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[image: image16.png]



	Full Text (7881   words)

	Copyright Barmarick Press 2004 

[Headnote]
Abstract

The study addresses the effect of product usage, satisfaction derived out of the same and the brand switching behaviour in several product categories while looking at the product involvement level in the Indian marketplace. A fair amount of work has been done in the area of customer satisfaction and loyalty and many customer satisfaction indexes are available in the market using different variables and characteristics. The study attempts to understand the brand switching behaviour of the customers and its relation not with just satisfaction derived out of the product but also connects to the usage pattern of the customers and product involvement. Five categories (vehicles, television, soap, hair oil, and ice cream), involving varying levels of involvement were chosen. Cluster analysis was used to understand the grouping of the characteristics across the categories and their effect on brand switching behaviour in correlation with satisfaction and involvement level. It was observed that product usage and related level of satisfaction fail to explain the brand switching behaviour. Product involvement was found to have moderate impact on readiness to switch. The study emphasises that marketers will have to keep a constant eye to understand the usage pattern associated with their products and the satisfaction derived out of it and also at how customers involve themselves with the product to lessen the brand switching behaviour among their customers.

Introduction

Companies worldwide lose half their customers every five years. But most managers fail to address that fact head-on by striving to learn why those defectors left. They are making a mistake, because a climbing switching rate is a sign that a business is in trouble. By analysing the causes of switching, managers can learn how to stem the decline and build a successful enterprise. Reichheld (1996) suggests that by searching the root causes of customer departures, companies with the desire and capacity to learn can identify business practices which can win the customers back and reestablish the relationship on firmer ground.

Three or four decades ago, most companies viewed their own image in three ways. For many it was deemed relevant; for some a dominant styling criterion, but essentially decoupled from function; finally, for a thoughtful minority, a key criterion which followed function. The companies at greatest risk are those that fail to monitor their customers and competitors and to continuously improve their value offerings. Similar thoughts by leading marketing professionals have led society and markets beyond that third viewpoint to a further deeper one. They understand that both look and feel are important: and they view the finished product as potentially the starting point for the entire customer-product relationship over its whole cycle. According to Desbarats (1995) the life cycle can be divided into phases: from prc-purchase prejudice and first awareness, through PoS and Use to disposal. Doyle (2003) confirms this argument by suggesting that for the ongoing business, retaining customers is more important than creating a culture of 'closing the sale.'

The conceptualisation of customer loyalty and disloyalty, including its relationship to satisfaction and the methods of measuring it, has been a central theme of the customer satisfaction related literature over the past years. However Parasuraman et. al. (1985) observe that, customer satisfaction and service quality are elusive and abstract constructs that arc difficult to define, manage and measure. Recent research in customer satisfaction has focused on the disconfirmation model, which was proposed by Oliver in 1980, based on the gap between performance expectation and actual perception of the customer. Oliver (1993) extended that model to include the five dimensions of expectation, performance, disconfirmation, attribution and equity as factors that affect customer satisfaction. This model has been widely applied and has received substantial empirical support (Cronin and Taylor, 1994; Boulding, et al., 1993; Clow, et al., 1996). Athanassopoulos (2000) states that apart from measurement issues, the real value of quality emanates from its decision making implications. The decision making implications largely derive from the product usage and performance related experiences. In this context Hellier, et al. (2003) argue that satisfaction is the overall level of customer pleasure and contentment resulting from experience with the product or service.

Desbarats (1995) observes that for many, this relationship, or 'usability', lies at the heart of the way in which brand values and brand loyalty arc created. A study conducted by Fornell (1992) also suggests that many companies have recently developed defence strategies for retaining customers through quality products and services, both in business and consumer markets. Bloemar and Kasper (1995) observed that the positive relationship manifest between satisfaction and true brand loyalty is stronger than the positive relationship between latent satisfaction and true brand loyalty. They found a moderator effect for the amount of elaboration upon the relationship between consumer satisfaction and true brand loyalty. The results of this study confirm the relationship between the level of satisfaction and brand switching behaviour.

The objective of this paper is to understand the effect of product usage, satisfaction and involvement level on the brand switching behaviour in several categories of products associated with different product usage, performance and satisfaction levels. The study will focus on the relationship between product usage, satisfaction level derived from it, product involvement level and their impact on the brand switching behaviour. Brand loyalty as an issue will not be discussed in the article largely in accordance with the viewpoint of Herzberg, et al. (1959) and Droge and Halstead (1991), which states that the antecedents and consequences of satisfaction and loyalty differ from the antecedents and consequences of dissatisfaction and disloyalty. Unfortunately, there does not seem to have been an intersection of these two important streams of literature (Chakravarty, et al., 2003). At this juncture, the author would also like to state the relatively small amount of literature available discussing the issue of brand switching as most work has been carried out in the area of brand loyalty.

The article is structured as follows: first, using the previous literature available correlation between product usage and satisfaction will be illustrated. second, the issue of product satisfaction, involvement and brand switching behaviour will be illustrated. Third, hypothesis will be generated concerning the above mentioned relationships. Fourth, the methodology will be presented for the empirical research. Fifth, findings of the study will be enumerated and discussed. Finally, formulation of conclusions and certain recommendations will be made for the marketing practitioners.

Literature Review

The degree of consumer involvement in a product category has widely been recognised as a major variable relevant to strategy (Laurent and Kapferer, 1985; Ray, 1982; Vaughn, 1980). Thus, to know the level of consumer involvement is very important to a manager. However, how can a manager know whether a group of consumers has high or low involvement in a product category? Many researchers have proposed measurement scales to divide consumers into various levels of involvement with product categories and explored their behaviour (Engel and Blackwell, 1982; Sheth and Venkatesen, 1968; Lastovicka and Gardner, 1978; Traylor, 1981 ). Some literature has suggested that a person could be involved with products (Howard and Sheth, 1969). Involvement with products has been hypothesised to lead to a greater perception of attribute differences, greater product importance, and greater commitment to brand choice (Howard and Sheth, 1969). Sheth and Venkatesen ( 1968) measured involvement with products by product rank-or-ordering. Hupfer and Gardner (1971) rated products using an eight-point concentric scale relating the product importance in the subject's life. Other researchers measured the importance of a particular brand or product to the level of involvement (Cohen and Goldberg, 1970; Lastovicka and Gardner, 1978; Traylor, 1981). Zaichkowsky (1985) developed the systematic relative conception and methods and then proposed the PIl scale (Personal Involvement Inventory) which has been successfully used by many researchers to measure the level of consumer involvement since it effectively meets the standards for internal reliability, reliability over time, content validity, criterion-related validity, and construct validity. Many researchers measured the level of consumer involvement for product categories and divided the products by the various involvement groups (Bowen and Chaffce, 1974; Tyebjee, 1979; Vaughn, 1980, 1986; Bloch, 1981; Laurent and Kapferer, 1985; Zaichkowsky, 1985, 1987; Wells, 1986; Zinkhan and Fornell, 1989).

