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1) Cardozo, Richard N. “An Experimental Study of Customer Effort, Expectation and Satisfaction,” Journal
of Marketing Research, Vol. 2, August 1965, PP. 244 — 249,
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2) @ Hunt, H. Keith, “CS/D Overview and Future Directions,” in H. Keith Hunt ed., Concepiuclization and
Measurement of Consumer Satisfaction and Dissatisfaction, Cambridge, MA : Marketing Science Insti-
tute, 1977, P. 459.
(@ Engel, James F. and Roger Blackwell, Consumer Behavior, New York: Holt Rinehart and Winston,
1982, P.501.
(3 Howard, John A. and Jagdish N. Sheth, The Theory of Buyer Behavior, New York: Wiley Marketing
Series, 1969, P. 145.
3) Oliver, Richard, “Mesurement and Evaluation of Satisfaction Processes in Retail Settings,” Journal of Re-

tailing, Vol. 57, Fall 1981, P.27.
4) Wilkie, William L., Consumer Behavior, New York: John Wiley and Sons, 1986, P. 558.
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5) Oliver, Richard 1. and William O. Bearden, “Disconfirmation Process and Consumer Evaluation in Prod-
uct Usage,” Journal of Business Research, Vol. 13, 1985, PP. 235—246.

6) Hunt, H. Keith, re} =, 1977.

7) Westbrook, Robert A. and Michael D. Reilly, “Value—Percept Disparity: An Alternative to the
Disconfirmation of Expectations Theory of Consumer Satisfaction,” in R. P. Bagozzi and A. M. Tybout
eds., Advances in consumer Research, Vol. 10, Ann Arbor, MI: Association for Consumer Research, PP.
256 —261.

8) LaTour, Stephen A. and Nancy C. Peat, “Conceptual and Methodological Issues in Consumer Satisfac-
tion Research,” in W. F. Wilkie ed., Advances in Consumer Research, Vol. 6, Ann Arbor, MI. Association
for Consumer Research, 1979, PP.434.

—145—



& £ B %
224 Oliver®s WED HEES] 3ol 8 them go] Musty io:

“BEFL W&, B, Bt GRS 5W EEACN2) tsted Avst 2
© R RS RIFIEM ) vl RS HAR MEEkike] Ag s
FEEol THE BWRMOZH WRMRA me o= Jehdoh oe
M WAl Ao old moh UwHel MAoE WEYI, it
& Ao

b
%
o

1 2 o] BRE Oliver™7} WHE WE FMES Mk 8% F—3okike @
oletm F RAF ol $EA Aol WERE WE FWEY THIA BPAA BES
Fiole Ax Atk Churchill®} Surprenant’T o 2] 7}A] #ifolu} Aol X Bt o 2 BE]
o RS Foz 7lestn o] EXL opr A

FH BA}D = OE PHL WMERKOl SRITHAZ —kTHATF S Aol
Westbrook?-2 {WE T Kol i@l EMHE (continuum) Lol X1 4 YA 9
A 71 3+ R k.

of S8l B A1 ATALANE MBS (1) WHI o8 =@, (2) el &
BB ko] KiBT FHESROZRE WA BAME, (3) TMHOD RET —E
HHES M&e) TS, WRAIA % 2 Astol WEkd EEe THE @) —Ee]
RERS FHEERS FEHS “HEREBR(two—factor process), (5) AR, BHAE
B, RAMEE olojXx B2 3 B So2 3% AT

S
o

9) Oliver, Richard, 2] &, 1981, P.41.

10) Oliver, Richard, “A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions,”
Journal of Marketing Research, Vol. 17, November 1980, pp. 460 —469.

11) Churchill, Gilbert A. Jr. and Carol Surprenant, “An Investigation into the Determinants of Customer Sat-
isfaction,” Journal of Marketing Research, Vol. 14, November 1982, PP. 491 —504.

12) Westbrook, Robert A., “Product/Consumption—Based Affective Responces and Postpurchase Pro-
cesses,” Journal of Marketing Research, Vol. 24, August 1987, PP. 258 —270.

13) Hausknecht, Douglas R., Consumer Satisfaction. An Extended Research Conceptualization, unpublished Ph.
D dissertation, University of Florida, 1988, P. 12.
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14 Czepiel, John a. and Larry J. Rosenberg, “The Study of Consumer Satisfaction: Addressing the ‘So What'
Question,” in H. Keith Hunt ed., Conceptualization and Measurement of Consumer Satisfaction and Dissatis-
faction, Marketing Science Institute, 1977, P. 94.

15) (D Oliver, Richard L., “Effect of Expectation and Disconfirmation on Postexposure Product Evalua-

tions: An Alternative Interpretation,” Journal of Applied Psychology, Vol. 62, No. 4, 1977, PP. 480—
486. '
@ and Robert A. Westbook, “The Factor Structure of Satisfaction and Related
Postpurchase Behavior,” in Ralph L. Day and H. Keith Hunt eds., New Findings on Consumer Satis-
Faction and Complaining, Bloomington, IN: Indiana University, 1982, PP.11-14.
16) Cardozo, Richard N., &} &, 1965.
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17) Oliver, Richard L., 2] &, 1981.

18) Westbrook, Robert A., 9+2] &, 1983.

, “Product/Consumption—Based Affective Responses and Postpurchase Processes,” Jour
nal of Marketing Research, Vol. 24, August 1987, PP. 258 —270.

19) Izard, Carroll E., Patterns of Emotions. A New Analysis of Anxiely and Depression, New York, NY: Aca-
demic Press, 1972.

20) Silverman, Irwin, “Expectancy of Disconfirmation: An Integration,” in Robert P. Abelson et al. eds.,
Theories of Cognitive Consistency. A Source Book, Chicago, IL.. Rand Mcnally and Company, 1968, PP.
479—484.

