 0.81 0.58 

Perceived 
Hardware 
Quality 
 

3 χ
2 
= 2.72                  

(df = 1, p = 0.10) 
1.00 0.97 0.07 0.01 1.00 1.00 0.99 0.83 0.63 

Perceived 
Software 
Quality 
 

3 χ
2 
= 2.54             

(df = 1, p = 0.11) 
1.00 0.97 0.07 0.01 1.00 1.00 0.99 0.85 0.65 

Perceived 
Value 

2 χ
2 
= 7.11             

(df = 4, p = 0.13)  
0.99 0.97 0.05  0.02  0.99  1.00 0.99 0.65 0.48 
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CHAPTER FIVE: THE MEASUREMENT AND STRUCTURAL 

MODELS 

Introduction 

The measurement properties of all the constructs in the three suggested 

models were discussed in Chapter Four, and those constructs that were 

retained were found to have appropriate properties. As Fornell and Larker 

(1981b) have noted, however, discriminant validity is also a crucial 

measurement property and this issue was assessed before the models 

were estimated. Fornell and Larker suggested that discriminant validity can 

be assumed if the shared variance (squared correlation) between a pair of 

constructs is smaller than the pair‟s minimum average variance extracted 

(AVE) score. In this chapter, the results of the examination of the 

discriminant validity of the common constructs (member satisfaction and 

churchgoing intentions) are discussed, followed by an assessment of the 

discriminant validity of the other constructs in the three models.  

Discriminant Validity between Member Satisfaction and 
Churchgoing Intentions 

As was noted in Chapter Four, member satisfaction and churchgoing 

intentions were included in the three models and their measurement 

properties were examined first. Both constructs were found to have good 

measurement properties, but their discriminant validity also needs to be 

assessed. The AVE scores were 0.63 for member satisfaction and 0.72 for 

churchgoing intentions. However, the correlation between the two 
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constructs was 0.91. As their squared correlation was 0.83, which is greater 

than either of the AVE scores, it is clear that the two constructs do not have 

discriminant validity in this case and that they should not be included 

together in a structural model. As prior research and theory suggests 

satisfaction leads to intentions (Cronin et al. 2000), it was decided to revise 

the suggested models so that satisfaction was the dependent variable and 

the intentions construct was omitted. This does not imply intentions are 

unimportant, but that, in the Singaporean churchgoing context, satisfaction 

and intentions to stay in a church were so closely related that it made no 

sense to include both constructs. As satisfied members intend to stay, a 

church‟s strategy should be designed to increase members‟ satisfaction as 

this will increase the likelihood of retention. 

Discriminant Validity in Model One 

The revised religious orientation model (Model 1, which can be seen in 

Figure 5-1) in which intentions was omitted was examined first. As was 

mentioned earlier, discriminant validity can be assumed if the squared 

correlation between a pair of constructs is less than the constructs‟ AVE 

scores.  
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Childhood 
Socialisation 

Social Approval 
Motivation 

Attitude toward 
Christianity 

Member 
Satisfaction 

Internal 
Motivation 

Religious 
Experience 

 

Figure 5-1: The Revised Religious Orientation Model 

As can be seen in Table 5-1, some of the pairs in the revised model 1 

(without intentions) met this requirement. However, there were high 

correlations between three of the constructs (attitude towards Christianity, 

religious experience and internal motivation), which meant discriminant 

validity could not be assumed in these cases. The internal motivation 

construct also had a low AVE score (0.48). Consequently, an exploratory 

factor analysis was undertaken to see if the items used to measure these 

three constructs measured other underlying factors. 
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Table 5-1: AVE Scores and Squared Correlations (Model One) 

Construct Abbrev. AVE 
Score 

Squared Correlation 

 CSOC INTM RSOC ATTC REXP 

Children 

Socialisation  

CSOC 0.79          

Internal Motivation INTM 0.48 0.01        

Social Approval 

Motivation 

RSOC 0.48 0.06 0.01      

Attitude towards 

Christianity 

ATTC 0.61 0.02 0.72* 0.00    

Religious Experience REXP 0.73 0.00 0.66* 0.00 0.88*  

Member Satisfaction SAT 0.63 0.00 0.53 0.01 0.55 0.46 

 * Denotes a construct pair that does not meet the requirements for discriminant validity 

The exploratory factor analysis found three factors with eigenvalues greater 

than one. However, the scree diagram strongly suggested retaining two 

factors that, together, explained 53% of the variation on the data. The factor 

loadings obtained after an oblimin rotation of the two factor solution to find 

simple structure are shown in Table 5-2.  
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Table 5-2: Rotated Factor Loadings – Three Interrelated Constructs 

Item Factor 1 Factor 2 

I know God answers my prayer 0.92   

I am aware of God watching over me and helping me at work 0.87   

I am aware of God responding to me in a variety of ways 0.86   

I want to love Jesus 0.83   

God‟s responses to me have impact on me 0.83   

I am aware of God attending to me in times of need 0.82   

I think praying is a good thing 0.81   

God means a lot to me 0.71   

I sometimes feel God is prompting me to do something 0.70   

I feel God‟s love, directly or through others 0.70   

God has delivered me when I have been depressed or ill 0.69   

I attend church every Sunday except for unavoidable 

circumstances 

0.57   

I go to church because I want to have personal communion with 

God 

0.56   

I love to listen to the Bible 0.53   

Religion is important to me because it answers many questions 

about the meaning of life 

0.51   

I go to church because I want to be an obedient servant to God 0.48   

God does not seem to exist to me when I am not praying or 

reading or hearing the Bible (R) 

0.39   

I enjoy being involved in the activities in my church   0.74 

Church activities are a major source of satisfaction in my life   0.73 

I am actively involved in church meetings    0.72 

I go to church because I want to serve others   0.65 

I go to church because I want to receive guidance about the 

conduct of family relationships 

  0.56 

My church is very important to me   0.50 

I go to church because I want to read and discuss the Bible   0.48 

(R) means reverse coded. 

As can be seen in the Table, the first factor related most to the items that 

asked about the respondent‟s relationship with God, while the second factor 

asked about the respondent‟s relationship with their church. Consequently, 
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the two factors were termed in this way. The correlation between the two 

factors was 0.39, which suggests the two factors were moderately related, 

but not so strongly related as to create the discriminant validity issues that 

were evident prior to the present analysis. As with the adult churchgoing 

motivation constructs that were developed through an exploratory factor 

analysis, as was reported in Chapter Four, CFA procedures were used to 

further examine the factors‟ measurement properties. 

The Relationship with God Construct 

A CFA of the six items that loaded highly on the relationship with God 

construct had an unacceptable fit (χ2=30.52, p<0.001; χ2/df=3.39). Items 

with low loadings (below an absolute level of 0.60) were removed in an 

iterative fashion to improve the goodness of fit. This process resulted in six 

items being retained in the modified construct, which is shown in Figure 5-

2, that had an acceptable fit (χ2=7.56; p=0.18; χ2/df=1.51) and the six 

loadings all exceeded 0.60, which suggests unidimensionality can be 

assumed.  
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Relationship with 

God

.77

I know God answers
 my prayer

.83

I am aware of God watching
 over me and helping me at work

.68

I am aware of God responding

 to me in a variety of ways

.64

God's responses to me

have impact on me

.66

I think praying is a good thing

.81

.80

.82

.91

.88

 

Figure 5-2: The Relationship with God Construct 

The construct‟s composite reliability was 0.93 and the AVE score was 0.72, 

which suggested the construct was reliable and that convergent validity 

could be assumed. The six-item relationship with God construct had good 

measurement properties and was retained for subsequent analysis. 

The Relationship with Church Construct 

A CFA of the five items that loaded highly on the relationship with the 

Church construct had an unacceptable fit (χ2=42.03, p<0.001; χ2/df=8.41). 

Items with low loadings (below an absolute level of 0.60) were removed in 

an iterative fashion to improve the goodness of fit. This process resulted in 
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three items being retained, which meant there were no degrees of freedom 

left to assess model fit. However, an examination suggested two of the 

error variances could be made equal, providing the degree of freedom 

needed to examine the construct‟s measurement properties. The modified 

construct, which is shown in Figure 5-3, had an acceptable fit (χ2=0.95; 

p=0.33; χ2/df=0.95) and the three loadings exceeded 0.60, suggesting 

unidimensionality could be assumed. 

Relationship with 

Church

.77

I enjoy being involved in

the activities in my church

.44

Church activities  are a major

source of satisfaction in my life

.62

I am actively involved in church

 meetings (such as cell groups)

.79

.66

.88

 

Figure 5-3: The Relationship with Church Construct 

The construct‟s composite reliability was 0.82, suggesting that the construct 

was reliable, and the AVE score was 0.61, suggesting convergent validity 

could be assumed. The three-item relationship with the Church construct 

had good measurement properties and it was retained for subsequent 

analysis. 
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The discriminant validity of all of the constructs in the revised model was 

examined again to ensure the model could be estimated sensibly. The 

results obtained are shown Table 5-3. As can be seen in the Table, all of 

the squared correlations were less than the relevant AVE scores. 

Consequently, discriminant validity can be assumed for all of the constructs 

in the model and the measurement model can be assessed. 

Table 5-3: AVE Scores and Squared Correlations (Revised Model One) 

Construct Abbrev. 
AVE 

Score 
Squared Correlation 

CSOC RGOD RSOC RCHH 

Childhood Socialisation  CSOC 0.79        

Relationship with God RGOD 0.72 0.01      

Religious Socialisation RSOC 0.48 0.07 0.00    

Relationship with Church RCHH 0.61 0.00 0.24 0.13  

Member Satisfaction SAT 0.63 0.00 0.45 0.01 0.55 

Assessing Model Fit 

As the constructs now had acceptable measurement properties, the model 

was estimated and its fit was assessed. While the chi-square statistic was 

used to determine model fit for the various CFAs that were used to assess 

the constructs‟ measurement properties, this statistic is not generally used 

by itself when assessing measurement or structural model fit as it is 

affected by sample size in such a way that, when sample size is greater 

than 200, as in the present study, even very small differences can suggest 

an ill-fitting model (Hair et al., 2006). Consequently, a model‟s goodness of 
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fit is usually assessed by computing a number of other fit indices as well, 

which include:  

1. Absolute Fit Measures, 

2. Incremental Fit Indices, and  

3. Parsimony Fit Indices. 

Parsimony fit indices are not useful in assessing the fit of a single model, as 

they are used to compare the fit of two or more models that differ in their 

complexity. Consequently, they were not used in the present analysis. The 

other fit indexes, which are discussed in subsequent paragraphs, were all 

used to assess the model. 

Absolute Fit Indices 

The Chi-Square statistic (χ2) and normed Chi-Square statistic (χ2/df) 

The chi-square statistic measures the difference between an estimated and 

an observed covariance matrix and a non-significant chi-square statistic 

suggests a good fit. However, as was noted earlier, the chi-square statistic 

is impacted by sample size. Consequently, most researchers suggest using 

the normed chi-square statistic, which is the chi-square statistic divided by 

its degrees of freedom and suggest a value of less than three implies a 

good fit (Kline 2005).  
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The Goodness-of-Fit Index (GFI) 

The GFI calculates a weighted proportion of the variance in the sample 

covariance matrix that is explained by the implied covariance matrix. The 

GFI ranges from 0 to 1, with a score of 0.90 suggesting a good fit, although 

Hoelter (1983) has argued that 0.95 should be used as a good fit standard.  

The Adjusted Goodness-of-Fit Index (AGFI) 

The AGFI is based on the GFI, but takes the number of parameters 

estimated into account. The fewer the parameters estimated in a model, the 

closer the AGFI is to the GFI. The AGFI should also be above 0.90 for a 

good fit to be assumed.  

The Standardised Root Mean Residual (SRMR) 

The SRMR is the average of the standardised residuals for all of the 

variables and ranges between 0 and 1. SRMR values of 0.05 or less 

suggest a good fit.  

The Root Mean Square Error Approximation (RMSEA) 

The RMSEA is a measure of how well a model with unknown, but optimally 

chosen, parameters fit a population covariance matrix. The RMSEA is 

sensitive to the number of parameters (i.e., complexity) within a model and, 

typically, a value below 0.05 indicates a good fit, although values of up to 

0.08 are acceptable (Cudeck & Browne 1993).  
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Incremental Fit Indices 

The Tucker Lewis Index (TLI) 

The TLI compares a given model to an independence or null model, in 

which only the variances of the observed indicators are specified. A value 

of zero implies there is no difference from the null model and a value of 1 

implies a perfect fit. This measure can occasionally exceed a score of 1. 

TLI values should exceed 0.95, although values of 0.90 and above are 

considered reasonable.  

The Comparative Fit Index (CFI) 

The Comparative Fit Index (CFI) is similar to the TLI, but uses a calculation 

method that constrains it to values between 0 and 1. Like the TLI, CFI 

values should be above 0.95, although a value of 0.90 or above indicates a 

reasonable fit.  

Assessing the Measurement Model (Model One) 

As recommended by Hair et al. (2006), the measurement model was 

assessed before estimating the structural model. Structural equation 

modelling (SEM) requires a reasonable ratio of observations to parameter 

estimates to obtain stable estimates, which suggests that substantial 

sample sizes are needed. While the present sample size of 340 is sufficient 

for SEM, it was decided to use Bagozzi and Heatherton‟s (1994) partial 

disaggregation method that randomly groups the items used to measure 
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each construct into two indicators, thereby reducing the number of 

parameters that are estimated. The partial disaggregation method has the 

added advantage of being less sensitive to measurement error (Bagozzi & 

Foxall 1996). 

The estimated measurement model in this case can be seen in Figure 5-4. 

The measurement model had a chi-square statistic that was significant at 

the 1% level (χ2=45.58, df=25, p=0.01). However, all of the other fit indices 

were acceptable (χ2/df=1.82; GFI=0.98; AGFI=0.95; RMSEA=0.05; 

SRMR=0.04; NFI=0.98; CFI=0.99; TLI=0.98), suggesting there was a good 

fit to the data. Consequently, the structural model can be estimated.  
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Figure 5-4: The Measurement Model for Model One 

Estimating the Structural Model (Model One) 

While the model could have been estimated through a regression model as 

there was a single endogenous construct, the squared correlations in Table 

5-3 suggested that some of the exogenous constructs were related. 

Further, the exogenous variables were all latent constructs that were 

measured by multiple indicators. Consequently, SEM procedures were 
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seen as likely to provide a more comprehensive picture and the model was 

estimated in this way. As was noted earlier, the structural model‟s fit was 

assessed by examining a number of goodness of fit indices. The estimated 

structural model had the same fit as the measurement model as it was a 

correlated regression model (i.e., χ2=45.58, df=25, p=0.01; GFI=0.98; 

AGFI=0.95; RMSEA=0.05; SRMR=0.04; NFI=0.98; CFI=0.99; TLI=0.98). 

Consequently, Model 1 seemed to fit the obtained data well.  
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Figure 5-5: The Structural Model for Model One 
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The standardised path estimates are shown in Figure 5-5, in which the 

indicator items have been omitted to improve readability. As can be seen 

from the t-statistics in the diagram, two of the constructs (relationship with 

God and relationship with Church) significantly impacted members‟ 

satisfaction, while two constructs (social approval motivation and childhood 

socialisation) did not impact members‟ satisfaction. However, the two 

significant constructs were important as they explained 67% of the variation 

in member satisfaction. It is apparent that the stronger a person‟s 

relationship is with their church, the more satisfied they were with their 

church and the stronger their relationship with God, the more satisfied they 

were with their church. Thus, churches that develop strategies that do both 

these things are likely to have very satisfied and, hence, very loyal 

members.  

Total, Direct and Indirect Effects in Model One (The Structural Model) 

An examination of the total effects, direct effects and indirect effects is 

important in understanding the relationships in the model. Direct effects are 

indicated by a single arrow between two constructs, while an indirect effect 

occurs when there is at least one intervening construct, which leads to a 

sequence of two or more arrows between the constructs of interest. Table 

5-4 provides a summary of the total, direct and indirect effects of the 

structural model of Model 1, which are the same in this case as model 1 is 

a correlated regression model. 
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Table 5-4: Direct, Indirect and Total Effects in Model 1 (Structural Model) 

 
Relationship 
with Church 

Religious 
Socialisation 

Relationship with 
God 

Childhood 
Socialisation 

Member 
Satisfaction 

Member Satisfaction 

Direct Effects 0.53 0.07 0.41 -0.02 - 

Indirect Effects - - - - - 

Total Effects 0.53 0.07 0.41 -0.02 - 

As can be seen in the Table, people‟s relationship with the Church had the 

greatest effect on member satisfaction (0.53), followed by relationship with 

God (0.41). Religious socialisation and childhood socialisation did not 

impact significantly on member satisfaction. 

From this analysis, it is apparent people‟s relationship with their Church is 

also important. The closer a person‟s relationship is with their church; the 

more satisfied they will be. Another important aspect is people‟s 

relationship with God, as the closer a person‟s relationship with God, the 

more satisfied they will be. It is crucial for church management to develop 

programs or activities that help church members to experience God. 

Discriminant Validity in Model Two 

The revised member as employee model (Model 2), in which intention was 

omitted, which is shown in Figure5-5, was examined next. The same 

procedure undertaken for Model 1 was used in this case, with the squared 

correlations being compared to the relevant construct pairs‟ AVE scores. 
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Figure 5-6: Model Two – The Member as Employee Model 

As can be seen in Table 5-5, there were high correlations between a 

number the constructs (psychology of ownership, affective commitment and 

normative commitment and member satisfaction), which meant discriminant 

validity could not be assumed for these constructs. As was noted in 

Chapter Four, the continuance commitment and normative commitment 

constructs also had relatively low AVE scores (0.36 and 0.46 respectively), 

suggesting these constructs had convergent validity problems.  
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Table 5-5: AVE Scores and Squared Correlations (Model Two) 

Construct Abbrev. 
AVE 

Score 

Squared Correlations 

POWN ACOM CCOM NCOM 

Psychology of Ownership POWN 0.62     

Affective Commitment ACOM 0.62 0.90*    

Continuance Commitment CCOM 0.36 0.01 0.01   

Normative Commitment NCOM 0.46 0.67* 0.54* 0.12  

Member Satisfaction MSAT 0.63 0.74* 0.92* 0.01 0.46 

* Denotes a construct pair that does not meet the requirements for discriminant validity 

An examination of Table 5-5 suggested the discriminant validity issues 

were severe, especially as two of the constructs could not be distinguished 

from the member satisfaction construct, which is the dependent variable in 

this case. As a decision had been made earlier to exclude the intention 

construct based on its close relationship with the satisfaction construct, it 

was decided to exclude these two constructs from the subsequent analysis. 

Further, the continuance commitment construct‟s very low AVE score (0.36) 

suggested that it would be inappropriate to include this construct in the 

subsequent analysis.  

Consequently, the only exogenous construct that remained was normative 

commitment, which meant a structural model could not be estimated. 

However, the relationship between the two constructs could be assessed 

by computing the correlation between them. The correlation in this case 

was 0.26, which was significant beyond the 1% level, suggesting that 

normative commitment should be retained in any subsequent integration of 
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the three models. It seems church members who are more normatively 

committed to their church are more satisfied with their church. 

Discriminant Validity in Model Three 

The revised member as consumer model (Model 3), in which intention was 

omitted, which is shown in Figure 5-7, was examined next. The same 

procedure as was undertaken for Models 1 and 2 was used, with the 

squared correlations being compared to the construct pairs‟ AVE scores. 
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Figure 5-7: Model Three – The Member as Customer Model 

As can be seen in Table 5-6, all of the squared correlations in the revised 

model were less than the relevant AVE scores. Consequently, it was 

possible to proceed to examining the measurement model, as is discussed 

in the next section.  
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Table 5-6: AVE Scores and Squared Correlations (Model Three) 

Construct Abbrev. AVE Score 
Square Correlations 

REPU PQHW PQSW PV 

Reputation REPU 0.59        

Perceived Hardware Quality PQHW 0.63 0.61      

Perceived Software Quality  PQSW 0.65 0.56 0.64    

Perceived Value PV 0.47 0.34 0.31 0.42  

Member Satisfaction MSAT 0.63 0.46 0.59 0.52 0.59 

   * Denotes a construct pair that does not meet the requirements for discriminant validity 

Assessing the Measurement Model (Model Three) 

As was the case for Model 1 and Model 2, the measurement model‟s fit for Model 

3 was assessed by examining the chi-square statistic and other fit indices. The 

estimated measurement model in this case can be seen in Figure 5-8.  

Reputation
Perceived 

Software Quality

Perceived 

Hardware Quality
Perceived Value

Member 

Satisfaction

.77

.77

.72

.68

.56

.65

.58

.80

.78

.75

 

Figure 5-8: The Measurement Model for Model Three 

The measurement model‟s chi-square statistic was significant beyond the 

1% level (χ2=60.02, df=25, p<0.01). However, all of the other fit indices 

were acceptable (χ2/df=2.40; GFI=0.97; AGFI=0.93; RMSEA=0.06; 
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SRMR=0.03; NFI=0.97; CFI=0.98; TLI=0.97), suggesting there was a good 

fit to the data. Consequently, the structural model can be estimated. 

Estimating the Structural Model (Model Three) 

The structural model‟s fit was again assessed by examining the various fit 

indices. While the chi-square statistic was again significant well beyond the 

1% level (χ2=60.14, df=27, p<0.001), the other fit statistics were all 

acceptable (χ2/df=2.23; GFI=0.97; AGFI=0.94; RMSEA=0.06; SRMR=0.03; 

NFI=0.97; CFI=0.98 TLI=0.97). Consequently, Model 3 also seemed to fit 

the data well.  
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Figure 5-9: The Structural Model for Model Three 

The standardised path estimates are shown in Figure 5-9, in which the 

indicator items have been omitted to improve readability. As can be seen 

from the t-statistics in the diagram, all of the constructs impacted members‟ 
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satisfaction directly or indirectly. Reputation and perceived software quality 

had a high impact on perceived value, which was modelled as an 

intervening construct. Together these two constructs explained 44% of the 

variation in members‟ perceived value. Both perceived value and perceived 

hardware quality had a significant direct impact on member satisfaction and 

these two significant constructs were important as 76% of the variation in 

members‟ satisfaction was explained.  

It is apparent that the stronger a church‟s reputation and trustworthiness 

and the better the quality of member services and the attention received 

from church management, the greater will be the members‟ perceived 

value. Further, the greater members‟ perceptions of value, the more 

satisfied they will be with their church. Thus, churches need to build trust 

and to deliver on promises made to members. When they see good value 

or a good return from the investment of their time and effort, members will 

be more satisfied. It is important to note members also tend to be more 

satisfied when church products, such as sermons, speakers or programs, 

are seen to be of high quality. Church managers who develop strategies 

that build a strong reputation and provide high quality customer service and 

church offerings are likely to have satisfied and, consequently, committed 

members.  
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Total, Direct and Indirect Effects in Model Three (The Structural 

Model) 

The total effects, direct effects and indirect effects were also examined in 

Model 3 and the results obtained can be seen in Table 5-7. 

Table 5-7: Direct, Indirect and Total Effects in Model Three (Structural Model) 

 
Perceived 
Hardware 

Quality  

Perceived 
Software 
Quality  

Reputation 
Perceived 

Value 
Member 

Satisfaction 

Perceived Value 

Direct Effects 0.01 0.48 0.22 - - 

Indirect Effects - - - - - 

Total Effects 0.01 0.48 0.22 - - 

Member Satisfaction 

Direct Effects 0.49 - - 0.49 - 

Indirect Effects 0.01 0.24 0.11 - - 

Total Effects 0.50 0.24 0.11 0.49 - 

There are no indirect effects between the intervening constructs (perceived 

value) and the endogenous construct (member satisfaction). As can be 

seen in the Table, perceived software quality had the greatest direct effect 

and total effect on perceived value (0.48), followed by reputation (0.22), 

while perceived hardware quality had no effect. The other constructs did not 

have an effect as they were not modelled to have a relationship with 

perceived value. Perceived hardware quality and perceived value had large 

direct and total effects on satisfaction, while perceived software quality had 

a moderate total effect and reputation had a small total effect. 
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From this analysis, it is apparent that church members find good church 

services, such as personal relationships, prompt attention, fulfilling their 

needs, courtesy and helpfulness from the staff, to be important. In addition, 

a strong reputation increases members‟ perceived value. Further, the 

higher their value perceptions, the more satisfied church members will be. 

The quality of religious products seems to be crucial.  

Summary 

The present chapter examined the discriminant validity, assessed the 

measurement model and estimated the structural model for the three 

suggested models. The discriminant validity of the two common constructs 

(member satisfaction and churchgoing intentions) was assessed first and it 

was found they did not have discriminant validity. Consequently, the 

churchgoing intentions construct was omitted and member satisfaction was 

made the dependent variable in each of the models.  

In Model 1 („The Religious Orientation Model‟), three of the constructs did 

not have discriminant validity. Consequently, an exploratory factor analysis 

was undertaken from which two constructs were suggested. These were 

termed relationship with God and relationship with the Church. A 

confirmatory factor analysis suggested the two new constructs had good 

measurement properties. The revised model was found to fit the data well 

and to suggest significant relationships that were likely to be important to 

church management.  
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The same procedure was used to examine Model 2 (i.e., „The Member as 

Employee Model‟). However, three of four the antecedent constructs had 

discriminant validity issues. Consequently, only the normative commitment 

construct was retained and it was found that normatively committed 

members were more satisfied. 

For Model 3 (the member as consumer model), discriminant validity was 

found between all of the constructs. Consequently, the measurement model 

was assessed and the structural model was estimated without further 

analysis and the model was found to be a good fit to the obtained data in 

the present church context. In the next chapter, these results are explored 

further, an extended model is suggested and the results of its estimation 

are presented. 
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CHAPTER SIX: THE CHURCHGOER SATISFACTION MODEL 

Introduction 

In Chapter Four, the results of the preliminary descriptive analysis 

undertaken to better understand the data were reported. This was followed 

by a discussion of the results of the confirmatory factor analyses (CFA) that 

were estimated for each of the constructs included in the three models. The 

constructs‟ fits were examined by computing the chi-square statistic for the 

relevant one-factor congeneric models, which led to some revisions in the 

items used to measure the various constructs. The revised constructs‟ 

reliabilities and convergent validity were then examined.  

The discriminant validity between the relevant constructs and the estimation 

of the three measurement models were reported in Chapter Five, as were 

the results obtained from estimating the three structural models. The 

measurement model and the structural model for the religious orientation 

and member as customer models were found to be good fits to the obtained 

data after some revision. However, due to multicollinearity issues, the 

normative commitment construct was the only exogenous construct that 

could be retained in „The Member as Employee Model‟. To better 

understand the underlying aspects within the three models, it was decided 

to combine the retained constructs into the Extended Model of church 

members‟ satisfaction (and intention to remain in their church), which is 

shown in Figure 6-1. 
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Figure 6-1: The Extended Model 

The Extended Model had a number of implied hypotheses that can be seen 

in the various paths. In particular, it was suggested that: 

EXT- H1: Relationship with God to Member Satisfaction 

The stronger a person‟s relationship with God, the greater 

will be their satisfaction with their church. 

EXT- H2: Relationship with Church to Member Satisfaction 

The stronger a person‟s relationship with the Church, the 

greater will be their satisfaction with their church. 
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EXT- H3: Relationship with Church to Perceived Value 

The stronger a person‟s relationship with the Church, the 

greater the perceived value obtained from church 

membership. 

EXT- H4: Reputation to Perceived Value 

The stronger a member‟s perception of their church‟s 

reputation, the greater the perceived value obtained from 

church membership. 

