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ABSTRACT
PARALLEL PROCESSING OF SATISFACTION FORMATION:
AN EMPIRICAL ANALYSIS OF COMPETITIVE ALTERNATIVES
By

Robert D. Mackoy

The notion of competition is an integral element of the choice process.
Yet postchoice processes, such as satisfaction formation, are modeled in a
manner inconsistent with the competitive reality in which they, too, occur.
Current models of satisfaction formation focus exclusively on the single,
chosen product while assuming that evaluations of competing products are no
longer salient. This dissertation reviews the satisfaction literature in
marketing and presents a model of satisfaction formation which explicitly
considers competitive alternatives. Parallel yet interrelated paths of
satisfaction formation are hypothesized to lead to satisfaction with the
competing targets (both the choice and nonchoice alternatives) and then to
overall satisfaction. Also addressed are issues related to postchoice processing.
In this dissertation, dissatisfied consumers are hypothesized to process more
extensively than do satisfied consumers. The relative importance of predictive
expectations, desires, attitudes and disconfirmation of expectations as
antecedents of satisfaction are investigated within this framework.

The research hypotheses are tested using data from the 1992 U.S.
presidential election within a longitudinal research design. Using primarily
LISREL two-group analyses, support is found for each of the following
research hypotheses:

e Research hypothesis 1: Multiple targets of satisfaction may remain salient

post choice during satisfaction formation.



e Research hypothesis 2: The processing paths associated with each of the
multiple targets of satisfaction are interrelated, i.e. there are cross-over
effects.

e Research hypothesis 3: Dissatisfied subjects process more extensively or
completely than do satisfied subjects.

e Research hypothesis 4: Desires have a greater impact on satisfaction

formation than do expectations.

The dissertation has significant implications for the satisfaction
formation literature. Specifically, all current models of satisfaction formation
focus on the single product or service of interest; yet this dissertation shows
that, in a competitive environment, alternative products or services not
chosen may also impact satisfaction formation. One conceptual implication is
that the fundamental structure of future satisfaction models should be altered
to include competitive alternatives. In addition, managerial implications
include the necessity of revising both satisfaction monitoring methodologies

and the strategies for managing key marketing mix variables.
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Chapter 1
Introduction, Problem Statement, and
Expected Contributions

I. Introduction and Overview

Since marketing scholars first began to investigate consumer
satisfaction, the literature has been dominated by two conceptualizations
regarding the satisfaction formation process. These widely accepted but
rarely discussed conceptualizations are that:

1) satisfaction formation occurs post-purchase relative to a single
relevant product or service target (the "choice") and is unrelated to
alternatives considered but not chosen (the "nonchoice");

2) there is a single underlying satisfaction formation process that
operates across individuals and usage contexts.

This dissertation questions these two conceptualizations by addressing four
general research themes: (1) multiple targets (both "choices" and
"nonchoices"); (2) interrelated processes of satisfaction formation relative to
the multiple targets; (3) differential processing for satisfied versus dissatisfied
consumers; (4) expectations versus desires as antecedents of satisfaction
formation. The first three of these themes address directly the widely accepted
conceptualizations enumerated above.

In this introductory chapter, the logic behind the four research themes
of the dissertation is introduced in relation to the field of consumer behavior
as a whole, and then is illustrated using examples based on common consumer
experiences. Next, the four themes are briefly presented along with the

theoretical contributions each is expected to make. The context within which



the four research themes will be analyzed is then presented. Managerial
implications of the dissertation are presented next. Finally, the structure of

this dissertation is summarized.

I-1. Logic of the thesis: Relation to consumer behavior

Marketing scholars have long recognized the centrality of the concept
of satisfaction to their discipline. Early in the twentieth century, it was
recognized that the drive to satisfy desires coupled with the reality of limited
resources resulted in the need to choose from among competing alternatives.
For example, one early marketing text states: "No one can satisfy all of his
wants. People are never entirely satisfied .... Because the human being has
many wants and only a part of them can be satisfied, choice must be made ....
The consumer undoubtedly finds the greatest satisfaction when his choices
accord most fully with all of the factors enumerated” (Nystrom, 1929, pages 51,
72). In other words, consumer satisfaction and consumer decision-making
were recognized as being interdependent.

As the discipline evolved, marketing scholars used taxonomical
distinctions to help analyze the structure and function of marketing processes.
Alderson (1957) bisected consumer behavior into buying processes and
consuming processes en route to developing his functionalist theoretical
perspective. The distinction between buying and consuming as discussed by
Alderson continues to be useful when looking at the field of consumer
behavior as a whole. "Buying" refers to the information-processing aspects of
consumer decisions and consumer choice, while "consuming" refers to often-
neglected but "....equally important experiential aspects of consumption"

(Holbrook and Hirshman 1982, page 139). Westbrook and Oliver (1991) go so



far as to consider this distinction to be an "....emerging dialectic between
decision processes and experiential perspectives of the study of consumer
behavior" (p. 84).

Study of consumer satisfaction is one topic which resides primarily in
the post-decision, consuming realm of consumer behavior. Traditional models
of satisfaction formation typically regard consumer choice as a given and
specify satisfaction to be a function of antecedents such as expectation, desire,
attitude, perceived performance, and disconfirmation relative to the choice
already made. Thus, most satisfaction models have been structured and tested
in a manner consistent with Alderson's (1957) distinctions, that is, with
consumption as totally separate from the "buying" process.

