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CHAPTER-I

INTRODUCTION

1.1 Background of the Study

The study of consumer behavior enables marketers or

producers to understand the feelings of users in the market

place. Such understanding promotes the business activities

among the potential buyers and hence helps to achieve the

predetermined goal of an organization.

The term "consumer" refers to the buyers who consume the

product/service themselves. In other words they are the

ultimate users of products/services. Though the terms

customers and consumers are used alternatively but there is

difference in meaning between these two words. Consumer

are final users where as customers do not necessarily mean to

consume the product/service themselves.

The consumer continues to make evaluation after the

purchase has been made. The extent of post purchase

evaluation depends on whether the product is high

involvement or low involvement product. In low

involvement products consumers invest low opportunities

cost so the post purchase evaluation is simple or nominal.

Where as in high involvement products the entailed
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opportunities cost is high so consumers continually evaluate

their purchase decision.

Market is a want creating and satisfying unit. From the very

early of human development era market started playing its

significant role in the day to day life of human being.

Today's business can no longer sustain without marketing

strategy. Whatever is the marketing strategy it has only one

motto i.e. increasing market share through consumer

satisfaction. As more be the consumer satisfaction as more

will be the market share, so will be the organization's

profitability.

Consumer dissatisfaction creates an obstacle in progress of a

firm. Dissatisfied consumers stop buying or consuming the

product/service and influence others not to go for the same

product.  Some consumers may complain to the firm for their

dissatisfaction.  How the firm takes their complaints, affects

heavily the feelings of consumers. If the organization

encourages the consumers to make their complaints and

seriously listen to them they may turn into satisfied

consumers. On the other hand, if the company turns its deaf

ears towards the complaints it really initiates to destroy its

own existence.

No business in today's world can survive without

understanding the consumer's feelings, attitudes and
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preferences. A firm can of course cheat or deceive consumers

for the first time but it is almost impossible to run the

business in long run in the same manner. When consumers

become aware of the low quality or inferior goods they never

seek for the same product in coming days. Better they

expand the negative word-of-mouth communication to their

colleagues, friends, relatives and others.

Such a negative rumor about an organization or its product

can make negative attitude of potential buyers. So every firm

has to delight its consumers through the distribution of

quality products and services.

Directly or indirectly every firm wants to earn profit. When a

consumer becomes satisfied with product or service he/she

would likely to be brand loyal. Brand loyalty is considered to

be a continuous strong asset of an organization, which

generates a large sum of money and equally throws favorable

word-of- mouth communication to the potential customers.

This research will be conducted within Hetauda. High

involvement products such as Motorbike, T.V., Refrigerator

and Computer etc. will be selected for our study purpose.

This research is going to be conducted mainly for academic

purpose. Secondly, it helps to widen the horizon of

knowledge.
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Generally consumers tend to show their dissatisfaction

behavior in high involvement products because in high

involvement, high monetary, psychic and time costs are

involved. Similarly, opportunity cost is high so consumers

become more skeptics about high involvement products. This

study will try to find out the main factors which consumers

consider for satisfaction or dissatisfaction. Factors that

encourage satisfying the consumers and factors that lead to

dissatisfaction will be high lighted in this study. Similarly,

consumers' complaint behavior will be another main part of

the study. Consumer's satisfaction, dissatisfaction and

complaint behaviour help not only to understand the feelings

of buyers but also to formulate the new marketing strategies

to the producers. Since consumer satisfaction plays crucial

role in the success of the business so this study is going to be

conducted in the same field.

This research is based on general theory of satisfaction/

dissatisfaction of consumer behavior. Satisfaction or

dissatisfaction is seen as post purchase behavior in high

involvement products. Consumers have certain pre-purchase

expectations from a product or service. They compare the

product's or service's performance to their prior expectations.

If they find the performance higher than their expectations

then they are satisfied and if they find the performance lower

than their expectations then they are dissatisfied.
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Consumers' pre-purchase expectations are in the following

three areas:

i) The nature and performance of the product.

ii) Monetary costs and efforts to be expended for

obtaining the product benefits.

iii) Social costs and benefits from the product or service.

The following confirmation process determines the level of

satisfaction or dissatisfaction.

Pre-Purchase
Evaluation

Purchase

Product
Performance

Comparison
Process

Product
Expectation

Confirmation Disconfirmation

Negative:
Dissatisfaction

Positive:
Emotional
Satisfaction

Satisfaction
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When consumers become dissatisfied with product or service

then they may follow the complaint behavior. Generally

people from high socio-economic class easily complain about

product. Similarly, severity of dissatisfaction (problem) is

positively related to complaint behavior. In the same way,

complaining is positively related to perceived retailer

responsiveness.

The following figure depicts three actions of a dissatisfied

consumer:

1.2 Statement of the Problem

Many established organizations are disappeared due to their

negligence of consumer's feelings. Some are still in the

pipeline to be dissolved, where as there are some other

organizations that are expanding their business

magnificently. Because these organizations always focus on

consumers' expectation. They not only merely fulfill

Dissatisfaction or
Problem
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Take Legal Actions Go
to Public media
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consumer expectations but also satisfy their needs and even

delight them. So, they are running their business very well. It

becomes only possible when they first start understanding

the very need of the consumers. Consumers' satisfaction and

dissatisfaction are closely being inspected by them with

proper settlement to the complaints made by their customers.

Therefore no organization can survive in this competitive age

without knowing the consumer's satisfaction and

dissatisfaction level. Equally they need to solve the

consumers' complaints in a very frank way, even in a

supporting manner. So the researcher wants to know the

consumer satisfaction and dissatisfaction level in high

involvement products along with their complaint behavior.

This research will try to find out the satisfaction level of

consumers. When consumers are dissatisfied then whether

they complain or not will be analyzed under this study. So it

supports both consumers and marketers to understand the

problem and to solve it. What factors are responsible for

dissatisfaction and what determines satisfaction of consumer

will be observed in this study. Similarly, dissatisfied

consumers do or do not complain against the products, if,

complain what is the way of complaining their

dissatisfaction.

The researcher will mainly focus on the following questions

while carrying out the research. Satisfaction and
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dissatisfaction level will be traced on the basis of the

following questions:

i) How far the consumers are satisfied with the

performance of the product?

ii)     What are the factors that satisfy consumers?

iii) What are the factors that dissatisfy consumers?

iv) What is the nature of the complaint behavior when

dissatisfied?

1.3 Objectives of the Study

This study will be focused on the study of consumer

satisfaction/dissatisfaction and complaint behavior in high

involvement products. As the researcher is going to carry out

the research in four products which are motorbike, TV,

Refrigerator and computer, so his main concentration will be

on the consumer feelings about the product. How do they

take the service of these products? Are they satisfied or not.

If they are not satisfied, are they going to complain or not. If

yes, what is their way of complaint; such factors/matters will

be seen with great attention.
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Since the firm which can respect the feelings of consumer

can rise in future so this study will try to find out the

particular sentiments of users where as they are satisfied or

not.

As we know many big organizations establish their own

separate Research and Development (R&D) department to

know the changing wants of people so that they will be able

to fulfill their consumer desires. So they have only one

vision that is how to satisfy the consumers and hence give

strong support to the existence of an organization. In this

background, profitability supported by consumers will, can

longer constantly grow. To satisfy a single consumer is much

more important than to attract ten potential buyers.

In Nepalese context we have different feelings about the

marketers. First they want to attract the consumers but after

purchase they do not take care or do not respect the buyers.

They are driven by short sightedness (myopia). They are to

the large extent unable to understand the buyers' feelings. In

such a situation, this study will provide valuable suggestions

to marketers and producers about their products, which will

ultimately help mounting the prosperity of business and trade

in the country. So the researcher wants to focus on

consumers' satisfaction, dissatisfaction and complaint

behavior in high involvement products under this study.
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The general objectives of this research will be to identify the

satisfaction level and complaint behavior of motor bike, TV

Refrigerator and computer owners. The specific objectives of

this research can be illustrated through the following

questions:

i) To compare the expectations and performance of

various attributes of the products.

ii) To evaluate the level of satisfaction/dissatisfaction.

iii) To analyze the reasons of satisfaction/dissatisfaction.

iv) To examine the nature of complaining by consumers.

v) To identify the responses of complaints.