Likewise, customer satisfaction has been the subject of many studies since the early 1970s which have shown it to be a construct with reasonably good reliability that is distinct from related constructs such as customer attitudes, product performance and service quality (Oliver, 1980, 1981; Westbrook and Oliver, 1981; Churchill and Surprenant, 1982; Tse and Wilton, 1988;Iacobuccietal., 1995; Sprengetal., 1996). Customer satisfaction is generally defined as the customer's psychological response to his/her positive evaluation of the consumption outcome in relation to his/her expectation (Hunt, 1977; Oliver, 1981; Tse and Wilton, 1988; Kristensen, et al., 1999). This definition is rooted in the disconfirmation paradigm, which suggests that satisfaction judgements are formed in a process of comparison of perceived performance with pre-experience expectations. Satisfaction results from positive disconfirmation - i.e. product performance is greater than that initially expected. This formulation of the link between satisfaction and its antecedents posits only an indirect effect of product performance on satisfaction. The key antecedent is held to be the disconfirmation - that is the intervening process that conveys the effects of expectation and product performance. Bolton and Drew ( 1991 ) concluded that most empirical studies of the traditional disconfirmation model concentrate on investigation of the determinants, its interaction and instruments of customer satisfaction with a partial thinking. Current researches of this model focus on the integrated measurement with an index, the American Customer Satisfaction Index (ACSI), was proposed by Fornell, et al. ( 1996). Wirtz, et al. ( 1999) suggested a model of customer satisfaction index (CSI) which was made of nine elements including overall service quality (OSQ), expectation (E), perception (P), disconfirmation, equity, attribution, customer satisfaction index, customer complaint and customer loyalty repurchase intention (PI). However, a number of empirical studies have shown that, for durable and highinvolvement products, product usage and performance has a direct effect on satisfaction (Churchill and Surprenant, 1982; Tse and Wilton, 1988; Patterson. 1993; Shaffer and Sherrell, 1997). According to these studies, usage and performance are either the sole or the dominant determinant of customer satisfaction and the influence of expectations and disconfirmation is either absent or minor. More recently, Kristensen, et al. (1999) argue that performance/quality is the main driver of satisfaction in most cases.

Although it is generally accepted that prior expectation does influence usage and performance, there is considerable uncertainty regarding the nature of its impact. Anderson (1973) suggests that there are at least three theories concerning the relationship between expectations and product satisfaction. Empirical studies on the relationship between expectation and product usage and performance have generated inconsistent results with expectation being shown to have positive, negative and no effect on performance (for a brief review see Kristensen, et al., 1999). In part, this is due to complexity of expectation as a concept (researchers have differing conceptualisations) and the difficulty of capturing it empirically (Gronroos, 1993; Cronin and Taylor, 1992; Kristensen, et al, 1999. Kristensen, et al., (1999, p.602) observes that expectation is such a complex concept that it is hard to achieve reliable and valid measures. Similarly, Gronroos ( 1993, p.61 ) notes that it does not seem possible to make independent measurements of customer expectations... Shukla (2001 ) also observes that the real challenge in measuring the satisfaction (or dissatisfaction) is that it just can not be measured by taking into consideration performance and expectation. The whole measurement is a very complex process. It does seem valid, at least in certain circumstances, to develop models based on customer experience of product quality alone. In this article, we follow this general rational and focus on the relation of product usage and satisfaction. We do not probe into how expectations of different groups of consumers are formed, or how expectations influence their perception.

The literature on loyalty measurement shows an evolutionary development that began with behavioural based notions but which has come now to embrace attitudinal, cognitive and values based approaches. Behavioural approaches operationalise loyalty in four ways, first, through measures based on the actual consumption of the goods or services. This approach usually combines volume and frequency of purchase over prescribed time periods. Ehrenburg (1972) observed that patterns that emerge from such measures assist marketing practitioners to identify 'frequent purchasers' and 'heavy purchasers'. secondly, measures aimed at the proportion of consumption within a specified set of other goods and services located within a defined market or even within a nominated retail location (Driver, 1996; East, 1997). The concept of 'brand loyalty' clearly falls within this class of measure. Thirdly, measures based on the probability of repeat purchase. Fourthly, measures that examine the point in time where customers switch to other brands (DuWors and Haines, 1990; Gonul, et all, 1996). According to Riley, et al. (2001), the behavioural approaches are incomplete. This incompleteness only highlights the general limitations of patterns of repeat behaviour to represent loyalty. Backman (1991) argues that behavioural habit can, on occasions, be a powerful explanation of continuous consumption. Earl (1986) put forward the notion that behaviour habit follows naturally from the acceptance of the influence of attitudes that repeat behaviour has a relationship with satisfaction. But at the same time, Reinartz and Kumar (2002) found little or no evidence to suggest that customers who purchase steadily from a company over time are necessarily cheaper to serve, less price sensitive, or particularly effective at bringing in new businesses.

One of the important aspects that can be concluded from the various academic domains which are interested in usage, performance, satisfaction and brand switching behaviour is that there is a reciprocal relationship between the object and the person. Within the paradigm of marketing, the literature on loyalty contains a number of models. Dick and Basu (1994) observe that empirically those models use various combinations of satisfaction, quality, performance, involvement and switching costs as variables. Gremler ( 1995) suggests that the marketing oriented models join together the literature on performance, consumer satisfaction, quality and brand loyalty. Railey et al (2001) observe that the models represent dispositional approaches to loyalty which follow the line that evidence of the depositional variables within the model come from their ability to predict behavioural intentions. According to Rcichheld ( 1996), what keeps a customers loyal is the value they receive and one of the reasons so many businesses fail is that too much of their learning revolves around profit and too little around value creation. Piercy ( 1997), states that the harsh truth is that value is not created in the factory or the back office; customer value exists only on the customer's terms and reflects the customer's priorities and preferences. Shukla (2001) confirms the same by noting that how a company perceives its performance may differ from how its customers perceive it. In fact, discrepancies between company's perceptions and customers would not be at all unusual; a company routinely encounters such discrepancies when interviewing its service staff as well as its customers. So, even if the company is working itself to the proverbial bone, if customers view it as unresponsive, then it is unresponsive in their eyes. The reverse is also true: If the company is really unresponsive, but customers perceive it to be delivering superior service, then the company will do (in their eyes). This view is not advocating bumble headed service, of course, but merely emphasizing that customer satisfaction is driven by customers' perceptions. Their perceptions are their reality, and any overlap between their view of the world and of a company's own may be simply one of those delightful coincidences.

The above mentioned literature shows that there remains a gap in our understanding of brand loyalty and switching behaviours. The factors that allow the brand switching to occur require further study, and this article is an attempt to provide further exploration of this phenomenon.

Hypotheses

Based on the above discussion, the following hypotheses related to product usage and performance, involvement, satisfaction and brand switching behaviour were generated.

