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ABSTRACT

ANALYSIS OF THE DECISION PROCESS INVOLVED IN THE
PURCHASE OF A LARGE HOUSEHOLD APPLIANCE

by Janice Heckroth

Economic decisions are made every day by homemakers.
Some of these decisions involve small amounts of money;
others involve a considerable amount of money. Decisions
involving larger amounts of money are not as easily changed
as those involving smaller amounts of money, so satisfaction
with a decision is important.

This survey, conducted with homemakers who had recently
purchased a major appliance, attempted to determine how a
homemaker made her decision and if the decision was satis-
factory. Also this study investigated reasons for dissatis-
faction with the decision.

The sample consisted of 400 women who had purchased an
automatic washer in the past six months. Data was collected
through a mailed questionnaire.

Homemakers were asked questions relating to primarily

two areas of a decision model that included seeking alternative

solutions and accepting responsibility for the decision.



The hypotheses that homemakers who are satisfied with
the purchase of a major appliance have sought more preshopping
information than homemakers who are not satisfied and that
external factors such as service and the dealer influence the
dissatisfaction of the homemaker with her decision were

supported by the findings.



CRITIUE CP REZEARCH

Gross and Crandall ir their bock "Maaaiement £or
Yiodern Families" discuss s five rten declaion model.
ikis model was tue lesis for tiis cludy. oot all of the
five sieps ware covered e.ually ia the atuly. Conceatia-
tion was on geexiiy alterratives &rd accerbinc resuonsibility
for tue decision. Lecause OCuiry lwe aleuvs woid cuvelcl with
ary depth tuis study does rot enalyze thy entire decision-
raking processe

70 make this study more of a tirue wanagewent svudy
ctuer questions could have bsen essed. Oucl as why 4414 the
homenaker decide to purchase i eutowmatlc vwvasher rather than
use a wringer washer, or coin-operuted loundry, why did shse
feel tnis washer suited uer neceds, wiy did she sselect the
dealer she 4id? Tuo reasoas benlnd whiat sie Gid were not
asked. We xkacw therefure, very littls fron tliz stuly as
to why she bought what sho did.

Wa 49 kaow, howaver, Lo# sue purciiased Ler wil3Ler.
we know wnat sourcead wure of most Lalp tu her, how many
dealers and brands suhe considared, and if she neaded service
with her new wasuzr. Gatisfaction with the product was also
found by tus studye.

This study bas other liaitationse. <ie respondsats
were not controlled according to age groupy facoze level

and location of residence su:h as city oc rural,



About 50 perceat of tie warranty cards are returned
cn new washer purchases. The guestionnaire was sent to
cach of ticge who returred & wsrreaaty card go canly 2% perceat
¢f the total purciasers of ti.e washer were reached. Tuis
25 percent ay s more conscisus shicppers ag they took the
time {0 vend irn the warrauty cards and slso return tue
cuestionraire.

Ancther problem was (i@ nuaver of varranty cards
returned by the Southern Union Gas Conpanye. The company
returns the cards for the purchasers and about 23 percernt
of the respondents were from Rew Mexico and Texas and
purchkased the vecher from the utllity compeny.

“he gquestionnaire was not pretested. If it had dbeen
rreteated, gone of the sourcea could possibly have bLeen
¢liminated. Tuere vere fivs sources not used by at least
40 percsnt of tLe respoadents.

About six pasrcent were dissatiefied with the decision,
Trhe figurs may have bean uigher if each parson had been
contacted versonally. One reerpondent wrote on & question-
raire sne was satisfied with the washer but could something
be done about the lint screen. Ro questions ware asxed the
respondenta about what changes they would like to see on
the wasser. Tihls mipght have civen a better response for
satisfaction, If tihey liked everytulns about the washer
thea they wers scotistled. 15 taere vwes snmetiing tiey
disliked atout t.¢ wanher, suca as ccntrolsy lint screeas,

color ti.en they could be cousidered Alscaticsfied.
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CIHAPTER 1

b o iaYatalblal) ' dt ] 4
AMLA.»OUV ablsan

Decisions are made every day by the homemaiker. J3omo
decisione invoelve small amouats of money; others iavolve
a conaiderable amount of money.

If a bomemaker 1s dissatisfied with an incxpensive
purchase .8 can maie anovier selection without great finaacial
consequence. Decislions involving larger suas of money are
not as easily changed as those involviang smaller amounts of
money. The homemaker must "live” with her declsion longer.

In a recent financial decision-making study by Schoemaker
of 100 fara families, 13 families were asled to diacuss a
decision of theirs that was nct satlafactory to them, OSciuoemaker
(9) states "comparison of satisfactory and unsatisfactory
decision maxing reveualed that the probvlem was dlscussed to a
greater extent in the family and witl persons outside the family
in satisfactory than ln unsatisfactory decisiona. MNMore sources
such as magazines, dbulletins, and newspapers waere consulted
and more risks and alternatives were considored in eatisfactory
decisions.® Schoemaker also suggested "other differences
revealed oxr tuese differences might bo proven significent if a
larger number than 15 unsatisfactory decisionsa could bo obtained

for snalysis,”



Decislon-naking is an important part ¢f homs menagewent.

The last step of a five step decision-meking model
diacussed by Gross and Crandall (5:65) is accepting responsi-
bility for tho decisi.=w.

Festinger (4) says that in accepting responsibility for
the decision, there can be a feelli; ¢f dissonance. He (4:123)
algo states "how severe and how loug in duration the regret
period 1s would be determined by how quickly dissonance can
be reduced ... If dissonance were difficult to reduce, the
regret periocd might be strong and of long duration.”

This study focuses primarily on two steps of the decision
model as discussed by Gross and Crandall. Tue two steps are
ceeking alterngtive sclutions and accepting responsibility for
the decision, It elso focuses on the satisfied and dissatis~
fled owners cf & rew major applisnce and the factors relatiag
tv tLe satiefaction or dissatisfacticn.