EXT- H5: Normative Commitment to Perceived Value 

The stronger a member‟s normative commitment to their 

church, the greater the perceived value obtained from 

church membership. 

EXT- H6: Perceived Hardware Quality to Member Satisfaction 

The greater a member‟s perception of the perceived quality 

of the hardware a church delivers, the greater their 

satisfaction with the church. 

EXT- H7: Perceived Value to Member Satisfaction 

The greater a member‟s perception of the value they obtain 

from church membership, the greater their satisfaction with 

the church. 

The Structural Model Path Estimates – The Extended Model 

The fit of the Extended Model was assessed using the same procedures as 

were used in estimating the three measurement and structural models. The 

chi-square statistic for the Extended Model was significant (χ2=151.42, 
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df=60, p<0.001). However, the other fit statistics were all acceptable 

(χ2/df=2.52; GFI=0.94; AGFI=0.90; RMSEA=0.07; SRMR=0.04; NFI=0.95; 

CFI=0.97; TLI=0.95), suggesting the Extended Model was a good fit to the 

obtained data. The standardised path estimates and their related t-statistics 

are shown in Figure 6-2, in which the indicator items have been omitted to 

improve readability.  

As can be seen from the t-statistics in the diagram, two of the constructs 

[perceived hardware quality (standardised path estimates=0.42; t=8.13) and 

relationship with God (standardised path estimates=0.29; t=6.74)] 

significantly impacted members‟ satisfaction. It can also be seen that 

perceived value (the mediator construct) significantly impacted members‟ 

satisfaction, which was impacted directly and indirectly by members‟ 

relationship with the Church. 
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Figure 6-2: The Extended Structural Model - Standardised Path Estimates 

Reputation and normative commitment impacted significantly on perceived 

value. The three constructs (relationship with Church, reputation and 

normative commitment) explained 66% of the variation in the perceived 

value construct. All of the constructs in the Churchgoer Satisfaction Model 

played a role and, together, they explained 85% of the variation in member 

satisfaction; hence, this Extended Model is named as “Churchgoer 

Satisfaction Model” in this present study. 

As was noted earlier, the suggested Churchgoer Satisfaction Model (CSM, 

the extended model) fitted the data well and, consequently, the various 

hypothesised relationships among the constructs, which were listed earlier 
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in this chapter, were examined. As some of the exogenous constructs and 

one endogenous construct were omitted or changed from the three original 

research models (i.e., „The Religious Orientation Model‟, „The Member as 

Employee Model‟ and „The Member as Customer Model‟), some of the 

original hypotheses were not examined and are not listed. In order to ease 

the discussion, the original numbers of some of the hypothesised 

relationships which were listed in Chapter Two that were applicable in the 

Churchgoer Satisfaction Model are noted in parentheses.  

EXT- H1: Relationship with God and Member Satisfaction 

EXT- H1 suggested members who had a stronger relationship with God 

would have greater satisfaction with their Church. This relationship was 

supported as the relationship with God construct had a positive impact on 

member satisfaction (standardised path estimates=0.29; t=6.74; p<0.001).  

EXT- H2: Relationship with Church and Member Satisfaction 

EXT- H2 suggested that members who had a stronger relationship with their 

Church would have greater satisfaction with their Church. This relationship 

was also supported as the relationship with Church construct had a positive 

impact on member satisfaction (standardised path estimates=0.19; t=2.37; 

p<0.001).  
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EXT- H3: Relationship with Church and Perceived Value 

EXT- H3 suggested that members who had a stronger relationship with their 

church would feel they obtained greater value from their Church. This 

relationship was supported as the relationship with Church construct had a 

positive impact on members‟ perceived value (standardised path 

estimates=0.54; t=5.80; p<0.001).  

EXT- H4 (Hypotheses 4a): Reputation and Perceived Value 

EXT- H4 suggested that members who felt their Church had a better 

reputation would feel they obtained greater value from their Church. This 

relationship was supported in the present study, as reputation had a 

positive impact on perceived value (standardised path estimates=0.22; 

t=3.07; p<0.001).  

EXT- H5: Normative Commitment and Perceived Value 

EXT- H5 suggested that the stronger a member‟s normative commitment to 

their Church, the greater would be the value they perceived they obtained 

from their church membership. This relationship was supported as 

normative commitment had a positive impact on perceived value 

(standardised path estimates=0.19; t=2.17; p<0.001).  
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EXT- H6 (Hypothesis 4d): Perceived Hardware Quality to Member 

Satisfaction 

EXT- H6 suggested that the greater the perceived quality of the hardware a 

church delivered, the more satisfied its members would be. This relationship 

was supported as the perceived hardware quality construct had a significant 

impact on member satisfaction (standardised path estimates=0.42; t=8.13; 

p<0.001). A church member‟s assessment of overall satisfaction (and, 

consequently, intentions to stay) is directly affected by the quality and 

performance of the activities, services and sermons their church produces 

or organises, as well as the quality of its pastors and speakers.  

EXT- H7 (Hypothesis 4e): Perceived Value to Member Satisfaction 

EXT- H7 suggested that the greater the perceived value obtained from 

church membership, the more satisfied its members would be. This 

relationship was supported as perceived value had a significant impact on 

members‟ satisfaction (standardised path estimates=0.25; t=2.65; p<0.001).  

In order to obtain a better understanding of the importance of the 

relationships between the model‟s various constructs, an examination on 

the total effects, direct effects and indirect effects was undertaken and the 

results obtained are discussed in the next section.  
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Total, Direct and Indirect Effects in the Churchgoer Satisfaction Model 

As was discussed in Chapter Five, an examination of the total effects, direct 

effects and indirect effects is important in understanding the strength of the 

relationships in the model. Table 6-1 provides a summary of the total, direct 

and indirect effects of the Churchgoer Satisfaction Model.  

Table 6-1: Direct, Indirect and Total Effects in the Churchgoer Satisfaction Model 

 Relationship 
with Church 

Relationship 
with God 

Normative 
Commitment 

Perceived 
Hardware 

Quality  

Reputation Perceived 
Value 

Member 
Satisfaction 

Perceived Value  

Direct Effects 0.54 - 0.19 - 0.22 - - 

Indirect Effects - - - - - - - 

Total Effects 0.54 - 0.19 - 0.22 - - 

Member Satisfaction 

Direct Effects 0.19 0.29 - 0.42 - 0.25 - 

Indirect Effects 0.14 - 0.05 - 0.06 - - 

Total Effects 0.33 0.29 0.05 0.42 0.06 0.25 - 

There were no indirect effects between the exogenous constructs and 

perceived value. As can be seen in the Table, people‟s relationship with 

their Church had the greatest effect on perceived value (0.54), followed by 

reputation (0.22) and normative commitment (0.19). The other constructs 

did not have an effect as they did not have a significant relationship with 

perceived value, so these paths were removed from the model. 

Perceived hardware quality had the greatest direct effect on member 

satisfaction (the dependent variable) (0.42), followed by relationship with 
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God (0.29), perceived value (0.25) and relationship with Church (0.19). 

Relationship with Church had a greater indirect effect on member 

satisfaction (0.14) than did reputation (0.06) or normative commitment 

(0.05). It can also be seen that perceived hardware quality had the greatest 

total effect on member satisfaction (0.42), followed by relationship with 

Church (0.33), relationship with God (0.29), perceived value (0.25), 

reputation (0.06) and normative commitment (0.05). 

From this analysis, it is apparent that the higher the perceived quality of 

hardware a church provides, the more satisfied church members will be. 

Church members are more satisfied when their church‟s religious offerings 

fit their needs. The results suggest church management need to produce 

good quality religious products if they are to maintain members‟ satisfaction 

and loyalty.  

Further tests were undertaken to determine the mediating role perceived 

value played in the extended model. The results obtained through this 

analysis are discussed in the next section. 

Assessing the Mediating Role of Perceived Value 

Baron and Kenny(1986)  argued a construct is a mediator when the indirect 

path through the suggested mediator makes the direct path from the 

predictor variable to the dependent variable insignificant (full mediation) or, 

if the direct path remains significant, reduces its estimated  path coefficient 

significantly (partial mediation). Sobel‟s (1982) test is often used to assess 
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such mediating relationships. However, it is a very conservative test 

(MacKinnon, Warsi & Dwyer 1995). Consequently, bootstrapping has been 

suggested as an alternative approach (Shrout & Bolger 2002) and the 

AMOS software can be used to do this (Arbuckle & Wothke 1999). This 

procedure enables the significance of the indirect effects to be examined, 

as AMOS can be used to estimate bootstrapped standard errors for the 

direct and indirect effects.  

These results can be used to compute a confidence interval for both 

effects. If the confidence interval for an indirect effect does not contain zero, 

it can be assumed that there is a mediation effect. If the confidence interval 

of the direct effect contains zero, full mediation can be assumed. On the 

other hand, if the confidence interval of the direct effect does not contain 

zero, partial mediation can be assumed. The results obtained in the present 

study can be seen in Table 6-2.  

As can be seen in the Table, the indirect effect results suggested perceived 

value mediated the association between people‟s relationship with the 

Church and satisfaction and the relationship between reputation and 

satisfaction. However, perceived value did not mediate the relationship 

between normative commitment and satisfaction. The direct effect results 

suggested the reputation-satisfaction relationship was fully mediated, while 

the relationship with the Church – satisfaction association was partially 

mediated, supporting the finally suggested extended model. 
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Table 6-2: Assessing the Mediating Role of Perceived Value 

 Relationship 
with Church 

Relationship with 
God 

Normative 
Commitment 

Perceived 
Hardware 

Quality  

Reputation 

Indirect Effect      

Lower CI Bound 0.03 - -0.03 - 0.01 

Upper CI Bound 0.32 - 0.14 - 0.18 

Two-tailed 
Significance 

0.02 - 0.15 - 0.03 

Direct Effect      

Lower CI Bound 0.01 0.18 -0.06 0.29 -0.19 

Upper CI Bound 0.36 0.40 0.16 0.56 0.15 

Two-tailed 
Significance 

0.05 0.00 0.39 0.00 0.88 

Assessing Potential Moderators  

As Hair et al. (2006, p. 870) noted, „a moderating effect occurs when a third 

variable or construct changes the relationship between two related 

variables/constructs. A moderator means that the relationship between two 

variables changes with the level of another variable/construct‟. In the 

Churchgoer Satisfaction Model, several background variables (income, 

gender, education and age group) were seen as potential moderators and 

these variables are discussed in turn in the following sections.  

Income as a Moderator 

Some prior researchers found a weak relationship between income and 

churchgoing behaviour (Azzi & Ehrenberg 1975; Lazerwitz 1961; Lelkes 

2006; Sullivan 1985). Azzi and Ehrenberg (1975, p. 32) commented that 
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„usually the relationship (income and churchgoing behaviour) is positive, but 

some investigators find it backward bending (participation is highest for the 

middle-income groups)‟. In view of this past research, it was decided to 

examine income‟s moderating effect in the Churchgoer Satisfaction Model. 

The sample was initially divided into high and low income groups based on 

the median income score in the obtained responses. The high income 

group had incomes of more than S$40,000 a year, while the low income 

group had incomes of S$40,000 a year or less. The moderating impact of 

income was assessed by undertaking a multiple-group analysis in which the 

impacts successive constraints had on model fit, as measured by the 

change in the chi-square statistic, were examined (Hair et al. 2006).  

A two group model in which there are no constraints was used as a base 

model and the initial constraint imposed was that the measurement weights 

(factor loadings) should be equal in both groups. This constraint is often 

termed metric invariance (Steenkamp & Baumgartner 1998) and is a 

necessary precursor to examining moderation as it implies the observed 

items are being viewed in a similar way in both groups and, hence, it is 

meaningful to examine group differences. The second constraint imposed 

was that the structural path coefficients should be equal in both groups, 

which tests the moderating effect of the construct of interest. If there is a 

moderating effect, the change in the chi-square statistic is significant (i.e., 

the increase in the chi-square statistic is large compared to the increase in 

the degrees of freedom obtained by adding additional constraints) and the 



 

 

168 

 

nature of the moderating effect can be determined by examining t-tests of 

the differences between the path coefficients in the two groups (Hair et al. 

2006).  

The chi-square statistic of the unconstrained baseline model in this case 

was significant (χ2=220.94, df=120, p<0.001). However, the other fit 

statistics were all acceptable (χ2/df=1.84; RMSEA=0.05; SRMR=0.04; 

NFI=0.93; CFI=0.97; TLI=0.95), suggesting that the two-group model was a 

reasonable fit to the data. The change in the chi-square statistic between 

the unconstrained model and the model in which the measurement weights 

were constrained to be equal was not significant (Δχ2=8.12, df=7, p=0.32). 

Consequently, metric equivalence can be assumed and the moderating 

impact income has in the Churchgoer Satisfaction Model can be assessed. 

The change in the chi-square statistic between the model in which the 

measurement weights were constrained to be equal and the model in which 

the path coefficients were constrained to be equal was not significant 

(Δχ2=6.92, df=7, p=0.44), which meant income was not a moderator when 

the sample was divided in this way.  

As Azzi and Ehrenberg (1975, p. 32) had suggested middle income 

members may be more positive in their churchgoing behaviour, the sample 

was also split into three groups (below $20,000 pa, $20,000 pa to $60,000 

pa and above $60,000 pa). A three group analysis was undertaken in this 

case. However, the change in the chi-square statistic between the model in 

which the measurement weights were constrained to be equal and the 
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model in which the path coefficients were constrained to be equal was still 

not significant (Δχ2=2.37, df=7, p=0.93), which suggested income was not a 

moderator even when the sample was divided into three groups. Income 

was thus not found to be a moderator in the present Singaporean context. 

Gender as a Moderator 

Some researchers have examined gender differences in religious behaviour 

and most found that women were more religious than men (Brown & Gary 

1991; Brown, Ndubuisi & Gary 1990; Christiano 1986; de Vaus & McAllister 

1987; Lincoln & Mamiya 1990). De Vaus and McAllister (1987) found 

females were inclined to have greater religious involvement because:  

1) Females‟ child-bearing role leads to greater religious commitment. 

2) Fewer women are in the workforce. 

3) Women seek social support to interact and connect with others.  

Brown, Ndubuisi and Gary (1990) found males were less positive about 

formal group religion, whereas females were more likely to participate in 

religious activities, which led them to conclude that females tend to look for 

social interaction and support in their church. Similarly, Christiano (1986) 

found gender to be a predictor of church involvement. However, other 

researchers such as Musick, House and Williams (2004), Ulbrich and 

Wallace (1984) and Willits and Crider (1988) did not find gender 
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differences. Consequently, this issue was also examined in the present 

study.  

The sample was divided into a group of 156 males and a group of 184 

females. The unconstrained chi-square statistic in this case was significant 

(χ2=232.61, df=120, p<0.001). However, the other fit statistics were all 

acceptable (χ2/df=1.94; RMSEA=0.05; SRMR=0.04; NFI=0.93; CFI=0.96; 

TLI=0.94), suggesting the two-group model was a reasonable fit to the data.  

The change in the chi-square statistic between the unconstrained model 

and the model in which the measurement weights were constrained to be 

equal was not significant (Δχ2=5.27, df=7, p=0.63). Consequently, metric 

equivalence can be assumed and gender‟s moderating impact can be 

assessed. The change in the chi-square statistic between the model in 

which the measurement weights were constrained to be equal and the 

model in which the path coefficients were constrained to be equal was not 

significant (Δχ2=11.23, df=7, p=0.13). Consequently, gender was not found 

to be a moderator in the present Singaporean context.  

Educational Background as a Moderator 

Lazerwitz (1961) found that while scientists, professors and graduate 

students were less religious, the differences were not significant, 

contradicting the suggestion that better educated people are less religious. 

Brown, Ndubuisi and Gary (1990) and Brown and Gary (1991) also found 

that educational attainment did not significantly impact religiosity. On the 
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other hand, Argyle and Beith-Hallahmi (1975) found that better educated 

people attended church more often, but their religiosity was lower. Stark, 

Iannaccone and Finke (1996) found educational attainment was positively 

associated with religiosity. Consequently, educational attainment‟s 

moderating impact was examined in the present study.  

The sample was divided into a less well educated group of 169 people who 

had educational backgrounds that ranged from primary school to certificate 

or diploma holders and a more highly educated group of 171 people who 

had obtained at least a university degree. The chi-square statistic for the 

unconstrained model was significant in this case (χ2=240.80, df=120, 

p<0.001). However, the other fit statistics were all acceptable (χ2/df=2.01; 

RMSEA=0.06; SRMR=0.05; NFI=0.93; CFI=0.96; TLI=0.94), suggesting the 

two-group model was a reasonable fit to the data in this case. The change 

in the chi-square statistic between the unconstrained model and the model 

in which the measurement weights were constrained to be equal was not 

significant (Δχ2=3.11, df=7, p=0.87). Consequently, metric equivalence can 

be assumed and education background‟s moderating impact can be 

assessed. The change in the chi-square statistic between the model in 

which the measurement weights were constrained to be equal and the 

model in which the path coefficients were constrained to be equal was not 

significant in this case (Δχ2=3.96, df=7, p=0.79). Consequently, educational 

background was not found to be a moderator in the Singaporean context.  
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Age as a Moderator 

Prior research has found church attendance does not differ by age 

(Lazerwitz 1961), increases with age (Azzi and Ehrenberg 1975; Brown and 

Gary 1991; Brown, Ndubuisi and Gary 1990) and decreases with age 

(Musick, House and Williams 2004; Lyon 2002). Consequently, age‟s role 

remains unclear and its moderating role was therefore also examined in the 

present study. 

The sample was divided into a younger group, which included people 

younger than 30, and an older group, which included people who were 40 

years of age or older. The 36 people aged from 30 to 39 years were 

excluded from this phase of the analysis. The chi-square statistic in this 

case was significant (χ2=219.41, df=120, p<0.001). However, the other fit 

statistics were all acceptable (χ2/df=1.83; RMSEA=0.05; SRMR=0.05; 

NFI=0.92; CFI=0.96; TLI=0.94), suggesting that the two-group model was a 

reasonable fit to the data in this case.  

The change in the chi-square statistic between the unconstrained model 

and the model in which the measurement weights were constrained to be 

equal was not significant (Δχ2=14.20, df=7, p=0.05). Consequently, metric 

equivalence can be assumed and the moderating impact age has in the 

Churchgoer Satisfaction Model can be assessed. The change in the chi-

square statistic between the model in which the measurement weights were 

constrained to be equal and the model in which the path coefficients were 

constrained to be equal was significant (Δχ2=17.03, df= 7, p< 0.01).  
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Thus age does appear to be a significant moderator in the present 

Singaporean context. Consequently, the t-statistics of the differences 

between the path coefficients were examined to better understand the 

nature of the differences between the younger and the older respondents. 

The relevant t-statistics can be seen in Table 6-3.  

Table 6-3: Parameter Comparison (Age Groups) 

Parameter t-statistic Significant 

Relationship with God →  Member Satisfaction 2.97 Yes 

Relationship with Church → Member Satisfaction 1.99 Yes 

Relationship with Church → Perceived Value 0.72 No 

Reputation → Perceived Value 1.34 No 

Normative Commitment → Perceived Value 0.60 No 

Perceived Hardware Quality → Member Satisfaction 1.62 No 

Perceived Value → Member Satisfaction -1.34 No 

As can be seen from the Table, the absolute values of the t-statistics were 

less than 1.96 (the two-tailed 0.05 significance value) for most of the 

parameters, suggesting that the differences between the two groups can be 

found in only two of the relationships. There is a significant difference in the 

Relationship with God → Member Satisfaction relationship and in the 

Relationship with Church → Member Satisfaction relationship. These 

differences are discussed in detail in the next section. 
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Differences between Age Groups – The Younger Age Group 

The standardised path estimates for the younger group are shown in Figure 

6-3, in which the indicator items have been omitted to improve readability. 

As can be seen from the t-statistics, which are also shown in Figure 6-3, 

three of the constructs significantly impacted members‟ satisfaction, 

explaining 85% of the variation in member satisfaction. The three 

constructs were: 

1. Relationship with God (standardised path estimate=0.42; t=6.61). 

2. Perceived hardware quality (standardised path estimate=0.32; 

t=4.62). 

3. Perceived value (standardised path estimate=0.30; t=1.96).  
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Figure 6-3: Churchgoer Satisfaction Model (Younger Age Group) Standardised Path 
Estimates 

A younger person‟s relationship with their church did not have a significant 

direct impact on member satisfaction (standardised path estimate=0.10; 

t=0.73; p>0.10). However, this construct did impact significantly on 

perceived value (standardised path estimate=0.51; t=4.52; p<0.001), as did 

the church‟s reputation (standardised path estimate=0.18; t=2.12; p<0.05) 

and normative commitment (standardised path estimate=0.38; t=3.37; 

p<0.01). The three constructs, together, explained 85% of the variation in 

members‟ satisfaction. 
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The Direct, Indirect and Total Effects in the Churchgoer Satisfaction 

Model (The Younger Age Group) 

The direct and indirect effects for the younger group are shown in Table 6-

4. As was noted when the Churchgoer Satisfaction Model was discussed 

earlier in this chapter, there were no indirect effects between the various 

exogenous constructs and perceived value. A person‟s relationship with 

Church had a greater effect (0.51) than did normative commitment (0.38), 

while reputation had the least impact (0.18). 

As perceived value was a mediator, there were some indirect effects on 

member satisfaction. A younger person‟s relationship with God had a 

greater direct effect on member satisfaction (0.42) than did perceived 

hardware quality (0.32), perceived value (0.30) or relationship with church 

(0.10). A younger person‟s relationship with the Church had a greater 

indirect effect on member satisfaction (0.16) than did normative 

commitment (0.12) or reputation (0.06). A younger person‟s relationship 

with God had the greatest total effect on member satisfaction (0.42), 

followed by perceived hardware quality (0.32), perceived value (0.30), 

relationship with Church (0.25), normative commitment (0.12) and 

reputation (0.06). 
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Table 6-4: Direct, Indirect and Total Effects - The Churchgoer Satisfaction Model 
(Younger Group) 

 Relationship 
with God 

Relationship 
with Church 

Normative 
Commitment 

Reputation Perceived 
Hardware 

Quality  

Perceived 
Value 

Member 
Satisfaction 

Perceived Value 

Direct Effects - 0.51 0.38 0.18 - - - 

Indirect Effects - - - - - - - 

Total Effects - 0.51 0.38 0.18 - - - 

Member Satisfaction 

Direct Effects 0.42 0.10 - - 0.32 0.30 - 

Indirect Effects - 0.16 0.12 0.06 - - - 

Total Effects 0.42 0.25 0.12 0.06 0.32 0.30 - 

It is apparent younger churchgoers tend to feel greater satisfaction, and 

hence are likely to be more loyal, when they perceive that they have a 

deeper relationship with God. They also expect good quality in the sermons 

and activities their church offers. The model suggests that younger church 

members see greater perceived value when they are more involved in their 

church and when the church enjoys a good reputation. This is important as 

perceived value has a significant impact on member satisfaction.  

Differences between the Age Groups – The Older Age Group 

The standardised path estimates for the younger group are shown in Figure 

6-4, in which the indicator items have been omitted to improve readability. 

As can be seen from the t-statistics, which are also shown in Figure 6-4, 
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two of the constructs significantly impacted members‟ satisfaction, 

explaining 84% of the variation in member satisfaction. 
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Figure 6-4: Churchgoer Satisfaction Model (Older Age Group) 

The two significant constructs in this case were:  

1. Perceived hardware quality (standardised path estimate=0.54; 

t=5.80). 

2. Relationship with Church (standardised path estimate=0.41; t=3.33). 
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An older person‟s relationship with their church also impacted perceived 

value (standardised path estimate=0.34; t=1.99), as did normative 

commitment, although marginally above the 0.05 significance level 

(standardised path estimate=0.30; t=1.94). These two constructs, together, 

explained 34% of the variation in perceived value.  

The Direct, Indirect and Total Effects in the Churchgoer Satisfaction 

Model (The Older Age Group) 

The direct and indirect effects of the various constructs were also examined 

for the older group. The results obtained are shown in Table 6-5. 

Table 6-5: Direct, Indirect and Total Effects – The Churchgoer Satisfaction Model 
(Older Group) 

 Relationship 
with God 

Relationship 
with Church 

Normative 
Commitment 

Reputation Perceived 
Hardware 

Quality 

Perceived 
Value 

Member 
Satisfaction 

Perceived Value 

Direct Effects - 0.35 0.30 0.03 - - - 

Indirect Effects - - - - - - - 

Total Effects - 0.35 0.30 0.03 - - - 

Member Satisfaction 

Direct Effects 0.09 0.41 - - 0.55 0.05 - 

Indirect Effects - 0.02 0.02 - - - - 

Total Effects 0.09 0.42 0.02 - 0.55 0.05 - 

An older person‟s relationship with their church had a greater effect (0.35) 

on perceived value than did normative commitment (0.30). Perceived 

hardware quality had a greater direct effect on member satisfaction (0.55) 
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than did relationship with Church (0.41), relationship with God (0.09) or 

perceived value (0.05). An older person‟s relationship with their church and 

normative commitment had very small indirect effects on member 

satisfaction (0.02), which meant the total effects were very similar to the 

direct effects, with perceived hardware quality having the greatest total 

effects on member satisfaction (0.55), followed by relationship with Church 

(0.42), relationship with God (0.09), perceived value (0.05) and normative 

commitment (0.02). 

The standardised path estimates and the total and direct effects suggested 

some important differences between the younger and older members, 

which are discussed in detail in Chapter Eight. Table 6-6 provides a 

summary of the standardised path estimates for the Churchgoer 

Satisfaction Model for the younger and older aged group models.  
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Table 6-6: Path Estimates for the Churchgoer Satisfaction Model and the Younger 
and Older Age Groups 

Relationship The 
Churchgoer 
Satisfaction 

Model 

Younger 
Group 

Older 
Group 

Relationship with God → Member Satisfaction 0.29 

(t=6.74) 

0.42 

(t=6.61) 

0.09 

(t=1.35) 

Relationship with Church → Member 

Satisfaction 

0.19 

(t=2.37) 

0.10 

(t=0.73) 

0.41 

(t=3.33) 

Relationship with Church → Perceived Value 0.54 

(t=5.80) 

0.51 

(t=4.52) 

0.34 

(t=1.99) 

Reputation → Perceived Value 0.22 

(t=3.07) 

0.18 

(t=2.12) 

0.03 

(t=0.24) 

Normative Commitment → Perceived Value 0.19 

(t=2.17) 

0.38 

(t=3.37) 

0.30 

(t=1.94) 

Perceived Quality Hardware → Member 

Satisfaction 

0.42 

(t=8.13) 

0.32 

(t=4.62) 

0.54 

(t=5.80) 

Perceived Value →Member Satisfaction 0.25 

(t=2.65) 

0.30 

(t=1.96) 

0.05 

(t=0.66) 

Summary 

This present research project started with three research models: „The 

Religious Orientation Model‟, „The Member as Employee Model‟ and „The 

Member as Customer Model‟. However, „The Member as Employee Model‟ 

could not be assessed as most of the scales used in this model had poor 

measurement properties, suggesting that such scales are less valid in a 

non-employee context. Indeed, only the normative commitment construct 

was retained from this model. The results also suggested that the models 

might well reflect different aspects of a member‟s satisfaction and, hence, 

intention to remain with the church. Consequently, the Churchgoer 

Satisfaction Model was devised, incorporating the retained aspects of the 
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three models as shown Figure 6-1. The Churchgoer Satisfaction Model 

fitted the data well and explained almost all of the variation in members‟ 

satisfaction (85%), with perceived hardware quality (0.42) and relationship 

with God (0.29) having the greatest total impact on members‟ satisfaction.  

