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CHAPTER 2 

LITERATURE REVIEW 

 

 

 

 

2.1  Introduction 

 

This chapter contains of the literature review related to the scope of the study. The 

literature review refers to the journal, thesis, technical document, books, case 

studies, reports and also the information from electronic - media sources. All these 

sources were selected based on the relevancy with the scope of study. This chapter 

discusses the literature review in the context of customer preferences based on 

Kansei Engineering method for the design preferences and all the tools related to 

measure the customer characteristics and background.  

 

 

2.2  Customer Satisfaction 

 

Consumer satisfaction can be defined as a consumer reaction that carrying out 

their expectations and needs towards the products and/or services (Hallowell, 

1996; Oliver, 1997; Zeithamal & Bitner, 2000). According Vavra (2002), 

customer satisfaction is an emotional state after a customer having tried the 

product delivered to them. Kotler (1994) defined customer satisfaction is as a 

result of the perception of service performance and production of the good in 

relation to the customers' expectations. In the studies of expectations and human 

satisfaction, Serry (1997) argued that the expectations can be considered as 

"sustained probability of the individual that a special reinforcement will occur as a 

function of a given behavior on a part in a particular situation.”  Therefore, the 
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customer satisfaction level depends on the extent to which the attributes of a 

product meet the needs and expectations as well as the overall product 

performance (Pires & Santos, 1999).  Briefly, customer satisfaction is "when a 

product or service meets and exceeds customer expectation" (Gerson (1993). 

 

By definition, customer satisfaction is both an emotional state and affective 

purpose fuses on the obtained value of the good or service considered (Alves, 

2003). In this context, the cognitive dimension corresponds to the balance 

established between the perception of the purchase results and the consumption 

process. Evrard (1978) defined "the satisfaction cannot remove the experience of 

pleasure consumption is as the result of the evaluation experiences " and, 

therefore, is not the emotion itself, but involves evaluation emotions. Lambin 

(2000) stated the customer satisfaction is based on the degree of agreement 

between the expectations towards the product and the perception of product 

performance. Customer satisfaction is generally defined as estimated by the 

responsible results realized in particular the experience of consumption (Cadotte 

et al., 1984; Westbrook & Oliver, 1981; 1991). According to Taylor and Baker 

(1994), satisfaction should be described as moderator of the relationship between 

service quality and purchase intent. Woodside et al., (1989) stated satisfaction is 

an intervening variable that mediates the relationship between service quality 

judgments purchase intentions. Customer satisfaction is a psychological concept 

that involves the sense of well-being and pleasure. Customer satisfaction can also 

be defined as the satisfaction based on the outcome or the process. Satisfaction is 

the result of confirmation or disconfirmation positive expectation. This is meant 

that the perceived performance towards satisfaction should be defined as the 

cognitive assessment of consumer and emotional reaction to their perception if the 

feature was against or exceeded their expectations (Oliver, 1993). In other words, 

satisfaction is consumer response to the confirmation. The satisfaction is the result 

of disconfirmation negative expectations (Oliver,1980; Woodruf et al., 1983). 

However, both levels expectations and performance of the products determine the 

magnitude and direction of disconfirmation effect (or verification) (Oliver, 1989). 

Thus, the measurement factors based on this model will be on expectations, 
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performance, disconfirmation / confirmation, and satisfaction (Oliver, 1993). In 

this view (the influence to psychology), the satisfaction goes beyond expected 

utility to also involve the use of consumption after the purchase (Dill & Such, 

2006:4). 

 

Moreover, according to Barsky and Labagh (1992), the main goal in seeking 

for customer satisfaction is on how to determine the advantage related to what will 

actually satisfy the customers.  Satisfaction is important as the main reason for 

organizations to sustain their business. To measure the satisfaction, Oliver (1997) 

underlined about a psychological response associated to the judgment degree to 

which reaches a level of pleasure associated with the consumption. He proposed a 

one-dimensional scale that can be applied to products and services where the 

satisfaction is the consumer's fulfillment response based on a characteristic of the 

product or service provided (Oliver, 1997).   

 

According to Howard and Sheth (1969:145) after setting the satisfaction as a 

continuation of expectations, the satisfaction corresponds to the perception of 

buyer related to the quality they experienced whether suitability or not to their 

desires based on the evaluation (as a representation of the comparison conducted 

between the results obtained versus the results they expected). In this context, the 

satisfaction or dissatisfaction as a response of customers' emotional manifested in 

the feeling domain.  

 

Since satisfaction is the consumer's reaction (to which they have 

consumption experience compared to the benefits received through good or 

service with their expectations), the satisfaction will, therefore, be influenced by 

the specific characteristics of product or service and the perceptions of quality. In 

addition, satisfaction is also influenced by consumer's emotional reaction to which 

the satisfaction state is acceptable and dissatisfaction is unacceptable. Hunt (1983) 

stated the satisfaction and dissatisfaction situation should be as a feedback loop 

based on results achieved and expected results.  Figure 2.1 shows that the results  

achieved will trigger the expectation on whether the customer satisfy or not after 
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the first kick-off the product initiated with starting point of customer expectations. 