21) Cardozo, Richard N., ¢ke] =, 1965.
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22) Cohen, Joel B. and Marvin E. Goldberg, “The Dissonance Model of Post—Decision Product Evaluation,”
Journal of Marketing Research Vol. 7, August 1970, PP. 315—321.

23) Anderson, Ralph E. and Joseph F. Hair Jr., “Consumerism, Consumer Expectations and Perceived Prod-
uct Performance,” in M. Venkatesan ed. Advances in Consumer Research, Vol. 3, Ann Arbor, MI: Associ-
ation for Consumer Research, 1972, PP. 67 —79.

24) LaTour, Stephen A. and Nancy C. Peat, 2] =, 1979.

25) Oliver, Richard L., “Theoretical Bases of Consumer Satisfaction Research: Review, Clitique, and Future
Direction,” in Charles W. Lamb and Patrick M. Dunne eds., Theoretical Development in Marketing, Chica-
go, IL: American Marketing Association, 1980.
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26) Helson, Harry, Adaptation Level Theory, New York, NY . Harper and Row, 1964.

27) Thibaut, J. W. and H. H. Kelley, The Social Psychology of Groups, New York: John Wiley and Sons, Inc.,
1959.

28) Bitner, Mary Jo, Contextual Cues and Consumer Satisfaction. The Role of Physical Surroundings and Em-
ployee Behaviors in Service Settings, unpublished Ph. D dissertation, University of Washington, 1987.

29) Sherif, Muzafer and Carl 1. Hovland, “Social Judgement: Assimilation and Contrast Effects in Communi-

cation and Attitude Change, New Heaven, Connecticut: Yale University Press, 1961.
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30) Festinger, L., A Theory of Cognitive Dissonance, Stanford, CA : Stanford University, 1957.
31) (D Weaver, Donald and Philip Brickman, “Expectancy, Feedback and Disconfirmation as Independent
Factors in Outcome Satisfaction” Journal of Personality and Social Psychology, Vol. 40, No. 3, 1974,
PP. 420—428.
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Some Moderating Conditions,” Journal of Applied Psychology, Vol. 61, April, 1976, PP. 246 —250.
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—Hill, 1982.

—152—




HERE MER B 2491t HE
9} 8§+ A2 Huppertz® i, MowenZ Grove®, Evans®So] HE mstch HEE WEY
FRAA BY, WEES AFT RO aRY BAT Ko izt mRd B
H, igd )0 2ok MRS, Tikol FAFEFE FXRES /A Fo. &
R BHR7FES QA RE Eld e 2o Mol 8l 423 Bl v F53
Edel e dde] & Lotk olE Rl Eigo] g (social compari-
son) &) SAE T Ut o] &l SAE Eiol WF @WEol I EhY EED
Bikoll ReEste o] obel, 1 Apalel A EMEET Bl Ed] dsiNE dFL
e ojd 7)Fd oM kP o e wdEe B dte Aot

Adams™E AFHEE T2 4, 0,/L=0./1(0, Le a9 EHT #AX, 0, Le bH

o BT H#A)E Yeplth 9714 F39) thko] 54 o Ade AT Ros mE
3ta1, FU3A &g WO/Lx0/L)AE FAFS MESth o] o P Hige R
A A AFHES R A 789 Bt FE&ddn @ a8n FEFL 9
o] EgFolE UElRo] /Mol AEHeR B/EHA BAARRE W(ag YAANA 0/L<
Ov/I) 85 o} &% stA B4Estes d(0./L>0/h)E HAst=d, FAFEE =7+
2o (threshold) & #49] Z$-BTh Hohrge] 397t sk

34) Huppertz, John W, “‘Measuring Components of Equity in the Market Place: Perceptions of Inputs and
Qutcomes by Satisfied and Dissatisfied Consumers,” in Ralph L. Day and H. K. Hunt, eds., New Dimen-
sions of Consumer Satisfaction and Complaining Behavior, Bloomington, IN: Indiana University, 1979, P.
14

35) Mowen, John C. and Stephen J. Grove, “Search Behavior, Price Paid, and the ‘Comparison Other’: An
Equity Theory Analysis of Post Purchase Satisfaction,” in Ralph L Day and H. K. Hunt, eds., Interna-
tional Fair in Consumer Satisfaction and Complaining Behavior, Bloomington, IN: Indiana University,
1983, PP. 57—63.

36) Evans, Richard H., “Diagnosing Customer Satisfaction/Dissatisfaction and Behavioral Intention: Expec-
tancy Value Theory Versus Equity Theory,” in Ralph L. Day and H. K. Hunt, eds., International Fair in
consumer Satisfaction and Complaining Behavior, Bloomington, IN: Indiana University, 1983, PP. 64 —68.
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38) Campbell, J. D. and R. D. Prichard, “Motivation Theory in Industrial and Organizational Psychology,” in
" M. D. Dunnette ed., Handbook of Industrial and Organizational Psychology, Chicago: Rand McNally Col-
lege Publishing Co., 1976. ’

—153—



B %2 W %

Sdd XAFE A3l me} O U] HHe 2dsted, Adamse} Freeman™o)
o3 oloe B RFAKY ALdE REHS, HEES B FaFds HEE AG. ®
3+ Walstere} Walster®?ol] ©] 5} #HE (exploiter) o H#EH (victims) 7} =715 LER &
Bo 247} MRy i (retaliation distress) 9t BB FHE (self —concept distress) ] F
ERooRE LADTH EE WEEY 1 @EE BE7T, W Tl BET RolPe
AR oz 2E wgEE AoH, Ee B ANE dd AE, AFdHk Foe ik
199 fRERRES BES RdA v Aotk