The first part of the discussion emphasised the relationship between the product usage and performance and satisfaction derived from it. The above discussion was couched in general terms and equated performance with the flow of consumption utilities. Herein an attempt is made to employ the empirically more tractable notion of satisfaction dimensions that can be defined for a particular product category. A satisfaction dimension corresponds to a number of product attributes or features that together generate particular aspects of performance, such as price, perceived quality, ease of service, convenience in availability, variety of features, attractiveness of the product, and advertising of the product.3

H1 : Product usage and satisfaction have a direct and strong correlation with brand switching behaviour irrespective of the involvement level with the product.

The second part of the discussion emphasised the relationship between the satisfaction derived through performance related to the product and brand switching behaviour. In assessing the consumers' perception of overall satisfaction, three issues must be taken into account. First is the cost of trade off in terms of all the factors associated with product satisfaction remain static in all categories. The second issue is the dominance effect of certain factors in involvement in certain categories. If, as seems highly likely, perceived quality and variety of features are such dimensions, then, irrespective of the trade off mentioned above, consumers might differ in perception of satisfaction. Finally, we also need to assume that users of the products value the flow of functional and expressive utilities (status, prestige) in a broadly similar way. Taking into account the above mentioned points in relation to overall product performance and satisfaction the following hypothesis is put forward:

H2: Consumers will show less brand switching behaviour if the amount of satisfaction generated is high, irrespective of involvement level with the product.
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Figure 1: The research model

On the basis of the preceding discussion, Figure 1 represents a general model of the constructs and their relationship to be tested.

Methodology

The research context

The focus of the study was on India because although Indian firms are not market or technological leaders in the various product categories shown, they operate in a large and industrialising economy and do possess the basic production and marketing skills. The products chosen here have the following market penetration levels.
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Table 1: Market penetration levels of the chosen product categories

The above mentioned data provides an idea that Indian consumers have more experience in the use of the above mentioned product categories and hence their consumption outcome evaluations are likely to be more reliable.

Sample data, the questionnaire and measurement scales

The main research instrument was a detailed structured questionnaire. Prior to developing and administering it the need was to determine the product features that would need to be included in the questionnaire (see Endnote a). A review of the literature shows that many variables have previously been reported to be related to customer satisfaction and dissatisfaction. The works of Day (1977), Vredenburg and Wee (1984), Papadopoulos, et al. (1990 and Yamin and Altunisik (2003) were particularly useful in generating a list of independent variables used in this study.

Griffin and Hauser ( 1993) suggested that while a single 2-hour focus group can identify about 50% of the needs, two focus groups can identify about 67% of the needs and nine customers and eight focus groups can identify 98% of customer needs. Accordingly, the study first reviewed the identified independent variables through prior literature review and afterwards the focus groups were conducted to verify the validity of the same in the Indian context. Two focus groups, each containing ten customer participants were conducted. Seven factors including price, perceived quality, ease of service, convenience in availability, variety of features, attractiveness of the product, and advertising of the product were found to be more valid in the available context. To reconfirm the same a small pilot study consisting of 17 randomly selected consumers was conducted. A structured questionnaire with five point Likert scale was employed to measure the significance of each factor and all the factors were found to be valid.

After initial testing, the main questionnaire was administered to the sample in two phases through sequential sampling.1 The first phase included judgement sampling. The sample units were selected on the basis of the minimum criteria of owning a vehicle and a television as these categories showed the least percentage of market penetration. In the phase two, snowball sampling was used. The method was chosen in conformance with the results found by Matheson (1996) that the probability of detecting the behavioural shift using a sequential sample is greater than or equal to the probability of detecting the shift using a random sample. Thus, sequential samples will result in control chart that requires fewer expected samples to detect a shift and has lower expected total costs. The questionnaire was distributed to 254 households and 139 usable questionnaires were returned, yielding a response rate of 55%. The 55% response from a valid sample due to sequential sampling is assumed to improve the reliability of the results. The questionnaire being associated with a face to face interaction has advantages as observed by Yamin and Altunisik (2003) including the opportunity to explain a number of issues to respondents. The questionnaire elicited responses on the following:

* Demographic and economic circumstances of respondents' household;

* Respondent's attribute preference related to performance, satisfaction and brand switching in various categories;

* Respondent's perception of overall product performance;

* Respondent's perception of the degree of overall satisfaction.g

Respondent's ratings of satisfaction and involvement were obtained using well-established measurement scales which previous research has shown to have reasonable reliability and validity (Westbrook and Oliver, 1981; Hausknecht, 1990). To measure overall and attribute satisfaction and performance ratings, a five-point scale (highly dissatisfied = 1; highly satisfied = 5) was employed.

Because the disconfirmation scale requires a respondent to compare his/her consumption experience with prior expectation, it tends to highlight the cognitive and evaluative aspects of the satisfaction judgement. On the other hand, the satisfaction scale does not imply a comparison and may reflect not only cognitive, but also affective (emotional) and conative (behavioural) aspects of satisfaction (Churchill and Surprenant, 1982; Haushknecht, 1990; Yi, 1990). The cognitive or evaluative process is likely to be more prominent with respect to functional, rather than expressive dimensions of performance. For example, if the customer's satisfaction judgement reflects his/her affective feeling towards a global brand, this is more likely to be reflected in the satisfaction scale compared to the disconfirmation scale. This distinction is particularly important in the context of the present study as local adaptations primarily affect the functional dimensions of perceived performance.

Research Findings
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Table 2: Customer profile

Out of the total respondents 66% are male and 34% are female. The age group also has been justified by the usage pattern. If we see the education profile of the respondents, approximately 80% of them are graduates and above. 11% of them have professional degrees also. Balancing also is done in the occupation category with 2% of the people being business, 29% being in service and 31% being in the student category. The table above represents the clear picture of Indian family system. More than 68% of the families have four to six members, which also matches the Gallup India census details.h Around 30% of the respondents fall in the income group of 10K-15K. 22% are in 5K to 1OK and 27% of the people fall under the income group of 15K to 2OK. We can see that they are also nearly balanced and do not skew towards any side.

Customer profile: Behaviour

The behaviour in this questionnaire is measured by the personality traits. The traits used here are extrovert - introvert, inner-directed - other-directed, variety seeker - non-variety seeker, disciplined - flexible.' From the survey it was found that 59% of the customers are extrovert, 67% of the customers are inner directed, 41 % of the respondents are disciplined and the highest deviation is seen in the variety seeking attitude with 72% of the respondents pertaining to that category. Of the total members 70% are using computers and 59% of the customers are Internet users. Respondents show very similar level of extrovertness in the overall sample and also in the variety seeking category. From this observation we can say that variety seeking is a trait, which is not skewed for any age group category. While customers from the age group 31-40 are highly inner-directed, this trait can be understood by their status in the family life. Most of the people become major decision makers in the family system of India in the age group of 31-40 and that is why the phenomenon can be observed here also.

Findings Related to Usage, Satisfaction and Brand Switching Behaviour

Vehicles

86.33% of the respondents use their vehicles daily and almost all have purchased their vehicles before a year. Only 4% of the customers are dissatisfied with their present vehicle. 28%) of the respondents want to change their vehicle and all of them are interested in changing the brand (towards upper segment) and also they want to change the company. All those who want to switch their vehicle brand are changing the vehicle due to perceived quality and attractiveness of the product. Respondents are not changing their perspective or showing a strong switching attitude relative to the advertising of the product.