Qtjectives

Tiie erecific cbjectives of the study were:

l. %¢ identify thcoe percons who feel satisfied or
digeatisfied and tc anslywe the factors convrituting to the
degree of zatisfacticn (&) related to tle decisicn~making
process which includes prechcpping tecurnigues and (b) related

to external factors such as servics and dealer,



2. To draw implications for educators when teaching
in the areas of home management and the decision-making
Process,
3« To draw implications for Home Economists in Business
when helping manufacturers desizn and sell major appliances.
Operational Definitions

Distinctions are made among zatisfied and dissatisfied
homemakera on a basis of the answers to certaln questicna,

The homemsier satirfied with Ler washer will lhzve answered
the following questions from the questionnaire with the following
answers:

l. Are you satisfied with your new wacher? Yes.

2, Would you reccrimend to someone elege to buy the brand
washer you 41d? TYes,

5+ I1If you could change your decision, would you change
brands? Ko,

A bowmemaker wes considered dissatisfled with her washer
if she answered any cne of the above differently.

Schoexaker (9) suggested differences other than consulting
people aend references msy determine sstisfacticn so questions
were aslked the homemaker about the dealer and service,

The external factors in this study are derler and service.

If the Lomemaker was spotisficd with her dealer she
ansvered the following questions with the following answera:

l. If you cculd change 7 our Jdecision, would you change

dealers? No.



2. Would you recummend the dealer you purcuased the
washer from to someone else? Yas.

If the Louenaker was dissatisfied with the dealer sue
answered either of the above questions opposite the given
answer.

Tie oluer exveruwi factor waa tue aced for service and
service received. Tue hunenaker was considered satisfied
with gervice if sue had not nesded & service call or if she
answered the following questions in the following way.

l. Was 1t corrected by tie service man? Yes.

2. 4are you satisfied with the way 1t was corrected? Yes.

2« 1f you could change your dscision, would you changze
service? lio,

Lypotheses

l. Homeanakers wuo are satislied witnu tne purcuase cf a
mwajor applisnce have sougabt acre prasiopping information cthau
homenaikers who ere not satisfied witu tuelr decision,

2. There are external factors gucl s service and dealer
that influence the dissatisfaction of ths Lozemaker concerning
the purcuase of a major appliaace.

Assumation

le <Zhe lLomemacer knows ir she i3 satisfied or dissatis-
fied with her decasion.
2. The homonaker was icvolved in tho decision of purchasing

tue sppliance.



e The homemaker can recall the decision-making
processe.

4, The pouwenskxer had an opportunity to worxk with
the washer.,

5. The wasier had been iustalled iong enourn for

mechauicsal or olher yrebleas to ocour,.

\i



CHAPTLR II
REVIEW OP LITERATURE

Decision-making 1s an integral part of management.

Gross and Crandall (5:63) have said, “decisicn-making is tue
heart or crux of management." A five-step model of decision-
making includes: defiring the prcblem, seeking alternatives,
thinkipg through alternatives, selecting an alternstive gnd
sccepting responasibility for the decision (5:653). Brim's (1:3)
decision process coneists of six prasees: identification of tkhe
problem, cbtaining necessary information, producticn of possidble
solutions, evaluation cf such solutions, seleacting a stratery
for performance, actual performance of an action or actions and
subeequent learning and reviesion,

Studies have been done by Katona and Mueller (8:30-87),
Schoemaker (9) snd others ca the first four steps (Gross and
Crandall) or five steps (Brim) c¢f the decision-maxing process.
Katz (6) haz studied satisfaction snd diceatisfaction as reasons
for cLanging & purchase tut not as a final result of the decision
process. Little research has bteen 4cne on the degree of satis~-
faction or disscticfaction with the finel decision or on factors
contributirg to satisfaction., @vcept for a &tall part of the
studies done by Katona and Mueller and Schoensker, pravicus
research seeus to end before vsaching this final phase in the

decisicn-naking process,.



Gross and Crandall (5:63) state, "tihis step,” (referring
to accepting the consequences of the decision) "not always
included, is however, fundamental.” Festinger (4) feels in
accepting responsibility for the decision, thers can be a
feeling of dissonance., How severe and how long in duration
the regret pericd is would be determined by how quickly dissonance
can be reduced. If dissonance were difficult to reduce, the
regret period might be strong and of long duration. Gross and
Crandall (5:69) state, "Where dissonance exists there is unrest
and usually some effort to reduce it," The rationalization of
alternatives may be why s0o few unsatisfactory decisions are
reported in research studies (5159).

The Eatona and Mueller (8:30-87) studies were on consumer
purchases of household goods and the process in which informa-
tion was sought and gained. Mueller found that over half of the
buyers purchasing large bouashold appliances got advice from
acquaintances who owned these appliances. A third of the buyers
bought a brand they had seen in someone's home. It also appeared
from this study that information seeking from relatives, friends,
neighdvors was of greater importance than information seeking
from shopping around in stores. Mueller found the desire for
new features in older appliances gives rise to plans to replace

appliances that are neither wora out nor in poor condition.



The Katona and Mueller studies provide information for
the first four (Gross and Crandall) or five (Brim) step
decision-making process.

The Schoemaker (9) study supports the Katona and Mueller
study. In the Schoemaker study of 100 farm families, 13
families were asked to discuss a financial decision that was
not satisfactory. Schoemaker states, "comparisoan of satis-
factory and unsatisfactory decision~-maxing revealed that tue
problem wasg discussed to & greater extent in the family and
with persons outside the family in satisfactory than in unsatis-
factory decisions. lMore sources such as magazines, bulletins,
and newspapers were consulted and more rigks and alternatives
were considered in satisfactory decisions.” She also felt
other differencesz in the decision-making practices might be
revealed or these differences might prove significant if more
th.an 18 unsatisfactory decisions could be obtained from analysis.

Mueller and Katona (8:30-87) felt that "it is probadble that
previous experience with a product will influence the manner in
which consumers go about acquiring a new model."

Cronback and Gleser (3) state, "One might ultimately
evaluate a decision by its actual outcome, but this appears

inappropriate since factors beyond the ken of the decision-saier

influence the ultimate event.”