Several background variables (income, gender, education background and 

age group) were suggested as potential moderators of the relationships in 

the Churchgoer Satisfaction Model. However, of these variables, age was 

the only significant moderator. A detailed examination of the standardised 

path estimates and the direct, indirect and total effects in the younger and 

older age groups and the three different family groups (the singles, younger 

families and older families) was undertaken. As was shown in Table 6-4 

and Table 6-5, the models had different parameters, suggesting that the 

satisfaction of different age groups and family groups is created in different 

ways, which has implications for church leaders, as is discussed in Chapter 

Eight. 

However, before discussing these implications and as was discussed in 

Chapter Three, the results obtained were presented to a number of church 

leaders and their opinions were sought as to their validity and relevance. 

The details of this qualitative phase and the results obtained in this phase 

are discussed in the next chapter.  
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CHAPTER SEVEN: CHURCH LEADERS‟ VIEWS  

Introduction 

This chapter discusses the findings of a series of in-depth interviews that 

were undertaken with pastors and leaders of fourteen churches from seven 

denominations in Singapore (i.e., Independent, Methodist, Assemblies of 

God, Presbyterian, Catholic, Anglican and Baptist). As was noted in 

Chapter Two, there are at least 500 Christian churches in Singapore 

(NCCS 2009). The 14 churches included in this phase of the study 

represent a majority of the Christian denominations in Singapore‟s religious 

market (CBN-Directory 2006).  

Following the structural equation modelling phase, the results of which were 

outlined in the previous chapters, interviews were undertaken to examine 

church leaders‟ perceptions of these results. Of particular interest was 

whether they were aware of church members‟ varying expectations of the 

church. Knowledge of these expectations is important because it may help 

church managers formulate appropriate strategies and develop appropriate 

religious „products‟ that meet their congregants‟ various needs. While the 

terms „pastors‟ or „leaders‟ were used by different interviewees, the term 

„pastors‟ is used in this chapter for consistency. 

During the first part of the interviews, the pastors were asked to discuss 

their perceptions of their congregations‟ church-related preferences and 

expectations. They were then asked to describe how these preferences and 
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expectations may vary according to churchgoers‟ background 

characteristics as these constructs were investigated as moderators in the 

quantitative stages of this study. In the second part of the interview, the 

interviewees were shown the path diagrams that described the estimated 

models and given definitions as well as descriptions of each construct in lay 

terms. The pastors were then asked to comment on the degree to which 

they felt the results reflected their church members‟ behaviour and to 

suggest any implications they thought flowed from these results. An 

interview guide (which is provided in Appendix D) was used to ensure that 

all of the information was covered during each of the interviews. 

The present chapter is divided into three main sections that discuss: 

1. The types of churches, 

2. Pastors‟ perceptions, and 

3. Strategic implications of the findings. 

The first section categorises churches according to their size, their product 

offerings and their target segments. This provides contextual information to 

facilitate an understanding of the managerial issues faced by different kinds 

of Christian churches in Singapore. The second section focuses on the 

pastors‟ perceptions of church members‟ expectations and the various 

moderators that may influence their churchgoing behaviour. The third 

section discusses the pastors‟ reactions to the data analysis results and 

their perceptions of how these results might inform their future strategies.  
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Part One: Types of Churches  

It is crucial for church managers to understand their church‟s current 

position, including its place in the religious market and the type of people 

they are serving. Without these inputs, churches may become product-

oriented, rather than the customer-oriented organisations that are most 

likely to succeed (Levitt 1960; Yilmaz, Alpkan and Ergun 2005). Product-

oriented churches are likely to develop religious products or programs that 

are deemed appropriate by the church‟s managers without knowing their 

congregants‟ needs and expectations.  

The qualitative findings suggested there were two primary categories of 

churches in the religious market, which were termed Big Scale Churches 

(BSCs) and Small Scale Churches (SSCs), as was indicated by the size of 

their congregations. Half of the churches in the sample were classified as 

BSCs, while the other half were classified as SSCs. Big Scale churches 

had between 1,000 and 30,000 members and were usually managed by a 

senior pastor who oversaw all of the church‟s operations with the 

assistance of a team of full-time pastors or leaders who were in charge of 

different ministries or divisions. Their organisational structure seemed to be 

similar to that of many business corporations.  

The Small Scale Churches ranged in size from 50 to around 1,000 

members. They were generally overseen by one pastor, a structure that is 

similar to many small businesses in the commercial world. 
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Within the BSC and SSC classifications, the churches were diverse in 

terms of denominations, product offerings and market shares. As a result, 

the BSCs were further divided into what were termed dynamic churches 

and traditional churches, while the SSCs were further divided into 

supernatural and conventional churches. Each of these sub-groups is 

discussed in detail below.  

Table 7-1 shows the various types of churches represented in the 

qualitative phase of the study and the pseudonyms and ages of the 

interviewees. The interviewees were almost all male, reflecting the male-

dominated nature of the occupation of pastor in Singapore. Participants‟ 

length of experience as a pastor ranged from five to 35 years. An overview 

of the types of churches, the products offered and the segments served are 

provided in the next section. 

Table 7-1: The Qualitative Phase Sample 

 

The Big Scale Churches

•The Dynamic Churches
• Boaz, 50

• Caleb, 58

• John, 37

•The Traditional Churches
• Dan, 48

• Ezekiel, 55

• Faith, 46

• Hur, 54

The Small Scale 
Churches

•The Supernatural Churches
• Adam, 37

• Gideon, 56

• Isaac, 60

•The Conventional 
Churches
• Ken, 50

• Luke, 44

• Mark, 57

• Noah, 60
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An Overview of the Types of Churches 

The Big Scale Churches 

The interviewees noted that the BSCs have a wider range of products than 

do the SSCs. This was typically attributed to their greater financial 

resources, which enabled them to employ more staff and to deliver more 

sophisticated programs. They were also reported to have access to a larger 

number of volunteers to assist with program delivery. 

BSC – Dynamic Churches 

The three churches in the dynamic church sub-category were categorised 

as independent as they were not affiliated with a specific doctrine. The 

differentiating characteristics of the dynamic churches were their extremely 

large size (they were at the highest end of the congregation size spectrum) 

and their use of an entertainment-style worship approach that often 

included rock music and talented vocalists. This is very different to the more 

solemn and traditional worship practices of many other churches. The 

entertainment approach was considered to be especially attractive to teens 

and young adults: 

The dynamism, the size, the whole range of things that they [dynamic churches] 

offer and being young people, they find the service style very upbeat. Also, the 

preacher is quite a bit of a phenomenon (Ezekiel, 55, BSC, traditional). 
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The emphasis on entertainment among the dynamic churches was also 

apparent in the adoption of a more casual and humorous approach to 

preaching. The pastors and guest speakers in the dynamic churches were 

renowned among the sample for being particularly charismatic: 

One of the keys to growth [in numbers] in that kind of church is their charismatic 

speaker (Gideon, 56, SSC, supernatural). 

I think the strategy in mega churches is intently built on very strong, recognised 

leaders, like a ‘superstar pastor’ (Boaz, 50, BSC, dynamic).  

Some of the more popular pastors had successful CD/DVD/book publishing 

businesses through which they disseminated their work to a broader 

population. Along with their ability to attract large numbers of churchgoers, 

these external product sales were seen to assist in developing strong 

„brands‟ for these churches. The very large size of these churches ensures 

they are financially strong, enabling them to deliver a greater variety of 

programs than the other types of churches: 

Broadly speaking, Singapore is going through the experience of having this kind of 

mega churches. They can do certain things that nobody can do, like the lighting, the 

stage, the bands and international speakers. No one can do as well as they do 

(Boaz, 52, BSC, dynamic). 

We are very good in providing programs. I would say we have a very good infra-

structure...We have prayer team, praying 365 days around the clock...We also 

conduct funerals, weddings, Bible school and Bible training so that people can go 

deeper in God’s Word (John, 37, BSC, dynamic). 
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This in turn was seen to produce a high level of member satisfaction that 

results in loyalty to the church: 

People are drawn to this church and continue to stay because they pursue the 

presence of God and it is seen from our unconventional style of worship and the 

varieties of teachings and sermons (Boaz, 52, BSC, dynamic). 

BSC – Traditional Churches 

The traditional churches in the present study had a relatively long history, 

ranging from 55 years to more than 150 years. They varied in size from 

1,000 to 5,000 members. The four churches in this category belonged to 

the Catholic, Methodist and Presbyterian denominations.  

The traditional churches were described as practicing a conventional style 

of worship (e.g., reading the Bible, singing hymns and reciting prayers). 

They provided structured services, including traditional sermons and 

curriculum-based religious classes for adults and children. They were 

focused on the literal interpretation of the Bible and the translation of the 

Bible‟s messages to everyday life. The interviewees felt these elements 

were the key foci of the traditional churches. 

Our service is very traditional. We only sing hymns and we still have our pipe organ 

that is still in use...We are a teaching church. We are very strong in teaching the 

Word in depth. We have a School for Christian teachings, many of our people sign 

up for the courses (Hur, 54, BSC, traditional). 
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Pastors from the traditional churches described their congregants as 

typically middle-aged or retirees (40+ years) and middle to upper class 

professionals, including managers, teachers, doctors, lawyers, directors 

and CEOs. Churchgoers in the traditional churches were often members of 

families who had attended the church for several generations. This 

suggests normative commitment may be a primary driver for these 

churchgoers.  

The regulars are people who might have grown up in this church, so week after 

week they just keep coming (Faith, 46, BSC, traditional). 

The first generation came to the church because they grew up in church and were 

baptised here. All they know is this church, so they have a relationship with this 

church and they bring their children to church (Hur, 54, BSC, traditional). 

The Small Scale Churches 

The SSCs had a lifespan of from one year to 60 years. They were typically 

younger than the BSCs, especially the large traditional churches. The three 

supernatural churches within the SSC category were classified as 

independent, while the conventional churches were a combination of 

Baptist, Anglican and independent churches.  

As was mentioned earlier, because of the smaller size of the congregations 

the SSC were generally overseen by one pastor. This was perceived to be 

an advantage in building individual relationships with members:  
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I pretty much understand my members and I know them quite well because we are a 

small church, small enough to know each other pretty well (Adam, 37, SSC, 

supernatural). 

They tend to provide a smaller range of products because they work on 

more limited human and financial resources compared to the BSC: 

Mega churches have all the resources, in terms of manpower, finances, equipment, 

so they can do a lot of things. In a smaller congregation, we tend to be lacking in 

certain areas, there is a limit to what we can and cannot do (Adam, 37, SSC, 

supernatural). 

Competition was reported to be particularly intense among the SSCs. 

These smaller churches were felt to be more vulnerable to member losses, 

resulting in a strategic emphasis on retention and a tendency to view other 

SSC as rivals: 

I think the main problem with churches in Singapore is disunity; therefore, we are 

fighting among one another. Some of the pastors are so afraid to lose members to 

other churches (Gideon, 56, SSC, supernatural). 

SSC – Supernatural Churches 

The reported differentiating characteristics of the supernatural churches 

were a smaller congregation size (typically 50 to 200 people) and a belief 

among the members in God‟s supernatural miracles, signs and wonders. 

The interviewees from these churches emphasised that supernatural 

experiences were the main factor that attracted their congregation. They 

cited examples of people experiencing angelic visitations and having gold 

dust cover their hands, faces and bodies during services: 
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Our church has been reputed as a supernatural church. People come to find out 

what is happening in the church. They have heard so many miracles about God in 

our church; they want to come and take a look themselves to see why this church is 

so different (Adam, 37, SSC, supernatural).  

Some come to church because they want to experience God...Some of our youths 

even experienced teardrops of God, some saw gold dust and some saw the angel of 

the Lord coming down to embrace them (Gideon, 56, SSC, supernatural). 

The pastors from the supernatural churches reported that their 

congregation was mainly younger people, including young adults and 

young families, while the conventional churches were more focused on 

families with older children. This emphasis on families was reflected in their 

pastors‟ emphasis on providing programs specifically focused on personal 

development and relationship building in a family-friendly environment: 

Our congregants are primarily young adults and families...Our programs are mainly 

focussed on them. For example, a mothers’ group was started by the mothers who 

want to pray for the husbands and families. Men fellowship is held once a month for 

social fellowship but we also teach them the Word of God. Some programs were 

initiated and formed because of the need; like our youth group. Some young adults 

felt the responsibilities to take care of the younger ones (Gideon, 56, SSC, 

supernatural). 

We have a lot of family units in the church (Ken, 50, SSC, conventional).  

This group of pastors also believed in God‟s guidance in directing their 

efforts to manage their churches. More so than the other interviewees, they 

reported trusting in God to direct them in their decision-making relating to 

the recruitment and retention of members. They were also more likely to 

have faith that God would provide the resources required to ensure the on-

going success of the church: 
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When God asked me to run the church, I believed that God would provide the 

money, the right people to come in and to build up the church...A lot of pastors worry 

about attendance and finance kind of issues. As long as I fulfil my role to love 

people...It all goes back to how much you can trust God...Then after you do 

whatever is necessary, God will do the rest (Gideon, 56, SSC, supernatural). 

Reflecting the emphasis on supernatural encounters, the range of products 

offered by these churches was reported to include lessons in healing and 

casting out demons and prophetic training that aims to assist individuals in 

their efforts to experience visions and messages directly from God. Pastors 

in this category perceived that these products were the primary retention 

factors, especially for the younger age group, as these products are not 

generally offered by the other types of churches:  

This is the main reason why they [the members] stay because they have gotten 

closer to God. And because of that, their lives have been changed so much that they 

just felt they need to be part of the congregation. I can say 70% of my congregation 

have experienced dramatic encounters with the Lord…Especially when you are 

talking about the younger age group, if they have dramatic encounters with God, 

they will stay loyal (Adam, 37, SSC, supernatural). 

SSC – Conventional Churches 

The conventional churches typically had around 200 to 500 members and 

appeared to follow the style of the traditional churches by building on 

teachings and Biblical foundations. According to the interviewees, these 

churches focus on teaching God‟s Word and use conventional methods of 

worship (e.g., singing hymns and psalms). However, they have a greater 

focus on individual relationships between pastors and members. Similar to 
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the supernatural churches, they operate like a family business because of 

the smaller number of congregants: 

People stay with us because we are a family church; they have a sense of belonging 

here. They like to be nurtured and to be equipped spiritually by the Word of God 

(Noah, 60, SSC, conventional). 

It was noted that conventional churches deliver the same kinds of 

mainstream products offered by most churches, such as Sunday services, 

Sunday schools, cell groups and prayer meetings. They also occasionally 

offer church camps, children‟s vacation Bible school and festive programs: 

We are a small church; we only provide the basic programs like Sunday sermon, cell 

group and adult Sunday school [Bible study] and weekly prayer meetings (Mark, 60, 

SSC, conventional).  

We do have our family church camp every two years and our children vacation Bible 

school every year. We can’t afford to run these programs very often (Luke, 44, SSC, 

conventional). 

Given their fewer resources, however, they are not able to deliver some of 

the additional programs offered by larger churches that require more 

manpower and larger congregations to deliver, such as disciple programs 

and curriculum-based trainings. 

In sum, it seems the pastors recognised that different churchgoers have 

different needs and preferences and that different churches satisfy different 

churchgoer groups. The next section discusses the pastors‟ perceptions of 

churchgoers‟ expectations and the various moderators that may drive 

different churchgoing behaviours. 
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Part Two: Pastors’ Perceptions  

Almost half of the interviewees indicated that they were unsure of their 

members‟ expectations. This uncertainty did not seem to be related to their 

years of experience in the role of pastor or the type of church they 

represented. Those pastors exhibiting uncertainty did not appear to actively 

consider their members‟ needs, focusing instead on operational issues: 

This is a question I am asking myself and wanting to know too...um...I don’t know. 

Really! Because, err...I was operating primarily on what I expect of the members 

(Luke, 44, SSC, conventional). 

Luke had two points. The first is that he was unsure of his church members‟ 

expectations and that he has not made any deliberate efforts to identify 

these expectations. The second is that he assumed he should operate his 

church according to his own expectations of his members, rather than what 

the members expect of the church. This suggests he has a product-oriented 

approach to church management that may result in the development and 

delivery of products and programs that do not necessarily reflect members‟ 

needs and preferences. 

The remaining interviewees were able to articulate a set of perceived 

members‟ needs that they considered to be fundamental to members‟ 

satisfaction with their church. The three needs mentioned most commonly 

were to be loved by God, to have fellowship and to receive good teaching. 

Implicit in these discussions was an understanding that these constructs 

were related to members‟ value perceptions. Mapping these three 
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responses with the research models that were estimated in the quantitative 

phase of the study, the first response maps onto the „relationship with God‟ 

construct, the second maps onto the „relationship with Church‟ construct, 

while the last response maps onto the „perceived hardware quality‟ 

construct. The qualitative data thus supported the importance of the three 

main constructs that had been found to have direct effects on members‟ 

satisfaction in the quantitative phase of the study. Pastors‟ perceptions of 

each of these constructs and the four moderating demographic variables 

(age, gender, education and income) are discussed in subsequent sections. 

Relationship with God 

The „relationship with God‟ construct had an overall mean score of 6.35 on 

the seven-point Likert scale that was used in the quantitative phase of the 

study, suggesting respondents felt strongly about this aspect of their lives. 

Similarly, pastors from all four types of churches discussed how their 

members viewed the church as an important way of building and 

maintaining a strong relationship with God. In particular, the pastors 

representing the dynamic and supernatural churches that had a larger 

proportion of younger members noted that younger churchgoers were 

especially concerned with this outcome:  

Youth and the younger group are more under the peer pressure from their 

surroundings; they struggle with a lot of issues at their age. So they long to be loved, 

to be loved by God and to be loved by man (Gideon, 56, SSC, supernatural). 
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I see the younger ones are more and more engaging and they really have a heart to 

seek God and they want to sense God’s love (Boaz, 50, BSC, dynamic). 

As was evident from the estimated model, the strongest relationship was 

between younger people‟s relationship with God and their satisfaction with 

their church, which suggests efforts to satisfy this group should focus on 

assisting young members to experience closeness with God. In 

comparison, the older churchgoers‟ satisfaction with their church was not 

significantly related to their relationship with God, which suggests other 

variables contribute more to their satisfaction with their church. 

The pastors did not appear to appreciate this variation in the association 

between a perceived relationship with God and satisfaction with the church 

according to member age. Rather, they felt that churchgoer satisfaction for 

all groups relied primarily on their perceived closeness to God. This 

suggests pastors may benefit from being made aware of the difference in 

this association across age groups as such knowledge would enable them 

to focus on appropriate programs for different age groups. 

Many of the pastors also felt that gender influenced members‟ expectations 

and behaviours. Women were generally perceived to be more spiritual and, 

thus, were considered to have a stronger relationship with God:  

Usually men are more prideful. As a man, we do not want to express our emotions. 

Therefore, it is harder and takes longer time for a man to encounter God, to 

experience God’s presence and to really get in touch with the Spirit of God. But for 

women, they can fall in love with God easily; they can experience the presence of 

God right away because they are more emotional (John, 37, BSC, dynamic). 



 

 

198 

 

Women are more spiritual, they look at things in a spiritual way. Men are more 

physical, they look at tangible things around them (Gideon, 56, SSC, supernatural). 

However, the quantitative results did not suggest females had a stronger 

relationship with God as the means were not significantly different [6.37 

(females) and 6.31 (males) (t-statistic=0.63; p=0.53)]. Further, the strength 

of the association between members‟ relationship with God and their 

satisfaction with their church was not moderated by gender. While men and 

women may experience God differently, the quantitative results show that 

their perceived relationships with God are similar. Further, males and 

females have similar satisfaction with their church [5.68 (females) and 5.76 

(males) (t-statistic=-0.81; p=0.42)]. Perhaps the pastors‟ views reflect 

women‟s tendency to express more emotion in public (LaFrance & Banaji 

1992). This tendency appears to be interpreted by some pastors as 

meaning that women having a closer relationship with God, resulting in 

stronger efforts to enhance spirituality in men: 

Women are more spiritual...We ought to help men to grow, to be more spiritual 

(Gideon, 56, SSC, supernatural). 

Given the present results, such efforts may be misguided and resources to 

increase member satisfaction may be better directed elsewhere.  

While the pastors felt there were age and gender differences in their 

members‟ attitudes and behaviours, they did not feel education or income 

impacted on an individual‟s relationship with God. This was supported by 

the quantitative data, as high and low income earners had similar scores for 
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the relationship with God construct [6.30 (lower income group) and 6.40 

(higher income group) (t-statistic=-0.88; p=0.38)]. Further, the strength of 

the association between members‟ relationship with God and their 

satisfaction with their church was not moderated by income. 

The less well educated and the better educated respondents also had 

similar scores for the relationship with God construct [6.35 (less well 

educated group) and 6.34 (better educated group) (t-statistic=-0.03;    

p=0.98)]. Further, the strength of the association between members‟ 

relationship with God and their satisfaction with their church was not 

moderated by educational achievement. 

Relationship with Church 

As has already been noted, the second most common response from 

pastors about their members‟ expectations related to their desire for 

fellowship with other members. Fellowship in this context is associated with 

the „relationship with the church‟ construct, which had a mean score of 5.10 

across the sample. Although the importance of fellowship was articulated 

by pastors from all four types of churches, it was most common among 

those from the traditional churches:  

They [the older churchgoers] expect to build rapport with fellow members. Every 

Sunday, our fellowship hall is packed with our a few hundred of people; they hang 

around and talk and enjoy the coffee and snacks (Hur, 54, BSC, traditional). 

People come to us because it is like a social club, for networking, because we have 

a lot of business people here (Faith, 46, BSC, traditional). 
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As these churches mainly target older churchgoers, this is in line with the 

quantitative results, which showed that older churchgoers‟ satisfaction with 

their church was significantly impacted by their relationship with their 

church. Indeed, for older members, the strength of this association was 

second only to „perceived hardware quality‟. 

The pastors from churches that targeted younger churchgoers also noted 

the importance of fellowship to their congregations. There was a perception 

that peer bonding was an important element of younger people‟s 

satisfaction with their church experience: 

The younger adults are much more socially minded and they want connections, 

networking and yet they have their own groups within the congregation. They bond 

with each other within their age groups (Boaz, 50, BSC, dynamic). 

This appreciation of the importance of fellowship for both older and younger 

members reflects the consistency in means for this construct across age 

groups [5.23 (younger group) and 5.07 (older age group)   (t-statistic=0.56; 

p=0.58)]. However, the structural equation modelling showed that while 

„relationship with the church‟ was strongly associated with church 

satisfaction for older members, this was not the case for the younger age 

group. Therefore, while pastors may assume that satisfaction is equally 

dependent on fellowship for both groups, this is unlikely to be the case, as 

„relationship with God‟ and „perceived hardware quality‟ are the main drivers 

of younger members‟ satisfaction with their churches. 
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Some pastors suggested there were gender differences in churchgoers‟ 

desire for fellowship and how this desire impacted satisfaction with the 

church. These pastors felt women placed a higher value on fellowship, 

which was reflected in their stronger participation in church activities: 

Women, especially those are housewives, they are more involved in the church’s 

activities and they come to church more often men (Dan, 48, BSC, traditional). 

However, the quantitative results suggested men felt they had a stronger 

relationship with their church than did the women, although this difference 

was not significant [5.23 (men) and 5.07 (women) (t-statistic=-0.66; 

p=0.51)]. Further, the strength of the association between members‟ 

relationship with their church and their satisfaction with their church was not 

moderated by gender. Finally, attendance did not vary significantly by 

gender. There thus appears to be a disjuncture between pastors‟ 

perceptions and the quantitative results relating to these variables.  

The interviewees did not mention any perceived variation in desire for 

fellowship between members of different income and education profiles. 

This is in accordance with the quantitative results that showed no significant 

differences resulting from these moderators. 

Perceived Hardware Quality 

All of the pastors were aware of the importance of the quality of the 

products offered to their church members. In particular, some pastors from 

each of the four types of churches discussed the need to maximise the 
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quality of the Sunday sermon to keep members returning on a regular 

basis:  

Almost all of our members want to receive a good sermon that they are able to 

understand and apply in their lives. Because most of them only come once a week, 

they feel good when they receive a good message. Once they know this is the place 

where they can find good teachings, they will stay loyal with the church (Caleb, 58, 

BSC, dynamic). 

I would say they (church members) expect to receive teaching from us. I think 

people look forward to come every Sunday for the preaching (Hur, 54, BSC, 

traditional). 

When we started as a small church, quality was not there. Now it is much better; and 

I think they enjoy my sermon most (Ken, 50, SSC, conventional). 

A lot of them found that there is a change in their life after they come to our church. 

They learn from our sermon every week and they enjoy it. It is the message that 

makes them change for better (Isaac, 60, SSC, supernatural). 

This focus by the pastors on hardware quality as a source of satisfaction to 

churchgoers was supported by the quantitative data, although the 

relationship was somewhat stronger for the older group than for the 

younger group. The particular importance of „perceived hardware quality‟ to 

older members can be seen in the following comment from a pastor of a 

traditional church that mainly targets older churchgoers: 

We plan our sermon series one year in advance. Members appreciate our sermon 

and they think that we have good quality of messages for them. We upload it on the 

internet weekly and we have a few thousand hits per week (Hur, 54, BSC, 

traditional). 
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However, there was an anomaly in that, despite this general focus on 

hardware quality by the pastors and the importance of such quality to 

members [the overall mean for this construct was 5.32], two of the pastors 

from the traditional churches reported that they received complaints from 

their members. Complaining members were described as typically being 

female, older and/or more affluent:  

Some members are very interested in some of our ministries. Not to assist, but to 

criticise (Hur, 54, BSC, traditional). 

They [older age group] are very quick to criticise. When they want to give feedback, 

it is to scold us, not to help but act as a customer…They are already ‘someone’ [high 

fliers] in their career. Who is God? I have done it on my own. What? Do I need to go 

to church anymore?...They will complain to us if they see anything that does not suit 

their way…Those in their 40s - mid 50s are more demanding about our programs 

and teachings. Sad to say, they are more of women than men. I think women do 

have a more critical and gossipy nature. Regretfully! (Faith, 46, BSC, traditional). 

These complaints related to a wide range of factors, including specific 

programs and general organisational issues, such as car parking and the 

behaviour of other members. The pastors appeared to be very concerned 

about the dissatisfaction expressed by these members, but the quantitative 

results suggest that they should focus instead on the views of the majority 

who, in general, seem to be satisfied. As has already been noted, hardware 

quality perceptions did not differ significantly across any of the demographic 

variables.  

The pastors‟ observations of complainants having a specific demographic 

profile seems to suggest such people are more likely to complain rather 
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than this group having a more negative view of the hardware quality 

provided. This may reflect a „squeaky wheel‟ phenomenon whereby a vocal 

minority can obtain disproportional attention at the expense of the larger 

group (Bradshaw, Buckley & Ialongo 2008; Thornpson & Nadler 2002). 

Thus, while complaints can be a useful source of information to improve 

services and programs, the present results suggest that it may not be 

appropriate to view them as indicative of the whole congregation‟s attitude.  

It appears that different groups may have differing hardware priorities. 

While sermons were seen as important by all the pastors, those from 

churches targeting younger people considered other hardware elements to 

be also essential for member satisfaction. For example, the dynamic and 

supernatural pastors mentioned big events and seminars respectively as 

being appreciated by their congregations:  

For the younger group, I can see they also go for the quality of output, they are for 

the hardware, like the big events that we organised and programs with new ideas; 

they like creativity. I think they are more inclined to these things (Caleb, 58, BSC, 

dynamic). 

What is the number one thing that all young children are looking for? Excitement! 

Hardware quality is important to them, the sermon or teaching is interesting to them. 

