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Competition between schools requires many private schools to always innovate in
learning. Teachers as the spearhead in the learning process in schools are highly
expected by stakeholders to develop these innovative behaviors. Based on the
teacher’s perspective, those who act as stakeholders are school leaders and also
students or their parents as school customers. The purpose of this study is to examine
the role of leader expectations and customer expectations on the innovative behavior
of teachers in schools. The respondents of this study were 127 private school teachers
on the island of Java — Indonesia which had many competing private schools. The
results of the multiple regression test indicate that there is an effect of stakeholder
expectations on teacher’s innovative behavior with an effective contribution of
25.4%. However, based on the results, it is actually only the customer expectation
that plays a role in increasing the innovative behavior of teachers. The results of this
study can be implemented by school management in providing more effective
expectations and demands for increasing teacher’s innovative behavior.
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1. Introduction

The increasingly fierce competition between private schools requires teachers to be more innovative
these days. The teacher’s innovative behavior is needed to be able to adapt to rapid environmental and social
changes, especially during the COVID-19 pandemic. Teachers also need to innovate to keep up with
technology and learning developments. In addition, innovative teachers are also role models to develop
students’ thinking and competitiveness (Thurlings et al., 2014).

Innovative behavior is defined as an effort to generate new ideas, socialize or promote these new ideas
and apply them to work, groups and organizations to get benefits from their application (Janssen, 2000). The
initial stage of this behavior is idea generation, which is the stage of generating new ideas as proposed solutions
to encountered problems or discrepancies. The second stage is idea promotion which is the stage of seeking
support from colleagues, superiors or sponsors for the new idea. While the last stage of this behavior is idea
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realization which is the stage of developing the testing of an innovation model and finally applying it to
stakeholders (Janssen, 2000).

Other researchers (De Jong and Hartog, 2010) argue that innovative work behavior must begin with
exploring opportunities before generating new ideas, promoting and implementing them. Opportunity
exploration is an effort to find various problems, including problems that are not part of their job duties. This
opportunity exploration stage is deemed unsuitable for the teaching profession because the teacher has found
many problems and discrepancies in learning assignments. Teachers do not need to specifically look for
problems because they are often found in their daily work. According to Thurling et al. (2014), most studies
on teacher innovative behavior refer to three stages based on the definition of Janssen (2000) without using
the opportunity of exploration stage.

Innovative behavior can be influenced by various factors, one of which is subjective norms, namely
consideration of the feelings and expectations of others for innovative behavior (Zhang, Liu and Yang, 2021).
The expectations of others will increase one’s self-expectations and motivation to behave creatively and
innovatively. Carmeli and Schaubroeck (2007) found that there are three social norms that can have a positive
influence on creative and innovative behavior, namely family expectations for creativity, leader expectations
for creativity and consumers’ expectations for creativity. This study focuses more on the expectations of
leaders and consumers as stakeholders, that come from work sources and assumed to be able to influence the
creativity and innovation of teachers, instead of family expectations that come from non-work sources
(Carmeli and Schaubroeck, 2007).

Key stakeholders to the learning process in schools, apart from the teachers themselves, also include
the principal, learning coordinator and students (Cheung, Keung and Mak, 2019). The principal and
coordinator are stakeholders from the school leadership element. Meanwhile, students are stakeholders from
the school’s consumer elements. In addition to students, the stakeholders in the school consumer element are
student’s parents because their participation is very important to improve the quality of education (Cayak and
Karsantik, 2020).

Since the COVID-19 pandemic, several researchers have conducted studies on innovative behavior in
school teachers (Scull et al., 2020; Suciati, 2020; Rahmawati and Hasanah, 2021). However, no research has
been found that examines the innovative behavior of teachers based on the expectations of their stakeholders.
This study aims to determine the effect of stakeholder expectations, especially leader expectations and
customer expectations. The results of this study will have implications for school management policies in
improving teacher innovative behavior.