Aol FEAcE B AFMK gt F—3 HHddH FAE BRI F A
telo] RE HRES HESARGRES B Tv EES Svixe MR 232 2o
=3 AT Bt o=z FUAH O5E AFF ATET REEES BT A
o2 RI|YEY F—i et o] HEEBT FASITE O Sol, WEWRS RIELERE
GHE 5 Aenele FRol olde ASE Atk o Bol, Fisks} Young"e FAFE
vla) 7 o s ol A BAfEel Aol fResesRl 2 EROE BER EHE HIeU, AR X
—3x et HEM F—He Ael7t givk

Swan3} Mercer?e F—E Aol BF R st £Y3 RAERE 4=
of sttki ZAstdth Swand Olivere A S A BEA 2298 & o= dold WE
T2 zAtoBX F—EI AFE #HEY SRS AFHATY 252 o] HRAA

F—¥ A HEly F—(@de] iR g8 FAhAARE A f—-¥ (@

39) Adams, J. S. and S. Freedman, “Equity Theory Revisited: Comments and Annotated Bibliography,”
Advances in Experimental Social Psychology, Vol. 8, 1976, PP. 43—90.

40) Walster, E. and G. W. Walster, “Equity and Social Justice,” Journal of Social Issues, Vol. 31, No. 3, 1975,
PP. 21—-43.

41) Fisk, Raymond P. and Clifford E. Young, “Disconfirmation of Equity Expectations: Effects on Consumer
Satisfaction with Services,” in Elizabeth C. Hirschman and Morris B. Holbrook, eds., Advances in Con-
sumer Research, Vol. X1I, 1985, PP. 340—345.

42) Swan, Hohn and Alice Atkins Mercer, “Consumer Satisfaction as a Function of Equity and
Disconfirmation,” in Ralph L. Day and H. K. Hunt eds., Conceptual and Empirical Contribution to Consum-
er Satisfaction and Complaining Behavior, Bloomington, IN: Indiana University, 1982, PP. 2—8.

43) Swan, John and Richard L. Oliver, “Automobile Buyer Satisfaction with the Salesperson Related to Equ-
ty and Disconfirmation,” in H. K. Hunt and Ralph L. Day eds., Consumer Satisfaction, Dissatisfaction,
and Complaining Behavior, Bloomington, IN: Indiana University, 1985, PP. 10—16.

—154—




HEE MER ERe Rdft WR
o] #FRT HA UHth7tA] SEERER RMESA T FAF RiE L SEBRES
Balged BEM FRAF(@de] A B oS IADAA HE XAFEM 7L

23

A Be odg AAHAAE ST FHMBS AFE(FEY olojo] FURN oD oY

kv

. A AvrEQ MERNES AT AFfko] ¥4I kitoR, wi =yFos
BRSO AMdol (RAERST] odte B AT Ty K- pASgke] AZike)
aRA R 3y ZA Jgoh £% Swand Oliver= 99 AFEE 7M1 BESHS
ANQed F—EEo] AFMtRYG S Holn BHT 8do2 gL

3. 7lEte] =Bctey

1) REW 2 #ehiF(normative deficit approach)

o] Eimel 7|EH AL Az T2 EEH I Eigo Ui HREFD HEREYY

Mgl xol7t FESFE BUR FTUMEthe Aolth® WMEE A£G HE(quality of life)
d

MEel A EROFE AT DS, o UL AR A AFozrH Rog
gl

wssor Shevh e MELS HEVH AT JATGI BFATG 98 Sof, M BARE
WES o] A7 2e A9e] ARsel AF 245 KHEES 2437 27 9

s
Bo BET A5 disiM 29 7 F Ak qrMe @, 1ZE T 5F #a
BeRThE o] ARE, 1293 greR FEAS BAEAVE s Ad A HE

o] AR "} Morris™e A FrasL e EE T MEEE ZAsked o] #HEH

44) Swan, John and Richard L. Oliver, “The Factor Structure of Equity and Disconfirmation Measures with-
in the Satisfaction Process,” in H. K. Hunt and Ralph L. eds., Consumer Satisfaction, Dissatisfaction, and
Complaining Behavior, Bloomington, IN: Indiana University, 1985, PP. 2—9.

45) Swan, John, 2] =, 1983.

46) Morris, Earl W., Mary Winter and Ivan F. Beutler, “A Normative Deficit Model of Consumer Behavior,”
in Beverlee B. Anderson ed., Advances in Consumer Behavior, Vol. 3, Ann Arbor, MI. Association for
Consmer Research, 1976, PP. 161 —165.

47) Morris, Earl W., “A Normative Deficit Approach to Consumer Satisfaction,” in H. K. Hunt ed,
Conceptualization and Measurement of Consumer Satisfaction and Dissatisfaction, Cambridge, MA: Mar-
keting Science Institute, 1977, PP. 240 —274.

—155—



E ¥ o2 %

e wAmD. ob e 98 WES (HEd HABHES 47 o Y& A
Sesl e = At Agsel et EEEEC] €184 2385 st o
s mo Emd FHE W FES TLEAA AR EES A sed 237
29 Qo U@ WEES WP Rl

o] HiEH hE EEFES WRE HES T OHE WEES RRATL AA, o1 ol
s Swae FEFES SR04 QT £U o MBS FoEmelt AFEER ¥
Sl BIRE WERARAT 28D 5 Atk

2) #HAHy H:Ei%(composite approach)

F—gEHY 2o WEoE WEE ERIAY i}ﬂ@% WRES ool HMRBMER
2 Aojipd olE 77| TE R 4Ftt Bidl i e Rl BE Aolth
I FER Swan®e BRG] WY WES FEY Westbrooke] WEDZ A2 294 K
HwEo| UF WE, EHME 0T WE, BaRed Y WE ToF At

Wol BES Sl MERS Z2Ashe R R HEret mERe FAE T
Teo oz gozol wie] #HifFdath
Qo AT A Gdox WEREME B FZ PR o7 Aok ZERERDS ©
ol RS Eioldyl RohE #iFel BRmos TAHUL HBok BRI AEEEY R
o} HEEslE AL AL st Aol BAS Tk ol F ERE A F—# He ol
Ao ‘@R A F JE Rolth o H= g LER SN BAH F—E

