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CHAPTER I

THE HISTORICAL ANTECEDENTS OF CONSUMERISM

Growth of a Social MovementConsumerism:
The increasing complexity of the American economy

since the American industrial revolution has substantially
Specifically, today's

market structure seeks to maximize consumer satisfaction.
Any imperfection in the interdependent market structure.

satisfied they may resort to consumerism.
Consumerism is the concerted expression of consumer

discontent with the marketplace. Not all dissatisfied con-

plaint behavior. Many dissatisfied consumers do nothing to
alleviate their dissatisfaction. This inconsistency is the
subject of this dissertation.

David Cravens and Gerald Hills defined consumerism
as

Philip Kotler defines

233 .

■'■David W. Cravens and Gerald Hills, "Consumerism: A 
Perspective for Business," Consumerism, The Eternal Triangle: 
Business, Government, and Consumers, ed. Barbara B. Murray- 
(Pacific Palisades, CA: Goodyear Publishing Co., 1973), p.

1

influenced the American consumer.

a social force within the environment designed to aid

sumers, however, express their dissatisfaction through com-

and protect the consumer by exerting legal, moral, and 
economic pressures on business.”’'

•either at the manufacturing or retailing level, is likely to
create consumer dissatisfaction. .When consumers are dis-
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consumerism as
rights and powers of buyers in relation to sellers. Others

an inevit-or
able response to a complex, impersonal society.

Most authors seem to agree that consumerism is
cial movement which is inevitable in the complex and imper
sonal marketing system of the United States today. They also
agree that consumerism is a movement which seeks to protect

consumers from unethical or deceptive marketing practice.

social
movement designed to aid and protect the consumer from market
ing abuses by the use of methods which provide redress and
restitution to wronged consumers. Consumerism is most ap
parent during periods of consumer unrest.

Periods of Consumerism
Three distinct periods of consumer unrest have oc

curred in the history of the United States: (1) the late
nineteenth and early twentieth centuries (1890's to 1914),
(2) the period from 1930 to 1949, and (3) the period from

CA:

"a social movement seeking to augment the
„1

view it as a social movement, a societal process
2

a so-

For this study, consumerism is defined as a

■''Philip Kotler, "What Consumerism Means to Marketers," 
Harvard Business Review 50 (May-June 1972) : 48 .

2 Jerome E. Scott and Lawrence M. Lamont, "Consumerism:
A Theoretical Framework for Analysis," Dynamic Marketing in 
a Changing World, ed. Boris A. Becker and Helmut Becker (Chi
cago^ TET American Marketing Association, 1972), p. 241; 
Stanley C. Hollander, "Consumerism and Retailing: A Histori
cal Perspective," Journal of Retailing 48 (Winter 1972-1973) : 
6; Robert O Herrmann, "Consumerism: Its Goals, Organiza
tions, and Future," Consumerism, The Eternal Triangle: Busi
ness, Government, and Consumers, ed. Barbara B. Murray (Pacif
ic Palisades, "CA: Goodyear Publishing Co., 1973), p. 21.
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These movements can be viewed as col-

establish

A Paradigm of Consumerism

merits typically reflects six primary characteristics:
1.

2 ,

3.

4 .

5 .

6 .

23.P-

Structural Conductiveness -- Structural characteris
tics of society that permit or encourage' incidence of 
collective behavior (e.g., lobbies, pressure groups, 
ethnic groups, etc.).
Structural Strain — Impairment of the relations 
among parts of the system. These strains create de
mands for adjustments of the social situation (e.g., 
deprivations, conflicts, disorganizations, imperfec
tions, inconsistencies, anomie).
Growth of a Generalized Belief -- Beliefs that acti
vate people for participation in episodes of collec
tive behavior. These beliefs identify sources of 
strain attributed to certain characteristics of the 
source, a specific response to the strain is possible 
or appropriate (e.g., integration, freedom, education 
for all, free enterprise, consumer rights) .

Social Controls -- Counter-determinants which pre
vent, control, interrupt, alter, deflect, or inhibit 
the growth of collective bargaining (e.g., courts.

Precipitating Factors — Events which create, sharpen, 
or exaggerate a condition of strain or conductiveness. 
These events set a collective behavior into action 
(e.g., a mass lecture, consumerist's pools, rising 
prices, a rebuff, etc.).

1960 to the present.1

■'’Herrmann,
2 Kotler,

Mobilization for Action -- Behavior of individuals 
(leadership) which brings the affected group into 
action (e.g., promoters, bureaucrats, power seekers, 
prestige seekers).

Consumerism, like other major collective social move-

lective behavior and conceptualized as a social movement to
2 a new order of life.

p. 50.
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Each of the three eras of consumerism are briefly analyzed
below in terms of these six aspects of social movement.

Consumerism: 1890-1914

Structural Conductiveness and Strain

The economic life of
consumers had changed rapidly during the last four decades
of the 19th century, and the structural, conductiveness and
strain patterns of the first era had been established. Al
though the educational level was low by today's standards,
the percentage of educated consumers was rapidly increasing.
The total population of the United States had doubled. and
the portion of the population living in the urban
from 20 to 40 percent. This change gave rise to tenement
housing, "sweat shops," municipal corruption, monopolies.
and trusts all of which were important sources of socio
economic discontent. Industrial output and employment during
this period increased 500 percent, while prices were increas-

Changes in the social fabric of the U.S. were hasteneding.
by the completion of the national network of railroads which

York:

governmental institutionalization of consumer activi
ties, laws, police, private third-party organiza
tions ) .

areas rose

The first period of consumerism began in the late 
2 1800's and ended approximately 1914.

1Neil J. Smelser, Theory of Collective Behavior (New 
The Free Press, 1965), p. 89.
n Richard H. Buskirk and James T. Rothe, "Consumerism- 

An Interpretation," Consumerism, The Eternal Triangle: Busi
ness, Government, and Consumers, ed. Barbara B. Murray (Pacific 
Palisades, CA: Goodyear Publishing Co., 1973), p. 36.
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created the possibility of

Manufacturers of consumer products seized this op-turers.

portunity and began trademarking their goods as well as adver-

The

marketing system expanded rapidly during this period.

The consumer faced increasing difficulty in coping

with the problems of his newly industrialized society. He

through the mass media that these abuses were not isolated

occurrences.

Marketing abuses were particularly acute in food

Preserved food frequently

contained formaldehyde to ensure freshness. Canned peas.

Each of these chemicals is

harmful to humans, but the movement to alleviate such prac

tices required mobilization to consumer action which grew

The first attempt at formal action was made byvery slowly.
Senator Paddock, who tried to establish the first pure food

Paddock was armed with the support of 10,000legislation.

242

23.

^Frank Johnson, ed. "Alienation: 
and Word," Alienation (New York: 
369 .

a nationwide market for manufac-

The consumer became aware

tising them in the new widely circulated magazines.-*-

*3 preservation and in meat packing.

for example, were treated with copper sulfate to promote a
4 "green shade of freshness."

Concept, Term, 
Seminar Press, 1973), p.

was increasingly alienated from his job; and further, he was

4 Herrmann, p.

^Hollander, p-. 57

almost powerless to correct marketplace abuses against his
2 safety, health and well-being.

3
Scott and Lamont, p.
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and support from the General Federation of Womensthe press,
Clubs and the National Consumers League; but his efforts
failed. Only after a threatened full scaled fight by the

American Medical Association and the appearance of tipton

Sinclair's book

Mobilization to Action and Social Controls
Governmental action during this first period was

concerned basically with encouraging more competitive markets
through the elimination of monopolies and trusts. To control

enacted:
1.

2 .

3 .

4 .

The Sherman Act (1890) -- which prohibits any con
tracts, combinations, or conspiracies in restraint 
of trade.
The Pure Food and Drug Act (1906) — which prohibits 
the adulteration and misbranding of foods and drugs 
in interstate commerce.

Barbara B. Murray, ed., "Major Federal Consumer 
1906-1970," Consumerism, The Eternal Tri- 

___ _ Government, and Consumers (Pacific Pali- 
Goodyear Publishing Co., 1973), p. 80.

consumer petitions in favor of legislation, the support of

The Jungle, an expose on working conditions

The Federal Trade Commission Act (1914) -- which 
prohibits unfair methods of competition and estab
lishes the Federal Trade Commission (FTC) to police 
the laws under its jurisdiction.

■'■Robert M. Estes, "Consumerism and Business," Cali
fornia Management Review 14 (Winter 1971): 9.

2
Protection Laws: 
angle: Business 
sades, CA:

the. excesses of the monopolistic firms, more legislation was

in a packing house, was consumer and presidential support 
sufficient to pass the Food and Drug Act of 1906.1

The Clayton Act (1914) — which prohibits any acts 
which substantial.lv lessen competition or tend to 
create a monopoly.

substantial.lv
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The actions taken in response to consumer pressures

alleviated consumer dissatisfaction somewhat.
tinuing consumer frustrations with the marketplace precipi
tated a second era of consumerism.

Consumerism: The Second Era

Structural Conductiveness for Change

flooded with advertising from print media and radio. Such
advertising seemed to be the only source of information on
products and services available in the marketplace. Consumer
frustration about the inadequacy of information found ex
pression in a

The book's reception by the public ledand F.
The mainto the establishment of Consumer Research, Inc.

thrust of this organization
on a large scale.

Structural Strain and Generalized Belief
The structural conductiveness noted above combined

with structural strain provided the impetus for the second
In addition, the severity of the totalera of consumerism.

"The Consumer Movement,"
Search for the Consumer Interest,

David A~. Aaker and George S. Day (New York:
1974), p.5.

2Kenneth Dameron, 
sumerism:

Con- 
2nd ed., ed. 
The Free Press,

'■James E. Hoefner and Stephen E. Permut, "Indexing 
Consumerism Issues Through the Mass Media," Journal of Con- 
sumer Affairs 8 (Summer 1974) ; 83.

was to perform product testing

During the late 1920's, consumers were virtually
1

However, con-

1927 book Your Money's Worth by Stuart Chase
J. Schlink.
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Products,
although perhaps not "poorly made," were used far beyond

their normal capacity and life span during this period. Fur
thermore, a widespread belief existed that businesses and

teristic of this period.

Complicating this attitude that business and poli

ticians were unresponsive to social problems, adulterated

foods, useless and dangerous drugs, and unsafe cosmetics were

being marketed during this period. Court decisions and new

technology had weakened the powers of the outdated Pure Food

and Drug Act of 1906. New legislation was passed but was

successful only after Kallett and Schlink's expose-, 100,000,000

Consumers began to collectively

band together to fight the abuses in the marketplace. Organi

zations such as the American Home Economics Association and

the National Congress of Parents and Teachers called attention
But only after the deaths ofto abuses in the marketplace.

Seminar

Precipitating Factors and 
Mobilizations to Action

politicians were unresponsive to the social problems charac- 
2

p. 25.

Guinea Pigs, had aroused Presidential interest by outlining
3 the fears of consumers.

^A. Dale Tussing, "Alienation and the U.S. Economic 
Future," Alienation, ed. Frank Johnson (New York: 
Press, 1973), p. 252.

2Martin H. Broffman, "Is Consumerism Merely Another 
Marketing Concept," MSP Business Topics 19 (Winter 1971): 15.

3Herrmann,

failure of the nation's economic system introduced feelings 
of powerlessness and disorganization in consumers.^
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100 users of Elixer Sulfanilamide, a new sulfa wonder drug,

powers to fight marketing abuses.

Cosmetic Act. This new legislation strengthened the 1906
Act by extending it to cover cosmetics and therapeutic drugs.
Again, as in the first movement, the impetus for change came
about only after

Social Controls for Consumer Abuses
The fight for a new FDA, strengthened by the support

of discontented consumers, points out the increased social
consciousness which emerged during the 1930's. The impact

Prices, reversing their decline in the early 1930's,
began to rise in 1935. Housewives in Detroit protested the
rise in meat prices by boycotting meat markets. This trend
toward action spread to other cities and later led to a series
of conferences on the high cost of living. Just as turn-of-
the-century consumerism lost its force with the outbreak of

the second consumer movement lost its growingWorld War I,

incomes during and after World War II.
impetus in the face of shortages of consumer goods and rising

2

an expose secured Presidential support.

In 1938 Congress passed the Federal Food, Drug and

of consumer group pressures and of growing consumer discon
tent began to be felt in the marketplace.

did the Food and Drug Administration (FDA) receive stronger

■'■E. B. Weiss, "The Corporate Deaf Ear," Consumerism, 
The Eternal Triangle: Business, Government, and Consumers, 
ed. Barbara B. Murray (Pacific Palisades, CA: Goodyear Pub
lishing Co., 1973), p. 249.

2Buskirk and Rothe, p. 36.
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Consumerism: The New Era

The most recent era of consumerism in the United
States began in the mid-1960's and has been of longer dura
tion than either of the two previous eras. The present move
ment can be called
(1) complex economic interdependence; (2) mass merchandising;

1(3) the widening choice of consumer goods and services.and
Mass merchandising by retailers (including computer

billing and self-service retail outlets) and consumer geo-

and made consumers unhappy. Consumers discontent also
3seems to be a result of consumers' rising expectations.

The widening choices of goods and services, combined with
the lack of information which allows buyers to.make informed

Social Movement

consumerism movement and have led some persons to state that

232 .

Kelley and Rusty L. Schewe,

244 .Scott and Lamont, P-

Analysis, Plan- 
Prentice

graphic mobility have depersonalized the exchange process
2

Consumerism as a
It is the above features which are unique to the new

"new" because of its unique characeris tics:

■'"Cravens and Hills, p.
2 Philip Kotler, Marketing Management:  

ning, and Control, 3rd. ed. (Englewood Cliffs, NJ: 
Hall, 1976), p. 14.

3 Eugene J. Kelley and Rusty L. Schewe, "Buyer Behavior 
in a Stagflation Shortage Economy," Journal of Marketing 39 
(April 1975): 45; Alan R. Andreasen, "The Differing Nature
of Consumerism in the Getto," Journal of Consumer Affairs 10 
(Winter 1976) : 183.

4

judgments about products have frustrated consumers who seek
4to make "informed" choices.



Although earlier consumerism movements have possessed
some characteristics of a social movement (even if at a very

The first primary characteristic is
structural conductiveness.

Structural Conductiveness for Change
Four specific developments reflect the structural

(1) risingconductiveness of the movement of the 1960's:
income and educational levels, (2) advancing complexities
of technology and marketing structures, (3) growing disgust

cies . Structural conductiveness refers to those basic devel-

income and educational levels in the U.S. haveFirst,
been continuously advancing.

to be concerned with the quality of life. Inmore consumers
Gallup poll reported that 25 percent of those ques

tioned had read the book 100,000,000 Guinea Pigs and as a
result one half of those readers changed their buying habits.

1

247 .

11
1 consumerism is the ''bankruptcy" of the marketing concept.

These advances have enabled
4

"New Dimensions of Counter
Consumerism and Environmentalism," MSU Busi- 
(Winter 1972): 65.

opments in a society which eventually create contradictions 
3 that entice actions.

of businesses, and (4) increasing numbers of consumer agen-

low intensity), the new consumerism can clearly be labeled
■ , 2a social movement.

1940, a

Charles G. Leathers, 
vailing Power: 
ness Topics 20 

2 Kotler, "What Consumerism Means," p. 50.
3 Smelser, p. 93.
4 Scott and Lamont, p.
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Gallup and other authors indicate that as education rises,

In addition, advancing complexities of technology

and marketing techniques have added stress to the decision

process of consumers. B. Weiss perceptively states.E.

In 1966, about half of the population stated that

they had little,

By 1973, this percentage had increased

Opinion Research Corporation reported in

January, 1975, that 67 percent of a nationwide sample ex-

Another

246 .P-
252 .

A Follow-Up Study of 
Fred Harris and Associ-

Consumerism II:
D.C. :

if any, confidence in the management of re-
3

Technology has brought unparalleled abundance and op
portunity to the consumer. It has also exposed him to 
complexities and hazards. It has made his choices more 
difficult. He cannot be chemist, mechanic, electrician, 
nutritionalist, and a walking computer (very necessary 
when shopping for fractionated-ounce food packages) ! 
Faced with almost infinite product differentiation (plus 
contrived product virtues that are purely semantic) , 
considerable price differentiation, the added complexi
ties of trading stamps, the subtleties of cents-off deals, 
and other complications, the shopper is expected to choose 
wisely under circumstances which baffle professional buyers . 2

presses a "low approval" of business activities.

1Ibid. , 
2„ • Weiss, p.
3 Fred Harris, ________

Consumer Attitudes (Washington, 
ates, 1972), 0. 37.

^Douglas L. MacLachlen and Homer Spence, "Public 
Trust in Retailing; Some Research Findings," Journal of Re
tailing 52 (Spring 1976) : 35.

tail institutions.
4 to 10 percent.

consulting firm, Daniel Yankelovich, Inc., said that "confidence

the amount of inquiry into the "happenings" of life also 
1rises .
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Distrust has been further heightened by the revela

tions of third-party groups such as Consumers Union, Ralph

Better Business Bureaus which provide not only guidance for

ave
nues of coalescing bargaining power.

new phenomenon
of this period.

ganizations and local organizations were present in nine

major cities. Some of the most active groups in this period

The existence of consumer groups has proliferated

since 1969. These four factors have placed strain on the

structure.

redress and restitution of grievances but also provide
2

Hiram C.
Perreault, Jr., 
erism, Marketing, and Government Regulations: 
Journal of Consumer Affairs 10 (Winter 1976) :

Barksdale, William R. Dardin, and William D. 
"Changes in Consumer Attitudes Toward Consum- 

1971-1975, " 
119 .

City and state consumer groups are a

Morin, "Consumerism 
(Summer 19 71) : 47 .

in business has hovered around a low 19 percent for the past
<= ' "1 few years.

were the Louisiana Consumer League and the Arizona Consumer 
3 

Council .

2 Simone Clemhout, "The Economics of Consumerism: Can 
Collective Bargaining Work for the Consumers," Advances in 
Consumer Research, ed . M. Venkatesan (Chicago, It.: Associa
tion for .Consumer Research, 1972), p. 108; Jacques C. Bourgois 
and James G. Barnes, "Consumer Activist: What Makes Them Dif
ferent?" Advances in Consumer Research, ed. Beverly B. Ander
son (Chicago, IL: Association for Consumer Research, 1975), 
p. 73; Hiram C. Barksdale and William R. Dardin, "Consumer 
Attitudes Toward Marketing and Consumerism," Journal of Mar
keting 36 (October 1972): 28.

3 Herrmann, p. 25; Bernard A.
Revisited," MSU Business Topics 19

In 1969, 2Q states had active consumer or-

Nader's Center for the Study of Responsive Law, and the
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anomie. In the last two eras of consumerism, basic changes

help correct abuses against themselves. A unique feature of

The government's slow responsiveness to control abuses
in the marketplace has spurred increased feelings of fatalism

pounded the problem. This distrust occurred in spite of the
increases in government consumer regulations which were passed

were called for by the

Distrust of the nation's political system has com-

Barksdale and Dardin, p. 28; W. Thomas Anderson, Jr., 
and William H. Cunningham, "The Socially Conscious Consumer," 
Journal of Marketing 36 (July 1972): 23; Andreasen, p. 187;
Donald A. Hughes, "An Investigation of the Relation of Selected 
Factors to Consumer Socialization," Conceptualization and 
Measurement of Consumer Satisfaction/Dissatisfaction, ed. H. 
Keith Hunt (Cambridge, MA: Marketing Science Institute, 1976), 
p. 300; Frederick E. Webster, "Determining the Characteristics 
of the Socially Conscious Consumer," Journal of Consumer Re
search 2 (August 1977): 188.

2 Henry O; Pruden and Douglas L. Longman, "Race, 
Alienation, and Consumerism," Journal of Marketing 36 (July 
1972): 58; William J. Lundstrom and E. Laird Landon, Jr.,
"Comments on Race, Alienation, and Consumerism," Journal of 
Marketing 37 (April 1973) : 67 ; Norman Kangun, Keith K. Cox,
James I-liggenbotham, and James Burton, "Consumerism and Market
ing Management," Journal of Marketing 39 (April 1975): 3.

3

"socially conscious" consumers to

the current consumerism era is the "socially conscious" con-

during this last period, spurring 58 pieces of legislation 
from 1960 to 1974.

flicts, deprivations, disorganization, inconsistencies, and
The new consumerism is replete with strains, con-

and anomie among the "disadvantaged" consumers and the upper 
classes.

See Figure 1, p. 16.

sumer seeking remedies/redress for abuses thrust upon the 
"disadvantaged" consumer as well as himself.
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Growth of a Generalized Belief
It was these structural strains (e.g., economic,

societal, and political) and a growing generalized belief
that problems could be solved through collective social action.
which emerged during this period.

Mobilization to Action
Private, public, and third-party actions became modes

for expressing discontent.

Private Action

Journalistic critics such as Vance Packard and Rachel

abuses perpetrated on society by businesses.
Ralph Nader went beyond literary exhortations and

became self-appointed consumer advocate. A 1972 nation-a

wide survey revealed, that Nader had the support of 37 percent
Eighteen percent were even willingof the people sampled.

Mass media in giving front page coverage to the activi
ties of consumer advocates has aided in the expression of
the grassroots feelings of consumers and increased awareness

48 .P-

Carson have written books which vividly describe various
1

to financially support his Center for the Study of Responsive
• o Law.

