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Complementary and supplementary fit represent 2 distinct traditions within the person–environment fit
paradigm. However, these traditions have progressed in parallel but separate streams. This article
articulates the theoretical underpinnings of the 2 traditions, using psychological need fulfillment and
value congruence as prototypes of each tradition. Using a sample of 963 adult employees ranging from
laborers to executives, the authors test 3 alternative conceptual models that examine the complementary
and supplementary traditions. Results show that an integrative model dominates the other two, such that
both traditions simultaneously predict outcomes in different ways.

According to the person–environment (P-E) fit paradigm, atti-
tudes and behaviors result from the congruence between attributes
of the person and the environment (Endler & Magnusson, 1976;
Pervin, 1989; Schneider, 1987). Person characteristics may include
individuals’ biological or psychological needs, values, goals, abil-
ities, or personality; environment characteristics may refer to in-
trinsic or extrinsic rewards, physical or psychological demands,
cultural values, or environmental conditions such as heat, shelter,
or availability of food. In the organizational setting to which we
restrict the present investigation, researchers have drawn from the
P-E fit paradigm to predict outcomes that span all stages of work
lives, ranging from the careers that individuals choose (J. L.
Holland, 1985), to the companies they join (Cable & Judge, 1996;
Turban & Keon, 1993), to the satisfaction and stress they feel once
they are on the job (Edwards, 1996; Locke, 1976), to their deci-
sions to quit (O’Reilly, Chatman, & Caldwell, 1991).

The P-E fit paradigm comprises two longstanding traditions of
research (Muchinsky & Monahan, 1987). One tradition is based on
the notion of complementary fit, which occurs when a person’s or
an organization’s characteristics provide what the other wants.
Thus, complementary fit refers to occasions when “the weaknesses
or needs of the environment are offset by the strength of the
individual, and vice-versa” (Muchinsky & Monahan, 1987, p.
271). Complementary fit therefore can mean that an employee has
a skill set that an organization requires, or it can mean that an
organization offers the rewards that an individual wants. In the P-E
fit research domain, the complementary fit tradition is exemplified
by research on psychological need fulfillment (Edwards, 1991),
which examines how people’s attitudes are affected by the fit
between their desires and the supplies in the work environment
available to meet those desires (e.g., whether an organization
offers the amount of autonomy that an employee wants).

The second tradition of the P-E fit paradigm draws from the
concept of supplementary fit, which exists when a person and an

organization possess similar or matching characteristics. Supple-
mentary fit could occur if an organization hires an employee with
skills that replicate those already widely possessed in its work-
force. However, the supplementary fit tradition is most typically
represented by research examining value congruence between em-
ployees and organizations (e.g., whether an employee and an
organization both consider autonomy important; Kristof, 1996).

Psychological need fulfillment and value congruence thus rep-
resent two distinct traditions within the P-E fit paradigm. These
two traditions offer different conceptualizations of fit and offer
different theoretical explanations for why fit should affect em-
ployee attitudes and behaviors. Perhaps because they emerged
independently from different literatures, the psychological need
fulfillment and value congruence traditions have progressed in
parallel but separate streams. Researchers within one tradition
rarely discuss the measures or theoretical rationales from the other
tradition, and findings generated from the two traditions are rarely
compared or integrated (Kristof, 1996). This lack of integration is
unfortunate, because both traditions draw from the same general
paradigm and predict the same outcome variables, suggesting that
parsimony is being sacrificed. Moreover, the two literatures some-
times overlap in terminology, creating the potential for confusion
that must be resolved for this area to advance. Perhaps most
important, there are theoretical linkages among the components of
psychological need fulfillment and value congruence that have not
yet been specified or studied.

In summary, the complementary and supplementary traditions
of the P-E fit paradigm have developed independently, with little
conceptual or empirical integration. The present article addresses
this shortcoming as follows. First, we articulate the theoretical
underpinnings of the two traditions, using psychological need
fulfillment and value congruence as dominant prototypes of each
tradition. Second, we develop three alternative conceptual models
that explain how the traditions may be integrated. Third, we test
these models using data from a large sample of employed adults.
As we demonstrate, both traditions predict outcomes in meaningful
ways, yet one of the integrative models we develop dominates the
other two models. Hence, this article contributes to research into
the complementary and supplementary traditions as well as the
overarching P-E fit paradigm that encompasses these traditions.
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Theoretical Overview of Psychological Need Fulfillment
and Value Congruence

Psychological Need Fulfillment

As noted previously, psychological need fulfillment is the most
common way researchers have conceptualized and operationalized
the complementary tradition of the P-E fit paradigm (Edwards,
1991). In this article, we follow the majority of the need fulfillment
literature (e.g., French & Kahn, 1962; Harrison, 1978, 1985;
Maslow, 1954; Porter, 1961, 1962; Wanous & Lawler, 1972),
which focuses on psychological needs acquired through learning
and socialization rather than innate biological needs (e.g., food,
shelter). To examine P-E fit, psychological needs are compared
with environmental supplies, which refer to extrinsic and intrinsic
resources and rewards (e.g., money, social involvement, achieve-
ment). In the present article, we focus on people’s subjective
perceptions of needs and supplies, on the basis of the premise that
a person can respond to misfit between needs and supplies only
when he or she is aware that such misfit exists (e.g., Endler &
Magnusson, 1976; French, Caplan, & Harrison, 1982). Thus, the
process underlying psychological need fulfillment is a person’s
cognitive comparison of the desired amount of a resource or
reward relative to the amount that is perceived to be supplied by
the organization (French et al., 1982).

Theories of psychological need fulfillment indicate that people
become dissatisfied when the supplies provided by the environ-
ment fall short of what the person desires. Conversely, these
theories predict that satisfaction increases as supplies increase
toward desires. Reactions to excess supplies (i.e., receiving more
supplies than desired) depend on the particular needs under inves-
tigation and may follow different functional forms (Edwards,
1996; Edwards, Caplan, & Harrison, 1998; French et al., 1982;
Harrison, 1978; Locke, 1976; Rice, McFarlin, Hunt, & Near,
1985). For the present study, it is not critical to develop predictions
regarding the precise form of the relationship between need ful-
fillment and outcomes, given that our purpose is to integrate
psychological need fulfillment and value congruence as broad
theoretical concepts and compare the magnitudes of their relation-
ships with outcomes. Nonetheless, in the present article we use
methods of analysis that are sensitive to alternate functional forms,
and we summarize their conceptual interpretation.

Value Congruence

Within the supplementary tradition of the P-E fit paradigm,
research on value congruence is the most prominent, particularly
within the field of organizational behavior (Chatman, 1989;
Kristof, 1996). In this stream of research, values (a) are beliefs that
transcend specific situations, (b) pertain to desirable end states or
behaviors, (c) guide selection or evaluation of behavior and events,
and (d) vary in terms of relative importance (Schwartz, 1992).
Individuals’ values—that is, what they believe is important—thus
guide their decisions and behaviors; likewise, organizational value
systems provide norms that specify how organizational resources
should be allocated and how organizational members should be-
have. Value congruence refers to the similarity between an indi-
vidual’s values and the cultural value system of an organization
(Chatman, 1989; Kristof, 1996).