However, should the fact that it is possible to distinguish between the
purchase decision and consumption imply that it is desirable to study each as if
they are unrelated? Consider the implications of the "emerging dialectic" as
illustrated in Figure 1. The consumer considers purchasing one of three
alternative products or services. To explain how the choice is made, numerous
models have been proposed, tested and supported. Often such choice processes
include intensive information manipulation on an attribute-by-attribute basis
comparing expected characteristics or performance levels. Such comparisons
are made with the consumer's internal standards and/or with the
characteristics and performance levels of the other alternatives. The end
result of this "buying" process is a selected alternative, in this case,
Alternative B.

Consumer satisfaction, as part of the "consuming process," is universally
modeled as a response or a judgment of the consumption experience related

only to Alternative B. Expectations, desires, attitudes, perceived performance,



Pre-Decision Post-Decision

' Satisfaction Overall
B with choice * Satisfaction

Traditional
Choice Models: Satisfaction Models:

Alternatives A, B, and C are Only the antecedent constructs in relation
considered and comparatively to the choice (here, alternative B) are
evaluated. Expectations and considered relevant.

desires are formed relative to

all three alternatives.

Figure 1
Pre-Decision Versus Post-Decision Models



and disconfirmation related to Alternative B are considered sufficient to
understand satisfaction with the consumption experience. In other words,
satisfaction is modeled as a single process related to a single target. When one

considers the intensive choice processing which involved Alternatives A and

C in addition to B, it seems unreasonable to assume that those alternatives not

selected become totally irrelevant to post-choice satisfaction formation

processes. Expectations, desires and attitudes regarding Alternative B evolved
in relation to expectations, desires and attitudes regarding the two other
alternatives. Likewise, in some usage contexts, the perceived performance of
Alternatives A and C may influence the consumption experience of the
consumer who selected Alternative B, especially if the consumer is dissatisfied
with B.

Some researchers (e.g., Cadotte, Woodruff and Jenkins 1987; Spreng and
Olshavsky 1993) have used nonchoice alternatives as standards of comparison
in satisfaction formation processes; however, the "comparison" is thought to
occur at a distinct, single point (e.g., disconfirmation) in a total process which
still focuses only on the choice alternative.

In summary, it is unrealistic to assume that intensively "processed" but
unselected alternatives ("nonchoices") have no impact on satisfaction
formation regarding the selected alternative (the "choice"). Given that many
consumer decisions of interest to marketers occur in a competitive context --
one in which alternatives exist, information is abundant, processing is
encouraged, and risk is involved — it becomes clear that the satisfaction
literature has not developed a satisfaction model which explicitly considers

competition.



I-2. Logic of the thesis: Theoretical support

While marketing scholars have neglected the relationship between
consumer decision making and satisfaction formation, theoretical support for
such a relationship is apparent from two other sources. In A Theory of
Cognitive Dissonance, Festinger (1957) explicitly recognizes that dissonance
can be created by the simple act of choosing one alternative while rejecting
others. He states: "....There will be some cognitive elements corresponding to
the positive aspects of the unchosen alternative and some elements
corresponding to the negative aspects of the chosen alternative which will be
dissonant with the cognition of having chosen one particular alternative...."
(p. 36). Thus, Festinger provides a theoretical link for hypothesizing that
nonchoice alternatives may continue to have an impact on consumers' post-
choice experiences. Although Festinger's analysis is limited to the period
following the choice and prior to actual consumption (p. 43), there is no
logical reason for concluding that dissonance can not extend into post-
consumption processes.

Theoretical support for the major premise of this dissertation may also
be found in regret theory from the field of economics. Loomes and Sugden
(1982) offered regret theory as a parsimonious alternative explanation of some
types of observed "non-rational" consumer choice behavior. Numerous
scholars (e.g., Kahneman and Tversky 1979) have demonstrated that
consumers systematically violate commonly accepted axioms of choice under
uncertainty. Rather than construct elaborate explanations of such behavior,
Loomes and Sugden (1982) question the axioms themselves. Their theory is
based on the notion that consumer choice is not "....independent of the nature

and combination of actions simultaneously rejected...." (p. 82). In their theory,



the anticipation of regret (and/or "rejoicing") is combined with factors
derived from conventional utility theory. The entire constellation of
alternatives in the choice set is evaluated in terms of expectations following
the decision. For example, using the situation depicted in Figure 1, traditional
choice theory would state "choosing alternative B is preferred to choosing
alternatives A or C." Regret theory would state that "choosing alternative B
and simultaneously rejecting alternatives A and C is preferred to 1) choosing
alternative A and simultaneously rejecting alternatives B and C or 2) choosing
alternative C and simultaneously rejecting alternatives A and B." The
rationale for the latter framework is that consumers anticipate (expect) regret
from choices not made and factor that anticipation into their decision. For our
purposes, the important point is the implication that consumers develop
expectations regarding their future responses to nonchoice alternatives.

Thus, it is logical to hypothesize that nonchoice alternatives may remain

salient in both buying and consuming processes.