2. Literature Review
2.1. Innovative Work Behavior

Jannsen (2000) defined innovative behavior as an effort to create, introduce and apply new ideas
intentionally in a job, group, or organization to obtain certain benefits or advantages. There are three stages of
behavior, namely idea generation, idea promotion and idea realization. Idea generation is the stage of
generating useful new ideas in various areas, which are obtained through problems, discrepancies, unresolved
matters and emerging trends. Idea promotion is the stage of involvement in social activities to find friends,
backers, sponsors or coalitions of supporters for the ideas that have been generated. While idea realization is
the stage of making a prototype or innovation model that can be tested, and finally applied to a person’s work
role or in a group, or even to the entire organization (Jannsen, 2000).

According to De Jong and Hartog (2010), innovative work behavior includes exploring new
opportunities and ideas, promoting them and implementing them. Before the idea generation stage there is idea
exploration, which is the exploration of opportunities for various issues, even those issues that are not part of
their daily work. Meanwhile, the next stages are idea championing which has the same concept as promotion
idea and idea implementation which has the same concept as idea realization (De Jong and Hartog, 2010).
However, in the teaching profession, the stage of idea or opportunity exploration is less essential to measure.
Teachers find more of their innovative ideas through problems, discrepancies, unresolved issues and emerging
trends in their teaching process without the need for special exploration. This is supported by the results of a
review by Thurlings et al. (2014) which shows that most research on teacher innovative behavior refers to
Janssen’s definition of three stages without measuring the exploration stage specifically.
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2.2. Stakeholder Expectations

Stakeholder expectations of innovative behavior are similar with subjective norms, namely
consideration of the feelings and expectations of others for innovative behavior (Zhang, Liu and Yang, 2021).
The expectations of others will increase one’s expectations and self-motivation to behave creatively and
innovatively. Carmeli and Schaubroeck (2007) found that there are three social norms that can have a positive
effect on creative and innovative behavior, namely family expectations of creativity, expectations of creativity,
and consumer expectations of creativity. This study focuses more on the expectations of leaders and consumers
as stakeholders, which come from work sources and are considered to influence teacher creativity and
innovation, rather than family expectations that come from non-occupational sources (Carmeli and
Schaubroeck, 2007). The main stakeholders in the learning process in schools, apart from the teachers
themselves, also include principals, learning coordinators, and students (Cheung, Keung and Mak, 2019). The
principal and coordinator are stakeholders of the school leadership. Meanwhile, students are stakeholders from
the school’s consumer elements. Apart from students, stakeholders in the consumer element of schools are
parents because their role is very important to improve the quality of education (Cayak and Karsantik, 2020).

3. Method

This study used a quantitative approach with a correlational design. The population of this study were
teachers in two private schools on the island of Java, Indonesia. There are many private schools on the island
of Java so the competition among them is quite strong, thus the innovative behavior of teachers is very needed
in this population. The respondents in this study amounted to 127 teachers from two private schools on the
island of Java obtained through non-probability sampling. Respondents consisted of 35 men and 92 women.
They have been teaching in schools for 1 to 22 years. Based on the level of teaching, there are 15 teachers who
teach in playgroup and kindergarten, 47 teachers teach at elementary school, 34 teachers teach at junior high
school and 31 teachers teach at senior high school.

The measurement of this research consists of the scale of the teacher’s innovative behavior and the
scale of the subjective norm of creativity. The teacher innovative behavior scale was modified in the context
of school teachers from the scale developed by Janssen (2000). This scale consists of three stages or
dimensions, namely idea generation, idea promotion and idea realization. The idea generation dimension
consists of three valid items with alpha reliability 0=0.736. An example of an item in the idea generation
dimension that has been modified is "'l find or modify teaching methods and teaching aids in learning”. The
idea promotion dimension consists of three valid items with alpha reliability o= 0.813. An example of an item
on the idea promotion dimension that has been modified is “I can convince interested parties to support the
development of my innovative ideas in learning”. The idea realization dimension consists of three valid items
with alpha reliability o =0.726. An example of an item in the idea realization dimension that has been modified
is "l introduce my innovative ideas systematically to students or their parents".