. 

 

2.2.1  The Importance of Satisfaction to Business 

Pink and Kamakura (2001:1) argued that customer satisfaction is being considered 

as one of the most important marketing concepts in recent years. Since it is 

connected to the customer retention and profitability, therefore it present the 

scenario of common recognized towards consumer needs as the main objectives of 

the companies. To assess the overall performance of product, Marchetti and 

Meadow (2001:1) noted the importance of satisfaction to generate the profits by 

delivering the needs and desires that consumers expected. The satisfaction 

consumer is recognized as of great importance to all commercial firms due to its 

influence in repeat purchases and recommendations (Berkman & Gilson, 1999). 

Since customer satisfaction entails diverse and complex psychological processes 

at the level of needs or desires, beliefs and attitudes, expectations, emotions, the 

perception (of quality, performance, risk, equity, social norms) of the processes of 

attribution the causality and repentance,  the behaviors of customers from this 

satisfaction is an essential objective for organizations. Here, the satisfaction 

comes from a particular transaction and it should not be confused with the concept 

of attitude. It is response a particular experience, a psychological state, after the 

purchase and not a predisposition relatively stable and durable (Evrard, 2003). 

 

 

 

Figure 2.1: Customer Satisfaction/Dissatisfaction Loop 

 

Results Achieved 
Consumption & 

Experience 

Satisfaction or 

Dissatisfaction 

Expected Results 
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  Satisfied customers lead to higher future income (Anderson et al., 1994). 

Satisfied consumers are more willing to pay high prices, provide 

recommendations and to remain loyal to the company (Reichheld, 1996). A high 

satisfaction consumer leads to a higher level of retention and customer loyalty 

(Fornell, 1992) and reduce costs associated with poor products and services 

(Anderson et al.,  1997). Customer satisfaction can be the influence factors such 

as loyalty, recommendation others, competitiveness, and satisfaction of 

employees.  According to Assael (1987:47), satisfaction reinforces the attitude 

before the positive mark, increasing the likelihood of it back to be purchased, 

while dissatisfaction leads to negative attitudes towards the brand and decreases 

the likelihood of repeat purchase.  

 

Consumer behavior studies emphasize customer satisfaction as the essence 

of post purchase period. Due to consumers' satisfaction probably leads to repeat 

purchase and favorable publicity of word-of-mouth favorable, the concept is 

essential for marketers. In saturated markets, satisfaction consumer is considered 

one of the most valuable assets of a firm. The satisfaction consumer serves as a 

barrier to the exit, thereby helping to retain the consumer (Fornell, 1992). 

Westbrook and Oliver (1991:85) stated the trial of satisfaction is generally 

recognized as originating from the comparison between the level of performance, 

quality or the other effects perceived by the consumer product or service, with a 

standard evaluation.  Based on this reason, customer satisfaction measured must 

determine the customer thinks of the product or service you purchase with regard 

to the service you receive, and also identify what needs they want (Gerson, 1993). 

He describe that the benefits of measuring quality and customer satisfaction are 

the following: 

• To provide people a sense of accomplishment and fulfillment which 

resulting in a good service to the client (a performance pattern and a 

possible optimum pattern that should try to achieve in order to improve 

and increase customer satisfaction) 
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• To motivate people to perform and achieve better productivity levels 

(through immediate feedback and what should the improvement 

required towards the quality and customer satisfaction). 

 

Through interviews and surveys, analysis of consumer satisfaction towards 

quality features provided will trigger the improvements to the level of satisfaction. 

The satisfaction confirmation occurs when the perceived performance meets or 

exceeds the standard performance, while the disconfirmation when the opposite 

occurs. In this sense, the default performance can be based on previous 

experiences or the expected value, motivated by information, including 

advertising, promotions and dissemination of the service by other customers. 

Here, the success of customer satisfaction measurement program must come from 

and be incorporated in organized culture of the firm (Naumann, 1995). In a 

competitive environment, the most important goals of the organizational culture 

were the retention and satisfaction consumers. Experience shows that only a 

company oriented to the consumer that can achieve this objective.  

 

The reasons for measuring consumer satisfaction may vary from one 

company to another (Vavra, 1997:13). Naumann (1995:22-7) suggested five 

objectives of measuring the customer satisfaction as follows:  

• To getting closer to the consumer (Know what the most important 

attributes, which those that affect your decision, their relative importance 

and performance evaluation in each one). 

• To measure the continuous improvement (The significant attributes for 

consumers are directly linked to the value adding process in the company 

and are put a consistent with the internal measurements used to evaluate 

the process). 