Burk (2:25) states, "(1) Prom a new product, a consumer
expects to obtain gatisfaction by matching its attributes
(characteristics) to his needs for service arising from his
activities and he also exypects that the product will have the
desired attributes. (2) For a product with which he has had
experience, a consumer has learned and established the relation-
ships, but they are subject to changes in percepticn based on
changes in needs and on feedback from other experiences.”

Merton (7:1894-0C4) states that the success or failure of
an action depends on luck, ignorance and many other factors that
lie outside the control of man, no matter how much care ke
exerciges in his choice., Festinger (4-128) states, "It is
quite possible that precisely those conditions which produce
e measurable regret phenomenon also produce instability of the
dissonance reducticn in a situation where external aids to
dissonance reduction are unavailable.”

There appears to be a conflict in the theory of decieicn
satisfaction. One general theory 1a that the greater the person
has discussed or researched the possible alternatives the more
satisfied he will be, The other theory of product satisfaction
would be that no matter how much care was taken in making the
decision, the external factors -~ factors over which the decision-
naker has no control «- determine the satisfaction or dissatis-

faction.,



CHAPTER 1II
METHCDOLOGY

Sample
Norge Division, Borg-warner Corporation gave to the

regearcher all of the returned warranty cards for the automatic
wagsher model AWJ-1830, This wvasher was selected as it could
not bave beea purchased by the respondents before August, 1967.

All of the warranty cards were used except those returned
by a company or institution such as a school or convent. Forty-
five states were covered in this study. Appendix A shows
states used in study and response rate.

Development of an Instrument

A questionnaire was developed for this study. Fixed-

alternative questions were used to determine the homemaker's
decision-naking process and satisfaction with her washer.
Questions were designed to find out wbat sources the homemaker
used for information and which sources helped her the most

in the decision. Also, gquestions were asked about the satis~-
faction with the washer, service and dealer. Questions wers
also asked relating to the age, income, education and number
of people in household.

10



Collection of Data

A questionnaire was nmalled to each name on the S06
returned warranty cards. All envelopes were addressed to

Mrs. e A self-addrecsed stamped envelope was

included for returning the questionnaire. A reminder letter
was sent to all those who had not returned the guestionnaire
after two weeks. At the end of ona montu, 45.5 percent or
400 questionnaires were returned and used in compiling the
iunformeticn.

There were 33 or 4.14 percent returned for insufficient
address. Taere were 231 or 22 percent returned before the
reninder letter was seat. The reminder letter resulted in
the return of 128 additional guestiounaires, an increase of
14,78 percent. lire returned questiomnnaires could not be used
because of insufficient information, the washer was a gift,
or & member of the respondent's family worked for Norge.

Description of Sample

questions were asked the respondent about rer age, total
family income, employment, education and nunber of people she
washes cloties for -- indicating number c¢f people in houzehold --
snd how many wash loads she dces in a week. Appendix C.

Almost half cof the respondents were between the ages of
2l=35+ About 40 percent were between the ages of J36~55. Fifty-
six percent of the respondents were not employed. Over 41
percent of the homemakers had a high school education. In
addition, 23 percent had some college education or were ccllege
gruduétcs.

11



Dwo=-fiftiis of the families consisted of three or four
members. Almost one-third of the respondents washed six to
eight loads a week. A smaller proportion washed three to
five loads a week,

Arnlysis of Data

Coding
The questionnaire was designed to obtain information

cn the decision-making process and the satisfaction with the
washer, The homemaker was asked information relating to the
five steps of the decision process and her satisfaction with
the washer, dealer and service. The answers given for each
question wers then run against sstisfaction with the wastrer,

Machine Tabulations

OCne card was punched for each respondent. Otkher cards
were punched for cross reference to washer satisfaction.

Computations Done

The punched cards were sent to the Computer Center for
computation of frequency distribution. Each of tke questions
asked was crogs-referenced to the homemsker's satisfaction

with the washer.



CHAPTER 1V

FINDINGS AND ANALYSIS

The decision to purchase s major appliance which involves
a large sum of money 1s an important decision in family finance.
The decision to purchase & particular appliance such as an
automatic washer 1s made epproximately every seven to ien years.
It {8 not a decision tLat 13 made every Cay aad therslous cannot
be considered a habit decision (5:64).

The study of a declision that is not made freguently offers
the cpportunity to study cunscious decision-making to asgcertain
toe level of satisfactlion with the action taken and aualyze
factors related to satisfaction.

A five step model to decisivn-maxing is couprised of the
following steps:

l, Defining tie proolem to bve dacided.

Ce Seeking alternative sclutiocns.

Ze Thinking througn slteirnatives.

4, Oelscting an alteraative.

5. Accepting responsidilivy for the decision.

Tue findings in this study relate primarily to steps two
and five.

Deficing tize Problem

Clarifying the problem is the first step in decision-
making., Thers were no questions asked ccncerning tue rsasons

for having to maxe the decision.

(W]
o



The purcliase of an automatic washer could have several
alternatives, Tue homemuker could Lave purchased a wringer
washer, & used automatic washer or used a laundry and dry
cleaning center. Each of the respondents clivse to purchase
an sautomatic washer.

Tne respondents were asked how long they had dbeen con-
eidering the purchase of an sutomatic washer., Seventv nercent
of the respondents sald they had been tlhinking about the
purchase over one month. This amount of time would allow

for use of & number of scurcss of preshoppinz information.

TABLE 1
WASIHER SATISFACTION BI LENGTH OF TIME TIINKING ABOUT PURCHASE

Tize Number of Perceant Batisfied Digzatisfied
Reapoudents of Total Nuwber Percent IHumber Percent

1 week or less 57 14635 51 8945 6 10.5
1 - 2 veaks 25 5.77 22 95.7 1 4.,3%
2 = 3 weeks 23 5.75 22 957 1 4e3
3 = 4 weeks 12 Z.C0 10 8%e3 pre 16.7
over 1 month 283 70.75 254 89.8 22 10.2

14






Seekinig Alternative Scolutions

Seexing; alternative solutioas can involve the uss of
nany sources of {information such as magazines, friends and
salesmen., Tho seealiny of alternatives through these scurces
Lielp in detaraining what brand and model washer to purchase
for the particular fanily need.