Theoretically, value congruence should affect employees’ atti-
tudes and behaviors because people are more attracted to and
trusting of others who are similar to them (e.g., Byrne, 1969; Tsui
& O’Reilly, 1989). Thus, an employee would find it comfortable
to work in an organization where the things that are most important
to that employee are also important to other employees. An indi-
vidual who shares the values of other employees also enjoys
improved communication and increased predictability in social
interactions (Festinger, 1954; O’Reilly et al., 1991; Tsui &
O’Reilly, 1989). In other words, individuals who hold similar
values share common aspects of cognitive processing and a com-
mon way of interpreting events, reducing uncertainty and improv-
ing interpersonal relationships (Kalliath, Bluedorn, & Strube,
1999). Moreover, because an organization’s values are reflected
onto the employees who work there (Dutton & Dukerich, 1991),
value incongruence results in cognitive dissonance and dissatis-
faction (O’Reilly et al., 1991). Thus, employee attitudes should be
most positive when value congruence is maximized.

Key Distinctions Between Psychological Need Fulfillment
and Value Congruence

The goal of this article is to examine complementary and sup-
plementary fit by integrating the psychological need fulfillment
and value congruence literatures. Integrating these literatures re-
veals some conceptual overlap and potential confusion in termi-
nology that must be resolved for the field to progress. Thus, it is
important to highlight the conceptual distinctions between psycho-
logical needs and values to clarify how these concepts have been
defined and measured in the literature.

As described above, research on psychological need fulfillment
characterizes needs as the desired amount of an attribute (e.g., how
much autonomy an employee wants). In contrast, research on
value congruence conceptualizes values as the importance of an
attribute (e.g., how important autonomy is to the employee). Thus,
in the P-E fit literature, what distinguishes psychological needs
from values is not the content dimension to which needs and
values refer (e.g., autonomy, security, prestige, altruism, and so
forth) but rather the conceptual dimension along which needs and
values vary (i.e., desired amount for psychological needs versus
importance for values).

The distinction between desired amount and importance clearly
is evident in streams of research related to P-E fit. For instance,
discrepancy theories of job satisfaction (Katzell, 1964; Lawler,
1973; Locke, 1976; Rice et al., 1985) distinguish the desired
amount and importance of job attributes and emphasize that job
satisfaction depends on the comparison of perceived job attributes
to their desired amounts, not their importance. However, unlike the
P-E fit literature, the job satisfaction literature tends to use the
word values as an umbrella word under which desired amount and
importance are then distinguished. For instance, Katzell (1964)
refers to desired amount and importance as the “magnitude” and
“intensity” of a value, respectively. Locke (1976) also differenti-
ates values into amount and importance and retains the word needs
to refer to biological requirements for survival. To maintain con-
sistency with previous P-E fit research, in the present article we
use the phrase psychological needs to represent the desired amount
of organizational attributes and values to represent the importance
of organizational attributes.
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Hypothesis Development

As described in the introduction, the complementary and sup-
plementary traditions within the P-E fit paradigm have established
independent theoretical rationales for why psychological need
fulfillment and value congruence should affect employee attitudes.
To date, no research has integrated these perspectives into a single
theoretical framework or empirically compared the traditions
within a single study (Kristof, 1996). In this section, we develop
three conceptual models—an employment relationship model, a
social identity model, and a simultaneous effects model—that
focus on the theoretical linkages between the psychological need
fulfillment and value congruence perspectives. Each model has
distinct origins and offers different implications for how psycho-
logical need fulfillment and value congruence relate to one another
and affect employee attitudes.

Employment Relationship Model

The basic logic of employment relationships is that people
accept and keep jobs based primarily on the rewards provided in
return for their investments of time and talent (Simon, 1951; Tsui,
Pearce, Porter, & Tripoli, 1997). From this perspective, people
enter the labor market and accept jobs to obtain supplies that
organizations offer as inducements. Therefore, employees’ work
attitudes should primarily reflect the extent to which their desires
are met by the rewards of the job, such that the psychological
needs of the employee are fulfilled.

Although an employment relationship perspective underscores
the primacy of psychological need fulfillment, it does not imply
that value congruence is irrelevant. Rather, individual and organi-
zational values may be framed as the mechanisms underlying
employee desires and organizational rewards entailed in employ-
ment relationships (Kristof, 1996). In other words, what is impor-
tant in an organization affects the types of rewards that the orga-
nization supplies to employees (Schein, 1992). Analogously, what
is important to a person affects his or her desires (Hogan, 1991).
For example, organizations with cultural values that emphasize
autonomy may be more likely to offer employees opportunities to
be autonomous on the job. Likewise, employees who believe
autonomy is important are likely to want greater amounts of
autonomy than employees who do not consider autonomy
important.

From an employment relationship perspective, then, employees
are primarily concerned with the degree to which their desires are
fulfilled by the organization’s rewards. The effect of value con-
gruence is indirect, such that organizational values affect the
supplies that are offered to employees, and what an employee
believes is important affects his or her desires. Psychological need
fulfillment therefore represents a proximal cause of employee
attitudes, such that attitudes are influenced directly by the degree
to which organizational rewards fulfill employee desires (Diener,
1984; Locke, 1976; Kalliath et al., 1999). In contrast, value con-
gruence is a distal cause, such that it affects employee attitudes
only by virtue of its effects on psychological need fulfillment. It
follows that the effects of value congruence on employee attitudes
are mediated by psychological need fulfillment, and these effects
should therefore vanish when psychological need fulfillment is
controlled. This employment relationship perspective therefore

implies that the tradition of value congruence research (e.g., Cable
& Judge, 1996; Chatman, 1991; O’Reilly et al., 1991) is essentially
misspecified, because it has not incorporated psychological need
fulfillment as the proximal predictor of employee attitudes.
Thus, based on the employment relationship perspective, we
hypothesize:

Hypothesis 1: Psychological need fulfillment mediates the
effect of value congruence on employee attitudes.

Social Identity Model

A second perspective on the relationship between psychological
need fulfillment and value congruence focuses on the role of
identity in the workplace. According to social identity theory,
people classify themselves into social categories on the basis of
group membership, such as the organization in which they work, in
order to define or locate themselves within society (Ashforth &
Mael, 1989). Social classification allows individuals to answer the
fundamental question, Who am I? (Stryker & Serpe, 1982), and
therefore helps satisfy people’s basic existential motives (Ashforth
& Mael, 1989).