1.4 Significance of the Study

Today's business world is running with cut throat

competition. Trade and business is almost leading the entire

society of the world. High performing business houses are

not only able to expand their monetary reach but also to

uplift the economic status of their host community.

In this competitive age marketers duty does not end with

product preparation but it goes long after the sale of product

too. They have to not only provide convenience to consumers

but also have to delight them, satisfy them. It is not the time
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of pre-purchase respect to lure the buyers. It is the time of

21st century where marketers' role ends long after post-

purchase behavior of consumers. Today's manager has to

evoke the potential buyers to come to the door of the

marketers and has to delight them with the performance of

their product/ service so that they (consumers) start

spreading positive word-of-mouth communication in the

society. As we know that to satisfy a consumer is the best

advertising of an organization that works for a long period of

time with great enthusiasm but free of cost.

The business and trade grow faster along with the spread of

information by the satisfied consumers. So it is very

important to satisfy the consumers. When they are

dissatisfied at that time, marketer has to ask them the reasons

of their dissatisfaction and thus try to solve the problem as

properly as possible. Producers have to encourage the

customers who come to complain to the firm. They have to

seriously listen to each and every complaint made by the

consumers and even have to take action to make them happy.

In this background also, it is very important for the

consumers as well as marketers.
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1.5 Limitations of the Study

This research is going to be conducted in Hetauda.

Satisfaction, dissatisfaction and complaint behavior are

going to be observed under this study. This study will have

the following limitations:

1. The sample size will not be more than 150 so the

generalization will be very difficult.

2. The sampling method will be judgmental. Thus, it may

have some errors resulting from the sampling method.

1.6 Organization of the Study

1. Chapter one consists of short introduction of consumer

behavior and satisfaction, problem identification,

objective of the stud, significance of study and

limitation of study.

2. Chapter two provides extensive research reviews

which includes concept of consumer behavior, review

of books, review of journals, articles that describes

about consumer satisfaction with special reference to

Nepal.

3. Chapter three deals with research methodology, tools

and techniques used to anaylize and interpret the

findings.
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4. Simlarly chapter four is about the anaylysis and

presentation of the findings on the basis of primary as

well as secondary data that were taken from various

sources.

5. The last part, chapter five provides summary of the

whole research work, recommendations developed

based on the major findings and the conclusions.
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CHAPTER-II

REVIEW OF LITERATURE

2.1 Conceptual Review

After consumers obtain and use a product or service, they

will tend to develop feelings of satisfaction or dissatisfaction

towards it. Consumer satisfaction has traditionally been

defined as "the evaluation rendered that the experience was

at least as good as it was supposed to be." This definition

was developed around the predominant model used to

explain post purchase satisfaction in the 1970s- the

expectation disconfirmation model. However, a variety of

additional theoretical approaches have been used to explain

the formation of consumer satisfaction/dissatisfaction. These

include equity theory, attribution theory, and experientially

based affective feelings. In addition, the actual performance

of a product has been suggested as a possibility.

Because of accumulating evidence that consumer satisfaction

is more than just the disconfirmation of an expectation a

revised definition of the concept is proposed. Consumer

satisfaction/dissatisfaction consists of general feelings that a

consumer has developed about a product or service after its

purchase. As such, satisfaction is a type of consumer

attitude. Feelings of consumer satisfaction/dissatisfaction
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may result from expectancy disconfirmation as well as from

other process, such as equity, attribution, performance

evaluation and affect formation. (Mowen, 1990: 345)

Factors Influencing Consumer Satisfaction/

Dissatisfaction

I. Expectancy Disconfirmations

Richard Oliver has spearheaded research on this subject with

his expectancy disconfirmation model. Consumers enter into

purchase with expectations of how the product will actually

perform once it is used. Researchers have identified three

different types of expectations:

1. Equitable Performance - a normative judgment reflecting

the performance one ought to receive given the costs and

efforts devoted to the purchase and use.

2. Ideal performance -the optimum or hoped for "ideal"

performance level.

3. Expected Performance - what the performance probably

will be.

Once the product or service has been purchased and used,

outcomes are compared against expectancies.
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The consumer satisfaction/dissatisfaction takes one of three

different forms:

1. Positive disconfirmation - performance is better than

expected.

2. Simple confirmation - performance equals expectations.

3. Negative disconfirmation - performance is worse than

expected.

Positive disconfirmation, of course, leads to a response of

satisfaction, and the opposite takes place when

disconfirmation is negative. Simple confirmation implies a

more neutral response which is neither extremely positive

nor negative. (Engel et. al., 1990: 545-546)

A. Factors influencing expectations

1. Characteristics of the product

2. Promotional Factors

3. Other Products

4. Characteristics of the Consumers

B. Factors Influencing the Perception of Actual

Performance

Like the development of expected performance, the

perception of actual performance will also be influenced by a
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number of factors. One way of viewing the formation of

beliefs about actual performance is through a type of multi-

attribute model - that is, the consumer evaluates the product

on a variety of attributes and then assesses its performance

on each of the attributes. These evaluations are then

combined to form an evaluation of the product's performance

level. As some authors have noted, however, ratings of

performance level may not coincide with reality. The

consumers' prior experiences with the brand and his or her

prior attitudes toward the brand may influence the perception

of the product's performance. Similarly, it has been found

that expectations of brand performance can actually

influence perceptions of the performance. (Mowen,

1990:350)

II. Equity Theory

This theory holds that people will analyze the ratio of their

outcomes and inputs to the ratio of the outcomes and inputs

of the partner in an exchange. If the person perceives that his

or her ratio is unfavorable in relation to the other member of

the exchange the individual will tend to have feelings of

inequity. The equation below shows these ratios:

Outcomes of A Outcomes of B

Inputs of A Inputs of B

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Thus the outcomes that person A receives from an exchange

divided by the inputs of person A to the exchange should

equal the outcomes of person B the exchange divided by the

inputs of person B to the exchange. To the extent that ratios

are perceived an unequal, particularly when unfavorable to

the consumer doing the evaluation, dissatisfaction is

proposed to result.

III. Attribution Theory

As a group of loosely interrelated social physical principles,

attribution theory attempts to explain how people assign

causality (e.g., blame or credit) to events on the basis of

either their own behavior or the behavior of others. In other

words, a person might say, "I contributed to care, Inc.

because it really helps people in need," "She tried to

persuade me to buy that unknown auto focus camera because

she'd make a bigger commission." In attribution theory, the

underlying question is why: "Why did I do this,"  "why did

she try to get me to switch brands?" This process of making

inferences about one's own or another's behaviors is a major

component of attitude formation and change.

Attribution theory describes attitude formation and change as

an outgrowth of people's speculations as to their own
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behavior (self-perception) and experiences. (Schiffman and

Kanuk, 2000:272)

IV. Actual Product Performance

Some authors have suggested that actual product

performance influences satisfaction. They claim that

independent of the expectations held, matters of equity, and

attribution made, the level of performance will influence

satisfaction. Thus even if the person fully expected a product

to perform poorly, dissatisfaction would still result if it in

fact performed poorly.

A study investigated the effects of performance as well as the

impact of attribution, expectations, and equity on satisfaction

with a stock market selection. The results revealed that

performance, independent of expectations, influenced

satisfaction. Using a miniature record player as the type of

product, other researchers found that the level of

performance, independent of expectations, influenced

consumer satisfaction/dissatisfaction.

The stock market study also offered general support for the

previously discussed factors that influence satisfaction.

