(St

ZHA.

A NEW APPRAISAL MODEL OF CONSUMER DISSATISFACTION:
THE MEDIATING EFFECTS OF PERFORMANCE INADEQUACY AND

MODERATING EFFECTS OF TOLERANCE TO INFERIORITY

LIDA LINGLING ZHANG

Supervised by:

Dr, Clement S. F. Chow

DISSERTATION

Submitted to the University of Macau as fulfillment of the requirement for the

degree of Doctor of Philosophy in Marketing, 2008



TABLE OF CONTENTS

CHAPTER I INTRODUCTION......ccooctiictieeeircrsensesssssesssnssssasssesessaeesas s saese e enenns 1
CHAPTER II LITERATURE REVIEW ......ooiiiiiiiriinrereicnecnnriese e snse s s 6
2.1 What Is Consumer Satisfaction?.........c.cooovivviirerrvcrrniessiesssssesesres e eesenens 6
2.2 The Importance of Understanding Consumer Satisfaction..............ccoceeveeeeennee 8
2.3 The Antecedents of Consumer Satisfaction...........cceceeeeirininnnirinerevneenneeens 1§
2.3.1 Disconfirmation ........cocceeeiiecieienrieininenni ettt sa st rn e ernens 12

A. Predicted Performance and Its Disconfirmation.........ccceeveveciceienrcnennne 13

B. Normative Performance and Its Disconfirmation ...........ccceevvveevivnennne.. 14

C. Ideal Performance and Its Disconfirmation ........c..cecceceeneeeveccsreaieniecennns 14

232 EQUILY oot ettt e 15
233 AUIIDULION. ...ttt et e e s e e 17

2.3 4 EMOLIONS c..coiitiiiiiiintisnrseessnrsersseraseseessrrsnesnessssessesssessssassessosssessssssssnsesses 18
2.3.5 An Appraisal Framework of Consumer Satisfaction..............coceevceiuennen. 23

2.4 What [s Consumer Dissatisfaction?........ccccvvverereiviinnineccnesenirenessessessnnns 25
2.5 The Importance of Understanding Consumer Dissatisfaction............cccocc...... 28
2.6 The Antecedents of Consumer Dissatisfaction..........ccccceevveciviniririceecnenennn. 30
2.7 SUIMITEATY veoveverereiereeraveeeristessitsssimnssassesssssresssrsnesssnteesaseessssnsesasssesssssasssssseesesseenss 32
CHAPTER III CONCEPTUAL MODEL .....ccccveivierierirnissnisssersorirsersnmesenssssnnsnes 33
3.1 Appraisal ThEOTY ...ttt s 33
3.2 Adequate Performance and Its Disconfirmation..........ccccovvevvvrrveienrcrverrennnnes 36
3.3 Tolerance to INFETIOTILY .....coovvirieiiicii e 39
3.4 HYPOTRESES......cceeceeieeereeeee e eecraeeececrenae et eesae s esneneas s e sne e enee s 41
3.4.1 Product Performance, Tolerance to Inferiority, and Consumer Dissatisfaction .43
3.4.2 The Appraisal Process ... seecesnees 45

A. The Mediating Effects of Performance Inadequacy ........ccooniecciiccnnnnn. 45

B. The Moderating Effects of Tolerance to Inferiority.......coovirincvcencinnen 47

3.5 SUMMATY vttt bbb er s sa st asa st a s bbb rbs b sas st ns 50
CHAPTER IV RESEARCH METHODOLOGY ......ccoovvinvivmrmnrmrmriremmneesressensenes 52
4.1 Research Strategy ....occivvoiiiiciiiniiiiiete sttt e anee s 52
4.1.1 Widely Used Research Strategies.....coocovenrnmenrereesecccecenimeseeceneeeeeeas 53
4.1.2 Internal Validity and External Validity .....ccccoorrmrecneccccini e 55
4.1.3 Laboratory Experiment as the Adopted Research Strategy ........ccovvveeeee. 57

vi



TABLE OF CONTENTS (CONTINUED)

4.2 EXperiment DeSiZI .....covveueemiieenirieiie et cctccin s cns s 57
4.2.] SUDJECLS ...eiiiiinireticrttirrere et ser s e e s e e s s e s s se e st eetee e aenne s e s e e ennnane 59
4.2.2 SHMUIUS ...ttt sne e 60
4.2.3 Procedure ................ e e es 63

A. Independent Variables ...........cocceeenerninesiccneeei et 63

B. Dependent Variables ......ccccovvviriiinnineninnesssenseesssssesnenesessceseesesnas 66

4.3 SUIMINATY ...oviviiiiiiiicsiiiisicssse s sas s e s sbe st s sbesasssssasssssrassaassasstsosnsasesssssssssnees 71
CHAPTER V RESULTS ..ottt sessessassassasss e sses e s essesnassaneas 73

5.1 Data Assumption EXaminations ......c.c.cccemnrnrcnnninnnccnccnneeseeneeenees 74
5.1.1 INAEPENACICE ..c.ueeeeeeiiireccirrere e ese e st e er et s sseeseesseeebr e snesaessaesssasaansnans 74
5. 1.2 NOIMALIEY c..veeeeseececceecernrrire e srescaeeseesns s assnaessessrrarnesaresaeesaessnnsssassesas 75
5.1.3 Equality of Variance ........cocvvevvveirerensnnecsvsnrensserentornessesse e s ssesssssnssns 77

5.2 Hypothesis TeSIS...cccvvevrvicrerrrenrinereseesrrrereessenssessreeseess e e snessessnsnenessnessess 78
5.2.1 Product Performance, Tolerance to Inferiority, and Consumer Dissatisfaction .79
5.2.2 The ApPraisal PrOCESS .......ccovererreerierreisseisesstisessrmeinernesessnesssssssessssssnens 82

A. Product Performance, Toierance to Inferiority, and Performance Inadequacy...83
B. Product Performance, Tolerance to Inferiority, Performance Inadequacy,

and Consumer DissatiSTaction ..........cecvvvevireieininnenniomimmneneeseeseesasssassc oo 86

5.3 SUIMMATY ...eeiitiiiiitrereronrenriesse e stes s e rsessesestessa st es s et s s srsasassubessess s sssestesarenee 89
CHAPTER VI DISCUSSION ....cooiriiiiriieierieniiiniecciasiesnisssesssassssssesssssssssssasssissssnses 90
6.1 StUAY SUIMMATY ...cccovrviiirrierierrrecceeteaestersen e seeessaee s resreesrrresaneassnessnsesssesass 90
6.2 CONILIDULIONS .....coecviiireieie e ceec e ceeceeeerte s s seessseeasaessnee e srne s s e neeesnessseessneeansenss 94
6.2.1 Tolerance to INfEriority ......c...covvimnrininiiiniiiri s 94
6.2.2 Consumer DissatiSfaction .........cveeierririiiniinieciieine e 96
6.2.3 Contributions to Marketing Practice........cccommiiiicinniciinnnnne, 97

6.3 Limitations and Future Research ...........cocvoireciiciiimnieniicseececssiseseseeine e 100
6.3.1 Tolerance t0 INTEriority ........occocvirmveeiirierieiinie e 100
6.3.2 Consumer DissatisSTaCtion ...........ocveviieieviriiiiniesisieeitesses s sersesies s 103

6.4 CONCIUSION w.eeiieetieieree et rsrn e st e ec s e s nessan e sessse s snsasssansesrenas 106
REFERENCES ...ttt rteserie e seaereesseetesstesasessesssesssesnssssessssssasssssssestenseesrersnes 107

vii