A social identity perspective suggests that value congruence
should be more fundamental than psychological need fulfillment
as a predictor of employee attitudes. Although employees undoubt-
edly want returns for their investments of time and talent, their
skill level generally constrains them to certain types of jobs with
certain levels of rewards. However, joining a particular organiza-
tion is a concrete, public expression of a person’s values (Ashforth
& Mael, 1989; Popovich & Wanous, 1982). Thus, what is impor-
tant to the organization to which a person belongs sends signals to
society about that person’s self and therefore has implications for
self-definition, regardless of job level (Dutton & Dukerich, 1991;
Dutton, Dukerich, & Harquail, 1994). When the values of the
person are incongruent with the values of the employing organi-
zation, the person will experience cognitive dissonance and neg-
ative job attitudes. Moreover, communication and friendships with
other organizational members are more difficult when an em-
ployee does not hold common values and the resulting shared ways
of interpreting events, which also leads to negative work attitudes
(Schneider, 1987). From a social identity perspective, psycholog-
ical need fulfillment represents a narrow viewpoint because it is
tied to a particular job, whereas value congruence transcends jobs
by referring to employees’ relationships with the organization as a
whole.

Although a social identity model emphasizes value congruence
over psychological need fulfillment, the two types of fit are not
independent. As described above, an organization’s values affect
the types of rewards that the organization supplies (Schein, 1992),
just as a person’s values affect his or her desires (Hogan, 1991).
Therefore, the social identity perspective casts value congruence as
a common cause of psychological needs, organizational supplies,
and work attitudes. From this perspective, the effects of psycho-
logical need fulfillment on attitudes are spurious and should be-
come insignificant once value congruence is controlled (Simon,
1954). Hence, the social identity perspective leads to the conclu-
sion that psychological need fulfillment is the shadow rather than
the substance of what influences employee attitudes. Once value
congruence is used to predict both psychological need fulfillment
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and employee attitudes, the relationship between psychological
need fulfillment and employee attitudes should disappear.

Hypothesis 2: The relationship between psychological need
fulfillment and employee attitudes is spurious because of
value congruence as a common cause.

Simultaneous Effects Model

A final perspective on the relationship between value congru-
ence and psychological need fulfillment is that they represent
distinct theoretical processes with independent, unique effects on
employee attitudes. The simultaneous effects viewpoint is consis-
tent with the P-E fit framework offered by Kristof (1996), which
depicts both complementary and supplementary fit as separate
processes with different underlying logic. According to Kristof
(1996, p. 6), “Optimum P-O fit may be achieved when each
entity’s needs are fulfilled by the other and they share similar
fundamental characteristics.” From this perspective, psychological
need fulfillment and value congruence are important to employees
for different reasons and operate through processes that are sepa-
rate and distinct. Therefore both predictors should independently
affect attitudes.

Hypothesis 3: Both psychological need fulfillment and value
congruence independently affect employee attitudes, such
that each predicts attitudes when the other is controlled.

Method

Sample

Data were collected from employees in four large water treatment
agencies. Employees occupied a wide range of job types and levels. Thus,
the sample provided a wide range of employees in different organizations
and was well suited to provide variation on the variables of interest. The
senior manager of each district sent an e-mail inviting employees to
complete a survey via the Internet, such that surveys were made available
to 3,649 employees. Data from completed surveys were returned directly to
us, thereby preserving respondent anonymity. In total, 997 employees
completed the survey, yielding a 27% response rate. Because of missing
data, the final usable sample size ranged from 958 to 963.

Respondents represented the full range of job types and levels of the
water agencies. In terms of job type, 2% of respondents worked in cus-
tomer service, 2% in public information, 3% in finance, 3% in human
resources, 5% in planning, 5% in information technology, 7% in admin-
istrative services, 23% in engineering, 34% in operations and maintenance,
and 15% in other job types. Regarding job level, 3% of respondents were
executives or senior managers, 17% were first-level supervisors, 23% were
middle managers or project managers, and 57% were nonsupervisory
employees. The modal organizational tenure of respondents was 11–15
years (28%), and tenure ranged from less than 6 months (3%) to more than
20 years (17%). The modal age classification was 41–45 years (24%), and
ages ranged from less than 25 years (2%) to 61–65 years (2%). Sixty-nine
percent of respondents were men and 31% were women: 7% were African
American, 14% were Hispanic, 59% were Caucasian, 12% were Asian, and
7% represented other races.

Measures

To meaningfully compare results for psychological need fulfillment and
value congruence, it was necessary to measure all person and organization
constructs on the same content dimensions (otherwise, differences between

complementary and supplementary fit would be confounded with differ-
ences in the content dimensions on which they were assessed). It also was
desirable that these dimensions were comprehensive, such that they cap-
tured variation in person and organization constructs for employees across
districts, job levels, and job types. To meet these requirements, we drew
from the Work Values Survey (WVS; Edwards & Cable, 2002).

The WVS is based on the circumplex model of human values developed
by Schwartz (1992), which was derived using data from 40 samples in 20
countries to reflect the “universal requirements of human existence to
which all individuals and societies must be responsive” (Schwartz, 1992, p.
4). Although Schwartz’s values scale is useful because it identifies hu-
mans’ basic values, we could not use it in its original form, because of
several problems. First, we sought to study people in an organizational
context, whereas Schwartz’s scale deals with many dimensions that are not
applicable to work organizations (e.g., sample items include “a spiritual
life,” “national security,” “mature love,” “family security,” and “honoring
parents and elders”). Also, Schwartz’s empirical validation used smallest-
space analysis to identify clusters of related values, which is not based on
classical measurement theory and therefore makes it difficult to evaluate its
construct validity. Edwards and Cable (2002) used Schwartz’s results to
identify conceptual dimensions but derived items using the domain sam-
pling procedure (Nunnally, 1978), evaluated the measure using confirma-
tory factor analysis, and used the results to form a nomothetic multi-item
scale for each value that could be applied to needs, supplies, and values and
that could be analyzed using an appropriate methodology.

Like Schwartz’s (1992) scale, the WVS model is organized around two
axes that differentiate basic human motivations. The first axis is openness
to change versus conservation, which distinguishes values in terms of
pursuing new intellectual and emotional interests versus seeking certainty
and preserving the status quo. The second axis is self-enhancement versus
self-transcendence, which arrays values in terms of enhancing personal
interests versus promoting the welfare of others. Drawing from this model,
Edwards and Cable (2002) identified eight core work values representing
altruism, relationships, pay, security, authority, prestige, variety, and au-
tonomy (see the Appendix). Each work value was measured using three
items adapted from existing measures of work values, including the Min-
nesota Importance Questionnaire (Gay, Weiss, Hendel, Dawis, & Lofquist,
1971), the Work Aspects Preference Scale (Pryor, 1983), and the Work
Values Inventory (Super, 1970). Edwards and Cable conducted a confir-
matory factor analysis of the WVS using data from 183 MBA students and
obtained a comparative fit index (CFI; Bentler, 1990) of .93 and a root-
mean-square error of approximation (RMSEA; Steiger, 1990) of .07,
indicating good model fit (Browne & Cudeck, 1993; Hu & Bentler, 1999).
Reliabilities for the three-item scales ranged from .73 to .87 and averaged
.82.