Factors leading to higher level of satisfaction included: (1)

Higher expectations (2) Expectancy confirmation, (3)



20

Feelings of equity (4) Higher performance and (5) Internal

attribution to the consumer. Thus, respondents were more

satisfied with the stock when they had higher expectations of

its performance, when the performance was high and

confirmed the expectancy, when the exchange with broker

was equitable and when consumers attributed the outcome to

the research they did and decision they made.

V. Consumer's Affective State

Consumer satisfaction/dissatisfaction (CS/D) may also be

analyzed from an experiential perspective. Affect and CS/D

refers to the concept that the level of CS/D may be

influenced by the positive and negative affective responses

that consumers associate with the product or service after its

purchase. In one study a researcher investigated the level of

satisfaction with automobiles and cable television services

after their purchase. The researcher found that two

dimensions of affective responses existed in a set of positive

feelings and a set of negative feelings. These feelings were

found to be independent of each other. Thus, consumers

would simultaneously feel both positive and negative about a

purchase. One can experience joy, interest and excitement

while also feeling anger, disgust and contempt. For example,

after purchasing an auto a consumer may feel excited and
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proud while simultaneously being irritated and unhappy with

the sales personnel.

The study also found that measures of CS/D were directly

influenced by the affective feelings of the consumers. There

is a relationship in which the purchase leads to affective

reactions, which in turn lead to feelings of CS/D. Thus, in

addition to the cognitive knowledge that expectancies were

disconfirmed, the feelings that surround the post acquisition

process also appear to affect the satisfaction with a product.

[Mowen, 1990:352- 353]

Consumer Complaint Behavior

Once a consumer perceives that he or she is dissatisfied with

a product or service, the problem arises as to what to do

about it. Consumer complaint behavior has been defined as a

multiple set of actions triggered by perceived dissatisfaction

with a purchase episode. Researchers have identified three

different sets of actions in which consumers may engage.

The three dimensions of complaint behavior are as follows.

1. Do nothing or deal with the retailer in some manner.

a. Forget about incident and do nothing.

b. Definitely complain to the store manager.

c. Go back or call retailer immediately and ask them to

take care of problem.
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2. Avoid using the retailer again and persuade friends of

same.

d. Decide not to use retailer again.

e. Speak to friends and relatives about your bad

experience.

f. Convince friends and relatives not to use retailer.

3. Take overt action with third parties

g. Complain to a consumer agency.

h. Write letter to a local newspaper.

i. Take some legal action against retailer.

The actions of not patronizing the brand or store, of telling

friends about the problem, and of complaining are straight

forward responses to products or service problems. When

consumers seek redress to their dissatisfaction, they take

steps to obtain some type of refund. The refund could be in

the form of money or through a new product.

Study of consumer complaint behavior; however, have

shown that a minority of dissatisfied customers actually take

overt action to complain.

In general, the models of consumer complaint behavior have

identified two major purposes for complaining. First,

consumers will complain in order to receive an economic
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loss. They may seek to make an exchange of the problem

product for another product. They may seek to make an

exchange of the problem product for another product. They

may seek to get their money back either directly from the

company or store or indirectly through legal means. A

second reason for engaging to some type of complaint

behavior is to rebuild the person's self-image particularly

when the self image of a consumer is tied to the purchase

will lower the person's self image. In order to raise his or her

self image, the consumer may use negative word - of - mouth

communications, may stop buying the brand, may complain

to the company or Better Business Bureau or may take legal

action.(Mowen,1990:355-356)

Factors Influencing Complaint Behavior

A number of factors have been found to influence whether or

not consumers will complain. As noted above the type of

product or service involved will influence the tendency to

complain. As the cost and social importance of the product

rises, the tendency to complain tends to increase. Authors

have suggested that complaint behavior is related to the

following variables:

1. The level of dissatisfaction of the consumer

2. The importance of the product to the consumer
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3. The amount of benefit to be gained from complaining

4. The personality of the consumer

5. To whom the blame for the problem is attributed

6. The attitude of the consumer toward complaining

7. The resources available to the consumer for

complaining

8. Previous experience with the product and with

complaining

These variables are logically related to complaint behavior.

Thus, the greater the dissatisfaction of the consumer, the

greater the tendency to complain. Similarly, as the product

increases in importance to the consumer, complaint behavior

increases. Consumers with a positive attitude toward

complaining will complain more. Similarly, if the consumer

can attribute the blame for the product or service problem on

a specific company or store, complaint behavior is more

likely to occur. The ability to complain requires certain

resources such as time, the ability to write letters, or the

personal power to confront an employee of a firm and make

him or her listen to a problem. Previous experience may be

associated with increased complaint behavior because people

with higher levels of experience know how to go about

contacting appropriate authorities and are less bothered by

such task. (Mowen, 1990: 357)
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2.2 Review of Related Studies

Review of Related Books Journals and Other Studies

Consumer behaviour is relatively a new area of study so

there are not sufficient books, journals and articles, however,

available resources are quite useful while conducting a

research. Researcher has tried to consult as many resources

as possible among which some mentionable are as follows:-

Loudon and Bitta, (1993) in their book state that

“Satisfaction is an important element in the evaluation stage.

Satisfaction refers to the buyer's state of being adequately

rewarded in buying situation for the sacrifice he was made.

Adequacy of satisfaction is a result of matching actual past

purchase and consumption experience with the expected

reward from the brand in terms of its anticipated potential to

satisfy the consumer's motives.”

According to Hunt, "Satisfaction is a kind of stepping away

from an experience and evaluating it…….. One could have a

pleasurable experience that caused dissatisfaction because

even though pleasurable, it wasn't as pleasurable as it was

supposed and expected to be. So satisfaction/dissatisfaction

isn't an emotion, it's the evaluation of an emotion."

Loudon and Bitta mention that consumers form certain

expectations prior to the purchase. These expectations may

be about (1) the nature and performance of the product are
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service (that is, the anticipated benefits to be desired directly

from the item), (2) the costs and effects to be expended

before obtaining the direct product or service benefits, and

(3) the social benefits of cost accruing to the consumer as a

result of the purchase (that is the anticipated impact of the

purchase on significant others). Advertising may often be an

important factor influencing these expectations. Consumer

may have a variety of product performance expectations,

including what the consumers hope performance will be in

terms of an ideal level, what would be fair and equitable

given the consumer's expenditure of time and money in

obtaining and using the product, and what the consumer

expects to actually occur.

Once consumer purchase and use a product, they may then

become either satisfied or dissatisfied. Research has

uncovered several determinants which appear to influence

satisfaction, including demographic variables, personality

variables, expectations, and other factors. For example, older

consumers tend to have lower expectations and to be more

satisfied. Higher education tends to be associated with lower

satisfaction. Men tend to be more satisfied than women. The

more confidence one has in purchase decision making and

the more competence in a given product area, the grater one's

satisfaction tends to be. There is also greater satisfaction

when relevant others are perceived to be more satisfied.

Higher levels of product satisfaction are also indicated by
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person who are more satisfied with their lives as a whole,

and by persons with more favorable attitudes toward the

consumer domain, that is, the market place, business firms

and consumerism.

The interaction between expectations and actual product

performance produces either satisfaction or dissatisfaction.

However, there does not appear to be merely a direct

relationship between the level of expectations and the level

of satisfaction. Instead, a modifying variable known as

"disconfirmation of expectations" is brought to be a

significant mediator of this situation. When a consumer does

not get what is expected, the situation is one of

disconfirmation. Such disconfirmation can be of two verities:

a positive disconfirmation occurs when what is received is

better than expected, and a negative disconfirmation occurs

when things turn out worse than anticipated. Thus, any

situation in which the consumer's judgment is proven wrong

is a disconfirmation. Confirmation occurs if the expectations

of performance are met. Consumers' expectations from a

product, as well as whether these expectations are met, are

strong determinants, then, of satisfaction. Although, the

cognitive dimension of post purchase evaluation has been

stressed here, it is important to recognize that consumers'

emotional experiences in connection with product ownership

and usage are also important. These positive affective

responses need to be stimulated by marketers in the post
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purchase period in order to enhance consumers' satisfaction

and possibly favorable word-of-mouth communication.