I-3. Logic of the thesis: Example

In this dissertation, the relevance of Alternatives A and C, the
unselected alternatives, will be explored. Specifically, it will be proposed that
multiple "targets" and parallel satisfaction processing paths for these targets
are relevant to satisfaction formation (see Figure 2). The logic of multiple
targets and parallel processing of satisfaction formation can be illustrated
with the following example.

Consider a husband and wife who buy new cars at approximately the
same time. She buys a Geo Prizm and he buys a Toyota Tercel. The wife was

confronted with an attempted "bait and switch" maneuver and dealt with a



Pre-Decision Post-Decision

Satisfaction

B Satisfaction Overall
A w/ choice Satisfaction

Satisfaction
w/ nonchoic

Proposed
Choice Models Satisfaction Model

Constructs relevant to both choice ("B") and
nonchoice ("A" and "C") alternatives affect
choice satisfaction processes and overall
satisfaction.

Figure 2
Pre-Decision Versus Post-Decision -- Proposed
Model



salesman who tried to add on several new costs at the closing. Still, the wife
remained firm in her position and ultimately obtained the car she wanted at
the expected price. Her husband, on the other hand, experienced no problems
or surprises during the entire negotiation and closing process, and in fact was
offered several minor services (free of charge) which had not been expected.

During the first year of ownership, the wife's car needed minor repairs
on two occasions to correct a manufacturing defect. Both events were covered
by warranty. The husband's car did not need any repairs. At the end of the
second year, the wife's car began to exhibit minor rust spots; the husband's car
did not. Though the wife is, in general, satisfied with her car, that satisfaction
is diminished because of her "experiences" with the husband's car. The
husband's satisfaction with his car is intensified because of his experience
with his wife's car. In other words, satisfaction with the choice is partly the
result of expectations, desires, performance, and disconfirmation associated
with the nonchoice. Note that this experience is not simply the result of
having another substitute comparison standard as some have suggested.
Rather it is the result of parallel processing along the entire satisfaction
formation process. The husband's overall satisfaction with his transportation
experience is influenced not only by his satisfaction with the Tercel, but also
by his satisfaction with the Prizm. His satisfaction with the Prizm is
determined in part by his expectations, desires, performance perceptions, and
disconfirmation related to the Prism as well as by the these same constructs
related to the Tercel. (This illustrates the first and second themes of the
dissertation--see Section I-4.)

Because the husband is satisfied with his car, he does not think much

about his original expectations, desires, or attitudes, nor does he think about
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whether these pre-purchase expectations, desires, and attitudes have been
supported in his experience with the car. Because he is satisfied, he can move
about his daily routine without giving the car much thought. On the other
hand, his wife is mildly dissatisfied with her car. This dissatisfaction "gnaws"
at her. It bothers her that although she spent $800 more for her car, she is
less satisfied than her husband is with his car. She recalls her original
expectations, desires and attitudes: "What did I expect? Were my expectations
unreasonably high or is the performance really worse than it should be? All I
really wanted was a trouble-free car; was that unreasonable? I really believed
that American car companies could once again compete with Japanese
companies, but maybe my husband was right ....". She replays her decision
process in her mind, partly because she doesn't want to repeat her "mistake"
and partly because her dissatisfaction just bothers her. (This illustrates the
third theme of the dissertation.)

Upon reflection, the wife realizes that she had, to a certain extent,
talked herself into believing that American cars were once again of high
quality. She wanted it to be true, but in the back of her mind she expected to
have a few more problems with her car than her husband had with his. When
she actually experienced the problems, however, she was dissatisfied because
she had desired a trouble-free car, though she had expected less. (This

illustrates the fourth theme of the dissertation.)

I-4. Four research themes and expected contribution
Because this thesis will investigate issues pertaining to the core
structure of satisfaction formation processes, it is expected to make theoretical

contributions to the satisfaction literature. Each of the four themes of this
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dissertation will contribute directly to the conceptual understanding of
satisfaction formation processing. In some cases, significant new structural
enhancements are proposed. In other cases, discussion will address areas in
which conflicting results have been obtained. Expected theoretical

contributions are outlined next.

(1) The potential relevance of multiple targets of satisfaction formation

(i.e., choice and nonchoice) will be investigated. Current models of
satisfaction formation processes universally focus on a single target, the
central object or event about which satisfaction is being measured. It will be
demonstrated that, at least in some situations, measuring satisfaction with
multiple targets, individually and collectively, is more relevant than
measuring satisfaction with a single target. Situations in which multiple
targets are likely to be relevant are those in which consumers select a product
or service from among a set of alternative possible choices, and have some
exposure (direct or vicarious) to the performance of nonchoice alternatives.
Since a large proportion of consumer decisions occur in such situations,

conceptual implications of this thesis may be far reaching.

(2) It will be demonstrated that the processes resulting in satisfaction/
dissatisfaction with multiple targets are parallel yet interrelated. The major
implication of this finding is that the complexity of satisfaction formation
processing is not adequately captured in current models of satisfaction
formation. Not only should satisfaction with multiple targets be considered,
but the satisfaction formation process of each target also needs to be included

in satisfaction models, since the processes themselves are interrelated.
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(3) It will be tested whether dissatisfied consumers process differently from

satisfied consumers. Current satisfaction formation models do not differentiate
between the actual processing of satisfied versus dissatisfied consumers. The
demonstration of differential processing implies the need for using models of

greater complexity, and/or for developing a contingency processing model.