To measure the constructs underlying psychological need fulfillment and
value congruence, we asked respondents to evaluate the 24 WVS items in
four different ways. For psychological needs, we asked respondents to
answer “How much is the right amount for you?”; responses ranged from
1 (none) to 5 (a very great amount). For organizational supplies, respon-
dents answered the question “How much is present in your work?” Re-
sponses again ranged from 1 (none) to 5 (a very great amount). The
questions used to elicit psychological needs and organizational supplies are
consistent with prior research, which frames these concepts as desired and
perceived amounts, respectively, of job attributes (e.g., French et al., 1982;
Locke, 1976). For individual values, respondents answered the question
“How important is this to you?” Responses ranged from 1 (not important
at all) to 5 (extremely important). Finally, for organizational values, our
goal was to assess respondents’ personal beliefs about their organizations’
values. Respondents thus answered the question “How important is this at
your organization?” Again, responses ranged from 1 (not important at all)
to 5 (extremely important). The questions used to assess individual and
organizational values follow from value congruence research, which op-
erationalizes values as the importance of attributes to the person and
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organization, respectively (e.g., Chatman, 1989; Kristof, 1996; Schwartz,
1992).

We measured three outcomes of psychological need fulfillment and
value congruence: Intent to stay, job satisfaction, and organizational iden-
tification. Intent to stay was measured with the four-item scale described by
O’Reilly et al. (1991), which assesses thoughts and actions that reflect
intentions to stay or leave an organization (e.g., “I have thought seriously
about changing organizations since beginning to work here”). Job satis-
faction was measured with three items used by Edwards and Rothbard
(1999) that describe overall satisfaction and liking of the job (e.g., “All in
all, the job I have is great”). Finally, we measured organizational identi-
fication with the six items used by Saks and Ashforth (1997) that indicate
a perceived oneness or belonging to an organization (e.g., “When someone
criticizes my firm, it feels like a personal insult”).

Analyses

Analyses were guided by the general path model shown in Figure 1,
which summarizes the relationships relevant to Hypotheses 1, 2, and 3. We
tested both strict and moderate versions of each hypothesis. Hypothesis 1
predicted that psychological need fulfillment mediates the effect of value
congruence on attitudes. This mediated effect corresponds to the product of
Paths A and B in Figure 1, and this product represents the indirect effect
of value congruence on attitudes (Alwin & Hauser, 1975). A strict version
of Hypothesis 1 would stipulate that the indirect effect of value congruence
is positive and the direct effect (i.e., Path C) equals zero, meaning that the
effect of value congruence on attitudes is fully mediated by psychological
need fulfillment. A moderate version of Hypothesis 1 would require that
the indirect effect is larger than the direct effect, such that the effect of
value congruence on attitudes is channeled primarily but not exclusively
through psychological need fulfillment.

Hypothesis 2 stated that the relationship between psychological need
fulfillment and attitudes is spurious, attributable to value congruence as a
common cause. The spurious component of the relationship between psy-
chological need fulfillment and attitudes is captured by the product of Paths
A and C (Alwin & Hauser, 1975). A strict version of Hypothesis 2 would
require that the product of Paths A and C is positive and Path B equals zero,
meaning that value congruence fully explains the relationship between
psychological need fulfillment and attitudes. A moderate version of Hy-
pothesis 2 would indicate that the product of Paths A and C is greater than
Path B, such that the relationship between psychological need fulfillment
and attitudes is mostly but not entirely spurious.

Finally, Hypothesis 3 predicted that psychological need fulfillment and
value congruence both predict attitudes, as represented by Paths B and C,
respectively. A strict version of Hypothesis 3 would place psychological
need fulfillment and value congruence on equal footing, such that Paths B
and C are both positive and equal in magnitude. A moderate version of
Hypothesis 3 would drop the requirement that Paths B and C are equal,
such that the effects of psychological need fulfillment and value congru-
ence on attitudes are both positive but may differ in magnitude. The
combinations of paths corresponding to the moderate and strict versions of
Hypotheses 1, 2, and 3 are summarized in Table 1.

The analysis of models such as that shown in Figure 1 is straightforward
when each term in the model is a single variable. However, psychological

need fulfillment and value congruence each comprise two variables (i.e.,
organizational supplies and employee desires, organizational values and
employee values), and estimating the effects of the fit between these
variables often requires nonlinear and interactive terms. An equation that
can capture an extensive variety of fit effects is as follows (Edwards, 1994;
Edwards & Parry, 1993):

Z � b0 � b1X � b2Y � b3X
2 � b4XY � b5Y

2 � e. (1)

For psychological need fulfillment, X and Y represent organizational sup-
plies and employee desires, respectively. For value congruence, X and Y
signify organizational and individual values, respectively. In both cases, Z
is the attitude treated as the outcome of psychological need fulfillment or
value congruence.

To cast the effects represented by Equation 1 in terms of the path model
in Figure 1, we created block variables for psychological need fulfillment
and value congruence. A block variable is constructed by regressing a
dependent variable on a set of independent variables and using the pre-
dicted value of the dependent variable in place of the independent variables
(Heise, 1972; Marsden, 1982). Block variables are used in path analysis to
summarize the effects of a set of conceptually related variables (Marsden,
1982) and to depict nonlinear and interactive effects in terms of a single
path coefficient (Jagodzinski & Weede, 1981). For each content dimension
and attitudinal outcome, we used Equation 1 to create two block variables,
one by regressing the attitude on the five psychological need fulfillment
terms, and the other by regressing the attitude on the five value congruence
terms (Igra, 1979). The correlations among these two block variables and
the attitude variable were used to derive estimates of Paths A, B, and C and
the combinations of paths in Table 1 (Pedhazur, 1997).

The comparisons summarized in Table 1 entailed products of paths that
were themselves based on nonlinear combinations of variables as shown in
Equation 1. Therefore, we could not apply conventional procedures for
constructing confidence intervals and conducting significance tests. As an
alternative, we applied the bootstrap (Efron & Tibshirani, 1993; Stine,
1989). For each content dimension and attitudinal outcome, we drew 1,000
bootstrap samples and constructed block variables for psychological need
fulfillment and value congruence using regression weights from the full
sample. We then computed the path coefficients and comparisons listed in
Table 1 for each bootstrap sample and used these results to construct 95%
confidence intervals based on the bias-corrected percentile method (Stine,
1989).

Each hypothesis was tested using eight content dimensions and three
attitudinal outcomes, yielding 24 tests in all. This number of tests risked

Figure 1. General path model relating value congruence, psychological
need fulfillment, and employee attitudes.

Table 1
Comparisons for Strict and Moderate Versions of Hypotheses 1,
2, and 3

Strict version Moderate version

Hypothesis 1

AB � 0 AB � 0
C � 0 AB � C

Hypothesis 2

AC � 0 AC � 0
B � 0 AC � B

Hypothesis 3

B � 0 B � 0
C � 0 C � 0
B � C

Note. Table entries are path coefficients from the model shown in Fig-
ure 1.
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inflating Type I error. To counteract this, we applied the sequential Bon-
ferroni procedure (Holm, 1979) as follows. For each hypothesis, we listed
the probability levels of the 24 tests in order of size. The smallest proba-
bility was then multiplied by 24, representing the total number of tests. If
this probability remained below the nominal value (i.e., .025 for a two-
tailed test, with alpha at .05), the next probability was then multiplied by
the total number of remaining tests (i.e., 23). This procedure continued
until all 24 probabilities were corrected, and only those that remained
below the nominal alpha were deemed significant. This procedure holds
Type I error for a set of tests below the nominal level and avoids the excessive
loss of statistical power associated with the standard Bonferroni correction
(B. S. Holland & Copenhaver, 1988; Seaman, Levin, & Serlin, 1991).