Television

96.40% of the respondents are satisfied with the present brand of television they own. But more than 28% of the respondents are interested in changing present brand. The most important factors that will cause them to change are the perceived quality of the product and attractiveness of the product, while convenience in availability is not found to be of a great influence in switching. Interestingly, price also is found to be a major factor affecting brand switching in televisions which is not the case with vehicles.
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Table 3: Findings

Soap

In the category soap, only 4.32% of the customers are not satisfied with their present brand. In the soap category, 23.03% of customers are ready to switch their existing brand of soap. Perceived quality of the product associated with variety of features arc the most important factors for brand switching. The respondents differed with their switching factors in comparison to vehicles and television. The least influential factor in relation with soap switching was found to be ease of service which also is different than what was observed in the categories of vehicles and television.

Hair oil

Hair oil consumption and purchase differs from all other categories and the dissatisfaction level also has been observed to be high among the current users. One of the interesting findings of the study relating to hair oil was that people preferred branded products above the non branded where the market is full of generic products. While looking at the brand switching pattern and the number of customers ready to switch surprisingly the increase in dissatisfied customers (10.07% in comparison to soap which was 4.32%) does not create an impact. The same percentage of customers (23.03%) wanted to switch their existing brand in hair oil market. The factors relating to switch remained the same in the case of hair oil as soaps.

Ice-Cream

Ice-cream is a category that is purchased and consumed simultaneously in the case of most of the respondents. More than 66% of the people eat icecream within a period of a fortnight. Out of them 85.61 % are satisfied with the current brand they eat. Interestingly, in the ice-cream category, the people ready to switch (34.53%) is higher than other categories. Quality again is the most important factor for customers, with 103 customers giving it a ranking of 1. The other factor that is important to switching is variety.
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Figure 2: Dendrogram using Ward Method for derived, sale faction across various categories

From the above discussion it can be clearly observed that the level of dissatisfaction does not possess a direct and strong relation with the brand switching behaviour. At the same time, it is also observed that the factor affecting brand or product switch occurs due to various reasons related to the purchase and usage level involvement of customers. To analyse the same further assistance from the advance statistical methods is required.

Correlation analysis was employed to test whether product usage and performance of the product show strong correlation with brand switching behaviour irrespective of product involvement. The analysis illustrated that a weak relationship exists between product usage and performance of the product and brand switching behaviour irrespective of involvement level. The correlation analysis also threw light upon the relationship between dissatisfaction and brand switching. The percentage base analysis also suggested that dissatisfaction associated with the brand or product is not a strong indicator of brand switching behaviour. A weak correlation between dissatisfaction and brand switch was observed. This has an important implication for the market situation where many marketers have been linking brand switching behaviour with the dissatisfaction generated through brand or product.
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Figure 3: Dendrogram using Ward Method for brand switching behavior across various categories

This leads us to ask the further question that does product involvement create any impact on brand switching behaviour. To measure the same cluster analysis was used to identify association between satisfaction and brand switching between various categories of products. As per the study we have identified vehicle and television to be high involvement products while soap, hair oil and ice-cream to be low involvement products. From Table 3 we can also define a pattern of purchase and usage and on the basis ofthat we can identify certain clusters emerging. According to Malhotra and Birks (2003) cluster analysis helps us to see if groups exist that are more like each other than they are like members of other groups. Cluster analysis makes no distinction between dependent and independent variables. Rather, interdependent relationships between the whole set of variables are examined. The primary objective of cluster analysis is to classify the objects into relatively homogeneous groups based on the set of variables considered. Punj and Stewart (1983) described two major disadvantages of the non-hierarchical procedures. First, that the number of cluster must be pre-specified and second, that the selection of cluster centres is arbitrary. Furthermore, the clustering results may depend on how the centres are selected. Hierarchical cluster analysis was used to identify the clusters on the basis of satisfaction derived from the different product categories and brand switching behaviour. Of the hierarchical methods, Ward's method was used as it has been shown to perform better than other procedures (Johnson and Wichern, 1998).

Looking at the above dendrogram it becomes quite clear the performance, usage and product involvement have linkages with satisfaction. The formation of cluster at an early stage between vehicle and television category related satisfaction explains the same. At relatively high distance (between 12-14) soap, hair oil and ice-cream related satisfaction variables combine. This phenomenon might have occurred due to their different usage and performance related characteristics as well as customers' involvement level perceptions.

As for brand switching relatively different clustering is seen to be formatted. The creation of vehicle and television cluster is observed at an early stage but the low-involvement products related cluster forms at a higher distance while the soap and hair oil category cluster forms at an early stage. This shows that product involvement certainly has some amount of effect on brand switching behaviour but it certainly does not explain the phenomenon on its own.

Conclusions and Managerial Implications

This study illustrated several relevant issues for the practitioners of marketing management. It is important to know not only how satisfied customers are, but also, ever more important to know that satisfaction will not provide any guarantee to the marketer about brand loyalty or switching.

The results of the study lend some support to previous findings that a moderate relationship exists between product satisfaction, involvement and brand switching (LeClerc and Little, 1997; Iwasaki and Havitz, 1998, Quester and Lim 2003). The striking part of the findings was the weak correlation observed between dissatisfaction and brand switching behaviour. Seines (1993) suggested that satisfaction will only have a direct effect on loyalty when customers are able to evaluate product quality through their experience with the product or service. The study contradictorily revealed that usage level which can be associated with experience of the product or service has no direct effect on satisfaction or dissatisfaction which in turn also was found to be having no direct effect on brand switching behaviour.

The study did find commonground with the findings of Iwasaki and Havitz (1998) who argued that highly loyal people tended to exhibit high levels of involvement. Findings of a study by Traylor (1983) stated that brand commitment is generally not directly related to product involvement. The cluster analysis illustrated similar results in the context of India. Importantly, these results suggest that involvement and brand switching are customer-defined phenomenon, as opposed to product-defined.

Another important managerial implication is related to what measures companies should use to monitor loyalty programmes. The association of perceived quality as a factor with brand switching indicates that in addition to performance and satisfaction, companies should also monitor the perceived level of involvement and quality.

It is clear that marketers should also be directly concerned about product involvement and its relation to brand loyalty and switching, because brand switching behaviour cannot fully be explained by manifest satisfaction. The degree of brand switching directly varies, by definition, with the degree of brand commitment in terms of usage and involvement, satisfaction generated from it as well as certain unknown factors. This commitment binds the customers to his/her brand choice and does allow the brand switch to occur. It means that the customer is less vulnerable to marketing actions of competitors and is more willing to stay with his or her brand. Involvement is therefore important because it prevents consumers from switching. It functions as an important exit barrier but cannot be justified as a single factor responsible for the same.

Limitations and Future Research

Clearly, the results are limited by the nature of the sample and the choice of products included in the study. However, given the direct relevance of the products to the population sampled in this study, a certain amount of internal validity can be claimed. Nonetheless, this study should be replicated with a more representative sample and several other product categories in order to provide further evidence of the complex nature of the product usage, satisfaction, involvement and brand switching.