^Herrmann,

of the need for public action.

p. 23; Kotler, "What Consumerism Means,"

2 Herrmann, p. 26; Rex II. Warland, Robert 0. Herrmann, 
and Jane Willits, "Dissatisfied Consumers: Who Gets Upset 
and Who Takes Action," Journal of Consumer Affairs 9 (Winter 
1975) : 148.
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Public Action: Federal Level

erism as a safe, high potential vote getting social issue.

presidential support.

Kennedy's directive to the Consumer Advisory Council head was:

President Lyndon Johnson, other than his appointment of Ester

Peterson as Special Assistant for Consumer Affairs, did little

early in his terra to exert pressure for new consumer legis

lation . It was not until his consumer message to Congress in

In 1967 and 1968, his State of the Unionsumer movement.
3message stressed the plight of the consumers.

Equally as fervent as Kennedy, President Nixon sought

During his

24 .

(1) the right to choose;
(3) the right to safety; and

given that he became actively involved in the con-
2

Additional legislative and administrative action is re
quired, however, if the Federal Government is to meet 
its responsibility to consumers in exercising their 
rights. These rights include: 
(2) the right to be informed;
(4) the right to be heard A

Public officials and legislators have chosen consum-

1966 was

In March of 1962, President John F.

The new consumerism era, as in previous periods has had

a "Buyer's Bill of Rights" for the consumer which would em- 
4 phasize their input into the regulatory process.

^Buskirk and Rothe, p. 34.
2 Herrmann, p.
3Lyndon B. Johnson, "The American Consumer," Con- 

sumerism, The Eternal Triangle: Business, Government, and 
Consumers, ed. Barbara B. Murray (Pacific Palisades, CA: 
Goodyear Publishing Co., 1973), p. 63.

^Richard M. Nixon, "Consumer Protection," Consumerism, 
The Eternal Triangle: Business, Government, and Consumers, ed. 
Barbara B. Murray ("Pacific Palisades, CA: Goodyear Publishing 
Co., 1973), p. 69. .
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Most recently, President Carter has sought to create
Cabinet level position entitled the Agency for Consumera

Advocacy (ACA).

in representing consumer interest at the federal level.

Public Action: State Level
Not only are public actions to protect consumer wel

fare at the federal level impressive but also those taken by
individual states.
sumer Affairs and only four states projected they would not
have such an office either as a separate department or

3division of the States Attorney's Office by the end of 1977.

Public Action: Municipal Level
Various municipalities in addition to state and fed

eral agencies also recognize the importance of consumer affairs
Dallas,offices in responding to consumer needs. Texas for

a divi-example, operates a Department of Consumer Affairs as
sion of the Department of Weights and Measures. Currently,

5.P.
Stephen L. Diamond, Scott Ward, and Ronald Faber, 

"Consumers Problems and Consumerism: Analysis of Calls to a 
Consumer Hot Line,” Journal of Marketing 40 (January 1976): 
60; Bernard A. Morin and Thomas L. Wheeler, "Consumerism at 
the State Level," Proceedings of the Southern Marketing As
sociation (Atlanta-; GA? Southern Marketing Association, 
1975) , p. 22.5.

as a

The ACA could be an active, dynamic force
2

"'’Seelye, p. 5.
n Norman Kangun et al.,
3

In 1974, 34 states had agencies for Con-

administration, and later during President Ford's, several
inroads into consumer problems were made through Presidential

• 1 action.
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it has 55 filled positions and a total budget of $732,000,
50 percent of which is offset by regulatory licensing fees.
It appears that only the largest municipalities can afford
a Consumer Affairs Office. Most of these offices generally
are burdened with a
responding mainly to consumer complaints.

Third-Party Action
Two additional groups seek to provide various types

of assistance to consumers including mediating complaints.
The first group is the non-federal protection service agen
cies . The oldest examples of such agencies are the Better
Business Bureaus (BBB). ■ The function of these bureaus is to
provide information to consumers and act a third-partyas
mediator in consumer-business disputes. In 1973, the average
BBB had 35,000 contracts with consumers who had both complaints

Restrictively, only the larger urban areas have
Several states have BBB's which are located in theBBB's.

States Attorney General's Office.
often skeptical of BBB's due to the financial support given
to them by the business community. BBB's often charge member
ship fees to member businesses.

we well as inquiries and operated on an average budget of 
$77,000.2

multitude of responsibilities rather than
1

Consumers, however, are

^Charles H. Vincent, "Consumer Protection-The Munici
pal Approach," Proceedings of the American Council on Consum
er Interest, (Atlanta, GA: American Council on Consumer Inter
est, 19 7 , p. 24.

2 Thomas F. Hogarty, "Survey of Non-Federal Protection 
Groups," Journal of Consumer Affairs 8 (Summer 1974) : 107 .
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Another type of third-party organization is the

independent consumer research company. These companies
provide product test information and consumer education on

and

ture; and (2) the Consumer's Union, the largest and most in
fluential consumer organization. These mobilizations to

action, public, private, and third-party, have nurtured em
bryonic social controls.

Social Controls for Consumer Abuses
Counter determinants which prevent, interrupt, alter

or impede collective behavior are labeled social controls.
Social controls in this context are those avenues through
which consumers work to bring about changes in the market
place .

Consumers who have complaints against businesses may
seek redress directly from the responsible institutions such
as retailers or manufacturers.

Currently, more than 34 federal agenciesgovernmental agency.
engaged in providing information to consumers. Fiveare

plaints are:
government agencies which specifically handle consumer com-

Robert O. Herrmann, "The Consumer Movement in Histori
cal Perspective," Consumerism: Search for the Consumer Inter- 
est, ed. David A. Aaker and George S. Day (New York: The 
Free Press, 1974), p. 21.

a third-party, or through a

sumer Research, Inc., the original organization of this na-

such topics as interest rates, guarantees, warranties, 
product safety.1 Two such organziations exist — (1) Con-
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1

Two Federal Social Control Groups

Two of the most powerful government agencies. the
Federal Trade Commission (FTC) and the Food and Drug Adminis
tration (FDA) are well known examples of social control
groups.

These two organizations seek to uphold basic consumer
rights (e.g., to be informed.

be safe) by providing standards to be used in business policy

decisions affecting all areas of the purchase process (e.g.,

prepurchase, purchase, and postpurchase). The interactions

of each institution, with respect to consumer related policy

decisions, will be discussed specifically as they affect each

area of the purchase process.

Background of the FTC

Since its establishment in 1914 , the FTC has been a

controversial agency.

preventing anticompetitive practices . Its impetus was to pro

tect injured businesses rather than disgruntled consumers.

Although its charge from Congress was expanded in 1938 by

the Wheeler-Lea Amendment, the FTC was only indirectly

1 .
2 .
3 .
4 .
5 .

The agency's initial concern was with

■'■Helen F. McHugh, "Status of Procedures for Consumer 
Recourse," Advances in Consumer Research, ed. David Gardner 
(Chicago, IL: Association for Consumer Research, 1971), 
p. 157.

to choose, to be heard, and to

The Federal Connnunie.il ion Commission.
The Federal Housing Authority.
The Post Office.
The Federal Trade Commission.
The Food and Drug Administration.

Connnunie.il
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involved in consumer protection through the regulation of
false advertising until the new era of consumerism.

The agency's emphasis on consumer protection grew
in importance over time.
was passed.
piece of legislation enacted since 1941. The Improvement
Act expanded the FTC's authority in the regulation of busi
ness practices affecting consumers. The most innovative
section is number 202. It provides funding of $1 million a
year to solicit consumer information
policy-making process. A limit of 25 percent of this allot-

Background of the FDA
Much like the FTC, the FDA began in the latter part

of the first era of consumerism. The FDA enforces the 1938
A key section (402a,4)

states that food shall be deemed to be adulterated if "it
has been prepared, packed, or held under insanitary conditions.

The FDA's responsibility is
aimed mainly toward manufacturing and processing plants

82.

The FTC Improvement Act may be the most radical
1

Barry Mason and Morris T... Mayer, "Food Industry 
Guidelines in Regulations," MSU Business

(Summer 1975); 47. ~

Federal Food, Drug and Cosmetic Act.

ment may be paid to those who will be directly regulated by 
2the proposal.

or may become contaminated with filth, or whereby, it may be 
rendered injurious to health."2

■^Gerald G. Udall and Phillip J. Fischer, "The FTC Im
provement Act," Journal of Marketing 41 (April 1977) :

2Ibid., p. 83.
3 J .

Sanitary Practices:
Topics 2 3

In 1975, the FTC Improvement Act

as input into the FTC's
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(approximately 32,000) and storage, repacking, and labeling
facilities (about 28,000). These manufacturing and process
ing plants generally have their greatest influence on the
consumer in the prepurchase stages of consumption.

Regulations: Prepurchase Phase
Most regulations for this stage of the purchase pro

Various disclosure regulations for the past
five years have emphasized information on ingredients, price,
safety, and useful life of products. In Figure 2, Day has

Nutritional Labeling Act
Much of the consumer legislation is based on the

thesis that consumers should have adequate information to
enable them to make'comparisons in the marketplace. Included
in such activities are the nutritional-labeling requirements
of the FDA.

Not only have questions been raised concerning the

^Patricia A. Daly, "The Response of Consumers to Nu- 
" Journal of Consumer Affairs 10 (Wintertrition Labeling, 

1976) : 170.

On June 1, 1975, the FDA required labels to

cess involve consumer education or the provision for better 
information.1

shown the type of regulations issued in the last five years
2 as well as the direction of future regulations.

fully disclose information on the nutrition of processed 
3foods.

Gary T. Ford, "A Multivariate Analysis of the State 
of Consumer Policy," Proceedings of the American Institute of 
Decision Sciences (San Francisco, CA: American Institute of 
Decision Sciences, 1976): 68.

2George S. Day, "Assessing the Effects of Information 
Disclosure Requirements," Journal of Marketing 40 (April 1976): 
42.
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Figure 2

Probable in the FuturebType of Disclosure

1. Comparative prices

2.

3.

4. Life/perishability -Open dating of foods

le damage susceptibil-

5.

6.

SOURCE:

Coi 
ant

■edients (including 
.tives)

of cellular 
.ation

for clothing 
sales contracts

Recent or Pros] 
(i:

-Cosmetics
-Food
-Liquor
-Phosphate content of 
detergents

-Cigarette health hazards 
-Lack of efficacy of vita
mins
-Flammability (children's 
sleepwear)

Form and usage of 
product/tcrms of con
tract and warranties

imparative performance 
>d efficiency

Ingr< 
addi'

ipcctive Information Disclosure Requirements 
illustrative, not comprehensive)

-Labeling of fat content in food
-Presence of pesticides
-Pigment content of paint
-Labeling to explain pu:

food ingredients and a<
irpose of 
idditives

-Appliance durability and life
-Expiration dates for drug
potency
-Automobi
ity and repair costs

-Size standards (i.e., TV 
screens and refrigerators

-Truth in warranties and 
service contracts

-Tire construction and load 
rating

-Flammability < 
plastic insul.

Warnings/ 
clarifications

aMan;
lati.
clarify implementation
standards motivated by
‘’As of the second quarter of 1975. none of these requirements had been implemented federally 
although serious proposals were being considered in virtually all cases

Implemented in 
Past Five Yearsa

PatrTcia A. Daly, "The Response of Consumers to Nutrition Labeling," Journal of 
Con sumo r A f f a i r s 10 (Winter 1976): 170.

stopping ability, 
1 resistance to

ny of the disclosure requirements in this column will be the subject of future legisla- 
ion designed to extend coverage (especially from state to federal jurisdictions) or 

problems. Some are primarily in existence as voluntary industry 
the threat of government involvement.

-Prescription prices
-Truth in life insurance
-Costs of operation of appli
ances and automobiles

-Truth in consumer leasing
-Automobile gas mileage
-Appliance energy consumption 
and comparative efficiency

-Annliancc nerformance
-Tire mileage, 
and high speed 
heat

-Carpet and upholstery wear 
characteristics
-Quality grade labels for 
food products

-Sun screen efficacy of suntan 
preparations
-Standards of drug efficacy
-Detergent efficacy
-Vocational school drop-out rate

-Standards specifying amount 
of product to use (i.e., 
detergents
-Care labeling
-Terms of land
-Truth in imports (country of 
origin
-Truth in savings (interest 
payments)
-Disclosure of manufacturer, 
packer, and distributor of 
food products

-Net and drained weights of 
canned and frozen food

-Truth in lending
-Unit Pricing
-Automobile list prices

-Nutrition labeling of 
food products

-Lumen and life data for 
light bulbs

-Stereo amplifier power 
output
-Octane labeling
-Automobile performance
(vehicle stopping distance, 
acceleration and passing 
ability, and tire reserve 
load)
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impact of disclosure on the exchange process (e.g., changes

Research findings have been
inconclusive the value of such labeling to consumer buyingon
habits.
does not insure its The usage rate of nutritional

Deceptive Advertising
Consumers in their prepurchase search for information

are mislead by deceptive or misleading advertising. From 1916

Barksdale, "Food Label-
Jour-

Clearly, however, the existence of such information
2 usage.

1,,Warren A.
ing Regulations:
nal of Marketing 38 (July 1974):
Spiller, and Carol A. Kahn, "Brand Choice Behavior

French and Hiram C.
Efforts Toward Full Scale Disclosure," _____

__________ ~ \ ; Jacob Jacoby, Donald E. 
Spiller, and Carol A. Kahn, "Brand Choice Behavior as a Func
tion of Information Load," Journal of Marketing Research 11 
(February 1974): 36; Betty J. Diener, "The Fulfillment of
Consumer Promotions as a Source of Consumer Dissatisfaction," 
Conceptualization and Measurement of Consumer Satisfaction/ 
Dissatisfaction, ed. H. Keith Hunt (Cambridge, MA: Marketing 
Science Institute, 1976) p. 335.

2 Zarrell V. Lambert, "Nutritional Information: A 
Look at Some Processing and Decision Difficulties," Advances 
in Consumer Research, ed. William D. Perreault, Jr. (Atlanta, 
GA: Association for Consumer Research, 1976), p. 130; William 
H. Cunningham and Isabella C. M. Cunningham, "Consumer Protec
tion: More Information or More Regulation?" Journal of Mar- 
keting 40 (April 1976) : 65.

3Ralph L. Day, "Towards a Process Model of Consumer 
Satisfaction," Conceputalization and Measurement of Consumer 
Satisfaction/Dissatisfaction, ed. H. Keith Hunt (Cambridge, MA: 
Marketing Science Institute,’ 1976), p. 153; Lorna Opatow, 
"Consumer Opinions of Open Dating, Nutritional Labeling, Pack
aging, and Pollution," Dynamic Marketing in a Changing World, 
ed. Boris A. Becker and Helmut Becker (Chicago, IL: American 
Marketing Association, 1972), p. 236; Robert A. Peterson, 
"Consumers Perceptions as a Function of Product Color, Price, 
and Nutritional Labeling," Advances in Consumer Research, ed. 
William D. Perreault, Jr. (Atlanta, GA: Association for Con
sumer Research, 1976), p. 61; Lambert, 0. 128.

labeling is low and particularly low in the lower income 
groups.3

in brand choice) but also about the impact of this information 
on the buying decision itself.3'
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An

rule-making committee.
Consumer input in the form of testi-

one half of all the cases tried since 1970. The majority of
input generates from experiences they have had withconsumers'

their purchases.

Consumer Protection: Purchase Stage
Social controls affecting the purchase decision it

self are primarily focused on protection. The FDA has

mony and surveys, has been relied upon heavily in more than
3

accurate definition of "deception" is a problem for the FTC's

Michael T. Brandt and Ivan L. Preston, "The Federal 
Trade Commission's Use of Evidence to Determine Deception,” 
Journal of Marketing 41 (January 1977) : 54 .

o James R. Krum and Stephen K. Keiser, "Regulation of 
Retail Newspaper Advertising," Journal of Marketing 40 (April 
1976): 29; David M. Gardner, "Deception in Advertising; A
Conceptual Approach," Journal of Marketing 39 (January 1975): 
45; Gary M. Armstrong and Frederich A. Russ, "Detecting Decep
tion in Advertising," MSU Business Topics 23 (Spring 1975): 
21; Jacob Jacoby and Constance Small, "The FDA Approach to 
Defining Misleading Advertising," Journal of Marketing 39 
(October 1975): 65; Ivan L. Preston, "A Comment on Defining
Misleading Advertising and Deception in Advertising," Journal 
of Marketing 40 (July 1976): 54.

3Donald L. Kanter, "Psychological Considerations in 
Advertising Regulations," California Management Review 16 
(Spring 1974) : 73; Robert E. Wilkes and James B. Wilcox,
"Recent FTC Actions: Implications for Advertising," Journal 
of Marketing 38 (January 1974) : 58; Dorothy Cohn, "The Con-
cept of Unfairness as It Relates to Advertising Legislation," 
Journal of Marketing 38 (July 1974): 8; Eli P. Cox, "Deflat
ing the Puffer," MSU Business Topics 22 (Summer 1974): 29; 
Robert F. Dyer and Phillip G. Kuehl, "The Corrective Advertis
ing Remedy of the FTC: An Experimental Evaluation," Journal 
of Marketing 38 (January 1974): 54; Gary M. Armstrong and
James P. McLennon, "The Federal Trade Commission and The In
vestigation and Regulation of Deception in Advertising,"

Deception has previously been defined 
2 on a case by case basis.

to 1973, 3,337 such cases were presented by the FTC.I
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continued to be concerned wi th the problems of adulterated

food, unsafe drugs, and cosmetics since 1938. Added protec

tion was provided for consumers with the legislation on meat

Inspection Act, 1957, and the Wholesome Poultry Act,

Commission (CPSC) seek to protect
"shoddy" products as well as from deceptive marketing prac
tices .

Consumer Product Safety Commission (CPSC)
The power of the CPSC is so intensive that only those

products which are under the direct control of other agencies
are exempt from its control.
staff of 1,100 was established to support and compliment the
existing five member committee of the CPSC. The commission
was given the Congressional charge to administer the Toy Safety

Act,

This powerful committee controls the product planning
The CPSC helps establish new safetyof 100,000 products.

the Refrigerator Door Safety Act, and the Flammable Fabrics 
2Act.

Greer (Chica- 
p. 430.

-^Murray, p. 80.
2 Walter Jensen, Jr., Edward M. Mazze, and Duke Nord- 

linger Stern, "The Consumer Product Safety Act: A Special 
Case in Consumerism," Journal of Marketing 37 (October 1973): 
38 .

consumers from harmful and
Various laws of the FDA, FTC, and the Consumer Product Safety

Increasing Marketing Productivity, cd. Thomas V. 
go, IL: American Marketing Association, 1973),

(Wholesome Meat Act, 1967) and on poultry (Poultry Products
1968) . 1

In December, 1972, a large

the Hazardous Door Safety Act, the Poison Prevention Act,
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criteria for planning, as well as monitoring hazards through

hospital emergency rooms.

A • hot
line allows consumers through a toll-free telephone number di
rect access to the government agency.

In 1974-1975, CPSC initiated standards for 20 differ
ent products including household appliances, home furnishings,
recreation equipment, garden tools, and home workshop equip-

In the establishment of such standards, CPSC solicitsment.

ested parties. The "open door" policy of allowing the public
to participate in the operations of the CPSC will probably

Truthful Disclosure
The FTC is involved in Truthful Disclosure in their

2

43 .P-

input from manufacturers,
2

a National Electronic Injury Surveillance System (NEISS) .

^Paul Busch, "A Review and Critical Evaluation of 
the Consumer Product Safety Commission: Marketing Manage
ment Implications," Journal of Marketing 40 (October 1976): 
41.

Joseph C. Miller and A. Parasuraman, "Actions of 
the Consumer Product Safety Commission: Implications for 
Product Planning," Marketing 1776-1976 and Beyond, ed. Kenneth 
L. Bernhardt (Chicago, IL: American Marketing Association, 
1976), p. 1.

^Busch ,

continue, as will the commission's close relationship with

consumer groups, and other inter-

the media.

charge of the Fair Packaging Act of 1968, Interstate Land-

It is a computer-based system that monitors, nationwide, 119
Also CPSC provides a Consumer "hot 

line," which handles on the average 100 calls a day.1
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Act of 1970.
ure information.

Specifically, control of credit through truthful
disclosure of credit terms is designed to protect the dis-

petitive interest rates. Studies have shown that controls

very people who were to have been protected by the controls.
The legislation on credit influences both the purchase phase
and the postpurchase phase of the consumption process.

Legislation: Postpurchase Phase
Acts have also been passed by Congress to control

All legislation nreviously mentioned was designed toantees.
new

dimension is being introduced — that of minimizing postpur-
The increase in legislative acts demonchase complaints.

trols to abate abuses in the marketplace.

a rd F. 
Terms:

''"John J. Wheatly and Guy G. Gordon, "Regulating the 
Price of Consumer Credit," Journal of Marketing 35 (October 
1971) : 21 .

2Dale A. Dauten and Joel J. Dauten, Consumer Percep
tions of the Consumer Credit Process," Journal of Consumer 
Affairs 10 (Summer 1976): 62; Orville C. Walker, Jr. and Rich-

Sauter, "Consumer Preference for Alternative Credit
A Concept Test of the Effects of Consumer Legislation," 

Journal of Marketing Research 14 (February 1974): 70.

a need for more extensive social con-

advantaged low income consumer from exorbitant and non-com-
1

Each act requires guidelines on proper disclos-

strate the awareness of

on credit have retarded the growth of credit to the marginal

minimize consumer discontent before the purchase; now a

low income credit seeker and have been detrimental to those
2

Sales Full Disclosure Act. of 1 968, and Fair Credit Reporting

motor vehicles, the environment, prices, warranties and guar-
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Office of Consumer Affairs

establish Presi
dent Carter has renewed the effort to consolidate existing

consumer related programs into a cabinet level position. Th is

plaints which would then be "funneled" into the appropriate
agencies. Consumer issues would be identified by conducting

investigations of perceived problem The agency wouldarea s.
have the power to intervene as well as issue admonitions
against improper marketing practices.

