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ABSTRACT

Mail survey sampling of Sacramento service consum-
ers inc¢izateé rhat service quality was not consideved
satlsiactory by the majority of respondents. Satis-
faccion levels varied with the type of serxvice -- pro-
fessional services rated higher than less specialized
services. Sacisfaction was closely related to service
quality; however, its velationship to frequency-of-use
varied with service type.

INTRODUCTION

it has heen projeccad that more than half the na-
rion's economic activity will cencer on providers of
services rather than products in the present decade.
Employment for jobs in services is increasing and.
cornsumer spending for services is expected to triple
duryng the 1580's. A higher proportiocnate amount of
spending is for services with families estimated to
expenc 49% of personal consumption to services (U.S.
News and World Reporr, 1980). This growing demand
for consumer services emphasfizes rChe current need for
more research specifically regarding consumer satis-
faction/dissatisfaction.

Mos:z general sarisfaction dissatisfaction studies
f{n tne literature have focused primarily or products
vather than services or jincluded only a few consumer
services. However, when service purchases have been
included among surveyed items, sexrvices have been
consistently rated less satisfactory than produces
(Besz & Andreasen, 1976; Schutz, 1979). Some vecent
research has addressed this issue and the reasons for
such differences in satisfaction levels, as well as ex-
amanirg the dererminants oi differences between producrs
and services for consumer evaluation and marketing
(ZeZthaml, 1980; Quelilenh, 1980).

This paper examines research concerned only with
consumer sexvices. Information was obtained for
sixteen different gervice providers, representing
various professional services, repalr services and
rersonal services. The obijective of this research 1is
tc derermine rhe sacisfaction levels for varilous
consumer services and che associacion of these satis-
faction levels with attitudes rtoward services, frequen-
¢y of use, demographic characteristics of consumers,
and informartion sources used oy consumers for services,
These f:ndings can supplement the scant literature
specifically regarding consumer services and help
1dentify parcicularly troublesome consumer services.
It tas been welil documented that only 4 small percenc-
age of corsumer cowplairnts are actively voilced ra
some third parey complaint agency or, in {act, even
to the service provider himself (Best & Andreasen,
1976, Schutz, 1973). Therefore, tne findings presented
in this paper will point to problem areas to be
addregsed by those involved wath regulaction, coosumex
protection and education.

METIIODOLOGY
A mail survey was concucted with a sample of

1002, using the Sacramentos, CA telephonre directory as
ti:e sampling rrame, A {ixed Interval method of
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selection was urilized. The data was collecred

during October~December 1980, using the following
ovrwave mailing technique (Dillman, 1978): firsc, a
letter and questionnaire; second, a reminder postcard
one week later; third, another letter and questionnaire
afrer threa weeks; fourth, a certified letter and
questionnaire six weeks from the original mailing.

This mailing method yielded a response rate of &3% of
all deliverable guestiopnai-es (N=536). No statisci-
cally significant differences were found In the
cross-tabulation of 50 of the variables relative co
week of response-return indicating minimal non-response
bias. Also, telephone calls were made to fifty non-
respoadencs who were asked si{x questions chosen at
random from the survey. Responses to five of the six
questions were not significantly different from those
of the respondents and the sixth reflected no monotonic
changes relative to those who had completad che
questionnaire. This suggests thalt possible non-
responge bias should play an insignificant role in

the analysis of the collected data.

The sawmple was predominantly male (54%), married
(68%), living in single-famiiy homes (76%). employed
(54%), white (877), better educated (J4% some college
ar wmore), middle income (61% $20,000 or more vearly
income), and older (59% 41 or older). The demographics
of the sample were about identical to Sacramenco dara
for ethnic representation and marical status, bhowever
this sample consisted of a higher representation of
older respondents with highey income and more education
than statewide population stacistics. This is a bias
commonly found in maf) survey studles.

RESULTS

The questionnaire was designed to be basically
exploratory im nature. Thus, in addition to the
gacisfaction information, respondencs were also
queried abouc thelr gemeral acttitudes cowards consumer
services, frequency of use, governmental regulation
of pricing, advertising and qualifications, and the
importance of twelve characteristics to consider when
making a decision about which service provider to
choose.

TABLE 1
GENERAL INFORMATION RESULTS

A. Overall Quality of Consumer Services

Very Good 3.1 % N = 523
Good 32,7
Yair 48.6
Poor 14.0
Very Poor 1.7

B. 1Ir Past Ten Years has Quality

Increased 10.8% N = 324
Stayed the Same  29.2
Decreased 50.0
C. Cost of Service to Consumer
Extresely High 33.8 % N = 528
High 57.3
Average 7.8
Low 1.1
Ixtremely Low 0.0




Table 1 presents the results of the incroduc:ury
general information questions. The overall qualiry of
consumer services was viewad as "very good" or “good"
by 36% of the respondencs, with nearly half (49%) of the
sample tesponding "fair."” Regarding the direcrion the
quality of services has taken over the last ten years,
50% of the samule reporred a “‘decrease" and only 21%
reported an “increase," The respondents were almost
unanimous (I1%Z) in cheir opinion about the cost of
Eervices to the consumer as being "extremely high" or

high."