In tuis sbuldy the moat used source of inforaatinsi s
the sxlesnan from waiom Lhe washer was purchased, Cune-zalf
of tue respondents saild tiey received very muca inforaation
Zrom tle salesmenes Alsy )4 porcent weorse gatiafiod with the
wasier. This does not azree with Katona end Mueller wio found
information from relatives, Sriends and nelghbers was of
greator importance than siopping in stures.

T.ie housmaker's husband provided the seccnd source of
information. HNouwever, oaly 24 percent sald they received
very much informotlicon fron their hLucbands., Amcng respondents
whose husbands provided very much infcrmation, 93 percent
werg satisfied with the wasler,

A greater nunber of the lhomcmakers were sczctisfied 18
the decisioxn about tiie purchase of tho wasier was discucsed
with a reigl:bory relative or rusband coxpared with tlhose who
41id not discuss the decision with a neijshdbor, relative cr
rusband,

Table 2 ghows the relationship of vacter satisfsciicn

to the amcunt of infermation received from the sources.
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Schoexnaker (9) states "the comparison of satisfactory
and unsatisfactory decision-making revealed that the problem
vas discussed to a greater extent in the family and with more
persons outside the family in the satisfactory than in tre
unsatisfactory decision. More sources such as magazines,
bulletins snd newspapers were consulted ... ia satisfactory
decisions.” Table 3 verifies Schoemaker's findings.

Just over half of the respondents used less than five
sources of information and 87 percent of these respondents
wore satisfied with the washer. A48 the number of informative
sources used increased so did the percent of respondents
csatisfied with the washer,

It 18 interesting to note that ouly 31 respondents or
almost nine percent of the total used more than 10 sources
of information. However, there was ample time to consult
other sources as 71 percent had thought about the purclLase

for over one moanth,.
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TABLE 3
WASHER SATISFACTION BY COMBIHED SOURCE OF INFORMATICH

Number of

Sources Satiafied Dissatisfied
Number and Percent Number and Porcent
Percent of of Perceut of of
Respondents Total Respondents Total

Below 5 D 2de+ . O/ e 07

11 - 15 25 6.9 06.2 1l 2eD 3.8

over 15 6 1.7 100.0 4) 0 0

Two other questions were asked the respondenta about
seeking alternatives.

The first question asked was about the number of dealers
vigited or phoned when they were seeking information about
the purchase of the washer,

Fifty-four percent stated they phoned or visited only
one dealer. Ninety percent of that group was satisfied with
their washer. Of the total respondents only 13 percent said
they visited three dealers. This group had the highest
nuzber of respondents satisfied with the washer. Seven percent
8aid they phoned or visited five or more dealers. This group
had the lowest number satisfied with thelr washer. Gross and
Crandall's (5-66) statement "Important as it is to have many
alternatives, there is a danger of confusion with a wide variety

of choices” may help explain the low washer satisfaction,
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TABLE &
WASHLR SATISFACTION BY NUMBER CF DZALERS CONTACTED

Kumber of Nunber of Percent Percent of
Dealers Contacted Respondents of Total Total Satisfied

One 209 539 82.5
Two 76 19.0 92.1
Three 50 12.9 94.0
Four 20 6.7 8845

3

Five or more

7'0 77.8

Tue other guestion asked the homemaker related to the
cumber of brands she considered when purchasing the washer.

Forty-one percent of the respondents considered only
one brand and 93 percent of that group were satisfied with
the decision. Two brands were considered by 39 percent
of the respondents and 86 percent were satisfied with the
decision.

It is interesting to note there appears to be no pattera
to the number of brands considered and satisfaction with
washer. TLe group that was 1CO percent satisfied considered
five or more brands. The statement by Gross and Crandall
discussing danger of confusion with a wide variety of choices

is not confirmed.

20



Tie number of dealers visited or phoned and the number
of brands considered in relationship to washer satisfaction
is inconclusive. It should be noted that >4 percent of tue
respondents considered one dealer and 41 percent considered

one braude

TADLE 5
WASHER SATISFACTION BY NUMBER OF BRANDS CONSIDERED

NHuzbter of Brands Number of Percent Percent of
Respondents of Total

Total Satisfied
One 139 4103 9205
Two 151 39.2 86.1
Tares 51 13,2 92.2
Pour 15 349 80.0
Five or rore 3 2.3 100.0

The respondents were asked about previocus ownershlp
of an sutomatic washer. Ian Table 6, 42 percent Lad pur-
ckased an automatic washer for the first time. The table
‘aloo shows a lower percentage of previous owners of an

gutomatic washer were satisfied with their new washer.
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Another guestion asked those who had owned an sutomatic
washer before was the age of the washer replaced by the new
ond. Forty-two percent replaced an sutomatic washer that
wag over eight years old, Thirty-two percent replaced a
warher that was five to elzht years old.

The respondents replacing a washer over eight years old
had the leaat percentage gsatisfied with their new washer.
Taose who replaced an autcmatic washer that was froam one to
tihres years old had the alghest perceat of satisfied with
their new washer.

The third question asked relating to previocus experiences
with an automatic washer concerned the previous use of this
brand washer. B8ixty-one percent of the respondents who
purchased this washer had no previous experience with it and
83 percent of these respondents were satisfied with tie washer.

Of the homemakers who previously used this wesher brand
in somevone else's home, 97 percent were satisfied with the
washer. Of the homemsakers who previously owned this bLrand
washer and purchased another, 90 percent ware satisfied with
the washer. HNinety-five percent of the respondents who had
used the washer in & laundry or dry cleaning center were
satisfied with the washer., One hundred percent of the home-
makers who had used this brand washer in & neighbor's or

relative’s home and also in the lauadry center were satisfied.
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One hundred percent of the homemakers who had used
this brand washer in a neignbor's or relative's home and
aleo in the laundry center were satisfled.