(4) It will be tested whether the total effects of desires are greater than the

total effects of expectations in determining satisfaction with an important,
highly involving event. One could argue that desires is a future-oriented

affect-based construct, just as expectation is a future-oriented cognition-based
construct. If supported, the implication of this theme is that the recent trend
in satisfaction literature towards an increased focus on affect should be

continued or expanded.

I-5. Context of the empirical test

It seems logical to expect there to be a continuum of usage contexts based
on the degree to which non-selected alternatives (nonchoices) are relevant to
satisfaction formation. At one extreme would be the context implied by the
traditional satisfaction model (i.e., single target and single process). At the
other extreme would be contexts in which all alternatives considered have
significant impacts on satisfaction formation. To explore the proposition that
nonchoices can have a significant impact on satisfaction formation, it makes
sense to select a context in which the probability of uncovering such
relationships (if they exist) is high. If it can be demonstrated that nonchoices

can influence consumption experience satisfaction formation in one context,
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then the range of contexts within which such relationships occur can be
explored. The first step, however, is to demonstrate that it can occur.

The context for analyzing the four research themes will be the 1992 U.S.
presidential election. An election entails many of the same characteristics as
many more traditional consumer choice settings: an abundance of
information, choice among alternatives, relevance of traditional antecedent
constructs (e.g., expectations, desires, attitudes, etc.), persuasion attempts that
can create expectations, the probability that individuals will ultimately be
satisfied or dissatisfied. In addition, an election provides the potential to
obtain additional benefits rarely evident in more traditional consumer
behavior settings: wide variance in measures of satisfaction, wide variance in
measures of desires, and clear, objective, widely perceived measures of
performance (i.e., the outcome of the election).

Use of the 1992 presidential election as an arena for testing and
developing satisfaction theory is appropriate for at least three additional
reasons:

1) Marketing of political candidates is a huge industry in its own right.
Tens of millions of dollars are spent on campaigns during presidential election
years, and nearly as much is spent on campaigns, research, and political
strategizing during other years. The high cost of running for office is the
major force behind proposed campaign finance reform legislation. Marketing
research firms using established market research techniques play a
prominent role in identifying target markets and effective communications
program development. All the tools of advertising and public relations are
utilized. The "product” (i.e., candidate) is created and modified to most closely

match the wants and desires of the "consumers" (i.e., voters). Given the clear
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role of marketing in elections, it is surprising that political campaigning is a
topic seldom discussed by the marketing discipline.

2) Several topics clearly within the domain of marketing possess
characteristics which parallel those of political marketing. Any situation in
which few competitors compete in a zero-sum situation has similarities to
election marketing. Professional sports marketing, for example, is one
marketing application which may have similar satisfaction formation
processes. Two teams compete head-to-head and one team wins. Fans of each
team have expectations and desires before the contest, and varying degrees of
disconfirmation and satisfaction following the contest. The outcome itself is
generally unambiguous, and people can distinguish between the process and
the outcome. Other possible parallels include governmental and organi-
zational buying in which a limited number of bidders compete in a zero - sum
situation.

3) Findings from this investigation may be relevant to the broad spectrum
of product and service contexts because what is being investigated is the
structural relationship among the antecedent constructs of satisfaction. As
such, the investigation may have implications for satisfaction theory in
general. In other words, because the topic of interest is the relationship
among constructs, the findings may be relevant to the relationships among

satisfaction constructs in general.

I-6. Managerial implications
Top managers understand the importance of satisfaction formation
processes in determining corporate success. For example, Jack Welch,

successful CEO of General Hectric, states: "Too often we measure everything
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and understand nothing. The three most important things you need to
measure in a business are customer satisfaction, employee satisfaction and
cash flow. If you're growing customer satisfaction, global market share is
sure to grow too" (Tichy and Sherman 1993, p. 88).

Conversely, managers recognize that dissatisfaction has serious
repercussions. Numerous consequences of consumer dissatisfaction have been
documented including loss of repeat business, low employee moral, negative
"halo" effect on other aspects of the business, and negative word-of-mouth
communications (Albrecht and Zemke 1985). The cost of adding a new
customer is significantly higher than retaining an existing customer and
even small decreases in customer defection rates can have a major impact on
company profits (Reichheld and Sasser 1990). Given the increasing openness
of global markets, foreign firms which have specialized in satisfying
customers will enjoy competitive advantages over U.S. firms which have not.

Because this dissertation questions the core structure of satisfaction
formation processes, results are expected to have numerous implications for
managerial application.

1) If the parallel satisfaction processing framework is supported,
managers may have to alter their strategies for increasing/maintaining
consumer satisfaction. They will have to consider that consumer satisfaction
with their product or service is, in part, determined by consumer satisfaction
with competitors' products or services. Also, they will consider the
implications of the fact that consumer satisfaction with competitors' goods and

services is at least partially determined by customer satisfaction with their

goods and services. This represents the simple, but critical recognition that
satisfaction formation processes, too, occur within a competitive environment.
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Producing high quality products at a fair price is not the only determinant of
satisfaction even among one's own customers. Of course, much more research
will be needed to establish that such parallel processing occurs in the context
of consumer and durable goods. The exact nature of the "cross-over" effects in
various contexts will also need to be specified.