TABLE 2

CONSUMER ATTITUDES ABOUT SERVICE ISSUES

Strongly
Disagree  Disagree Neither

Agree

I feel rhere is a high risk 0. 8% 4,37 7.6%
assoclated with poor choice
of services.

I feel there is too little 0.8 17.1 9.0
information available to

make a good chofce about

service providers,

T feel there is great vari- 1.2 5.4 4.2
abiliey of compete?ce among
service providers,

I feel too uneasy to ¢omplain 23.1 47.0 6.8
abour problem with a service
to the provider,

I feel thatc a more experi- 1.0 17.6 13.4
enced provider gives a
better guality of service.

1 wish adverctisemencs for Q0.8 3.3 9.0
services included more use-

ful consumer informacion

I think consumers nave dif- 1.2 28.0 14.3
ficulry recognizing the

type of service needed.
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I think consumers often 0.2 9,
dou't realize the service
provider's lack of ability.
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[ usually feel confident 0.6 20.6 19.3
thar J liave chosen a com-
petent service provider
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as long as possible,
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Respondenrs with nigher income, nrofessional occupation, more education were
wmore likely ro agree.

iRespondents with higher education were gore likely to disagree.

jOlder respondents were more likely to agree. Female respondents and those
wich higher education were more likely to disagree.

4
Older respcndencs were wmore likely to agree.
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Consumer Perceprions of Service Issues

The study contained a series of statements concern-—
ing service providers for respondents to indicare the
extent to which they agree or disagree. The results
are presented fn Tatle 2. Nearly 90% of the sample
agree that there is great variability of competence
among service providers and 87Z agree that there is a
high risk associated with poor choice of services.
Tnese high percenrages indicate cthe high level of
resporsibility the consumer feels for his satisfaction
with the service and corroborate the hypothes{s that
consurers percelve greater risks when buying services
than products. Furthermore, consumers voice a strong
opirion for more nelp in making choices about service
pxoviders as evidenced by the 872 who "wish advercise-
ments for serv{ces included more useful informacion"
and the 737 who apree thac "there is too little
iuformatiorn available to make a good chaice about
seryice providers." 1t has been suggested thatv one
reason tfor the Jigher dissatisfaction wich services
than products way be consumers’ ignorance of cheir
vole in produccion and consumption of services,

Frior to consumption it may be difficult to judge
professional or specialists services. Over half of

the respoundents (57%) agree that "consumers have
difficulty recognizing the type of service needed”,

with less than 30% 4in disagreement. To make a scronger
poiat, 83% agreed that ''consumers often don't realize
the service provider's lack of ability', with only

107 in disagreement.

This finding presents aacd Lo support the hypothesis
that atrrioures some consumer dissatisfaction with
services to their own inability to specify or perform
their part of the service. Seventv percent "do not
feel toc tneasy to compilain abour a problem with a
service Lo the proviecer" or in any case did not report
S0 1n tneir response. On the other hand, 23% do, in
fact, "feel too uneasy to complain.' The stacement ‘I
usually feel confident cthac I have chosen a competent
service provicer" had 60% of rc¢spondents in agreement
and 21% in disagreement,

Alchough barely more than half of the respondents
expressed confidence in their service provider choices,
findings do indicate a certain amount of loyalty to
chat choice. This is avident as 85% of the sample
agreed that they "like to keep using the same service
provider for as long as possible.”" Incerestingly, only
187 of the respondents disagreed with the statement "a
Tore experienced provider gives a better quality of
service,” While the 68% who agreed with that statement
tended ro be older respondents, those in disagreement
are more likely to e female and those with high
education. Finally, more than half (50.4%Z) of all
Tesponaenis agree that "it's difficuler to locate
satisfactory new service providers when I move Lo a
aew area.'