Tue group with tze lowest percent of satisfaction with
tae washer were those respondents who had no previous
experience with this brand washer. Those respondents with
trie hignest percent of satisfaction Lhad used tie washer in
more than one place.

Thinking Througzh Alterrnatives

The next phase in decision-making is thinking throug;h the

alteruatives. Iy takes time to tnink through the alternatives

and to deteruine if sll possible alternatives have been sougnt.

The respondents were asked the leagth of time it took
them to make the decision after they had started shopping for
a new automatic washer,

Sixty-six percent of the respondents said they took one
week or less to make the decision and 89 percent of that group
were satisfied with their washer. In an earlier question
about length of time in thinkiny, about the purchase, over 70
percent of the respondents had thought about the purchase
for over a month.

One hundred percent of the respondents who tock two to
three weeks to make tie decisicn were satisfied with the

washer,

a)
Nt
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Tuose respondents least satlsfled with the washer
took over ocne month to meke tie decision. IMuking a &ecision
too gquickly cr too slowly eppearas to incrense the percent

¢f pecrle Glssatisfied wita the washer.

TABLE 9
WASHER LoTISFACTICH BY LENGTH CP TIME MAKILG A DLCISICIH

Tizse Nuzbter of Poercent Satisfied Dissatisfied
Respondents of Total DNumbter Percent Numler Percent

1 veek

or leszs 265 66.9 235 83.7 30 11.3
1l - 2 weeks &2 15.7 57 91.9 5 12.5
e = % weeks 19 4e8 19  100.0 o o)

% = 4 weeks 16 4,0 15 9%.8 1 23
cver 1 month 54 8.6 30 88.2 4 11.8

Selecting An Alternative

The fourth estep in decision-making is selecting or
choosing en slternative. The alternative hLad already bVeen
selected as the respondent nhad slready determined which washer
and model she wanted when the study began. Questions were
esked concerning how she made the selection but no Questions
were esked the respondents about why sue made a particular

brend and model decision.



Tiie most proaminent source of information used in
making this decision was the salesrsn from whom she pur-
chased the waslier. This one person uay have been the person
who convinced ler to choose thls brand washer to purchase.
Because 51 percent used five ur fewer aources of information,
those tuney used appear to have a great influsence on the
cuoosing of one altisrnative.

Azcentine Regponsibility for tie Decision

Tiais lest step, thougnh often not included, ia a veory
fundanental step in decision-mazing.

The homeaukar must accept tue rezpoasibility for herx
decision about & rarticular itsm. The homemaker's satisfaction
wita her washer decision could dzpend ou Low salisfied she was
with the dealer from whom she purchacel tlie washer, if sle
needod & service call oo her new wasi:er and 1f the service
she recelved wus guod.

Soma exsnples of problems the homamaker could have had
are late delivery, poor installation, no instructiosas given
on how to operate wazher, slow response to a service csll and
the wasber zot fixed the first tims the service mua caze.

When a proolem dves occur witu a wes procduct, tue iivme=
naker may have ti:e feeling of “"dissonance,” OSihe nay asa her—
self wuhy che bousht this washar and rct s yme other brand. She

is8 tnen dissatisfied witli har purchase.



Table 13 shows % perceut of tue respoadenta in tuis
study were satisllied witi tueir vasner, indicating tuey waere
Lappy wish tile decisioa abtout model and braad of wasier pur-
caased. Taere are, nowever, six perceatv of the respondents
w10 are not ratisfied with the waster.

TABLE 10
SALISFACTION WIWH WASHER

Numnber of Parcent
nfespondents of Totul
Yen 371 309
Jife) 24 6.1

Several questiona were asked the respondentis about tue
estaraal factors which ware dafined for this study as service
oad dealer.

Seventy-Lfive percant of the respondents did not Lave to
call a service man for tieir wasier and cof this group $3 percent
satisfied wita the washLer. Tweuty-five percent did auave to
call a service man and &6 percent of thone needing a service
call wore satisfied with tue washer. Tue group of respondents
wu0 needed a gervice call were less satisfied with the washer

vnan tiose who did not need a service call.

29



Seventy-four percent of the group needing a service
cell vere satisfied wita the service received. Of this
group wno were satisfied with tiie service, 94 percent
wers aloc satisiied with tne waznher. Of tne 29 perce:nt not
pntiefied with the service received, ozly 54 percent were
satisfied with the washer. T.is relates to Festinger (4:123)
disgonmace tireosyy VIf disuyonance were difficuit to roduce
the resret period wighit be sitrong and of long duration.”

The typs of gscrvice csll needed was tus sublect of
aasther questicin. Fortly-eijsit percant of taose respondeats
wio needed a service call nad a meclianical problem with the
wache: and 8) percent of the respondents wsre satvistlicd with
the washer, BSeventy-two percent of the respondents needesd
a service call becsuse of poor installation of the washer
and 90 jercent of thess respondeats were satisfied with the
washere 7Thvse honcuakers who had several problems with the
washe ind tLe lovest percent of cxtisfaction with the washer,
Only &3 percent were satisfied wituy the wasaer,

Another of the external factors was tue dealer. ilmoct
nine percent of the respondents would not recommerd thelr
desler to someone €lse and would themselves change dealers

if they could.
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Of tuo group who would recowmaecd their dealers, 24
parcoat were satislfied wito the wasner. UOf ths niae

=arcont wio would uct roecenuend thoe dealer only & percent
ward savisfied wisu the waoshcore

Jusn LLe respondeate were asked i1f they wouuld cunnge
dealers,y nine percent scld "yes." Cf thlc aine perceat, 62
psrcent were satistied witl tie wesher, Nlaety-four percent
of the respendepts wnd woulid not changs dealers wire sutisfled
Withh Tie washare.

o9 group of recpondents who would chaige dsalors and
would not recommend their cdealers to somoone clse included
feJer people wod were satinfiad with tue washer *-en gdid
tLo groud whio would recoanend the dealer and wio weuld aot

ciang9 dealers,
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CHAPTER V
SUIMMARY AND IMPLICATIONS
SUMMARY

Purchaszing a major appliance, which involves a large
sum of money, is aan important decision in the area of family
finance. The sgatisfaction of that declsion is the selection
of a satisfactcry product which meets the family needs and
financial situation.