2) Support for the parallel processing framework would imply managers
should immediately begin to alter the way they monitor customer satisfaction.
Most firms which monitor satisfaction currently collect measurements only
with regard to their own products; those firms which do collect information
related to competitors' products collect only summary information instead of
information relevant to the satisfaction process. Satisfaction information with
regard to competitors will help in determining the degree to which parallel
processing occurs in a particular industry, and if it does occur, will provide
guidelines for managing satisfaction formation.

3) If it is determined that satisfied versus dissatisfied consumers arrive at
their ultimate level of satisfaction/dissatisfaction differently, efforts to
promote or discourage specific kinds of processing may be effective in
managing satisfaction formation.

4) By clarifying the relative importance of expectations versus desires in
the satisfaction formation process, firms will have a clearer idea of how to
promote and advertise their products and services. Again, specific findings
from studies conducted in specific industries will be necessary to determine
ideal applications. However, this dissertation is a necessary first step.

5) If this research effort is successful, at least part of its success will be
due to the wide variance of the satisfaction measures. Thus, the dissertation

will demonstrate the practical implications of developing satisfaction



17

measures which exhibit variance. Currently, many satisfaction monitoring
efforts in industry are ineffective because satisfaction levels are consistently
high. This causes two problems. First, it is impossible to measure any
improvements which do occur because satisfaction levels cannot increase.
Thus, the usefulness of such measures as a factor in determining manager
bonuses, for example, becomes insignificant. Some firms have attempted to
address this by measuring proxies for dissatisfaction such as customer
complaints. However, such a practice is dangerous because then the manager
has an incentive to minimize or suppress complaints even though complaints
are a valuable source of information. Second, relationships between potential
antecedents of satisfaction and dissatisfaction become extremely difficult to
identify or monitor. Thus, managers are unable to establish priorities among
the factors responsible for satisfaction. Obviously, this reduces the probability
that resources will be optimally distributed. Therefore, simply increasing
variance in the satisfaction measure can lead to improvements in the
usefulness of satisfaction measurement.

6) Clarification of the relationship between attitudes and desires, and their
relative importance in the satisfaction formation process, will help managers
make decisions regarding allocation of resources among efforts designed to
alter desires (or perceptions of desires congruence) versus those designed to

improve attitudes.

I-7. Structure of the dissertation
Following this introductory chapter, the dissertation is organized as
follows. Chapter II contains a review of the traditional satisfaction literature

with a focus on the constructs used and the relationships among constructs.



18

Chapter III provides the formal development of the research and testable
hypotheses associated with the four general research themes of this
dissertation. Chapter IV contains a description of the design, data collection
and analytical methods used to test the research hypotheses. Chapter V
presents results of the empirical investigation, and Chapter VI contains the

discussion of results, limitations, and implications for future research.



Chapter II
Satisfaction Literature in Marketing

II. Introduction

The purpose of this chapter is to review the relevant satisfaction
literature (within the limits described below) in order to develop a thorough
understanding of the current state of satisfaction formation processing models
in marketing. The review will be broken into four broad topic areas. In the
first, the conceptualization and operationalization of commonly used
constructs will be analyzed. The second will focus on empirical findings
regarding key relationships among the antecedent constructs. The third topic
area will focus on the relationship between antecedent constructs and
satisfaction. The final topic area will examine other relevant findings not
explicitly involving common constructs.

Throughout this chapter, distinctions will be drawn between how a
construct is conceptualized and how it is measured, as the two often appear to
be different. These differences may be responsible for at least some of the

confusion and inconsistencies found in the satisfaction literature.

I1-1.1 Scope of the literature review

This review is necessarily limited both with regard to concepts
addressed and to sources reviewed. The purpose of this section is to make the
limits explicit. Thus, the following are discussed in this section: (1) sources
reviewed; (2) the political science literature; and (3) goods versus services

marketing.

19
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Sources reviewed
With regard to sources utilized, this review of theoretical and empirical

contributions to the satisfaction literature is delimited as follows. First, the

review will focus on contributions from marketing publications only.

Specifically omitted from the formal review are works focusing on job
satisfaction, life satisfaction, and patient/healthcare satisfaction. Occasional
reference to these disciplines will be made when appropriate, but the
extensive nature of each of these literatures precludes comprehensive
coverage in this review.

Second, this review concentrates on consumer rather than

organizational satisfaction as its central construct. The concept of

organizational satisfaction is fundamentally different from consumer
satisfaction in that the former somehow encompasses a collective judgment or
evaluation of a product or service. No empirical study has demonstrated that
the two types of satisfaction are similar enough to be considered a single
construct.

Third, the review focuses on theoretical and empirical works appearing
in a set of academic publications. Peterson and Wilson (1992) state that over
12,000 books and articles on satisfaction have appeared in the past 25 years. A
complete review of the "satisfaction literature" is thus impractical if not
impossible. Therefore, the review focuses primarily on works appearing in
the following publications: Journal of Marketing, Journal of Marketing

Research, Journal of Consumer Research, and Journal of the Academy of
Marketing Science. These journals represent the major outlets for quality

theoretical and empirical analyses of consumer satisfaction. In addition,

works presented at the American Marketing Association Summer and Winter
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Educators' Conferences, Association of Consumer Research conference and the
conference of Consumer Satisfaction/Dissatisfaction and Complaining
Behavior will be reviewed as these conferences have also yielded noteworthy
contributions to the field. Finally, significant contributions from other
sources which have been referenced in the works listed above will also be

included.