Results

Descriptive Statistics

Table 2 presents means, standard deviations, correlations, and
reliability estimates (Cronbach’s alpha) for all measures used in
the study. Means and standard deviations indicated that all mea-
sures exhibited good dispersion and showed little evidence of floor
or ceiling effects. Correlations among the eight dimensions of
psychological needs, organizational supplies, personal values, and
organizational values were generally modest in magnitude, with
higher correlations between dimensions representing conceptually
similar dimensions (e.g., variety and autonomy). Correlations be-
tween psychological needs, organizational supplies, personal val-
ues, and organizational values were variable. As expected, higher
correlations were found for measures that referred to the same
content dimension, particularly for psychological needs and per-
sonal values and for organizational supplies and values. Intent to
stay, job satisfaction, and organizational identification were posi-
tively correlated, as would be expected from prior research. Reli-
ability estimates were generally high, averaging .82 for psycho-
logical needs, .81 for organizational supplies, .88 for personal
values, and .86 for organizational values.

Reliability estimates for the outcome measures averaged .85,
and a confirmatory factor analysis of the three outcome factors
yielded a CFI of .95 and an RMSEA of .08. Confirmatory factor
analyses of the measures of psychological needs, organizational
supplies, personal values, and organizational values also
indicated good fit, as evidenced by CFI values of .99, .98,
.97, and .98 and RMSEA values of .04, .05, .04, and .06,
respectively. Because we measured organizational values and
supplies from respondents using the same item roots, it is
possible that we actually just measured the same construct
twice. To test this possibility, we conducted a confirmatory
factor analysis of the organizational importance and supplies
items in a single 16-factor model. Results suggested that the
items tapped different constructs, as the proposed model fit the
data very well (CFI � .99, RMSEA � .045). Taken together,
this evidence indicates that our measures were suitable for the
purposes of our study.

Tests of Hypotheses

The results pertaining to the hypotheses are reported in Tables 3,
4, and 5. Each table represents an outcome (e.g., job satisfaction,
intent to stay, and organizational identification). The columns in
the Tables reflect the paths presented in Figure 1 (i.e., A, B, and C)
as well as the hypothesis tests suggested in Table 1 (e.g., AB – C).

Employment relationship model. Hypothesis 1, which was
based on the employment relationship model, predicted that psy-
chological need fulfillment mediates the relationship of value
congruence with attitudes. The strict version of Hypothesis 1
required that the indirect effect of value congruence on attitudes
(i.e., the product of Paths A and B) is positive and the direct effect
(i.e., Path C) is zero. Across all content dimensions and outcomes,
the indirect effect of value congruence was positive. However, the
direct effect was also positive in all cases, except prestige com-
bined with job satisfaction and intent to stay. The moderate version
of Hypothesis 1 stipulated that the indirect effect of value congru-
ence is positive but allowed the direct effect to be nonzero,
provided it is smaller than the indirect effect. This comparison,
which is captured by the AB – C difference, was supported only
for prestige combined with job satisfaction and intent to stay (the
same combinations for which the direct effect of value congruence
did not differ from zero). To the contrary, the direct effect of value
congruence was larger than the indirect effect for relationships,
pay, and variety across all outcome variables. The direct effect was
also larger than the indirect effect for autonomy with job satisfac-
tion and organizational identification as outcomes and for altruism
with organizational identification as the outcome. These results
offer little support for the strict or moderate versions of Hypothesis
1. Instead, they indicate that the direct effect of value congruence
on attitudes is comparable to or larger than the indirect effect that
is mediated by psychological need fulfillment.

Social identity model. Hypothesis 2 drew from the social iden-
tity model and predicted that the relationship between psycholog-
ical need fulfillment and attitudes is spurious, because of value
congruence as a common cause. The strict version of Hypothesis
2 required that the spurious component of this relationship (i.e., the
product of Paths A and C) is positive and, when this component is
taken into account, the direct effect of psychological need fulfill-
ment (i.e., Path B) is zero. As shown in Tables 3, 4, and 5, results
indicate that the spurious component of the relationship between
psychological need fulfillment and attitudes was positive in all
instances except prestige with job satisfaction and intent to stay as
outcomes. However, in every case, the direct effect of psycholog-
ical need fulfillment on attitudes remained positive. The moderate
version of Hypothesis 2 required that the spurious component is
positive but allowed the direct effect to differ from zero, provided
it is smaller than the spurious component. This comparison, which
is represented by the AC – B difference, was not supported for any
content dimension or outcome. Instead, the spurious component
was smaller than the direct effect for prestige across all outcomes.
Hence, rather than supporting the strict or moderate versions of
Hypothesis 2, these results indicate that the spurious component of
the relationship between psychological need fulfillment and atti-
tudes is comparable to or smaller than the direct effect of psycho-
logical need fulfillment on attitudes.

Simultaneous effects model. Hypothesis 3 was based on the
simultaneous effects model and stated that psychological need
fulfillment and value congruence both independently predict atti-
tudes. The strict version of Hypothesis 3 required that these effects
are equal, whereas the moderate version allowed the effects to
differ in magnitude. Results showed that the direct effects of
psychological need fulfillment were positive in all instances,
whereas the direct effect of value congruence was positive in all
cases except prestige with job satisfaction and intent to stay as
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outcomes. Moreover, for all outcomes, the direct effects of psy-
chological need fulfillment and value congruence did not differ for
altruism, pay, security, authority, variety, and autonomy. For pres-
tige, the direct effect of psychological need fulfillment was larger
with job satisfaction and intent to stay as outcomes, whereas for
relationships, the direct effect of value congruence was larger with
job satisfaction and organizational identification as outcomes.
Thus, in most instances, the strict version of Hypothesis 3 was
supported.

Interpretation of functional forms. As noted previously, the
particular functional forms relating need fulfillment and value
congruence to outcomes were not the focus of our study.
Nonetheless, results from the polynomial regression analyses
used to create the block variables permit interpretation of the
form of these relationships and thus offer information about the
extent to which they represented fit effects (vs. the effects of the
person or environment separately). We considered three theo-

retical types of fit relationships (Edwards et al., 1998). First, the
relationship between the person, the environment, and the out-
come may be parabolic, such that the outcome is maximized
when the environment matches the person, and the outcomes
decline in either direction from optimal match. Second, the
functional form of the fit relationship may be monotonic, such
that the outcome increases as the environment increases to the
person, and the outcome continues to increase as the environ-
ment exceeds the person. Finally, the functional form of the fit
relationship may be asymptotic, such that the outcome increases
as the environment increases to the person, but then levels off
as the environment exceeds the person. These functional forms
were assessed using coefficients from Equation 1 along with
response surface methodology (Edwards & Parry, 1993). We
tested the shapes of surfaces along the Y � �X line, which
captures the degree of fit between the person and environment,
as represented by Y and X, respectively.