The subjective norm scale on creativity was modified from Carmeli and Schaubroeck (2007),
especially on the source of leadership and consumers. In the context of teachers, the source of leadership is the
principal and coordinators in the field of learning, while the source of consumers is the students and their
parents. The leader expectations for creativity dimension consists of five valid items with alpha reliability o=
0.707. An example of an item on the leader expectations for creativity dimension is “My supervisors at school
expect me to be a creative teacher”. The customer expectations for creativity dimension consists of four valid
items with alpha reliability a=0.754. An example of an item on the customer expectations for creativity
dimension is “Students and/or parents consider creativity important for my profession as a teacher”.

Data analysis of this research used multiple linear regression test to examine the effect of stakeholder
expectations on innovative teacher behavior. This study does not require a normality test because according to
Katz (2011) if the number of respondents is more than 100 subjects, the distribution can be assumed to be
normal. The linearity test was also not carried out in this study because it has rarely been used in various
studies, since the model or the relationship between the independent variable and the dependent variable
formed from theoretical studies is usually assumed to be linear (Duli, 2019).

4. Results and Discussion

The results of multiple linear regression test obtained R =0.504, R2 =0.254, F =21.233 and p < 0.001,
so it is proven that there is an effect of stakeholder expectations for creativity on teacher’s innovative behavior
with an effective contribution of 25.4%. However, the stepwise test results show that only customer
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expectation for creativity has a positive effect on teacher’s innovative work behavior (t = 0.420, p < 0.001).
Meanwhile, the leader’s expectation for creativity has no positive effect on teacher’s innovative work behavior
(t=-0.303, p <0.762). The multiple linear regression results are described in Tables 1, 2, and 3.

Table 1. Model Summary

Model R R2 | Adjusted R?2 | RMSE
Ho | 0.000 | 0.000 0.000 4.503
H, 0.504 | 0.254 0.242

Table 2. Anova Results

Model Sum of Squares | df | Mean Square F p
Regression 652.877 2 326.438 21.233 | <.001
H: | Residual 1921.803 125 15.374
Total 2574.680 127

Table 3. Coefficients of Regression Analysis

Model Unstandardized | Standard Error | Standardized t p
Ho (Intercept) 34.602 0.398 86.944 | <0.001
(Intercept) 19.155 3.092 6.915 | <0.001
H: | Leader Expectation -0.073 0.241 -0.039 -0.303 | 0.762
Customer Expectation 1.060 0.252 0.534 4.200 | <0.001

Leader expectation for creativity does not have an impact on the innovative behavior of teachers
because in the competitive era, many school management implement a market orientation culture. Oplatka and
Hemsley-Brown (2007) said that market orientation needs to be developed in improving school marketing
strategies to win competition between schools. Market orientation culture consists of three dimensions where
customer orientation is one of the most important dimensions in the culture. This culture demands that
principals and their coordinators must also be consumer-oriented (Hemsley-Brown and Oplatka, 2012). This
condition makes what is expected by the school leadership is a reflection of the expectations of its consumers,
namely students and their parents. Thus, when the influence of the leader’s expectation is aligned with the
customer’s expectation, the influence of the leader is no longer effective. All expectation of the leader for the
teacher’s innovative work behavior are according by the expectation of the students and their parents so that
the leader does not have a special influence on the innovative work behavior of the teacher. The results of this
study provide practical implications for school management to further improve customer orientation so that
their expectations for innovative teacher behavior are truly in accordance with the needs of school consumers,
namely students and their parents.

The limitation of the study is the limited number of respondents from two private schools only on the
island of Java, Indonesia. The effective contribution of 25.4% from the results of this study also shows that
there are many other factors that influence the innovative behavior of teachers not recovered in this study, such
as attitudes towards innovation and innovate intention (Zhang, Liu and Yang, 2021). Further research is
suggested to examine other factors that may influence the innovative behavior of teachers in the wider study
population.

5. Conclusions

There is an effect of stakeholder expectations on teacher’s innovative behavior. However, only
customer expectation plays a role in increasing the innovative behavior of teachers. The practical implication
for school management is to further increase customer orientation so that what they hope for the innovative
behavior of teachers is truly in accordance with the needs of school consumers.
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