Business: Self-Regulation

cies have taken steps to reduce consumer pressures. Sei f-
regulation is a logical alternative to forced governmental

Business:

Information and Consumer Education: Prepurchase Phase

The information and consumer education roles assumed
by businesses tend to occur due to the growing dissatisfaction

255 .P-

Individual businesses along with the government agen-
1

Social Controls

a Cabinet level office of Consumer Affairs.

cabinet position would become a clearinghouse of consumer com-

Attempts have been made over the past seven years to

1., ■Weiss, 
2 S. Prakash Sethi, "Business and the Consumer: Whither 

Goes the Confrontation," California flanagement Review 17 (Win
ter 1974): 82; Louis L. Stern, "Consumer Protection Via Self
Regulation," Journal of Marketing 35 (July 1971): 47.

regulation and various companies have implemented this al-
2 ternative through pro-consumer activities.
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Traditionally, businesses have pro

vided some information through various media in the form of
advertisements to aid prepurchase behavior. These mass media
materials are often viewed by the consumer with skepticism.

and Although these practices are not illegal per

by the FTC standards, they may be regarded as deceptive byse,
the consumer and thereby cause dissatisfaction.

Other attempts at consumer education by businesses
have been in cooperation with governmental plans. Businesses
together with government cooperation have been sponsoring pro
grams on the Public Broadcasting System (PBS). One such pro-

is now showing on 246 of the 251 PBS stations and provides

an informative booklet for a fee of one dollar. Since its

to the public.
inception in 1974, over 600,000 kits have been made available

3

Ralph L. Day TBloomington, IN 
153; Cox, p. 34.

Advertisements arc sometimes laced with subjective deception 
2 "puffery."

"Gerald W. II. Scherf, "Consumer Education as a Means 
of Alleviating Dissatisfaction," Journal of Consumer Affairs 
8 (Summer 1974): 61.

2 J. Barry Mason and J. B. Wilkinson, "Insights into 
Supermarket Product Unavailability and the Consumer Response," 
Consumer Satisfaction/Dissatisfaction and Complaini n q Beh avior , 
ed. Ralph L. Day ’(Bloomington, IN Indiana University, 1977),
P-

3
Paul N. Bloom, "flow Will Consumer Education Affect 

Consumer Behavior," Advances in Consumer Research, ed . Beverly 
B. Anderson (Chicago, IL: Association for Consumer Research, 
1975), p. 209; Paul N. Bloom, Gary T. Ford, and James W. Har
vey, "An Evaluation of Televised Consumer Education: A Pilot

gram called "Consumer's Survival.Kit," produced in Maryland,

not only a TV show but also a "survival kit," which contains

among their consumers?
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Purchase and

Some businesses have voluntarily installed "hot lines"

access to the manufacturer's customer relations department.
These toll free lines have allowed the customer relations
departments to provide information and educational services
to those consumers which call on these "hot lines." Using
their "cool line" and simplified warranty system. Whirlpool

Other information sources instituted by businesses
to provide information are the practices of open dating and
unit pricing.
with 94 stores in Maryland, Virginia, and Washington, D.C.

They hiredhas augmented these consumer information methods.
former Consumer Advisor to President Johnson,Ester .Peterson,

to be its consumer advisor. This was the first of many steps
taken by Giant Foods towards listening to, and protecting, the

Its use of open dating (rather than code numbers)consumer.
of the shelf life on perishables and unit pricing. (cents per
pound) in addition to the total package price, not only won

Study," ________
(Atlanta, GA:

388 .
Jr.
P-

Protection Provided by Businesses: 
Post-Purchase Phase

^George Fisk, "Guidelines for Warranty Service After 
the Sale," Consumerism, The Eternal Triangle: Business, 
Government, and Consumers, ed. Barbara B. Murray (Pacific 
Palisades, CA: Goodyear Publishing Co., 1973), 0 . 378.

Advances in Consumer Research, ed. William D. Perreault, 
Association for Consumer Research, 1976),

or "cool lines" which are toll free lines that provide direct

has successfully cut its complaint-to-sales ratio down to 
20 percent.

Giant Foods, Inc., a regional supermarket
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the praises of consumer advocates, but also pressured and
influenced others in the industry to follow their example.

Although consumer awareness of unit pricing and open
dating remains high, actual usage and specific changes in con

clusive in study results.
Unit pricing was specifically designed to help the

low income consumer.
the buying habits of this group.

Some innovative businesses have established consumer
relations departments which are designed to improve interac
tion with consumers in all phases of the purchase process
(e.g., prepurchase, purchase, and postpurchase). Companies
like J. C. Penney, Montgomery Ward, and Proctor and Gamble

sumption patterns because of these factors, has been incon-
1

^Hans R. Isakson and Alex R. Mauriz, "The Consumer 
Economics of Unit Pricing," Journal of Marketing Research 10 
(August 1973) 278; William E. Kilborne, "A Factoral Experi
ment of Unit Pricing on Low-Income Consumers," Journal of 
Marketing Research 11 (November 1974): 453.

Milton W. Segal, "A Current Public Policy Issue - 
Unit Pricing," Increasing Marketing Productivity, ed. Thomas 
V. Greer (Chicago, IL: American Marketing Association, 1973), 
p. 462; Donald O. Schnuch, "Unit-Pricing - Current Public Pol
icy Issues," Increasing Marketing Productivity, ed. Thomas V. 
Greer (Chicago, IL: American Marketing Association, 1973), 
p. 459; J. Edward Russo, "The Value of Unit-Pricing Informa
tion," Journal of Marketing Research 14 (May 1977): 193; J.
Edward Russo, Gene Krieser, and Sally Mizashita, "An Effective 
Display of Unit Price Information," Journal of Marketing 39 
(April 1975) : 11; Monroe Peter Friedman, "Consumers Responses
to Open Dating and Nutrient Labeling," Consumerism: Search 
for the Consumer Interest, ed. David A. Aaker and George S. 
Day (New York: The Free Press, 1974), p. 205; Bellur V. 
Venkatakrishna, "Unit Pricing: Its Awareness and Usage," 
Proceedings of the American Institute of Decision Sciences 
(Chicago, IL: American Institute of Decision Sciences, 1976), 
p. 314.

However, it has had little influence on
2



have organized specific departments of Consumer Affairs.
Fifty-five of the largest U.S. corporations have separate

Some departments
have budgets in excess of $500,000. The current trend in this

shows not only the growing concern over
the consumerism problem, but also the ineffectiveness of past
measures to ameliorate consumer dissatisfactions.

Conclusion
Consumerism historically has been considered a rather

feeble animal—one whose presence has been known, but safely
ignored by businesses and government. In the last two decades.
it has become a social movement designed to abate consumer
abuses in the marketplace. Recently, progress toward

and ad
vocacy groups has been achieved. growing
threat to free enterprise by government intervention. All

discontent and distrust of business.

staffs or departments for public relations.
2

that has been accomplished is not enough to quell consumer

On the horizon is a

a strong-

2paul N. Bloom and Benjamin J. Katz, "Consumer Re
lations Departments: Perspectives on Measuring Their Effec
tiveness," Marketing 1776-1976 and Beyond, ed. Kenneth L. 
Bernhardt (Chicago, IL: American Marketing Association, 
1976), p. 60.
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1

direction, however,

er, more organized concern by government, businesses.

Paul N. Bloom and Mark J. Silver, "Consumer Educa
tion: Marketers Take Heed," Harvard Business Review 54 (Jan
uary-February 1976): 32; Leonard L. Berry, James S. Hensel,
and Mariam C. Burke, "Improving Retailer Capability for 
Effective Consumerism Response," Journal of Retailing 52 
(Fall 1976) : 5; William J. Wilson, "Consumer Reality and
Corporate Image," California Management Review 16 (Winter 
1973): 88. ’....... 



CHAPTER II

Generalized Belief: Current Status
The current low level of trust by many consumers of

numerous business practices reflects a generalized belief

Under these condi-

Third-party actions have also broadened and
expanded beyond the selected target industries which were
their first goals. They now emphasize the imperfections and
inequalities of the marketing system on a macro-level basis.

Consumers have continued to express their demands for
further social controls.

The number of government agen
cies working on consumer problems has greatly increased.

49 .

35

CONSUMER DISSATISFACTION AND COMPLAINT BEHAVIOR: 
PROBLEM DEFINITION

"The Failings
5 .

"The Business Response to Public 
75 .

^Norman Kangun and Charles R. Moyer, 
of Regulations," MSU Business Topics 24 (Spring 1976):

From 1960 to the present, in ex-

tions, consumerism was not only an inevitable occurrence but 
2 also lasting.

that American corporations have not sufficiently been re
sponsive to consumer dissatisfactions.1

1John F. Steiner, 
Distrust," Business Horizons 20 (April 1977):

2 Kotler, "What Consumerism Means." p.

cess of 60 major pieces of legislation seeking to protect 
the consumer have become law.1
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More is being done by both government and business to satisfy
the consumer than has been done in any other time in history.

prior period of American history. The controls that are
being used by government and the actions of business are
neither totally effective nor satisfying in their attempts
to resolve the issues. A reexamination of the problem is
necessary to locate errors in prior specifications of the
problem. As observed:

Consumerism, consumer discontent, has been viewed
by many investigators as an uncoordinated, disjointed phe-

receive from participating in the exchange transaction. Dur

process of cognitive adjustment occurs.
Many theories have been developed to explain this cognitive

It is necessary to briefly discuss theadjustment process.
operational definitions of these theories:

assumes 
dis-

nomena designated to improve the satisfaction that consumers

ing the evaluation of the benefits received from the ex-

as any

■'"Jack L. Engledow, "Was Consumer Satisfaction A Pig 
in A Poke?", Business Horizons 20 (April 1977) : 88.

change process, a

(1) Assimilation theory—studies the process of cog
nitive adjustment by a consumer to cope with the dis
parity between prepurchase expectations and postpur
chase disconfirmation.

Virtually everyone writing about consumerism 
the existence of waves of consumer dissatisfaction, 
satisfaction with every aspect of the business firm and 
marketing products, delivery, communication, personnel, 
prices, and more. Thus, American business is hoisted 
on its own petard: for twenty years it has staunchly 
avowed its allegiance to customer satisfaction, and the 
customer is not satisfied.1

Yet, public trust in business (19 percent) is as low



37

(3)

Each theory will be discussed in greater detail later in the
research as it investigates consumer dissatisfaction.

Consumerism and Dissatisfaction
Consumerism is consistently defined to include the

overt actions of consumers who are dissatisfied with outcomes
Satisfaction/dis-of their experiences in the marketplace.

satisfaction is based on two facets of consumers' thought
(1) expectational levels and (2) perceptionsprocesses :

or evaluations of outcomes.

Satisfaction/dissatisfaction can be evaluated in the

89

Confirmation/Disconfirmation theory—studies 
the process of validating prepurchase expectations 
and benefits received through consumption of the 
product.

(5) Contrast theory—studies the process of handling 
the disparity between prepurchase expectations and 
postpurchase disconfirmations by exaggerating (con
trasting) the differences with additional information.

''’Ibid, p.

context of a confirmation/disconfirmation paradigm, as shown

. (4) Consumer alienation theory--studies the process 
of generalized feelings of separation from the norms 
and values of the marketplace as well as feelings 
of separation from the self when acting in the con
sumption role.

Thus, satisfaction is a highly 
individualistic and volatile construct.'*'

(2) Attribution theory--studies the process dealing 
with the rules the average individual uses in attempt
ing to infer the causes of observed behavior.
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Consumers in seeking goods or services form

The pur
chase and consumption reflect the actual benefits (B) to
the consumer. During and after consumption, the consumer

Confirmation/Disconfirmation of Expectations
If the benefits received are exactly as expected

(B—E=0), satisfaction will occur as a result of the confirma
shown in Figure 4. If the benefits

received are more than expected when they are evaluated
(B-E>0), positive disconfirmation will occur.
the received benefits are perceived to be less than those

247 .P-■^Cardozo,

tion of expectations as

Richard N. Cardozo, "An Experimental Study of Con
sumer Effort, Expectations, and Satisfaction," Journal of 
Marketing Research 2 (August 1965) : 244; Richard W. Olshavsky
and John A. Miller, "Consumer Expectations, Product Perform
ance, and Perceived Product Quality," Journal of Marketing 
Research 9 (February 1972): 19; Rolph E. Anderson, "Con
sumer Dissatisfaction: The Effect of Disconfirmed Expectancy 
on Perceived Product Performance," Journal of Marketing Re
search 10 (February 1973): 38.

2 James F. Engle, David T. Kollat, and Roger D. Black- 
well, Consumer Behavior, 2nd ed. (Hinsdale, IL: Holt, Rine- 
hardt and Winston, 1973), p. 85; Kotler, Marketing Management, 
p. 82.

in figure 3 .

If, however,

compares cognitively the expected benefits to those actually 
received (B-E).3

expectations (E) of benefits they expect to receive upon the 
purchase and/or consumption of good or service.2

which were expected in the comparison process (B-EZO),
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Figure 3

PostpurchasePrepurchase Purchase

Expectations Benefits

(B-E)(E) (B)

Figure 4

Confirmation (B-E=0)
Satisfaction

(B-E>0)
Dissatisfaction

(B-E<0)'

153.P-

Benefits minus 
Expectations

Postpurchase 
Evaluation 
(Benefits 
minus

Expectations) 
(B-E)

Adapted from Ralph L. Day, "Extending the Concept 
of Consumer Satisfaction," Advances in Consumer Research, 
ed. William D. Perreault, Jr., (Atlanta, GA: Association 
for Consumer Research, 1976), p. 152.

2 Postpurchase Evaluation and Cognitive Behavior

Stages in the Purchase Process’*'

2Ibid,

Positive
Disconfirmation

;  Negative
Disconfirmation
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the dissatisfied consumer is composed of thoseThus ,
persons who, for whatever reasons, received negative discon
firmation (e.g., less than expected) in the purchase of pro
ducts and/or services. Only recently have marketers sought
to reexamine the conceptual foundations of consumer satisfac-
tion/dissatisfaction in ways similar to those outlined above
in seeking to expand their knowledge of the dissatisfied con
sumer .

Toward a Better Conceptualization

sumers maximize satisfaction received in the marketplace.
Thus, the major emphases have been to discover the key dimen
sions of consumer satisfactions rather than those underlying
dissatisfactions. Early experiments on consumer satisfaction
focused on the confirmation/disconfirmation of expectations.
Laboratory experiments of this type have been conducted by

Traditionally, marketers have sought to help con-
2

Richard L. Oliver, "A Theoretical Reinterpretation 
of Expectations and Disconfirmation Effects on Post-Exposure 
Product Evaluation," Consumer Satisfaction/Dissatisfaction 
and Complaining Behavior, ed. Ralph L. Day (Bloomington, IN: 
Indiana University, 1977), 2; Ralph L. Day, "Toward a Pro
cess," p. 154 .

2Alan R. Andreasen, "A Taxonomy of Consumer Satis- 
faction/Dissatisfaction Measures," Conceptualization and 
Measurement of Consumer Satisfaction/Dissatisfaction, ed. 
H. Keith Hunt (Cambridge^ MA: Marketing Science Institute, 
1976), p. 11.

negative disconfirmation will occur and dissatisfaction will 
result.1
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Social Judgment theory evaluates the procedures

used by people to resolve tension in a conflict situation

(e.g., disconfirmation of expectations). Other explanatory

theories initially focused on included:

245; Olshavsky and Miller, p. 19 .

18 .

375 .

21 .

2. Contrast Theory—which shows that the disparity 
of the expectations and the disconfirmation will be 
magnified.4

3. Assimilation-Contrast Theory--which maintains 
the latitude of acceptance and rejection in consumer 
perception and the attitude taken (e.g., assimilation 
or contrast) will depend on the source of the message 
as well as the message jtself and their placement in 
the cognitive latitude.3

These early studies included a focus on the Social Judgment

■'■Cardozo, p.
2 Carolyn W. Sherif, Muzafer Sherif, and Roger E.

Nebergall, Attitude and Attitude Change (Philadelphia, PA: 
W. B. Sanders Co., 1965), p. 15; John A. Czepiel and Larry 
J. Rosenberg, "The Study of Consumer Satisfaction: Address
ing the 'So What' Question," Conceptualization and Measure
ment of Consumer Satisfaction/Dissatisfact ion, ed. II. Keith 
Hunt (Cambridqe, MA: Marketing Science Institute, 1976), 
p. 93 .

1. Assimilation Theory--(e.g■, Cognitive Dissonance 
Theory) which shows that the disparity between pre
purchase expectations and postpurchase disconEirmation 
will be minimized (assimilated) by the consumer in 
adjusting his cognitions.3

theory of such social psychologists as the Sherifs and Roger
2Nebergall.

^Anderson, R., p. 40; Olshavsky and Miller, p.

3Sherif, Sherif, and Nebergall, p.
4 Engle, Kollat, and Blackwell, p.

persons such as Cardozo, 1965, and Olshavsky and Miller, 1972 .
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experiments by Cardozo (1965), Olshavsky and Miller (1972) ,
2Anderson and Hair (1972) , and Cohn and Goldberg (1970) .

3Limited field experiments have also been conducted.
Recently, several research thrusts have also suggested

that increasing dissatisfaction with marketplace experiences

most empirical support, does not sustain this thesis. Longi
tudinal studies of increasing expectational levels (e.g. ,
investigating rising incomes and educational levels) show

The first three of these theories were examined in laboratory

1Ibid.

4 . Generalized Ncga I i.vi ty--which expounds that any 
discrepancy in expectations and reality results in a 
generalized negative hedonic state (e.g., unpleasur- 
able). This theory has not been supported in the 
1 itera ture . -1

is due to an increasing rise in expectational levels over

2 Cardozo, p. 248; Olshavsky and Miller, p. 20; Joel 
B. Cohen and Marvin E. Goldberg, "The Dissonance- Model in 
Post-Decision Product Evaluation," Journal of Marketing Re
search 7 (August 1970): 315.

^Jerry C. Olson and Phillip Dover, "Effects of Expec
tations, Creation and Disconfirmation on Belief Elements of 
Cognitive Structure," Advances in Consumer Research, ed. 
Beverly B. Anderson (Chicago, IL: Association for Consumer 
Research, 1975), p. 168; Oliver, p. 4.

^Thomas R. Wotruba and Patricia L. Duncan, "Are Con
sumers Really Satisfied?" Business Horizons 18 (February 1975): 
85; Rolph E. Anderson and Marvin A. Joi son, "Consumer Expecta
tions and the Communication Gap," Business Horizons 16 (April 
1973) : 11.

5john O. Summers and Donald H. Granbois, "Predictive 
and Normative Expectations in Consumer Dissatisfaction and 
Complaining Behavior," Advances iii Consumer Research, cd.

However, Assimilation-Contrast theory, which has thetime.4

insignificant levels of change in expectations over time.5
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The logical conclusion based on these studies is that con
sumer discontent is not caused by increasing incomes and
educational levels.

An emerging extention of the conceptualization of
satisfaction/dissatisfaction includes the recognition of
various dimensions of complaint behavior as part of the
larger paradigm of consumerism. However, most empirical
studies have not progressed beyond counting incidences of
complaint behavior and relating demographic variables to
that behavior, although efforts at developing indices re-

com
plaint behavior have occurred.
flective of the varying dimensions and intensities of

1

Measurement and Monitoring of 
Satisfaction/Dissatisfaction

(Atlanta, GA:
P-

William D. Perreault, Jr. (Atlanta, GA: Association for Con
sumer Research, 1976), p. 155; Oliver, p. 3: Donald Granbois, 
John 0. Summers, and Gary Frazier, "Correlates of Consumer 
Expectations and Complaining Behavior," Consumer Satisfaction/ 
Dissatisfaction and Complaining Behavior, ed. Ralph L. Day, 
(Bloomington, IN: Indiana University, 1977), p. 20; Rolph 
E. Anderson, Thomas H. Gunter, Cyrus A. Altimus, and Melvin 
P. Pittman, "Consumer Profile of Complainants versus Non
complainants: An Exploratory Study," Proceedings of the 
Southern Marketing Association (Atlanta, GA: Southern Mar
keting Association, 1973), p. 68.

■'■Clark Leavitt, "Consumer Satisfaction As the Ulti
mate Life Force," Advances in Consumer Research, ed. Beverly 
B. Anderson (Chicago, IL: Association for Consumer Research,
1975) , p. 252; John A. Miller, "Exploring Some Alternative 
Measures of Consumer Satisfaction," Marketing 1776-1976 and 
Beyond, ed. Kenneth L. Bernhardt (Chicago, IL: American Mar
keting Association, 1976), p. 661; Earl W. Morris, "A Norma
tive Deficit Approach to Consumer Satisfaction," Conceptuali-
zation and Measurement of Consumer Satisfaction/Dissatisfaction, 
ed. Keith Hunt (Cambridge, MA: Marketing Science Institute,
1976) , p. 240; Wotruba and Duncan, p. 85; Czepiel and Rosen
berg, p.- 92; Hal B. Pickle, Royce Abrahamson, and Alan Porter, 
"Consumer Satisfaction and Profit in Small Business," Journal
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Dissatisfaction and Complaint Behavior
It is dissatisfied consumers (those with negative

disconfirmed expectations) who are most likely to seek re
dress and restitution for their dissatisfactions. Thus,
complaint behavior is the primary measure of consumer dis-

government and third-parties such as state consumer action
agencies in policy decisions.