48) Swan John E., 9] 2, 1983, P.124.
49) g A7 AFH
Westbrook, Robert A., “Sources of Consumer Satisfaction With Retail Outlets,” Journal of Retailing,
Vol. 57, Fall 1981, PP. 68—85.
50) (D Maddox, R. Neil, “Two—Factor Theory and Consumer Satisfaction: Replication and Extention,”
Journal of Consumer Research, Vol. 8 June 1981, PP. 97—102.
(@ Swan, John E. and Linda Jones Comb, “Product Performance and Consumer Satisfaction: A New
Concept,” Journal of Marketing, Vol. 40, April 1976, PP. 25—33.
51) Barvbeau, J. Bradley and William J. Qualls, “Consumer’s Perceptions of Attributes and Behavioral Inten-
tions: An Extended Comparison—Level Model,” in Thomas C. Kinnear ed., Advances in Consumer
Research, Vol. 11, Provo, UT: Association for Consumer Research, 1984, PP. 143—147.

—156—




HEE MR e 91t g

deinde RES LA =odUY BHOZ BASAe 92w 8 (Brunswik Lens Model), -
fEfE— Mm% F—F(Value—Percept Disparity)Ei 5°] Sled oj=x *—z sl
o #82 F e Foltk?

BFKIEREG (attribution theory) & HA] itE.LEE THA WAy HmoT WBE WE
FME % APATE) T FFTH AFEES 47 d3tg mguqu®» 52
o= fokesgoll ofdte] Ol @R T A FFE FIATe FHo] wrYg® o

e F—gel AAol WiFe B71) FFE AN, F—HE AR, Bl T gk
Fhee) B AANY e 2z 1 KEE A dehitn ng

V. {§RERE BfEe] 22

1. Oliver Bl

Hxo AxkfkE ZdL Oliver™7} Helsone] BRE KRR Ao TEN HESE +8

2 9E otk (= 1)

52) Hausknecht, Douglas R., <] #}, 1988.

53) (1) Folkes, Valerie S., “An Attributional Approach to Postpurchase Conflict Between Buyers and Sell-
rs,” in Thomas C. Kinnear ed., Advances in Consumer Research, Vol. 11, 1977 Provo, UT: Associa-
tion for consumer Research, 1984, PP. 500—503.
2 , “Consumer Reactions to Product Failure: An Attributional Approach," Journal of
Consumer Research, Vol. 10, March 1984, PP. 398 —409.
@) Valle, Valerie and Melanie Wallendorf, “Consumers’ Attributions of the Cause of Their Product Sat-
isfaction and Dissatisfaction,” in Ralph L. Day ed., Consumer Satisfaction, Dissatisfaction and Com-
plaining Behavior, Bloomington, IN. Indiana University PP. 26— 30:
54) Q) Folkes, V. S., Susan Koletsky and John L. Grahm, “A Field Study of Causasl Inferences and Consumer Re-
action. The View from the Airport,” Journal of Consumer Reaearch, Vol.13, March, 1987, PP. 534 —
539.
@ Folkes, Valerie S., and Barbara Kotsos, “Buyers’ and Sellers’ Explanations for Product Failure
Who Done 1t?” Journal of Marketing, Vol. 50, April 1986, PP. 74 —80.

55) Oliver, Richard R., 2] &, 1980.

—157—




(@ 1) Oliver =4

[ = — =
W W R
B E B
! !
E KA |
W% 1 oo
e = b |

F—F = AA A7) P o2 A=
b = T-& (belief)
e = E}{E (evaluation)

&#}) Oliver, Richard L. 2] &, (1980)

ol 2ol ofrlste AL thdH o] MEstd 7= U

REE (RS 1) = f (8%

e = i £ —20

RERE (BFRE 2) = [(BSRs 19 REEE, WMR)

FE (L 1) = (BFBE19] AER)

BE (B35 2) = (B35 1o BE, =, KR 2] BEE)

of Rl WERES 2t REEH B L& (belieh) o] N FE FAZTE HiE
€ R A B o FHMET BR dd BEES BRAITIZ, olv thA BREE
BEES AR A% BifFst 24 mReHe] Aolel st X—grt 2} 1 F—
el A=ol e FHEF dojdrh o] il A3yt M) e mFhy(affective) AT

Il

k|

—158—



WEE MER BRd 29t R
o], olZlo] ¥l MR/ FiRES Holth Oliver®e olA& TARCE, “Blane] WA, ¥
wiEgo) A EASHA BAsE 9% mahgol e FE, 2T KERI MR W
BEEpo] U WEES faid =% 2RI W TAUSHE EF(emotion)o] Z 3t
= e LEAREETE TSI
o] EefFol B AT HEC UE fEEe dRS Mpstel BRR BEC <
AT, Algte] 7HE MRS A EstI, X ARV} obF A WES BEATIA

oft
o

e FAMEC e QNE PIFE E¥ K (homeostatic level) © 2 FobziTh.

o] RYL A 7} W& FAR Tt

1) R, FWES SAA77] A8 gFsh mgd 22E Aot e
A.

(2) Vo (belief) o WEAEEES #A7 e A& Bl

(3) F—3rt vlle) WEEEC vlAE AR HEe Fdol Fo4d A

2. Cadotte, Woodruf, Jenkins 22

Cadotte, Woodruf ¢} Jenkins™e #ifF —%%, F—% Aot & & B, kst 4T
o] w2 #if% R d (expectancy model) & A A} 3 AT

o] e EAS WEL sbel Sl ohi BfE(process)E F Aelth °lE%
Morris™ o] $4ift) GRS, Swan3t Mercer™e] AZFPEMES, Thibautsh Kelley™ el H#ik
KA S ZEsIl, HAN HEUKEC] EASAW T ERS HET Bl W Bt
ozl 2o # B (product class), BEEAEER, & 7IEh #gel WF fEATel AESRoI 1§

56) Oliver, Richard., &¢] =, 1981, P.27.