Tnis study focuses primarily on two steps of the decision
model as discussed by Gross and Crandall (5:65)e. The two
steps are seeking alternative solutions and accepting respon-
8ibility for the decision. It also focuses on the satisfied
and dissatisfied owners of a new major appliance and the
factors relating to the satisfaction or dissatisfaction.

Appendix C provides information about the homemaker
herself and washer satisfaction. The under 20 age group was
the least satisfied with the washer. The age group of 36-55
had the next largest percent of homemakers dissatisfied.

The respondenis who previously owned an automatic washer
for over eight years and replaced it with a new one alsoc had
a lower number of respondents satisfied with the washer, This
could relate to the age group of 36-55 and washer satisfaction.

The difference in income and satisfaction with the washer
are not great., 7Those who did have en income of over §£10,0C0

bhad & lower percent satisfied with the washer, however,



Little differeace i found in th» percent of Lome-
maxers satiafied witia tue washsr and tlhe smount of tine
enpioyed cr not eiwloyed.

The education level of tl.e wife in relatica to washer
satisfaction is inconclusive. Tiie hicrect perceat satvisfied
with tiie wasbker woe those wiwo graduated from college. The
sacond hLighest percent satisfied were those with an eigutu
grade education.

Aizaing the number of people for whoa & homezaiker washes
clothes for ia relation to wasner satisfaction 13 lacorclusive,
ez ia t.us nuwber of wash loads dune a week,

Definingz the Problem

Tihiose homemnaxers who thought about the purchase from one
to thres weeks had the largest percent of respondenta gatlisfied
with tie washer.

Dezains Alternative Sclutions

A3 tie number of sources used by tue respondents went up
s0 did tue percent satisfied with the washer. However, the
majority cf the respondents used fewer than five sources of
iafornmation, Fifty-vhrse percent of the respondents con-

tacted oaly one doaler and 41 percent shopped only one trand.



Thinkine Throui-h Alternatives

The group of respondents who had the highest percent
satisfied wita the washer took 2-3 weeks to make the decision.
However, the majority of the respondents tock less time to
make the decision.

Selecting an Alternative

Each respondent selected the sgame model and brand washer.
llo information was sought concernirg why she selected that
particular mcdel and brand.

Accepting Reeponsibility for the Decision

Three~-fourths of the respondents did not have to Lave a
service call., A higher percent of these respondents were
satisfied with their washer than were those respondents needing
a service call.

Those respondents wio were dissatisfied with tue service
received had a much lower percent satisfied with the washer
than 4id those who were satisfied with the service or those
respondents not needins a service call.

About nine percent of the respondenis were notv satisfied
with their dealer. Those respondents not satisfied with the

dealer also had a much lower percert satisfied with the washer,



The need for service, type of service received and the
satisfaction with the dealer 4o play a part in the washsr
satisfaction., There are external factors which influence

the satisfaction of the washer decision.
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IMPLICATIONS FCR TEACHERS
5D EXTENSION

The consuuer hLas become of prime importance to Home
Econonists who are educators. Tue Job of educating both
Junior High erd High School students to be aware of the
decision-maxlng; process in the purchasing of household items
is very izportent. Education of adults in this sane very
important area is @lso receiving a great deal of emphasis
ty the government aad private organizations.

Phls study suows educators some of the areas where there
is a need for more empuasia in teachirg the declsion-making
process.

There were two age groups wnich were more dissatisfied
with the washer decielon than other groups. The youngest
purchasers of &u automatic wasier Lad the most dissatisfaction
with the purchese ol the washer. This perhaps tells us they
are not receivin; information about major appliances relating
to the care of clothing, food preparation and preservation.
With the highest percent of young women marryiag at tue sge of
1S than any other aige this is a very important area that should
be taught in the schools.

Tae otiher aze greup that is of concern is the #5-5)5 year
0ld homsnmakers., Their satisfaction with the washer could bde
lack of knowlelie about tie uses for the features on the waslier

ard how to launder the pressnt day fabrics.

%1



They may also be the hardest to educate because they
feel they Lave bveen doing the laundry for so many years
they know wrat and how it should be done.

Over 50 percent of the respondents received very much
information from the salesman., It is important to educate
students and homensikers on how to purcLase a major appliance
and how to shop for a dealer as well as service., Because
the dealer is s0 important, educators may want to ask &
dealer and/or service man to discuss buyinz appliances in
the classroom or discussion group. The Extension Home Economist
may also consider a display in the retaller'’s store showing
information available to the ccnsumer to help her make a
decision about the purchase.

Educating not only the homemaker, dbut the entire family
is important, Husbands, friends and relatives were consulted
about the purchase of the appliance.

IHMPLICATIONS FOR HOME ECCHROMISTS
IN BUSIRESS

Honne Economists in Business can play ean increasing role
in helpihg tue consumer select the producta available on the
market most suited to her needs.

Cas of the most important mrees 1s the source used for
obtaining information. Over 50 percent of the respondents
sald the dealer salesman gave them very much information about
the washer. If the homemskers are relying so heavily on the
advice of the salesmen then perhaps there should be more Home
Econonists talking with dealers sbout what a women wants to know

when she is purchasing en appliance.



Perl.aps the salesmen need to be kept more up to date
as to what and how the appliance benefits the homemaker,

With nine percent of the respondents noct satisfied with the
dealer, thisg area should Le a great concern to bota thLe Home
asconomlat acd tl.e dealer.