The emotional context in which product failure occurs may

affect consumers' subsequent information processing.

Research on the satisfaction/dissatisfaction process has led to

the proposition that disconfirmation is mediated by

attribution processing in which consumers seek to understand

why product fail. Consumers seek to know three features

about the causes of a problem: (1) stability (i.e. is it

temporary or permanent?); (2) locus (i.e., is the problem with

the consumer or the company?); and (3) controllability (i.e.

is the problem within or out-side the control of someone?)

Research on attribution also indicates that attributions can

lead to specific type of emotional reactions. For instance, if

consumers felt a product problem were preventable by the

company they might be expected to rather angry. It also

appears that the consumer's mood prior to product failure can

influence later cognitive and affective reactions. For

example, if a consumer is in an angry mood because of the

day's events prior to ordering a meal in a restaurant, he is

liable to engage in grater attribution processing over a poor

meal being served than if the consumer were not in a bad

mood. Emotional context, therefore, interacts with

disconfirmations affect attribution, which results in certain

emotions influencing satisfaction or dissatisfaction.
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The result of satisfaction to the consumer from the product or

service is that more- favorable post purchase attitudes, higher

purchase intentions, and brand loyalty and likely to be

exhibited. That is, the same behavior is likely to be exhibited

in a similar purchasing situation. Thus, as long as positive

reinforcement takes place, the consumer will tend to continue

to purchase the same brand. It is true, however, that

consumers will sometimes not follow these established

patterns but will purchases differently simply for the sake of

novelty. On the other hand, if consumers are dissatisfied,

they are likely to exhibit less favorable post purchase

attitudes, lower or non existent purchase intentions, brand

switching, complaining behavior, and negative word-of-

mouth.  (Loudon and Bitta, 1993: 579-581)

One of the studies, title "Dissatisfied consumers who

complain to the Better Business Bureau" carried out (by

Fisher et. al. 1999: 531) reveals significant gaps between

dissatisfied consumer resolution preferences and companies'

resolution offers. Further, the resultants highlight the highly

negative word-of–mouth communication activity and repeat

purchase intentions of dissatisfied consumers who complain

to the BBB.

This study provides some important implications for

messages and executives which are
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a) Go on, say you're sorry

Customers who are satisfied with the way complaint is

handled can become better customer and sometimes

advocates for a particular firm. The best business actively

encourages their customers to complain because such actions

not only enable the company to solve the customer's problem

but provide valuable information as product and service

quality.

b) Start buy saying sorry

Fisher et. al. express surprise that firms do not offer

apologies. Almost all the research into customer's complaints

and the experience of practicing managers shows us that

saying sorry is a great start to dealing with an upset or

disgruntled customer. And in some cases that apology is

sufficient to resolve the problem especially when it's a case

of bad service.

c) Do the work

Sometimes when consumers want the work done then the

company has to do it. So, if you are in business, do the work

rather than make excuses about why the work isn't done or is

done badly.
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d) Offer reparation

When your customers complain they are not just dissatisfied

but have been put out by the need to contact you. The

complaining customer has taken time out to call in or ring

you. They have gone to some trouble to complain. The least

you can do is recognize the inconvenience and offer

reparation. Not just a refund but a "no. strings attached" offer

of some sort.

e) Think about the next sale not the one you have just

made

Fisher et. al., show how damaging it is to fail to sort out a

customer complaint. And if your customer is so upset that

goes to BBB, the customer will exact revenge. Every person

the customer encounters will be regaled with just what a

useless shower you and your firms are.

f) Put BBB Out of Business

No, not because they are a bunch of troublemakers, but

because you sort out your customers' complaints. If you do

that the customer won't need to go to BBB and BBB will lose

its reason for existence. Organizations like BBB are only

there because too many businesses mistreat their customers.

The finding from this study indicate that companies can ill

afford to ignore complaints raised by dissatisfied consumers
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to the level of BBB involvement, companies face

considerable financial risk due to highly of these negatives

word-of- mouth communication of these intensely

dissatisfied consumers. Therefore, customer service

managers should need the results in this study that reveal the

inconsistencies between dissatisfied consumers preferred

resolution options. And what companies actually offer to

them. These data suggest that the companies may make

significant progress in dealing with dissatisfied consumers if

they train their customer service personnel to become better

communicators who can respond more carefully to each

consumer's particular complaint.

Consumer Complaint Behavior

What happens when consumers experience dissatisfaction?

There are several negative outcomes possible. First,

consumer may exhibit unfavorable word-of-mouth

communication; that is, they tell others about their problem.

In fact, studies show that customer tell twice as many people

about bad experiences as good ones. Such behavior can

severely damage a company's image. Second, consumers

may not repurchase the brand. Those who are not fully

satisfied with a brand are less likely to repurchase it, than are

satisfied buyers. A third action for the consumer is to

complain. Several generalizations exist from research on

consumer complaining:
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 Complainers tend to be members of more upscale

socioeconomic groups than non complainers.

 The severity of the dissatisfaction or problem is

positively related to complaint behavior.

 Complaining is more likely when there is a more

positive perception of retailer responsiveness to

customer complaints.

A model of consumer complaining behavior (CCB) is shown

below. It illustrates the variety of actions possible. For

instance, consumers may complain, not to the seller, but to

some formal third parties such as the Better Business Bureau,

a newspaper, or the legal system. Second, they may engage

in private CCB actions such as telling friends and relatives

about the bad experience and changing their own patronage

behavior. Third they may voice their complaints to the

manufacturer or retailer involved or take no action even

when dissatisfied if they are loyal to the seller or believe

complaining is pointless.
Dissatisfaction
occurs

Voice
Responses
e.g. seek
redress from
seller; no action

Private
Responses
e.g. word - of -
mouth
communication

Third party
responses
e.g. take legal action
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Along similar lines one researcher classified dissatisfied

consumers into four grouping based on the way they

communicate their dissatisfaction: passives, voicers, irates,

and activists. The choice of a response style exhibited by

consumer is determined by episode-specific variables (such

as the probability of obtaining redress, the costs and benefits

from complaining actions, and the nature of dissatisfying

service) and personality variables.( such as prior experiences,

alienation, and attitudes toward complaining). It could be

that a consumer may consistently use the same response style

in different dissatisfaction contexts over time. Above table

presents characteristics of individuals for the four response

styles. These style differences imply that retailers could (1)

assess the distribution of the four groups among their

customer over time to see how they are doing ;(2) institute

programs so as to make the voicer style a more attractive

option, compared to other styles; and (3) focus on corrective

strategies for customer alienation because it undermines

retailer loyalty and tends to lead to produce irates and

activists.

It is important for marketers to realize that complaints are

actually opportunities. Simply listening to complaints

tremendously boosts brand loyalty. The key is getting buyers

to complain to the company rather than telling the typical

nine or ten people about their problem. But for everyone who
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complains, there are twenty-six others who feel the same way

but did not voice a complaint.

Two factors deter consumers for complaining to the

company. First, it is hard because over culture does not

encourage being a whiner. Second, employees don't

encourage it because they view it as a personal attack on

their self-esteem. Nevertheless, when companies invent

money on units that handle complaints and inquiries the

average return is over 100 percent for makers of certain

consumer durables. Thus, such companies on GE, Coca-Cola

and British Airways are investing millions of dollars to

improve complaint handling. Programs include tell-free 800-

number telephone systems, intensive staff training, liberal

refund polices, and even booths where irate customers can

complain on videotape.

Auto manufactures are designing elaborate training

producers and operations manuals for dealership customer-

service managers in an effort to help dealers win back

dissatisfied customers. Nissan has found, for example, that as

many as 20 percent of customers said they could not buy

from the same dealership after only six months of ownership.