57) Cadotte, E. R., R. B. Woodruf and R. L. Jenkins, “Norms and Expectation Predictions: How Different
Are The Measures?” in R. L. Day and H. K. Hunt eds,, TInternational Fare in Consumer Satisfaction and
Complaining Behavior, Knoxville, TN University of Tennessee, 1982, PP. 49 —56.

58) Morris, E. W., &9l &, 1976.

59) Swan, John E. and Alice A. Mercer, %9} &, 1981.

60) Thibaut, John W. and Harold H. Kelly, gFe] 3, 1959.

—159—




E ¥ W

BERE Yee Hiolga s 18

%

ng 54 @R mEE mRe A3 miER

Re 2 99 Ré#(norms)F} ool FHEE T £ X—FK AP K39 wpE

oF W3l wekx 2R

(@ 2) Cadotte, Woodruf, Jenkins®] D

=
B | MREY | B E
{ : s
R — PIRRR B
MR RRRE ([
}
— i3 e Sk vk B e
l
—E/ A —Fol I BRAT
I
wm ok R
!
w OB & R
) Cadotte, E. R. et. al. (1982) .

XA REES miRel RIES T A, BA FHkiEd] BES E A, =x I 7
By dEshe @Rl RFEE £ A 5 2/ U8 HEEKe R olsd 5 U HEe
oj¢h o] FHE F Uthe IS WEET PEE BRI o8 & g —@e &
e B AL Ahe Aol Utk Ty ol B KBS Nt=X] BME TE FHES &

Aol ottt o] #hge &3]

—160—

%%TH% TE M—l——, 75%




HERE WER PRl 2di HR
Tl F—EuafRd A EmIERR RAET FREOE REEHEY HaRRY £ o
L DA A e Holh BF I Lhge]l EAGA FAY BRMEES gl ¥lsho
wE5stE EAZE HA ded 2u BEE/ 98 EmiEY R dsty 2o mhd
e 7HAa 2 B2 WMERA 9% v Aotk o EigdlM Al A o
g mARES 44T F A9

B Lo mfE #&i(best brand norm) — {FEE7F HuZn HAsts iEiRelA
HiEsl e RRIE B fRo] H.
4R AE A (product type norm) — 2& WA HREEN M &
A= BEEIQ] BKR7E K] fRige] €.
#itE Méi(brand norm) — Ao FEAKERC] RIS T [
A Rl WS = SREQ) BRVY Hutel BRikel 8

e
e
i
&
i

WEEV 54 BEEYE gt HiiFste kR HEE 7AAE 988 d¢. 2
HEE HEEZE Aol A7 dojof IAnn P BaER
& 8ROl ofai A Al dheE o

a2y R EREE REY B @Es BmAC oE =X, ¥ % &
ool 2= RS o FRAAFES BRA AT B, fhlnsk), HRRR ot o
2r} w3 WEHEM AN, Aovls 5 oebx HEE] FHREEs o227 QR
Oliver=2d 3} 22 dvtste mdo] zmitst Fifitke] ATd & ol Qo ZE MR
dol FEHE BRI =92 39, o] 2de I FAke Utk Ty ofFx o] B
do] 2AE £ 454 e 24322 17 Aol ik

fir

rir
i3
w
L
Bl
*
Ky}
il
sy
;]
2

3. Daye| 24l

61) Woodruf, Robert B., Ernest R. Cadotte and Roger L. Jenkins,” Understanding Consumer Expectation
and Satisfaction Proceses Using Experience—Based Norms: A Modeling Approach,” Working Paper,
Knoxville, TN: The University of Tennessee, 1982, PP. 1 —54.

—161—



(B 3) DayQ| €

ERE, e RIERE, G0
B, et ol B, 4 o)
i i
By = o] o) 3
REE | FHITR sk M) TR
A 5 m
(eI =1 (ﬁ/@. =
\ /‘ T R ——
B EE - i
BB AR i
WA o
WEEE B EEEE - AR
BEE SESN R R
TR SESEIE R
E =5 & B = T & & %

%) Day, R.L. @2 &, (1983)

(B 3)2 Day®7} AjA1% Rdz fof 5 R ulsfr b BiEao]t} CadotteT
of i BigstA o] Rde Jd¥o HF(EERY AR E REJLY RE Hen
Ba, BERAY A 7HA gfrete BRET s RSk Aok

o] 1AM BW WEES HA1 M B Wik IR, BREE kg B
BB, BB i SR e 9% S0 B RES A4 BEd A4 MEE

)

62) @ Day, R. L. “Extending the Concept of Consumer Satisfaction,” in William D. Perréault ed.
Adwvances in Consumer Research, Vol. 4, Association for Consumer Research, 1977, PP. 149— 154.
) , “The Next Step: Commonly Accepted Constructs for Satisfaction Research,” in R.
L. Day and H. K. Hunt, eds., International Fare in Consumer Satisfaction and Complaining Behavior,
Bloomington, IN: Indiana University, 1983, PP. 113—117.

]

—162—




WEE BER ERe 2HE HR
matel BE/HEY) —B/A—5 Rae ok WERES —BUFEO) @R, E0, <
ROz REESTL oWl WE/FMES FHT el wek WEe A dod A2
2AEE ol AAY HELS BT wHT TEE FHete Kol 2R E -

o) muel by 2 EARE WES BAEH Aok ¥ slopA P B HRA 4
BT WR/METHAN 0T AAT, WE Aokl IRE WiEeT HiE
sl AxE Al 4FaA BRGD 1HD2 MFS WEREY e HE gt

9l7] AR = o] Yo F8AE AR L] ofE & Atk
4. Hausknecht2| D&l

Hausknecht®= Daye] 2dl& 7]x23td I o]F A2 d5¥ HEHS 7Hvlste] #Hike

2d-g AAAT(E 4)

(B 4) Hausknecht?| B!