If they have dramatic encounter with God, great! That’s why they are here in 

church!...What we have produced so far, in terms of quality; we are often 

commented by others that we are always on the cutting edge and our programs are 

really meaningful and helpful to Christians. So given the track record, people from 

various churches keep coming to our seminars and I think it speaks for our quality 

(Adam, 37, SSC, supernatural). 
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It appears that, in order to satisfy members‟ desire for quality hardware, 

pastors from different types of churches may need to focus on different 

product offerings. 

In sum, the qualitative findings were generally consistent with the 

quantitative results as the three common perceived expectations reported 

by the pastors corresponded with the three main constructs identified in the 

quantitative research as having a direct relationship with churchgoers‟ 

satisfaction. In the next section, responses from the pastors to the models 

and their reactions to possible strategic implications are discussed. 

Part Three: Pastors’ Responses and Strategic Implications  

As was noted earlier in this chapter, in the second part of the face-to-face 

interviews, the quantitative results were presented to each pastor using 

three diagrammatical models (the Churchgoer Satisfaction Model and the 

two age sub-models, which are shown in Appendix E). The models were 

explained in simple terms to allow the pastors to understand the 

relationships between the variables. The overall objective was to explore 

the extent to which they agreed with the results obtained in the quantitative 

phase of the study and to see whether they could provide a practitioners‟ 

perspective of the strategic implications of the results. 
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Pastors’ Responses to the Models 

Responses to the Churchgoer Satisfaction Model 

All but one of the pastors agreed with the findings suggested by the 

extended churchgoer satisfaction model. These pastors acknowledged that 

the constructs shown in the model were important drivers of member 

satisfaction: 

The results really speak volumes. I think it is quite accurate; it is an accurate 

reflection. I am quite impressed…Even though at the back of our mind, we kind of 

know this (the phenomenon) but seeing the statistics, it really hits me (Luke, 44, 

SSC, conventional). 

However, one of the pastors from a conventional church believed that the 

main drivers that keep his members loyal to the church were „software‟ 

aspects (i.e., personal attention from staff) and normative commitment, 

rather than the quality of hardware, as was indicated in the model. He 

insisted that the warm welcome given to congregants was the primary 

determinant member satisfaction in his church: 

I am quite sure they [the members] do not stay because of the quality of our 

programs; they stay more for relationship. At least, some of them I know for the last 

15 years, they come because of their parents and stay with us throughout; and I 

cannot say it is because of quality that they stay. I cannot say that (Ken, 50, SSC, 

conventional). 

However, as was noted in Chapter Six, the quantitative phase did not 

suggest „perceived software quality‟ was a driver of satisfaction. 

Consequently, it was omitted from the extended churchgoer satisfaction 
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model. While Ken‟s views may be correct for his church, they do not reflect 

the sample as a whole. Alternatively, Ken may be incorrect in his 

perceptions and his members may be similar to those from other churches 

and he may therefore benefit from gaining a deeper appreciation of the 

primary factors affecting his members‟ loyalty.  

Responses to the Moderated Models 

When commenting on the models for the two age groups, the pastors from 

the churches that mainly targeted older members (i.e., the traditional and 

conventional churches) agreed that older churchgoers‟ are influenced most 

by hardware quality and fellowship (the latter relating to „relationship with 

the church‟). Similarly, the pastors from churches that targeted younger 

members (i.e., the dynamic and supernatural churches) recognised that 

younger churchgoers are more specifically focused on their closeness to 

God: 

Yes, quality is very important to our members especially the ‘consumer-driven’ 

members (Faith, 46, BSC, traditional).  

They enjoy fellowship and eating together. When the church provides an avenue of 

fun and food, I think people are more relax and they enjoy coming to church (Ken, 

50, BSC, conventional). 

Young people are really hungry for God and they are expressive. They are not so 

stale, usually zealous and compassionate (John, 37, BSC, dynamic). 

The young ones are so eager to experience God and they are excited to share their 

testimonies in our Sunday service (Gideon, 56, SSC, supernatural). 
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Despite recognising the tendency for older members to be product-focused, 

some of the pastors were surprised to see the strength of the association 

between the „perceived hardware quality‟ and „member satisfaction‟ 

constructs (0.54) in the older churchgoers‟ model: 

Surprise! Surprise! This number is so high. But I guess this is true because a lot of 

people are looking at the quality, especially the quality of our speakers (Dan, 48, 

BSC, traditional). 

It [the data] represents that Singapore is very much a consumer society. This 

doesn’t completely surprise me except the number is higher than what I expected. It 

is really interesting (Boaz, 52, BSC, dynamic). 

Some were dismayed by the weak association between the „relationship 

with God‟ and „member satisfaction‟ constructs for older churchgoers (0.09). 

They had assumed that church satisfaction would be primarily based on the 

individual‟s relationship with God, regardless of age: 

Aiyo! [Exclamation] I thought relationship with God should be the number one 

motivator. Surprise! Surprise! (Dan, 48, BSC, traditional). 

In contrast, most of the interviewees were very encouraged by the high 

percent of variance explained by the „relationship with God‟ construct for 

younger churchgoers (0.42). They believed that they could develop more 

youth programs to help younger members grow spiritually: 

Thank God for the comfort and confirmation when seeing this young group with 

42%. This is the group I see a lot of potential that we can help them to grow stronger 

in the Lord (Luke, 44, SSC, conventional).  
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When discussing the cause of the differences between the younger and 

older age groups, most of the interviewees agreed that it is important for 

church management to understand the different churchgoing behaviours in 

the different age groups. Some of the pastors mentioned a seven-year 

spiritual life cycle concept that reflects different church-related behaviours 

at various life stages and the potential reasons for these differences. Their 

accounts of the spiritual life cycle (SLC) are outlined in Appendix F.  

Perceived Strategic Implications 

The pastors showed great interest in the study‟s results and most 

welcomed the opportunity to use the information to assist them in improving 

their members‟ satisfaction with their church. These pastors recognised a 

need to review their existing services in the light of their new information to 

ensure they maximise member value:  

Well, with this level of knowledge, the traditional services in which there is a majority 

of older groups need to be looked at. It means that a lot of things need to be looked 

into. For example: the standard operating procedures and the standard of our 

Sunday services. It is a lot of work to be reviewed (Faith, 46, BSC, traditional). 

It [the results] helps the management to be aware of what is obvious, but very often 

those things may be neglected because there are so many things happening every 

day. They [the church management] cannot see the big picture and do not 

understand what is it going on (Ezekiel, 55, BSC, traditional). 

With these results, I think we need to review the quality of our teachings and the 

attitude towards God. In fact, worship is an attitude of our hearts; we can teach all 

these things and train the people. I believe God will come when the environment is 

right and our people will enjoy staying with our church (John, 37, BSC, dynamic). 
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In particular, the results sensitised the pastors to the need to focus on those 

areas that lead directly to member satisfaction, especially perceived 

hardware quality: 

It is good to learn from this result to improve our quality as it is important. We have 

to keep on improving - to improve the quality to attract and retain people. We need 

to find new relevant ways of doing things (Ken, 50, SSC, conventional). 

It helps us to understand the elements to strike for high quality; it makes us start 

thinking on how to improve the quality further. Now, we know the key foci or things 

that need to be improved, then we need to learn how to do things in a new way 

(John, 37, BSC, dynamic). 

Yes, it is useful. It [the results] shows that you need to focus on age specific need. 

For the young adults, you better help them to connect with the Lord. For the older 

people, you need to make a little more room for fellowship and then connect with 

each other. But I think either way, you still have to put on quality programs, you still 

need to have good worship and quality musicians because this is people’s 

expectations. Especially Singaporeans’ standard, you can’t get away with just two 

guitars (Boaz, 50, BSC, dynamic). 

The exceptions were the interviewees from the supernatural churches who, 

while acknowledging the veracity of the results, felt they did not offer them 

any immediate direction because they would wait for guidance from God 

before making any changes: 

It is good to understand these marketing variables on why people go to church. As a 

pastor, I need to be up to date. I need to know what it is going on...But, at the end of 

the day, all the things that we do, all the issues and concerns that we have; we need 

to submit and surrender to God and let Him guide us (Adam, 37, SSC, 

supernatural). 
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Among the majority of pastors who expressed a desire to proactively use 

the results to guide their recruitment and retention strategies, some said 

they would show the results to other members of their churches‟ 

management committees and that, together, they would brainstorm future 

strategic directions. Others were able to suggest immediate specific 

strategies that could be implemented. These strategies related to improving 

the quality of existing programs and introducing new programs that would 

allow them to better target current members and attract new members from 

other age groups that are not currently well served by their existing 

programs. 

The pastors indicated that they prioritised retention over recruitment in their 

operational objectives. Pastors from all four types of churches discussed 

the need to focus on their core target groups. In the case of the dynamic 

and supernatural churches, the pastors commented that the study‟s results 

reinforced their decision to focus on younger churchgoers through the 

provision of programs that specifically meet their needs. For example, 

Caleb discussed how they could improve their existing program that targets 

parents to make it more tailored to the needs of younger parents in 

particular: 

Parents are very important. We need to focus more on the parental teaching to our 

young parents; they need to know how important to impart the Word of God to their 

children and how important is the relationship with God. I think we need to expand 

this idea and to have a sub-group for young parents...To improve on our youths, I 

think we need to get more mentors and leaders to take care of them (Caleb, 58, 

BSC, dynamic). 
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Similarly, Adam considered the idea of modifying their existing mission trip 

program to include young members: 

Youths like excitement. I think it will be a good idea to include them in our mission 

trips in the future; it can help them to experience God in other dimensions (Adam, 

37, SSC, supernatural). 

Recognising the importance of the sermon to older members, some of the 

pastors from churches primarily targeting the older segment (i.e., the 

traditional and conventional churches) suggested ways to improve the 

quality of their sermons, such as by being more expressive in their delivery 

and by inviting renowned guest speakers. Some also associated hardware 

quality with program variety, which led them to consider the possibility of 

broadening the range of current products offered, such as by including 

more self-development programs: 

We need to be more spirit-filled in our worship and sermon. I think so far we are 

relying more on ourselves than God in these aspects. The work of the Holy Spirit is 

minimised in our church. I think we need to change the way we deliver our programs 

to the congregations to be livelier (Luke, 44, SSC, conventional). 

For the older members, we need to satisfy their needs because the majority of our 

people are from this age group. I think we need to improve on our quality in both 

sermons and teachings. Inviting guest speakers may give our congregations a new 

dimension of message in the sermon; but internally, we can add the self-

development talks or courses in our teaching programs (Dan, 48, BSC, traditional). 

Some of the pastors from the traditional and conventional churches also 

discussed the potential to attract younger people to expand their existing 

congregation and to safeguard their future congregation size by retaining 

young people once their churchgoing behaviours are no longer determined 
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by their parents. While they had been contemplating a new focus on young 

people for some time, this had not eventuated because of a long-standing 

emphasis on older members that precluded the use of resources to target 

another group. For these pastors, the study results were described as 

providing the impetus they need to actively target younger people: 

Now, I can understand why the chairman of the youth ministry keeps emphasising 

on this initiative [raising up the youths]. That is why we are trying to convert one of 

the services to meet this need [for younger group]. If I give them this information, it 

would affirm their plan and they can put it in action (Faith, 46, BSC, traditional). 

We are in the midst of planning to start a Saturday service just for the youths. I think 

your results confirm what we want to do. We are actually thinking of separating them 

from the Sunday congregation that is more for the older people (Noah, 60, SSC, 

conventional). 

In sum, all of the interviewees acknowledged the usefulness and the 

applicability of the research findings. With the exception of the pastors from 

the supernatural churches, most of the pastors perceived that the results 

would enable them to review their current strategies and improve their 

product offerings. However, most recognised that the level and speed of 

improvement would be dependent on the motivation and ability of church 

management and individual pastors: 

Of course it is very practical. This helps us to strategise on how to attract the 

different age groups; and now we know the key elements that we need to focus on. 

Definitely it helps. It is a matter of how much the committee wants to pay attention to 

it and to change (Dan, 48, BSC, traditional). 

I think it is a good profiling that pastors can take a look at and come up with 

strategies especially to meet the needs of the various age groups. These [the 
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results] are all very important and necessary, but how much emphasis to be put in, 

is dependent on the church’s position and the church management (Caleb, 58, BSC, 

dynamic). 

Yes, it is helpful. I have been always thinking of how to help my church to grow for 

better. I will definitely look into this information (Noah, 60, SSC, conventional). 

Summary 

This chapter outlined how pastors perceived their members‟ churchgoing 

attitudes, with emphasis placed on their understanding of variations within 

different groups within the congregation (e.g., younger and older members). 

The chapter also examined pastors‟ perceptions of the applicability of the 

results to their churches in terms of strategic implications for member 

recruitment and retention. 

The qualitative findings identified four types of churches, each with its own 

profile and market position. Pastors from all four types of churches were 

interested in the findings, with many able to see ways of improving their 

current recruitment and retention activities by strategising around the 

relationships that were identified in the models.  

The next chapter discusses the study‟s theoretical and managerial 

contributions. The study‟s limitations are also outlined and future research 

directions are suggested. 
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CHAPTER EIGHT: IMPLICATIONS AND CONCLUSIONS 

Introduction 

The results of the present study were presented in Chapters Four to Seven. 

Chapter Four discussed the descriptive statistics and the measurement 

properties of the individual constructs in each of the three research models. 

Chapter Five outlined the discriminant validity of the various constructs that 

were included in each of the models and discussed the results of the 

estimation of the three measurement and structural models. These results 

suggested an extended churchgoer satisfaction model and the results of 

the estimation of this extended model were discussed in Chapter Six. The 

moderating effect of a number of background variables were also discussed 

in this chapter, although age was the only one of these variables that had a 

significant moderating effect.  

Finally, the findings of a number of one-to-one interviews with pastors were 

presented in Chapter Seven. These interviews explored the pastors‟ 

perceptions of their members‟ churchgoing attitudes and the applicability of 

the results obtained in the study. The current chapter draws the thesis to an 

end by discussing the implications of the results obtained in the various 

analysis phases. The chapter is organised into five sections: 
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1. A review of the present study.  

2. The implications of the results for researchers. 

3. The implications of the results for Church Managers.  

4. Limitations and future research directions. 

5. Some concluding comments. 

A Review of the Present Study 

This study used  a versatile research design that combined Francis‟s (1978) 

Attitude towards Christianity Scale and King and Hunt‟s (1975) attitude 

dimensions in Model 1 (The Religious Orientation Model), Meyer and 

Allen‟s (1991) three components scale in Model 2 (The Member as 

Employee Model) and the ECSI model in Model 3 (The Member as 

Customer Model). As a consequence, an extended Churchgoing 

Satisfaction Model was developed that adds to our understanding of the 

way people make decisions about remaining members of their church. The 

study‟s practicality and applicability was affirmed by the church managers 

who were questioned during the personal interviews undertaken in stage 

two. 

The study also contributed to the research context as it provided empirical 

evidence for Singapore churches that church managers can use to improve 

relationships with church members, rather than making decisions based 

only on their own experience or instinct. The study also clarified some of 
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the assumptions church managers had about the impact a number of 

demographic variables, such as education, income, gender and age, had 

on people‟s satisfaction with their church.  

The following paragraphs provide an overview of the major findings 

obtained from the estimation of these models, as well as the qualitative 

findings obtained from subsequent face-to-face interviews with pastors. 

Major Findings from the Quantitative Phase of the Study 

The initial analysis found a very high correlation between the two 

dependent constructs (i.e., „member satisfaction‟ and „churchgoing 

intentions‟), which suggested discriminant validity could not be assumed 

and that they should not be included together in any of the models. Based 

on prior research, member satisfaction was retained as a single dependent 

variable as it was the more proximal construct in the present context and 

the three models were revised in this way. 

Some of the constructs in some of the models did not have good 

measurement properties. Firstly, some of the constructs in „The Religious 

Orientation Model‟ did not have discriminant validity. The „attitude towards 

Christianity‟, „religious experience‟ and „internal motivation‟ constructs were 

highly correlated. Further, the „internal motivation‟ construct could not be 

assumed to have convergent validity. An exploratory factor analysis was 

therefore undertaken to see if there were any underlying factors that 

differed from those that were expected, given the items included in this 
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model‟s constructs. This analysis led to the inclusions of two alternative 

constructs that were termed „relationship with God‟ and „relationship with 

Church‟ and which replaced the three correlated constructs that were 

mentioned earlier. The revised religious orientation model (which was 

shown in Figure 5-5) had a good fit to the data and explained 67% of the 

variation in member satisfaction.  

As was the case with „The Religious Orientation Model‟, „The Member as 

Employee Model‟ faced multicollinearity issues with a number of its 

constructs (i.e., „psychology of ownership‟, „affective commitment‟, 

„normative commitment‟ and „member satisfaction‟). Consequently, 

discriminant validity could not be assumed in this case either. In addition, 

the „continuance commitment‟ construct could not be assumed to have 

convergent validity. The initial analysis suggested „normative commitment‟ 

was the only construct that had acceptable measurement properties, which 

meant „The Member as Employee Model‟ could not be estimated. 

„The Member as Customer Model‟ was the only model that had constructs 

with good measurement properties that did not require further revision 

before its estimation. The model (which was shown in Figure 5-9) was also 

a good fit to the data, with the „perceived value‟ and the „perceived 

hardware quality‟ constructs having significant direct impacts on members‟ 

satisfaction. Indeed, the estimated model explained 76% of the variation in 

members‟ satisfaction with their church. 
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Given these results and so as to better understand the underlying aspects 

within each of the three research models, the retained constructs from each 

model were combined into an extended churchgoer satisfaction model. The 

analysis of this extended model found that all of the constructs played a 

role as the four suggested drivers (i.e., „perceived hardware quality‟, 

„relationship with God‟, „perceived value‟ and „relationship with Church‟) had 

a significant impact on members‟ satisfaction. Indeed, the model explained 

85% of the variation in members‟ satisfaction with their churches. The 

churchgoer satisfaction model provided better results and more insight into 

churchgoers‟ satisfaction than did either of the two initial models that were 

estimated. It also suggested the four key drivers that led churchgoers to 

remain loyal to their church. Ultimately, the results obtained from this model 

have the potential to improve church management‟s understanding of 

people‟s churchgoing behaviour in Christian churches in Singapore and, 

hence, should enable them to develop appropriate strategies for their 

churches, some of which are suggested in subsequent sections of this 

chapter. 

The impacts of several potential moderators (education, income, gender 

and age) were also examined. Age was found to be the only significant 

moderator as the younger group (aged from 18 years to 29 years) and the 

older group (aged from 40 years to 60 years) were satisfied in quite 

different ways. This is consistent with the results of previous studies that 

have found churchgoing attitudes and behaviours differ across age groups 
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(Azzi & Ehrenberg 1975; Brown & Gary 1991; Brown et al. 1990; Lyons 

2002; Musick, House & Williams 2004). 

Some researchers have suggested women are more religious than men 

(Brown & Gary 1991; Brown et al. 1990; Christiano 1986; de Vaus & 

McAllister 1987; Lincoln & Mamiya 1990), especially in terms of their 

participation in religious activities (Brown et al. 1990). While some pastors 

shared this view, it was not supported in the present study; instead, the 

results support the work of other researchers who did not find gender 

differences in churchgoers‟ attitudes and behaviours (Musick et al. 2004; 

Ulbrich & Wallace 1984; Willits & Crider 1988). The study‟s results are also 

consistent with previous studies that found that education (Brown & Gary 

1991; Brown et al. 1990) and income (Azzi & Ehrenberg 1975; Lazerwitz 

1961; Lelkes 2006; Sullivan 1985) were not moderating variables. 

As was shown in Figures 6.3 and 6.4, the antecedents that had significant 

impact on members‟ satisfaction with their churches were „relationship with 

God‟, „perceived hardware quality‟ and „perceived value‟. It was apparent 

that younger churchgoers obtained greater satisfaction when they 

perceived that they had a deeper relationship with God, although they also 

expected good quality in the programs and activities offered by their 

churches.  

While older churchgoers‟ satisfaction was primarily influenced by the quality 

of the programs and activities their church offered, their satisfaction with 

their church was also significantly affected by their relationships with their 
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churches. It seems that older churchgoers desire a personal relationship 

with their churches and that those who are more actively involved in their 

churches are more satisfied than those who are not involved in the same 

way. The results suggest church managers need to develop quite different 

strategies to enhance satisfaction among younger and older church 

members. 

Major Findings from the Qualitative Phase of the Study 

As was noted earlier, a qualitative research phase was undertaken to 

examine the potential application of the study‟s results. These qualitative 

findings were discussed in Chapter Seven and are outlined briefly below. 

Four types of churches were identified that were classified as dynamic 

churches, traditional churches, supernatural churches and conventional 

churches. The different types of churches had some degree of cross-over in 

congregation characteristics, but they tended to serve different churchgoer 

segments as found by Finke and Stark (1988). These classifications were 

primarily differentiated by age and preferred church size.  

Among the pastors who were able to articulate their beliefs about their 

members‟ satisfaction drivers, the three most commonly mentioned factors 

were a desire to be loved by God, to have fellowship and to receive good 

teaching. These responses were similar to the three main constructs that 

had direct relationships with the „member satisfaction‟ construct in the 
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quantitative study (i.e., „relationship with God‟, „relationship with Church‟ 

and „perceived hardware quality‟ respectively). 

When asked about possible moderating factors that might influence their 

members‟ behaviours and attitudes, most of the pastors nominated age and 

gender as relevant attributes, although some also mentioned education and 

income. Some of the pastors suggested a spiritual life cycle (SLC) to 

explain different churchgoing behaviours and attitudes at various life 

stages, which they felt might explain the moderating impact of age. Most of 

the pastors felt women were more devout and more committed to the 

church. Education and income were sometimes perceived to be relevant 

because they were associated with increased complaining behaviour.  

While the quantitative data supported the importance of age as a 

moderating variable, gender, education and income were not significant. It 

seems that pastors may misinterpret outward manifestations of religiosity or 

pay undue attention to more vocal members and thus fail to appreciate the 

attitudes of the majority of their congregants. The study therefore offers 

pastors additional knowledge about churchgoers that they can use to re-

assess the needs of their own congregations. 

After the results of the models were presented, all of the pastors felt that 

the study‟s results were intuitively correct. In particular, they agreed that 

hardware quality is a critical part of the churchgoer‟s experience and that it 

warrants additional consideration by church management. However, they 

varied in their intentions to act on the information provided. The pastors 
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from the supernatural churches were inclined to wait for divine guidance 

before thinking about how they might implement changes. Some of the 

other pastors felt a need to consult with their church‟s management 

committee before acting, while the rest reported an intention to make 

program changes immediately. Intended changes related mainly to scaling 

up their retention efforts by improving existing products and programs (e.g., 

trying to improve the quality of their sermons, worship and teaching).  

The pastors from the traditional and conventional churches also saw a need 

to make a greater effort to retain younger members, especially as this 

group has not been their primary target group in the past. The “age models” 

gave these pastors a better understanding of the preferences of the two 

age segments, thereby providing them with the information they required to 

better service younger members whose needs they had not focused on 

previously.  

The pastors viewed the results as being useful for informing future strategy 

development and implementation. They appreciated that a stronger focus 

on hardware quality would improve all members‟ satisfaction They also 

accepted that programs that increased younger members‟ feelings of being 

close to God  had  the potential to improve these members‟ satisfaction. 

Finally, they recognised that creating a fellowship environment that led to 

older members‟ increased participation would improve these members‟ 

satisfaction.  
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Implications for Researchers 

No prior research could be found that has examined church members‟ 

satisfaction by using variations of the suggested research models. 

Consequently, the present study research contributed to our understanding 

of this topic by examining the applicability to church satisfaction of three 

models that had been suggested in different research streams. An 

extended model was developed, termed the Churchgoer Satisfaction 

Model, which included aspects from each of the three initially suggested 

models.  

The three research models were drawn from a variety of sources. The 

chosen constructs and the three models were intended to help better 

explain church members‟ satisfaction and, subsequently, their church 

loyalty, from a number of different perspectives. The measurement issues 

mentioned earlier in this chapter meant the constructs in „The Member as 

Customer Model‟ had the best measurement properties. Further, two of the 

three constructs that impacted significantly on members‟ satisfaction in the 

extended model („perceived hardware quality‟ and „perceived value‟) also 

came from „The Member as Customer Model‟.  

In the marketing concept, customers engage in transactions with providers 

in exchange for goods or services (Kotler 1972b). In a church context, 

church members invest their time and effort in exchange for the fulfilment of 

their spiritual and social needs. Although seeing church members as 

customers is not the only view that is likely to help church managers retain 
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their members, it is important for managers to understand service 

marketing issues that are relevant even in not-for-profit organisations 

(Cowell 1980; Arnett, German & Shelby 2003). In particular, they need to 

understand how to treat church members as customers, as well as 

congregants. Such a paradigm shift is likely to provide church managers 

with insights for the development of future directions and strategies.  

Vargo and Lusch (2004) have suggested the need for marketers to move 

away from a traditional goods-dominant view (that they termed G-D Logic) 

to a service-centred dominant view (that they termed S-D logic). A goods-

dominant view focuses on tangible outputs and discrete transactions, while 

a service-dominant view focuses on intangibility, exchange processes and 

relationships. Vargo and Lusch argued that a service orientation requires 

co-creation that builds relationships and co-creates value between 

customers and sellers. Many researchers have started to explore the nature 

of value co-creation from a S-D logic point of view (e.g., Payne, Storbacka 

& Frow 2008; Woodruff & Flint 2006; Xie, Bagozzi & Troye 2008). Future 

research is needed to see how such an approach might be relevant and 

useful in a church environment as relationships in this context may be quite 

different to those in other contexts. 

As was mentioned earlier, „The Member as Employee Model‟ had severe 

measurement issues as most of the constructs were very highly correlated. 

It is apparent that this model was the least helpful to the present study. 

While the Meyer and Allen (1991) scale is widely used and has been cited 
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nearly 2,000 times in organisational and marketing research settings, it 

appeared that the model was not well suited to the present Singaporean 

church context. It has been noted that this scale may not be readily 

applicable outside of the USA (Dunham, Grube & Castaneda 1994; 

Hackett, Bycio & Hausdorf 1994; Meyer et al. 2002) and this appeared to 

be the case in the present study. Singapore‟s different cultural background 

or the specific church context may have contributed to the measurement 

problems that were found. Whatever the reason, alternative commitment 

measures need to be found or developed before further research is 

undertaken with a member as employee model in a church context. 

As well as the extended model that was developed in the present study, 

two new constructs were suggested that were based on an exploratory 

analysis of constructs suggested in prior religiosity research. These new 

constructs („relationship with God‟ and „relationship with Church‟) were 

important components of the extended churchgoer satisfaction model and 

their impacts differed significantly across the age groups examined. 

Consequently, these two new constructs seemed to provide additional 

insights and suggests that they could be useful for future studies. 

Implications for Church Managers  

The present study has a number of implications for church managers. First, 

the extended churchgoer satisfaction model suggests the importance of 

providing high quality religious products to churchgoers. Part of this process 

could include establishing key performance indicators or guidelines and 
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procedures for program development, implementation and evaluation. 

Future research is needed that focuses more specifically on finding the 

hardware elements that are most appreciated by different member 

segments and determining how these elements can be delivered most 

effectively.  

Second, the study‟s finding that churchgoers may be most appropriately 

perceived as customers does not suggest church managers should ignore 

the spiritual or religious aspects of their relationships, as they are clearly 

key aspects of their operations. However, it does highlight the need for 

church managers to make a conscious effort to track their members‟ 

changing needs over the time they spend in the church to ensure they 

remain satisfied with the church‟s various offerings. This may include an 

emphasis on co-creating value, as this could enable members to establish 

a long-term beneficial relationship with their church. 