But when dissatisfied customers are allowed to complain the

dealer or manufacturer, nearly 20 percent of them change

their minds and buy from that dealership again. Another

study found that 54 percent of dissatisfied customers who



36

feel that their complaint has been solved will buy from the

offending dealer again. (Loudon and Bitta, 1993: 581-583)

Complaints, like death and taxes, are inevitable. Even market

leader encounter them. But each grievance represents a

chance to correct a flawed process, educate a customer and

strengthen loyalty. Multiple studies already show companies

with high quality customer service and effective complaint

handling process can change a premium as well as increase

loyalty. The case for investing in improvements is clear, or

so it would seem. Unless decision makers fully understand

customer complaint behavior and quantity the return on

investment (ROI) of complaint handling, they won't see the

link between complaint handling and loyalty and profits, and

it's unlikely they will ever allocate adequate resources for

change. (Goodman, 2006: 28)

Eight factors about customer behavior are keys to

understanding the implications of complaint data: (1)

Dissatisfied individual and business customers tend not to

complain. (2) Complaints often do not directly identify the

source or cause of the problem. (3) Retail, field sales and

service system filter and discourage complaints. (4) Brand

loyalty can be retained by merely getting customers to

articulate their problems. (5) Increase the case of access to

the provider can reduce the complaint ratio (also known as

the multiplier). (6) The propensity to complain is directly

proportional to the damage to the respondent. (7)
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Complainers tend to be the heaviest users of the product or

service (8) Problem experience' especially in the case of

those consumers who remain unsatisfied after complaining,

results in substantial amounts of negative word-of-mouth.

(Goodman and Newman, 2003: 51)

William O. Bearden & Richard L. Oliver had conducted a

study to explore the relation between the nature of complaint

behavior and satisfaction with problem resolution. A simple

model depicting interrelationships among several frequently

hypothesized antecedents of complaint behavior, private and

public complaints, and satisfaction with complaint resolution

is proposed. Data were gathered in a 2- wave longitudinal

study through the use of a bi-state university omnibus

consumer panel; some 292 panel members had participated

in both waves. The data had revealed 3 consistent themes: 1.

greater problem cost seem to stimulate both forms of

complaint behavior, 2. the extent of private complaint

behavior is inversely related to satisfaction with the firm's

response, and 3. public complaining is positively related to

resolution satisfaction.
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CHAPTER-III

RESEARCH METHODOLOGY

Research methodology is the process of arriving at the

solution of problems through a planned and systematic

dealing with the collection, analysis and interpretation of the

facts and figure. In simple words, research methodology

refers to the various sequential steps to be adopted by a

researcher in studying a problem, with certain objectives in

view. It may be understood as a science of studying new

research is done significantly. It is necessary for the

researcher to know not only the research methods/techniques

but also the methodology. Researchers not only need to know

how to develop certain indices on tests, how to calculated the

mean, the mode, the research techniques, but they also need

to know which of these methods or techniques are relevant

and which are not, and what would they mean and indicate

and why.

The topic of the problem has been selected as "Consumer

Satisfaction and Complaint Behavior in High Involvement

Products." Therefore, here an attempt is made to find out the

satisfaction level of consumers over their products. At the

same time causes of dissatisfaction are also noticed and

hence complaint behaviour is checked. Besides this,

consumer attitude towards different attributes of the product

is also judged. Patterns of behavior shown by consumer are
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quite useful in the pursuit of success of business in this

competitive age. The research methodology employed in the

present study is described in this chapter.

3.1 Research Design

This study is exploratory in nature. It is based on the

descriptive research design. It mainly aims to find out the

satisfaction and dissatisfaction level of consumers of high-

involvement products and hence their complaint behavior.

For this study, four products namely computer, TV,

Refrigerator and motorcycle are selected. The survey

approach has been adopted to conduct the research. The data

and information collected from the survey of the consumer

are rearranged, tabulated analyzed and interpreted according

to the need of the study for attaining stated objectives.

Consumers inside Hetauda are extensively surveyed so as to

procure data and information about consumers, their

expectations, importance, and satisfaction and dissatisfaction

level along with complaint behavior, towards their products.

3.2 Nature and Sources of Data

The data used in this study are primary in nature. These

primary data essential for this study are collected from the

Nepalese consumers of the products (i.e. computer, TV,

motorcycle and Refrigerator) across the Hetauda.
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3.3 Population

All the Nepalese consumers residing inside Hetauda, who

have at least one of the products among computer,

motorcycle, TV and Refrigerator and which are bought with

in 2 years time period, are considered to be the population of

this study. Data indicating the exact number of such

consumers is not available.

3.4 Sampling

The above stated population of the study is very large. It is

very difficult to include the whole population in this study.

Therefore, 150 consumers out of the whole population are

selected as a sample. The sampling method used for the

study is judgmental (i.e. non random) sampling. Sampling is

very small in size as considered to the population.

Even though the sample size is very small in comparison to

the population, sufficient efforts have been made to make the

sample truly representative of the population and thus

present the specific characteristics of the population.

Therefore the data collected is comprised of different

professionals, age, groups, income groups, education groups

and equally of both sexes male and female.
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Respondents' Profile

Number Percentage

Male 87 58

Female 63 42

Total 150 100

Age category Number Percentage

a) 15-25 years 48 32

b)25-35  ” 72 48

c) 35-45  ” 22 14.67

d) 45-55 ” 8 5.33

e) Above 55 years - -

Total 150 100

Profession Number Percentage

a) Students 37 24.67

b) Business 30 20

c) Government job 20 13.33

d) Private job 30 20

e) Teacher 23 15.33

f) House wife 10 6.67

Total 150 100
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Marital Status Number Percentage

Married 80 53.33

Unmarried 70 46.67

Total 150 100

Income Number Percentage

a) Below Rs. 10,000 100 66.67

b) Between Rs.  10,000-20,000 35 23.33

c) Between Rs. 20,000-40,000 10 6.67

d) Above Rs. 40,000 5 3.33

Total 150 100

3.5 Data Collection Procedure

A well-structured questionnaire is prepared as the main

instrument of the data collection for this study. The

questionnaire was most carefully designed as well as pre-

tested so that it could best serve the purpose of this study.

All questions of the questionnaire are based on close-ended

response format except question number 8-, which is open-

ended. The questionnaire contained Likert scale (summated

scale), dichotomous (i.e. yes/no type) format as well as

multiple-choice questions. Altogether 150 questionnaires
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were distributed all of them are collected. Since it is the

interviewer administered survey method, cent percent

response became possible. Maximum attention has been

given while filling up the questionnaires. The objective of

the research, meaning of the question and filling up way

were explained before getting response from the respondents.

3.6 Data Processing and Analysis

All the questionnaires were distributed and collected by the

researcher and were filled up in presence of the respondents

so there was no misunderstanding among the respondents

about the questionnaire. Each and every questionnaire was

thoroughly checked up after the collection and was found

correct in filling up style. After gathering the questionnaires,

sorting and tabulating was proceeded on. Same responses of

the collected questionnaires were put in to one place under

the respective heading and the total responses were presented

in different table according to the need of the responses.

Necessary calculation and adjustments have been made for

the attainment of the objectives of the study.

All the analysis is made on the basis of the data as presented

in different tables. Data is analyzed both descriptively and

statistically as per the need of the research. Simple mean,

percentage and Chi- Square test (2) are used as statistical

tools.
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3.7 Statistical Interpretation:

1. Out of 150 respondents 87 are male and 63 are female.

2. As age category, 48 respondents are between 15-25

years, 72 are between 25-35 years, 22 are between 35-

45 years, 8 are between 45-55 years.

3. As profession wise 37 respondents are students, 30 are

business persons, 20 are government job holders, 30

are private job holders, 23 are teachers and 10 are

housewife.

4. According to marital status 80 respondents are married

and 70 are unmarried.