For example. Figure 5 shows the
two behavioral alternatives in responding to dissatisfaction:

satisfaction used by manufacturers and retailers as well as

Dissatisfaction and complaint behavior, however, may 
not be highly correlated.1

of Retailing 46 (Winter 1970-1971): 38; E. Laird Landon,
Jr., "Consumer Satisfaction Research Orientation Differences 
Between Industry and Government," Conceptualizations and 
Measurements of Consumer Satisfaction/Dissatisfaction, ed . H . 
Keith Hunt (Cambridge, MA: Marketing Science Institute, 1976), 
p. 355; John A. Miller, "Data Reduction Techniques and the Ex
ploration of Satisfaction Segments," Consumer Satisfaction/ 
Dissatisfaction and Complaining Behavior, ed. Ralph L. Day 
(Bloomington, IN: Indiana University, 1977), p. 102; H. Keith 
Hunt, "CS/D: The Program Planning and Evaluation Perspective," 
Advances in Consumer Research, ed. Beverly B. Anderson (Chi
cago-) IL: Association for Consumer Research, 1975), p. 259; 
Joseph T. Plummer, "Life Style, Social and Economic Trends 
Influencing Consumer Satisfaction," Conceptualization and 
Measurement of Consumer Satisfaction/Dissatisfaction, ed. H. 
Keith Hunt (Cambridge, MA: Marketing Science Institute, 
1976), p. 383; Robert A. Westbrook, "A Study of Consumer 
Dissatisfaction Before Purchase," Advances in Consumer Re- 
search, ed. William D. Perreault, Jr. (Atlanta,GA: Associa
tion for Consumer Research, 1976), p. 142; James U. McNeal, 
"Consumer Satisfaction: The Measurement of Market Effective
ness," MSU Business Topics 17 (Summer 1969): 31.

1E. Laird Landon, Jr., "A Model of Consumer Complaint 
Behavior," Consumer Satisfaction/Dissatisfaction and Com- 
plaining Behavior, ed. Ralph L. Day (Bloomington, IN: Indi
ana University, 1977), p. 31.
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1(1) do nothing, or (2) complain. Complaining may also take

a variety of forms either public (formal) or private (in
formal) . A person may complain formally within marketing
channels to manufacturers or retailers or formally outside
distribution channels to government agencies or third-party
advocacy groups. To complain informally (privately), the

As Figure 5 shows, dissatisfaction is a necessary
but not a sufficient condition for complaint behavior. Ap—

nationwide probability sample
survey of 1215 consumers replied when asked "lately have you
gotten good and mad at the way you were treated con
sumer? " that they were satisfied with the way they were
treated.

that they were dissatisfied and did nothing.
The group of dissatisfied persons who do not complain

is typically not large enough to warrant detailed investiga-
The number of people who are dis-tion in any one study.

satisfied and do not complain (group 3) varies by study,

162 .P-

satisfied and complained, while a third group (11.3%) said
3

proximately two-thirds of a

as a

discontented consumer expresses dissatisfaction to family, 
friends and/or acquaintances.

A second group (24.5%) said that they were dis-

■^Douglas K. Hawes, Roger D. Blackwell, and W. Wayne 
Talarzyk, "Consumer Decisions to Reduce or Stop Using Products 
and Services: Preliminary Results of a Nationwide Survey," 
Advances in Consumer Research, ed. Beverly B. Anderson (Chi
cago, IL: Association for Consumer Research, 1975), p. 102; 
Day, R., "Extending the Concept," p. 149.

2Day, R. , "Toward a Process," p. 155.
3Warland, Herrmann, and Willits,
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Figure 5

Dissatisfaction and Complaining Behavior
Do Nothing

To Manufacturers or Retailers

Dissatisfaction Formally-

To Government or Third-Parties
Complain-

Informally (Family, Friends, others)

The sheer magni
tude of groups two and three requires that
be given to developing explanatory constructs of their be
havior .

The usual approach of the federal government in re
sponding to consumer dissatisfactions is to act only after

After a number of complaints.complaints from consumers.

This approach by government agencies has been highly
criticized by academic researchers, since studies have shown

55 .

a higher priority

ranging from as high as 70 percent (Kendall and Russ, 1977) 
to as low as 10 percent (Andreasen, 1976) . 1

2 evidence is collected to determine the severity of the issue.

. L. Kendall and Frederick A. Russ, "Warranty and 
Complaint Policies: An Opportunity for Marketing Manage
ment," Journal of Marketing 39 (April 1975) : 37 ; Andreasen,
"A Taxonomy," pT 21.

2 Brandt and Preston, p.
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higher socioeconomic class.
However,

the dissatisfied consumers who do not complain. who are the
2least capable of operating efficiently in the marketplace.

It is for the protection of group three that most regulations
are designed; yet this group has little or no input into
the policy-making process.

Thus, complaints reaching policy-making authorities
■may not be representative of either the population
whole or of the entire product/services spectrum because:

it may be easier for consumers to recognize and articu-(1)
late grievances about some products and services than others;
(2) differences exist in the extent to which the various types
of complaints are communicated to policy-making authorities;

3Ralph L. Day and E. Laird Landon, Jr., "Collecting 
Comprehensive Complainant Data by Survey Research," Advances 
in Consumer Research, ed. Beverly B. Anderson (Chicago, IL: 
Association for Consumer Research, 1975), p. 265.

as a

and of a
lation-typically consumers who are younger, better educated,

1

that complaints tend to come from only a portion of the popu-

Warland, Hermann, and Willits, p. 160; J. P. Lie
field, F.H. C. Edgecombe, and Linda Wolfe, "Demographic 
Characteristics of Canadian Consumer Complainers, " Journal 
of Consumer Affairs 9 (Summer 1975) : 75; Andreasen, "A
Taxonomy," p. 25. 

9William J. Lundstrom and Roger A. Kerin, "Psycholo
gical and Demographic Correlates of Consumer Discontent," 
Proceedings of the American Institute of Decision Sciences 
(Chicago, IL: American Institute of Decision Sciences, 1976), 
p. 312'.

based on empirically derived profiles, it is

and (3) people who complain when they are injured or dis
satisfied may be different from those who do not complain.3
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complaint behavior have been performed. These studies vary
(1) by type of problem involved and/or (2) the specific type
of good purchased. The findings, however, agree that the
complainer is younger, mobile, has younger children in the

1

These persons are politically active and somewhat liberal.

countries such as Sweden, Canada, and Norway. Complainants

In recent years, a variety of empirical studies on

household, higher than average income, education and status.
2

This demographic profile is the same for complainers in other
3

^Kjell Gronhaug, "Exploring Consumer Complaining 
Behavior; A Model and Some Empirical Results," Advances in 
Consumer Research, ed . William D. Perreault, Jr. (Atlanta, GA: 
Association for Consumer Research, 1976), p. 163; Liefield, 
Edgecombe, and Wolfe, p. 78; Hans B. Thorelli and Yash R. 
Puri, "On Complaining in Norway and the Role of the Informa
tion Seekers," Consumer Satisfaction/Dissatisfaction and Com
plaining Behavior, ed. Ralph L. Day (Bloomington, IN: Indiana 
University, 1977), p. 130.

Demographic Profile: Complainants versus 
Noncomplainants

J. Barry Mason and Samuel H. Himes, "An Exploratory 
Behavioral and Socio-Economic Profile of Consumer Action About 
Dissatisfaction With Selected Household Appliances," Journal 
of Consumer Affairs 7 (Winter 1974): 127; Hal B. Pickle and
Ray Bruce, "Consumerism, Product Satisfaction-Dissatisfaction: 
An Empirical Investigation," Southern Journal of Business 7 
(November 1972) : 89; Alan R. Andreasen, "Consumer Dissatis
faction and Market Performance," a paper presented at the 4th 
International Research Seminar in Marketing, Senanque Abbey, 
Cordes, France, May 31-June 3, 1977 (Typewritten).

2 E. Laird Landon, Jr., and Donald R. Emery, Jr., 
"Causal Attributions of Consumer Dissatisfaction as a Pre
dictor of Consumer Complaint Action," a working paper, Univer
sity of Colorado, Boulder, Colorado, 1974 (Typewritten); Hughes, 
p. 302.
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The demographic profile of the dissatisfied noncom

plainant varies sharply with the profile of the complainant.

Almost opposite to the complainant,

and more politically alienated. When politicallypoorer,
active, they tend to be more conservative. They are home-
oriented socializers and on the lower end of the socioeconom
ic scale . They have been labeled the
Little else is known about the
they are non-vocal about dissatisfactions with products or
services.

the persons are older,
2

(e.g., consumer activists)
1Burners.

sumer may not be reflected in policy making decisions of

’Hustad and Pessemier, p. 323 ; Day, R. , "Toward A 
Process," p. 158; James W. Gentry, Clyde C. Jones, and Ter
rence V. O'Brien, "Dissatisfied Consumers in Kansas," Consumer 
Sat isfaction/Dissatisfaction and Complaining Behavior, ed. 
Ralph L. Day (Bloomington, IN: Indiana University, 1977), 
p. 337; Ralph L. Day and E. Laird Landon, Jr., "Survey Data 
on Consumer Complaints for Consumer Protection Policy Makers," 
Consumer Satisfaction/Dissatisfaction and Complaining Behavior 
ed. Ralph 577 Day (Bloomington, IN: Indiana University, 1977), 
p. 193; Day, R., "Extending the Concept," p. 154.

"downscale" consumer.

^Westbrook, p. 86; Diener, p. 353; Thomas Hustad and 
Edgar A. Pessemier, "Will the Real Consumer Activist Please 
Stand Up: An Examination of Consumer's Opinions about Market
ing Practices," Journal of Marketing Research 10 (August 1973): 
322 .

"downscale" consumer because

"upscale" con-

2Warland, Herrmann, and Willits, p. 161; Joseph F.
Hair, Sr., Rolph E. Anderson, and Paul Busch, "Profiling the 
Complaining Consumer: A Cluster Analysis Approach," Proceed
ings of the American Institute of Decision Sciences (Chicago, 
IL: American Institute of Decision Sciences, 1976): 312.

a re, there fore ,

Thus, the viewnoint and input of the downscale con-
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government or business circles. It is the upscale complainant
who speaks for "all" dissatisfied consumers.

In spite of the consistency of findings, demographic
variables have not been highly useful in predicting complaint
behavior. Thus, increasing interest is being shown in focus
ing on the psychological profiles of dissatisfied consumers
and complainants—specifically such constructs as anomie,

alienation, and other personality dysfunctions as predictors

of complaint behavior.

Few studies have yet investigated the psychological

profile of complainants. The psychological profiles to date

Ralph Day (1976) has sug-

This relationship was also supported by Hughes (1976)

Other investigations of consumer satisfaction and
dissatisfaction have also centered around such concepts as

158; Gentry, Jones,P-"Toward A Process," 
337 .

gested that some consumers may have a propensity to complain.
This point was supported further by Gentry, Jones and O'Brien .2

John H. Faricy and Michael B. Mazis, "Personality 
and Consumer Dissatisfaction: A Multidimensional Approach," 
Marketing in Turbulent Times, ed. Edward M. Mazze (Chicago, 
IL: American Marketing Association, 1975), p. 207. 

2 Day, R., 
and O'Brien, p.

Hughes, p. 331.

Psychological Profiles: Complainants 
versus Noncomplainants

in his 
prediction of dissatisfaction with women's jeans/slacks.

have primarily been investigated under various separate 
characteristics of personality."^
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internal-external locus of control, dogmatism, and personal
Each of these areas will be analyzed in detailcompetency.

later in the research.
Lundstrom and Kerin (1976) have performed the most

comprehensive study to date of both psychological and demo-
Their results

show that consumer discontent was positively correlated with
alienation dimensions of powerlessness (.37), normlessness
(.28) and social isolation (.34). These findings were sig-

Alienation
Alienation, until recently, has been viewed as a

Alienation occurs because of a per
son's efforts to cope with the inequalities and imbalances of
his environment. It is a psychological manifested state of

1Lundstrom and Kerin, p. 312 .
2Gentry, Jones,
^Melvin Seeman,

day (August 1971): 83;
and Education," American Sociological Review 28 

973; Halim Barakat,

graphic correlates of consumer discontent.I

"Alienation: A Map," Psychology To- 
Russell Middleton, "Alienation, Race 

_________ (December 
1963): 973; Halim Barakat, "Alienation: A Process of En
counter Between Utopia and Reality," British Journal of Soci- 
ology 20 (July 1969): 1; John P. Clarke, "Measuring Aliena
tion Within A Social System," American Sociological Review 
24 (December 1959): 53; Dwight G. Dean, "Alienation: Its
Meaning and Measurement," American Sociological Review 26 
(October 1961): 753; Dwight G. Dean, "Alienation and Politi-
cal Apathy," Social Forces 38 (March 1960) : 185: Josephson
and Josephson, p. 164.

socialization phenomenon and has been labeled as "the central 
problem of our times."

and O'Brien, p.

nificant at the P^> .01 level and revealed that the discon-
2 tented consumer feels apart from the mainstream of society.
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the individual.

One author said:

This definition parallels those definitions of consumerism

cited in chapter one.

The most frequently used schema to investigate alienation

His schema, which has been used

by a variety of authors, illustrates five independent modes of

They are:

83.
55 .

3

social alienation is a situation where individual 
selves find the social system in which they live to be 
oppressive or incompatible with some of their own desires 
and have feelings of being estranged from it.^

"Changes in the Form of Alienation," 
1 -■ "1 (1969) : 46-47 .

3. Normlessness--High expectancy that socially unap
proved behaviors are required to achieve given goals.

1. Powerlessness--The probability held by the indi
vidual that his own behavior cannot determine the outcomes 
or reinforcements he seeks.

T. Taviss, '
American Sociological Review 34

4 Melvin Seeman, "On the Meaning of Alienation," Ameri
can Sociological Review 24 (December 1959) : 786 .

.^Zarrel V. Lambert and Fred W. Kniffin, "Consumer Dis
content: A Social Perspective," California Management Review 
18 (Fall 1975) : 36; Zarrel V. Lambert, "Consumer Alienation:
Some Correlates of Discontent," a working paper, University 
of Florida, Gainsville, FL: 1976 (Typewritten); Lundstrom 
and Kerin, p. 312.

is Melvin Seeman1s paradigm.4

Few authors can agree on its exact dimen- 
2 sions or definition.

alienation.5

2. Meaning]essness--The individual is unclear as to 
what he ought to believe. There is a lack of sufficient 
information for minimal standards of decision making or 
low expectancy that satisfactory predictions about future 
outcomes can be made.

4Seeman, p.
2 Clarke, p.
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1

Alienation has been used primarily to study political apathy
and negative voting patterns, maladjustment toward work, and

In each era of con
sumerism, the consumer has felt increasing structural strains
(e.g.,
the marketplace, growing complexities in the marketing stru-

These strains offer a possible explanatory
variable for the consumer alienation seen today.

Dissatisfaction and Consumer Alienation
1972 Pruden and Longman found consumer dissatisfactionIn

In a rejoinder,and alienation to be correlated. Lunds trom

An unpublished master's thesisscale-Srole's Anomie Scale.

788 ."On the Meaning," P-

67 .P-

and Landon criticized the usage of the particular alienation
3

1 Seeman,
2Tussing, p. 253; Johnson, F., p. 369; Wayne E. 

Thompson and John E. Horton, "Political Alienation as a 
Force in Political Action," Social Forces 38 (March 1960): 
191; Josephson and Josephson, p. 163; Richard E. Walton, 
"How to Counter Alienation in the Plant," Harvard Business 
Review 50 (November-December 1972): 70; Theodore G. Denise,
"The Concept of Alienation: Some Critical Notices," Allega
tion, ed. Frank Johnson (New York: Seminar Press, 1973), p. 142. 
PauT E. Meadows, "Freedom, Order, and Alienation," Aliena- 
t.ion, ed. Frank Johnson (New York: Seminar Press, 1973), 
p. 205; Julian Rotter, "Generalized Expectancies for Internal 
versus External Control of Reinforcements," Psychological 
Monographs 80 (January 1966): 28.

3Lundstrom,

various forms of antisocial behavior.

4. Iso l_a I i on--The assignment of low reward values 
to goals or beliefs that, are typically highly valued in 
the given society.

growing depersonalization in urban areas as well as in

5 . Se.1 f-Estrangement--The degree of dependence of 
the behavior upon which future rewards are anticipated.

ture, etc .) .
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and consumer dissatisfaction. These two efforts represent
the extent of the empirical based research even though Lambert
and Kniffin cited evidence in 1975 (it lacked an empirical
base) on the existence of alienation in the marketplace.

Attempts to measure alienation generally involve the

The only test to measure consumer
It seems

to be the breakthrough which several researchers feel is

Another significant advancement
ment of a Consumer Discontent Scale (CDS). The scale meas-

consumer discontent with product business strategies,ures
business information sources, and impersonal relationships

3 .

1 M.

in 1973 sought to determine the correlation of alienation
1

^Lambert, "Consumer Alienation," p. 5; Miller, 
"Store Satisfaction," p. 84; Pruden and Longman, p. 63; 
Hilger, p. 53.

Pruden and Longman, p. 58; Hilger, p. 5; Lambert, 
"Consumer Alienation," p. 3.

3Neil K. Allison, "A Psychometric Development of 
a Test for Consumer Alienation," a working paper, Tulane 
University, New Orleans, LA: (December 1976), p. 1.

was the recent develop-

alienation specifically was developed by Allison.

adaptation of such scales as Dean's Alienation Scale, Srole's

Hilger, "An Evaluation of Various Aspects of 
Alienation from the Marketplace," (Masters Thesis, University 
of Texas at Austin, 1973) , p.

2

Anomie Scale, Seeman's Alienation Scale, and similar scales
.. 2to the consumer arena.

4 necessary for more accurate investigation of this phenomenon.
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of businesses and retail institutions as well as socio-eco-

Investigative Techniques Prior to 1976
Other modes of investigating consumer dissatisfaction

have been based in the separate personality constructs of
locus of control, dogmatism and attribution theory as briefly
mentioned earlier.

Researchers have focused on internal-external locus

Locus of control refers
to the degree to which an individual perceives that positive

3consequence of his own actions.
(The Consumer Discontent Scale of Lundstrom has been found to

4be significantly correlated to the locus of control.) See-
using a male sample, used Rotter's (I-E) scale to measureman,

5the relationship of powerlessness and group membership. The

5 .P-
Faricy and Mazis, p. 204

"Alienation : A Map,"^Seeman,

or negative events are a

3Rotter, 
4

^■William J.
Development of a 
nal of Marketing Research 13 

o ^Rotter, p. 27; William G. Zikmund and Stephen J. Mil
ler, "Internal-External Control of Reinforcement and Women's 
Participation in Direct Social Action," Psychological Reports 
35 (1974): 1163; Robert B. Settle and Linda L. Golden, "At
tribution Theory and Advertiser Credibility," Journal of Mar
keting Research 9 (May 1974) : 181; Herbert M. Lefcourt, "In
ternal versus External Control of Reinforcement," Psychological 
Bulletin 65 (Winter 1964): 206; Faricy and Mazis, p. 202.

p. 86.

nomic and political forces.1

Lundstrom and Lawrence M. Lamont, "The 
Scale to Measure Consumer Discontent," Jour- 

(November 1976): 373.

of control (I-E) paradigm as a correlate of consumer dissatis-
2 faction and/or complaint behavior.
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Personal Competency
Personal competency has been measured with the locus

of control concept.
feeling of mastery over self and the environment. When com
petence is lacking, tension and anxiety are produced about
the course of one's life or else a fatalistic resignation

individual's coping abilities.

Fatalism
Investigations of the psychological state of fatalism

have been made by Nielson by using Rotter's
Fatalism is the degree to which a person generally believes
that events affecting their lives are determined by forces

Nielson's search of thewhich are beyond their control.

(I-E) scales.

occurs toward those events which are perceived beyond the
2

Personal competence is defined as a

measurements of the concepts of helplessness, anomie, aliena
tion, and personal competency.

locus of control (I-E) as operationalized by Rotter reflects

1Faricy and Mazis, p. 205.
2Barry E. Collins, "Four Components of the Rotter 

Internal-External Scale: Belief in. a Difficult World, A 
Just World, A Predictable World, and A Politically Responsive 
World," Journal of Personality and Social Psychology 29 
(January 1974): 381.

3 Richard P. Nielson, "Type of Benefit Explanation, 
Information, Fatalism, and Consumer Attitude Formation." 
Increasing Marketing Productivity, ed. Thomas V. Greer (Chi
cago, IL: American Marketing Association, 1973), p. 328.
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literature combined with his original research reveals:
(1) high fatalists are more dissatisfied with organizations
but are reluctant to complain: (2) higher incidences of
fatalism within the lower socio-economic groups; and (3)

Both personal competence and fatalism can be
surrogate measures for powerlessness.

Dogmatism
person can react

The highly dogmatic (closed-minded) person is not
only more discomforted by a stimuli's ambiguity or uncertainty

High dogmatics, there
fore, would be more dependent and less willing to challenge

surrogate measure for
anomie or normlessness.

86.P-

IL: American Mar- 
25.

the pronouncements of authority figures (e.g., less willing 
4 to complain).

municators (e.g., authority figures).

Dogmatism is the extent to which a

1Pruden and Longman, p. 61; Richard P. Nielson and 
John Stanton, "Type of Information Sensitivity, Fatalism, and 
Spending Behavior," Dynamic Marketing in a Changing World, ed. 
Boris A. Becker and Helmut Becker (Chicago, 
keting Association, 1972), p. 400; Rotter, p.