Political science literature

Although the setting used here for investigating satisfaction formation
processes is the 1992 presidential election process and outcome, a review of the
political science literature will not be extensively discussed here. There are
two reasons for this:
1) This dissertation addresses satisfaction theory from a marketing
perspective. The constructs of interest, the measurement of those constructs,
and the hypothesized relationships among constructs all come from marketing
literature. The particular setting of a presidential election was selected to
overcome some clearly documented problems with the conduct of satisfaction
research in traditional marketing contexts. The analysis presented here is
neither designed nor intended to address theoretical constructs or
relationships of interest to political scientists. Therefore, a comprehensive
review of that literature is unwarranted.
2) A preliminary review of the political science literature revealed that
much effort is devoted to predicting the outcome of elections and to
monitoring public opinion and satisfaction with the performance of elected
officials. Very little effort is directed to measuring, or explaining, voter

satisfaction with the outcome of an election immediately after its conclusion.
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There appears to be an implicit assumption that if a voter's candidate won, the
voter will be satisfied, and vice versa. The formation (e.g., antecedents) of
satisfaction are not of immediate concern, and there is little emphasis on
process as defined in the marketing literature. Therefore reference will only

be made, when appropriate, to specific works from political science.

Goods versus services marketing

The marketing discipline has long distinguished between the marketing
of goods versus services. This distinction remains intact in the traditional
satisfaction literature. For example, Parasuraman, Zeithaml, and Berry (1988)
draw a clear distinction between the two at the level of construct definitions,
while Yi (1990) in his comprehensive review claims to focus exclusively on
consumer satisfaction with products. (However, it should be pointed out that
Yi did include references from the service satisfaction literature on a selective
basis, e.g., his references to Cadotte, Woodruff, and Jenkins 1987).
Justification for separate treatments appears to derive from the classical
distinction between goods and services marketing, such as the simultaneous
production and consumption for services versus sequential production and
consumption of products, and the intangible nature of services versus the

tangible nature of products.

While the distinction between goods and services may be useful for
some purposes, the distinction appears to be artificial in the satisfaction

literature, and thus is not presumed for this review. There are four reasons
for this:
1) There appears to be little difference in the antecedents and

consequences of services versus product satisfaction. Though this argument



23

can only be convincingly made following the review, a brief analysis of the
antecedents and consequences of satisfaction in product versus service
situations reveals more similarities than differences. Antecedents common to
both conceptualizations include expectations, desires, attitudes, perceived
performance, and disconfirmation. Consequences common to both include
word of mouth, complaining behavior, repeat purchase intentions, repeat
purchase behavior, and attitudes. Thus, at least on the surface, satisfaction
seems to be related to similar constructs in both product and service contexts.
2) The satisfaction concept itself seems to be similar if not identical in both
the product and service contexts. In general English usage, the term
"satisfaction" is commonly used in both contexts. Likewise, dictionary
definitions of "satisfaction" do not distinguish between satisfaction with
products and satisfaction with services. Also, as will become clear in the
review, satisfaction is measured similarly in both service and product contexts.
Both employ overall and trait-specific measures, and both employ a range of
scales including semantic differentials anchored by "satisfied - dissatisfied" or
variations employing these terms. Thus, there is no a_priori reason based on
the satisfaction construct itself for distinguishing between product and
service contexts.

3) Even those scholars who distinguish between products and services are
quick to acknowledge that such distinctions are at least somewhat artificial.
For example, businesses may be placed along a continuum based on the degree
to which each provides goods versus services. Kotler (1980) states that all
goods producers provide at least some services; many service providers also
include some products or product-like attributes in their service offerings.

Given that those who draw distinctions between goods and services admit
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ambiguity in those distinctions, it seems more prudent to utilize the
distinctions only when there is clear benefit to doing so rather than to assume
such distinctions are always relevant. Again, there is no clear a_priori reason
for assuming the distinction is relevant in analyzing satisfaction formation
processes.

4) The trend in both academic and managerial sectors has been to expand
the "target" of satisfaction. For example, in a product context, the relevant
target of satisfaction seems to be expanding from satisfaction with a specific
product's performance to satisfaction with a broader "consumption
experience" (Yi 1990). Given that there is some mix of service and product in
most marketing exchanges, the practical distinction between the two,
especially in the mind of the consumer, is even more likely to blur as the

target of satisfaction measurement is expanding.

II-1.2 "Traditional” satisfaction model framework

The following discussion of constructs and relationships is structured
around what is referred to throughout this dissertation as the "traditional"
model within the "traditional" satisfaction literature. As used here, the term
traditional satisfaction literature refers to the family of satisfaction formation
models which utilize a single target of satisfaction. It is understood that this
family of models includes a wide variety of hypothesized relationships.

