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ABSTRACT

Explcracory research was conducted to investigate
the concept of satfisfaccion with a continuously utilized
service, a public radio sration. A model of the process
is presented and tescted empirically., Comparisons are
made to the disconfirmation paradjgm explaining immedi-
ate post purchase satisfaction. Implications for future
research involving continuously ucilized services are
given.

INTRODUCTION

The purpose of this study was -0 analvze hyporthe-
sized correlates of satisfaccion and financial contrib-
vations to a public radio station, The main theme of
this article is satisfaction wizh a continuously uril-
ized seyvice. The sample was composed of listeners to a
nublic radio stacion. The contribution of this scudy is
that only a few attempts (o undarstand satisfaction with
coutinuously utilized services have been reported. Most
recent studies have focused on immediate satisfaction
following the one-time usage of a product.

MODELING SATISTACTION

Sanisfaction has been modeled as an outcome of a
nrocess in which the consumer forms prepurchase expecta-
rions of product performance, the product is used, and
1f performance exceecs expectations (positive disconfir-
mation), satisfacrion results and dissacisfaction occurs
ir performance is shorr of expectations (Day 1977:
Oliver 1980: LaTour and Pcat 1980; Swan and Combs 1975;
Swan and Trawick 128C; Swan 1977). The disconfirmation
paradigm is especlallv suitable for explaining immedlate
post purchase satisfaction. However, the influence of
original expectactions could be expected ¢o declinc as a
aroduct or serxvice is utilized over an extended period
of time (Ortinau 1379). An alternative paradigm is
neeced for products that nave a long useful Yife and
services that dare used more or less continuously.

for

Day (1977) and Ortinau (1979) have modeled the
satisfaccion 2vocess for extended use goods. Swan and
Combs {1976) and Westbrook (19°7) have empirically ana-
sati1sfaction for cletning and durable goods and
tnat percepcion of the confirmatvion of expecta-
Jas related to setisfaction. A work that {s simi-
Lo the concapt ol inrteresc in this study is Reib-

d Loveiock, and Nosson's (1980) investigacion of
satssfaction and nzilization ot pudblie transic. Thev
found that beliefs that public rransit had certain ac-
tributes influcnced sarisfaction, while in turn satis-
faction contribuced to behavior, a self report of the
frequency of bus riding, Belhavior was positively re-
tened Lo the perceived availability of bus service.

Lreed
round
tiong

l'he model tested
drewn from a numoer aof
shore vy,

to this study was necessarily
sources as will be explained
The wedel 1 opreseated in Figure L
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EXPLANATION OF MODEL

Essentially the causes of satisfacrtion are besed
on the assumption that satisfaction is a function of
comparing the service to altermatives available, utili-
zation of alrernarives, preferences for benefits offered
by the service, demographics and involvement.

The idea cthat satisfacrion will increase to the
extent that an altermative is not perceived as being
avallable or the alternacive is not used very exten-
sively was drawn from Thibaut and Kelley's (1959) con-
cept af a comparison level {or alcternatives. Thibaut
and Kelley wrote that satisfaction with group membership
would increase as the group was perceived to offer re-
wards that were superior to those ofifered by alternative
groups. Extending the proposition to the present con-
text, satisfaccion with the starion (hereafter the sta-
tion will be rteferred to as PUBLIC) should be high if a
listener did not have an alternative station, as tiis
would be an indicatlon that alternatives vere net per-—
ceived favorably. Similarly, limiteZ usc of the alter-
native sration would suggest that it was a relarively
noor alternative. Alternacive radio starions were
available. TaTour and Pear (1880) and Swan and Martin
(1980) have found that sacisfaccion increases as a brand
is perceived to perform better than cthe expected per-
formance of alternative brands, Swan and Trawick (1981)
reported that satisfaction wich food and service im 2
restaurant was sfignificantly related to both disconfir-
mation and a rating of the best altermative restaurant.
As the rating of cthe alternative became less favorable,
satisfaction increased.