Third, it is essential for church management to understand the different 

needs and behaviours of their younger and older congregants so they can 

better satisfy their members‟ needs at different stages of their lives. The 

results demonstrated that different drivers determine the various age 

groups‟ satisfaction with their churches. For younger members, closeness 

to God was most strongly associated with satisfaction, while for older 

members the quality of the church‟s hardware was dominant, although their 

relationship with their church was also very important. 
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The present study suggests that if churches wish to cater better for the 

needs of younger members they should focus on facilitating their 

experiences with God through the provision of appropriate programs (i.e., 

hardware) that are tailored for young people and are designed to enable 

them to grow closer to God. For example, programs such as youth camps 

and mentoring programs that focus on discipleship may be particularly 

effective in achieving this objective. 

In the case of older members, the emphasis on hardware quality indicates 

the need for church managers to ensure their churches provide an 

appropriate range of products (e.g., sermons, teachings and activity 

programs) that are appreciated by this age group. New program 

development and program modification strategies should ensure that older 

members‟ satisfaction with these programs is monitored over time to 

assess their on-going satisfaction with their church.  

As older members‟ relationships with their churches were also strongly 

associated with satisfaction, church managers need to carefully consider 

ways by which they can encourage greater participation and fellowship 

among members of this age group. This could involve creating an 

atmosphere within the physical and spiritual environment of the church that 

encourages and facilitates social interaction. It is also important for 

churches to provide attractive opportunities for participation that will be of 

interest to this age group and that would, ideally, provide additional 

opportunities for social interaction. These opportunities may include 
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leadership roles, such as a becoming a leader within a particular ministry or 

acting as a committee member. 

Limitations and Future Research Directions 

As is the case with all research projects, there were limitations within the 

present study. First, a two-stage quantitative and qualitative research 

design was used. This design offers advantages, such as increasing the 

practicality and applicability of the results so they might better help church 

management undertake strategic planning in a more effective way. 

However, as the identities of the churches were not recorded during the 

quantitative data collection, it was not possible to determine which 

respondents attended the churches of the pastors who were interviewed 

during the qualitative stage of the study. This limitation could be addressed 

in future research to enable a closer examination of any gaps between 

pastors‟ perceptions of their members‟ expectations and members‟ actual 

expectations. It would also be useful to investigate members‟ perceptions of 

the specific types of hardware that are seen as valuable to obtain deeper 

insights into how satisfaction is achieved for different congregant groups. 

Another potential limitation of the present study was the length of the 

questionnaire. In total, 124 items were used to measure the fourteen 

constructs in the three suggested models. Respondents spent 

approximately 25 minutes completing the eight-page questionnaire, which 

may have increased the risk of missing data or response errors. However, 

this did not seem to be a serious issue in the present study as the response 
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rate was high (43%) and there was little missing data. Clearly, future 

research can use a shorter questionnaire as the number of constructs has 

been significantly reduced and the number of items within many of the 

constructs has also fallen as a result of the construct revision process that 

was discussed in detail in Chapter Four.  

It is worth noting that the nature of the sample may have led to a bias in the 

results. All the respondents were practicing Christians, which makes the 

study outcomes specific to this religious affiliation. Other religious 

denominations may exhibit different tendencies. Also, those who chose to 

respond to the survey may have stronger values in relation to cooperation 

or may have more polarised views than those who chose not to participate 

in the study. Future research may obtain data in different ways, such as 

offering response incentives to broaden the sample, to obtain a more 

general picture of people‟s satisfaction with their place of worship. 

As was mentioned earlier in this Chapter, most of the scales had been 

developed in other contexts and had not previously been tested in a church 

environment. Meyer and Allen‟s (1991) three component commitment 

model had severe multicollinearity problems, which meant one of the three 

suggested models could not be estimated and suggests future research is 

needed to assess ways to better measure commitment so that it has 

acceptable measurement properties in a church context. 

As was noted in Chapter Five, member satisfaction and intentions to remain 

a church member were so closely related that the intentions construct was 
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excluded from the subsequent quantitative analysis. Consideration also 

needs to be given to whether the two constructs could be measured 

differently so that they have discriminant validity in this type of context.  

Finally, the data for the present research were collected as part of large 

study into cross-denominational churchgoing behaviour. However, data 

collection was limited to the Singaporean Christian community. It would be 

useful to expand this study to other countries and to other religions as such 

extensions would enhance our understanding of churchgoing behaviour 

across a broader cross-section of religions and countries. 

Last but not least, spiritual value is one of the essential aspects of 

religiosity. Psychologists have suggested that spirituality influences a 

person‟s life, workplace and values (Bergin 1980; Milliman, Ferguson, 

Trickett & Condemi 1999; Reave 2005). With the increasing interest in 

religious-related marketing research, it may be useful to explore in the 

future the relationship between spiritual value and other types of values in 

business models, such as consumer values or work values. 

Summary 

The present study examined churchgoer satisfaction (and intention to 

remain a church member) from three different perspectives (religiosity, 

organisational commitment and consumer behaviour). The study was an 

attempt to apply business models (i.e., the organisational commitment 

model and the consumer behaviour model) and a religious orientation 
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model to a not-for-profit context (i.e., churchgoing behaviour). Although the 

study suggested the importance of churchgoer satisfaction, many other 

potentially important areas were not examined. For example, organisational 

citizenship behaviour, the psychological contract and role conflict and 

ambiguity may also be important constructs. Research into other church-

business related topics is also likely to be of value. For example, further 

study of the behaviour of churchgoers from both the pastors‟ and the 

members‟ points of view may reveal or may suggest resolutions to potential 

conflicts or differing expectations. Alternatively, studying the behaviour and 

commitment of church volunteers may help church management 

understand how they can use their church members in more effective and 

efficient ways. 



 

 

233 

 

REFERENCES 

Arbuckle, JL & Wothke, W 1999, AMOS 4.0 User’s Guide [Computer 
Software Manual], Chicago: Smallwaters. 

Ajzen, I 1985, 'From Intentions to Actions: A Theory of Planned Behavior', 
in Action Control: From Cognition to Behavior, eds, J Kuhl & J Beckmann, 
Heidelberg: Springer, pp. 11-39. 

Ajzen, I 1991, 'The Theory of Planned Behavior', Organizational Behavior 
and Human Decision Processes, vol. 50, no. 2, pp. 179-211. 

Allen, NJ & Meyer, J, P. 1990, 'The Measurement and Antecedents of 
Affective, Continuance and Normative Commitment to the Organization', 
Journal of Occupational Psychology, vol. 63, no. 1, pp. 1-18. 

Allen, NJ & Smith, J 1987, 'An Investigation of "Extra-Role" Behaviors 
Within Organizations.', Paper presented at the annual meeting of the 
Canadian Psychological Association. 

Allport, GW 1950, The Individual and His Religion: A Psychological 
Interpretation, New York, NY: Macmillan. 

Allport, GW & Ross, JM 1967, 'Personal Religious Orientation and 
Prejudice', Journal of Personality and Social Psychology, vol. 4, pp. 432-
443. 

Anderson, EW, Fornell, C & Lehmann, DR 1994, 'Customer Satisfaction, 
Market Share, and Profitability: Findings from Sweden', Journal of 
Marketing, vol. 58, no. 3, pp. 53. 

Anderson, EW & Sullivan, MW 1993, 'The Antecedents and Consequences 
of Customer Satisfaction for Firms', Marketing Science, vol. 12, no. 2, pp. 
125-143. 

Anderson, JC & Gerbing, DW 1991, 'Predicting The Performance of 
Measures in a Confirmatory Factor Analysis with a Pre-test Assessment of 
their Substantive Validity', Journal of Applied Psychology, vol. 76, no. 5, pp. 
732-740. 

Andre, MM & Saraiva, PM 2000, 'Approaches of Portuguese Companies for 
Relating Customer Satisfaction with Business Results', Total Quality 
Management, vol. 11, no. 7, pp. 929-939. 

Argyle, M & Beit-Hallahmi, B 1975, The Social Psychology of Religion, 
London: Routledge and Kegan Paul. 



 

 

234 

 

Armstrong, RW & Tan, BS 2000, 'Corporate-customer Satisfaction In The 
Banking Industry of Singapore', International Journal of Bank Marketing, 
vol. 18, no. 3, pp. 97-111. 

Arnett, DB, German, SD & Shelby, DH 2003, 'The Identity Salience Model 
of Relationship Marketing Success: The Case of Nonprofit Marketing', The 
Journal of Marketing, vol. 67, no. 2, pp. 89-105. 

Arnould, EJ & Wallendorf, M 1994, 'Market-Oriented Ethnography: 
Interpretation Building and Marketing Strategy Formulation', Journal of 
Marketing Research, vol. 31, no, 4, pp. 484-504. 

Azzi, C & Ehrenberg, R 1975, 'Household Allocation of Time and Church 
Attendance', Journal of Political Economy, vol. 83, no. 1, pp. 27-57. 

Bader, CD 2006, 'Do as I Say and as I Do: The Effects of Consistent 
Parental Beliefs and Behaviors upon Religious Transmission', Sociology of 
Religion, vol. 67, no. 3, pp. 313-329. 

Bagozzi, RP & Fornell, C 1989, 'Consistency Criteria and 
Unidimensionality: An Attempt at Clarification', Advances in Consumer 
Research, vol. 16, no. 1, pp. 321-325. 

Bagozzi, RP & Foxall, GR 1996, 'Construct Validation of a Measure of 
Adaptive-innovative Cognitive Styles in Consumption ', International Journal 
of Research in Marketing, vol. 13, no. 3, pp. 201-213. 

Bagozzi, RP & Heatherton, TF 1994, 'A General Approach to Representing 
Multifaceted Personality Constructs: Application to State Self-esteem', 
Structural Equation Modeling, vol. 1, no. 1, pp. 35-67. 

Baker, DA & Crompton, JL 2000, 'Quality, Satisfaction and Behavioral 
Intentions', Annals of Tourism Research, vol. 27, no. 3, pp. 785-804. 

Ball, D, Coelho, PS & Machas, A 2004, 'The Role of Communication and 
Trust in Explaining Customer Loyalty', European Journal of Marketing, vol. 
38, no. 9/10, pp. 1272-1293. 

Bandura, A 1977, 'Self-efficacy: Toward a Unifying Theory of Behavioral 
Change', Psychological Review, vol. 84, no. 2, pp. 191-215. 

Bansal, HS, Irving, GP & Taylor, SF 2004, 'A Three-Component Model of 
Customer Commitment to Service Providers', Journal of the Academy of 
Marketing Science, vol. 32, no. 3, pp. 231-250. 

Barich, H & Kolter, P 1991, 'A Framework for Marketing Image 
Management', Sloan Management Review, vol. 32, no. 2, pp. 94-104. 

Barnett, T, Bass, K & Brown, G 1996, 'Religiosity, Ethical Ideology, and 
Intentions to Report a Peer's Wrongdoing', Journal of Business Ethics, vol. 
15, no. 11, pp. 1161-1174. 



 

 

235 

 

Baron, RM & Kenny, DA 1986, 'The Moderator-Mediator Variable 
Distinction in Social Psychological Research: Conceptual, Strategic, and 
Statistical Considerations', Journal of Penalty and Social Psychology, vol. 
51, no. 6, pp. 1173-1182. 

Bartkowski, JP, Xu, X & Levin, ML 2008, 'Religion and child development: 
Evidence from the Early Childhood Longitudinal Study', Social Science 
Research, vol. 37, pp. 18-36. 

Baruch, Y 1998, 'The Rise and Fall of Organizational Commitment', Human 
Systems Management, vol. 17, no. 2, pp. 135. 

Bateman, TS & Strasser, S 1984, 'A Longitudinal Analysis of the 
Antecedents of Organizational Commitment', Academy of Management 
Journal, vol. 27, no. 1, pp. 95-112. 

Bayol, M-P, Foye, Adl, Tellier, C & Tenenhaus, M 2000, 'Use of PLS Path 
Modelling to Estimate the European Consumer Satisfaction Index (ECSI) 
model', Statistica Applicata, vol. 12, no. 3, pp. 361-375. 

Bazeley, P & Richards, L 2000, The NVivo: Qualitative Project Book, 
London: Sage Publications. 

Beaglehole, E 1932, Property: A Study In Social Psychology, New York, 
NY: Macmillan. 

Beaudoin, T 2003, Consuming Faith: Integrating Who We are with What 
We Buy, Lanham, MD, and Oxford: Sheed and Ward. 

Beck, R & McDonald, A 2004, 'Attachment to God: The Attachment to God 
Inventory, Tests of Working Model Correspondence, and an Exploration of 
Faith Group Differences', Journal of Psychology and Theology, vol. 32, no. 
2, pp. 92-103. 

Becker, HS 1960, 'Notes on the Concept of Commitment', The American 
Journal of Sociology, vol. 66, no. 1, pp. 32-40. 

Beggan, JK 1992, 'On The Social Nature of Non-social Perception: The 
Mere Ownership Effect', Journal of Personality and Social Psychology, vol. 
62, no.2, pp. 229-237. 

Bei, L & Chiao, Y 2001, 'An Integrated Model For The Effects of Perceived 
Product, Perceived Service Quality, and Perceived Price Fairness on 
Consumer Satisfaction and Loyalty', Journal of Customer Satisfaction, 
Dissatisfaction, and Complaining Behavior, vol. 14, pp. 125-140. 

Belk, RW 1988, 'Possessions and the Extended Self', Journal of Consumer 
Research, vol. 15, no. 2, pp. 139-168. 

Bentler, PM 1980, 'Multivariate Analysis with Latent Variables: Causal 
Modeling', Annual Review of Psychology, vol. 31, pp. 419-456. 



 

 

236 

 

Bergin, AE 1980, 'Psychotherapy and Religious Values', Journal of 
Consulting and Clinical Psychology, vol. 48, no.1, pp. 95-105. 

Billingsley, BS & Cross, LH 1992, 'Predictors of Commitment, Job 
Satisfaction, and Intent to Stay in Teaching: A Comparison of General and 
Special Educators', The Journal of Special Education, vol. 25, no. 4, pp. 
453-471. 

Bitner, MJ 1990, 'Evaluating Service Encounters: The Effects of Physical 
Surroundings and Employee Responses', Journal of Marketing, vol. 54, no. 
2, pp. 69. 

Bolton, RN & Drew, JH 1991, 'A Multistage Model of Customers' 
Assessments of Service Quality and Value', Journal of Consumer 
Research, vol. 17, no. 4, pp. 375. 

Bou-Llusar, JC, Camison-Zornoza, C & Escrig-Tena, AB 2001, 'Measuring 
The Relationship Between Firm Perceived Quality and Customer 
Satisfaction and Its Influence on Purchase Intentions', Total Quality 
Management, vol. 12, no. 6, pp. 719-734. 

Bourke, R, Francis, LJ & Robbins, M 2005, 'Personality and Attitude 
Toward Christianity Among Church Musicians', North American Journal of 
Psychology, vol. 7, no. 1, pp. 85-88. 

Bowlby, J 1969, Attachment. Vol. 1 of Attachment and Loss, New York, NY: 
Basic Books. 

Bradshaw, CP, Buckley, JA & Ialongo, NS 2008, 'School-Based Service 
Utilization Among Urban Children With Early Onset Educational and Mental 
Health Problems: The Squeaky Wheel Phenomenon', School Psychology 
Quarterly, vol. 23, no. 2, pp. 169-186. 

Brah, SA, Wong, JL & Rao, BM 2000, 'TQM and business performance in 
the service sector: a Singapore study', International Journal of Operations & 
Production Management, vol. 20, no. 11, pp. 1293-1312. 

Brown, DR & Gary, LE 1991, 'Religious Socialization and Educational 
Attainment Among African Americans: An Empirical Assessment', The 
Journal of Negro Education, vol. 60, no. 3, pp. 411-426. 

Brown, DR, Ndubuisi, SN & Gary, LE 1990, 'Religiosity and Psychological 
Distress among Black Adults', Journal of Religion and Health, vol. 29, no. 1, 
pp. 55-68. 

Brown, R & Mazzarol, T 2009, 'The Importance of Institutional Image to 
Student Satisfaction and Loyalty Within Higher Education', Higher 
Education, vol. 58, no. 1, pp. 81-95..Brown, RM & Mazzarol, TW 2009, 'The 
Importance of Institutional Image to Student Satisfaction and Loyalty within 
Higher Education', Springer Netherlands, vol. 58, no. 1. 



 

 

237 

 

Brucks, M, Zeithaml, VA & Gillian, N 2000, 'Price and Brand Name as 
Indicators of Quality Dimensions for Consumer Durables', Journal of the 
Academy of Marketing Science, vol. 28, no. 3, pp. 359-374. 

Bruhn, M 2003, 'Internal Service Barometers: Conceptualization and 
Empirical Results of a Pilot Study in Switzerland', European Journal of 
Marketing, vol. 37, no. 9, pp. 1187-1204. 

Bruhn, M & Grund, M 2000, 'Theory, Development and Implementation of 
National Customer Satisfaction Indices: the Swiss Index of Customer 
Satisfaction (SWICS)', Total Quality Management, vol. 11, no. 7, pp. 1017-
1028. 

Buchanan, BI 1974, 'Building Organizational Commitment: The 
Socialization of Managers in Work Organizations', Administrative Science 
Quarterly, vol. 19, no. 4, pp. 533. 

Burke, PJ & Reitzes, DC 1991, 'An Identity Theory Approach to 
Commitment', Social Psychology Quarterly, vol. 54, no. 3, pp. 239-251. 

Burkhardt, MA 1989, 'Spirituality: An Analysis of the Concept', Holistic 
Nursing Practice, vol. 3, no. 3, pp. 69-77. 

Byrd, KR, Hageman, A & Isle, DB 2007, 'RESEARCH: Intrinsic Motivation 
and Subjective Well-Being: The Unique Contribution of Intrinsic Religious 
Motivation', International Journal for the Psychology of Religion, vol. 17, no. 
2, pp. 141-156. 

Byrne, B 2001, Structural Equation Modeling with AMOS: Basic Concepts, 
Applications, and Programming, Mahwah, NJ: Lawrence Erlbaum 
Associates. 

Cameron, S 1999, 'Faith, Frequency, and The Allocation of Time: a Micro 
Level Study of Religious Capital and Participation', Journal of Socio-
Economics, vol. 28, no. 4, pp. 439. 

Campbell, A, Converse, PE & Rodgers, WL 1976, The Quality of American 
Life, New York, NY: Russell Sage. 

Cardozo, RN 1965, 'An Experimental Study of Customer Effort, 
Expectation, and Satisfaction', Journal of Marketing Research, vol. 2, no. 3, 
pp. 244-249. 

Caruana, A, Cohen, C & Krentler, KA 2006, 'Corporate Reputation and 
Shareholders' Intentions: An Attitudinal Perspective', Journal of Brand 
Management, vol. 13, no. 6, pp. 429-440. 

Cassel, C & Eklof, JA 2001, 'Modelling Customer Satisfaction and Loyalty 
on Aggregate Levels: Experience from the ECSI Pilot Study', Total Quality 
Management, vol. 12, no. 7, pp. 834-841. 



 

 

238 

 

Cattell, RB & Child, D 1975, Motivation and Dynamic Structure, New York, 
NY: John Wiley & Sons. 

CBN-Directory 2006, Christian Business Network Directory, CBN-Directory. 

Chan, L, K. , Hui, Y, V. , Lo, H, P. , Tse, S, K. , Tso, GKF & Wu, ML 2003, 
'Consumer Satisfaction Index: New Practice and Findings', European 
Journal of Marketing, vol. 37, no. 5/6, pp. 872-909. 

Chang-Hsi, Y, Hsiu-Chen, C & Gow-Liang, H 2006, 'A Study of Service 
Quality, Customer Satisfaction and Loyalty in Taiwanese Leisure Industry', 
Journal of American Academy of Business, Cambridge, vol. 9, no. 1, pp. 
126-132. 

Charters, S & Pettigrew, S 2006, 'Conceptualizing product quality: the case 
of wine', Marketing Theory, vol. 6, no. 4, pp. 467. 

Chee, CS, Chew, BT & Kwan, KN 2001, 'Strategic Logistics Management in 
Singapore', International Journal of Operations & Production Management, 
vol. 21, no. 9, pp. 1239-1260. 

Cheng, NS, Eng, LL, Mak, YT & Chon, CL 2003, 'Performance Measures in 
the Media and Software Division of Kao (Singapore) Private Limited', 
Journal of Accounting Education, vol. 21, no. 2, pp. 157-184. 

Chitty, B & Soutar, GN 2004, Is the European Customer Satisfaction Index 
Model Applicable to Tertiary Education?  Proceedings of the Australian and 
New Zealand Marketing Academy Conference, Wellington, New Zealand. 

Christen, M, Iyer, G & Soberman, D 2006, 'Job Satisfaction, Job 
Performance, and Effort: A Re-examination Using Agency Theory', Journal 
of Marketing, vol. 70, no. 1, pp. 137-150. 

Christiano, KJ 1986, 'Church as a Family Surrogate: Another Look at 
Family Ties, Anomie, and Church Involvement', Journal for the Scientific 
Study of Religion, vol. 25, no. 3, pp. 339. 

Chua, G 2008, 'Christian Fellowship A Big Attraction for Youth', Straits 
Times, 9th August. 

Ciavolino, E & Dahlgaard, JJ 2007, 'ECSI - Customer Satisfaction Modelling 
and Analysis: A Case Study', Total Quality Management & Business 
Excellence, vol. 18, no. 5, pp. 545-554. 

Clark, WH 1958, 'How Do Social Scientists Define Religion?', Journal of 
Social Psychology, vol. 47, pp. 143-147. 

Clugston, M 2000, 'The Mediating Effects of Multidimensional Commitment 
on Job Satisfaction and Intent to Leave', Journal of Organizational 
Behavior, vol. 21, no. 4, pp. 477-486. 



 

 

239 

 

Coelho, PS & Esteves, SP 2007, 'The Choice Between a Five-point and a 
Ten-point Scale in the Framework of Customer Satisfaction Measurement', 
International Journal of Market Research, vol. 49, no. 3, pp. 313-339. 

Comrey, AL & Lee, HB 1992, A First Course in Factor Analysis, Hillsdale, 
NJ: Lawrence Erlbaum Associates. 

Considine, JJ 1995, 'Developing a Marketing Research Process for 
Religious Organizations', Journal of Ministry Marketing & Management, vol. 
1, no. 2, pp. 29-42. 

Corbinl, J & Strauss, A 1990, 'Grounded Theory Research: Procedures, 
Canons, and Evaluative Criteria', Qualitative Sociology, vol. 13, no. 1, pp. 3-
21. 

Cowell 1980, 'The Marketing of Services ', Managerial Finance, vol. 5, no. 
3, pp. 223. 

Crittenden, WF, Crittenden, VL & Hunt, TG 1988, 'Planning and 
Stakeholder Satisfaction in Religious Organizations', Nonprofit and 
Voluntary Sector Quarterly, vol. 17, no. 2, pp. 60-73. 

Cronin, J, Brady, MK & Hult, GTM 2000, 'Assessing the Effects of Quality, 
Value, and Customer Satisfaction on Consumer Behavioral Intentions in 
Service Environments', Journal of Retailing, vol. 76, no. 2, pp. 193 - 218. 

Cronin, J & Taylor, SA 1992, 'Measuring Service Quality: A Re-examination 
and Extension', Journal of Marketing, vol. 56, no. 3, pp. 55 – 69. 

Crowley, C, Harré, R & Tagg, C 2002, 'Qualitative Research and 
Computing: Methodological Issues and Practices in Using QSR NVivo and 
NUD*IST', International Journal of Social Research Methodology, vol. 5, no. 
3, pp. 193-197.  

Cudeck, R & Browne, MW 1993, „Alternative Ways of Assessing Model Fit‟, 
in Testing Structural Equation Models, eds, KA Bollen, & JS Long, Newbury 
Park, CA: Sage, pp. 1-9. 

Culliton, JW 1959, 'A Marketing Analysis of Religion: Can Businesslike 
Methods Iprove the "Sales" of Religion?', Business Horizons, vol. 2, no. 1, 
pp. 85-92. 

Culver, SM, Wolfle, LM & Cross, LH 1990, 'Testing a Model of Teacher 
Satisfaction for Blacks and Whites', American Educational Research 
Journal, vol. 27, no. 2, pp. 323-349. 

Cunha, MP, Rego, A & D'Oliverira, T 2006, 'Organizational Spiritualities - 
An Ideology-Based Typology', Business & Society, vol. 45, no. 2, pp. 211-
234. 



 

 

240 

 

Curry, JP, Wakefield, DS, Price, JL & Mueller, CW 1986, 'On The Causal 
Ordering of Job Satisfaction and Organizational Commitment', Academy of 
Management Journal, vol. 29, no. 4, pp. 847-858. 

Cutler, BD & Winans, WA 1998, 'What Do Religion Scholars Say About 
Marketing? Perspectives from the Religion Literature', Journal of 
Professional Services Marketing, vol. 18, no. 2, pp. 133 - 145. 

Cutler, BD 1991, 'Religion and Marketing: Important Research Area or a 
Footnote in the Literature?', Journal of Professional Services Marketing, vol. 
8, no. 1, pp. 153-164. 

Dayringer, R 2000, Life Cycle: Psychological and Theological Perceptions, 
Binghamton, NY: The Haworth Press. 

de Roos, SA 2006, 'Young Children's God Concepts: Influences of 
Attachment and Religious Socialization in a Family and School Context', 
Religious Education, vol. 101, no. 1, pp. 84-103. 

de Vaus, D & McAllister, I 1987, 'Gender Differences in Religion: A Test of 
The Structural Location Theory', American Sociological Review, vol. 52, no. 
4, pp. 472-481. 

DeJong, G, F. & Faulkner, J, E. 1972, 'Religion and Intellectuals: Findings 
From a Sample of University Faculty', Review of Religious Research, vol. 
14, no. 1, pp. 15-24. 

Delener, N 1990, 'The Effects of Religious Factors on Perceived Risk in 
Durable Goods Purchase Decisions', The Journal of Consumer Marketing, 
vol. 7, no. 3, pp. 27-38. 

Delener, N 1994, 'Religious Contrasts in Consumer Decision Behaviour 
Patterns: Their Dimensions and Marketing Implications', European Journal 
of Marketing, vol. 28, no. 5, pp. 36-53. 

Denzin, NK & Lincoln, YS 1994, Handbook of Qualitative Research, 
Thousand Oaks, CA: Sage. 

Deshpande, R 1983, „Paradigms Lost: On Theory and Method in Research 
in Marketing', Journal of Marketing, vol. 47, no. 4, pp. 101-110. 

Diener, E, Suh, EM, Lucas, RE & Smith, HL 1999, 'Subjective Well-Being: 
Three Decades of Progress', Psychological Bulletin, vol. 125,   no. 2, pp. 
276-302. 

Dillman, DA 1978, Mail and Telephone Surveys: The Total Design Method, 
New York, NY: John Wiley & Sons.Dirks, KT, Cummings, LL & Pierce, JL 
(1996). Psychological ownership in organizations: Conditions under which 
individuals promote and resist change. Research in Organizational Change 
and Development, vol. 9, pp 1-23. 



 

 

241 

 

Dixon, J, Bridson, K, Evans, J & Morrison, M 2005, 'An Alternative 
Perspective on Relationships, Loyalty and Future Store Choice', 
International Review of Retail, Distribution & Consumer Research, vol. 15, 
no. 4, pp. 351-374. 