Although the nature of the product characteristics may allow the researcher to think in terms of different involvement type of product category, the results show that customers' perceptions can differ with respect to different products and that the same facets of involvement do not necessarily contribute in the same manner to explain brand switching towards different products. Overall, the results indicate that a simple relationship does not exist between product satisfaction, involvement and brand switch; rather, different facets of the customers' involvement have different influences on brand switch. The various other factors also remain to be studied.

[Footnote]
Endnotes

a Exactly which product attributes map on to a particular performance dimension cannot be determined a priori. The initial pilot study, including the focus group and a customer questionnaire, identified seven attributes which were considered as important in influencing brand switching behaviour by consumers.

b Quite high when compared to the penetration level of four wheelers which is 2.5%.

c Higher compared to the penetration level of refrigerators (2%) and Air Conditioners (0.5%).

d Amongst all segments within the Indian consumer durables segment, penetration levels of TV are believed to be the highest (Source: Equity Master sector reports available at: http://www.equitvmaster.com/researchit/sector-info/consdur#kp (2nd April, 2004).

e Being a highly fragmented market the data of market penetration is not available but the consumer response about usage was 100% which serves the assumption of high penetration.

f For further information see Cooper, D. and Schindler, P. (2003) Business Research A4ethods, McGraw Hill.

g As already noted, the hypotheses on attribute satisfaction relate to a group of individual attributes that, in the opinion of the author, collectively describe a particular performance dimension. Seven factors were thus identified. The validity of these factors have already been discussed in the prior section.

h For further reference see "Gallup Poll Special Reports - The Gallup India Survey Consumer Report," available on http://www.gallup.com/poll/reports/india.asp (11 October, 2001).

i Leon, Schiffman and Leslie, Kanuk (6th ed.) Consumer Behaviour (Delhi: Prentice Hall of India), 1999, pp. 125-128.
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Introduction 

Customer satisfaction is a key issue for every company wishing to increase the value of customer assets and create a better business performance. To increase the value of customer assets, customer satisfaction should be measured and managed. 

The dominant conceptual model in the customer satisfaction area is the disconfirmation of expectations model. Here customer satisfaction is an evaluative response of the product purchase and consumption experience resulting from a comparison of what was expected and what is received. But expectation is a very complex concept, and has often been the subject of various theoretical discussions as well as empirical verifications, revolving about: 

* conceptual definitions of expectations; 

* predictive contra normative expectations; 

* expectations as the norm for comparison; 

* expectations hierarchy; 

* aspects that indirectly have an influence on expectations; 

* absolute contra relative level of expectations; 

time for measuring expectations. 

Several empirical studies have highlighted the effect of expectations on customer satisfaction. The overall conclusion drawn from these studies is that expectations influence customer satisfaction, and the effect can be positive, negative or non-existent. But it can also be concluded that the positive as well as the negative effect of expectations on customer satisfaction is minimal. 

We believe partly that expectations is such a complex concept that it is hard to achieve reliable and valid measures, and partly that expectations as a concept does not have a conclusive influence on the formation of customer satisfaction. We suggest that expectations be dismissed from customer satisfaction measurement instruments in the future. We state that perceived quality is one of the primary drivers of customer satisfaction. 

Several empirical studies support these viewpoints. We agree with Gronross (1993, p. 61) that "it does not seem possible to make independent measurement of customer expectations . . . It seems valid, at least in certain situations, to develop measurement models based on customer experiences of quality only". Cronin and Taylor (1992) and Liljander and Strandvik (1992) take the same view. 

The purpose of this paper is to examine empirically to what extent expectations have a measurable influence on the formation of customer satisfaction. Two Danish studies have been carried out. 

First, an experiment where the relationships between expectations, perceived quality and customer satisfaction were studied, using the methodology from the Swedish and American customer satisfaction index. Second, a customer satisfaction survey, using the methodology for the new European customer satisfaction index (ECSI). 

The purpose is also to highlight whether buying behaviour, described by a set of relevant product category characteristics (price, complexity and sign value), has any influence on the relationship between perceived quality and customer satisfaction, and if so, how strong this influence is. Do some buying characteristics intensify such a relationship? 

The customer satisfaction process 

Previous research argues and supports different processes of customer satisfaction formation, and for our purpose we have systematized the findings in five models with different relationships between customer satisfaction and its drivers (see Fig. 1). 

Model 1 

Model 1 (see Fig. 1) is based upon one of the most popular theories and model structures used within the field of customer satisfaction formation, namely the disconfirmation of expectations theory. The disconfirmation concept will not enter the model as a variable-as it is the case in the disconfirmation of expectations theory-but will only be a constituent part of the measurement variables under customer satisfaction. Still, we believe that the theoretical arguments can be transformed to model 1, describing a modified disconfirmation of expectations theory. 

The disconfirmation concept should according to our terminology be interpreted as perceived disconfirmation. Perceived disconfirmation is the subjective evaluation of the difference between expectations and perceived quality carried out by the customer. 

The theory is described well in the literature and often empirically verified, for instance by Oliver (1977, 1980, 1981), Anderson (1973), Churchill and Suprenant (1982), Bearden and Teel (1983), Woodruff et al. (1991), Oliver and DeSarbo (1988) and Spreng and Olshavsky (1993). 

Model 2 

Some research studies have not been able to find a direct effect of expectations on customer satisfaction-only an indirect effect through perceived quality and disconfirmation (see Fig. 1). 

Anderson and Sullivan (1993) found empirically that: 

(1) customer satisfaction is best modelled as a function of perceived quality and disconfirmation; 

(2) expectations do not have a direct effect on customer satisfaction-only indirectly via perceived quality and disconfirmation; 

(3) the more simple it is to evaluate quality, the more often disconfirmation will occur. 

Based upon these results, Anderson and Sullivan (1993) conclude that perceived quality has a larger impact on customer satisfaction than normally assumed in the traditional disconfirmation of expectation theory. Therefore, the authors develop a model where expectations have a direct and positive effect on perceived quality, but only an indirect effect on customer satisfaction via perceived quality and disconfirmation. 
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Figure 

Model 3 

Churchill and Suprenant (1982) found in an empirical study for a fast moving consumer good that: 

(1) expectations have a negative effect on disconfirmation-the higher expectations, the lower perceived disconfirmation; 

(2) perceived quality has a positive effect on disconfirmation-the higher perceived quality, the higher perceived disconfirmation; 

(3) perceived disconfirmation has a positive effect on customer satisfaction-the more perceived quality exceeds expectations, the higher customer satisfaction; 

(4) both expectations and perceived quality have a direct effect on customer satisfaction. 

The three drivers of customer satisfaction explain 78% of the total variation in satisfaction. This empirical study supports model 3. 

Several studies found a direct effect of perceived quality on customer satisfaction, i.e. Churchill and Suprenant (1982), Oliver and DeSarbo (1988) and Tse and Wilton (1988). Furthermore, Churchill and Suprenant (1982) and Tse and Wilton (1988) found that the effect of perceived quality on customer satisfaction is higher than the effect of disconfirmation. 