Satisfaction iIs thcught to vepresent an overall
effect towards its referent (Reibstein, Lovelock, and
Dobzon 1980; Oliver 1980) and/or an evaluacion of it
(Day 1977). It is reasgonadle to posit that as prefer-
ences for different benefits (tvypes of radio programs)
of the service jincrease, gatisfaction wouid increase,
This {s also congruent with the argument by YHoward and
Sheth (1969, p. 145) that satisfacrion increases as the
user feels that the product satis{fes the morives served
by it.

Ralatiocnships becween demographics and satisfac—
rion have been found in some studies, but not others
(Swan, Trawick and Carroll 1979). The most consistentc
finding is that age is directlv related to satisfacrticn,
Public radio appeals primarily to higher social and
economic stacus listeners. Swan, Darden and Trawick
(1982) have found thact satisfacrtion varies direccly with
demographic characteristics that determine the target
market segment for department stores. It was expected
that sacisfaction woulé increase with income, educzrion,
and the presctige of the respondent's and/or spcuse’s
occupat leon.

Day (1977) has spzculated that consumer involve-
ment will be related to satisfaction. He did not spec~
ifv the nature of the relatioeship. Ortinauv (1980) in=~
vestigated some possible involvement/satisfaction raila~
tionships. He defined involvement in rerms of product
usage rate. We used a different measure of involvement.
In this scudy the twe types of programs with the highest
proportion of listeners were classical music (94%) and
news (82%)., TInveolvement with music was higher if the



MODEL OF PREFERENCES,

SATYSTFACTION, LISTENING AND CONTRIBUTING BEHAVIOR

Demographics ;
Preferences for y ' \l/ —:L 1
WBHM Programming J—ﬁ Sacisfaction \__) Listening L_._.} Atcicudes Centribute to \
Behavior Toward Public Radio |
Contributing
Have altarnative
Radis Station
Usage of Alternatives
Radio Stacion
Involvement
L
respondent listened to PUBLIC to hear certain mugic and H6: Sacisfaction and listening to PUB
low if the respondent just listened to have some music attitudes toward contrib
cn. High iavolvement would signify more extensive self- tributing will all be
exposure to Che programming., In experimental aesthetles,
selr-exposure has been found to be correliated wich an H?: Contriburing will be posi
evaluative faczor (Berlyne 1974, p. 317-322). We antic- listening preferences fo
ipated rhat involvement would be positively related to attitudes towards contr:
satisfacrion. social and ecaonomic status.
The consequences of satisfaction were expected to H8: Listening will be related re preferences For
include: listening to PUBLIC, attitudes toward contrib- PUELIC prograsming.
ucing to public radio and contributing behavior (see
Figure 1). Higher sacisfaction represents a more posi-
tive feeling toward its ceferenr than does lower satfis- HMETHOD
faction. Pesitive relationships were expecied between
the variables ‘ust mentioned. Other relations were an- Sampling
ticipated. Demographics could influence both listening

and contriburing. Better educated persons may have more
interest In classical music which was an important vart
of PUBLIC's programming. Higher Income pecsons may {feel
more able o eontribute.

Some feedback relationships were anticipated.
Reibsrein, Lovelock and Dobson (1980) found that bus
riding led to more favorable beliefs about bus service.
Similary, we predicted that increased listening would
increase preferences for PUBLIC programming.

Based on the relationships discussed above, the
following hypotheses were proposed.

Hl: An altermative station: satisfactiom will be
lower among respondents that have a favorite
radio station other than PUBLIC.

H2 Usage of alternative sration: satisfaction
will be inversely related to usage of the
alternative station.

H3: Ynvolvement and satisfactiom will be posi-
tively relaced.

H4: Preference for types of{ PUBLIC programs will
be positivelv related to satisfaction.