2

but also accepts more easily the advice of prestigious com-

Dogmatism can be a

Brian Blake, Robert Perloff, and Richard Heslin, 
"Dogmatism and Acceptance of New Products," Journal of Market
ing Research 7 (November 1970) : 483; Milton Rokeach, The Open
and Closed Mind (New York: Basic Books, Inc., 1960), p. 83.

3 Rokeach,
^Faricy and Mazis, p. 203; Blake, Perloff, and Heslin, 

p. 485; L. X. Tarpy and James L. Gibson, "Dogmatism as a Fac
tor in Small Business Retail Management," Journal of Retailing 
45 (Winter 1969-1970): 45.

that incidences of fatalism are increasing in the American
. I ■ 1population.

to relevant information on its own merits (e.g., openminded- 
x 2 ness).
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The thrust of the locus of control literature suggests
that some individuals may be predisposed to complaint behavior

The consumer who believes he can obtain

internal locus of control. On the other hand, the individual
who does not believe it would do any good to complain-regard-
less of the attribution of product failure-would not be ex
pected to complain.

The generalized Internal-External Locus of Control
Scale tends to confuse the measurement of attributions because

failure to control for the solution to the problem. For
example, the internal person (one who believes he controls

scale would be inclined to believe both the following: (1)
"I control my own fate, so I can be successful if I complain

(2) "I control my fate,about this unsatisfactory product."
it must have been my fault that I bought this unsatisfac-so

The scale would record the internal persontory product." on

ternal on statement two.
Other problems which influence the predictive validity

(1) inability to report conclusive resultsof the I-E scale are

390 .

Problems of the Internal-External 
Locus of Control

internal but would record him as an ex-
2

because of their inability to bring about an acceptable solu
tion on their own.1

of a

satisfaction from a governmental agency, for example, has an

the environment in which he lives) as determined by the (I-E)

^Collins, p. 389.
2Ibid,, p.

statement one as an
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when predicting complaint behavior for women; (2) differences

one level of dissatisfaction (e.g., powerlessness) in all

Attribution Theory
Landon and Emery have been the only investigators to

Their attempt was
unsuccessful because of the improper specification of the
variables . Most research using attribution theory has been

Attribution theory, as developed by Heider, contains
five levels of attribution of responsibility: (1) association.

of its various relationships (e.g., fatalism, dogmatism, 
and personal competency).3

.^Robert B. Settle, John H. Faricy, and Richard W. 
Mizerski, "Racial Differences in Consumer Locus of Control," 
Relevance in Marketing, ed. Fred C. Allvine (Chicago, IL: 
American Marketing Association, 1971), p. 629.

2 Landon and Emery, p. 5.
■^Settle and Golden, p. 181; Robert B. Settle and L. 

Bruce Gibby, "The Measurement of Attributed Image," California 
Management Review 14 (Summer 1972); 70; Richard W. Mizerski,
Attribution Theory and Consumer Processing of Unfavorable In
formation About Products," (Ph.D. dissertation, University of 
Florida, 1974), p. 12; Settle, Faricy and Mizerski, p. 629; 
Alain J. P. Jolibert and Robert A. Peterson, "Causal Attribu
tions of Product Failure: An Exploratory Investigation," 
Journal of the Academy of Marketing Science 4 (Winter 1976) : 
4?6; Valerie Valle and Melanie Wallendorf, "Consumer Attribu
tions of the Cause of Their Product Satisfaction/Dissatisfac- 
tion," Consumer Satisfaction/Dissatisfaction and Complaining 
Behavior, ed. Ralph L?' Day (Bloomington, IN: Indiana Uni- 
versity, 1977), p. 26.

use causal attribution in seeking to predict complaint be-
2 havior from consumer dissatisfaction.

in I-E factors among races; and (3) the measurement of only

in the areas of information processing, advertising credi
bility, image, and product failure.3



60

foreseen!’i1i ty,(2) commission, (3)

(5) intentionality with justification. Levels one through

three involve attribution to the environment, while four and
five involve personal attribution.

Personal Attribution
In applying attribution to a process, it must be de

termined whether the act reflects a distinctive characteris

tic of the person or the environment. At the core of attri

bution theory is the inference of causal effects. If a dis

position corresponds to an act, (distinctiveness), consistent

ly happens when the two are present (consistency), and is
experienced by most people (consensus), the act is then likely

If it reflects dis-to have been caused by the disposition.
tinctiveness of the person, Jones and Davis's theory of Cor
respondent Inference should be applied. Two key elements of

(1) Knowledge of the consequen-Correspondent Inference are:
to

Since no knowledge

results of the purchasing of

(4) intentionality, and
1

a product are unknown, correspondent

^Marvin r.. Shaw and Philip R. Costanzo, Theories of 
Social Psychology (New York: McGraw Hill, 1970) , p. 85.

o Edward E. Jones and Keith E. Davis, "From Acts to 
Dispositions: The Attribution Process in Personal Perceptions," 
Advances in Experimental Social Psychology, ed. Leonard Berko
witz (Morristown, NJ: General- Learning Press, 1972), p. 83.

ces of the action and (2) ability (e.g., level of skill)
2 be inferred into personal attributes.

exists of the consequences of the action, for example, the
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inference is not the proper theory of attribution to use in

It is therefore necessary tostudying complaint behavior.
investigate more fully environmental attribution.

Environmental Attribution

Therefore, Kelley's external attribution theory is more ap
plicable to consumer dissatisfaction than the Jones and Davis
theory of personal attribution.

Kelley's criteria for external attribution validity
are :

1.

2 .

The degree to which attributions are fulfilled using Kelley's
four criteria helps the complainants to determine how confi-

valid picture of the outsidedent they are that they have a
world.

Consistency Over Time--Disposition can be attri
buted to an entity if the effect is the same or nearly 
the same each time the entity is present.

Distinctiveness—An effect occurs when an entity 
is present and does not occur when an entity is absent.

3. Consistency Over Modality--Disposition can be 
attributed to an entity if the effect occurs when the 
mode of interaction with the entity varies.

Consensus—An effect is attributed to an entity 24 .
if it is experienced by all observers.

^William McGuire, "Some Internal Psychological Factors 
Influencing Consumer Choice," Journal of Consumer Research 
2 (March 1976) : 302 .

^Harold H. Kelley, "Attribution Theory in Social Psycho
logy," Nebraska Symposium on Motivation, ed. David E. Levine 
(Lincoln? NE: University of Nebraska Press, 1967), p. 101.

Consumer dissatisfaction is a perception (e.g., psycho
logical state) of the individual about the marketing system.
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structs.
consumer alienation and its effects on dissatisfaction and

mode]:

Figure 6

Attribution of Consumer Alienation
Dispositions

Effect 1 (Satisfaction)
- - Intentions'--Action-- Effect 2 (Neutral)

Effect 3

- Consumer Alienation

Purposes of Research

complaint behavior have shown differing profiles. Demographic
profiles have regularly been used in efforts to predict com
plaint behavior but have shown low predictive efficacy. The
development, of psychological profiles as related to dissatisfac
tion and complaint behavior seem to be necessary for the
development of predictive models reflective of all dissatis-

A better understanding of the dissatisfiedfied consumers.
consumer will allow the construction of more responsive

Complain
(Dissatisfaction)—|

* Comply

significant tool for the investigation of psychological con

current measures of dissatisfaction manifested as

It can be readily seen that attribution theory is a

When investigating an intervening variable such as

complaint behavior, it would be helpful to use the following
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public and company policies and should help minimize the

abuses in the marketplace.

The flow diagram (Figure 7) shows the confirmation/

disconfirmation of expectations paradigm in the context of

the purchase process (e.g., prepurchase, purchase and post

purchase phases) . This research is concerned specifically

with dissatisfaction (e.g., negative disconfirmation) and the

resultant behavior (See Figure 8) . After the negative dis-

If internal attribution is made. no
complaining behavior will occur.
bution is made, the subject will proceed to determine the
cost-benefit relationship of the effort in complaining ac

cording to the type of product. Concurrently, the subject

will evaluate the outcome of a possible complaint (alienation)

This evaluate determine the direction of further behavior.
tion is based on past experiences in complaining which have

This conformed a generalized consumer alienation level.

alienation level influences complaint action and will.sumer

whether there will be no action, informal complaint behavior.
The options of formal complaints toor formal complaints.

shown in Figure 9.
therefore, the purpose of this research toIt is,

investigate the psychological profile of the dissatisfied

3 .

consumers are

confirmation of expectations, attribution of the problem 

incidence is made.I

in conjunction with the level of dissatisfaction, determine

However, if external attri-

^Landon and Emery, p.
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Figure 7

FLOW DIAGRAM OF THE PURCHASE DECISION PROCESS

No

Yes

Purchase

No

Yes

-Yes

No

Are 
Post-Purchase

Benefits Received 
Greater Than or 

Equal to Those Expected?

Are
Post-Purchase

Benefits Received 
Greater Than Those 
_____Expected?

Confirmation 
(Satisfaction)

Is the 
Pre-Purchase 
Evaluation 
Favorable?

Continue to 
Investigate 
Alternatives

Negative Discon
firmation
(Dissatisfaction)

Positive Discon
firmation 
(Satisfaction)
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Figure 9

FLOW DIAGRAM OF THE PUBLIC COMPLAINT OPTION

■Yes

No

Figure 10

DATA BASE PARTITIONED INTO LEVELS AND HYPOTHESES

I)

Public 
Complaint

Data
Base'

Should the 
company be given 
the opportunity 

to make restitution?

Complain Outside 
Marketing Channels

Satisfied
Consumers 
(Hypothesis

Dissatisfied
Consumers

Complainants 
(Hypothesis II)

Noncomplainants 
(Hypothesis III)

Complain within 
Marketing Channels

Formal
I Complainants 
(Hypothesis IV)

In formal 
Complainants 
(Hypothesis V)
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alienation and investigate its influence on complaint behavior.

This investigation followed the flow diagram (Figure 10) of

the data partitioned into levels and hypotheses that were tested

at each level of the data partitioning.

Research Hypothesis

Each hypothesis which is to be investigated in this

Hypothesis I
Satisfied consumers have lower levels of consum

er alienation than dissatisfied consumers.

There are no significant differences in the

levels of consumer alienation between consumers who are

satisfied with their purchases and those consumers who are

dissatisfied with their purchases.

Hypothesis II

Consumers who complain have a propensity to

Consumers who complain do not have a propensity

to complain which pervade durable, goods as well as services.

Hypothesis III
Consumers who do not complain have both higher

levels of consumer alientaion than consumers who complain.

Ho:

Ho =

Ha =

complainant and noncomplainant under the rubric of consumer

Ha 
complain which pervade durable goods as well as services.

Ha
levels of dissatisfaction with goods and services and higher

(Ha) as well as in the null hypothesis form (Ho).
research is stated both in the alternative hypothesis form
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There are no significant differences in the

levels of dissatisfaction with goods or services and the

levels of consumer alienation between consumers who complain

and consumers who do not complain.

Hypothesis IV

Consumers who complain formally to businesses,

alienation and higher levels of dissatisfaction

than consumers who. complain formally.

There are no significant differences in the

levels of consumer alienation and dissatisfaction between

consumers who complain formally and those consumers who com

plain informally.

Hypothesis V

Consumers who complain to informal sources (e.g.,

con

sumer alienation and dissatisfaction than consumers who com

plain formally.

There are no significant differences in the
levels of consumer alienation and dissatisfaction between
consumers who complain informally and those consumers who
complain formally.

H a
government agencies, and/or third-parties have lower levels

Ho:

Ho =

Ho:

H a
family, friends, and acquaintances) have lower levels of

of consumer



CHAPTER III

METHODOLOGY AND RESEARCH DESIGN

Introduction
The cross-sectional study proposed as the basis of

this research measured various dimensions of consumer dis
satisfaction and complaint behavior about consumer durables
and services. The research used self-reported measures of
dissatisfaction and complaint behavior. Only limited re
search has focused specifically on consumer problems with
durables and services.
possible.
sample, investigated 34 product and service categories.
They found that problems were more likely to be voiced about
infrequently purchased durable goods. Summers and Granbois
concluded that the type of problem incidence was also impor-

Specifically, complaining ratestant in complaint action.

and/or produce to 85 percent for shoes. Further research by

2 157 .Summers and Granbois, p.

69

Andreasen and Best, using a national probability
1

"Consumers Com-
Harvard Business Review 55

for dissatisfied consumers varied from 43 percent for meat
2

^Alan R. Andreasen and Arthur Best, 
plain-Does Business Respond?" 
(July-August 1977) : 96,.

However, limited generalizations are
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Granbois, Summers and Frazier validated these earlier find-

Therefore, it was necessary to control for both the

type of problem as well as the product in research

satisfaction/dissatisfaction and complaining behavior.sumer

Research Design
Although much of the past research on consumer satis-

f action/dissatisfaction has been in the form of experimental
laboratory inquiry (e.g., Cardozo, 1965; Olshavsky and Miller,
1972; Pickle and Bruce, 1972), research on postpurchase dis
satisfaction and complaint behavior must necessarily be ex
post facto. An ex post facto design was necessary because
no manipulation of the independent variables occurs.

Data Base
Women's clubs were randomly selected from a list of

women's clubs in the sampling area. A self-administered
questionnaire was delivered at regularly scheduled meetings
of the selected women's clubs by interviewers who explained
how to fill out the questionnaire and answered any questions
by the respondents. Since the sample results were to be
partitioned into specific group responses, such as complain
ants and noncomplainants, it was necessary to use a sequential

This procedure willsampling procedure in this research.
minimum of 20 observations occur in the lowest

level of data partitioning (e.g., complainants into formal/

20 .

on con-

assure a

1 mgs.

■'■Granbois, Summers, and Frazier, p.
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informal complainers) which is necessary for the statistical

test of significant differences.

Included with the questionnaires was a preaddressed.

postage-paid envelope. Respondents were asked to mail the

questionnaire or return it to the designated survey coordina

tor in each women's club. As an incentive to return the

questionnaires, a donation of one dollar for each completed.

returned questionnaire was given to each participating club.

The response rate of

this study was 87.6 percent.

Two pretests of the questionnaire using samples of

25 and 50 responses respectively were performed. The pretests

attempted to assess any ambiguities and difficulties in

understanding items respondents may have had. Based on this

feedback, revisions were made in the wording of a number of
items. It was believed that the final version of the question

naire could then be used without difficulty.

Data Partitioning

The data was partitioned into groups of satisfied/

dissatisfied consumers based on the responses to the dis-

The dissatisfied group was further partisatisfaction index.

tioned into complainants according to the responses to the

■'’Christopher H. Lovelock, Ronald Stiff, David Cullwick, 
and Ira M. Kaufman, "An Evaluation of the Effectiveness of Drop- 
Off Questionnaire Delivery," Journal of Marketing Research 13 
(November 1976): 359.

The drop-off/mail back method used by Lovelock et al has 

shown a response rate of 81 percent.
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action index. Accordingly, the complainant group was further
segmented into formal and informal complainers for analysis
of the variables used in the discriminant function.

Dependent Variable Specification
The dependent variable in this research was the na

ture of complaint behavior after experiencing dissatisfaction
with some aspect of the purchase of
duct or service.
(1) no action, (2) informal action, (3) formal action within
the channels of distribution,

1the channels of distribution. Complaints to an informal
occur when a subject expresses dissatisfaction withsource a

product to a member of his family, friends and/or acquain-

Complaints totances.

expresses displeasure formally to the manufacturer, whole-

Business Bureau, or legislative agency (e.g., outside the

channel of distribution).

Independent Variable Specification

Type of Good or Service

This list based on major

149."Extending the Concept," p.
See Figure 11, p. 73.

1Day, R. , 
2

a consumer durable pro-

a formal source occur when the subject

Complaint behavior can be categorized as:

saler, or retailer (e.g., within the channels of distribution),
or a third-party such as a consumer advocacy group, Better

or (4) formal action outside

A list of 29 durable goods and eight services was
2 presented to each subject.
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Figure 11

^Adapted from Andreasen and Best, p. 95.

New Car
Vacuum Cleaner 
Eyeglasses 
Dentures 
Hearing Aid 
Tape Recorder 
Stereo 
Clothes Washer 
Clothes Dryer 
Camera 
Bicycle 
Color Television 
Power Tool 
Bed Sheets
Blanket
Innerspring Mattress 
Calculator
Carpeting
Window Air Conditioner 
Auto Tires 
Radio
Lamp 
Toys 
Women's Clothing 
Fine Jewelry 
Wristwatch
Upholstered Furniture 
Pots, Pans, or Utensils 
Hardcover Books 
Phonograph Records 
Quality of Electric Service 
Quality of Medical Care 
Quality of Lawyer's Service 
Quality of Film Developing 
Car Repair 
Appliance Repair 
Home Repair

List of Durable Goods and Services’'"
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categories of the Consumer Price Index was used in a nation-

Their results show
22.7 percent rate of dissatisfaction, 52 percent complainta

rate and 81.5 percent formal complaint rate of those whoan
took action.

After receiving the list mentioned above, respondents
were
has purchased and/or used in the last three The re

sults of the Andreasen and Best study show that the average
household procures and/or uses an average of 11.8 products

or services on the list. Therefore,

the data base.

Dissatisfaction Index

After respondents have indicated the goods or services

they have purchased and/or used during the specific time limit.

respondents were asked to indicate their level of satisfactiot/

dissatisfaction with each item. A five-point Likert-type bi

polar scale (e.g., very satisfied,

somewhat dissatisfied, very dissatisfied) was used. This

operational means of measuring dissatisfaction has been used

93.P-

in the U.S.) by Andreasen and Best.-’-

a positive response rate

wide study (2419 households in 34 major metropolitan areas

1Ibid. ,
2 Ralph L. Day and Muzaffer Bodur, "A Comprehensive 

Study of Dissatisfaction with Consumer Services," Consumer 
Sa t i s f ac t ion. Dis^atis fact ion a nd Complaining Behavior7 
(Bloomington, IN" Indiana University, 1777): 65’

somewhat satisfied, neutral.

asked to identify each product or service the household
2 years.

of 35 percent of the items mentioned should be expected from
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by the United States Drug Administration Economic Research
Service as well as the Survey Research Center (University
of Michigan) in similar research. Respondents reporting

somewhat satisfied with products

or services purchased were partitioned into satisfied consum-

Those somewhat dissatisfied and very dissatisfied withfliers .

a purchase were grouped into a category of dissatisfied con-

Neutral responses for goods and services on the listsumers.
presented to the respondents were excluded from analysis.

Only the dissatisfied group. for the products and
further partitioned into complainers and non-

complainers. Finally, the complainer group was partitioned

by type of complaint action taken, into those who have com

plained using informal means and those who have used formal

means .

Type of Problem Incidence

Dissatisfied consumers were then asked to specify the

An open-ended response space was available for responses

which occurred which were not listed.

Situational Attribution

An index of Situational Attribution (SITAT) measured
internal and external attribution of product or service

5 .

they were very satisfied or

services, was

1Landon and Emery, p.

problem they have had with each reported item dissatisfaction 
from a list of reported problems occurring with these items.
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dissatisfaction by classifying specific dissatisfactions

SITAT classified
each product or service dissatisfaction as either internal
or external according to a list (Figure 12) which was used

SITAT was found to be correlated

Consumer Alienation Index
Aleination is a concept which has been adapted for

Allison (1976) has developed

Alienation in this research was defined similarly to be feel
ings of separation from the norms and values of the market-

Allison's Consumer Alienation Scale contains questions
which are answered in five-point Likert-type scales. In

1 8 .
4 .

126.
10 .Allison, P-

5.

Landon and Emery, p.
Ibid . , p.

3Pruden and Longman, p. 58; Hilger, p. 25; Lambert 
and Kniffin, p. 36; Lambert, "Nutritional Information," p.

4

a consumer had with a product or service.

by Landon and Emery.I

use in explaining marketplace consumer reaction behavior (e.g.,
Pruden and Longman, 1972; Hilger, 1973; Lambert and Kniffin, 
1975; and Lambert, 1976).

significantly in a 1974 study at the pzC.,01 level of complaint
2 action.

place as well as feelings of separation from self when acting
5 in the consumption role.

4 through psychometrics a specific test for consumer alienation.

5Ibid. , p.
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Figure 12

Internal and External Situational 
Attribution List

a more expensive

The quality of the materials was inferior.
The product never performed as well as I was told by the 

supplier it would perform when I bought the product.
The poor performance of the product was due to my neglect 

or misuse.
The quality of the workmanship was inferior.
The product has undesirable features that I was not told about 

when I purchased it.
The product was not all the advertisement claimed it would be.
The warranty did not cover all of the things that went wrong.
The dealer did not back up the warranty.
The cost of use/operation was higher than I was led to believe.
The product is unsafe.
The product was damaged when it was delivered.
The instructions were incomplete or impossible to read and 

this caused the product to be abused.
The manufacturer did not back up his warranty.
The product is harmful to the environment.
The price that was charged to me was higher than what I had 

agreed to pay.
I was tricked by the salesman into buying 

model/type than I needed.
The item delivered was different from the one I bought.
The credit terms were misrepresented to me.
The service was provided in a careless, unprofessional manner.
The service was not completed on time.
I was charged for work that was not done.
Results were far short of those claimed in the ads.
Performance and/or appearance was worse after the "repairs." 
Professional services were rendered in an incompetent manner 

with very harmful results.
I was charged for parts that were not furnished.
Unauthorized repairs were made.
I was tricked by a salesman into buying services, insurance, 

or other intangibles.
The company refused to pay a valid claim
A professional confidence was violated.
I was harassed by bill collectors for a debt which I did not 

owe.
Other (please specify) .
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constructing and validating the Consumer Alienation Scale,
Allison found the scale to correlate with the results of the
Dean Alienation scale and BonJean's Scale of Self-Estrange-

It was also correlated (. 46(7p < . 001J )(P<-.001) ..59ment at
with both consumer alienation and a belief in government
intervention in the marketplace, which is consistent with
the findings of Lundstrom and Lamont (1976), Lambert (1976) ,
Barksdale ,

Statistical Analysis
In this study complaint behavior was the criterion

variable . The predictor variables were dissatisfaction, type
of product (durable or service), type of problem incidence
(situational attribution), and consumer alienation. The pre

consumer alienation were assumed to be internally scaled.