Regarding the effect of expectations on customer satisfaction, some empirical studies found a direct effect of expectations on customer satisfaction, i.e. Bearden and Teel (1983), Churchill and Suprenant (1982), Oliver and Linda (1981), Swan and Trawick (1980), Tse and Wilton (1988) and Westbrook and Reilly (1983). 

Model 4 

Studies have produced empirical evidence that perceived quality alone has a direct influence on the formation of customer satisfaction, i.e. Anderson and Sullivan (1993), Churchill and Suprenant (1982), Johnson and Fornell (1991) and Tse and Wilton (1988). Churchill and Suprenant (1982) studied a durable good and found that: 

(1) neither expectations nor disconfirmation have any effect on customer satisfaction; 

(2) only perceived quality influences how satisfied customers are. If customers have a positive quality experience, they are satisfied. If they have negative experience, they are dissatisfied-no matter what kind of initial expectations they had in advance. Perceived quality explains 88% of the total variation in customer satisfaction. 

If this study gives a basis for more general conclusions, disconfirmation will have only a tiny or no effect on customer satisfaction for durable goods. Customers' expectations remain passive and do not create disconfirmation. 

In some situations customers will not actively evaluate the quality. Oliver (1997) believes that customers who continually use a service will have expectations that remain passive, and therefore disconfirmation will never arise. Customers are simply not motivated to evaluate the quality every time the product is bought or used. We believe this is what happens for a product such as washing powder-here customers draw on earlier product experiences when creating their level of satisfaction. 

Johnson and Fornell (1991) studied the influence of product experience on the relationship between expectations, perceived quality and customer satisfaction and found: 

(1) the relationship between experience and customer satisfaction is positive the more experience the customer has with the product or service in mind, the more likely it is that the customer is satisfied with the subsequent purchase and use; 

(2) when a product category is completely new, the basis for developing expectations will be vague and indirect-customer satisfaction will depend on more fundamental needs and actual experiences with the product; 

(3) the more experience and available information, the more expectations will reflect the actual experience-expectations and experience will be identical and reduced to only one variable. Oliver (1977) found in his empirical study that when disconfirmation has a dominating effect and expectations at the same time are vague, it is mainly characterized by: 

* high-involvement situations; 

* the actual experience is more important than expectations; 

* situations where it is no longer important whether the level of expectation is maintained or not. 

Model 5 

Model 5 is based on the assumption that customers are, to a greater extent, guided by their expectations than their actual experiences. Customers' actual experiences must not be so important that they result in substantial disconfirmation. This will, for instance, be the case when: 

(1) it is difficult to evaluate actual quality experience since no true objective measure exists; 

(2) a specific technical knowledge is required to evaluate the quality; 

(3) it is impossible or very difficult to record the quality (e.g. health-care products, art, computers and long-lasting detergent). 

Oliver (1980) and Yi (1991) discuss such situations. 

Buying behaviour and the customer satisfaction process 

Relevant product category characteristics 

We believe that the effect of perceived quality on customer satisfaction differs for different product categories and that the satisfaction process is mainly determined by: 

(1) Price: The product's economical strain on a person's budget. A high price means, other things being equal, that the product charges heavily on the customer's budget and results in a higher financial risk for the customer. 

(2) Complexity: How difficult it is to evaluate the product's actual quality. It can be difficult if: the product is complex-most often of technical type; objective quality measures are lacking; the product is non-transparent-whether because it demands a special technical knowledge to evaluate the quality or because it is difficult to record the quality. 

(3) Sign value: How prestigious the product is to the customer in relation to his/her social environment. The customer's status is reflected through the product. 

Combining product characteristics and customer satisfaction models We can now combine the models in Fig. 1 with the above-mentioned characteristics. A priori, we believe that: 

(1) The lower the price, the less influence will expectations have on customer satisfaction. Partially viewed, this means: low price, model 4; high price, models 1, 2 and 3. 

(2) The lower the product complexity, the less influence expectations will have on customer satisfaction. Partially viewed, this means: low complexity, model 4; high complexity, models 5, 1 and 2. 

(3) The lower the sign values the less influence expectations will have. It is the perceived quality that counts-the product must work all right. A partial view means: low sign value, model 4; high sign value, models 1,2 and 3. 

Combining the three product characteristics 

In the next section we want to study the assumptions empirically. For this purpose Table 1 is set up. We combine low and high values of the three different product characteristics, and fill in the cells with relevant product categories that fulfil the characteristics mentioned. 
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Table 1. 

Since we assume no three-factor interaction effect between the product characteristics, it will be sufficient for the following analysis to have data from the product categories within the four cells shown in the table. The design is a half fraction of a 23 factorial design. 

The measurement instrument 

Expectations, perceived quality and customer satisfaction are seen as unobservable latent variables and, therefore, we need indicators to measure these latent variables. 

The latent variables were operationalized in the same way as in the Swedish customer satisfaction barometer (SCSB) (Fornell, 1992) and ACSI (Fornell et al., 1996), two wellknown national cross-company and cross-industry measurement instruments of customer satisfaction. SCSB and ACSI were launched in 1989 and 1994, respectively, and have been used annually since. Each of the three latent variables was operationalized by three measurement variables (see Table 2). 

Data collection 

Data were collected from MSc students at the Aarhus School of Business and the Copenhagen Business School. Six hundred and sixty-two students completed and returned a questionnaire. Responses were made on 10-point scales for all nine measurement variables. 

The survey questions were originally drafted in English and translated into Danish. Respondents were screened to identify purchasers of specific product categories within clearly defined time periods: 

* Major durables (bed, personal computer and stereo equipment): purchased and used within the past 3 years. 
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Table 2. 

* Semi-durables (contact lenses and perfume): purchased and used within the past 3 months. 

* Fast moving consumer goods (cigarettes, batteries and washing powder): purchased and used within the past month. 

To measure expectations the respondents were asked to remember their expectations about the particular product before they even purchased it. This is a post-purchase measure of prepurchase expectations, which can give statistical and methodological problems (Carman, 1990; Rust et al., 1994, p. 62). 

Analysis and results 

Two procedures were used to evaluate the five model structures depicted in Fig. 1 and afterwards estimate the models, namely the covariance structure program LISREL 8 (Joreskog & Sorbom, 1993) and a partial least-squares (PLS) method (Fornell & Cha, 1994). 

We started the data analysis by using LISREL to get a feeling for the model structure within all eight product categories. Our data did not follow a normal distribution, but rather a negatively skewed distribution, as often seen in customer satisfaction studies. Therefore, we were not able to use the traditional LISREL method based on maximum likelihood. Instead, a LISREL generalized least-squares technique with less stringent assumptions was used. LISREL analyses were conducted for each of the eight product categories and all five model structures depicted in Fig. 1 were tested. 