Table 2
Descriptive Statistics

Measure M SD 1 2 3 4 5 6 7 8 9 10 11 12 13

Personal needs
1. Altruism 3.61 0.77 (.86)
2. Relationships 3.27 0.79 .38 (.91)
3. Pay 3.94 0.64 .21 .22 (.87)
4. Security 4.14 0.78 .17 .18 .46 (.92)
5. Authority 3.58 0.72 .27 .28 .28 .35 (.87)
6. Prestige 3.43 0.70 .39 .44 .35 .25 .36 (.79)
7. Variety 3.67 0.70 .34 .32 .29 .14 .25 .37 (.88)
8. Autonomy 3.74 0.64 .31 .29 .34 .17 .29 .43 .57 (.79)

Organizational supplies
9. Altruism 3.06 0.93 .47 .20 .19 .15 .23 .21 .15 .16 (.88)

10. Relationships 2.85 0.81 .18 .39 .12 .04 .18 .20 .21 .17 .48 (.90)
11. Pay 3.36 0.78 .17 .16 .21 .07 .16 .09 .15 .13 .35 .38 (.89)
12. Security 3.11 1.06 .17 .14 .13 .12 .17 .15 .14 .15 .41 .47 .47 (.95)
13. Authority 3.31 0.97 .18 .11 .11 .10 .01 .16 .19 .13 .32 .27 .25 .37 (.90)
14. Prestige 2.92 0.86 .21 .20 .12 .11 .20 .19 .18 .16 .50 .52 .37 .47 .44
15. Variety 3.16 0.90 .15 .17 .12 .05 .20 .14 .39 .25 .35 .42 .28 .30 .23
16. Autonomy 3.10 0.82 .18 .16 .14 .08 .20 .14 .28 .35 .43 .46 .37 .46 .30

Personal values
17. Altruism 4.08 0.69 .73 .35 .11 .14 .24 .32 .25 .21 .32 .17 .17 .15 .11
18. Relationships 3.62 0.81 .27 .77 .11 .17 .20 .36 .21 .22 .17 .28 .11 .10 .07
19. Pay 4.27 0.60 .09 .17 .56 .44 .23 .25 .15 .19 .18 .10 �.01 .08 .05
20. Security 4.39 0.72 .05 .12 .32 .78 .28 .16 .05 .08 .14 .02 �.01 .04 .04
21. Authority 3.82 0.76 .21 .24 .19 .30 .73 .28 .14 .17 .23 .13 .07 .08 �.08
22. Prestige 3.68 0.71 .31 .33 .21 .21 .28 .74 .22 .27 .23 .16 .03 .14 .12
23. Variety 3.80 0.70 .25 .24 .13 .10 .16 .35 .67 .37 .08 .12 .06 .08 .11
24. Autonomy 3.90 0.62 .20 .23 .23 .15 .17 .35 .38 .61 .09 .10 .04 .10 .05

Organizational values
25. Altruism 3.50 0.92 .23 .10 .06 .13 .19 .13 .10 .05 .70 .38 .29 .34 .28
26. Relationships 2.81 0.89 .20 .24 .04 .06 .18 .18 .12 .10 .48 .61 .28 .40 .25
27. Pay 3.48 0.87 .16 .13 .07 .04 .11 .10 .12 .09 .31 .33 .61 .44 .27
28. Security 3.12 1.09 .16 .12 .06 .03 .17 .13 .11 .13 .39 .39 .38 .72 .29
29. Authority 3.55 0.99 .11 .08 .03 .03 �.09 .12 .11 .06 .26 .24 .20 .31 .73
30. Prestige 3.30 0.88 .17 .16 .05 .07 .12 .11 .10 .06 .38 .39 .33 .36 .33
31. Variety 2.82 0.89 .19 .18 .04 .14 .22 .16 .16 .09 .42 .37 .22 .29 .18
32. Autonomy 2.88 0.86 .21 .15 .07 .15 .25 .17 .16 .14 .49 .40 .29 .45 .30

Outcomes
33. Job Satisfaction 3.69 0.92 .12 .13 .09 .16 .18 .07 .13 .12 .44 .36 .28 .36 .22
34. Intent to Stay 2.41 0.88 �.03 �.08 �.13 �.27 �.18 �.03 �.07 �.08 �.36 �.28 �.22 �.27 �.17
35. Organizational Identification 3.53 0.82 .27 .25 .07 .12 .17 .21 .14 .14 .41 .30 .20 .22 .15

Note. N � 941. Correlations greater than .06 in absolute magnitude are statistically significant at p � .05. Values in parenthesis along the diagonal are
reliability estimates (Cronbach’s alpha).
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For need fulfillment, results suggested that the functional forms
represent one of the three fit relationships in 92% of the cases. In
54% of the need fulfillment relationships, the functional form was
parabolic, indicating that attitudes were the most positive when
needs and supplies matched. In 38% of the need fulfillment rela-
tionships, the functional form indicated asymptotic relationships,
such that attitudes became more positive as supplies approached
needs, but attitudes leveled off and did not become more negative
when there were more supplies than needs. Eight percent of the
relationships showed that only the environment (i.e., supplies) was
affecting the outcomes.

For value congruence, the functional forms represented para-
bolic relationships in 79% of the cases, such that attitudes were
optimized when individual and organizational values were con-
gruent. Eight percent of the relationships were asymptotic, such
that attitudes became more positive as organizational values ap-
proached individual values, but attitudes leveled off and did not

become more negative when the organization valued an attribute
more than a person did. For 4% of the relationships, the functional
form was monotonic, such that intent to stay increased as the
organizational value increased to the person’s values, and intent to
stay continued to increase as the organizational value exceeded the
person’s values. In 8% of the cases, results revealed that only the
environment (i.e., organizational values) was related to the
outcomes.

