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A RATING SCALE FOR
MEASURING PRODUCT/
SERVICE SATISFACTION

ECENT sociological research on the perceived qual-

ity of life (Andrews and Withey 1976) suggests a
promising new measure for the study of consumer
satisfaction—the Delighted-Terrible (D-T) scale. The
measure has been used successfully in assessing evaluative
responses to major life concems such as one’s job,
health, family, and neighborhood. As applied to con-
sumer products and services, the D-T scale has several
potential advantages in comparison with the rating scale
methods typically employed to study consumer satisfac-
tion. This article examines the suitability of the D-T
scale for consumer satisfaction nppllcnllons Progress in
the of would benefit
not only applicd studies in industry and government,
but also more basic research on the process through
which consumers arrive at such judgments about their
purchases.

Despite the complexity of the construct of satisfac-
tion, consumer rescarchers have used rather simple meas-
ures, most often single-item rating scales of four to
seven points between the extremes of *‘very salisfied"
and *‘very dissatisfied"" (e.g., Andreasen and Best 1977;
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Ash 1978; Handy 1977). The fact that these measures
cornmonly yield very skewed distributions of responses,
suggests that the scales may be msu(.lcwnlly sensitive
to detect gradations of In addi-
tion, there is some cvidence that such rating scales
indicate higher levels of satisfaction than nnnly.‘es ol‘ the
content of free resp to q

(And 1977). Unf ly, few validati s(ud
ies for simple, used “'satisfied-dissatisfied"
rating scales have been attempted, and comprehenswe
me isure comparisons as reported by Haley and Case
(1979) for attitude scales are sorely needed.

The potential advantages of the D-T scale (illus-
trated in Figure 1) include (1) improved representation
of the construct of satisfaction through more explicit
reference to and gradation of the affective component,
(2) improved differentiation of at the upper
end of the satisfacti i and (3) all for
respondents who may never have evaluated their satis-
faciion with the product/service, which reduces poten-
tial msponse bias due to obtrusiveness and demand
effucts (Day 1977). Despite these advantages, the D-T
scale has yet to gain widespread application in con-
sunier research. Though the scale was validated for
Andrews and Withey's sociological research, its suitabil-
ity for the study of consumer satisfaction is not known,
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FIGURE 1
Alternative Measures of Prodi vice Satisfacti
Measure
D-T Scale How do you feel about____?
I feel:
p___® ® ® 9 @ o
Delighted Pleassd Moty Mixed Moty ‘Unhappy Torible
soisfied  (sbotequally  dissetisied
sutified and
dissatified)
A Neutral {neither satisfied nor dissatisfied)
I never thought about it
Percentage Scale  Overall, how satisfied have you been with this——?
100% 80 80 ° 0 0 0 X 0 0 %
Completaly Notatalt
Satisfied Satified
Need 8-D To what extent does this maet your needs at this time?
Extremely : —_— — — Extremely
Well Y] 1) Poorly
Content Analytic  Coding of free resp to a series of into the f 9
1. Only unfavorable evaluations
2, Both
3, Neither favorable nor unfe/orable evaluations
4. Only favorable evaluations
*The questioning procedure consisted of a onneval, nondlvec\lvc quullo» on subjects’ thouuhla -nd mllnqa about the
experiences of owning and using the product, foll inally d followup question
about any particular aspacts of the product fiked or disliked.

Method

Sources of Data

Three separate studies were conducted to obtain data
from different consumer populations over a variety of
products and services. In Study I, the focus was auto-
mobiles, banks, and wristwatches. Self-administered ques-
tionnaires were completed by 72 upper-level under-
grudunle and graduate sludenls of business ut a major
state uni were ques-
tioned only about those produc(s actually owned and
used. Study II consisted of personal interviews with 151
female heads of household in two large
cities. Though judgmental area sampling procedures were
used, samnple demographic characteristics were similar
to those of area residents according to the U.S. Census.
Eighty-seven respondents were questioned about their
washing machines, 32 about their refrigerators, and 32
aboul their color lelewsmns. In Stdy III, self-
were d by 47 un-
dergraduates at the same state umvemly Respondents

y.
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were questioned only about their automobiles to allow
gathering of other data relevant to measure validation.