5. As income wise, 100 respondents earn below Rs.

10,000, 35 earn between Rs.10000-20000, 10 earns

between Rs. 20000-40000 and 5 earn above Rs. 40000.
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CHAPTER- FOUR

DATA PRESENTATION AND ANALYSIS

Data presentation and analysis, the main part of study, is

presented in this chapter. The data and information collected

from the consumers are presented, analyzed and interpreted

in this chapter for attaining the stated objectives of the study.

What is found after the analysis and interpretation is given at

the end of this chapter.

4.1. Presentation and Analysis

According to the research questions the data and information

collected from the consumers are presented, interpreted and

analyzed. Many research questions formulated for this study

have been answered by means of the very analysis and

interpretation. Therefore, each research question is reviewed

first before the collected data are presented and analyzed to

get the answer of the question.

4.2 Ownership of High Involvement Products

The first research question formulated for this study is "Do

you have any one of the following high involvement

products – a) Motorcycle b) Computer c) TV & d)

Refrigerator?"
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Table No.1

Number of product possessed by Respondents

S.N. Name of product Number Percentage

1 Television (TV) 54 36

2 Refrigerator 34 22.67

3 Computer 32 21.33

4 Motorcycle 30 20

Total 150 100

Source: Field Survey, 2010

As there are four products for this study so this question

needs the numbers of products possessed by the respondents.

Response from the consumers reveals that maximum number

of respondents have TV i.e. 54 consumers have TV product.

Similarly 34 consumers have Refrigerator which is second

highest number in rank. Like wise 32 Consumers have

Computer and the least number of products possessed by

consumers is Motorcycle i.e. 30 in number.

4.3 Duration of Ownership

Second question asks about the time period that is when did

consumer buy it. For this question there are four options to
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answer: - a) 6 months ago b) 1 year ago c) 1 and ½ years ago

& d) 2 years ago.

Table No.2

Time of Purchase

S.
N

Time when did Consumers
buy their product

Number Percentage

1 6 months ago 29 19.33

2 1 year ago 22 14.67

3 1 and
1
2 years ago 19 12.67

4 2 years ago 80 53.33

5 Total 150 100

Source: Field Survey, 2010

In the survey, 80 respondents out of 150 bought their product

2 years ago where as only 19 respondents got it 1 and ½ year

ago. Similarly, 22 Consumers purchased the product one year

ago. Likewise Consumers who obtained their product only 6

months ago are 29 in number.

4.4 Matching of Expectation with the Performance

Research Question formulated for this study is, "To what

extent did your expectations match with the performance of

the product?"   There are five options to be answered to this
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question which are       a) Fully Matched b) Matched c)

neither Matched nor Mismatched       d) Mismatched & e)

Fully Matched.

To analyze this question two categories are created for

simplicity similarity these are a) Matched & b) Mismatched

group. Fully Matched & Matched are put in to a) Matched

Group. Similarly neither Matched nor-Mismatched

Mismatched & Fully Mismatched are put into b) Mismatched

Group.

Table No.3

Expectation and Performance of the Product

Expectations Male Percent
age

Female Percen
tage

Total Percent
age

Matched 73 83.9 47 74.6 120 80

Mismatched 14 16.1 16 25.4 30 20

Total 87 100 63 100 150 100

Source: Field Survey, 2010

Out of 150, 120 respondents, expectations are found to be

matched where as only 30 respondents' expectations are

mismatched. In this way 73 males and 47 females'

expectations are matched; however, 14 males & 16 females'

expectation are mismatched. Therefore, it is better to look in

to the expectation of male and female i.e. whether there is

any difference in male & females' expectation or not. Do
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male & female differ in the formation of expectations or not

is analyzed on the basis of Chi-Square (2) Test, which is

calculated on the bases of Table No.3

Null Hypothesis (Ho)

There is no significant difference between male & female in

forming their expectations towards the products.

Alternative Hypothesis (H1):

There is significant difference between male & female in

forming their expectation towards the products.

Test statistics under Ho is

2 (O-E)2χ =
E

Where,

O = Observed frequency

E = Expected frequency

RTxCT

N


RT = Row Total

CT = Column Total

N= Total number of observation
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Table No. 4

Calculation of Chi- Square (2)

O RTxCT
E=

N
O-E (O-E) 2 (0 )2E

E



73 120 87
69.6

150

x
 3.4 11.56 0.166

47 50.4 -3.4 11.56 0.23

14 -17.4 -3.4 11.56 0.664

16 12.6 3.4 11.56 0.912

150O  150E  ( )2
1.977

O E

E




Degree of freedom (d.f)

= (r-1) (c-1)

= (2-1) (2-1) =1

Here,

Calculated value of Chi-Square (2) = 1.97. Where as

tabulated value of Chi-Square (2) at 0.05 confidence level

for1 degree freedom = 3.84.
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Decision

Since calculated value of 2 (i.e. 1.977) is less than tabulated

value of2 (i.e. 3.84) so alternative hypothesis (H1) is

rejected and hence null hypothesis (H0) is accepted.

Therefore, is it concluded that there is no significant

difference between male & female in forming their

expectations towards various products. That is why male &

female having almost same kind of expectations towards

their products.

4.5 Aspects Considered Important

Many questions were asked to the consumers to get the

objective of the study. In this context, question no.4 asks

about the importance that consumers give to a) price b)

durability c) design d) performance and e) after sales service.

The consumers surveyed for this study were given Likert

scale to measure their degree of importance given to the

different attributes of the products. Each scale included five

points from 1 to 5. 1 was given for the maximum importance.

Consumers were asked to mark tick on the point they think

correct or appropriate. Different consumers ticked on

different points from 1 to 5. We have calculated means of

consumers responses concerning to the importance of

different attributes.
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Table No. 5

Importance of Attributes

Attributes Means of importance

Price 4.08

Durability 4.55

Design 3.68

Performance 4.61

After sales service 4.02

Source: Field Survey, 2010

Table No. 5 revels that consumers give maximum importance

to the performance of the product. The highest mean (4.61)

which is very close to the maximum important point i.e. 5

obviously indicates that how does the product perform or

how does a product work is the most concern issue of

consumers rather than any other attributes. Similarly, second

highest position is held by durability from the importance

point of view. Mean 4.5, which is very close to the

performance, informs that consumers give most importance

to the durability of the product immediately after the

performance. The general perception of people that price

plays the most important role in the market place remains no

longer true in our study. This study has shown that price

holds the third position from the consumers' importance
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point of view. Scoring 4.08 mean value, price ensures its

position after performance and durability of the product.

With mean 4.02 after sales service got the second last

position from the importance point of view still it is more

important than design. Because design has the smallest mean

which is 3.68 i.e. consumers give the least importance to the

design of the product. Though, the comparative description is

presented above but except design all other attributes are

important from consumers' perception because all other

attribute have more than 4 mean values which is very close

to the maximum importance point i.e. 5.

Fig No.1
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4.6 Satisfaction with Various Aspects of the Product

The fifth question formulated for the study is "To what

extent are you satisfied with a) price  b) durability  c) design

d) performance and e) after sales service of the product? "

This question is related to the question No. 4. Question no.4

asks about the importance given to the price, durability,

design performance and after sales service. In connection to

that question it asks about the satisfaction level that

consumers obtained from the same attributes (i.e. price,

durability, design, performance and after sales service). In

this way, it finds out the gap realized between the importance

given and satisfaction achieved from those attributes.

This question had Likert Scales from 1 to 5 (1 minimum

satisfaction level – 5 maximum satisfaction level). To show

the satisfaction level that consumers obtained from different

attributes, mean values is calculated and shown in tableno.6

Table No.6

Satisfaction level of Attributes

Attributes Means of Satisfaction

Price 3.88

Durability 3.87

Design 3.82

Performance 3.78

After sales service 3.09

Source:  Field Survey, 2010
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Consumers' satisfaction level can be presented in the

following bar diagram more clearly.

Fig No.2

Satisfaction Level of Attributes

From the above table any one can easily find out that

consumers are more satisfied with the price of the product

than other attributes. Price has 3.88 mean value to hold the

first position from the point of view of satisfaction level.