Sarisraction and Qualicy

The {reguencv of satisfaction responges (as well
as [or all acritudes and demograpnic questions) Co
each of the sixteen services were c<alculated by use of
the Statiscical Package for Social Scieaces (SPSS)
(Nfa, 1975} ¥recquency program. The sacisfaction
results are displayed in Table 3. Zxamination of this
table reveals tnat among the professions, dentists and
paysiclans have the highest level of sarisfaction
while lawyers fall at a much lower level. Among Che
repalr oriented zervices electrician fares the best
ana auto repair is the poorest of all services examined.
The arder of rhese resulrs 1s much the same for the
same services as was found in a statewide Californla
stucy {(Schrtz, 1979) and in other reported results of
national popularion samples.
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The relationsnip betwcen satisfaction and gualicy
might be most parsimonicusly hypothesized as one Of a
high positive relationship. Alcernarively, a consumer
could have a low estimate of quality, and thus, expect
less from & service and srtill be sacisfied. The nmeans
in Table 4 for satisfaction and quality, the rho
between them and the individual service crosstabulations
all support the first hypcrhesis, that quality and
satisfaction is viewed in rhe same way. The rno was
0.97 and all che crosstabulations had x° signrificances
at less than .001l. This may be a condition thst is
truer for services than products since consvmers may
associate the concept of quality in the way they are
glven service with what is satisfying more than they
do with goods where the ltems ave more transient in
nature and less personalized.

Sarisfacrion and Fregquency

The relationship between frequency cf use and
satisfaction could be posited as a high posicive
relationship since for goods consumers tend Lo re-
purchase the {tems for which they are satisfied,
However, with services this might not hold true in a
general sense but only to individual practitioners.
The complete nonpurchase of a service may not pe as
feasible as it is with goods since for many services
cthe consumer generaied substitutes are nor as easily
available., Thus, overall we would not expect a high
relacionship wich our total group of services between
frequency and satisfaction but could, perhaps, find a
significant relationship for particuvlar services.
Bvidence on the overall hypothesis can be seen in
Table 4 in which the means are given and the rho of
0.50 is caleulated. A low but significan: relarionship
is found detween satisfaction and frequency.

For che individual services, a significant z° was
found in crosstadbulations for physicians, dentisrts,
barber/beaucicians, health/fitness, and dry cleaners.
All of these also had moderate size gammas indicating
a monotonic trend for increased frequency €o go with
Increased satisfaction. For physicians and dentists,
consumers may have gone to them only when necessary
when not satisiied, but when satisfied use them on a
more propnylactic basis. Barber/beauticians can be
substituted ratner easily by home barbering, health/
fitness by home exercise, and dry cleaners can be
avoided by purchase of clothing whnich can be laundered.
Among other services, use level may be so infrequent
and/or not easily replaced that there 1s no simple
use-satisfaction relationship, such as in the case of
lawyers.

Information Sources

As discussed earlier, consumers recognlze a great
variability of competence among service providers and
expressed a desire that oore consumer information be
available and advertisements be move useful. It is
not surprising, therefore, tnaar respondents raported
such a high level of reliance for information about
service providers from personal sources, The data an
use of famfly/{riends and other sources of consumer
information are presented in Table 5. Eighcy eight
percent of the sample reported using family or friends
for dentist' and physician services with lawyers and
barber/beauticians following at a slighrly lower
percentage. Perhaps for professional services chat
allow little advertising, it is more necessary to
depend on personal sources. 7TV and appliance repair
and pest control rank lowest in the use of family/friencs
a3 information sources, the services aiso rank fairly
low in satisfaction levels. Auto repair appears to be
the contradicting service, ranking fifth highest in
personal source use and lowest in satisfaction. This



TABLE 3

SATISFACTLION RATINGS FOR 16 SURVEYED SERVICES

> >
el ~
o 6
> ko) 0 o
2] = Q o
o a @ ®
a3 ) g ot
o oo w0 o
Q a 3 - e
[t £ £ u u
4] 3 u 2 « @
ol U - I v u
v B o E Ww o
] 3 a G - —
vy w W v o a
L 2 3 4 N X S.D c.v
Dencisc 76.6l 17.9 4.5 1.0 487 1.300 .60 .46
Barber/Beautician 73.7 19.1 5.5 1.7 471 1.352 66 49
Physician 70.1 20.4 7.8 L.7 515 1,412 7L .50
Dry Cleaner 63.9 29.4 4,2 2.6 429 1.455 70 .48
Music Instruction 58.32 32.7 5.0 4.0 199 1.548 77 50
Eleccrician 564.6 28.4 13.3 3.7 324 1.660 .34 WS1
Health/Fitness 51.5 34,6 8.5 S.4 260 1.677 .84 .50
Plumber 46.31 34,7 13.2 5.8 326 1.785 .89 .50
Lawyer 50.8 26.7 12.5 10.0 311 1.817 1.00 .55
House Painter 44.0 i5.6 13.3 6.7 225 1.831 .91 .50
TV Repair 46,6 33.7 13.5 3.3 386 1,855 .95 .51
Appliance Repair 43,1 34,6 13.8 8.5 341 1.877 .95 .31
Pest Control 44,4 29.2 17.7 8.7 288 1,906 98 .S
Building Contractor 39.42‘3 29.9 18.7 11.7 250 2.024 1.02 .50
Real Estate 40,4 28.9 14.2 16.5 280 2.068 1.10 53
Auto Repair 35.6 30.0 20.2 14.2 450 2.131 1.05 L 49
1 . The satisfaction levels by {ndividual oecupatiorn
Females more satisfied p < .01 variled widely with services of a professional nature
zremales more satistied p < .05 rated somewhat higher than several less specialfzed-
d ci { . L Lo / i
3> Education more satisfi{ed p < .05 ecucaclon occupations n particular, auro repair