The best model structure for all eight product categories turned out to be model 4, where only perceived quality affects customer satisfaction. All our cases indicated that expectations was not an explanatory variable, so our hypothesis about expectations, measured in the way we do, is not a driver for customer satisfaction, as is hereby confirmed. As stated earlier, we believe this result is caused by a combination of measurement and methodological problems and the circumstances that expectations simply is not a driver of customer satisfaction. 

Using the quality-satisfaction model (model 4) as the basic model structure for all eight product categories, PLS analysis was carried out to obtain estimates. PLS is the preferred estimation procedure for customer satisfaction models such as ACSI and SCSB (Johnson et al., 1998, p. 22). For a discussion and comparison of LISREL and PLS see Fornell and Bookstein (1982). 
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Table 3. 

PLS estimates the inner relation (the structural model), i.e. the relationship between the latent variables, and the outer relations (the measurement model), i.e. the relationships between the measurement variables and the latent variables. We assume a reflective (outward) measurement model where the measurement variables can be viewed as a reflection of an underlying construct. 

Table 3 shows PLS results of model 4 for all eight product categories. R2 is the coefficient of determination in the model, i.e. the proportion of the variation of customer satisfaction that is explained by perceived quality. Four values of R2 have acceptable levels (minimum level of 0.65), and it is remarkable that it is for the high-priced products. On the other hand, the four unacceptable R2 values come from low-priced products. 

Table 3 also shows the estimated outer coefficients, i.e. weights for each measurement variable associated with the two latent variables. It can be seen that the best indicator for customer satisfaction in all eight cases is CSl, which measures customers' overall satisfaction. This approach is perhaps the most common in practice (Ryan et al., 1995, p. 12). 

The best indicator for perceived quality is, in four cases, Q2, which measures how well the product fit the customer's requirements, and in three cases Q1, which measures customers' overall evaluation of quality experience. 

Analysis of variance is used to study the impact of the three different product category characteristics on the explanatory power of the quality-satisfaction model. We examine the impact of these independent characteristics simultaneously. Complexity and sign value are non-significant, whereas the price positively affects the explanatory power (p-value 0.037). This means the more heavily the charges on the customer's budget, the stronger relationship between perceived quality and satisfaction. 

These results regarding the impact of customer expectations, obtained under experimental conditions, are supported by two Danish applications of a new developed joint European customer satisfaction measurement instrument. 

Customer satisfaction measurement for Post Denmark 

The successful experiences of the Swedish and American customer satisfaction indices have inspired recent moves towards creating an ECSI, supported by the European Commission (Directorate General III for Industry), the European Organization for Quality (EOQ) and the European Foundation for Quality Management (EFQM). A pilot study in 1999 is planned in 10 European countries. The authors are responsible for developing and introducing the Danish customer satisfaction index as a national part of ECSI. 
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Figure 2. 

European experts have developed the ECSI methodology, based on a set of requirements (ECSI Technical Committee, 1998). The basic ECSI model (see Fig. 2) is a structural equation model with unobservable latent variables. 

The model links customer satisfaction to its determinants and, in turn, to its consequence, namely customer loyalty. The determinants of customer satisfaction are perceived company image, customer expectations, perceived quality and perceived value (`value for money'). Perceived quality is conceptually divided into two elements: `hard ware', which consists of the quality of the product/service attributes and `human ware', which represents the associated customer interactive elements in service, i.e. the personal behaviours and atmosphere of the service environment. Main causal relationships are indicated; actually many more points of dependence between the variables can exist. 

Each of these seven latent variables is operationalized by two to five measurement variables, observed by questions to customers, and the entire system is estimated using PLS. 

During the autumn of 1998 data were collected for the first estimation of this model in Denmark. In total, approximately 3000 respondents were interviewed about their attitudes towards Post Denmark. Data collection was performed in three different ways in order to study the consequences of different procedures. The methods were: (1) a direct postal survey; (2) a postal survey with pre-notification; and (3) a telephone survey. The difference between (1) and (2) was non-existent, while there was a small bias from the telephone survey, which tended to under-represent higher educated people. Basically, however, the differences were small, and hence the choice of method could be based solely on economical considerations. 

The estimation of the model, which is given in Fig. 3, showed that the ECSI structure gives a very good explanation of customer satisfaction. Furthermore, it showed that the proposed split between `hard ware' and `human ware' quality was a good idea, since the impact from these two areas is quite different in certain situations. In Fig. 3 the `hard ware' elements are called postal service and the `human ware' elements are called customer interaction. The model deals with all kinds of postal services, parcel delivery, mail and counter services. 




Enlarge 200%
Enlarge 400%
Figure 3. 

The ECSI Technical Committee requires that R ^sup 2^ of customer satisfaction should be at least 0.65 (ECSI Technical Committee, 1998, p. 20). Furthermore, a 95% confidence interval for customer satisfaction should not be wider than +/-2 points. The Danish postal model fully lives up to these requirements. Thus, the R^sup 2^ is 0*79 and the confidence interval is much narrower than +/- 2 points due to the very large sample size. 

When compared to the basic ECSI model in Fig. 2 we see that there are some slight differences. First, postal service also has a direct effect on loyalty. Second, expectations has only a significant effect on perceived value-not on satisfaction. 

The indirect impact of expectations on customer satisfaction is low: a one-point increase in expectation index results in a 0*06 x 0*16 = 0*0096 point increase in the satisfaction index (on a 0-100-point scale). This impact is negligible when compared to the other exogenous variables. If we calculate all direct and indirect effects we see that a one-point increase in either perceived image, perceived quality of postal service or customer interaction results in an increase in the satisfaction index of 0*27 point, 0*35 point or 0*29 point, respectively. 

A very surprising result is the impact of image. Image is by far the most important factor when it comes to the generation of loyalty. This conclusion is very important since competition is going to increase dramatically in the future. 

Based on the model, the total customer satisfaction for Post Denmark in the private market may be estimated as 63*9. This result is very close to the results obtained in the US, Sweden and Germany. 

The ECSI model has also been applied to Post Denmark's business market. Based on interviews with 373 business professional customers, we obtained the estimated model as shown in Fig. 4. Also, here the ECSI structure gives a very good explanation of customer satisfaction (R^sup ^2 = 0*78). For our purpose, we find that the impact of expectations is at the same low level as on the private market. 
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Figure 4. 

Although expectations is significant in the two estimated postal models, its influence on customer satisfaction is negligible compared to the other three exogenous antecedents of satisfaction. 

Our experience with this first application of the ECSI model has been very good. The model fits well and seems to be sufficiently flexible for different industries. Hence, the model will be applied to other industries during spring 1999. Telecommunication, financial services, supermarkets and various kinds of processed food will be among the industries measured. 

Conclusion 

Structural equation modelling is used to estimate and test the process of customer satisfaction formation in eight selected product categories with different combinations of three product category characteristics: price, complexity and sign value. In our cases, it is customers' perceived quality that drives their satisfaction. Customer expectation has no substantive effect on satisfaction. 

The relationships between perceived quality and satisfaction (the structural model) and the weights of the questionnaire items (the measurement model) are studied across the product categories and the three characteristics. R^sup ^2 in the structural model has an acceptable level for the high-price products, but an unacceptable level for the low-priced products. This indicates that it is difficult to measure perceived quality for low-priced and low-involvement products by the three survey questions applied. 