Dodds, WB & Monroe, KB 1985, 'The Effect of Brand and Price Information 
on Subjective Product Evaluations', in Advances in Consumer Research, 
vol 12, eds, EC Hirschman & MB Holbrook, Provo, UT: Association for 
Consumer Research, pp. 85-90. 

Dorahy, MJ, Lewis, CA, Schumaker, JF, Akuamoah-boateng, R, Duze, MC 
& Sibiya, TE 1998, 'A cross-cultural analysis of religion and life satisfaction', 
Mental Health, Religion & Culture, vol. 1, no. 1, pp. 3 -43. 

Dowling, GR 1994, Corporate Reputation, New York, NY: Longman 
Publishing. 

Dunham, RB, Grube, JA & Castaneda, MB 1994, 'Organizational 
Commitment: The Utility of an Integrative Definition', Journal of Applied 
Psychology, vol. 79, no. 3, pp. 370-380. 

Eggert, A & Ulaga, W 2002, 'Customer Perceived Value: A Substitute for 
Satisfaction in Business Markets?', The Journal of Business and Industrial 
Marketing, vol. 17, no. 2/3, pp. 107-118. 

Ehrenberg, ASC, Goodhardt, GJ & Barwise, TP 1990, 'Double Jeopardy 
Revisited', Journal of Marketing, vol. 54, no. 3, pp. 82. 

Ellison, CG, Gay, DA & Glass, TA 1989, 'Does Religious Commitment 
Contribute to Individual Life Satisfaction', Social Forces, vol. 68, no. 1, pp. 
100. 

Endres, ML, Chowdhury, S, Frye, C & Hurtubis, CA 2009, 'The Multifaceted 
Nature of Online MBA Student Satisfaction and Impacts on Behavioral 
Intentions', Journal of Education for Business, vol. 84, no. 5, pp. 304-312. 

Essoo, N & Dibb, S 2004, 'Religious Influences on Shopping Behaviour: An 
Exploratory Study', Journal of Marketing Management, vol. 20, no. 7/8, pp. 
683-712. 

Etzioni, A 1961, A Comparative Analysis of Complex Organizations, New 
York, NY: Free Press. 

Fairchild, RW & Wynn, HC 1961, Families in the Church: A Protestant 
Survey, New York, NY: Association Press. 

Fee, JL & Ingram, JA 2004, 'Correlation of the Holy Spirit Questionnaire 
with the Spiritual Well-Being Scale and the Spiritual Assessment Inventory', 
Journal of Psychology and Theology, vol. 32, no. 2, pp. 104-114. 



 

 

242 

 

Feldmeier, P 2007, The Developing Christian: Spiritual Growth Through the 
Life Cycle, New York, NY: Paulist Press. 

Fewster, LH 1980, 'Marketing and Recruitment: Two Unholy Words and 
Their Possible Usefulness in Theological Education', Theological 
Education, vol. Spring, pp. 457-463. 

Finke, R, Guest, AM & Stark, R 1996, 'Mobilizing Local Religious Markets: 
Religious pluralism in the Empire State, 1855 to 1865', American 
Sociological Review, vol. 61, no. 2, pp. 203-218. 

Finke, R & Stark, R 1988, 'Religious Economies and Sacred Canopies: 
Religious Mobilization in American Cities, 1906', American Sociological 
Review, vol. 53, no. 1, pp. 41-49. 

Firestone, WA 1987, 'Meaning in Method: The Rhetoric of Quantitative and 
Qualitative Research', Educational Researcher, vol. 16, no. 7, pp. 16-21. 

Fishbein, M 1980, 'A Theory of Reasoned Action: Some Applications and 
Implications', in Nebraska Symposium on Motivation, eds, H Howe & M 
Page, Lincoln, NB: University of Nebraska Press, pp. 65-116. 

Fishbein, M & Ajzen, I 1975, Belief, Attitude, Intention and Behavior: An 
Introduction to Theory and Research, Reading, MA: Addison-Wesley. 

Fombrun, C & Shanley, M 1990, 'What's in a Name? Reputation Building 
and Corporate Strategy ', Academy of Management Journal, vol. 33, no. 2, 
pp. 233-258. 

Fombrun, C & Van Riel, C 1997, 'The reputational landscape', Corporate 
Reputation Review, vol. 1, no. 1-2, pp. 5-13. 

Fornell, C 1992, 'A National Customer Satisfaction Barometer: The Swedish 
Experience', Journal of Marketing, vol. 56, no. 1, pp. 6-21. 

Fornell, C, Johnson, MD, Anderson, EW, Cha, J & Bryant, BE 1996, 'The 
American Customer Satisfaction Index: Nature, Purpose, and Findings', 
Journal of Marketing, vol. 60, no. 4, pp. 7-18. 

Fornell, C & Larcker, DF 1981a, 'Evaluating Structural Equation Models 
with Unobservable Variables and Measurement Error', Journal of Marketing 
Research, vol. 18, no. 1, pp. 39-50. 

Fornell, C & Larcker, DF 1981b, 'Structural Equation Models With 
Unobservable Variables and Measurement Error: Algebra and Statistics', 
Journal of Marketing Research, vol. 18, no. 3, pp. 382-388. 

Francis, L, J. & Greer, J, E. 1999, 'Measuring attitude towards science 
among secondary school students: The affective domain', Research in 
Science & Technological Education, vol. 17, no. 2, pp. 219. 



 

 

243 

 

Francis, LJ 1978, 'Attitude and Longitude: A Study in Measurement', 
Character Potential: A record of research, vol. 8, pp. p119-130. 

Francis, LJ & Kay, WK 1984, 'Attitude towards Religion: Definition, 
Measurement and Evaluation', British Journal of Educational Studies, vol. 
32, pp. 45-50. 

Francis, LJ, Lewis, CA & Ng, P 2002, 'Assessing Attitude Toward 
Christianity Among Chinese Speaking Adolescents in Hong Kong: the 
Francis Scale', North American Journal of Psychology, vol. 4, no. 3, pp. 
431-439. 

Francis, LJ, Lewis, JM, Philichalk, R, Brown, LB & Lester, D 1995, 'The 
Internal Consistency Reliability and Construct Validity of the Francis Scale 
of Attitude Towards Christianity (Adult) among Undergraduate Students in 
the UK, USA, Australia and Canada', Personality and Individual 
Differences, vol. 19, no. 6, pp. 949-953. 

Francis, LJ & Stubbs, MT 1987, 'Measuring Attitudes towards Christianity: 
From Childhood to Adulthood', Personality and Individual Differences, vol. 
8, no. 6, pp. 741-743. 

Fukuyama, Y 1961, 'The Major Dimensions of Church Membership', 
Review of Religious Research, vol. 2, no. 4, pp. 154-161. 

Fuller, RC 1988, Religion and the Life Cycle, Philadelphia, PA: Fortress 
Press. 

Furby, L 1978, 'Possession in Humans: An Exploratory Study of its Meaning 
and Motivation', Social Behavior and Personality, vol. 6, no. 1, pp. 49-65. 

Gatewood, RD, Gowan, MA & Lautenschlager, GJ 1993, 'Corporate Image, 
Recruitment Image, and Initial Job Choice Decisions', Academy of 
Management Journal, vol. 36, no. 2, pp. 414-427.  

Gautier, ML 1997, 'Church Attendance and Religious Belief in 
Postcommunist Societies', Journal for the Scientific Study of Religion, vol. 
36, no. 2, pp. 289-296. 

Gehlbach, SH 1993, Interpreting the Medical Literature, New York, NY: 
McGraw-Hill. 

Gellatly, IR, Meyer, JP & Luchak, AA 2006, 'Combined Effects of the Three 
Commitment Components on Focal and Discretionary Behaviors: A Test of 
Meyer and Herscovitch‟s Propositions', Journal of Vocational Behavior, vol. 
69, no. 2, pp. 331-345. 

Giese, JL & Cote, JA, Defining Consumer Satisfaction, Academy of 
Marketing Science Review (Online). Available from: http:/www. 
amsreview.org /articles/giese01-2000.pdf. 



 

 

244 

 

Gill, R 1999, Churchgoing & Christian Ethics, Cambridge: Cambridge 
University Press. 

Glock, CY 1959, 'The Religious Revival in America', in Religion and the 
Face of America, ed. J Zahn, Berkeley, CA: University of California Press. 

Goddard, NC 1995, ''Spirituality as Integrative Energy': A Philosophical 
Analysis as Requisite Precursor to Holistic Nursing Practice', Journal of 
Advanced Nursing, vol. 22, no. 4, pp. 808-815. 

Goh, M & Yeo, Y-Y 1994, 'Total Quality Management Development in 
Singapore', Total Quality Management & Business Excellence, vol. 5, no. 4, 
pp. 203 - 218. 

Good, L, K., Sisler, GF & Gentry, JW 1988, 'Antecedents of Turnover 
Intentions among Retail Management Personnel', Journal of Retailing, vol. 
1988, vol. 64, no. 3, pp. 295-314. 

Gorlow, L & Schroeder, HE 1968, 'Motives for Participating in the Religious 
Experience', Journal for the Scientific Study of Religion, vol. 7, no. 2, pp. 
241-251. 

Gorsuch, RL 1984, 'Measurement: The Boon and Bane of Investigating 
Religion', American Psychologist, vol. 39, no. 3, pp. 228-236. 

Gorsuch, RL 1994, 'Toward Motivational Theories of Intrinsic Religious 
Commitment', Journal for the Scientific Study of Religion, vol. 33, no. 4, pp. 
315-325. 

Goss, J 2006, 'Geographies of Consumption: The Work of Consumption', 
Progress in Human Geography, vol. 30, no. 2, pp. 237. 

Gotlieb, JB, Grewal, D & Brown, SW 1994, 'Consumer Satisfaction and 
Perceived Quality: Complementary or Divergent Constructs?', Journal of 
Applied Psychology, vol. 79, no. 6, pp. 875-885. 

Grady, KE & Wallston, BS 1988, Research in Health Care Settings, 
Newbury Park, CA: Sage. 

Granqvist, P & Hagekull, B 1999, 'Religiousness and Perceived Childhood 
Attachment: Profiling Socialized Correspondence and Emotional 
Compensation', Journal for the Scientific Study of Religion, vol. 38, no. 2, 
pp. 254-273. 

Greer, JE 1982, 'The Religious Experience of Northern Irish Pupils ', The 
Irish Catechist, vol. 6, no. 2, pp. 49-58. 

Griffith, DA & Lusch, RF 2007, 'Getting Marketers to Invest in Firm-Specific 
Capital', Journal of Marketing, vol. 71, no. 1, pp. 129-145. 



 

 

245 

 

GrØnholdt, L, Martensen, A & Kristensen, K 2000, 'The Relationship 
Between Customer Satisfaction and Loyalty: Cross-industry Differences', 
Total Quality Management, vol. 11, no. 4/5/6, pp. 509. 

Gustafsson, A, Johnson, MD & Roos, I 2005, 'The Effects of Customer 
Satisfaction, Relationship Commitment Dimensions, and Triggers on 
Customer Retention', Journal of Marketing, vol. 69, no. 4, pp. 210-218.  

Hackett, RD, Bycio, P & Hausdorf, PA 1994, 'Further Assessments of 
Meyer and Allen's (1991) 3-component Model of Organizational 
Commitment', Journal of Applied Psychology, vol. 79, no. 1, pp. 15-23. 

Hackl, P, Scharitzer, D & Zuba, R 1996, 'The Austrian Customer 
Satisfaction Barometer (ACSB): A Pilot Study', Business and Economics, 
vol. 35, no. 2, pp. 86-94. 

Hadaway, CK 1978, 'Life Satisfaction and Religion: A Re-analysis', Social 
Forces, vol. 57, no. 2, pp. 637-643. 

Hair, JFJ, Black, WC, Babin, BJ, Anderson, RE & Tatham, RL 2006, 
Multivariate Data Analysis, Sixth edition, Upper Saddle River, NJ: Pearson 
Prentice Hall. 

Hall, R 1992, 'The Strategic Analysis of Intangible Resources', Strategic 
Management Journal, vol. 13, no. 2, pp. 135-144. 

Hall, TW & Edwards, KJ 1996, 'The Initial Development and Factor Analysis 
of the Spiritual Assessment Inventory', Journal of Psychology and 
Theology, vol. 24, no. 3, pp. 233-246. 

Hall, TW & Edwards, KJ 2002, 'The Spiritual Assessment Inventory: A 
Theistic Model and Measure for Assessing Spiritual Development', Journal 
for the Scientific Study of Religion, vol. 41, no. 2, pp. 341-357. 

Halstead, D, Hartman, D & Schmidt, SL 1994, 'Multisource Effects on the 
Satisfaction Formation Process', Journal of the Academy of Marketing 
Science, vol. 22, no. 2, pp. 114-129. 

Hay, D & Morisy, A 1985, 'Secular Society, Religious Meanings: A 
Contemporary Paradox', Review of Religious Research, vol. 26, no. 3, pp. 
213-227. 

Hansen, SW & Wooldridge, BR 2002, 'An Empirical Investigation of 
Complaint Behavior Among Church Members', Journal of Consumer 
Satisfaction, Dissatisfaction and Complaining Behavior, vol. 15. 

Hayes, BC & Pittelkow, Y 1993, 'Religious Belief, Transmission, and the 
Family: An Australian Study', Journal of Marriage and the Family, vol. 55, 
no. 3, pp. 755. 

Heidegger, M 1962, Being and Time New York, NY: Harper & Row. 



 

 

246 

 

Herbig, P & Milewicz, J 1993, 'The Relationship of Reputation and 
Credibility to Brand Success', The Journal of Consumer Marketing, vol. 10, 
no. 3, pp. 18. 

Hesan, A, Quazi, J, Low, J, Chin, WK & Kian, L 1998, 'Critical Factors in 
Quality Management and Guidelines for Self-assessment: The Case of 
Singapore', Total Quality Management & Business Excellence, vol. 9, no. 1, 
pp. 35-55. 

Hill, M 1997, SPSS Missing Value Analysis 7.5, Chicago: SPSS Inc. 

Hill, PC, Pargament, K, II, Hood, JRW, McCullough, ME, Swyers, JP, 
Larson, DB & Zinnbauer, BJ 2000, 'Conceptualizing Religion and 
Spirituality: Points of Commonality, Points of Departure', Journal for the 
Theory of Social Behaviour, vol. 30, no. 1, pp. 51-77. 

Hoge, DR & Smith, EI 1982, 'Normative and Non-Normative Religious 
Experience Among High School Youth', Sociological Analysis, vol. 43, no. 
1, pp. 69-82. 

Hoge, R 1972, 'A Validated Intrinsic Religious Motivation Scale', Journal for 
the Scientific Study of Religion, vol. 11, no. 4, pp. 369-376. 

Horne, S & McAuley, A 1999, 'Church Services - A Conceptual Case for 
Marketing ', Journal of Ministry Marketing & Management, vol. 4, no. 2, pp. 
23-35. 

Honeycutt, ED, Ahmed, ZU & Mottner, S 2004, 'International versus Local 
Retail Sales Force Training in Singapore. A Comparative Study', Services 
Marketing Quarterly, vol. 25, no. 3, pp. 19-33. 

Hood, RWJ, Hill, PC & Spilka, B 2009, The Psychology of Religion: An 
Empirical Approach, Fourth Edition, New York, NY: The Guilford Press. 

Hout, M & Greeley, AM 1987, 'The Center Doesn't Hold: Church 
Attendance in the United States, 1940-1984', American Sociological 
Review, vol. 52, no. 3, pp. 325-345  

Hrebiniak, LG & Alutto, JA 1972, 'Personal and Role-related Factors in the 
Development of Organizational Commitment', Administrative Science 
Quarterly, vol. 17, no. 4, pp. 555-573. 

Huntington, S 1998, The Clash of Civilizations and the Remaking of World 
Order, Simon and Shuster. 

Iannaccone, LR, Olson, DVA & Stark, R 1995, 'Religious Resources and 
Church Growth', Social Forces, vol. 74, no. 2, pp. 705. 

Iannaccone, LR 1988, 'A Formal Model of Church and Sect', The American 
Journal of Sociology, vol. 94, supplement, pp. 241-268. 



 

 

247 

 

Iannaccone, LR 1990, 'Religious Practices: A Human Capital Approach', 
Journal for the Scientific Study of Religion, vol. 29, no. 3, pp. 297-314. 

Irving, PG, Coleman, DF & Cooper, CL 1997, 'Further Assessments of A 
Three-component Model of Occupational Commitment: Generalizability and 
Differences Across Occupations', Journal of Applied Psychology, vol. 82, 
no. 3, pp. 444-452. 

Jackson, CM, Chow, S & Leitch, RA 1997, 'Toward an Understanding of the 
Behavioral Intention to Use an Information System', Decision Sciences, vol. 
28, no. 2, pp. 357-389. 

Jacobson, CK 1998, 'Religiosity and Prejudice: An Update and 
Denominational Analysis', Review of Religious Research, vol. 39, no. 3, pp. 
264-273. 

Jaros, SJ 1997, 'An Assessment of Meyer and Allen's (1991) Three-
Component Model of Organizational Commitment and Turnover Intentions', 
Journal of Vocational Behavior, vol. 51, no. 3, pp. 319-337. 

Jick, TD 1979, 'Mixing Qualitative and Quantitative Methods: Triangulation 
in Action', Administrative Science Quarterly, vol. 24, no. 4, pp. 602-611. 

Johnson, MD & Fornell, C 1991, 'A Framework for Comparing Customer 
Satisfaction Across Individuals and Product Categories', Journal of 
Economic Psychology, vol. 12, no. 2, pp. 267-286. 

Johnson, MD, Gustafsson, A, Andreassen, TW, Lervik, L & Cha, J 2001, 
'The Evolution and Future of National Customer Satisfaction Index Models', 
Journal of Economic Psychology, vol. 22, no. 2, pp. 217-245. 

Kanter, RM 1968, 'Commitment and Social Organization: A Study of 
Commitment Mechanisms in Utopian Communities', American Sociological 
Review, vol. 33, no. 4, pp. 499-517. 

Katz, D & Kahn, RL 1978, The Social Psychology of Organizations, New 
York, NY: Wiley. 

Katz, J 1983, 'The Role of Behavioral Intentions in the Prediction of 
Behavior', The Journal of Social Psychology, vol. 125, no. 2, pp. 149-155. 

Kau, AK, Uncles, M, Ehrenberg, A & Barnard, N 1998, 'Competitive Brand-
Choice and Store-Choice Among Japanese Consumers', Journal of Product 
& Brand Management, vol. 7, no. 6, pp. 481-494. 

Kelle, U 2006, 'Combining Qualitative and Quantitative Methods in 
Research Practice: Purposes and Advantages', Qualitative Research in 
Psychology, vol. 3, no. 4, pp. 293-311. 



 

 

248 

 

Kenney, MG & Khanfar, NM 2009, „Antecedents of Repurchase Intention: 
Propositions towards Using Marketing Strategy to Mitigate the Attrition of 
Online Students‟, Services Marketing Quarterly, vol. 30, no. 3, pp. 270-286. 

King, MB & Hunt, RA 1975, 'Measuring the Religious Variable: National 
Replication', Journal for the Scientific Study of Religion, vol. 14, no. 1, pp. 
13-22. 

King, T & Dennis, C 2003, 'Interviews of De-shopping Behaviour: An 
Analysis of Theory of Planned Behaviour', International Journal of Retail 
and Distribution Management, vol. 31, no. 3, pp. 153-163. 

Kingsbury, FA 1937, 'Why Do People Go to Church?', Religious Education, 
vol. 32, no. 1, pp. 50-54. 

Kirkpatrick, LA 1992, 'An Attachment-Theory Approach to the Psychology of 
Religion', The International Journal for The Psychology of Religion, vol. 2, 
no. 1, pp. 3-28. 

Kirkpatrick, LA 1995, 'Attachment Theory and Religious Experience', in 
Handbook of Religious Experience, ed. RW Hood Jr, Birmingham, AL: 
Religious Education Press, pp. 446-475. 

Kirkpatrick, LA & Shaver, PR 1990, 'Attachment Theory and Religion: 
Childhood Attachments, Religious Beliefs and Conversion', Journal for the 
Scientific Study of Religion, vol. 29, no. 3, pp. 315-334. 

Kitzinger, J 1995, 'Qualitative Research: Introducing Focus Groups', British 
Medical Journal, vol. 311, no. 29, pp. 299-302. 

Kivett, VR 1979, 'Religious Motivation in Middle Age: Correlates and 
Implications', Journal of Gerontology, vol. 34, no. 1, pp. 106-115. 

Kline, RB 2005, Principles and Practice of Structural Equation Modelling, 
Second Edition, New York, NY: The Guilford Press. 

Ko, J-W, Price, JL & Mueller, CW 1997, 'Assessment of Meyer and Allen's 
Three-Component Model of Organizational Commitment in South Korea', 
Journal of Applied Psychology, vol. 82, no. 6, pp. 961-973. 

Kotler, P 1972a, 'What Consumerism Means for Marketers', Harvard 
Business Review, vol. 50, no. 3, pp. 48-57. 

Kotler, P 1972b, 'A Generic Concept of Marketing', Journal of Marketing, 
vol. 36, no. 2, pp. 46-55. 

Kotler, P & Levy, SJ 1969, 'Broadening the Concept of Marketing', Journal 
of Marketing, vol. 33, no. 1, pp. 10-15. 

Krause, N & Wulff, KM 2005, 'Research: "Church-Based Social Ties, A 
Sense of Belonging in a Congregation, and Physical Health Status"', 



 

 

249 

 

International Journal for the Psychology of Religion, vol. 15, no. 1, pp. 73 - 
93. 

Kristensen, K, Martensen, A & GrØnholdt, L 1999, 'Measuring The Impact 
of Buying Behaviour on Customer Satisfaction', Total Quality Management, 
vol. 10, no. 4 & 5, pp. 602-614.LaBarbera, PA & Mazursky, D 1983, 'A 
Longitudinal Assessment of Consumer Satisfaction/dissatisfaction: The 
Dynamic Aspect of the Cognitive Process', Journal of Marketing Research, 
vol. 20, no. 4, pp. 393-404. 

LaFrance, M & Banaji, M 1992, '(Toward a Reconsideration of the Gender-
Emotion Relationship', in Emotion and Social Behavior, ed. MS Clark, 
Newbury Park, CA: Sage, pp. 178-201.  

Lamb, ME 1978, 'Qualitative Aspects of Mother- and Father-Infant 
Attachments', Infant Behavior and Development, vol. 1, pp. 265-275. 

Lasker, AA 1971, 'Motivations For Attending High Holy Day Services', 
Journal for the Scientific Study of Religion, vol. 10, no. 3, pp. 241-248. 

Lazerwitz, B 1961, 'Some Factors Associated with Variations in Church 
Attendance', Social Forces, vol. 39, no. 4, pp. 301-309. 

Lee, K, Allen, NJ, Meyer, JP & Rhee, K-Y 2001, 'The Three-Component 
Model of Organisational Commitment: An Application to South Korea', 
Applied Psychology: An International Review, vol. 50, no. 4, pp. 596-614. 

Lee, Y-W & Bellman, S 2008, 'An Augmented Model of Customer Loyalty 
for Organizational Purchasing of Financial Services', Journal of Business-
to-Business Marketing, vol. 15, no. 3, pp. 290-322. 

Lelkes, O 2006, „Tasting Freedom: Happiness, Religion and Economic 
Transition‟, Journal of Economic Behaviour & Organization, vol. 59,   no. 2, 
pp. 1173-194. 

Lemmink, J, Schuijf, A & Streukens, S 2003, 'The Role of Corporate Image 
and Company Employment Image in Explaining Application Intentions', 
Journal of Economic Psychology, vol. 24, no. 1, pp. 1-15. 

Levitt, T 1960, 'Marketing Myopia', Harvard Business Review, vol. 38, no. 4, 
pp. 45-56. 

Lewis, CA & Maltby, J 1995, 'Reliability and Validity of the Francis Scale of 
Attitude Towards Christianity Among U.S. Adults', Psychological Reports, 
vol. 76, no. 3, pp. 1243-1247. 

Lichtenstein, DR, Netemeyer, RG & Burton, S 1990, 'Distinguishing Coupon 
Proneness from Value Consciousness: An Acquisition-Transaction Utility 
Theory Perspective', Journal of Marketing, vol. 54, no. 3, pp. 54-67. 



 

 

250 

 

Liljander, V & Strandvik, T 1997, 'Emotions in Service Satisfaction', 
International Journal of Service Industry Management, vol. 8, no. 2, pp. 
148. 

Lincoln, CE & Mamiya, LH 1990, The Black Church in the African American 
Experience, Durham, NC: Duke University Press. 

Lindridge, A 2005, 'Religiosity and The Construction of a Cultural-
Consumption Identity', The Journal of Consumer Marketing, vol. 22, no. 3, 
pp. 142-151. 

Liu, AH & Leach, MP 2001, 'Developing Loyal Customers with a Value-
adding Sales Force: Examining Customer Satisfaction and the Perceived 
Credibility of Consultative Salespeople', Journal of Personal Selling and 
Sales Management, vol. 21, no. 2, pp. 147-156. 

Loveland, MT 2003, 'Religious Switching: Preference Development, 
Maintenance, and Change', Journal for the Scientific Study of Religion, vol. 
42, no. 1, pp. 147-157.Luarn, P & Lin, H-H 2005, 'Toward an Understanding 
of the Behavioral Intention to Use Mobile Banking', Computers in Human 
Behavior, vol. 21, no. 6, pp. 873-891. 

Lyons, L 2002, 'Religious Activity, Teen-Style', Gallup Poll Tuesday 
Briefing, (April 16th), Available from: http://www.gallup.com/poll/ 
5824/religious-activity-teenstyle.aspxMacCallum, RC & Widaman, KF 1999, 
'Sample Size in Factor Analysis', Psychological Methods, vol. 4, no. 1, pp. 
84-99. 

MacKinnon, DP, Warsi, G & Dwyer, JH 1995, 'A Simulation Study of 
Mediated Effect Measures', Multivariate Behavioral Research, vol. 30, no. 
1, pp. 41-62. 

MacQuarrie, J 1972, Paths in Spirituality, London: SCM Press. 

Maddux, JE 1993, 'Social Cognitive Models of Health and Exercise 
Behavior: An Introduction and Review of Conceptual Issues', Journal of 
Applied Sport Psychology, vol. 5, no. 2, pp. 116-140.Maddux, JE & 
Rodgers, RW 1983, 'Protection Motivation and Self-efficacy: A Revised 
Theory of Fear Appeals and Attitude Change', Journal of Experimental 
Social Psychology, vol. 19, no. 5, pp. 469-479. 

Mael, F & Ashforth, BE 1992, 'Alumni and Their Alma Mater: A Partial Test 
of the Reformulated Model of Organizational Identification', Journal of 
Organizational Behavior, vol. 13, no. 2, pp. 103-123.Maltby, J 1994, 'The 
Reliability and Validity of the Francis Scale of Attitude Towards Christianity 
Among Republic of Ireland Adults', Irish Journal of Psychology, vol. 15, no. 
4, pp. 595-598. 

Maltby, J 2004, 'Celebrity and Religious Worship: A Refinement', The 
Journal of Psychology, vol. 138, no. 3, pp. 286-288. 

http://www.gallup.com/poll/


 

 

251 

 

Marsh, RM & Mannari, H 1977, 'Organizational Commitment and Turnover: 
A Prediction Study', Administrative Science Quarterly, vol. 22, no. 1, pp. 57. 

Martensen, A, GronhØldt, L & Kristensen, K 2000, 'The Drivers of Customer 
Satisfaction and Loyalty: Cross-industry Findings from Denmark', Total 
Quality Management, vol. 11, no. 4, pp. 544-553. 