may be a particularly troublesome occupation though the
problem is not clearly with the provider or consumer.
It has been suggested that consumers rely more on per-
sonal sources when seeking a service provider, however
these daca show theve is a great variability over the
16 occupations looiked at in this acudy.

CONCLUSIONS

The resulrs of this study of 16 consumer services
indicate that service quality is not viewed as satisg-
factory by a majority of the respondents. The quality
0f services is considered to have decrecagsed in the past

ten years and the cost is regarded as very high. Stirong

opinions about several general service issues were
voiced ~ among them were a desire that better infor-
mation be made available, for more useful advertise-
ments, a beliei that tnere is a high risk associated
with a bad service cholce and that there is great
variability among service providers, and finally,
difficulty in evaloating a sevvice provider's abilicy.
Clearly these are areas of concern CO many consumers.
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ranked lowest {n general satisfaction, suggesting

some additional attencion would be useful. Quality of
service Is highly and positively related to satisfaction
for all occupations; however, the relacionship cf
frequency of service use and sacisfaction depends more
on the type of service and zhe gverall relationship is
less scrong. The demographic characteristcic most
srrongly assoclared with service satzsfaction is being
temale. Sarisfaction was not found te be significant
relaced to income, education, accupation or age althoug
these characreristics were assoclated wich specific
attitodes towards service issues.




TABLE 4
SATISFACTION, FREQUENCY AND QUALITY MEANS FOR 16 SERVICES

\5\ .

Satisfaction Frequency Quality
l=satisfactory l=weekly,more often l=very high
4=dissatisfactory 4d=rarely,never 5=very poor

Consumer Service X X Gamma® N X Gamm32 N
Dencist 1.3 PR EL e .29 513 2.0#%* .85 484
Barber 1.3 2. Jhxk .30 520 2.2%%* .88 470
Ory Cleaner 1.4 2. 8*%% .27 515  2.5%%x .69 424
Physician 1.4 2, 9%% .21 529 2.2%%k% .90 512
Music 1.5 3.8 499 2. 5k% .71 192
Health/Fitness 1.6 3. ke .36 498 2.5%%* .74 261
Electrician 1.6 3.9 S15 2. 7h%%k .75 318
Plumber 1.7 3.9 515 2.7%¥x .73 316
Housepainter 1.8 3.9 508 2.,8%kx .79 229
T.V. Repair 1.8 3.8 320 2.8w%¥* .79 377
Appilance Repair 1.8 3.7 512 2. 8xx% .76 338
Lawyer 1.8 3.8 510 2.6%%x .83 217
Pest Control 1.9 3.7 514 2, 9%%* .75 282
Bullding Cortractor 2.0 3.9 508 2,9%%kx .77 246
Rea> Estate 2.0 3.9 506 2, 9%%% .33 285
Auto Repair 2.) 3.1 517 2.9%%* .82 443
lSignificance of Satisfacrion with Frequency, rtho = 0.50; p = .05,
251gnificance of Sarisfaction with Quality, rho = 0.97; p < .001.
s < Lot
. a0l
TABLE S
INFORMATION SOURCES FOR CONSUMER SERVICES
Medi{a Ads % of Total

Family/Friends Yellow Pages Information

Information Home Distributed Ads Sources That Are
X Souice Source Family{Friends
Service N N %
Dentist 396 50 88.8
Physician 364 49 88.1
Lawver 225 64 77.9
Barber 318 99 76.3
Auro Repair 235 160 59.5
Muslc 90 65 58.1
Housepaincer 111 82 57.5
Buirlding Contractor 103 98 4.0
Real Estate 137 izl 53.1
Health/Fitness 111 127 46.7
Flectrician 127 154 45,2
Dry Cleaner 148 215 40.8
?lumber 102 186 7.6
T\ Repair 130 220 37.2
Pest Con:zrol 67 189 29.0
Appliarnce Rerpairx 76 237 24.3

1
“Toral Sources N diifers for each consumer service because of respondent use variabilicy.
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