Discussion

Complementary fit and supplementary fit represent distinct tra-
ditions within the P-E fit paradigm that have developed indepen-
dently with little cross-fertilization. The goal of this article was to
articulate the logic underlying each tradition, integrate the research
streams, and derive testable predictions about how the traditions
intersect. To this end, we focused on psychological need fulfill-

14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35

(.81)
.41 (.90)
.51 .62 (.82)

.18 .14 .17 (.81)

.15 .11 .09 .41 (.86)

.08 .08 .10 .17 .23 (.84)

.09 .01 .03 .13 .19 .52 (.90)

.15 .13 .16 .29 .29 .33 .35 (.85)

.16 .07 .12 .37 .39 .34 .25 .38 (.70)

.11 .18 .11 .29 .28 .20 .12 .17 .38 (.79)

.08 .12 .15 .26 .29 .29 .18 .22 .39 .49 (.69)

.41 .26 .31 .28 .13 .17 .17 .23 .23 .08 .10 (.84)

.47 .30 .37 .25 .32 .15 .09 .21 .24 .19 .14 .55 (.86)

.35 .23 .30 .19 .14 .03 .00 .06 .13 .10 .08 .38 .44 (.85)

.43 .25 .36 .19 .12 .05 .03 .14 .18 .11 .12 .41 .56 .60 (.92)

.35 .17 .21 .08 .06 .02 .01 �.11 .16 .10 .07 .34 .34 .34 .36 (.86)

.55 .33 .31 .21 .17 .05 .06 .10 .14 .12 .10 .42 .49 .44 .43 .43 (.69)

.40 .51 .38 .24 .21 .15 .17 .28 .23 .22 .16 .47 .55 .33 .40 .24 .41 (.81)

.50 .39 .55 .22 .17 .17 .17 .26 .24 .16 .18 .52 .60 .44 .57 .36 .46 .61 (.75)

.46 .35 .43 .16 .15 .14 .16 .17 .10 .08 .04 .44 .43 .26 .37 .21 .28 .39 .46 (.90)
�.34 �.28 �.34 �.08 �.12 �.18 �.32 �.19 �.08 �.01 �.03 �.36 �.33 �.19 �.26 �.15 �.20 �.35 �.38 �.73 (.77)

.38 .28 .33 .31 .27 .15 .15 .18 .23 .11 .09 .38 .40 .25 .27 .13 .28 .37 .39 .53 �.46 (.88)
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ment and value congruence as common versions of complemen-
tary and supplementary fit. We then proposed three theoretical
models to highlight important differences in the logic behind why
psychological need fulfillment and value congruence matter to
employees, and to reveal predictions about the relationships be-
tween psychological need fulfillment and value congruence.

Results from this study clearly supported our simultaneous
effects model over the employment relationship and the social
identity models, suggesting that psychological need fulfillment and
value congruence both play important roles in affecting employ-
ees’ work attitudes. Moreover, results supported the strict version
of the simultaneous effects hypothesis, such that psychological
need fulfillment and value congruence were equally predictive of
attitudes across work dimensions and outcomes. Thus, there ap-
pear to be two different processes underlying the complementary
and supplementary traditions of P-E fit research, each with equal
footing. On the one hand, people become dissatisfied when they
have psychological needs that are not met by the environment
(French & Kahn, 1962; Maslow, 1954; Porter, 1962). On the other
hand, individuals become dissatisfied when their personal values
are incongruent with their organizations’ values (Chatman, 1989;
O’Reilly et al., 1991).

Next, consistent with the logic proposed by Kristof (1996) and
other researchers (e.g., Hogan, 1991; Schein, 1992), we found

strong relationships between personal values and psychological
needs and also between organizational values and supplies. Thus,
one major conclusion of this article is that complementary and
supplementary fit are interrelated but that both contribute indepen-
dently to outcomes. These results strongly support the notion that
complementary and supplementary fit should be integrated into a
larger theoretical framework that explains their interrelationships
as well as their relationships with outcomes that are important to
individuals and organizations.

Finally, the conventional notion in fit research is that attitudes
are maximized when psychological needs and supplies are equal
(i.e., a parabolic relationship between person, environment, and
outcomes). However, results in the present study suggested that
several of the functional forms relating psychological need fulfill-
ment to outcomes deviated from this pattern. In particular, almost
80% of the value congruence relationships were parabolic, but
only 54% of the need fulfillment relationships were parabolic.
Thirty-eight percent of the need fulfillment relationships were
asymptotic. This trend suggests that although optimal match is
important in the context of values, employees are not adversely
affected when they receive “too much” of the organizational
supplies examined in this study (e.g., altruism, peer relationships,
prestige). These results suggest that oversupply may actually be
the optimal position for need–supply fit (from the recipient’s

Table 3
Path Analytic Results for Job Satisfaction

Work value A B C AB AC AB � C AC � B B � C

Altruism .73** .27** .28** .20** .21** �.08 �.06 �.01
Relationships .60** .16** .38** .09** .23** �.29** .07 �.22*
Pay .55** .17** .30** .10** .16** �.20* �.01 �.13
Security .76** .24** .27** .18** .21** �.09 �.03 �.03
Authority .70** .22** .25** .15** .17** �.10 �.05 �.03
Prestige .60** .48** .06 .29** .04 .23** �.45** .42**
Variety .55** .23** .35** .13** .20** �.22** �.03 �.12
Autonomy .59** .27** .34** .16** .20** �.18** �.07 �.07

Note. N ranged from 959 to 963. All significance tests were based on bias-corrected confidence intervals
constructed using the bootstrap and were adjusted using the sequential Bonferroni procedure. Entries in A, B,
and C columns refer to paths shown in Figure 1. Entries in the AB column refer to products of Paths A and B,
and entries in the AC column refer to products of Paths A and C.
* p � .05. ** p � .01.

Table 4
Path Analytic Results for Intent to Stay

Work value A B C AB AC AB � C AC � B B � C

Altruism .72** .28** .19** .20** .13** .01 �.15 .09
Relationships .60** .14** .28** .08** .17** �.20** .03 �.14
Pay .54** .17** .27** .09** .14** �.18** �.03 �.10
Security .77** .23** .27** .18** .21** �.09 �.02 �.04
Authority .69** .22** .21** .15** .14** �.06 �.08 .01
Prestige .58** .37** .04 .21** .02 .17** �.35** .33**
Variety .55** .17** .32** .09** .17** �.23** .00 �.15
Autonomy .59** .20** .28** .12* .17** �.16 �.03 �.08

Note. N ranged from 958 to 962. All significance tests were based on bias-corrected confidence intervals
constructed using the bootstrap and were adjusted using the sequential Bonferroni procedure. Entries in A, B,
and C columns refer to paths shown in Figure 1. Entries in the AB column refer to products of Paths A and B,
and entries in the AC column refer to products of Paths A and C.
* p � .05. ** p � .01.
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perspective, of course!). These need fulfillment findings are con-
sistent with the general trend of results from equity theory sug-
gesting that overpayment is not as troubling to employees as
underpayment (Mowday, 1996; Pritchard, 1969). Finally, for both
value congruence and psychological need fulfillment, 8% of the
cases did not conform to any of the fit relationships. In all of these
cases, environmental supplies played a larger role than psycholog-
ical needs in explaining outcomes, consistent with recent research
that has examined the relative importance of person versus situa-
tion variables (Edwards & Harrison, 1993; Edwards & Rothbard,
1999). Theoretically, the environment may be more likely to
dominate fit relationships than person effects because environmen-
tal supplies change more frequently than personal needs and there-
fore are more salient to people.