ERTANH R FEBEEE 5> | —B/F—E i B | 2 R
P 55 m B | <
o o T
%4} Hausknecht, Douglas R. &¥2] 2, (1988)

63) Thach, Sharon Vondra, Expectations and Consumer Satisfaction. Sources and Interactions, unpublished Ph.
D Dissertation, Michigan State University, 1989, P. 33.
64) Hausknecht, Douglas R., ¢¥] 2, 1988.

—163—




E %X W %

Daye] Rdae HHEAHoZ o R o Rikd HEHE F e AL REBRE
S &b Ao Bt Hausknechts o] Rdo] MEHHE, ¥ = 7IEt BRHE,
FEERE WME, WEEY BFEY S HMEGRREE), BE RETER, KE Aol
Zo g wE )l 7HA #EE £ AL AT

ol del £ & 2ok (1) Days 2del ¥ste N2E #&o] EMEA
& RAER®R, #E, £5Hhe =AUt F—% A 498 e mEAZisn RESA
th (2) AN AR EATHRAG (R, e, B8 o8, KBRS, —3/F 309 28Xe
A EkaL, RS 1EHE FEEel 2AEY] AN olEo] FAHoE EHSE FEIT
I S St @A olE F ox @ A ST gunsE MRS Kire REH
Aol Jokx Bokrh (3) Daye 2da} Zeo] oA HESRY] FRED L o

AF7HA HmEHE 4 2o ALY MESS Bl Jdoy T Jixe HEHay %ol T4
o2tk I AA = FATKESS MR/ AYE AA BT ZHolth 9 B F A =
92 FEERe] RO EZMN MEBRY 2T o] BE% $ET(post—purchase judgement)
B F—ggo] Uo}A] ML 5H:E(zone of indifference)® o] ZA1S W slel WES FaFe
n A At Cadotte T2 PERAR7E MR 43S FAY (B 2), RER
giol -FiREEEd T AT AP 7N EF EE(EG)EE g R
HEE oA MBEA 2 gEREEeITh
AT, BR 81 % Hire] 4F4 83 Aot WEES FEHEES WMEBREY 9

of Wl 2 WEI £Hd oM t=2oh MERsIR F— WS 4] O 4 E%
oF RiRET 2ol RS 4o W gejx Y] FET F HWAERE] MR B

=

=% REEEe] W ade] ¥R, T3 oj5o] EEHR Fikd
ol A=A FI Utk

fir
b
l‘lﬂ

=)
R
rfr
of
o%
o,
o
g
&
F-Y-
L,
Ho

65) Woodruf, Robert B, Ernest R. Cadotte and Roger L. Jenkins, “Modeling Consumer Satisfaction Pro-
cesses Using Experience Based Norms,” Journal of Marketing Research, Vol. XX, August 1983, PP. 296
—304.

66) #19 &, P. 297.

—164—




HERE BER PR 24t HE

V. & E

WRES MR TR ¥R Mgel 991 2 & Ad. weby wEEd W/
R FPTHS AES BFEST Este 2L vy FEAA AF RES
o)7)= &t} ol s WaA W A 1004de] A B W/ XHS FHOE &
79

& FRANE HE FHE e DAY FRERE NN, WE/ TR
Magre d9sts xmd 2Ye BEstat. ols Rde YoM femd Rzl
£ 278y HEsd B /AT dEd: (1) 279 @R Bkl sudd o
S0 BHS mMSHA stdth (2) BRRE, £, wobA Y o tid o] BEREY

o2 WMEAC (3) WEMES BB 2de 2Ho2 uy BED WS TasI
e A Solth

Ty #AE9Q AR flolM AL ol FoiAA ke Rol ABF ol R

AR fFpo] o8l A97F B, Bk A 22 HIPA EEREse] ke A & A

o

2 7= stk

goo HEe A MEMESY d9A AN KRS FEe FEs=d £
& Folok & Aolth & MEE mES REe] WES MEAI I, WEE EAl EAs
t R BEE ARNY Bt itk g e2E T AR WRE FAX BRAA
oWl EiES ALEEteETl dhe RS BHEY Zavt vk £I REEe] BT A wER
el RS seotslol goh AL WMEHMKS FHNE =Y Voldd WHMAM
HEHEE ol8E F Ue otk Fo2 MERMRY Zkithyd A HE 77t A
Helolol ok wEbA] HEALERINA T SE fHES MEE MBSt o)Al RE
e o™ BfR7 dert e Ae F4E dart Aok

—165—



E X B =%

2 £ X K

Adams, J. S., “Inequity in Social Exchange,” in R. Berkowitz, ed., Advances in Experimental Social
Psychology, New York : Academic Press, 1965, PP. 267 — 299,

, and S. Freedman, “Equity Theory Revisited : Comments and Annotated Bibliog-
raphy,” Advances in Experimental Social Psychology, Vol. 8, 1976, PP.43—90.

Anderson, Ralph E. and Joseph F. Hair, Jr., “Consumerism, Consumer Expectations and Per-
ceived Product Performance,” in M. Venkatesan ed., Advances in Consumer Research, Vol.
3, Ann Arbor, MI . Association for Consumer Research, 1972, PP. 67—70.

Barbeau, J. Bradley and William J. Qualls, “Consumer’s Perceptions of Attributes and Behavior-
al Intentions : An Extended Comparison—Level Model,” in Thomas C. Kinnear ed.,
Advances in Consumer Research, Vol. 11, Provo, UT : Association for Consumer Research,
1984, PP.143—147.