The results regarding the impact of customer expectations, obtained under experimental conditions, are supported by two Danish applications of the ECSI model. Here customer expectations have a negligible effect on customer satisfaction, compared to the other drivers of satisfaction. This holds good of both the private market and the business market. 

[Reference]
References 

[Reference]
ANDERSON, E.W. & SULLIVAN, V.W. (1993) The antecedents and consequences of customer satisfaction for firms, Marketing Science, 12, pp. 125-143. 

ANDERSON, R.E. (1973) Consumer dissatisfaction: the effect of disconfirmed expectancy on perceived 

performance, Journal of Marketing Research, 10, pp. 38-44. 

BEARDEN, W.O. & TEEL, J.E. (1983) Selected determinants of consumer satisfaction and complaint reports, Journal of Marketing Research, 20, pp. 21-28. 

CARMAN, J.M. (1990) Consumer perceptions of service quality: an assessment of the SERVQUAL dimensions, 

Journal of Retailing, 60, pp. 33-55. 

CHURCHILL, G.A. & SUPRENANT, C. (1982) An investigation into the determinants of consumer satisfaction, Journal of Marketing Research, 19, pp. 491-504. 

CRONIN, J.J. & TAYLOR, S.A. (1992) Measuring service quality: a re-examination and extension, Journal of 

Marketing, 56, pp. 55-68. 

ECSI TECHNICAL COMMITTEE (1998) European Customer Satisfaction Index: Foundation and Structure for Harmonized National Pilot Projects, Report prepared for the ECSI Steering Committee, October. FORNELL, C. (1992) A national customer satisfaction barometer: the Swedish experience, Journal of Marketing, 56, pp. 6-21. 

[Reference]
FORNELL, C. & BOOKSTEIN, F.L. (1982) Two structural equation models: LISREL and PLS applied to consumer exit-voice theory, Journal of Marketing Research, 19, pp. 440-452. FORNELL, C. & CHA, J. (1994) Partial least squares. In: R.P. BAGOZZI (Ed.) Advanced Methods of Marketing 

Research (Cambridge, MA, Blackwell), pp. 52-78. 

FORNELL, C., JOHNSON, NI.IM., ANDERSON, E.W., CHA, J. & BRYANT, B.E. (1996) The American customer satisfaction index: nature, purpose, and findings, Journal of Marketing, 60, pp. 7-18. GRONROSS, C. (1993) Toward a third phase in service quality research: challenges and future directions. In: T.A. SwARTz, D.E. BOWEN & S.W. BROWN (Eds) Advances in Service Marketing and Management: Research and Practice, Vol. 2 (Greenwich, CT; JAI Press), pp. 49-64. 

JOHNSON, M.D. & FORNELL, C. (1991) A framework for comparing customer satisfaction across individuals 

and product categories, Journal of Economic Psychology, 12, pp. 267-286. JOHNSON, M.D., GUSTAFSSON, A. & CHA, J. (1998) The evolution and future of national customer satisfaction indices, Research Report 98:14 Social Sciences, Service Research Center (CTF), University of Karlstad, Sweden. 

JoRESKOG, K. & SORBOM, D. (1993) LISREL 8: Structural Equation Modeling with the SIMPLIS Command Language (Chicago, IL, Scientific Software International). 

LILJANDER, V. & STRANDVIK, T. (1992) Estimating zones of tolerance in perceived service quality and perceived value, Working Paper 247, Stockholm School of Economics and Business Administration, Stockholm, Sweden. 

[Reference]
OLIVER, R.L. (1977) Effects of expectation and disconfirmation on post-exposure product evaluations: an alternative interpretation, Journal of Applied Psychology, 62, pp. 480-486. OLIVER, R.L. (1980) A cognitive model of the antecedents and consequences of satisfaction decisions, Journal 

of Marketing Research, 17, pp. 460-469. 

OLIVER, R.L. (1981) Measurement and evaluation of satisfaction process in retail settings, Journal of Retailing, 57, pp. 25-48. 

OLIVER, R.L. (1997) Satisfaction: A Behavioral Perspective on the Consumer (New York, McGraw-Hill). OLIVER, R.L. & DESARBO, W.S. (1988) Response determinants in satisfaction judgements, Journal of Consumer 

Response, 14, pp. 495-507. 

OLIVER, R.L. & LINDA, G. (1981) Effect of satisfaction and its antecedents on consumer preference and intention. In: K.B. MONROE (Ed.) Advances in Consumer Research, Vol. 8 (Ann Arbor, MI, Association for Consumer Research), pp. 88-93. 

RUST, R.T., ZAHORIK, A.J. & KEININGHAM, T.L. (1994) Return on Quality: Measuring the Financial Impact of Your Company's Quest for Quality (Chicago, IL, Probus Publishing). RYAN, M.J., BUZAS, T. & RAMASWAMY, V. (1995) Making CSM a power tool, Marketing Research, 7, pp. 11-16. SPRENG, R.A. & OLSHAVSKY, R.W. (1993) A desires congruency model of consumer satisfaction, Journal of 

the Academy of Marketing Science, 21, pp. 169-177. 

SWAN, J.E. & TRAWICK F. (1980) Inferred and perceived disconfirmation in consumer satisfaction, Educators' Conference Proceedings: Marketing in the 80s Changes and Challenges, No. 46 (Chicago, IL, American Marketing Association), pp. 97-100. 

TSE, D.K. & WILTON, P.C. (1988) Models of consumer satisfaction formation: an extension, Journal of Marketing Research, 25, pp. 204-212. 

[Reference]
WESTBROOK, R.A. & REILLY, M.D. (1983) Value-precept disparity: an alternative to the disconfirmation of expectations theory of consumer satisfaction. In R.P. BAGOZZI & A.M. TYBOUT (Eds) Advances in Consumer Research (Ann Arbor, MI, Association for Consumer Research), pp. 256-261. WOODRUFF, R.B., CLEMONS, D.S., SCHUMANN, D.W., GARDIAL, S.F. & BURNS, M.J. (1991) The standards issue in CS/D research: a historical perspective, Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 4, pp. 103-109. 

YI, Y. (1991) A critical review of consumer satisfaction. In V.A. ZEITHAML (Ed.) Review of Marketing, 1990 (Chicago, IL, American Marketing Association), pp. 68-123. 

[Author Affiliation]
KAI KRISTENSEN,1 ANNE MARTENSEN1 & LARS GRONHOLDT2 

[Author Affiliation]
'Department of Information Science, The Aarhus School of Business, Fuglesangs All 4 4, DK-8210 Aarhus g Denmark & 2Department of Marketing, Copenhagen Business School, Struenseegade 7-9, DK-2200 Copenhagen N, Denmark 




_1174889277.unknown

_1174889279.unknown

_1174889280.unknown

_1174889278.unknown

_1174889043.unknown

_1174889044.unknown

_1174889276.unknown

_1174889040.unknown

_1174889042.unknown

_1174889038.unknown