HS: Demographics: Satisfzctizn will be positively

related to age, education,
pational prestige.

income and occu-
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As a result of a pretest, the researchers d
mined that a random sample of the toral PUBLIC 12
area of the Cencral) part of a Southeascern
SMSA where PUBLIC was located would exceed 2
due to the small percentage of PUBLIC listeners
area (approximately 6% in the precest). =2
showed that eight ZIP code areas accounted for
the SMSA srea PUBLIC supporters and ¢ area suppoTrTers
accounted for 82% of the total suppor:t for PURLIC.
population for the study was selecced as (hose nousa-
holds having a4 telephone within the eight ZIP cods
areas. The sampling unit was any adult member at
houserold.

Slate
{ain

that

A representartive aof the local telepho

identified che telephone exchanges which correszonded to
the ZIP codes. Using the City Directorv, u svstematic
random sample of residential listings was :hosen to
yield 300 completed questionnaires
tee
and
ple

ne company

In order rto guaran=
that a comparison could be made between cuntribucers
noncontributors ro PUBLIC, a systematic random sam-
was drawn from the PUBLIC contributor lise, vesult-
ing in 84 completed questiomnaires. The resulting sam-
ple size of 384 was withiun budgetarv consctraints
interviewing was done in September and October of 1979
by a professional interviewing service. r
PUBLIC ware screened out.

Nonlistene

Measurement

Sacisfacrion has »een delfwned theovretically as
consumer’'s post purchase evaluation ol product pericrm-
ance as being satisfactory, neutral, or dissatisfactory

the




(bay 2977, and/or the ¢onsumer’s post purchase foelinpx
about the product s being good/poor, ete. (Oliver
1980). The operaticnal definitloen of satisfaction used

here was made specific to PUBLIC programming as it was
assumed that programning was the most salient acgivity
of PURLIC from the listener's perspacrtive. Two items
were used:

1. Mow would vou rate the programs on PUBLIC - §
point scale 'very poor" to "axcellent'" scale.
2. How aati{sfied or dissatisfied are you with the

progrars of PUBLIC - 5 point gcale "extremely
satisried” tc "very unsatisfied”.

The assuvmed anrecadents of satisfaction included
four sets of variables, Aifecr towards some social ob-
ject has been conceptualized as the individual's posi-
cive or negative feelings about the obiect. This was
measured tor each of five types of PUBLIC program pro-
grams on a 4 point scale "like very much” to "dislike"
scale. 7The types of vrogramming included classical,
bluegrass and jaz:z music, news and public (niovmation,
and radic drama. The statiow had little, if any, addi-
tional programming. '"Have an alternative radio scation”
was measured by asking the respondencs: "“Do you have a
radio station that is your favorite, otrher than PUBLIC,
that you mighr listen to? Yes~-no.” 1If chey reported
an zlternative station, usage of alternarive station was
measured as the number of different types of programming
listened to on that station. Nine types of programming
were included. Involvement has been thought to encom-
pass three distinct :vpes of invaolvement of which one
seemed percinent to radio listening; 1t was whag Houston
and Rothschild (1978) have labeled response invglvement.
They defiined it as "rthe complexitv of extensiveness of
cognitive ané behavioral processes characterizing the
overall consumer decision process.’” Involvemenr was
measured by two questions about listening to news and
music

1. Wnen you listen to a music program on PUBLIC,
do you do so0 in order to hear certain music or
just to have some music on? (liscen to certain
musis was high Involvement.)

2. How Important to you is news on PUBLIC compared

to other sources of mews such as TV, newspaper,
mogazines, cther radio statisns? (responses:
VURLIC is: more, equally, less imporcant.)