Bitner, Mary Jo. Contextual Cues and Consumer Satisfaction . The Role of Physical Surroundings
and Employee Behaviors in Service Settings. unpublished Ph. D dissertation, University of
Washington, 1987.

Cadotte, E. R., R. B. Woodruf and R. L. Jenkins, “Norms and Expectation Predictions : How Dif-
ferent Are The Measures?” in R. L. Day and H. K. Hunt eds., International Fare in Con-
sumer Satisfaction and Complaining Behavior, Knoxville, TN . University of Tennessee,
1982, PP.49—56.

Campbell, J. D. and R. D. Prichard, “Motivation Theory in Industrial and Organizational Psychol-
ogy,” in M. D. Dunnette ed., Handbook of Industrial and Organizational Psychology, Chica-
go . Rand McNally College Publishing Co., 1976.

Cardozo, Richard N. “An Experimental Study of Customer Effort, Expectation and Satisfaction,”
Journal of Marketing Research, Vol. 2, August 1965, PP.244 — 249,

Carlsmith, J. Merrill and Elliott Aronson, “Some Hedonic Consequences of the Confirmation and

Disconfirmation of Expectations,” Journal of Abnormal and Social Psychology, Vol. 66, Feb-

—166—




WERE MER BRe 24 HE
ruary 1963, PP.151—156.

Churchill, Gilbert A. Jr and Carol Surprenant, “An Investigation into the Determinants of Cus-
tomer Satisfaction,” Journal of Marketing Research, Vol. 14, November 1982, PP.491 —
504.

Cohen, Joel B. and Marvin E. Goldberg, “The Dissonance Model in Post—Decision Product Eval-
vation,” Jurnal of Marketing Research Vol. 7, August 1970, PP.315—321.

Czepiel, John a. and Larry J. Rosenberg, “The Study of Consumer Satisfaction : Addressing the
‘So What’ Question,” in H. Keith Hunt, ed., Conceptualization and Measurement of Consum-
er Satisfaction and Dissatisfaction, Marketing Science Institute, 1977.

Day, R. L., “Extending the Concept of Consumer Satisfaction,” in William D. Perreault ed.,
Advances in Consumer Research, Vol. 4, Association for Consumer Research, 1977, PP.149
—154.

, “The Next Step : Commonly Accepted Constructs for Satisfaction Research,” in
R. L. Day and H. K. Hunt, eds., International Fare in Consumer Satisfaction and Complain-
ing Behawior, ‘Bloomington, IN : Indiana University, 1983, PP.113—120. £

Engel, James F. and Roger Blackwell, Consumer Behavior, New York : Holt, Rinehart and
Winston, 1982.

Evans, Ricﬁard H., “Diagnosing Customer Satisfaction/Dissatisfaction and Behavioral Inten-
tion : Expectancy Value Theory Versus Equity Theory,” in Ralph L. Day and H. K. Hunt,
eds., International Fair in Consumer Satisfaction and Complaining Behavior, Bloomington,
IN : Indiana University, 1983, PP.64 —68.

Festinger, L., A Theory of Cognitive Dissonance, Stanford, CA : Stanford University, 1957.

Fisk, Raymond P. and Clifford E. Young, “Disconfirmation of Equity Expectations : Effects on
Consumer Satisfaction with Services,” in Elizabeth C. Hirschman and Morris B. Holbrook,
eds., Advances in Consumer Research, Vol. XII, 1985, PP.340—34.

Hausknecht, Douglas R., Consumer Satisfaction .| An Extended Research Conceptualization, unpub-

lished Ph. D dissertation, University of Florida, 1988.

—167—



E ¥ B =%®

Helson, Harry, Adaptation Level Theory, New York, NY : Harper and Row, 1964.

Folkes, Valerie S., “An Attributional Approach to Postpurchase Conflict Between Buyers and
Sellers,” in Thomas C. Kinnear ed., Advances in Consumer Research, Vol.11, 1977 Provo,
UT : Association for Consumer Research, 1984, PP.500 —503.

, “Consumer Reactions to Product Failure : An Attributional Approach,” Journal
of Consumer Research, Vol. 10, March 1984, PP.398 —409.

Howard, John A. and Jagdish N. Sheth, The Theory of Buyer Behavior, New York . Wiley Mar-

keting Series, 1969.
Huppertz, John W., “Measuring Components of Equity in the Market Place : Perceptions
of Inputs and Outcomes by Satisfied and Dissatisfied Consumers,” in Ralph L. Day and H.
K. Hunt, eds., New Dimensions of Consumer Satisfaction and Complaining Behauvior, Bloom-
ington, IN : Indiana University, 1979. ‘

Izard, Carroll E., Patterns of Emotions.! A New Analysis of Anxiety and Depression, New York,
NY : Academic Press, 1972.

LaTour, Stephen A. and Nancy C. Peat, “Conceptual and Methodological Issues in Consumer
Satisfaction Research,” in W. F. Wilkie ed., Advances in Consumer Research, Vol.6, Ann
Arbor, MI : Association for Consumer Research, 1979, PP.434.

Maddox, R. Neil, “Two—Factor Theory and Consumer Satisfaction : Replication and Extention,”
Journal of Consumer Research, Vol. 8, June 1981, PP.97—101.

Morris, Earl W., “A Normative Deficit Approach to Consumer Satisfaction,” in H. K. Hunt ed.;
Conceptualization and Measurement of Consumer Satisfaction and Dissatisfaction, Cam-
bridge, MA : Marketing Science Institute, 1977, PP.240—274.