Validation Procedures
In assessing the suuablhly of (he D-T scale for prod-
uctservice sati: the g issues

were of major concem.

1. Reliability. To what extent does the measure
yield consistent estimates? Reliability was esti-
maled by the test-retest method over a 10-day
interval. Despite its limitations, it is the only
means of assessing reliability for single-item meas-
ures.

Convergent Validity. To what extent does the
measure correlate with dissimilar measures of
satisfaction for the same item? The alternative
satisfaction measures examined in this research
are shown in Figure 1.

Discriminant Validity. To what extent is the
measure unique, or Jiscriminable from measures
of other constructs? Suitable discriminability is
indicated by low correlations between the measure
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and (a) equivalent measures of unrelated con-
structs, and (b) dissimilar measures of theoreti-
cally unrelated constructs. Equivalenl measures
of unrelated constructs were obtained by using
the D-T scale to assess satisfaction with other
products owned by subjects. As the research did
not include any truly dissimilar measures of satis-
faction (e.g., a physiological measure), the in-
vestigation of discriminant validity is based solely
on criterion (a) Evidence with regard to criterion
(b) must await the development of truly dissimilar
measures of satisfaction.

. Nomological Validity. To what extent does the

measure behave as it should, according to theo-
retical predictions? To address this issue, various

well-accepted antecedents to and effects of satis-
faction were selected from theory. Nomological
valldlly is mdlcaled lf the measure supports hy-

between satisf: and
its antecedents and effects. Hypotheses and their
respective operational definitions are shown in
Figure 2.

Findings

Teit-retest estimates of reliability for the D-T scale are
shown in the diagonal of the multitrait-multimethod
mateix in Table 1. They range from .65 (automobiles)
to 84 (banking services). Though modest, these figures
are sufficiently large to encourage further examination
of validity.

FIGURE 2
Hypott About A dents and Effects of Satisfactl
Theoretical
Rulation to
Hypothesis Varlable Satisfacti Measure
Hy Realization of positively-valued Direct Graphic rating scale:
oxpactations ; = Not as good as expected
3 = About as expected
4
6 = Much better than expected
H, Realization of negatively-valued Inverse Graphic rating scale:
expactations 1 = Not as serlous as expected
2
3 = About as expected
4
6 = Much more serlous than
expected
Hy Extent of product repaira Inverse  Total reported expenditures for
parts and labor to repair product
Ha Possession of desired product Direct “Does your (product) have all
features the features and convenlencos
you'd like, or would you prefer
it had certain things it doesn’t now
have?” IF YES: “Which ones?”
Hg Composition of evoked set Direct “When you next buy another
(product), are there any particular
brands you will definitely consider
buying?” IF YES: “Which ones?”
Hg Composition of inert set Inverse “When you next buy another
(product), are there any brands
you will definitely not consider
buying?" IF YES: “Which ones?”
H, Complaint activity Inverse An index constructed by assigning

one point for mention of each of
the following:

(a) complaints to retail outlet

(b) complalnts to manufacturer

(c) complaints to government agency
(d) to friends, relatives
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TABLE 1
Multitrait-Multinethod Matrix:

Rating Scale Measures of Satisfaction (Study )
D-T Scale % Scale Need §-D
Satisfaction
Measure Produt Auto  Bank Watch Auto  Bank Watch Auto  Bank Watch
D-T Scale Auto (.66)°
Bank -19 (.84)°
Watch -08  -01 (73)*
% Scale Auto 86 -19 A4 (86
Bank -04 81°  -04 ~-06 (.81)°
Watch -02 19 65 -10 n (72)*
Need S-D Auto 48 -1 .16 420 07 .08 (.68)*
Bank -1 84 -08 -16 87° 16 .02 (.78)*
Watch -.02 -.08 81°  -07 -18 67 .16 -.07 (.89)*

Note: anlhnlud valueg refer to reliabllity onlmum Bases for correlations range from 58 to 70 because of differences
by

5
and item

'Slgnmcam at .01 level.