The demeograpnics ot Income, educacion and age were
measured as the tetal income of al)l persons in vour home
-“he last zrade vou artended in school (six categories
from grade school to some post graduate work or degree),
anc s1x age categoriles starting wich 18-24 and ending
with 65 and older.

fhe last demographic, occupaticn, requires some
discussion. 4 person's occupation may be relevant to
noncsccupational behavior due to occupational skills and
interests. A problem accurred in thac 42% of the respon~
dents were not in the labor force (39% nomemaker, 37
studenz). In order to have as large a gample as posgi~
ble, the gpouse's occcupation (if any) was used in cases
where rhe respondent was 2 homemaker or srudent., Tt was
felt cthat this was justified as most marriages occur
within social classes and thue spouse’s occupation should
alsz reflec: the raspondent's interescs.

The definition and measurement of the consequences
of sacisfarzion (Listening behavior, actirudes toward
contribul ing and contribute to public radio) also bear
niscussion. Listening behavior can be relatively easily
defincd conceptualiy as tre amount of time spent listen-~
ing to PUBLIC. That is a deceptively simple definition
4s listenyne can vary in Lerms of liscening artentively
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to paying very Little atctencion £o che program.  Also
listenlng may vary by davs of the week, times of the dayv
iand seasons of the vear. Listening was respondent de-
fined as they were asked questions in cerms of "do you
usually listen no PUBLIC." OQuestions wers 2sked about
listening bchavier that provided measures of: (2)
whetker the respondent was a week day, Saturdav or Sua-~
day lisrener and on now many weekdavs. Answers were
summed across days to measure the number of listening
davs per week (heveatter listening days); (b) if the
respondent listened to PUBLIC during eipht time periods
(6 a.m. to 1 2.m.) on week days, Saturday or Sunday.
Answers were summed across Jdays and periods to yield che
number of listenring periods per week (hereafter Listen~-
ing periods}); (c¢) the amount of time spent :iistening on
a week, Saturdav or Sunday which provided a measure of

listening time,

Accitudes toward contributing to public radie can
be conceptuallv defined as the listener's evaluation of
contributing. Two approaches to measuring attitudes
toward contriburing were used. First, the respondents
were asked about concributing to public radio (suck as:
"most people who listen to public radio supporc it with
donarioes” on a 3 point Likert scale), The L1 items
were summed to form the contriburivg attirtude scale.
Secondly, following the 1l irems the respondents were
asked the following summary attitude rowards countribut=-
ing item (attitude towards contribucing):

"Considering, on one hand, the purpose of broad-
cast appeals for funds to support public radio
and, on the other hand, people’'s objections ro
them, do vou agree or disagree that these appeals
are a fair price to pay for the programming on
public radio?”

Contributing to public radio is che act of provid~
ing financial support to PUBLIC. The station actively
solicited contributions., Contributors were operationally
defined as cthose who reported that any member of their
household had contributed to PUBLIC.

Analysis

Five constructs, such as satisfaction, were meas-
ured with multi-{tem scales which were analvzed for
reliabilicy (see Table 1). The resulting reliabf{licies
were adequate for exploratory work, except for the in-
volvement scale. It was apparent that the {nvclvement
two irems noted above (attention to music and importance
of news) were not related. The separate items were used
{v the analysis since they dié not form & scale.

TABLE 1
ALPYHA RELTABILITY COEFFI1CIENTS

Scale Alpha Number of Items
Satisfaction score .57 2
Usage of alternative scation .84 9
Preference for PUBLIC

programming .49 5
Involvement .16 2
Coptriburing atritude scale .60 11

The statistical analysls was done in two steps.
First, simple correlations between the varianles of in-
terest were ased. Sotrh Pearson correlacion and nonpara-
metric correlatfon were emploved. The resulcs were very
similar, so only Pearson coefficients are reported.
Secondly, a multivariace analysis was attempted. Mulri-
ple regression analysis of the variables (excluding
demographics) in Table 2 as predictors of satisfaction
and listening periods was dona. Demographics were



excluded as they were not related (Table 2) to the cri-
terion variables. Factors telated to contrinucting (yes/
no) to PUBLIC were accessed using zultiple discriminant
enalysis. 1In the wultivariate analysis, the followlng
measures were intercorrelated, so only one predictor
from the set was used.