The type of ln~store Qisplay pruvided elitlher very much
or some information to over 30 percent ¢f ths respondenta.
Home Lconomists should become involved and help gullde the
d2sicn of the Aigplay material, A4lso tue in-store disrlay of
rmarchandise 13 important. Waat attracts a homenaker to a
particular brand or model waskar? Is it the color of the
nppliance, display material on the appliaance, deslizn of tlLe
appliance itself? Each of tiaese gquesticas should pe of con-
cern to the Home Economlsts in Business.

A larger group of homemskers who have had previous exper—
ience with the wasler brand were satiszflied with the wasuner than
wore those who had no previous oexperlience. The scidsl con-
signment pregrams could be of help in achieving grsater satis-
faction providing the sclivols also teach the use and care of
the product.

The opportunity to use tae appliance appears to bve
bveneflicial. Perhaps the dealer suould have conanscted anpliances
ia nla store for demonstration to tlhe hoaeaarzere.

Those wonmen who have not had the opportunity to use a
particular product previously will need very clear and easily

understood operating instructions witih tle new appliance,



The group of homemakers who had not previcusly owned
this brand washer befcre Lad fower satisfied with the washer
and the percent satisfied may have increased with better and
easler to read operating imstruction.

ifore up-to-date educational materials about major
appliances ghould be xade avallable to the educators for
their use in tihe classroom.

NSED FOR FURTHER STUDY
Cae of the areas for further study would be the consumer

aged 20 and under. Why vweas her satisfaction considerably
lower than the average?

Another area of concern is tie homemaker who has an older
washer and purchases & new one and is dissatisfied. Is she
not being kept up~to-date with vhat's new? How can we keep
Ler up-to-date?

A study of how a lhomemaker selects her dealer and service
can could £ind ways to prevent some of the prodlems caused by
these external factors which therefore can cause dissatisfaction.

4 follow-up study of the same 400 respondents would also
be of value in comparing the satisfaction and dissatisfaction

of owning the washer for a longer period of time.

i
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ADPTPEIDIX A

Questionnaire



March 1, 1968

Hello:

One of the basic functions of a Home Zconomist in any job

is to find the best means of informing the consumer about
the product she has purchased or is about to purchase.

We are very interested in knowing how you, as the consumer,
obtain information about the more expensive items purchased.
We are also very interested in finding out how many people
are disappointed about a purchase after using the item.

The disappointment could stem from the product itself, the
dealer and/or the service needed and received.

Your answers on the enclosed questionnaire will help us
who are Home Economics Teachers, kExtension Home Economists,
Utility Home Economists and Home Economists in Business
plan future lessons, programs and written material. We
will be able to determine how we can best inform you of
features on new products, how to use the new products and
how to eliminate some of the problems that occur after

the purchase of an expensive item.

The questionnaire will take about five minutes for you to
£fill out. All answers given are in strictest confidence.
After the enclosed numbered questionnaire is returned your
name will be removed from my list.

This study is part of my graduate program in Home Zconomics
at Michigan state University in East Lansing, Michigan.
Norge has cooperated with me by giving me your name from
the returned warranty card you sent to Norge after you
purchased your washer. This is not a Norge survey.

After you have answered the questioﬁs in the questionnaire
please return the questionnaire in the enclosed stamped
envelope.

Thank you for cooperating with me in this study.

Sincerely,

Janice Heckroth

Or. Garol Hafffer

Dr. Carol Shaffer
MICHIGAN STATE JUwivERSITY

YT~



(1-4)

CONSUMER INFORMATION STUDY

. this the first srel ]zl
automatic washer you yes no
have owned?
' this is not the (6) 1 p 2 [;] 3 4[]
first automatic l-5 yrs. 3-5 yrs. 5-8 yrs. over 8 yrs.
washer you have
owned, how old was the
washer it replaced?
i this the first (4[] 20 3 []
time you have used yes no, used neighbor's no, previously
this brand washer? or relatives owned one
4[]
no, used one in laundry and dry cleaning
center
yw many dealers did ey-1 [] 201 s (J==%f] s[]
you visit or phone one two three four five or more
before you purchased
your washer?
yw many different (9) 1[] 2D B'D 4'D SD
brands of washers one two three four five or more
did you consider
buying?
>w long had you been £I0N 11 2 E] 3 E]
thinking about buying 1 week or less 1-2 weeks 2-4 weeks
a new washer?
4 a1l
3-4 weeks over 1 month
fter you started (11)

shopping for a washer,
how long did it take
you to make a
decision?

1] 2[; 3
1 week or less 1-2 weeks 2-3 weeks
% 5 ]

3-4 weeks over 1 month



How much information
did you receive from
the following:

TV programs

TV ads

Magazine articles

Magazine ads

Newspaper articles

Newspaper ads

Salesman from whom
you purchased

washer

Other dealer
salesmen

Neighbor
Relatives
Husband

In-store display
Utility Company

County Extension
Service

Night or evening
school

Dealer demonstration

Government
publications

Consumer Digest or
Consumer Report

Other

(12)
(13)
(14)
(15)
(1e)
(17)

(18)

(19)
(20)
(21)
(22)
(23)
(24)

(25)

(26)
(27)

(28)

(29)
(30)

very much

none

30
3
31
3
3
3 [

3

3 [
31
3
3 ]
3
3 [

3 [

3
3 [

3 [

3 [
3
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Do you feel the (31) .1 D 2 D

warranty is written yes no
! clearly?
;
Would you purchase (3e)1 jot ]
; an extended warranty yes no

if it were available?

‘Have you ever had to EA5R L -
call a service man yes no
i}  to repair your new
. washer?
1
What was the nature (34) 1 D 2 D 3 D
of your complaint? poor washing demonstration

3: installation results required

.4D

5' mechanical other

3 Was it corrected by £35) %1 D 2 D
no

3 the service man? yes

1

4 Are you satisfied (36) 1 |} 24N
i with the way it was yes no

. corrected?

If you could change
ﬁ your decision, would
’ you change: yes no

n

4 brands AL B 8 C]
ﬂ dealers (38) 1 E]
service £ 4. ¢ Mo []

)

‘0l ‘olooo

Are you satisfied with o) 1[] 2
ﬂ your new washer? yes n
}{WOuld you recommend to (41) ].E] 2

someone else to buy yes n
the brand washer you
did?