The criterion variable was nominally scaled.

multivariate statistical techniques which could be used in

this research are: (1) Automatic Interaction Detection (AID) ,

(c) analysis of covariance, or (4)(2) analysis of variance,
discriminant analysis.

Discriminant Analysis
I have chosen to use discriminant analysis for this

Discriminant analysis begins with the desire toresearch.

^Lundstrom and Lamont, p. 375; Lambert, "Nutritional 
Information," p. 128; Barksdale, Darden and Perreault, p. 117; 
Lundstrom and Kerin, p. 313.

dictor variables dissatisfaction, situational attribution and

Therefore, the

Darden and Perreault (1976), and Lundstrom and 
Kerin (1976) .1
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statistically distinguish between two or more groups of

cases

The variables in this research were consumer

alienation, dissatisfaction, and attribution. The nominal
dependent variable was complaint action. A discriminant
function is simply a regression equation with a dependent
variable representing group membership. Therefore, discrimi
nant analysis serves three major purposes: (1) developing

(2)

in terms of discrimination and/or; (3) identifying the major

underlying dimensions (e.g., the best discriminant function)

Only the "profiling"

function of discriminant analysis will be used in this

research.

Assumptions of Discriminant Analysis

Discriminant analysis has two basic assumptions:

(1) the data are multivariate and normally distributed and

(2) the covariance matrices are equal across both groups.

Dis

criminant analysis, however, is a very robust test.
The procedure used to predict the classification of

respondents required the establishing of a set of prior

York :

Rarely are these two conditions completely satisfied.
2

■'•Peter A. Lachenbruch, Discriminant Analysis (New 
Hafner Press, 1975), p. 8.

2 Robert A. Eisenbeis and Robert B. Avery, Discrimi
nant Analysis and Classification Procedures (Lexington, MA: 
Lexington Books, 1972), p. 15.

which differentiates among groups.

predictive models to classify individuals into groups;

"profiling" characteristics of groups which are most dominant

on the basis of a specified set of characteristics 

or variables.I
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The prior probabilities in
this study were set at 50 percent for each group. These
probabilities were chosen because unequal prior probabilities
favor one group over the other. Therefore, equal prior prob
abilities minimize the effects of minor differences in the

2covariance matrices and unequal sample sizes.

A number of studies using qualitative independent

variables such as are being used in this research have been

or 1) which do not have a normal distribution. Several

researchers have investigated various procedures including

the Linear Discriminant Function (LDF) under distributions

which were derived from Bernoulli variables.

concluded that "if parameters of the distribution were ' mod
erate', the LDF and the optimum procedures are highly cor
related .
of misclassifications...LDF is superior to other models.

1 probabilities of occurrences.

Based on the correlations and on the probability
.,4

conducted using Bernoulli distributed variables (e.g., X=0
3

E. S. Gilbert

Since the purpose of this research is not to classi
fy or predict beyond the sample, the equality of the covariance 
matrices is not of major importance. The equality of prior 
probabilities minimizes small inequalities in the covariance 
matrices as reported by Eisenbeis and Avery (p. 24) ..

Eisenbeis and Avery, p. 21.

3Paul E. Green, Frank J. Carmone, and David P. Wachs- 
press, "Validation of Discriminant Analysis in Marketing Re
search," Journal of Marketing Research 14 (February 1977): 
52; William R. Dillon, Mathew Goldstein and Leon G. Schiffman, 
"Appropriateness of Linear Discrimination and Multinominal 
Classification. Analysis in Market Research," Journal of Mar
keting Research 15 (February 1978): 103-112.

4E. S. Gilbert, "On Discrimination Using Qualitative 
Variables," Journal of American Statistical Association 48 
(October 1968): 1399.
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By moderate parameters, Gilbert refers to small numbers of

variables with polytomous answers and moderate sample sizes.

If one of the assumptions of the LDF is not met, the LDF

will only approximate the optimum assignment rule. Gilbert's

conclusion was made after comparing the LDF results with the

■maximum likelihood and the minimum logit procedures. Moore

considered both the correlation of the sample procedure with

the optimum assignment rule and the probability of misclassifi-

Moore

Revo studied various classification

rules for univariate and bivariate discrete distributions.

These distributions were the Poisson, negative multinomial

and discrete normal. In comparing the same procedures as

used by Gilbert and using sample sizes of 20 as wellwere as

50, Revo found the linear discriminant function to compare

favorably with the optimum assignment rule. The multinomial

In general, the linear discriminant function performs

well on discrete data of various types because of the robustness

II,

399-404 .

"On Classifying Certain Types of Ordered 
An Evaluation of Several Procedures," 

North Carolina Institute Statistical Service 708 (Winter 
1970) : 10 .

9
L. T. Revo, 

Qualitative Variates:

found that only with populations which had all positive cor-

D. II. Moore, II, "Evaluation of Five Discrimination 
Procedures for Binary Variables," Journal of American Statisti
cal Association 68 (February 197 3) :

cation as criteria for evaluation, as did Gilbert.

rule was poorer, particularly for the smaller sample sizes,
2because of the larger sampling error.

relations was the LDF a somewhat poorer predictor than the 
multinomial model.’1’
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of the test. Thus, existing findings indicate that the as-

violated when using Bernoulli or polytomous variables. In

variables) will give better results than other techniques such

Hypothesis Testing
All hypotheses in the research were tested by develop

ing a discriminant function which would best separate the
groups as well the analysis of the components of the dis-as
criminant function.
consumers have lower levels of consumer alienation than dis

satisfied consumers. The consumer who is satisfied does not

feel the level of alienation that is felt by the dissatisfied

Therefore, the lowest level of consumer alienationconsumer.

is exhibited by consumers who have the highest level of satis

faction . The discriminant function which separated the satis

fied consumers from the dissatisfied consumers was analyzed.

propensity to complain which pervade durable goods as well

of individuals across products and services to determine com

plaining patterns.
Hypothesis three implies that consumers who do not

complain have higher levels of dissatisfaction with goods

sumptions of normally distributed data are not unrealistically

as maximum likelihood and minimum logit models.

The second hypothesis, consumers who complain have a

and services and higher levels of consumer alienation than do

as services, was examined by comparing the complaining action

fact as Revo has shown, the use of the LDF for this particu-

Specifically, hypothesis one, states

lar case (e.g., small sample sizes and Bernoulli or polytomous
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consumers who do complain. This hypothesis was examined
procedure as hypothesis one. Examining the

discriminant function which separated the noncomplainants
from the complainants, the functions components were examined
for both noncomplainers and complainers.

The fourth hypothesis, consumers who complain formally
to businesses, government agencies, and/or third-parties have
lower levels of consumer alienation and higher levels of dis
satisfaction than consumers who complain informally. Hypothe

sis one was tested by developing a discriminant function

which separated the complainants who used formal complaint

mechanisms from complainants who used informal mechanisms.

The groups were compared by evaluating the group mean scores

the independent variables as well as the ability of theon

discriminant function to separate groups. The operational

form of the hypothesis as stated in Chapter Two implies the
mean dissatisfaction scores are higher for the formal com
plainant group than for the informal complainant group. How-

for the formal complaint group on the

consumer alienation index seemed to be lower than those scores

for the informal complainant.

The fifth hypothesis, consumers who complain to in

formal sources (e.g;, family, friends, and acquaintances) have

lower levels of consumer alienation and dissatisfaction than

This hypothesis was testedconsumers who complain formally.

like hypotheses one, three and four above.

using the same

ever, the mean scores



CHAPTER IV

FINDINGS OF THE RESEARCH

Introduction
In- any postpurchase evaluation process, consumer

Generally, consumer dissatisfaction occurs because
benefits involving either the product or product related
dimensions such as warranties, delivery, or installations
have not been at least equal to prepurchase expectations.

ex-
Some dissatisfied con

sumers complain, while others do nothing. The reasons for
these variations in behavior are explored in this research.

Two-group discriminant analysis was used to examine

Consumer alienation, satisfaction/dissatisfactionsumers .

variables in developing a discriminant function to differenti
ate between the complaining and noncomplaining consumers.

84

differences in the complaining behavior of dissatisfied con-

with a product, and problem attribution were used as predictor

Dissatisfied consumers behave inconsistently when their
2 pectations have been disconfirmed.

satisfaction can range from very satisfied to very dissatis
fied .1

■'-Pfaff, A. , p. 175.
2Anderson and Jolson, p. 11.
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Data Base
Tables 1,

respondents on various demographic aspects. The typical
respondent was an adult, married female between 35 and 44

years of age with some college training, and a total house

hold income of $15,000 to $20,000. This demographic profile

shows a slight skewness toward people in the higher socio-
1economic groups. Prior research labels this profile as

"upward scaled" This skewness may have occurredconsumers.
because of the sampling procedure. Club membership, such as
used in this sample, typically consists of the socially-
responsible upward scaled consumer. The limitations of this
upward scale sample on the results of the research will be
discussed in the final chapter of this research.

Descriptive information obtained from the sample is

tai care.

Therefore, the analysissatisfaction a minimum of 16 times.

and car repairs) were reported as sources of dis-
2

durable goods (e.g., new cars, eyeglasses, auto tires, toys,
and women's clothing) and three services (medical care, den-

shown in Tables 5, 6, and 7. As observed in Table 5, five

2, 3, and 4 show the frequencies of sample

1 Similar upscaled profiles were found for respondents 
at each level of the data partitioning. No significant dif
ferences were found between the demographic characteristics 
of the satisfied/dissatisfied, complainant/noncomplainant, or 
formal/informal complainants.

2To elicit responses about dimensions other than price 
dissatisfaction for services, subjects were asked to respond 
to perceived satisfaction/dissatisfaction with the "quality of 

service" (e.g., medical care, dental care, and lawyer ser
vices) . For statistical reliability in the discriminant analy
sis, a minimum of 14 observations for each product or service 
was needed, according to Lachenbruch, p. 29.
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TABLE I

AGE OF RESPONDENTS

AGE NUMBER PERCENT

Under 20 10 3.0
20 to 24 34 10.1-
25 to 34 104 30.8
35 to 44 55 16.3
45 to 54 73 21.5
55 to 64 35 10.3

8.0Over 65 27
100.0338Base

TABLE 2
EDUCATION OF RESPONDENTS

PERCENTCATEGORY NUMBER

3.612Grade School
24.984High School Graduate
34.6117Some College
18.362College Graduate
18.663Post Graduate
100.0338Base
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TABLE 3

TOTAL HOUSEHOLD INCOME OF RESPONDENTS

CATEGORY NUMBER PERCENT

Under $10,000 72 21.3

$10,001 to $15,000 18.663

$15,001 to $20,000 45 13.3

$20,001 to $25,000 68 20.1
$25,001 to $30,000 36 10.7
$30,001 to $35,000 8.629

$35,001 to $40,000 . 3.612

$40,001 to $50,000 1.24

over $50,001 2.69

338 100.0Base

TABLE 4

MARITAL STATUS OF RESPONDENTS

PERCENTNUMBERCATEGORY

8.930Single

71.9243Married

8.930Divorced

.62Separated

9.733Widowed

100.0338Base
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was restricted to these goods and services to allow for a

sufficient number of observations on the data analysis.
auto tires, and toys were also the topNew cars,

In the same
study, dental and medical services ranked high on dissatis
faction .

In
another nationwide study of dissatisfaction with services.

Day and Bodur found that car repairs ranked first in service

The percentages of dissatisfied complainers who indi

cated they took formal complaint action as a result of dis

satisfaction are depicted in Table 5. These results compare

favorably with previous reported results in which occurrences
of formal complaint action varied from 24.4 percent of the

sample (Granbois, Summers, and Frazier).
As shown in Table 6, the dissatisfied portion of the

sample ranged from 49.8 percent for car repairs to 23.5 per
Overall, almost one in three purchaserscent for dental care.

155 .P-

a na-

sample (Warland, Herrmann, and Willits) to 85 percent of the
4

dissatisfaction, while medical and dental care also ranked 
very high.

3 Day and Bodur, p. 506.2 Andreasen and Best, p. 94.

4Warland, Herrmann, and Willits, p. 150; Granbois,
Summers, and Frazier, p. 20.

All eight item categories were also prominently
2 mentioned in a nationwide study by Andreasen and Best.

three sources of product dissatisfaction mentioned in 

tionwide study conducted by Day and Landon.

■'■Day and Landon, "Collecting Comprehensive Data,"
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were dissatisfied with their purchases in these selected

Previous research has revealed levels of dis-categories .

satisfaction ranging from 70 percent for consumer package

Warland, Herrmann, and Willits,

the seminal study in this area, found in their nationwide

survey of 1215 consumers that an average of 35.5 percent of

chased during the previous year.

The complaint actions taken by dissatisfied purchasers

are shown in Table 7. In comparing these results and the

previous findings, an unusually high occurrence of complaint

An average of 85.2 percent of the dis-action was observed.

satisfied consumers complained in contrast to previous studies
which have found lower levels of complaint action among dis-

Still another study however, showed complaint

consumers were dissatisfied with products or services pur-
2

goods (Kendall and Russ) to 10 percent using the same goods 
as this study (Andreasen) J

behavior on shoes and clothing ranging as high as 85 percent
4 

and 82 percent respectively.

cent; Warland, Herrmann, and Willits, 24.5 percent; Andreasen, 

42 percent) .2

satisfied consumers (e.g., Andreasen and Best, under 52 per-

^-Kendall and Russ, p. 40; Andreasen, "Dissatisfaction 
and Marketing Performance," p. 8.

2Warland, Herrmann, and Willits, p. 151.

3
Willits,

Andreasen and Best, p. 95; Warland, Herrmann, and 
p. 150; Andreasen, p. 8.
4Granbois, Summers, and Frazier, p. 20.
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Psychological Profiles

One objective of the present research was to determine

the ability of a combination of independent variables (con

sumer alienation, satisfaction/dissatisfaction, and problem

attribution) to reveal differences in complaint behavior

(dependent variable) . It was hypothesized that high dis
satisfaction and external problem attribution would likely
point toward complaint action, if the consumer did not show
high marketplace alienation.

alienation impacts the complaint process as a negative influ
ence on complaint behavior. Consumer alienation is the
generalized feeling of separation from the norms and values

self when acting in the consumption role. The consumer
alienation scale developed by Allison was used to measure
the respondents' generalized level of alienation from the

Through the usage of a five-point Likertmarket system.
type scale based on questions from the Allison Consumer

Alienation scale, an aggregate score for each respondent

determined his consumer alienation index.

The respondent scores

of the marketplace as well as feelings of separation from
1

on the alienation index showed

■'’Allison, p. 5.

As noted earlier, it was hypothesized that consumer

a wide variation, ranging from a high of 118 to a low of 27,
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1with a variance of 183.3 points.

slightly skewed toward the lower end of a normal distri-were
bution with a low mean score of 64.8. Allison's study re-

the Austin, The low mean alienationTexas,
score may be due to the composition of this sample. Anderson
and Cunningham have shown that people who are in the higher

end of the socio-economic scale (i.e., high "socially re
sponsible "
alienated, This phenomenon may explain
some of the results of this study.

Hypotheses Testing
Figure 13 shows the flow diagram of the data parti

tioning and the hypotheses to be tested at each level of the
partitioning. This part of the study is organized to follow
this flow diagram.

Satisfied Consumer ProfileHypothesis I:

The first hypothesis states "satisfied consumers have
lower levels of consumer alienation than dissatisfied con-

Table 8 shows the ability of the discriminantsumers."

8 .P-
^Anderson and Cunningham, p. 27.

The distribution of scores

1The alpha coefficient (i.e., the test for internal 
consistency) was .79. An alpha coefficient reflects the 
homogeniety or internal consistency of scaled items. There
fore, the alpha coefficient shows a high level of internal 
consistency.

^Allison,

vealed a mean alienation score for the 368 respondents in
2S.M.S.A. of 82.

consumers) tend to be more cosmopolitan and less 

but more vocal.
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functions to separate groups of respondents at this first

level of data partitioning. Each function was able to dis-

Indication of the power of the discriminant functions

to separate groups can also be shown by its ability to cor-

the points in three dimensional space, in this case, which

portray the average score of individuals in that group on

Table 9 shows the percentage of grouped

cases at this level of data partitioning which were

These two group means are

criminate between the two groups for each item category at 

a very high level of significance (PZL.001).3

In the direct method of discriminant analysis, all 
independent variables are entered into the analysis without 
regard to their relative discriminant power. In the step- 
wise method of discriminant analysis, variables are entered 
in the model based on their discriminant power. The direct 
method was used in this research because of the desire to 
determine the abilities of the independent variables to "pro
file" subjects as a group rather than to determine the im
portance of the independent variables in discriminating 
behavioral differences.

2
It was not the purpose of this research to predict 

or classify cases. The inclusion of classification data 
was for the explicit purpose of aiding the reader in his 
analysis and providing a possible focal point for later in
vestigation.

3The independent variables at this level of data parti
tioning are consumer alienation, attribution, and action. 
The data were partitioned according to subjects response on 
the satisfaction/dissatisfaction scale. Therefore, action 
is an independent variable at this level of data partitioning.

the dimensions of consumer alienation, problem attribu

tion and action.3

rectly classify individuals and by the distance between the
2 

two group means (centroids) .



98

CM
CO COco CM CO

0)
M ol

ch

cnin CM ■^r

co co CMCM CO in

in inin in
co

oo

cn

O
(A

* *
in co

ID 
ch

00
<D

CH
in

CH 
in

\)
CP

o
VD

* *

00CH

in 
in

IDCH
ID
CH

**** 
in

CM
CH

* tn

CH

+* 00
*
CM

CMCH

Q 
M

(A 
(D (A m o

w(!)

tn 
C

p
O

d o

01 
O

cn**

P 
01

Z 
M 
M
H 
M cn

E-<
P o

(A
01 
O tn 

0)
. w

(A 
0) (A 
(A 
01

OP
(A 
o E-»

XI P 
O

a 0) 6 o &

P o

01 
p a o 
Q

ol 
04 
(D Pi

(A
Jn

P 
C 
01 o

c tn

a)

0)

in
CM •
CM

E 0) 50)

a
Z Cm

>1
P 0) 
•H O r-4 01 
ol O 
O a

>1
P 0) •H p 
M 01 
01 O 
3 o

E
O
Tl (A 0) 

(D (D 
(D O M IP tn 0) P 
Q O

CM
Q

M O01 -r4
> p•H 01 
P Cd

OM M 
. . Eh Eh 
W < M Z M Eh 
W Cd Cd 
O < <C> Pt

M Q Eh cn 
Pl M t-q (P m m o d 
< Cm S O

Q
- - M 

H W H 
CD CU Cm 
< D CO 
OOM 

cd Eh 
Q O < 
W 
CP 
D 
O 
cd 
o

M O Cm 
Q M O 

Eh 
Q < O w a z 
03 M 
M Cm Z 
iJ 

g
T1 (A 
(D -H 
N -Q O 

•H O -H 
r-4 C P 
01 01 (A 
P H -rl 
0) 01 P 
ex ol 
0) 01 P
O Z cn

0) 
tn >< 
01 r-H 
ppp 
C U -rl 
0) (U (A 
U P (A 
M P (0 
(DOM
CP O O

Eh
M < 

M EC Q 
O Eh 
Z
< Cm EC 
Eh O Eh 
cn

Eh M 
WOO 
cn w 
< z 
1-q K . . 
OOM 

Cm Cm 
>h cn co 
p Z M 
Eh < " 
O Cd 
H Eh W cd cn 
cd Q M 
o z Q o < \



99

Another indicator of the power of a discriminant
function to separate groups besides the percentage of classi-

statistic . This F ratio tests for significant
differences in the distance between the two groups measured

Mahalanobis distance (D) ) . statistic
is the square of the euclidian distance between the two groups
as designated by the function.

Each F ratio for the satisfied/dissatisfied parti-
highly significant (P<^,.01). Also the per

centage of correctly classified cases range from a low of
87.7 percent to 98.5 percent. Given the prior probabilities
used by the function (e.g., 50 percent for each group) and
the type of classification procedure used, the percentages
are high.

Investigation into the profiling role of the function
is shown in Table 10, which depicts the mean group scores

^The main purpose of this research was to profile 
characteristics of groups which are most dominant in terms 
of discrimination. Therefore, the sample was not split into 
portions for split-half validation nor was the leave-one-out 
(Jackknife method) method of validation used. The relatively 
small sample sizes as well as the minimum cell sizes (14) 
needed at the lowest level of the data partitioning made 
splitting the sample impractical. When classification pro
cedure involves classifying the same group which was used in 
determining the discriminant function, as it did in this 
study, an upward bias will result. Peter Lachenbruch shows 
in Discriminant Analysis (p. 29) the expected upward bias is 
approximately 16 percent.

by the independent variables of the function (e.g., the 
The Mahalanobis D?

tioned level was

fied cases is the Multivariate F ratio of the transformed 
Mahalanobis D^

correctly classified by the discriminant function.
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alienation, attribution, and action. The sample was separated

on the response to the satisfaction/dissatisfaction variable

to determine if the three variables would differentiate the

two groups (satisfied versus dissatisfied consumers).