Immediately after price durability holds the second highest

3.88 3.87 3.82 3.78

3.09

0

0.5

1

1.5

2

2.5

3

3.5

4

4.5

Price Durability Design Performance After sales service

M
ea

ns
 o

f S
at

is
fa

ct
io

n

Attributes



56

position of satisfaction level by scoring 3.87 mean value. It

means after price consumers are more satisfied with the

durability of the product. Design has 3.82 mean values,

which shows its third position of satisfaction level. So it

seems that consumers are less satisfied than price and

durability and more satisfied than performance and after

sales service in design. In performance (mean value=3.78)

consumers are more satisfied than after sales service but less

satisfied than all other remaining attributes. Holding 3.09

mean value after sales service occupies the last position.

Therefore consumers are more dissatisfied in after sales

service than in any other attributes.

Mean value of price, durability, design and performance are

closer to the point 4. Thus, it seems that consumers are a bit

satisfied with price, durability, design and performance of

the product. However, they are not as satisfied as they give

importance to these attributes. Except design they give more

importance to all other remaining aspects (more than 4 mean

values) where as none of the aspects from satisfaction point

of view scores more than 4 mean values. So still there is gap

between required and acquired level of satisfaction in all

aspects. Only in case of design the importance given to it is

less than satisfaction obtained from it i.e. importance given

(mean value 3.68) is less than satisfaction level (mean value

3.82).From this we can argue that design is the least

important part of product from consumers side so they did
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not make any expectations over design so what did they get

simply became more than expectations itself.

Comparison of importance and satisfaction can be together

presented in the table below: -

Table No.7

Comparison of importance and satisfaction level

Attributes Mean of

satisfaction

realized

Means of

importance

given

Difference

Price 3.88 4.08 -0.2

Durability 3.87 4.55 -0.68

Design 3.82 3.68 0.14

Performance 3.78 4.61 -0.83

After sales

service

3.09 4.02 -0.93

Source: Field Survey, 2010

From this table we can easily see the mean value of different

attributes in two categories (i.e. importance given and

satisfaction realized). Except in design all other means of

importance are greater than the means of satisfaction.

Similarly, means of importance are closer to the maximum

important point i.e. 5 than the means of satisfaction. All

mean values (except design) are above 4 in case of

importance given where as none of the means are above 4 in
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satisfaction level realized. It shows that consumers give more

importance to all aspects (except design) but in the same way

they cannot realize the satisfaction level from those aspects.

From the above table it is seen that performance got the

highest importance level which is more close to the

maximum importance point i.e. 5 where as satisfaction

realized level is the almost lowest point in performance so

there is the vast gap between importance given to the

performance and the satisfaction obtained from it. Many

consumers felt less satisfied with the performance of the

product. Durability has 4.55 mean value which is also too

close to the maximum  importance point(5) but the

satisfaction realized from the durability has only 3.87 mean

value which is not as close as the importance level.

Consumers give more importance to the durability but get

less satisfaction from it. Incase of design consumers get more

than expectation but still it is not more close to the maximum

level. Price has also clear distinction between required and

acquired level. Acquired level (3.88) is less than required

level (4.08). After sales service has 4.03 mean value from the

importance point of view in contrast to 3.09 mean value from

the satisfaction point of view. In this way a difference is

realized between the expected and the achieved level of after

sales service.
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4.7 Complaint Behavior of Consumers

A separate question is being asked which needs information

about the complaint behavior of the consumers. Whenever

consumers’ feel dissatisfaction they may complain against

the product/service they get. Among the total 50 respondents

complained against the product. Remaining 100 respondents

did not make any complaints against the product no matter

whether they were satisfied or not.

Table No. 8

Nature of Consumers towards Complaint Behavior

Types of consumers Number of consumers Percentage

Complaining 50 33.33

Not complaining 100 66.67

Total 150 100

Source: Field Survey, 2010

Only 33.33 percent respondents complain about the product

remaining 66.67 percent never complained. It shows the low

complaining habit of Nepalese consumers. Even those who

complained also used only two options either (a) Tell to

other about dissatisfaction or (b) Ask compensation from the

seller. No one used legal action and public media. Some 20
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percent complainers told to others about dissatisfaction and

80 percent ask compensation from the seller.

The table value can be presented in the following pie chart to

make it more understandable.

Fig No. 3

Nature of Consumers towards Complaint Behavior
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Monetary, guarantee and social compensation were not

entertained by the Nepalese consumers. Neither Nepalese

consumers have habit to go to public media nor to legal

action nor they are being compensated by other than

warranty compensation.

What is the complaint behavior of Nepalese consumer? What

percentages of consumers do seek for compensation? How do

sellers compensate them? The answer to these questions can

be presented in the following tables.

Table No.9

Consumers' Complaints to the Product

Types of complaints made Number of
consumer

Percentage

Tell to the other about dissatisfaction 10 20

Ask compensation from the seller 40 80

Take legal Action -

Go to Public Media -

Total 50 100

Source: Field Survey,

Table No. 10
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Compensation Seekers and Compensation

Consumer Number  of Consumers Percentage

Compensated 27 67.5

Not Compensated 13 32.5

Total 40 100

Source: Field Survey, 2010.

The following pie chart will precisely reveal the table

message to the readers.

Fig No. 4

Compensation Seekers and Compensation

Table No.11

67.50%

32.50%

Compensated

Not Compensated
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Compensation Recovered by the Compensated

Consumers

Types of  compensation Number of consumer Percentage

Monetary compensation - -

Guarantee compensation - -

Warranty compensation 27 100

Social compensation -

Total 27 100

Source: Field Survey, 2010

Here, one must not be confused in the above mentioned term

monetary, guarantee, warrantee and social compensations.

Monetary compensation refers to any part or full amount of

cash payment returned to the buyer by the seller in case of

default found in the product. Here, on the basis of injustice

occurred to buyer a sum of money is paid back to the

consumer. Guarantee compensation ensures the buyer that if

any default is found in the product then it will be exchanged

to the better one with free of cost. In this case buyer feels

safe because he/she can immediately change the product with

another if any weakness is found in it. Warranty

compensation does not change the product but it only

changes the part of product which does not work smoothly.

So, here only parts are either changed or repaired without

any payment. Social compensation indicates any excuse,
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sorry or regret that company or seller asks to the buyer

whenever consumer gets offset because of the defaulted

product. Here, the company (or seller) apologizes through

the public media or any other sources where ordinary people

have easy access.

4.9 Respondents' Suggestions to the Company

“What is your suggestion to the company?” this is the last

question formulated for this study. Some respondents have

given no suggestion to the company. Some have presented

more than one suggestions. Those who gave suggestion are

also mainly concentrated on the quality, durability, good

performance as well as originality of the product.

The suggestions presented by the consumers to the different

products are summarized below product wise.

(A) Motorcycle

Motorcycle is one among four products of our study.

Motorcycle owners have resented many suggestions to the

company (or seller) are pointed as follows:-

- Improve quality, durability and design of the product.

- Promise what you can deliver specialty in case of after

sales service, originality of spare parts and timely

delivery.
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- Change tiny spare parts without charging extra money

from the buyer.

- While selling through installment basis many

obstructions emerge out so try to minimize such

hurdles.

- Make after sales service available over the country no

matter wherever be the purchasing point.

- Improvise stands, carrier and seat for comfort use.

- Pick up, weight bearing capacity and power of engine

should be enhanced.

- Average mileage should be increased.

- Install self start in motorcycle without disk brakes.

(B) Computer

Computer is the second product under our study. As in

motorcycle we got many suggestions in computer too. Some

of the very realistic ones are as follows:

- Produce advance quality of computer along with the

attractive model.

- Make after sales service available at user’s home.
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- Use original spare and parts of same brand rather than

using different brands.

- Keep as many programs as possible while selling the

product

- Promise what you can perform in case of quality,

durability, warranty and guarantee too.