, Mary Winter and Ivan F. Beutler, “A Normative Deficit Model of Consumer Be-
havior,” in Beverlee B. Anderson ed., Advances in Consumer Behavior, Vol. 3, Ann Arbor,

MI ! Association for Consmer Research, 1976, PP.161 —165.
Mowen, John C. and Stephen J. Grove, “Search Behavior, Price Paid, and the ‘Comparison

Other’: An Equity Theory Analysis of Post Purchase Satisfaction,” in Ralph L Day and

—168—




HEE MERK TR 24t HE

H. K. Hunt, eds., International Fair in Consumer Satisfaction and Complaining Behavior,

Bloomington, IN: Indiana University, 1983, PP. 57 —63.
QOliver, Richard, “A Cogitive Model of the Antecedents and Consequences of Satisfaction Deci-
sions,” Journal of Marketing Research, Vol.17, November 1980, PP.460 - 469.

, “Theoretical Bases of Consumer Satisfaction Research: Review, Clitique, and Fu-
ture Direction,” in Charles W. Lamb and Patrick M. Dunne eds., Theoretical Development
in Marketing, Chicago, IL: American Marketing Association, 1980.

, “Effect of Expectation and Disconfirmation on Postexposure Product Evalua-
tions: An Alternative Interpretation,” Journal oof Applied Psychology, Vol. 62, No. 4, 1977,
PP.480—486.

, “Product/Consumption—Based Affective Responses and Postpurchase Pro-
cesseé," Journal of Marketing Research, Vol. 24, August 1987, PP.258 —270.

, “Hedonic Reactions and Disconfirmation of Product Performance Expectations:
Some Moderating Conditions,” Journal of Applied Psychology, Vol.61, April 1976, PP.246
—250.

, “Mesurement and Evaluation of Satisfaction Processes in Retail Settings,” Journal
of Retailing, Vol. 57, Fall 1981, P.27.

, and Robert A. Westbrook, “The Factor Structure of Satisfaction and Related
Postpurchase Behavior,” in Ralph L. Day and H. Keith Hunt eds., New Findings on Con-
sumer Satisfaction and Complaining, Bloomington, IN: Indiana University, 1982, PP.11—
14.

, and William O. Bearden, “Disconfirmation Process and Consumer Evaluation in
Product Usage,” Journal of Business Research, Vol. 13, 1985, PP.235—246.

Shaw, Marvin E. and Phillp R. Costanzo, Theories of Social Psychology, 2nd ed., New York, NY:
McGraw —Hill, 1982.

Sherif, Muzafer and Carl 1. Hovland, “Social Judgement: Assimilation and Contrast Effects

in Communication and Attitude Change, New Heaven, Connecticut: Yale University

—169—




Press, 1961.

Silverman, Irwin, “Expectancy of Disconfirmation: An Integration,” in Robert P. Abelson et al.
eds., Theories of Cognitive Consisténcy.‘ A Source Book, Chicago, IL: Rand McNally and
Company, 1968, PP.479—484.

Swan, John and Alice Atkins Mercer, “Consumer Satisfaction as a Function of Equity and
Disconfirmation,” in Ralph L. Day and H. K. Hunt eds., Conceptual and Empirical Contribu-
tion to Consumer Satisfaction and Complaining Behavior, Bloomington, IN: Indiana Univer-
sity, 1982, PP. 2—8.

,and Richard L. Oliver, “Automobile Buyer Satisfaction with the Salesperson Relat-
ed to Equity and Disconfirmation,” in H. K. Hunt and Ralph L. Day eds., Consumer Satis-
Faction, Dissatisfaction, and Complaining Behavior, Bloomington, IN: Indiana University,
1985, PP. 10—16.

and , “The Factor Structure of Equity and Disconfirmation Mea-

sures within the Satisfaction Process,” in H. K. Hunt and Ralph L. Day eds., Consumer
Satisfaction, Dissatisfaction, and Complaining Behavior, Bloomington, IN: Indiana Universi-
ty, 1985, PP. 2—9.

Thach, Sharon Vondra, Expectations and Consumer Satisfaction. Sources and Interactions, unpub-
lished Ph. D dissertaﬁon, Michigan State University, 1989, P. 33.

Thibaut, J. W. and H. H. Kelley, The Social Psychology of Groups, New York: John Wiley and
Sons, Inc., 1959.

Valle, Valerie and Melanie Wallendorf, “Consumers’ Attributions of the Cause of Their Product
Satisfaction and Dissatisfaction,” in Ralph L. Day ed., Consumer Satisfaction, Dissatisfac-
tion and Complaining Behavior, Bloomington, IN: Indiana University PP. 26 —30.

Walster, E. and G. W. Walster, “Equity and Social Justice,” Journal of Social Issues, Vol. 31, No.
3,1975, PP.21—43.

Weaver, Donald and Philip Brickman, “Expectancy, Feedback and Disconfirmation as Indepen-

dent Factors in Outcome Satisfaction” Journal of Personality and Social Psychology, Vol. 30,

—170—




WERE MER PR Zdft HR
No. 3, 1974, PP.420—428.
Westbrook, Robert A., “Product/Consumption—Based Affective Responces and Postpurchase
Processes,” Journal of Marketing Research, Vol. 24, August 1987, PP.258 —270.
, “Sources of Consumer Satisfaction With Retail Outlets,” Journal of Retailing, Vol.
57, Fall 1981, PP.68—85.
, and Michael D. Reilly, “Value—Percept Disparity: An Alternative to the
Disconfirmation of Expectations Theory of Consumer Satisfaction,” in R. P. Bagozzi and
A. M. Tybout eds., Advances in Consumer Research, Vol. 10, Ann Arbor, MI: Assaciation
for Consumer Research, PP.256 —261.
Woodruf, Robert B., Ernest R. Cadotte and Roger L. Jenkins,” Understanding Consumer Expec-
tation and Satisfaction Proceses Using Experience—Based Norms: A Modeling Ap-
proach,” working paper, Knoxville, TN The University of Tennessee, 1982, PP. 1—54.

, , and , “Modeling Consumer Satisfaction Pro-

cesses Using Experience —Based Norms,” Journal of Markeling Research, Vol. XX, August

1983, PP. 296 —403.

—171—