Consumer Alienation

Mean consumer alienation

different between the satisfied and dissatisfied consumers

only for car repairs. The differences in the alienation
between satisfied and dissatisfied purchasers ofscores car

repairs was significantly different at the P<<.05 level.

in each item category, the consumer alienationHowever,

was higher for the satisfied group thanscore

the dissatisfied group. Pruden and Longman in their study

higher alienation score for those groups who were

(e . g . , at the lower end of the socio-economic

Previous investigations have shown that although

the disadvantaged consumer should logically be dissatisfied

products or services than the more typical consumer. The

disadvantaged consumers, however, frequently have been found
Although this study's demographicto be highly alienated.

characteristics did not show an abundance of disadvantaged

scores were significantly

found a

for the satisficd/dissatisfied partitioned level, consumer

and therefore, alienated, they are more often satisfied with

scores is needed before the variable is discarded.

were scores for

■^Pruden and Longman, p. 62.

consumers, further investigation of the consumer alienation

"disadvantaged" 

scale) .
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Attribution

Attribution was significantly different (P-<,01)
between the satisfied and dissatisfied The subconsumers .

list of problems (Figure 12)

This list from Landon and Emery's
study allows an attribution index scoring of responses in
three categories as follows:
sponses to problems indicating internal attributions (scored

The mean scores on the attribution index ranged from
a low of .04 to a high of .40 for the satisfied consumers.
This indicates that satisfied purchasers tend to make no
attributions or else internal attributions. The dissatisfied

purchasers had mean scores on the attribution index which

had only a slight range from 1.89 to 2.0. Thus, most dis

satisfied purchasers made external attributions of their

Therefore, the prediction ofpurchase related problems.

the type of attribution and its significance is supported.

Action
The behavioral actions of satisfied consumers were

hypothesized to be different from the actions of dissatisfied

which have been found most often to occur with the goods and 
services in this study.

/"Landon and Emery, p. 8.
2The alpha coefficient was .83. Therefore, the alpha 

coefficient shows a high level of internal consistency in the 
scaled attribution items.

jects were presented with a

no response (scored 0), re

responses to problems indicating external attributions 
2(scored 2).

1) , or
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By partitioning the sample into satisfied/dis-consumers.

satisfied purchasers, a discriminant function was developed

to differentiate the satisfied from the dissatisfied consumer.

The mean action score ranged from a low of .02 (auto

tires) to a high of .36 (new cars) for the satisfied consum-

These low scores indicate that rarely did the satisfieders .

consumer have any complaint action (a score of 1 was used
for informal complaint action) . In contrast, the dissatis
fied consumer group had mean scores which ranged from a low
of 1.17 (women's clothing) to a high of 1.83 (new cars).

(1) informal

(2) formal action, it can easily be seen that

dissatisfied consumers' actions varied widely from those of

the satisfied group.

Summary

Since the differences between the two groups are
significant (P^f.,01) for both the attribution and action
variables and the scores are in the direction expected, the
underlying logic of the hypothesis concerning both the action

However, hy-and the attribution variable was supported.

pothesis one investigated specific levels of consumer aliena-

No significant differences intion for satisfied consumers.

alienation were found except for car repairs. Therefore,.

hypothesis one was rejected.

Since the action index was scored (0) no action.

action, or
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Complainer ProfileHypothesis II:

Hypothesis two states "consumers who complain have

a propensity to complain which pervade durable goods as well

as services." The dissatisfied portion of the first level

of data partitioning was further partitioned into complainers

and noncomplainers to analyze this hypothesis. Table 11

shows the frequencies of complaint behavior by dissatisfied

A median of two complaints for complainers wasconsumers.

found within the sample respondents. Hair, Anderson, and

Busch's study showed the "chronic" complainer averaged twice

In this study 18.8 percent of the

respondents had four or more complaints. This group of
complainers is a substantial segment of the market. The

percentage of complainers who complained over four or more

times in this study is similar to those found by Andreasen

and Best's study (Table 12). Their study shows over 12 per-

The complaining group was examined by categorizing

it into specific multiple complainant portions (i.e.. consum-
Multiple

Rolph E. Anderson, and Paul Busch, 
----------- : A Cluster Analysis

Approach, " Proceedings of the American Institute of Decision 
Sciences (Chicago, IL: i----- 1------ ~------------- C---------  
1?76H 313.

ers who complain two or more times) as follows:

as many complaints as the infrequent complainer who averaged

2.5 complaints a year.'"

cent of the respondents in their sample complained four or
2

more times.

Andreasen and Best, p. 97.

■'■Joseph F. Hair, 
"Profiling the Complaining Consumer:

American Institute of Decision Sciences,
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complainants who complained only for goods, multiple com
plainants who complained only for services, and multiple com
plainants who complained for both goods and services. The
group which complained for both products and services was

significantly different from the complainers of services

P . 01 level.at the Therefore, a propensity to complain
good and service categories was indicated in thisacross

study. When comparing multiple complainants of this sample
with those of the Andreasen and Best study (Table 12) , a
slight skewness was found. This research shows a slightly
higher number of multiple complainants than did the Andreasen
and Best study.

The type and percentage of complaints reported for
each item category are shown in Table 13. The frequencies
of complaints for durable goods are significantly different
from the frequencies of complaints for services at the P/L..01
level. Day and Landon found that although similarity existed
in the type of problem which occurred among subjects,

They indicated that
This studyand should be investigated in further research.

also indicates a propensity to complain as well

patterning of complaint behavior.

156 .P-

a propensity to complain seemed likely

as a possible

no 
patterning of complaint behavior existed in their study.1

'''Day and Landon, "Collecting Comprehensive Data,"
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TABLE 13

SUMMARY OF COMPLAINTS BY ITEM CATEGORY

Item
DURABLES
New Cars 13.9 4.6 9.3
Eyeglasses 4.6 4.38.9
Auto Tires 4.3 6.811.1

3.4 6.29.6Toys
4.6 7.7Women's Clothing 12.3

55.8TOTAL DURABLES

SERVICES

5.9 6.912.8

4.1 4.18.2
6.2 17.023.2Car Repairs

44 .2TOTAL SERVICES

100.0TOTAL

Quality of Medical 
Care

Quality of Dental 
Care

Percentage 
of
Complaints

Type of
_ Complaint____
Informal Formal
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Summary
The null hypothesis was rejected in favor of the

Findings in theacceptance of alternative hypothesis four.
consumer propensity to complain. The

multiple complaint responses suggested patterns in complain

ing behavior, although no specific patterns were discernible.

Further investigations are needed in this area.

Hypothesis III: Noncomplainant Profile

Hypothesis three states "consumers who do not complain

services and higher levels of consumer alienation than do

consumers who complain." This hypothesis tests the second

portion of the second level of the data partitioning. The
discriminant function which profiled the complainant/noncom-
plainant groups were all highly significant at the PZ..01
level except for auto tires (.838), women's clothing (.073),

Similar to the slight difference in the significance
level of the discriminant functions in hypothesis three, the
percentage of cases correctly classified decreased for all
classifications except new cars. The percentage of cases
correctly classified at this level of data partitioning for

The percentages of cases
correctly classified varied from a low of 39.3 percent (auto
tires) to a high 93.9 percent (new cars). With the excep-

(39.9 percent) and women's clothing (68.0tion of auto tires

have both higher levels of dissatisfaction with goods or

study did indicate a

new cars increased by 8.2 percent.

and medical care (.136) as shown in Table 14.
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Ill
percent) 80 percent or more of all cases were correctly
classified.

The multivariate F ratio which tests the distance
between the two groups (complainer/noncomplainer) at this
level of data partitioning, was significant for only two
item categories at the Pz^.01 level (new cars and car repairs)
and one item category at the P zC. 05 level (dental care). as
shown in Table 15. To augment the analysis of the discrimi

nant functions and to further test hypothesis three, consumer
alienation, satisfaction/dissatisfaction, and attribution
were tested at the complainant/noncomplainant level.

Consumer Alienation

complainant group than are the scores for the complainant

Item categories with higher alienation scores forgroup.

the noncomplainant group were eyeglasses, toys, women's cloth

ing, medical care, and car repairs.

two groups.

alienation variable was of little use in differentiating the
complainers from the noncomplainers in this sample.

Dissatisfaction
Only toys and dental care exhibited higher mean dis

satisfaction scores for noncomplainers than for complainers.

tion scores were not statistically different between the

The mean consumer alienation scores, as noted in Table

However, the mean aliena-

Thus, it must be concluded that the consumer

16, are higher in five of the eight categories for the non-
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Attribution
Attribution was significantly different (Pzf.,01)

between the two groups for all categories except auto tires.
All complainants and noncomplainants made external attribu
tions of the problems which, occurred with auto tires. Not
unexpectedly, people who made external problem attributions
were more likely to complain. Landon and Emery also ob-

1served a majority of external attributions in their research.

Summary

Attribution and dissatisfaction were successful at

this level of data partitioning in discriminating between

the complainant/noncomplainant groups.

alienation was not significant nor in the direction hypo-

Therefore, hypothesisthesized for all item categories.

three was rejected.

Formal Complainant ProfileHypothesis IV:

"con-The fourth hypothesis of the research states
who complain formally to businesses, government agen-sumers

cies, and/or third-parties have lower levels of consumer-

alienation and higher levels of dissatisfaction than consumers

was the only one significantly different (PZ.,05) from the

However, consumer

scores for the complainants.

However, the toys mean score for the noncomplainant group

1Landon and Emery, p. 9.
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who complain informally." To investigate this hypothesis,

it was necessary to partition the complainant group into the

type of complaint (i.e., formal/informal). Table 17 reveals
that only two functions were significant: Car repairs (PZ.01)

The functions overall were thus

unable to statistically separate the formal/informa 1 com
plainant groups.

Table 18 indicates the power of the discriminant
function to separate the two groups at the formal/informa 1
complainant level. The percentages of cases correctly classi
fied were only slightly above the prior probabilities of 50
percent, ranging from 50.0 percent to 69.4 percent. However,

the multivariate F ratio which tests for significant differ-

not significant for any item

category.

Consumer Alienation
Lower alienation scores for formal complaining groups

cantly different between the two groups.
in the level of alienation were found..

Dissatisfaction
Similar results as noted above are shown in Table 19

The formal complainant group'sfor the dissatisfaction scores.

ences between the two groups was

as shown in Table 19, but none of the scores were signifi-

occurred for eyeglasses, auto tires, toys, and medical care

Thus, no differences

dissatisfaction scores for auto tires, toys, and women's

and medical care (PZ.055).
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clothing were higher than for the .informal complainant groups,

Statis-but the differences are not

tical differences in the dissatisfaction scores did occur,

however, for medical care (PZ.05) and car repairs (Pzf.01)
but the direction of the scores was the inverse of the hypo
thesized direction.

Attribution
In each product category, most group members made ex

ternal attribution of their problems. Therefore, attribution

nant function. Settle and Golden also found that most people

Summary

Hypothesis four was rejected. In approximately one-

half of the cases the direction taken by the alienation

Only two sigvariable was as predicted by the hypothesis.
nificant differences between the dissatisfaction scores of

found and the direction of the scoresthe two groups were
in the inverse of the hypothesized direction.were

Informal Complainant ProfileHypothesis V:

Hypothesis five states "consumers who complain to

(e.g., family, friends, and acquaintances)informal sources

"Consumer

statistically significant.

1Settle and Golden, p. 185; Andreasen, 
Dissatisfaction, " p. 8.

was not a key variable in the determination of the discrimi-

made external attributions when products failed, as did 

Andreasen.
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have lower levels of consumer alienation and dissatisfaction

than consumers who complain formally." This hypothesis tests

the last portion of the formal/informal data partitioning.

The power of the discriminant function to separate the two

groups of formal/informal complainer was not significant for

any item category.

Consumer Alienation

The mean scores for the informal complainants on the

consumer alienation scale (Table 19) were lower in only half

the item categories — new cars, women's clothing, dental

Alienation scores were not statis

tically different between formal and informal groups.

Dissatisfaction
Unlike the consumer alienation scores, dissatisfac

tion scores for the informal complainant group were lower
for the item categories of auto tires, toys, and women's
clothing.

The mean dissatisfaction scores for the informal

complainants were higher for medical care and car repairs

level, respectively.

Attribution
All the attributions were external with one excep

tion .
ing the discriminant functions.

and were statistically different at the P.<.05 and P<i.01

Therefore, attribution was not considered in develop-

care, and car repairs.
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Summary

Although the variables were often in the direction

predicted by the hypothesis, hypothesis five must also be

rejected, because of the lack of significant differences

between the alienation, dissatisfaction, and attribution

scores of the formal and informal complainants.



CHAPTER V

CONCLUSIONS, IMPLICATIONS, AND RECOMMENDATIONS

Published research to date has proven to be largely

unsuccessful in explaining behavioral differences when con

sumers are confronted with dissatisfaction with a product

or service. Socio-economic classifications have been found

to be particularly inadequate. Consequently, this study

attempted to examine additional variables previously sug

gested in consumer research as possible explanatory con

structs for explaining the complaining behavior of consumers.

Specifically, the ability of consumer alienation, consumer

satisfaction/dissatisfaction, and problem attribution to

differentiate between various consumer complaint actions

were examined.

Statement of the Problem

The purpose of this study was to expand previous

investigations of complaint behavior by examining the psycho

logical profiles of complainants/noncomplainants under the

rubric of consumer alienation as it influences complaint

The following alternative hypotheses were tested:behavior.

122

(1) Consumers who are satisfied will have lower 
levels of consumer alienation than those who are 
dissatisfied with the same product or service.
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(2)

(3)

Methodology

Data Base
Discriminant analysis was used in examining differ

ences between groups of consumers who were grouped as follows:
satisfied/dissatisfied, complainer/noncomplainer, and formal/
informal complainant levels. The members of three women's

(The Junior League, League of Women Voters, and Theclubs

American Business Womens Club) in the Tuscaloosa, Alabama,

Usable information wasS.M.S.A., participated in the study.

collected from 338 adult females.

Analysis

The data were partitioned as follows in testing the

hypotheses:

The data were first partitioned into satisfied/(1)

dissatisfied consumers based on the subject's self-reported

Consumers who complain have a pattern of 
complaining which pervades durable goods as well 
as services.

Consumers who do not complain have both higher 
levels of dissatisfaction with goods or services 
and higher levels of consumer alienation than do 
consumers who complain.

(5) Consumers who complain to informal sources 
(e.g., family, friends, and acquaintances) have 
lower levels of consumer alienation and dissatisfac
tion than consumers who complain formally.

(4) Consumers who complain formally to business, 
government agencies, and/or third-parties have lower 
levels of consumer alienation and higher levels of 
dissatisfaction than consumers who complain in
formally.
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satisfaction/dissatisfaction scale for new cars,

eyeglasses, auto tires, toys, women's clothing, medical care.

and car repairs chosen on the basis of frequencydental care,
of occurrence.

(2) The dissatisfied group of consumers was further
partitioned into complainers and noncomplainers based on
the action they had taken to solve the problem(s) which
they had experienced with each good or service.

(3) Lastly, the complainers were further partitioned

into formal and informal complainers based on the type of

action taken by the subjects to resolve their product re

lated problems.

A two-group discriminant analysis was performed for

each of the three data groupings in an attempt to determine

if significant differences existed between groups.

Conclusions

Satisfied/Dissatisfied Partitioning

The psychological profiles as delineated by consumer
alienation, dissatisfaction, and attribution of the satisfied

the dissatisfied consumers in terms of both attribution and
action.

Consumer alienation did notdifferent for only one category.
sufficiently differentiate between satisfied and dissatisfied

consumers.

score on a

consumers are significantly different from the profiles of

However, consumer alienation scores were significantly
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Complainan t/Noncomp la inant Partition! ng

A specific pattern of complaininq by dissatis-(1)

fied complainants was not supported. A propensity to com

plain was found. Therefore, it was concluded that complaints

may be made because of interactions with product specific

problems as well as qeneralized levels of dissatisfactions.

(2) The psychological profile of noncomplainants
as delineated by consumer alienation satisfaction/dissatis-
faction and problem attribution were not sianificantly
different from those who complained..

Consumer Alienation
The consumer alienation scores of the noncomplainer

generally in the hypothesized direction (e.g..were non-

complainers' alienation scores were higher than those for

the complainer). the differences between the meanHowever,
consumer alienation scores for noncomplainers were not sig
nificantly different from the scores of the complainers.
This may be the result of the It seems,

complainers . Thus, although not significantly different

between the two croups, consumer alienation scores were in

the hypothesized direction and should be further investigated.

Dissatisf aq tion

Dissatisfaction scores were much like the consumer

alienation scores for this level of data partitioning. Mean

upscaled sample.
as was expected, that noncomplainers are more alienated than
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dissatisfaction scores were not significantly different

between noncomplainers and complainers.

satisfaction
pothesized (e.g., noncomplainers' dissatisfaction scores
were lower than the scores for complainers) . It seems,

therefore, that noncomplainers have lower levels of dis

satisfaction than complainers.

Attribution
Noncomplainers made significantly different problem

attributions from the attributions made by complainers. In

contrast to complainers who make only external attributions,

noncomplainers make internal attributions, if they attempt

to attribute blame. Thus, the type of problem attribution

will complain.

Formal/Informal Complainant Partitioning

In the formal/informal complainant partitioning,

the profile of the formal and informal complainants were

compared using the variables of consumer alienation, con

sumer dissatisfaction, and attribution. The informal com

plainant profiles were not significantly different from the

profiles of the formal complainants.

Consumer Alienation

Several consumer alienation scores for informal

scores were generally not in the direction hy-

made by the consumer determines in part whether the consumer

However, the dis-

complainants were in the predicted direction (e.g., informal
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complainants had lower consumer alienation scores than formal
complainants) but tended not to be significantly different
from the scores of the formal complainant. This finding
may be due to the upward scaled sample. Thus, further in
vestigation of consumer alienation is necessary before dis
carding this variable.

Dissatisfaction
The mean dissatisfaction scores for the groups were

significantly different for two categories.

both categories the dissatisfaction score for the informal

complainant group was in the inverse of the hypothesized

direction (e.g., the informal complainant group had signifi-

This finding suggests that complainersplainant group).

who use only informal sources of complaining are more dis-

Beforesatisfied than consumers who use formal sources.

respecifying the model for the formal/informal complainer.

however, further investigation is warranted.

Attribution
The mean attribution scores were equal for both the

Therefore, thisinformal and formal complainant groups.
variable was not able to statistically differentiate the

two groups.

cantly higher dissatisfaction scores than the formal com-

However, in



.128
Limitations

At first glance, it may seem that the research has

shown consumer alienation to be insufficient to influence

complaint behavior. However, in examining the results of
this study, discerning readers will find limitations which
may have influenced these results. The limited data base
may have influenced not only results concerning the discrimi
natory value of the consumer alienation variable but also
the levels of voiced dissatisfactions.

Data Base
This research is based on a limited sample with the

following average characteristics: married, adult female
who is between the age of 35-44 with some college training
and a total household income in the category of $15,000 to
$20,000. This profile indicated that the data base consisted
of members in slightly higher socio-economic ranges and could

Consequently, this up-
scaled data base poses some limitations on the research
results.

Consumer Alienation

Upscaled respondents would be expected to have lower

The results of this research supporttheir dissatisfactions.

both of the above expectations.

consumer alienation scores and be more vocal in expressing

be considered "upscaled" consumers.
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the Allison Consumer Alienation Scale

used in this study were considerably lower than those found

in the Allison study. Only 12 percent of the consumer

lower end of Allison's 95 percent confidence interval). The

sampling procedure restricted the distribution of consumer
alienation scores somewhat by sampling only socially-re-
sponsible (e.g., social club members) consumers. This

sample was chosen to see if consumer alienation existed
within this type of consumer segment. It was felt that if
consumer alienation was significant at this level, greater
impact would be noticed at other levels. Since consumer
alienation scores were not significantly different between
groups at any level of the data partitioning, this variable
may be successful in differentiating between groups at the

The research findings, however, did show theextremes.

The findings, therefore, give credencesome conditions.

to the universality of alienation theory stated earlier.

Since consumer alienation scores in this research were

even under con-generally in the direction hypothesized.

strained sampling conditions, further investigation is

needed before consumer alienation is discarded from models

of complaint behavior.

Dissatisfaction

Most of the dissatisfaction expressed by respondents
in this research was vocalized in complaint behavior which

Mean scores on

existence of consumer alienation, albeit low levels, under

alienation scores in this research were above 80 (e.g., the
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is contrary to prior investigations of complaint behavior

using randomized samples. Therefore, the sample sizes for

noncomplainants were very small. The lack of significant

differences in dissatisfaction scores at the lower two of

the three data partitionings suggest that perhaps the dis

satisfaction scale used (e.g., five point scale from very

tiate between the dissatisfaction needed to complain or

not complain. Further improvement of dissatisfaction scales
necessary in order to differentiate between complain/seems

noncomplainant behavior and formal/informal complaints.

Implicat ions

plications can be drawn at both the methodological and the

managerial levels. This research has indicated that con

sumer alienation, satisfaction/dissatisfaction, and problem

attribution should be considered in future attempts to

model complaint behavior.