TABLE 2
D-T Sutisfaction Ratings and Hypothesized A dents and Effects
Study | Study I
Color
Automobiles Banks Watches Mlohllm Refrigerators Tclovlslonn
Hypott Variable (N=63) (N=72) (N-60) (N=87) (N=32) N=
Hy  Realization of 23 57 39
expectations for
favorable outcomes
H, Realization of .26 67 48
expactations for
unfavorable outcomes
Ha Frequency of repairs =24 -.49 -51
Hy  Possession of 27 21 .28
desired features
Hg Evoked set .38 .50 .60
composition
He Inert set composition -48 -47 -.62
Hy Complaint activity -.44 -.26 -.68

avallable because of study design.

Note: All values significant at .05 level excapt H, for refrigerators and color televisions. Empty cells indicate data not

Convergent validity of the D-T scale is indicated by
the large and significant correlations in Table | between
alternative satisfaction measures within product catego-
ries. Studies II and I yield similarly high correlations
between the D-T scale and the percentage rating scale,
ranging from .65 to .85 depending on product. In addi-
tion, Study II indicates convergence between the latter
two rating scales and a content analytic measure based
on subjects’ free response to a series of unstructured
questions (see Figure 1). Corelations between the D-T

scale and the content analytic measure range from .73
to .78 depending on product (all were major appliances);
those between the percentage rating scale and the content
analytic measure range from .54 to .86.

One of the conditions for discriminant validity re-
quires that satisfaction with a given product, as meas-
ured by the D-T scale, not correlate with satisfaction
ratings for other products also obtained by this measure.
The correlations in Table 1 indicate that D-T ratings of
satisfaction with automobiles, banks, and wristwatches
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all are independent. Similarly, in Study II, D-T ratings
of satisfaction across the set of major appliances owned
by respondents are uncorrclated; detailed data are not
shown because of space limitations.

Evidence of nomological validity is shown by the
relationships of the D-T scale to its hypothesized
antecedents and effects (Table 2). Study I data support
both H, and H, for all products. In Study II, Hy through
Hy, all are confirmed Fr washing machines, and all but
Hy for refrigerators and color televisions. Even in the
latter cases, however, observed correlations aic in the
predicted direction.

Though mean satisfaction ratings are typically high
across product categories (ranging from 4.82 to 5.80),
analysis of the distribution of responses reveals an ap-
preciable reduction in the pmpomon Iymg at the upper
extreme of the satisfacti in
with the percentage scale (which is similar to the rating
scales lypxcnlly used in previous research). The skew-
ness statistics' follow.

D-T Scale Percentage Scale

Automobiles (Study 1) -.155 =171
Automobiles (Study 1) - .63 -1.90
Washing machines -1.20 -2.14
Refrigerators =119 -1.24
Color TV -1.18 -2.06
Wristwatches -1.07 -2.20
Banks - .70 -9

To appraise the significance of these differences, a one-
tailed r-test for matched observations was performed. The
differences are significant at the a = .02 level (¢ = 3.18,

'Skewness represents the third moment about the mean of a distribution.
For details se2 Hays (1973, p. 248).

6 d f.). These results may be attributed to the superior-
ity of the D-T scale in discriminating the affective
coniponent of satisfaction. For example, of 25 washing
machine owners in Study Il whe selected the uppermost
scale position on the percentage scale (*‘completely
[100%] satisfied’"), only 14 chose the uppermost scale
position on the D T scale ("dehghled"). lhe remaining
1 ibing their satisfaction as *‘pleased"*
or "mosuy satisfied.” Similar results were obtained for
other categories.

Conclusion

Evidlence from three separate studies with durable goods
and banking service indicates the sullabxhly of the D-T
scale for of fi The
messure has reasonable reliability, converges with other
rating scales and free-response measures. In addition, it
behaves as would be expected of a measurc of satisfac-
tion. Finally, the D-T scale reduces the skewness of
satisfaction responses typically noted in previous stud-
ies.” Overall, these findings should not only encourage
further use of the D-T scale in both basic and applied
studies, but also allay concerns about the quality of
salis faction measurement (Engledow 1977).

Despite the of simple, single-it
measures of satisfaction, future research should focus
on the development of multi-item measures. They could
reduce measurement error—cnhancing reliability—and
perniit improved representation of the construct of in-
terest. Given the complexity of the concept of satisfac-
tion. such developments. should be accorded high priority.

*T1.ough problems of skewness can be handled analytically by transfor-
mati ns after data have been collected (c.g., see Winer 1972, p. 397), it
may be preferable to avert these complications by the use of more
appropriele measures.
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