In addition to focusing on a single target, traditional satisfaction models
are built around a core set of constructs and theories (Yi 1990). In the
marketing literature, satisfaction processes have been studied from a variety

of theoretical perspectives. Although the disconfirmation of expectations



25

perspective clearly dominates the literature (Yi 1990), the following
perspectives have also been proposed, and, to a greater or lesser extent, have
been shown to be useful:
e Value-percept disparity--The difference between perceived performance
and a person's values-related desired level of performance is conceptualized as
the major antecedent of satisfaction (Westbrook and Reilly 1983).
e Equity theory--The perceived relationship between input/output
(cost/benefit) ratios of the consumer versus the salesperson is the primary
antecedent of satisfaction (Oliver and DeSarbo 1989).
e Extraordinary experience--Satisfaction with extraordinary experiences is
determined by a complex set of cultural and personal factors which unfold
over time and cannot be adequately captured in simplistic measures of
expectations and disconfirmation (Arnould and Price 1993).
e Desires congruency--An extension of the value-percept disparity
perspective, desires congruency is the difference between a desired and
perceived level of performance, and is the primary antecedent of satisfaction
(Spreng 1992; Spreng and Olshavsky 1993).
Although each of these perspectives contributes to our understanding of
satisfaction formation processes, the disconfirmation of expectations model
will provide the primary orientation for this dissertation given its dominance
of the marketing literature. However, these other perspectives will be utilized
frequently throughout this dissertation when relevant (e.g., to demonstrate
the variety of ways in which satisfaction is operationalized).

Within the disconfirmation of expectations perspective, the core
antecedent constructs in the satisfaction formation process are illustrated in

Figure 3. In the traditional model, antecedent constructs fall into two



26

Major Major
Pre Performance . Post Performance
Constructs Constructs
I 1 I 1
Expectation

zz::::;le:nce @isconﬁrmatior) ‘ Satisfaction'

Antecedent Constructs

In the traditional model, only constructs related to the choice alternative are
considered. Thus, constructs illustrated here are all "post choice" constructs.
While the temporal order of pre-performance constructs is unclear, the
generally accepted order of post-performance constructs is as illustrated.

Figure 3
Classification of Satisfaction Formation Constructs
from the Traditional Model
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categories, those which precede performance and those which follow. Note
that expectations, desires, and attitudes, are the core pre-performance, or pre-
experience, constructs. Perceived performance and disconfirmation are the
core antecedent constructs which follow product/service performance. While
there is little agreement on the temporal order of pre-performance constructs,
post-performance constructs are generally thought to occur in the following
order: perceived performance -> disconfirmation -> satisfaction.

The review which follows begins with a conceptual and empirical
analysis of "satisfaction" as a construct (Section II-2). Next, the pre-
performance and post-performance constructs are examined (Section II-3);
then, relationships among the constructs are reviewed (Section II-4).
Additional constructs not generally considered part of the traditional
satisfaction model are reviewed (Section II-5). Finally, the major points of the

chapter are summarized (Section II-6).

II-2. Satisfaction and its measurement

Satisfaction of consumer needs and wants is arguably the central theme
of marketing as a discipline. Therefore, it is surprising that serious attempts
to define satisfaction both theoretically and empirically did not begin until the
late 1960s. Two related forces may be credited with the rise of interest in
satisfaction as a topic worthy of investigation. First, the rise of consumer
behavior as an identifiable subdiscipline within marketing brought the
perspectives and methods of psychology and social psychology to marketing.
The focus on understanding and predicting the perceptions, attitudes and
behaviors of individual consumers resulted in the identification of satisfaction

as a key construct (Hunt 1977). Second, one of the periodic revivals of
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consumerism as a social and political force occurred during this period.
Consumer satisfaction became a salient public policy issue due to widespread
perceptions that companies were not responsive to consumer demands and
that the federal government was overly supportive of business interests at the
expense of consumers. Perhaps not surprising is the emphasis on consumer
dissatisfaction and complaining behavior which resulted from this

reincarnation of consumerism.

Cognitive versus affective content

Early conceptualizations of satisfaction in the marketing literature
described satisfaction in cognitive terms (Engel, Kollet, and Blackwell 1973;
Howard and Sheth 1969). For example, Howard and Sheth (1969) define
satisfaction as "....the buyer's cognitive state of being ad\gquately or
inadequately rewarded for the sacrifices he has undergone” (p. 145).

The traditional satisfaction formation model treats the process as being
primarily cognitive, while the satisfaction construct itself is generally
perceived to have definite affective overtones. Only recently have affect-
based processes been proposed to help explain satisfaction. This may be due in
part to the recent theoretical advances made in understanding affect (e.g.,
Izard 1984). Zajonc (1980) indicates that though the importance of affect has
long been recognized, empirical and theoretical emphasis on cognitive
psychology has dominated the discipline of psychology. Given the close
relationship of psychology and marketing, especially in the consumer
behavior school (Sheth, Gardner, and Garrett 1988), it is not surprising that

early satisfaction researchers sought cognitive antecedents of satisfaction.
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Within marketing, the role of affect in satisfaction is first discussed by
Hunt (1977) who states that affective responses to a product experience follow
the formation of satisfaction via cognitive processes. Westbrook (1980) raises
the question of whether affect enters the satisfaction process prior to or
concurrent with satisfaction. He states "....affective influences do not, of
course, deny the role of cognitive processes such as expectancy confirmation
or disconfirmation, but rather combine with them in the determination of
consumer satisfaction" (p. 50). Customer satisfaction, then, is viewed as a
combination of cognitive and affective elements in an overall evaluation of a
product.