• To reach consumers and provide them the improvement (This is not all 

customers are good sources of innovation. This requires an extensive 

database, which makes monitoring sales but not only innovation sources). 
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• To measure the strengths and competitive weaknesses (To determine the 

perceptions of consumers and the competitive choices. That is, getting 

inquiring potential and future customers as well as current and past). 

• Turn on the measurement data of satisfaction to internal systems (Since 

customer satisfaction is directly related to consumer retention, satisfaction 

is , therefore, the highest customer loyalty of history (Oliver 1997; 

Westlund et al.,  2001; Kristensen & Tal, 2001).  

 

Based on customer retention, Hoyer and Macinnis (2001) stated about the 

need to develop long term relationships with the consumers. This is due to retain 

satisfied customers is cheap (Reichheld & Sasser 1990a; 1990b), they are less 

sensitive to price changes (Anderson & Sullivan 1993), and they will be a positive 

advertising word of mouth. Therefore, organizations that satisfy their customers 

will systematically make the higher profit. Yang (2003) introduced an importance-

satisfaction model to enables a company classifying the importance of quality 

attributes considered. This approach emphasized on the current satisfaction level 

and also highlighted the strengths and areas for improvement. Briefly, Dubrovski 

(2001) stated the customer satisfaction category as the position more important in 

marketing theory and is based on the premise that the profit is made through 

process of satisfying consumer demands. Figure 2.2 shows the flow of customer 

satisfaction to customer retention. 

 

 

 

 

 

 

 

 

Figure 2.2: The Consumer Retention 
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2.2.2  Customer Satisfaction Models 

Pizam and Ellis (1999) satisfaction is caused by positive confirmation or 

disconfirmation of consumer expectations and dissatisfaction related to consumer 

expectations. Oliver (1980) studied the relations between the antecedents of 

satisfaction (expectations and disconfirmation) with consequential (attitudes and 

intentions after purchase). Oliver (1977) stated the validation of the customer 

satisfaction model is influenced primarily by positive and negative affective 

responses (emotional) and cognitive disconfirmation. He also points out that the 

psychological processes involved in satisfaction. Such processes, while less 

observable, are essential in understanding the process satisfaction based on 

cognitive dissonance which results in fear that the consumer can feel that the 

product or service does not meet your expectations. 

A. The Paradigm of Disconfirmation 

Oliver (1980) proposed a model that expresses consumer satisfaction as a 

function of expectation and disconfirmation that expectation. This paradigm 

relates four constructs: expectations, performance, disconfirmation and 

satisfaction. According to this theory, it is tested and confirmed in numerous 

studies (Oliver & Desarbo, 1988; Tse & Wilton, 1988). Expectations are 

when confirmed this product / service equals the expected performance: 

negative when a product / service has a performance lower than expected; 

positively when the performance is higher than expected. In addition, 

satisfaction is caused by confirmation or positive disconfirmation of 

expectations consumer and dissatisfaction resulting from negative 

disconfirmation of expectations consumer. The satisfaction appears to 

mediate the changes of attitude components between period prior to 

exposure and after this, that is, the satisfaction takes an attitude, which in 

turn leads to an intention. 

 

To examine the background of the satisfaction, a variation of paradigm of 

disconfirmation that supports the state of satisfaction is related to the size 

and the direction of disconfirmation of experience being linked to personal 
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initial expectations (Churchill & Suprenant, 1982). If the affected 

satisfaction is simply to  the degree of disconfirmation or expectations and 

performance exert independent effects on satisfaction, the existence of 

positive and negative engaged in consumption will confirms to the degree of 

affection as the mechanism indirect disconfirmation whereby the affective 

response mediates the effects of satisfaction. 

 

Woodruff et al., (1983) suggested the modified model to satisfaction / 

dissatisfaction through two directions due to the satisfaction is an emotional 

reaction, while the disconfirmation paradigm is still controversy about the 

key relationships.  There is confirmation when the two performances 

coincide. If they do not match, there is a positive disconfirmation (perceived 

performance exceeds expectations) or negative (is to whom). In turn, this 

confirmation / disconfirmation lead to an emotional reaction call satisfaction 

/ dissatisfaction. Here, Westbrook and Reilly (1983) suggested the model 

that describes the satisfaction / dissatisfaction is as a response of emotional 

caused by a cognitive evaluation process in which the perceptions or beliefs 

about an object will be compared to each values. 

B.  Qualitative Model 

Empirical studies show that a basic assumption will effect to the satisfaction 

of consumers and they are often a weak indicator of consumer loyalty. By 

using a scale of dimensional classification, it is assumed that consumers 

who attribute the same points also experience the same emotions, cognitions 

and intentions. Stauss and Neuhaus (1997) suggested that this kind of 

satisfaction implies different levels of risk of satisfied consumers terminate 

a relationship with certain business and move to the competition. Here, the 

qualitative model of satisfaction is manifestation of certain combinations of 

emotional, cognitive and intentional components that lead to type’s 

qualitatively different satisfaction.  

 

 