Have alternative scation

Usage of alternative station Usaga {(not having an
alternative = 0 usage)

Listening periods ({it
had the highest simple
correlation with
criterions)

Attitude towards con-
cributing ({t had a
higher simple correla-
cion Lo the dependent
variables)

Listening Behavior

Contributing attitude or
actitudes

TABLE 3
CORRELATIONS WITH SATISFACTION

Satisfaccion Poor to Satisfied/
Correlace Score Excellent Unsatisfied
() () ()
Have alternative
station - LokEx ~.16%% = Lbvex
Usage of alter~
native station - 13%% - 11%x* =, 13%%
Involvement music .03 -.02 -.07
n2ws L12%% -.00% -.05
Treference for PUBLIC
programming L 12%% LRk L 12%*
Demographics:
Age .09 -.02 .09
Income -.0Z -.02 -.02
tducation .08 .08 .08
Occupation .03 .01 .03
Listen to PUBLIC
Listening Days LT Rk PG Llewxx
Listening Periods L 23%kk L2 5%%% L 20% %%
Listening Time L20%K% 23 % k% e
Attitude Tewavds
Contributing .06 J)1% .08
Contributing Arcirude
Scale ~.03 ~.04 -.09%
Contribyrion to
PUBLIC L 20%%% L2 2%kk L4 Rx
*p 7 .05 *ap < 01 *x#p < 001
RESULTS
Caucses of Satlszacrtion

Corzeiatior Analysis. It had been anticipated and
the results found that satisfaction: 1) was lower among
respondents that had a favorite radio station other than
PUBLIC; 2) was inversely related to the usage of alter-
native statjons; and 3) Increased with increasing pref-
erences for PUBLIC programming (see Table 1). The hy-
pothesis of a posirjve relationship between involvementc
and satisfaction was partially supported by involvement
with news bub net music.

Posicive relatlonships wege cxpected bDotween demo-

graphics and satésFaction for age. oducation, focome and
accupartoaal prestpe Satlration wan ot <~tpnfli~
cantly correlated wich any ol the dumopraphlces.  In
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SUNRATY ,
model:

support was found for one step 1a rhe basic

News Lavolvemenc |

Programming Preferences

Alternative Staticns

It
anc the analysis [found that satisfaction was pos:

Consequences of Sarisfaction, wis predicted

relacted to: 1) listening te FUBLIC; and 2)
(Table 2). The satisfied/dissarisfied sari
measure was correlated with the contribut
scale, but the sign was opposite to what had
pectaed (increasing satisfacrion was related
favorable arrribures). The poor/excellent
measure wius positively correlated with the summa
tude towards contributing. The conflicrcing resul
puzzling. However, the single item measure mey
as it (as was expecred) wes positively corvelar:
actually contributing.

contributing
5T ag

cion

Cont

Lredaed with ll%;enL“g o 7ubllc tad40, 5:
attitude toward contributing and education
pation iacreased in occupational prescipe

TABLE 3

CORRELATIONS WITH CONTRIRUTTON TO PUEL

Correlace

Satisfactlon score

Poor/excellent
Satisfiad/dissatisfied

Preference for PUBLIC programming

Listen to PUBLIC

Listening Days L) 6rEx
Lisrening Periods A REk
Listenlng Time 17 xRk
Attitudes Towards Contributing L22% k%
Contriburing Accirtude Scale .02
Demographics
Age .02
Tyncome =-.01
Educarion Ll
Occupation L09*

*%kn < 0001 *xp < .01 *p 7

.05

Feedback: FRefarence for 1r"gtamminL_
The lasz Aypothesis antficipated, and we
for programming and listening were nositivelw corvelarad

(Listening time, r = .09 (p - .05); days r = .22 and
periods ¥ = .22 (p < .00Ll)).
Multivariate Analvsis