Others also believe that satisfaction is a general, overall feeling. For
example, Westbrook and Newman (1978) state "Satisfaction typically is
conceived as the extent to which consumers feel subjectively pleased with
their ownership and usage of products" (p. 456). Likewise, Cadotte, Woodruff
and Jenkins (1987) define and measure satisfaction as a summary, affective

construct.

Dimensionality

The dimensionality of satisfaction has been questioned (Swan and Combs
1976; Maddox 1981) and the issue remains unresolved (Yi 1990). The primary
issue is whether satisfaction is a unidimensional construct (e.g., with anchors
of "completely dissatisfied" and "completely satisfied") or two separate
constructs, one being "level of satisfaction" and the other being "level of
dissatisfaction." The two-factor conceptualization is based on Herzberg's Two-
Factor Theory (Herzberg, Mausner, and Snyderman 1959) and derives support

from two basic observations. First, consumers appear capable of being both
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satisfied and dissatisfied at the same time and therefore the two constructs
must be at least somewhat independent. Second, consumers who are asked to
recall both satisfying and dissatisfying experiences recall different "levels" of
phenomena for describing why they are satisfied versus dissatisfied (Maddox
1981).

Only equivocal empirical evidence has been found to support the two-
construct conceptualization. Swan and Combs (1976) found weak preliminary
support. Their study was replicated by Maddox (1981) using larger samples of
customers drawn from multiple industries. Maddox found little support for the
two-factor conceptualization, and concludes that such a conceptualization also
yields implications which run contrary to common sense.

Until recently, support for the two factor conceptualization has been
derived almost exclusively from studies using a single methodology: the
"critical incidents" method described above. An alternative explanation of the

findings yielded by this method is possible. Briefly, it is possible that the

satisfaction construct is unidimensional, but, given that satisfied and
dissatisfied consumers may process differently, they remember different
kinds of factors as being responsible for their ultimate level of satisfaction.

Because the critical incidents method requires consumers to "retrace" their
process, it is not surprising that their responses are qualitatively different.
Recent evidence from Babin et al (1993) provide stronger empirical support
for a two-dimensional conceptualization using confirmatory factor analysis.
The evidence is not conclusive however, as (1) measurement scales selected for
use may have "pre-disposed" the two-dimensional findings, and (2) theoretical

justification for the two dimensions is weak.
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Measurement

Table 1 and Table 2 list the empirical studies reviewed which measure
satisfaction as either an antecedent or consequent construct. Certain
characteristics of the satisfaction measurement are also indicated. The variety
of satisfaction measurements is discussed next, and the relationship between
how satisfaction has been measured and specific research findings will be
analyzed later (see section II-4.4).

Table 1 indicates whether the study cited uses some form of
"satisfaction/dissatisfaction" anchors for measuring satisfaction, and whether
the study uses an overall and/or attribute-specific measurement of
satisfaction. Table 2 presents details of the satisfaction measurement
including number of items and scale points, actual question wording, and scale
anchors.

Table 1 and Table 2 reveal the following:

1) The single most striking observation regarding the actual

measurements of satisfaction is that no two studies measured satisfaction in an

identical manner. To be sure, there are clear similarities among specific
groups of studies, but there is no evidence that a standard satisfaction scale is
emerging in the literature. Researchers may choose not to use previously
developed scales because they believe they are examining satisfaction in a
unique context or because they are testing new satisfaction measures. No
matter what the reason, the consequence of using nonstandard measurement
scales is that comparisons across studies and the subsequent generalizations
must be approached with caution.

The fundamental reason for lack of consistency in the measurement of

satisfaction is the lack of agreement on its definition. This observation is not
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Table 1

Measures of Satisfaction in Empirical Studies

Anderson and Sullivan 1993
Babin, Dardin and Griffin 1993
Barbeau 1984

Bearden and Teel 1983

Bitner 1990

Bitner and Hubbert 1994
Bolfing and Woodruff 1988
Cadotte, Woodruff, and Jenkins 1987
Cardozo 1965

Churchill and Suprenant 1982
Cronin and Taylor 1992

Droge and Halstead 1991

Fisk and Young 1985

Garland and Westbrook 1989
Halstead 1993

LaBarberra and Mazursky 1983
Mano and Oliver 1993

Oliver 1993

Oliver 1980

"Sat/Dissat"
On Scale

NO

YES

NO

NO

NO

YES

NO

NO

NO

YES

YES

YES

NO

YES

YES

NO

NO

NO

By
Attribute

Overall

< LKL L L &L L

L L L

L L L &L &L L



Oliver and DeSarbo 1988
Patterson 1993

Prakash and Lounsbury 1984
Richins and Bloch 1991

Singh 1991

Spreng and Olshavsky 1993
Swan and Martin 1981

Swan and Oliver 1991

Tse and Wilton 1988
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Table 1, continued

"Sat/Dissat”
On Scale

YES

YES

YES

YES

YES

YES

NO

YES

By
Attribute

Overall

«
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