§
Would you recommend the (42) 1 D 2 D
dealer you purchased yes no

the washer from to
someone else?




Your age?

(43)

be

What is your total (44) l[

family income before le

taxes? 4,1

6 [

15

or

Are you employed? (45) 1[

no

What is the highest (46) l[

level of education 8t

you have had? gr.

6 -

ot

For how many people (47) E]
do you wash clothes? 1

How many loads of (48) 1[

clothes do you 1-

wash a week?

How many of the B0

above loads: co

bo

i

3/

Thank yo
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March 15, 1968

Hello:

Several weeks ago I sent to you a questionnaire
to be filled out and returned to me. It is a part
of my graduate studies in Home Economics at
Michigan State University.

Perhaps like so many of us, you said to
yourself, "I'll do this later when I have more
time." So today you have received this brief
reminder that the questionnaire takes only five
minutes to fill out. I do hope you will take the
time to help me in this study.

Sincerely,

o Jichot!

ice Heckroth

483



APPENDIX B

Statos and Response Racte



TaBLE 16
STATES AND RESPONSE RATE OF RESPCHDENTS

State wrong Nunmber Number Percent
Address  keturned B2nt of
end Usealle Usealle
Returns
Alabana 1 4 11 40
Arizona b 18 43 42,8
Arkansas 1 9 21 45
Alaska 0 Q 0 0
California C 14 52 26
Colorado ¢ 2 7 2%5
Connecticut 0 6 13 40
Delaware 1 0 1 0
Florida 0 0 3 0
Georgla 0 5 14 BI<)
Hawail 0 o 0 0
Idaho 0 1 3 33
Illinois 2 32 £l 40
Indiana 2 12 e3 45
Iowa 0 3 15 56
Kansss 1 11 15 77
Kentucky 0 4 7 27
Louisiana 0 5 1s 33
Mainse 0 7 11 €+
Maryland 2 5 18 33

49



TalLE 16 « Coatinued

Etate Wrong Number Nunter Perceunt
address Returned Seul of
and Useable Useable
Retucna
Massachusetts o] 15 ¥4
Michigan 0 3 13 42
Minnesota 1 + 6 Y
Miagissippd 1 Q “ 0
Miassouri 2 9 21 +7
Montena 0 1 17
Kebraska 0 % &7
Nevada 0 O 0
New Hampshire o 2 6 55
New Jersey 1 4 11 49
Now Mexico 6 52 113 46
New York 2 “ 17 27
Ne. Carolina 2 4 14 53
North Dazota 0 1 5 ]
Oaio 2 16 ) 47
Oklahoma 1 1 & 3
Oregon 0 9 15 60
Peunsylvenia 2 36 63 33>
Rhode Island 0 0 2 0
8. Carolina 0 5 3 3Y,
South Dakota 0 G S 0
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TABLE 16 - Continued

Stats Wrong Funver Runber  Percent
Address returned Dont of

and Usezable Uceable

daturns
Tennescce c < < pLv
Texas Z 53 99 23
Utan G 3 5 aCu
Vermont G 0 o Q
Virgicia 1 o 12 50
Washington o] 3 10 G
We Virginia 0 1l Lt 6l
Wisccnsin 0 12 1?7 71
Wyoming 1 ) 6 €0
Total 33 4Q0 306 oo




APVENDIX C

Wastor Bavisfaction



TLELE 17
Waollsl BATIOFACIION LY atGh CPF WIFS

Age Number of Percent of Percant
Respondents Yotal Satisfied

Below 20 14 3.50 73.6

21 = 35 196 49.6 25.4

36 - 55 160 4045 36.3

56 - 65 21 23 30.5

over 6> 4 1.0 100.0




T.ILE 13

WASHER SATISFACTION FY TOTAL FamILY IRCCHE BEFORE TAXED

Income Number of Parcent of Percons
Respondentsa fotal Satisfied

Less than

44000 20 7e> 90,

44000 to

5,999 53 16.1 Sl.4

6,000 to _

74,993 Q4 26.1 91.5

8,000 to

2,299 69 15.5 92.3

15,000 ¢o

144309 81 21.9 83.9

15,000

or over 24 %.1 a8c.2

Ui
Wi



TARLE 19

WASHER SAatIiFaClTIey BY EIEFLOYM T OF WIFS

Laployed duncer of Parceat Peicent
Respcadents of Total Satisfied

NO 224 5?.0 G:/‘o';,
Part Yime 50 12.7 50,0
Full Time 113 5063 5l.6

frly ]

2%



Mt ey
DLELT 20

WASBER SATILGEFACTICH UL 2wuCaATiUN LbVeld OF W1y

Educaticn Hurber of Percent Percant
Respundentvs of Yovai bButislied

2th Grade %% 9.0 94,1

Srme Hish

Bchool 76 19.7 Clel

High School

Gl‘ad.uate 1 67 al - 6 85 . 6

Scme Collese 63 15.4 873

Cclleye

Graduate 30 S.1 26.7

Other 26 6.2 84.6




TABLE 71
WASHER SATISPACTIOCON BY NUMBER OF PECPLE VITE

WASTED CLOTHIS Fow

Number of fouxber of Farcant Percent
Peopls esznondants ¢f Tutal Saticfial
Oune p] o8 1¢0,0
Two 70 17.3 83.5
Turee 22 22.8 891
Four 74 155 PRI
Five 71 17.0 R3.9
Six 43 10.6 92.7
Sevea 21 540 85¢7

Bi L.;h t and i
over 26 70 3542

\1
(03



TAELES 23

WASIER SATISFACTION DY NUNIER COF wWadd ICADS A Wilk

Rumbor of Kunber of Percent Percent
Wasi Ioads Respondants of Total Satisfied
1 -2 15 Ze6 86.7
5-95 114 2% 9%.1

6 -8 130 525 8F%e2
Q- 12 78 1.3 €345
over 12 59 15.1 91.5
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