The two regressions with satisfaction score and

listening zs criterions only achieved adjusted RZ of
about .045 and .10. The results wera statistically
significant. The details sf the regressions arc ant
shown as the R2 were se low that the regression analvsis
adds iittle rto the univariate rvesults presented gbove.
The RZ do imply that the model was able to explain re~

latively little variance in satisfacrion or lisztening

behavicer. The discriminanc analvsis results were also
marginal and are not presented.  The discriminant Coene -
rion was signif{vang. Soune A7 ol the oo were cay—
rectly elasstibed, bur 507 corveoe o baeerdy evn Ton o
e erpectmi by chianee,



DISCYSSTON
The results provide support for a basic model of
sacisfaction with a continuouslv urilized service and
the consequences of satisfaction as follows:
Satasfaccion
Involvement (+)

(pav more attention to radio)

Preferences for facets of che

service (4) =7

+) Satisfaction

preferences for radlo
programming)

Usage of the alternatives to che service (-)

Consequences of Satisfaction

Satisfaction (+) ————(+) Usage
+) Atrtitude coward contriburing
(+) Contribute to service

The basic motivation for this paper was our feeling
that the disconfirmation paradigm is very well suited
for explaining i{mmediate post purchase satisfaccion.
Towever, we are aware c¢f only a few artempes to explain
longer cerm sarisfacrion or satisfacrion wich products
or servicas that ave concinuously utilized. One would
expect thaz as the Cime horizon lengrhenec, the dis-
coniirmation of initial expectacions as an (nfluence on
satisfaction wculd decrease. Ar some point, disconfir-
macion effects may cease. ODur model was very specula-
tive and intuirive, so one important point 1s that the
data 3t least suggests that rthe model may be on the
right track.

The mocel has parsllels with much of the satisfac-
tion literarure and the data both reconfirms prior find-
ings and provides support for the model. In particular:

1. Preferences for programming —> satisfaction.
This saggests that attribute level performance influences
satisrac~fon (Day 1977, Thirkill, 1981),

2. Usage of alrernatives (=) —> satisfaction
(Swan anc Trawick 19813.

3. Involvement —> satisfaction. The possibiliry
that invojvement may de a part of the satisfaccion proc-
25: has been discussed by Day (1977) and Woodruf:,
Cadgozte, ond Jenkins (1981). ®videnzlv, it has not beaen
included in =moirical research. One unique contribution
of rthis sgudy 18 thar involvementr was included and was
found ro be positively relatred to satisfactior.

4. SatisTaction —> usage. It is certalaly legi-
cal ro aspest that sarisfaction should irncrease usage and
vice versa. However, veryv litctle research has been done
cn that velationship. This study provides some evidence
of @ safisfaction —> usage link.

5. Satisfaeccion —>» usage —> contrciburing. This
finding bas vbvious implications Vor srganizations which
require contributions to operate. Those individuals
most 1ikelv to contribure are the people who more ac-
tively utilize the service,
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LIMITATIONS

The low predictive ability of the resulcts may be
indicatlve of rwo factors surrounding the study. Firse,
little work has been done to cavelop and refine measure-
ment ip this context. Better measuremegt could possiblv
vield stronger results. Secend, as was earlier i{ndi-
cated, the satisfaction model for immediate post pur-
chase use way need modificacion in the context of con-
tinuously used products or services.

CONCLUSTONS

The main purpose of this scudy was Co conduct
exploratory research to investigate the concapt of sat-
isfacgion with a continuously urilized service. In this
paper a modest extension of the “rrad{tional” post pur-
chase satisfaction model was developed. The mudel was
able to explafn but a modest proportion of the variacion
in the dependent variables. We feel that much more in
the way of conceptual work is necded.

Sacisfaction was found to Se velarad ro a number
of variables chat would be inceresting toth conceprually
and from a managerial perspective. For a public radio
stacion, satisfaction was related to usage of alterna-
tives, preferences ior programming, listening and com-
cributing to the vradio station.
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