Martin, C, R. Jr. 1973, 'The Theory of Double Jeopardy', Academy of 
Marketing Science Journal, vol. 1, no. 2, pp. 148-155. 

Mathieu, JE & Zajac, DM 1990, 'A Review and Meta-Analysis of the 
Antecedents, Correlates, and Consequences of Organizational 
Commitment', Psychological Bulletin, vol. 108, no. 2, pp. 171-194. 

Mattis, JS 2000, 'African American Women's Definitions of Spirituality and 
Religiosity', Journal of Black Psychology, vol. 26, no. 1, pp. 101-122. 

Maxwell, J 1997, Designing a Qualitative Study, Thousand Oaks, CA: 
Sage. 

Mayer, RC & Schoorman, FD 1992, 'Predicting Participation and Production 
Outcomes through a Two-dimensional Model of Organizational 
Commitment', Academy of Management Journal, vol. 35, no. 3, pp. 671-
684. 

McClure, RF & Loden, M 1982, 'Religious Activity, Denomination 
Membership and Life Satisfaction', Psychology: A Quarterly Journal of 
Human Behavior, vol. 19, no. 4, pp. 12-17. 

McColl, E, Jacoby, A, Thomas, L, Soutter, J, Bamford, C, Steen, N, 
Thomas, R, Harvey, E, Garrant, A & Bond, J 2001, 'Design and Use of 
Questionaires: A Review of Best Practice Applicable to Surveys of Health 
Service Staff and Patients', Health Technology Assessment, vol. 5, no, 31, 
Available from: http://www.hta.nhs.uk/pdfexecs/summ531.pdf. 

McDaniel, SW 1989, 'The Use of Marketing Techniques By Churches: A 
National Survey', Review of Religious Research, vol. 31, no. 2, pp. 175.  

McDonald, A, Beck, R, Allison, S & Norsworthy, L 2005, 'Attachment to God 
and Parents: Testing the Correspondence vs. Compensation Hypotheses', 
Journal of Psychology and Christianity, vol. 24, no. 1,  pp. 21-28. 

McKinney, WJ, Jr. 1979, 'Performance of United Church of Christ 
Congregations in Massachusetts and in Pennsylvania', in Understanding 
Church Growth and Decline: 1950-1978, eds, DR Hoge & DA Roozen, New 
York: The Pilgrim Press, pp. 224-269. 

McPhee, WN 1963, Formal Theories of Mass Behavior, Glencoe:  Free 
Press. 

http://www.hta.nhs.uk/pdfexecs/summ531.pdf


 

 

252 

 

Mehta, SS & Mehta, GB 1996, 'Marketing of Churches: An Empirical Study 
of Important Attributes', Services Marketing Quarterly, vol. 13, no. 1, pp. 53 
– 64. 

Meyer, JP & Allen, NJ 1991, 'A Three Component Conceptualization of 
Organizational Commitment', Human Resource Management Review, vol. 
1, no. 1, pp. 61-89. 

Meyer, JP, Allen, NJ & Smith, CA 1993, 'Commitment to Organizations and 
Occupations: Extension and Test of a Three-Component 
Conceptualization', Journal of Applied Psychology, vol. 78, no. 4, pp. 538-
551. 

Meyer, JP, Stanley, DJ, Herscovitch, L & Topolnytsky, L 2002, 'Affective, 
Continuance, and Normative Commitment to the Organization: A Meta-
analysis of Antecedents, Correlates, and Consequences', Journal of 
Vocational Behavior, vol. 61, no. 1, pp. 20-52. 

Milewicz, J & Herbig, P 1994, 'Evaluating the Brand Extension Decision 
Using a Model of Reputation Building', The Journal of Product and Brand 
Management, vol. 3, no. 1, pp. 39-47. 

Miller, VJ 2004, Consuming Religion: Christian Faith and Practice in a 
Consumer Culture, New York, NY: Continuum. 

Milliman, J, Ferguson, J, Trickett, D & Condemi, B 1999, 'Spirit and 
Community at Southwest Airlines: An investigation of a Spiritual Values-
based Model', Journal of Organizational Change Management, vol. 12, no. 
3, pp. 221-233. 

Mitchel, JO 1981, 'The Effect of Intentions, Tenure, Personal, and 
Organizational Variables on Managerial Turnover', Academy of 
Management Journal, vol. 24, no. 4, pp. 742-751. 

Mitchell, D 2005, The Spiritual Life Cycle, Otsego, MI: Page Free 
Publishing. 

Mittal, V, Kumar, P & Tsiros, M 1999, 'Attribute-Level Performance 
Satisfaction, and Behavioral Intentions Over Time: A Consumption-System 
Approach', Journal of Marketing, vol. 63, no. 2, pp. 88-101. 

Mobley, WH, Griffeth, RW, Hand, HH & Meglino, BM 1979, 'Review and 
Conceptual Analysis of The Employee Turnover Process', Psychological 
Bulletin, vol. 86, no. 3, pp. 493-522. 

Moideenkutty, U, Blau, G, Kumar, R & Nalakath, A 2001, 'Perceived 
Organisational Support as a Mediator of the Relationship of Perceived 
Situational Factors to Affective Organisational Commitment', Applied 
Psychology: An International Review, vol. 50, no. 4, pp. 615-634. 



 

 

253 

 

Monroe, KB & Krishnan, R 1985, 'The Effect of Price on Subjective Product 
Evaluations', in Perceived Quality, eds, J Jacoby & J Olson, Lexington, MA: 
Lexington Books, pp. 209-232. 

Morgan, DL 1996, 'Focus Groups', Annual Review of Sociology, vol. 22, pp. 
129-152. 

Morgan, RM & Hunt, SD 1994, 'The Commitment-Trust Theory of 
Relationship Marketing', Journal of Marketing, vol. 58, no. 3, pp. 20-38. 

Morrow, PC 1983, 'Concept Redundancy in Organizational Research: The 
Case of Work Commitment', Academy of Management Review, vol. 8, no. 
3, pp. 486-500. 

Moskowitz, RL & Scanlan, CL 1986, 'Organizational and Professional 
Commitment As Predictors of Job Satisfaction Among Alllied Health 
Education Program Directors', Journal of Allied Health, vol. 15, pp. 11-
22.Mowday, RT, Porter, LW & Dubin, R 1974, 'Unit Performance, 
Situational Factors, and Employee Attitudes In Spatially Separated Work 
Units', Organizational Behavior and Human Performance, vol. 12, no. 2, pp. 
231-248. 

Mowday, RT, Porter, LW & Steers, RM 1982, Employee-Organization 
Linkages: The Psychology of Commitment, Absenteeism and Turnover, 
New York, NY: Academic Press. 

Mowday, RT, Steers, RM & Porter, LW 1979, 'The Measurement of 
Organizational Commitment', Journal of Vocational Behavior, vol. 14, no. 2, 
pp. 224-247. 

Mulchand, A 2008, 'Religion: The Big Switch', The Straits Times, 9th 
August. 

Mulyanegara, RC, Tsarenko, Y & Movondo, F 2011, 'Church Marketing: 
The Effect of Market Orientation on Perceived Benefits and Church 
Participation', Services Marketing Quarterly, vol. 32, no. 1, pp. 60-82. 

Murgulets, L, Eklof, J, Dukeov, I & Selivanova, I 2001, 'Customer 
Satisfaction And Retention In Transition Economies', Total Quality 
Management, vol. 12, no. 7, pp. 1037-1046. 

Murphy, J & Tan, I 2003, 'Journey to Nowhere? E-mail Customer Service 
by Travel Agents in Singapore', Tourism Management vol. 24, no. 5, pp. 
543-550. 

Musick, MA, House, JS & Williams, DR 2004, 'Attendance at Religious 
Services and Mortality in a National Sample', Journal of Health and Social 
Behavior, vol. 45, no. 2, pp. 198-213. 



 

 

254 

 

Nash, D 1968, 'A Little Child Shall Lead Them: A Statistical Test of an 
Hypothesis that Children were the Source of the American 'Religious 
Revival'', Journal for the Scientific Study of Religion, vol. 7, no. 2, pp. 238-
240. 

Nash, D & Berger, P 1962, 'The Child, the Family, and the 'Religious 
Revival' in the Suburbs', Journal for the Scientific Study of Religion, vol. 2, 
no. 1, pp. 85-93. 

NCCS 2009, A Guide to Churches & Christian Organisations in Singapore 
2009-2010, National Council of Churches of Singapore. 

Neff, JA 2006, 'Exploring the Dimensionality of "Religiosity" and 
"Spirituality" in the Fetzer Multidimensional Measure', Journal for the 
Scientific Study of Religion, vol. 45, no. 3, pp. 449-459. 

Neill, CM & Kahn, AS 1999, 'The Role of Personal Spirituality and Religious 
Social Activity on the Life Satisfaction of Older Widowed Women', Sex 
Roles, vol. 40, no. 3-4, pp. 319-329. 

Nelson, MO 1971, 'The Concept of God and Feelings toward Parents', 
Journal of Individual Psychology, vol. 27, no. 1, pp. 46-49.O'Driscoll, MP & 
Randall, DM 1999, 'Perceived Organisational Support, Satisfaction with 
Rewards, and Employee Job Involvement and Organisational Commitment', 
Applied Psychology: An International Review, vol. 48, no. 2, pp. 197-209. 

O'Hara, JP 1980, 'A Research Note on the Sources of Adult Church 
Commitment Among Those Who Were Regular Attenders During 
Childhood', Review of Religious Research, vol. 21, no. 4, pp. 462. 

O'Loughlin, C & Coenders, G, 2002, Application of the European Customer 
Satisfaction Index to Postal Services: Structural Equation Models versus 
Partial Least Squares. Available from: http://hdl.handle.net/2072/14647 [23 
June 2009]. 

O'Loughlin, C & Coenders, G 2004, 'Estimation of the European Customer 
Satisfaction Index: Maximum Likelihood versus Partial Least Squares. 
Application to Postal Services', Total Quality Management & Business 
Excellence, vol. 15, no. 9/10, pp. 1231-1255. 

O'Reilly, CA, III & Chatman, J 1986, 'Organizational Commitment and 
Psychological Attachment: The Effects of Compliance, Identification, and 
Internalization on Prosocial Behavior', Journal of Applied Psychology, vol. 
71, no. 3, pp. 492-499. 

Oliver, RL 1980, 'A Cognitive Model of the Antecedents and Consequences 
of Satisfaction Decisions', Journal of Marketing Research, vol. 17, no. 4, pp. 
460-469. 



 

 

255 

 

Oliver, RL 1997, Satisfaction. A Behavioral Perspective of the Consumer, 
New York, NY: McGraw-Hill. 

Oliver, RL & DeSarbo, WS 1988, 'Response Determinants in Satisfaction 
Judgments', Journal of Consumer Research, vol. 14, no. 4, pp. 495-507. 

Oliver, RL & Swan, JE 1989, 'Consumer Perceptions of Interpersonal 
Equity and Satisfaction in Transactions: A Field Survey Approach', Journal 
of Marketing, vol. 53, no. 2, pp. 21-35. 

Olsen, LL & Johnson, M, D. 2003, 'Service Equity, Satisfaction, and Loyalty: 
From Transaction-Specific to Cumulative Evaluation', Journal of Service 
Research: JSR, vol. 5, no. 3, pp. 184-195.Paek, ESK 2004, The Role of 
Religiosity in Emotional Intelligence: An Empirical Study of Christians, 
Unpublished PhD Thesis, New York University. 

Pahl, J 2003, Shopping Malls and Other Sacred Spaces: Putting God in 
Place, Grand Rapids, MI: Brazos Press. 

Palmer, A & Gallagher, D 2007, 'Religiosity, Relationships and 
Consumption: A Study of Church Going in Ireland', Consumption Markets & 
Culture, vol. 10, no. 1, pp. 31–49. 

Pan, F-C & Chen, C-S 2004, 'Enhancing Competitive Advantage of 
Hospitals through Linguistics Evaluation on Customer Perceived Value', 
Journal of American Academy of Business, Cambridge, vol. 5, no. 1/2, pp. 
481-485. 

Pandit, NR 1996, 'The Creation of Theory: A Recent Application of the 
Grounded Theory Method ', The Qualitative Report, vol. 2, no. 4, Available 
from: http://www.nova.edu/ssss/QR/QR2-4/pandit.html/pandit. html. 

Parasuraman, A & Grewal, D 2000, 'The Impact of Technology on the 
Quality-Value-Loyalty Chain: A Research Agenda', Journal of Academy of 
Marketing Science, vol. 28, no. 1, pp. 168-174. 

Parasuraman, A, Zeithaml, VA & Berry, LL 1985, 'A Conceptual Model of 
Service Quality and Its Implications for Future Research', Journal of 
Marketing, vol. 49, no. 4, pp. 41-50. 

Parasuraman, A, Zeithaml, VA & Berry, LL 1994, 'Reassessment of 
Expectations as a Comparison Standard in Measuring Service Quality: 
Implications for Further Research', Journal of Marketing, vol. 58, no. 1, pp. 
111-124. 

Pargament, KI 1997, The Psychology of Religion and Coping: Theory, 
Research, Practice, New York, NY: Guilford Press. 

http://www.nova.edu/ssss/QR/QR2-4/pandit.html/pandit


 

 

256 

 

Pargament, KI, Magyar-Russell, GM & Murray-Swank, NA 2005, 'The 
Sacred and the Search for Significance : Religion as a Unique Process', 
Journal of Social Issues, vol. 61, no. 4, pp. 665-687. 

Pargament, KI, Steele, RE & Tyler, FB 1979, 'Religious Participation, 
Religious Motivation and Individual Psychosocial Competence', Journal for 
the Scientific Study of Religion, vol. 18, no. 4, pp. 412-419. 

Pargament, KI, Sullivan, MS, Balzer, WK, Van Haitsma, KS & Raymark, PH 
1995, 'The Many Meanings of Religiousness: A Policy-Capturing Approach', 
Journal of Personality, vol. 63, no. 4, pp. 953-983. 

Park, J-W, Robertson, R & Wu, C-L 2006, 'Modelling the Impact of Airline 
Service Quality and Marketing Variables on Passengers - Future 
Behavioural Intentions', Transportation Planning & Technology, vol. 29, no. 
5, pp. 359-381. 

Parker, RS & Kent, JL 1999, 'The Use of Research in the Formulation of 
Church Marketing Strategies', Journal of Ministry Marketing & Management, 
vol. 5, no. 1, pp. 37-49. 

Payne, AF, Storbacka, K & Frow, P 2008, 'Managing the Co-creation of 
Value', Journal of the Academy of Marketing Science, vol. 36, pp. 83-96. 

Perl, P & Olson, DVA 2000, 'Religious Market Share and Intensity of 
Church Involvement in Five Denominations', Journal for the Scientific Study 
of Religion, vol. 39, no. 1, pp. 12-31. 

Peterson, RA & Wilson, WR 1992, 'Measuring Customer Satisfaction: Fact 
and Artifact', Journal of the Academy of Marketing Science, vol. 20, no. 1, 
pp. 61-71. 

Petrick, JF 2004, 'First Timers' and Repeaters' Perceived Value', Journal of 
Travel Research, vol. 43, no. 1, pp. 29-38. 

Pettigrew, S 2002, 'A Grounded Theory of Beer Consumption in Australia', 
Qualitative Market Research: An International Journal, vol. 5, no. 2, pp. 
112-122. 

Pierce, JL & Dunham, RB 1987, 'Organizational Commitment: Pre-
Employment Propensity and Initial Work Experiences', Journal of 
Management, vol. 13, no. 1, pp. 163-178. 

Pierce, JL & Furo, CA 1990, 'Employee Ownership: Implications for 
Management', Organizational Dynamics, vol. 18, no. 3, pp. 32-43. 

Pierce, JL & Gardner, DG 2004, 'Self-Esteem within the Work and 
Organizational Context: A Review of the Organization-Based Self-Esteem 
Literature', Journal of Management, vol. 30, no. 5, pp. 591-622. 



 

 

257 

 

Pierce, JL, Kostova, T & Dirks, KT 2001, 'Toward a Theory of Psychological 
Ownership in Organizations', Academy of Management Review, vol. 26, no. 
2, pp. 298-310. 

Pierce, JL, O'Driscoll, MP & Coghlan, A-M 2004, 'Work Environment 
Structure and Psychological Ownership: The Mediating Effects of Control', 
Journal of Social Psychology, vol. 144, no. 5, pp. 507-534. 

Pierce, JL & Rodgers, L 2004, 'The Psychology of Ownership and Worker-
Owner Productivity', Group & Organization Management, vol. 29, no. 5, pp. 
588-613. 

Pierce, JL, Rubenfeld, SA & Morgan, S 1991, 'Employee Ownership: A 
Conceptual Model of Process and Effects', Academy of Management 
Review, vol. 16, no. 1, pp. 121-144. 

Poloma, MM & Pendleton, BF 1990, 'Religious Domains and General Well-
Being', Social Indicators Research, vol. 22, no. 3, pp. 255-276. 

Porteous, JD 1976, 'Home: The Territorial Core', Geographical Review, vol. 
66, no. 4, pp. 383-390. 

Porter, LW, Crampon, WJ & Smith, FJ 1976, 'Organizational Commitment 
and Managerial Turnover: A Longitudinal Study', Organizational Behavior 
and Human Performance, vol. 15, no. 1, pp. 87-98. 

Porter, LW & Steers, RM 1973, 'Organizational, Work, and Personal 
Factors in Employee Turnover and Absenteeism', Psychological Bulletin, 
vol. 80, no. 2, pp. 151-176. 

Porter, LW, Steers, RT, Mowday, RT & Boulian, PV 1974, „Organizational 
Commitment, Job Satisfaction, and Turnover among Psychiatric 
Technicians‟, Journal of Applied Psychology, vol. 59, no. 5, pp. 603-
609.Randall, DM 1993, 'Cross-cultural Research on Organizational 
Commitment: A Review and Application of Hofstede's Value Survey 
Module', Journal of Business Research, vol. 26, no. 1, pp. 91-110. 

Randall, DM & O'Driscoll, MP 1997, 'Affective Versus Calculative 
Commitment: Human Resource Implications', Journal of Social Psychology, 
vol. 137, no. 5, pp. 606-617. 

Reave, L 2005, 'Spiritual Values and Practices Related To Leadership 
Effectiveness', The Leadership Quarterly, vol. 16, no. 5, pp. 655-687. 

Richards, L 1999, Using NVivo in Qualitative Research, London: Sage. 

Ritzer, G 1999, Enchanting a Disenchanted World: Revolutionizing the 
Means of Consumption, London: Sage. 

Rodriguea, CS 2002, 'Marketing Church Services', Services Marketing 
Quarterly, vol. 24, no. 1, pp. 33-43. 



 

 

258 

 

Rogers, RW 1983, 'Cognitive and Physiological Processes in Fear Appeals 
and Attitude Change: A Revised Theory of Protection Motivation', in Social 
Psychophysiology: A Sourcebook, eds, JT Cacioppo & RE Petty, New York, 
NY: Guilford Press, pp.153-176. 

Roof, WC, Hoge, DR, Dyble, JE & Hadaway, CK 1979, 'Factors Producing 
Growth or Decline in United Presbyterian Congregations' in Understanding 
Church Growth and Decline: 1959-1978, eds, DR Hoge & DA Roozen, New 
York, NY: The Pilgrim Press, pp. 198-223.Santos, J & Mathews, BP 2001, 
'Quality in Religious Services', International Journal of Nonprofit & 
Voluntary Sector Marketing, vol. 6, no. 3, pp. 278-288. 

Saunders, PM 1999a, 'Factors Underlying Church Member Satisfaction and 
Retention', Journal of Customer Service in Marketing & Management, vol. 
5, no. 3, pp. 31-43. 

Saunders, PM 1999b, 'Increasing Church Member Satisfaction and 
Retention', Journal of Ministry Marketing & Management, vol. 5, no. 2, pp. 
51-66. 

Schuyler, JB 1958, 'Religious Behavior in Northern Parish: A Study of 
Motivating Values', American Catholic Sociological Review, vol. 19, no. 2, 
pp. 134-144. 

Searle, A, Vedhara, K, Norman, P, Frost, A & Harrad, R 2000, 'Compliance 
with Eye Patching in Children and Its Psychosocial Effects: A Qualitative 
Application of Protection Motivation Theory', Psychology, Health & 
Medicine, vol. 5, no. 1, pp. 43-54. 

Shah, S, K. & Corley, K, G. 2006, 'Building Better Theory by Bridging the 
Quantitative-Qualitative Divide', The Journal of Management Studies, vol. 
43, no. 8, pp. 1821-1835. 

Shapiro, C 1982, 'Consumer Information, Product Quality, and Seller 
Reputation', The Bell Journal of Economics, vol. 13, no. 1, pp. 20-35. 

Shapiro, C 1983, 'Premiums For High Quality Products as Returns to 
Attitudes', The Quarterly Journal of Economics, vol. 98, no. 4, pp. 659-679. 

Sheth, JN, Newman, BI & Gross, BL 1991, 'Why We Buy What We Buy: A 
Theory of Consumption Values', Journal of Business Research, vol. 22, no. 
2, pp. 159-170. 

Shrout, PE & Bolger, N 2002, 'Mediation in Experimental and 
Nonexperimental Studies: New Procedures and Recommendations', 
Psychological Methods, vol. 7, no. 4, pp. 422-445. 

Silverman, WH, Pargament, KI, Johnson, SM, Echemendia, RJ & Syder, S 
1983, 'Measuring Member Satisfaction With The Church', Journal of 
Applied Psychology, vol. 68, no. 4, pp. 664 - 677. 



 

 

259 

 

Singapore Department of Statistics 2000, Singapore Census of Population, 
2000 - Advance Data Release No. 2 (Religion), Singapore: Singapore 
Department of Statistics. 

Singapore Department of Statistics 2009, Key Household Income Trends, 
2008, Singapore: Singapore Department of Statistics. 

Singh, J 1988, 'Consumer Complaint Intentions and Behavior: Definitional 
and Taxonomical Issues', The Journal of Marketing, vol. 52, no. 1, pp. 93-
107. 

Siu, OL 2002, 'Occupational Stressors and Well-being among Chinese 
Employees: The Role of Organisational Commitment', Applied Psychology: 
An International Review, vol. 51, no. 4, pp. 527-544. 

Smith, TW 2006, 'The National Spiritual Transformation Study', Journal for 
the Scientific Study of Religion, vol. 45, no. 2, pp. 283-296. 

Sobel, ME 1982, 'Asymptotic confidence intervals for indirect effects in 
structural equation models', Sociological Methodology, vol. 13, pp. 290-
312.Somers, M 1995, 'Organizational Commitment, Turnover and 
Absenteeism: An Examination of Direct and Interaction Effects', Journal of 
Organizational Behavior, vol. 16, no. 1, pp. 49-58. 

Spector, PE & Michaels, CE 1983, 'A Note on Item Order as an Artefact in 
Organizational Surveys', Journal of Occupational Psychology, vol. 56, no. 1, 
pp. 35-36. 

St. George, A & McNamara, PH 1984, 'Religion, Race and Psychological 
Well-Being', Journal for the Scientific Study of Religion, vol. 23, no. 4, pp. 
351-363. 

Stark, R 1965, 'A Taxonomy of Religious Experience', Journal for the 
Scientific Study of Religion, vol. 5, no. 1, pp. 97-116. 

Stark, R, Iannaccone, LR & Finke, R 1996, 'Religion, Science, and 
Rationality', American Economic Review, vol. 86, no. 2, pp. 433-437. 

Stauss, B & Neuhaus, P 1997, 'The Qualitative Satisfaction Model', 
International Journal of Service Industry Management vol. 8, no. 3, pp. 236-
249. 

Steenkamp, J-BEM & Baumgartner, H 1998, 'Assessing Measurement 
Invariance in Cross-National Consumer Research', Journal of Consumer 
Research, vol. 25, no. 1, pp. 78-90. 

Steenkamp, JEBM & van Trijp, HCM 1991, 'The Use of LISREL In 
Validating Marketing Constructs', International Journal of Research in 
Marketing, vol. 8, no. 4, pp. 283-299. 



 

 

260 

 

Steers, RM 1977, 'Antecedents and Outcomes of Organizational 
Commitment', Administrative Science Quarterly, vol. 22, no. 1, pp. 46. 

Strauss, A & Corbin, J 1990, Basics of Qualitative Research: Grounded 
Theory Procedures and Techniques, London: Sage. 

Sullivan, DH 1985, 'Simultaneous Determination of Church Contributions 
and Church Attendance', Economic Inquiry, vol. 23, pp. 309-320. 

Sweeney, JC & Soutar, GN 1995, 'Quality and Value: An Exploratory 
Study', International Journal of Business Studies, vol. 3, no. 2, pp. 51-66. 

Sweeney, JC & Soutar, GN 2001, 'Consumer Perceived Value: The 
Development of a Multiple Item Scale', Journal of Retailing, vol. 77, no. 2, 
pp. 203-220. 

Sweeney, JC, Soutar, GN & Johnson, LW 1997, 'Retail Service Quality and 
Perceived Value: A Comparison of Two Models', Journal of Retailing and 
Consumer Services, vol. 4, no. 1, pp. 39-48. 

Sweeney, JC, Soutar, GN & Johnson, LW 1999, 'The Role of Perceived 
Risk in the Quality-Value Relationship: A Study in a Retail Environment', 
Journal of Retailing, vol. 75, no. 1, pp. 77-105. 

Tart, CT 1975, Transpersonal Psychologies, New York, NY: Harper & Row. 

Teo, R 2007, Word-of-Mouth:  The Effect of Service Quality, Customer 
Satisfaction and Commitment in a Commercial Education Context, 
Unpublished PhD Thesis, The University of Western Australia. 

Thornpson, L & Nadler, J 2002, 'Negotiating via Information Technology: 
Theory and Application', Journal of Social Issues, vol. 58, no. 1, pp. 109-
124. 

Triandis, HC 1980, 'Values, Attitudes, and Interpersonal Behavior', in 
Nebraska Symposium on Motivation, eds, H Howe & M Page, Lincoln, NB: 
University of Nebraska Press, pp. 195-259. 

Tse, DK & Wilton, PC 1988, 'Models of Consumer Satisfaction Formation: 
An Extension', Journal of Marketing Research, vol. 25, no. 2, pp. 204-212. 

Ulbrich, H & Wallace, M 1984, 'Women's Work Force Status and Church 
Attendance', Journal for the Scientific Study of Religion, vol. 23, no. 4, pp. 
341-350. 

Uncles, M 2002, 'From Marketing Knowledge to Marketing Principles', 
Marketing Theory, vol. 2, no. 4, pp. 345-353. 

United States Bureau of the Census 1957, Religion Reported by the Civilian 
Population of the United States: March 1957, Washington, DC: United State 
Government Printing Office. 



 

 

261 

 

Van Dyne, L & Pierce, JL 2004, 'Psychological Ownership and Feelings of 
Possession: Three Field Studies Predicting Employee Attitudes and 
Organizational Citizenship Behavior', Journal of Organizational Behavior, 
vol. 25, no. 4, pp. 439-459. 

Van Maanen, J 1979, 'The Fact of Fiction in Organizational Ethnography', 
Administrative Science Quarterly, vol. 24, no. 4, pp. 539-550. 

Vandenberghe, C 1996, 'Assessing Organisational Commitment in a 
Belgian Context: Evidence for the Three-dimensional Model', Applied 
Psychology: An International Review, vol. 45, no. 4, pp. 371-386. 

Vandewalle, D, Van Dyne, L & Kostova, T 1995, 'Psychological Ownership: 
An Empirical Examination of Its Consequences', Group & Organization 
Management, vol. 20, no. 2, pp. 210-226.  