Consumer Alienation

Most authors agree that complaint behavior depends,

type of problem incurred and where the blame

these two variablesfor the problem is placed. However,

specify complaint behavior.

consumer alienation was considered appropriate for determining

have been previously found to be inadequate in efforts to

Therefore,, an investiqation into

in part, on

While this research was exploratory in nature, im-

satisfied to very dissatisfied) is insufficient to differen-
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if it has a negative influence on complaint behavior. To

ignore consumer alienations influence on complaint behavior

Although the

results of this research showed few significant differences

between consumer alienation scores for all groups investigated,

the applicability of consumer alienation was suggested. There

fore more studies of consumer alienation should be made before
discarding it from complaint behavior models.

The fact that consumer alienation shows an indication
of universality has implications which should be considered
by managers. If the actions of "vocal complainants" (i'.e.,

less alienated) could be used a surrogate measure of con-as

■ sumer dissatisfaction as input into managerial and govern

mental policy decisions, new models could be developed which

would better identify all levels of dissatisfaction. The

results of this study indicate that wide variations exist
in generalized attitudes toward the marketing system (e.g.,

If some complainers have such highconsumer alienation).
levels of consumer alienation and still complain, the dis
satisfied, noncomplainer may be so highly alienated that he
indicates he is satisfied, when in reality, he is dissatis-

Consumer alienation is an element which must be con-
"full disclosure" model of

complaint behavior.

sidered in the development of a

would be to methodologically understate complaint behavior as

a surrogate measure of consumer dissatisfaction.

1Hunt, H. Keith, p. 40.

f ied.1
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Dissatisfaction

Unlike consumer alienation, the implications of
dissatisfaction on complaint behavior are quite clear both
methodologically and managerially. Most authors agree that
complaint behavior rarely occurs from satisfied consumers.
Methodologically, most studies of complaint behavior in
vestigate product specific dissatisfaction and ignore, be-

generalized discontent. Only recently have scales (e.g.,

Lundstrom and Lamont's Consumer Discontent Scale and Allison's

Consumer Alienation Scale) been developed to specifically

measure this generalized level of dissatisfaction with the

marketing system. This exploratory research was one of

the first attempts to integrate both product specific measures

of dissatisfaction with measures of generalized marketplace

dissatisfaction in the theoretical conceptualization of

complaint behavior.

The managerial implications of this conceptualization

are quite important. Managers in relying on the "squeaky

wheel" consumer philosophy (e.g., the vocal complainant)

input into the dissatisfactions of con

sumers are receiving only a small part of the correct feel-

Companies making policy using currentings of consumers.

models are measuring only a part of the total consumer dis-

Managers seek to reduce uncertainty by achiev-satisfaction.

Therefore,ing more as well as more accurate information.

cause of the difficulty of measurement, the concept of

to give "accurate"



1 3 1

better specification of complaint behavior would be benefi-

This research has not only shown the im

portance of measuring product specific dissatisfaction but

Since

complaints remain

satisfaction, any variable which positively or negatively

influences complaint behavior should be of managerial interest.

Attribution of the Problem

Most studies which investigate complaint behavior

product generally through experimental manipulation. Attri

bution theory allows the respondent to relay his perceptions

of the causative relationships in the marketplace as a pre

dictor of his behavior. The application of attribution

theory allows deviation from the sole emphasis on the salient

product dimensions used predominantly in attitude research.

The research findings in this study support the in

clusion of attribution of the problem in complaint behavior

Only at the third level of data partitioningresearch.

formal/informal complaint level) was attribution(e . g . , un

to significantly differentiate between the two groupsable

At this level of the data partitioning.being examined.

made external attributions.

plainers in this research always blamed sources other than

also pointed out the importance of investigating generalized 

levels of discontent with the marketing system.

have tried to control the incidences of problems with a

as surrogate measures of consumer dis-

cial to managers.

both groups Therefore, com-
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themselves for their product related problems. The research

findings support the theory that, together with dissatisfac

tion, blame attribution is a good indicator of complaint

behavior.

Managerial implications should focus on a prescrip

tive strategy which is designed to divert problem attribu

tions away from external sources before complaints occu r.

This could be accomplished by more and better information

being made available to consumers before their purchase.

Consumers could be guided by manufacturers and sellers

into making more realistic prepurchase expectations. There

by the consumer would be adjusting expectations prior to
the purchase. Although this seems like an "anti-sales"

effort, it could provide the basis for a product differ

entiation which would be hard to challenge.

plaint is lodged. Currently many companies are attempting,

to divert the attribution of problems

Few manufacturers or

sellers are successful in changing attributions after they

have been made. This strategy has often .sent the most

dissatisfied consumers to third-parties for redress of their

dissatisfaction.

Although the research has shown an indication of the

need for possible inclusion of attribution, dissatisfaction,

and consumer alienation in studies of complaint behavior.

Another managerial strategy occurs after the com-

from external to internal sources.

with little success,
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the findings also imply recommendations for further research

in this arena.

Recommendations

As happens in investigations of this type, the

results raise additional questions. Although some previous

research was supported. the need for further study and

evaluation is clear. The following recommendations are

made :

(1) Studies should be designed to investigate
further the precise role of consumer alienation in profiling
complaint behavior under controlled conditions (e.g.. in

vestigating complaint behavior in people with known levels

of consumer alienation).

(2) Studies should be conducted to refine the
satisfaction/dissatisfaction scales presently being used
in order to better specify dissatisfaction.

(3) Studies into specific complaint behavior which

desirable than research which measures dissatisfaction

after an extended period between the problem occurrence and

complaint action.

Investigations of consumer alienation and its(4)

interaction with levels of confirmation/disconfirmation of

expectations would be quite fruitful.

Investigations into the relationship of con-15)

sunier alienation and consumer activities as well as basic

occurs immediately after problem occurrence would be more
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marketing implications can be accurately made.

(6) A typology, such as alienation, which aids in
identifying basic sources of discontent would be useful in

(7) Investigation is needed in testing the relation

ship, validity, and-reliability of various alternative

measures of satisfaction/dissatisfaction.

essential guestions for further complaint behavior investi-

How does consumer alienation influence

the consumer's confirmation/disconfirmation expectation

threshold level? This study has indicated the possible

impact on dissatisfaction of consumer alienation even under

the most unlikely circumstances of its occurrence. Can

complaint behavior be indexed by consumer alienation measure

ments? New insights in this direction would provide an

understanding of consumer activism.

It is time for marketing research to return to the

basic marketing concept and concentrate on achieving con-

Any intervention on consumer dissatisfaction which impedes

complaint behavior distorts the impression businesses and

government receive of overall levels of dissatisfaction. The

successful measurement of such intervening variables would

gations also occur.

sumer satisfaction through the minimization of dissatisfaction.

Beyond the need for the specific studies, some

market behavior seem to be needed before specific managerial

provide a key to a more full disclosure of consumer discontent.

the "mitigation" of discontent.
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"mitigate"'consumer discontent before it reaches such pro

portions that government intervention is demanded.

Such full disclosure would allow marketing managers to
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BUSINESS OPINION SURVEY

This survey is to find out what consumers think about the degree of

socially responsible behavior typically exhibited by businesses at the

retail level and consumer dimensions of satisfaction/dissatisfaction with

selected products and services purchased and/or used in the past two

years.

are sought.

requested information is all that is necessary. When filling out the

questionnaire, please make your judgments on the basis of what these

things mean to you. Since we are interested in only your personal views,

there are no right or wrong answers.

DIRECTIONS

If you strongly agree or disagree with a statement, please place

a checkmark as follows:

AGREE: X DISAGREE
OR

AGREE: X :DISAGREE

If you agree or disagree with a statement, but not strongly, please

place a checkmark as follows;

: “ XAGREE: {DISAGREE
OR

AGREE: X ••DISAGREE

If you feel neutral about a given statement, please place your

checkmark as follows:

AGREE: X {DISAGREE

IMPORTANT: PLEASE REMEMBER TO PLACE YOUR CHECKMARKS IN THE MIDDLE OF

.•DISAGREEAGREE:

PLEASE NOTICE THAT EACH STATEMENT HAS TO BE READ SEPARATELY. THE SCALE

BELOW EACH QUESTION IS DIFFERENT.

THE SPACES, NOT ON THE BOUNDARIES: 
THIS NOT THIS
X::X

Below are some statements in which your opinions as a consumer

A checkmark in the space provided or filling-in the
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PART 1

.-DISAGREE

The vide varlctv of competing products makes vise buying decisions more difficult. 
AGREE:'::::.-DISAGREE

Stores do not care why people buy their products as long as they make a profit. 
AGREE:::::: DISAGREE

Most brands arc the same with Just different names and labels. 
AGREE : ::::: DI SAG REE

One must be willing to tolerate poor service from most stores.
AGREE:::::: DI SAGREE

A product will seldom breakdown as soon os the warranty is up.
DISACREE:::::: AGREE

It is difficult to identify with business practices today.
AGREE:::::: DI SAGREE

A sale is not really a bargain but is a way to draw people into a store. 
AGREE::::: DISAGREE

I seldom feel guilty for buying so many unnecessary products. 
DISAGREE: ::::: AGREE

It is embarrassing to bring a purchase back to a store.
AG REE::::::  DISAGREE

People arc able to help determine what products will be offered in the stores.
DISAGREE:::::: AGREE

Unethical practices arc widespread throughout business.
AGREE:::::: DISAGREE

It seems wasteful for so many companies to produce the same basic products.
AGREE::: ::: DISAGREE

1 am seldom. If ever, dissatisfied with a recent purchase.
DISAGREE: ::: : :AGREE

.It is difficult to know which store has the best buy.
AGREE:::::: DI SAGREE

Advertising and promotional costs unnecessarily raise the price that the consumer 
has to pay for a product.

AGREE: 

Even with so much advertising it is difficult to know which brand is best. 
AGREE:::::: DI SAGREE

What a product claims to do and what it actually docs are two different things.
AGREE:::::: DISAGREE

Harmful characteristics of a product are seldom kept from the consumer.
DISAGREE: ::::: AGREE

After making 
AGRI

It Is often difficult to understand the real meaning of most advertisements. 
AGREE: ::::: DI SAGREE

I often feel frustrated when I fail to find what I want In the store.
AGREE:::::: DI SAG REE

Products nre designed to wear out long before they should.
AGREE::::::M SAGREE

It is most unusual to find out that business has lied to the public. 
DISAGREE:::::: AGREE

It is hard to understand why come brands are twice as expensive as others. 
AGREE:: :::: DI SAGREE

; a purchase I often find myself wondering "why".
IEE:::::: DI SAGREE



173

PART II

INSTRUCTIONS:

has purchased in rhe past cvOconcerning products or services your household
Again we areyearn and how well these products have fulfilled your expectations.

There are no right or wrong answers.Interested only in your personal views.

If you did not purchase a good or service in the last two years in the category

However, ifmentioned, simply circle NO and go to the next category on the page.

you have purchased an item in that category in the past two years, please circle

Then proceed across the page, answering the question for the latest productYES.

Indicate how well this product fulfilled yourpurchased in that category.

expectations by putting a checkmark in the scale provided. PLEASE ANSWER ALL

QUESTIONS ACROSS THE ENTIRE PACE.

EXAMPLE:

ITEM CATEGORY:

§
ITEM CATEGORY:

1. NEW CAR YES NO

2. VACUUM CLEANER YES NO

3. EYE Gl.ASSES YES NO

4. DENTURES YES NO

5. HEARING AID YES NO

6. TAPE RECORDER YES NO

YES NOSTEREO

8. CLOTHES WASHER YES NO

YLS NO9. CLOTHES DRYER

10. CAMERA YES NO

11. BICYCLE YES NO

12. COLOR TELEVISION YES NO

A. MOVIE PROJECTOR
B. MEN'S CLOTHING

HAVE YOU PURCHASED 
(THE ITEM) IN HIE 
PAST TWO YEARS?

0 ii i

e5g

HOW S 
: MONTH

s 
e

SI IR
OVERALL, 1 
YOU THREE 
PURCHASE?

HAVE YOU PURCHASED 
(THE ITEM) IN THE 
LAST TWO YEARS?

U i

g
§

§

b 5 b

s

HOW LONG AFTER PURCHASE 
BEFORE PROBLEMS OCCURRED?

OVERALL, HOW SATISFIED WERE 
YOU THREE MONTHS AFTER ITS 
PURCHASE?

HOW LONG AFTER PURCHASE 
BEFORE PROBLEMS OCCURRED?

W H 8 H St

S E

In this section of the questionnaire, we are interested in your Judgements

g B
sb eB siBP ti “g

l-KI—I—

E 

h « 
gj Bj Kg

§ 5
SB g
S3 S3
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ITEM CATEGORY: o

13. POWER TOOL YES NO

14. BED SHEETS YES NO

15. BLANKET YES NO

YES NO

17. CALCULATOR YES NO

18. CARPETING YES NO

YES NO

YES NO20. AUTO TIRES

YES NO21. RADIO

YES NO22. LAMP

YES NO23. TOYS

24. WOMEN'S CLOTHING YES NO

YES NO25. FINE JEWELRY

YES NO26. WRISTWATCH

YES NO

YES NO
YES NO29. HARDCOVER BOOK

30. PHONOGRAPH RECORD YES NO

YES NO

YES NO

YES NO

YES NO
YES NO36. CAR REPAIR
YES NO37. APPLIANCE REPAIR
YES NO38. HOME REPAIR

HAVE YOU PIT.CHASED. 
(I!!E Il'.'D IN • 
LAST TWO Yl.V.i?

e

34. QUALITY OF
LAWYER'S SERVICE YES NO

31. QUALITY OF 
ELECTRIC 
SERVICE

32. QUALITY OF 
MEDICAL CARE

33. QUALITY OF 
DENTAL CARE

35. QUALITY OF FILM 
DEVELOPING

27. UPHOLSTERED 
FURNITURE

28. POTS, PANS, OR 
UTENSILS

19. WINDOW AIR 
CONDITIONER

16. INNERSPRINC 
MATTRESS

OVERALL, HOW SAT I ".HID WLIII* 
YOU 1I!K!I. MONTHS Al ILR JIS’ 
purchase .’

.. 0 
h § 

sh 0 0 gg g

|«nW LONG AFTMl PURCHASE 
IIEFor.F PROBLEMS OU L'RRI D?

£8
O

3 g 
I P t p I 

Is 10 i ii tt
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PART III

INSTRUCTIONS:

In this section we arc interested in dcterr-inlng the problem(s) you have

encountered with those goods or services you indicated your household has

indicated in part II. While reading thepurchased in the last two years as

list of problems below, please indicate the problems you have encountered with

Put the number of the item in the blank before theeach product or service.

problem statement expressing the nature of your dissatisfaction. For your

convenience, we have listed, again, the item categories in part II below.

EXAMPLE:

As shown in the example above, problems may occur with more than one

Be sure to indicate nil problems which have occurred with each goodproduct.

or service you have purchased in the past two years. Please read each problem

Indicate if you have encountered that problem with a particular goodstatement.

by placing the number of the good on the line in front of that statement. If
you remember other products that you bought in theworking through this section

last two years, please go back and add it to the previous section.

PROBLEM STATEMENT

The quality of the materials was inferior.

The poor performance of the product was due to my neglect or misuse.

The quality of the workmanship was inferior.

The product was not nil the advertisement claimed it would be.

The warranty did not cover all of the things that went wrong.

The dealer did not back up the warranty.

The cost of use/operntton was higher than I was led to believe

The product is unsafe.

The product was damaged when it was delivered.

The product has undesirable features that I was not told about 
when I purchased it.

•rformed as well as I was told by the 
perform when I bought the product.

ITEM CATEGORY
NUMBER

5, 14, 6
20, 5,

14. BPD SHEETS
15. BLANKET
16. INNERSPRING MATTRESS
17. CALCULATOR
18. CARPETING19. at?. co:n)iTio::rr.
20. AUTO TIRES
21. RADIO
22. LAMP
23. TOYS
24. WOMEN’S CLOTHING
25. FINE JEWELRY
26. WHISTWATCH

27.
23.
29.
30.

UPHOLSTERED FURNITURE 
POTS, PANS, OR UTENSILS 
HARDCOVER BOOK 
PHONOGRAPH RECORD

31. ELECTRICITY
32. rr.-'iCAi. cap.e
33. DENTAL CARE
34. LAWYER'S SERVICES
35. FILM DEVELOPING
36. CAR REPAIR
37. APPLIANCE REPAIR
38. HOME REPAIR

PROBLEM STATEMENTS
THE DEALER DID NOT HONOR THE WARRANTY.
I MISREAD THE DIRECTIONS AND THE PRODUCT WAS RUINED.
THE QUALITY OF THE WORKMANSHIP WAS INFERIOR.

1 . NEW CAR
2. VACUUM CLEANER
3. EYE GLASSES
4. DENTURES
5. HEARING AIDS
5. TAP’? EECOPJCP.
7. STEREO
8. CLOTHES WASHER
9. CLOTHES DRYER

10. CAMERA
11. BICYCLE
12. COLOR TELEVISION
13. POWER 1001.

The product never per; 
supplier it would p<
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PROCI.IM STATEMENT

The manufacturer did not back up his warranty.

The product is harmful to the environment.

The Item delivered was different from the

The credit terms were misrepresented to me.
The service was provided In a careless, unprofessional manner.
The service was not completed on time.

I was charged for work that was not done.

Results were far short of those claimed in the ads.

manner

I was charged for parts that were not furnished.

Unauthorized repairs were made.

The company refuses to pay a valid claim.

A professional confidence was violated.

harassed by bill collectors for a debt which I did notI was owe.
Other (please specify) 

that we have Identified the problems you have had with the goods

or services which your household lias purchased in the past two years, we

would like you to indicate the action you took to correct the problem(s) for

each product or service purchased and/or used. Please put a checkmark in the

space provided which indicates the action you took. If you did not purchase

that product or service in the past two years, simply go to the next item.

IT IS IMPORTANT THAT YOU RECORD THE ACTION TAKEN FOR ALL PRODUCTS AND SERVICES

YOUR HOUSEHOLD lb\S PURCHASED OR USED.

ITEM CATEGORY
NUMBER

The price that was charged to 
agreed to pay.

PART IV 
INSTRUCTIONS:

Now

me was higher than what I had

Professional services were rendered in an incompetent 
with very harmful results.

I was tricked by the salesman into buying a more expensive 
model/type than I needed.

one I bought.

Performance and/or appearance was worse after the ’'repairs'*.

The Instruct lour, were Incomplete or impossible to read and 
this caused the product to be abused.

1 was tricked by a salesman into buying services. Insurance, or 
other intangibles.
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ITEM CATEGORY:

NEW CAR

2. VACUUM CLEANER
3. EYECLASSES
4. DENTURES
5. HEARING AID
6. TAPE R!XC!U)ER

STEREO
8. CLOTHES WASHER
9. CLOTHES DRYER

10. CAMERA
11. BICYCLE

.12. COLOR TELEVISION
13. POWER TOOLS
14. BED SHEETS
15. BLANKETS

17. CALCULATOR
18. CARPETING

20. AUTO TIRES
21. RADIOS
22. LAMP
23. TOYS
24. WOMEN'S CLOTHING
25. FINE JEWELRY
26. WRISTWATCH

29. HARDCOVER BOOKS
30. PHONOGRAPH RECORD
31. ELECTRICITY
32. MEDICAL CARE

TOLD
FAMILY,
IRIENDS

OR I
OTHERS I

OTHER ACTION
TAKEN

(PLEASE SPECIFY)

3
3

5
(A

DID 
NOTHING.

I 
si

I 
§
I

28. POTS, PANS AND 
UTENSILS

27. UPHOLSTERED
FURNITURE

19. WINDOW AIR 
CONDITIONER

RIPON,ED IT
TO

16. IKNERSPRING 
MATTRESS

RLPO’lTI ’l IT 
TO AN AGENCY 
OF THE GOVERN
MENT.

Il 
5

I
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(PLEASE SPECIFY)

33. DENTAL CARE

34. LAWYER'S SERVICES 

35. FILM DEVELOPING

36. CAR REPAIRS

37. APPLIANCE REPAIRS

38. HOME REPAIRS

in the applicable information below:

WIFEHUSBAND

SEPARATED. WIDOWED_DIVORCED.SINGLE.

ACES? NUMBER OF CHILDREN- IN THE HOUSEHOLD?.

YEARS AT LOCAL ADDRESS..

WIFE

As a rule, arc consumer Issues discussed in your household? (1. e., such things 
as Ralph Nader, pending consumer laws, consumer abuses, etc.)

DID 
NOTHING

GRADESCHOOL
HIGHSCHOOL
SOME COLLEGE 
COLLEGE GRADUATE
POST GRADUATE

HUSBAND'S OCCUPATION.
wire's OCCUPATION ‘

01 HI P. ACTION
TAKEN

§ 
f I

I
I

SEX OF THE RESPONDENT:
MALE  FEMALE

AGE:
UNDER 20 
20-24 
25-34 
35-44 
45-54 
55-64 
65 AND OVER

REPORTFD IT 
TO

f.ipomtd it 
10 AN AGINCY 
or THE GOVERN
MENT.

PART V
Please check or fill

TOLD 
FAMILT, 
FR11 NDS 

OP.
OTHERS

NOT USUALLY DURING A WEEK  
RARELY DURING A WEIK  
SOMETIMES DURING A WEEK  
FREQUENTLY DURING A WEEK 

MARITAL STATUS:
>URRI ED-

TOTAL HOUSEHOLD INCOME:
UNDER $10,000
$10,000-515,000 
$15,00l-$20,000 
$20,001-525,000 
$25,001-530.000 
$30,001-$35.000  
$35,001-540,000 
$40,001-550,000  
OVER $50,000

I

EDUCATION: (HIGHEST YEAR COMPLETED) 
HUSBAND

1I