Limitations and Strengths

This article has several limitations that should be considered.
First, in order to conduct competitive tests of the logic behind the
complementary and supplementary traditions of P-E fit, this study
demanded intraperson data regarding values, psychological needs,
and supplies. Although intraperson data is valuable because it
permits a direct test of competing models, this data collection
method also poses possible limitations, such as inflating the overall
correlations between all predictors and outcomes. This issue
should not affect our basic test of complementary versus supple-
mentary fit, however, because although it is more likely that the
two types of fit each are related to outcomes, it also is true that
collecting all data together increases the correlation between the
two types of fit. Thus, collecting all data at the same time makes
it less likely that independent effects for complementary and
supplementary fit would be found. Our data collection strategy
also could cause priming or hypothesis guessing, and therefore it
would have been useful to complement the intraperson fit data
with objective turnover and peer-reported work attitudes. Unfor-
tunately, anonymity was a condition of delivering the survey to all
employees at the four agencies, precluding data matching and
necessitating self-report data.

In the present study, we focused on people’s subjective percep-
tions of their organizations’ values and supplies, based on the
assumption that people can respond to misfit only when they are

aware that such misfit exists (Endler & Magnusson, 1976; French
et al., 1982). However, other research has examined P-E fit by
gathering third-party reports about organizational values and sup-
plies (e.g., O’Reilly et al., 1991). On the one hand, third-party
reports are useful because they offer insight into the “actual”
environment as it is perceived across respondents. On the other
hand, P-E fit predictions based on third-party reports probably
reduce the variance accounted for in outcome variables, because
this approach relies on more distal predictors of attitudes and
behaviors. A fair test of complementary versus supplementary fit
such as that offered in the present study could be conducted using
either data collection approach, as long as the same approach was
used to represent both constructs.

Next, some characteristics of our sample and scales should be
noted because they affect the generalizability of the results. Thus,
even though our data were collected across all job levels at four
different utilities, all of our data come from the water management
industry. Accordingly, it is possible that certain values, psycho-
logical needs, or supplies are over- or underrepresented in this
industry. However, idiosyncrasies such as these would not affect
our tests of the theoretical processes underlying psychological
need fulfillment and value congruence (e.g., the relationships
between values, psychological needs, supplies, and work attitudes)
because these tests are based on the covariances among our mea-
sures, not their mean levels. Likewise, although the WVS (Ed-
wards & Cable, 2002) seemed to perform well in this investigation,
it may have limitations in terms of the dimensions it focused on
and the particular wording of the items. In any case, it would be
worthwhile to replicate these findings using other samples and
other scales of values, psychological needs, and supplies.

Finally, this article focused on psychological need fulfillment
because it is the typical way that the literature has studied com-
plementary fit (Edwards, 1991) and because it allows direct com-
parisons with value congruence on the same content dimensions.
However, another important form of complementary fit is between
employee’s abilities and a job’s demands. Likewise, value con-
gruence is the most common way that past research has examined
supplementary fit (Kristof, 1996), although some supplementary
fit researchers have discussed goals and personality (Schneider,
1987). Thus, although the present study uses common operation-

Table 5
Path Analytic Results for Organizational Identification

Work value A B C AB AC AB � C AC � B B � C

Altruism .74** .19** .35** .14** .26** �.21 �.07 �.16
Relationships .68** .11* .39** .08* .26** �.31** �.15 �.28**
Pay .54** .08* .30** .04* .16** �.26** .08 �.22
Security .74** .11* .26** .08* .19** �.18 .08 �.15
Authority .67** .17** .20** .11** .13** �.09 �.04 �.03
Prestige .62** .33** .17** .20** .11** .03 �.22** .16
Variety .56** .15** .33** .09** .19** �.25** .04 �.18
Autonomy .60** .19** .30** .11** .18** �.19* �.01 �.11

Note. N ranged from 958 to 961. All significance tests were based on bias-corrected confidence intervals
constructed using the bootstrap and were adjusted using the sequential Bonferroni procedure. Entries in A, B,
and C columns refer to paths shown in Figure 1. Entries in the AB column refer to products of Paths A and B,
and entries in the AC column refer to products of Paths A and C.
* p � .05. ** p � .01.
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alizations of both complementary and supplementary fit, it would
be useful for future research to include alternative types of fit. In
this study we examined value congruence and psychological need
fulfillment without emphasizing the distinction between the job
and the organization, although some research has distinguished
person–job fit from person–organization fit (Cable & DeRue,
2002). Although our approach seems reasonable because an orga-
nization must supply whatever rewards are offered to employees
(at any job level), it is possible that employees “extrapolated” from
their jobs when answering our questions about organizational
supplies. It would be interesting to investigate whether employees
distinguish between organizational and job-based rewards.

The limitations of this study are countered by some important
strengths. First, we combined two parallel literatures that have not
been integrated in past empirical research, and we developed and
tested theoretical linkages between the literatures. Given that both
traditions draw from the same paradigm and predict the same types of
employee attitudes, this lack of integration represented an important
omission because it is important to understand how the approaches
differ and how they are related. Results from this article suggested that
the two approaches have both unique logic and independent effects on
outcomes and thus demonstrate the value of maintaining both the
complementary and supplementary traditions of P-E fit. The support
we found for both traditions also opens the way for future research to
examine the boundary conditions regarding when one tradition may
be dominant over the other.

Next, this article examined a large sample of employed adults with
very diverse job types and levels. This diversity was important in
order to obtain variance in terms of organizational values and sup-
plies, as well as individual values and psychological needs. Moreover,
both the demographic and employment diversity of our sample sug-
gest that the results regarding our psychological need fulfillment and
value congruence models generalize to most employees and are not
confined to a limited type of people or level of work.

This article also used a broad, theory-based typology of work
dimensions that could be used to assess both psychological needs
and values. Because this scale was developed from Schwartz’s
(1992) Universal Values Scale, our study examines a comprehen-
sive set of work dimensions while permitting a direct, competitive
test of psychological need fulfillment and value congruence. Al-
though future research may benefit from examining other types of
values and needs, each of the eight dimensions from Schwartz’s
typology significantly predicted each of our outcomes, suggesting
that the scale permitted an adequate test of complementary and
supplementary fit.

Finally, we used a method of analysis that is sensitive to
different functional forms. This is important because the goal of
this article was to test competing theoretical models of psycholog-
ical need fulfillment and value congruence, not specific functional
forms. Thus, our analyses allowed us to forego typical assumptions
about the functional form of the fit relationship and thus to more
accurately model the true relationships reflected in the data.
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Appendix

Mapping Schwartz’s (1992) Values Circumplex Model Onto the Work Values Survey

Schwartz’s conceptual dimensions Schwartz’s universal values Work values dimensions Specific items used in present study

Self-transcendence Universalism Altruism Making the world a better place
Being of service to society
Contributing to humanity

Benevolence Relationships with others Forming relationships with coworkers
Getting to know your fellow workers quite well
Developing close ties with coworkers

Self-enhancement Achievement/hedonism Pay Salary level
Total compensation
The amount of pay

Power Prestige Gaining respect
Obtaining status
Being looked up to by others

Conservation Security Security Being certain of keeping my job
Being sure I will always have a job
Being certain my job will last

Conformity/tradition Authority Distinct reporting relationships
A clear chain of command
Definite lines of authority

Openness to change Stimulation Variety Doing a variety of things
Doing something different every day
Doing many different things on the job

Self-direction Autonomy Doing my work in my own way
Determining the way my work is done
Making my own decisions
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