Vargo, SL & Lusch, RF 2004, 'Evolving to a New Dominant Logic for 
Marketing', Journal of Marketing, vol. 68, no. 1, pp. 1-17. 

Varon, SR & Riley, AW 1999, 'Relationship Between Maternal Church 
Attendance and Adolescent Mental Health and Social Functioning', 
Psychiatr Serv, vol. 50, no. 6, pp. 799-805. 

Vecchio, RP 1980, 'A Test of a Moderator of the Job Satisfaction-Job 
Quality Relationship: The Case of Religious Affiliation', Journal of Applied 
Psychology, vol. 65, no. 2, pp. 195-201. 

Vilares, MJ & Coelho, PS 2003, 'The Employee-Customer Satisfaction 
Chain in the ECSI Model', European Journal of Marketing, vol. 37, no. 
11/12, pp. 1703-1722. 

Vokurka, RJ, McDaniel, SW & Cooper, N 2002, 'Church Marketing 
Communication Methods', Services Marketing Quarterly, vol. 24, no. 1, pp. 
17-32.Wakefield, KL & Barnes, JH 1996, 'Retailing Hedonic Consumption: 
A Model of Sales Promotion of A Leisure Service', Journal of Retailing, vol. 
72, no. 4, pp. 409-427. 

Wallis, JL 1991, 'Church Ministry and the Free Rider Problem: Religious 
Liberty and Disestablishment', American Journal of Economics & Sociology, 
vol. 50, no. 2, pp. 183-196. 

Warwick, DP & Lininger, CA 1975, The Sample Survey: Theory and 
Practice, New York, NY: McGraw-Hill. 

Wasdell, RD 1980, 'Long Range Planning and the Church', Long Range 
Planning, vol. 13, no. 3, pp. 99-108. 

Wasti, AA 2003, 'The Influence of Cultural Values on Antecedents of 
Organisational Commitment: An Individual-Level Analysis', Applied 
Psychology: An International Review, vol. 52, no. 4, pp. 533-554. 



 

 

262 

 

Welch, MR & Barrish, J 1982, 'Bringing Religious Motivation Back In: A 
Multivariate Analysis of Motivational Predictors of Student Religiosity', 
Review of Religious Research, vol. 23, no. 4, pp. 357-369. 

Westbrook, RA 1987, 'Product/Consumption-Based Affective Responses 
and Postpurchase Processes', Journal of Marketing Research, vol. 24, no. 
3, pp. 258-270. 

Wetzels, M, de Ruyter, K & van Birgelen, M 1998, 'Marketing Service 
Relationships: The Role of Commitment', Journal of Business & Industrial 
Marketing, vol. 13, no. 4/5, pp. 406-423. 

White, R 1959, 'Motivation Reconsidered: The Concept of Competence', 
Psychological Review, vol. 66, no. 5, pp. 297-330. 

Wielhouwer, PW 2004, 'The Impact of Church Activities and Socialization 
on African-American Religious Commitment', Social Science Quarterly, vol. 
85, no. 3, pp. 767-792. 

Wiener, Y 1982, 'Commitment in Organizations: A Normative View', 
Academy of Management Review, vol. 7, no. 3, pp. 418-428. 

Wilkes, RE, Burnett, JJ & Howell, RD 1986, 'On the Meaning and 
Measurement of Religiosity in Consumer Research', Journal of the 
Academy of Marketing Science, vol. 14, no. 1, pp. 47-56. 

Williams, LJ & Hazer, JT 1986, 'Antecendents and Consequences of 
Satisfaction and Commitment in Turnover Models: A Reanalysis Using 
Latent Variable Structural Equation Methods‟, Journal of Applied 
Psychology, vol. 71, no. 2, pp. 219-231. 

Willits, FK & Crider, DM 1988, 'Religion and Well-Being: Men and Women 
in the Middle Years', Review of Religious Research, vol. 29, no. 3,           
pp. 281-294. 

Wirtz, J & Bateson, JEG 1999, 'Consumer Satisfaction with Services: 
Integrating the Environment Perspective in Service Marketing into the 
Traditional Disconfirmation Paradigm', Journal of Business Research, vol. 
44, no. 1, pp. 55-66.Wong, Y-LW & Kanji, GK 2001, 'Measuring Customer 
Satisfaction: Evidence from Hong Kong Retail Banking Industry', Total 
Quality Management, vol. 12, no. 7, pp. 939-948. 

Woodruff, RB & Flint, DJ 2006, 'Marketing‟s Service-dominant Logic and 
Customer Value', in The Service Dominant Logic of Marketing: Dialog, 
Debate and Directions, eds, RF Lusch & SL Vargo, Armonk, NY: M.E. 
Sharpe, pp. 183-195. 

Woodside, AG, Frey, LL & Daly, RT 1989, 'Linking Service Quality, 
Customer Satisfaction, and Behavioral Intention', Journal of Health Care 
Marketing, vol. 9, no. 4, pp. 5-17. 



 

 

263 

 

Wortman, MS 1981, 'A Radical Shift from Bureaucracy to Strategic 
Management in Voluntary Organizations', Journal of Voluntary Action 
Research, vol. 10, no. 1, pp. 62-81. 

Wrenn, B 2011, 'Religious Marketing is Different', Services Marketing 
Quarterly, vol. 32, pp. 44-59. 

Wrenn, WB 1995, 'Internal Marketing -- How a Market Orientation Can Be 
Used to Deliver Satisfaction to Current Members', Journal of Ministry 
Marketing & Management, vol. 1, no. 2, pp. 3-28. 

Xie, C, Bagozzi, RP & Troye, SV 2008, 'Trying to Prosume: Toward a 
Theory of Consumers as Co-creators of Value', Journal of the Academy of 
Marketing Science, vol. 36, no. 1, pp. 109-122. 

Yang, X, Tian, P & Zhang, Z 2004, National Customer Satisfaction 
Measurement: Past and Future, Working Paper, Shanghai Jiao Tong 
University, Shanghai, P. R. China, Available from: http://www. 
docstoc.com/docs/18832687/National-Customer-Satisfaction-Indices-
%28CSI%29%EF%BC%9APast-and-Future. 

Yao, X & Wang, L 2006, „The Predictability of Normative Organizational 
Commitment For Turnover in Chinese Companies: A Cultural Perspective', 
International Journal of Human Resource Management, vol. 17, no. 6, pp. 
1058-1075. 

Yilmaz, C, Alpkan, L & Ergun, E 2005, 'Cultural Determinants of Customer- 
and Learning-oriented Value Systems and Their Joint Effects on Firm 
Performance', Journal of Business Research, vol. 58, no. 10, pp. 1340-
1352. 

Yinger, JM 1970, The Scientific Study of Religion, London: MacMillan. 

Yu, C-MJ, Wu, L-Y, Chiao, Y-C & Tai, H-S 2005, 'Perceived Quality, 
Customer Satisfaction, and Customer Loyalty: the Case of Lexus in 
Taiwan', Total Quality Management, vol. 16, no. 6, pp. 707-719. 

Yu, YT & Dean, A 2001, 'The Contribution of Emotional Satisfaction to 
Consumer Loyalty', International Journal of Service Industry Management, 
vol. 12, no. 3/4, pp. 234-250. 

Zeithaml, VA 1988, 'Consumer Perceptions of Price, Quality, and Value: A 
Means-End Model and Synthesis of Evidence', Journal of Marketing, vol. 
52, no. 3, pp. 2-22. 

Zeithaml, VA, Berry, LL & Parasuraman, A 1996, 'The Behavioral 
Consequences of Service Quality', Journal of Marketing, vol. 60, no. 2, pp. 
31-46. 

http://www/


 

 

264 

 

Zinnbauer, BJ, Pargament, KI, Cole, B, Rye, MS, Butfer, EM, Belavich, TG, 
Hipp, KM, Scott, AB & Kadar, JL 1997, 'Religion and Spirituality: Unfuzzying 
the Fuzzy', Journal for the Scientific Study of Religion, vol. 36, no. 4, pp. 
549-564. 



 

 

265 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

APPENDICES 
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Appendix A 

List of the Scale Items 

Constructs S/N Items Source 

Constructs Common to the Three Models 

Member Satisfaction 1 My church meets my needs  

Teo (2007)                                
O‟Loughlin and Coenders 
(2004) 

 2 My time at this church has been a beneficial experience for me  

 3 My choice to attend my church was a wise one  

 4 I am satisfied with my decision to attend my church  

    

Intentions 1 I am likely to continue going to my church in the future 

Yu and Dean (2001) 

 2 I plan to continue going to my church in the future 

 3 I would switch to another church if I had problems at my church 

 4 I would move to another church if I felt it was a better option 

 5 I have considered switching to another church 

 6 I would like to continue going to my church in the future 
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Model One 

Childhood Socialisation 1 My parents talked a lot about religion to me when I was a child  

Woolley and Phelps (2001) 
 2 

My parents strongly encouraged me to engage in religious 
activities when I was a child  

    

Adult Churchgoing 
Motivation 

1 I go to church because I want to serve others  

Gorlow and Schroeder (1968)                     
Schuyler (1958)                                            
King and Hunt (1975)                                 
Sweeney and Soutar (2001) 

 2 
I go to church because I want to have personal communion with 
God  

 3 
I go to church because I want to receive guidance about the 
conduct of family relationships 

 4 
Religion is important to me because it answers many questions 
about the meaning of life  

 5 I go to church because I want to be an obedient servant to God 

 6 I go to church because I want to read and discuss the Bible  

 7 I go to church because I want to set an example for others  

 8 Going to my church improves the way I am seen by others  

 9 I impress other people because I go to my church 

 10 I go to church because I want to maintain my social contacts 

 11 I go to church because I want to increase my self-understanding  

 12 I get social approval because I go to my church  
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 13 By going to my church, I feel acceptable  

    

Attitude toward Christianity 1 God means a lot to me  

Francis‟s (1978)                     
King and Hunt‟s (1975)  

 2 I love to listen to the Bible 

 3 
I attend church every Sunday except for unavoidable 
circumstances  

 4 My church is very important to me  

 5 I think praying is a good thing  

 6 I am actively involved in church meetings (such as cell groups)  

 7 I enjoy being involved in the activities in my church  

 8 I want to love Jesus  

 9 
Church activities (such as meetings and committee work) are a 
major source of satisfaction in my life  

    

Religious Experience 1 I am aware of God attending to me in times of need  

Hall & Edwards (1996)                   
Neff (2006)                                      
Greer (1982) 

 2 I am aware of God responding to me in a variety of ways 

 3 I feel God‟s love, directly or through others 

 4 God has delivered me when I have been depressed or ill 

 5 I am aware of God watching over me and helping me at work 
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 6 
God does not seem to exist to me when I am not praying or 
reading or hearing the Bible (R) 

 7 I sometimes feel God is prompting me to do something 

 8 I know God answers my prayer 

 9 God‟s responses to me have impact on me 

    

Model Two 

Psychology  of Ownership 1 I sense that this is my church  

Van Dyne and Pierce (2004) 

 2 This is my church 

 3 I feel a sense of personal ownership of my church 

 4 
Most of the people who attend this church feel as though they 
own it 

    

Affective Commitment 1 I enjoy discussing my church with people outside it 

Meyer and Allen (1991) 

 2 I would be very happy to spend the rest of my life with my church 

 3 My church has a great deal of personal meaning for me 

 4 I feel „emotionally attached‟ to my church  

 5 I feel like a „part of the family‟ at my church  

 6 
I think I could easily become as attached to another church as I 
am to this one (R) 
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 7 I feel my church‟s problems are my own 

    

Continuance Commitment 1 My life would be disrupted if I left my church 

Meyer and Allen (1991) 

 2 
Other churches are unlikely to match the benefits I get from going 
to my church 

 3 
Staying with my church is a matter of necessity as much as of 
desire 

 4 I have too few other options to consider leaving my church 

 5 There are not many available alternatives to my church 

    

Normative Commitment 1 I feel a sense of moral obligation to remain with my church 

Meyer and Allen (1991) 

 2 Things were better when people stayed with one church  

 3 
Even if I found a better church elsewhere, I would not feel it was 
right to leave my church 

 4 I was taught to believe in remaining loyal to a church 

 5 Jumping from church to church is not ethical 

 6 
I do not believe a person must always be loyal to his or her 
church (R) 

 7 I think people these days move from church to church too often 
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Model Three 

Reputation 1 My church is seen as a trustworthy by the community 

Caruana, Cohen and Krentler 
(2006)                                                      
Mael and Ashforth (1992) 

 2 My church is well known 

 3 My church is seen as reliable by the community 

 4 It is prestigious to be a member of my church 

 5 People in the community think highly of my church 

    

Perceived Quality - 
Hardware 

1 The things my church does are always done well  

Bou-Llusar, CamisÓn-
Zornoza and Escrig-Tena 
(2001)                         
Sweeney and Soutar (2001)                                             
Olsen and Johnson (2003) 

 2 The things my church does are well organised  

 3 The services at my church are very good  

 4 The things my church does are of an acceptable quality  

 5 The pastors or speakers at my church are very good 

    

Perceived Quality - 
Software 

1 
The people who work at my church gives members individual 
attention 

Dixon and et al. (2005)                       
Sweeney and Soutar (2001)  2 The staff at my church give me prompt attention  

 3 My church understands its members‟ needs 
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 4 Staff at my church are courteous and helpful  

 5 My church makes every effort for its members 

 6 My church takes the time to personally get to know its members  

    

Perceived Value 1 I get good value from the things I do for my church  

Sweeney and Soutar (2001) 
 2 

I get a lot back for the time, effort and resources I put into my 
church  
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Appendix B 

Cover Letter and Questionnaire 

Cover Letter: 
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Questionnaire: 
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Appendix C 

Distribution of Denominations of Singapore Churches  

Source: CBND (2006) 
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Appendix D 

Interview Guide 

 

Question Guide for Qualitative Interview 

(For Interviewer Use ONLY) 

Part One: Profile of the Church and Interviewee 

Name of Church:   Date:  
Denomination:   Time Starts:  
Size of Congregation:   Time Ends:  
No. of years of 
Church established: 

   
Duration: 

 

      

 
Name of Interviewee: 

   
Role of 
Interviewee: 

 

No. of years in this 
role or similar role: 

  Age of 
Interviewee: 

 

Gender of 
Interviewee: 

 
M / F 

   

 

Part Two: Interview Guide 
1. Can you describe your church and congregation?  

 HINTS: How many service(s) on Sunday? 

 Besides Sunday sermons, what are the activities and programs that 
your church offer to the members? How big is the group size and its 
attendance rate? Who are they participating these activities? (e.g., 
gender, age group, profession and etc.) 

 

 

 

 

 

 

2. What do you see as your church’s major roles?  

 HINTS: Evangelistic, pastoral, equipping, special functions like 
healing, deliverance, teaching and etc. 
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3. Which areas do you think your church members enjoy most in your 
church?  

 HINTS: Fellowship, Sunday service, worship, teaching, cell group 
meetings, other programs and etc. 

 

 

 

 

 

 

4. What do you think your church members expect of your church?  

 HINTS: As customers or employees? 

 

 

 

 

 

 

5. Are there any differences in term of expectation and behaviour between 
different groups? 

 HINTS: Gender, age, education background, income and etc. 

 

 

 

 

 

 

6. What are the challenges in running a church, such as recruitment, and 
retention? 

 

 

 

 

 

 

 
Part Three: Presenting the Results 

 Introduction of findings – show the final model 

 Can you help us to understanding our findings? What we 
have is only the results from our quantitative survey but we 
need you to help us to have a practical understanding. 

 
7. Do these findings apply to your congregation? 
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8. What do they mean to you in terms of the role as a pastor (or leader)? 
What are the day-to-day implications? 

 

 

 

 

 

 

 

9. In what ways would these results help you (or not) to understand your 
church members better? 

 

 

 

 

 

 

 

10. How does this finding help you and your church in planning the future 
direction or strategy? 

 HINTS: Reputation ↔ promotion  
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Appendix E 

The Three Models  

(Visual Aids for Qualitative Interviews) 

 

Diagram One – The Basic Extended Model (Churchgoer 

Satisfaction Model) 

(Original copy presented to interviewees was in A4 size with lamination) 
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Diagram Two – Younger Age Group (18 to 29 years old) 

(Original copy presented to interviewees was in A4 size with lamination) 
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Diagram Three – Older Age Group (40 to 60 years old) 

(Original copy presented to interviewees was in A4 size with lamination) 
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Appendix F 

Spiritual Life Curve (SLC) 

When discussing the cause of the differences between the two age 

groups, most of the interviewees agreed that it is important for church 

management to understand different churchgoers‟ behaviour and needs 

according to their ages. They acknowledged that this would help church 

management to develop appropriate programs for different groups.  

Some pastors from different types of churches described a life cycle 

which explains the churchgoing behaviour in each stage of life. They 

described stages in the cycle made up of 7-year time periods, starting 

from 0-7 years till retirement stage. This life cycle is found in both 

psychology and religious concepts and it has been used to explain 

human development (e.g., spiritual and physical) and characteristics 

(e.g., various needs in different life stages) (e.g., Dayringer 2000; 

Feldmeier 2007; Fuller 1988; Mitchell 2005). 

Some of the interviewees suggested that the 7-year life concept is 

crucial because it enables church management to have different 

emphases in terms of their religious products and how to minister to 

members according to their different needs. 

We are conscious of the 7-year life cycle as we minister across the age ranges; 

it helps us to come up with different programs and different focus to cater for 

their needs accordingly (Ezekiel, 55, BSC, traditional). 
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It seemed that some of the pastors apply this concept when they 

develop religious programs for their church members, while others 

understood the concept but did not actually articulate it in their strategic 

directions. This may due to various focuses or different segmentation 

strategies. For example: 

We know about this concept but majority of our church members are youths and 

young working adults; so we just need to focus on them rather than other 

groups; we spend a lot of efforts in taking care of them. We even have to 

increase another session of youth service on Saturdays (Noah, 60, SSC, 

conventional). 

Figure 7-1 shows this cycle in a diagrammatic form.  
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Figure 7-1: Spiritual Life Curve 
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To consolidate the findings, five different stages across the life journey 

(from 0-63 onwards) were reported by the interviewees. These stages 

are termed in the present study as: Foundation Stage, On-Fire Stage, 

Wobbling Stage, Returning Stage and Revival Stage. 

Foundation Stage:  

Interviewees expressed that the first two cycles, that is from zero to 

mid-teens, formed the foundation of a child in terms of spiritual 

preparation and acceptance. Interviewees expressed that children in 

this stage are easily moulded and influenced by their surroundings and 

the teachings to which they are exposed. It is perceived by the pastors 

that this is a crucial stage because what they learn becomes their core 

values in life, and once they are built strongly in the foundation years, it 

provides a framework to face future challenges in life.  

The first sector is foundation, during the first 14 years, whatever they learn 

becomes their core values (Isaac, 60, SSC, supernatural). 

Children in this age are a lot more open to receive teachings and develop the 

faith towards God easily (Ezekiel, 55, BSC, traditional). 

If we can get into the schools, share the Gospel with them, they become 

Christians easily between 7-21 years old, then you more or less get them for life 

(Hur, 54, BSC, traditional).  

It is appeared that all types of churches in the sample focus on having 

Sunday school for children to meet the needs of this group. 
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On-Fire Stage: 

From the findings, it is reported that the mid- to late-teen or early 20s is 

the stage where members are searching for identity and love to explore 

life. If they have a good foundation in Christ during the first stage of the 

spiritual life curve, they are usually very involved in serving and 

participating in church activities. Most of the interviewees commented 

that this stage is the time that they are fervent for God and once they 

have experienced God, they are on-fire for God. This is in line with the 

statistical findings in this research that the younger age group is 

especially concerned with the experience of God. It was noted that all 

types of churches focus on providing training courses involving 

leadership skills, discipleship programs and other activities to engage 

and prepare them to be young leaders in the church and also help them 

to enter into society.  

The peer influence and searching for identity are commonly found in teens. 

Who am I? What am I suppose to do with my life? You know when they are able 

to ask such existential type of questions, they begin to look for answers 

(Ezekiel, 55, BSC, traditional). 

We have no problem getting the youth and the younger group to serve; the 

young adults are very much involved in the programs. In fact, our musicals are 

always performed by the youth (Luke, 44, SSC, conventional). 

What is the number one thing that all young children are looking for? 

Excitement! Quality of hardware is important to them, the sermon or teaching is 

interesting to them. If they have dramatic encounter with God, great! That’s why 

they are here in church! (Adam, 37, SSC, supernatural). 
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Wobbling Stage: 

This stage involves two age groups ranging from 21-28 and 29-35. 

Interviewees expressed that those in their early 20s generally should 

have finished their Junior College and be about to look for further study 

in university or to start their career. It is perceived that there are lots of 

life challenges in this 21-28 group, such as entering society and facing 

new environments, new friendships, new relationships, new lifestyles or 

starting their own families.  

Some pastors expressed that churchgoers ranging from age 21 to 35 

may be overwhelmed with challenges. They also commented that 

because of the lack of time and attention to the spiritual aspects, some 

churchgoers at these ages back-slide (walk away from God). Of course, 

this may not be applicable to every churchgoer in this stage. Some 

pastors highlighted that there are exceptions; some of them choose to 

continue to stay active and commit themselves with the church; they 

show a great sense of loyalty and behave as in the previous stage.  

From 14-21, they focus their learning into specific areas, like going into 

university, or taking on a specific subject. By 21-28, they start their new career, 

beginning their work. At this time, most of them are still pretty involved in church 

activities and they are still on-fire for God. But from 29 till mid 30s, they have no 

time for the church, they have to build their career path, get married and the 

children are young at that time, so much stress points during that stage (Hur, 

54, BSC, traditional). 

When they hit this period, they begin to find challenges and begin to drift away; 

but they begin to come back [to church] towards the later stage of life (Ezekiel, 

55, BSC, traditional). 
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Some of the BSC pastors suggested strategies to help this group by 

providing „less-program based‟ products. Instead of loading them with 

lots of church activities or programs, these pastors suggested the 

provision of mentoring programs (also called discipleship programs). 

This involves someone from the leadership team walking with them, 

rallying with them and helping them with real issues in life and in their 

workplace.  

It is a different style of ministry in the young adult group. Instead of engaging 

them with lots of programs; it will be a less program based ministry. It is more 

important to walk with them in the marketplace and help them with real issues 

rather than demanding for their commitment with the church (Ezekiel, 55, BSC, 

traditional). 

I think the most important thing in the churches nowadays is the discipleship 

program and it must be very strong in order to help this age group [young 

adults]. It is very personal; it is like father-son relationship where they can share 

their struggles (Caleb, 58, BSC, dynamic).  

As for the SSC are mainly targeting youths, young adults and young 

families, the pastors from these churches reported that their programs 

are basically designed for this segment. The reported objectives of 

these youth programs are to empower younger members and to provide 

leadership trainings and other activities in order to prepare them for 

their work life. 

My philosophy is to empower them and to guide them. Do not be fearful of 

letting them make mistakes. This is something that they can learn from and can 

help them as they go along their journey (Gideon, 56, SSC, supernatural). 
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We provide lots of leadership programs and other trainings to help our young 

members to cope with life (Noah, 60, SSC, conventional). 

As for the latter age group in this wobbling stage (i.e., 29-35), there are 

two views from the BSC and SSC. Both of the views mentioned the 

absenteeism of involvement in church and they are explained as 

follows. 

Some pastors from the SSC commented that these members are in the 

midst of their careers. Some of them hold high-level positions and are 

fully engaged in their career development at this stage. Therefore, 

going to church may not be their priority. A number of interviewees from 

the SSC called this group the „missing group‟ due to their lack of 

involvement and volunteerism in church activities. Hence, some of the 

SSC pastors have to take up the tasks when the involvement from this 

group is insufficient. 

The missing group is the greatest challenge for the church. Either some of them 

are very involved in the leadership or usually they are not involved at all. They 

are satisfied by just coming to church, giving their offerings and that’s it! We 

have to take up all the tasks without extra help (Luke, 44, SSC, conventional). 

Some of the BSC pastors also reported encountering a different 

phenomenon with their members in this age group. They noted that 

because of their achievements and established careers, some of these 

members tend to rely on their own efforts and neglect God, reducing the 

intention to stay with the church. 
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They are already ‘someone’ [high fliers] in their career. Who is God? I have 

done it on my own. What? Do I need to go to church anymore? (Faith, 46, BSC, 

traditional). 

In sum, it appeared that the involvement of this group is not as active as 

the younger group and it seems to be a constant challenge to most 

types of Christian churches.  

Returning Stage: 

It is reported that when a person goes through different phases in life, 

the spiritual response changes respectively. Most of the interviewees 

expressed that this group of churchgoers has gone through some ups 

and downs in their wobbling stage. By the time they have settled down 

in their career and started to have children, they tend to turn back and 

think about God. Some pastors from the traditional churches 

commented that many churchgoers of this group, in their mid-30s to 

40s, would want their children to go to the „right‟ school, such as the 

reputable Christian schools that are usually affiliated with churches. It 

was reported that those parents, especially if they are from the alumni 

of a particular Christian school, start to come back to church in order to 

gain priority for their children in entering into a desired school.  

Interviewees in the sample acknowledged that churchgoers in their 40s 

can begin to see some of their peers or family members dying or 

experiencing illnesses or divorce. All these things can bring on spiritual 

awareness or alertness. Most of the pastors in the traditional churches 

noticed that back-sliders who loved God before would return to the 
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church, either to re-establish the relationship with God or to seek for 

assistance from religious programs such as marital counselling, funeral 

services, healing ministry and so forth.  

When they reach their peak, they are still in control but suddenly the marriage 

falls apart, the children rebel because they are in the teenage period and they 

suddenly lose control. They struggle with the situations or they go back to the 

Lord for the divine intervention; they realise that there is still a church for them. 

Though they may have forgotten God for a while, they know they can seek help 

from the church, so they begin to come back (Ezekiel, 55, BSC, traditional). 

When they see people or their peers dying or get ill; God becomes very 

prominent. They think what that really means; they begin to come back to seek 

for help (Hur, 54, BSC, traditional). 

Revival Stage: 

This is the stage from early 50s to retirement. It was reported by the 

interviewees that this group of churchgoers has gone through a lot of 

life experiences. They are perceived as less aggressive in pursuing 

materialistic objectives and their children have grown up. They therefore 

have more free time to serve in church, especially those who are 

retired.  

From the findings, it was apparent that most of the pastors from the 

traditional churches focused heavily on this group of members as they 

form a majority of the member base in their churches. They reported 

that most traditional churches and some conventional churches with 

long establishment provide numerous programs and activities for elderly 

groups. 
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We have a lot of retirees and elderly people come for our regular Bible study 

and we have many specific programs for them because they have more free 

time (Ezekiel, 55, BSC, traditional). 

The young ones and the senior group participate in the church events most, 

because they have more time and less engagement. We equip many programs 

for them (Luke, 44, SSC, conventional). 

In summary, the spiritual life curve appeared to provide a framework to 

explain different churchgoing behaviours at various life stages. Pastors 

from different types of churches have different responses to this 

concept. In particular, it seems that the traditional churches may be 

more responsive towards the application of this concept as they have a 

long history of establishment and they tend to retain more members at 

all stages of the life cycle. Hence, they appear to have more experience 

in helping members to go through different life stages. 

The other three types of churches (i.e., the dynamic, supernatural and 

conventional churches) were reported to focus more on the younger 

generation; therefore, these churches appear to be lacking a full 

spectrum of life stages due to the concentrated segmentation and 

shorter years of establishment compared to the traditional churches. 

Thus, pastors from these three types of churches appeared to be less 

responsive to applying the concept. Instead, they appeared to 

concentrate more on specific programs and activities for their primarily 

target segments. 

 