- Nepali letters should be introduced in keyboards.

- Hang up problem should not occur i.e. computer

should continuously run.

- Cheap with extra performance will be our attractive

point.

- Responsibility towards customer should be seriously

implemented without cheating them.

(C) TV

TV is the product of our study area for which also we have

many suggestions. Some of the important suggestions are as

follows:

- Visual system and sound system should be standardized.

- After sales service at home must be provided in time.

- Quality, durability and design should be superior one.
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- TV should start working as a computer too as computer

also functions as a TV.

- Use original spare parts to earn the good will among the

potential customers too.

- Exchange offers should be included so that buyer can

entertain such facility.

- Expand the warranty time period.

- Offer some gift hampers.

(D) Refrigerator

It is the last product of our study. It has also some useful

suggestions that can be presented as:

- Quality, durability and performance should be ensured.

- Easy financing system must be used rather than

following lengthy and boring way.

- While selling the product seller should disclose the

different characteristics of various brands to the

customers.

- After sales service should be reliable.

- Refrigerator should be multi functional.

- It should be cheaper.

- Install strong stand system along with back side

covering to make it safe and attractive one.
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- Provide easily understandable menu for smooth

operation.

- Attach indicator out side the Refrigerator.

4.10 Major Findings

The following major findings are deducted from the data

presentation and analysis made in this chapter,

(a) Male and female do not differ in terms of their

expectation formation. Both have almost similar kind

of expectation from the product before purchase.

(b) Majority of the consumers think performance as the

most important part of the product. Mean 4.61 reveals

the same fact.

(c) Durability is the second most important aspect of the

product only then price comes in their priority.

(d) Most of the consumers are found indifferent towards

the design of the product where as after sales service

is found to be inadequate and even absent in some

cases.

(e) It is found that none of the consumers are quite

satisfied with all aspects of the product; of course,

some are satisfied with one or two aspect.
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(f) As compared to the other aspects Nepalese consumers

are more satisfied with the price of the product. Mean

3.88 indicates the same meaning.

(g) Durability is found to take second position in

satisfaction level as compared to the all aspects of the

product.

(h) It is also found that performance of product has the

largest gap between the expected and the actual level

of service.

(i) Only one third of consumers are found to complain

against the product. Remaining two third are found to

maintain their silence irrespective of their feeling.

(j) Majority of the compensation seekers are found to be

compensated through warranty compensation.

(k) Some 32.5 percent compensation seekers got nothing

regardless of their voice.

(l) Among four products, none of product sellers are

found to offer either monetary or guarantee or social

compensation.

(m) Almost all of the consumers are found to emphasize

on quality, durability performance and after sales

service of the product.

(n) Most of the consumers are found to be quite

dissatisfied with the after sales service and the

behavior of the seller after purchase.
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(o) False promise is found to be quite irritating side of

consumers life.

(p) Clarity, originality and the true commitment are found

to be the consumers very will.

(q) Satisfaction/dissatisfaction does not get affected

through sex, income group, age category and marital

status, better- educated people do complain more than

uneducated ones.

CHAPTER -FIVE

SUMMARY, CONCLUSION AND

RECOMMENDATIONS
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5.1 Summary

Modern facilities are becoming more accessible day by day

to the ordinary people of our country. Some years ago

motorcycle was the product associated with the affluent

group of the society. Refrigerator was used to appear in only

some houses of the society. So was the case of TV and

computer too. But now the time has changed. We can see

motorcycle, TV, Refrigerator and computer in almost all of

the homes in urban area. At least one product among those

can easily be found out in each and every house of the city.

Even in village these products started appearing gradually.

These four products are found with different brands in the

market. There are many users of such products in our urban

society. There is one proverb, "It is better to satisfy one

consumer rather than attracting ten potential customers." So

every organization has to satisfy its customers to achieve its

goals, those who satisfy the consumers can expand their

market share and hence be in profit.

As it is commonly accepted that without winning the heart of

consumer, no business can go far. Therefore, the main

objective of this study is to find the satisfaction,

dissatisfaction and complaint behavior of Nepalese

consumers. Besides the main objective, attempts have been

made to know consumer's expectations, their interest and

their own needs associated with these products. What is their

satisfaction/ dissatisfaction level? If they are dissatisfied, did
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they make any effort to compensate themselves through

complaint behavior or not. This study is mainly concentrated

on the very aspects of consumers.

This study is based on scientific method of research. All the

Nepalese consumers inside Hetauda who have at least one

product among motorcycle, computer, TV and Refrigerator

are considered population of the study. A sample of 150

consumers is taken out from the population on the basis of

judgmental sampling. For the collection of data, requires for

the study, a well structured questionnaire as the main

instrument is prepared. Altogether 150 questionnaires were

distributed across the Hetauda and all of them were

collected.

The data and information collected by means of the

questionnaires are presented, interpreted and analyzed so as

to attain the stated objectives of the study. In this way the

interpretation and analysis of the data and information

collected from the consumers enables to find the very feeling

of the consumers towards the products. It helps to unveil the

hidden aspects of consumers. In the due course of our

attempt some important views are came to know. As it is

found that Nepalese consumers are a bit satisfied with the

price they paid, durability they got and the design they had.

Less than this they are satisfied with the performance or of

the product where as after sales service remains dissatisfied

aspect of their products as compared to others. Similarly a
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gap is realized between expectation and actual performance

of the product. Male and female do not differ in terms of

their expectations. Similarly marital status, age, income

group and profession do not distinguish in terms of

satisfaction and dissatisfaction. Educated people more

complain than uneducated ones. It is also found that a small

numbers of consumers complain against the product. Those

who complain and seek compensation get only warranty

compensation. Nepalese consumers are still far from the

reach of monetary, guarantee and social compensation.

5.2 Conclusion

As per the evaluation, interpretation and findings of the

research the following conclusion has been derived from this

study.

Every consumer has certain prior expectations while buying

any products or services. If these prior expectations match

with the performance then they get satisfaction while

mismatch of the expectation with performance make them

dissatisfied. Consumers mainly see on the performance of the

products rather than looking on any other sides. In this way

performance becomes the most concern issue of consumers

in the products. Durability and price of the product also

attract consumer attention while buying the product.



74

Consumers respect the true promise made by the sellers

where as false promise not only dissatisfies them but also

irritate. Consumers still smell a rat over aspects like after

sales service, warranty and guarantee of the products. Sellers

are not yet become alert about such matters so they are still

engaged in making false promises. No promise is far better

than making false promise. Though, it is quite difficult to

give full satisfaction to the consumers but sellers' reasonable

behavior can, of course, help to decrease the dissatisfaction

level of the consumers.

Satisfaction/dissatisfaction is caused by the comparison

made between expectation and performance of the product

but not any other factors as income, age, education and sex

etc. Clarity in saying, originality of the spare parts and true

commitments are the very things which consumers want from

the sellers and of course, that ensure the satisfaction to the

large extent. Education and status do not claim satisfaction

but can invite some complaints over the products a bit easily

than the uneducated consumers.

5.3 Recommendations

Consumer is the king. This is the philosophy of modern

business. Consumers are the sovereign power of the modern
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marketing world. Success and failure of every business is

totally dependent on consumers' response. Every successful

product in this world is an embodiment of the consumers'

needs, wants, prestige preference, satisfaction, aspiration and

mental horizon. Hence understanding the consumers' needs,

wants, satisfaction, preference, aspiration and mental horizon

is the key to success today. So some of the recommendations

that will be useful to the marketers as well as producers of

the products are presented as follows: -

a) Special attention should be given to the quality,

durability and performance of the product.

b) Promise should be performed specially in case of

after sales service warranty and other facilities.

c)  Clarity of commitment, originality of spare parts and

performance of true promise must be ensured to the

consumer so that they will be aware of the things.

d) Markets should try to disseminate as more

information's as possible. While selling the product

they should disclose the distinguished

characteristics of brands available in the market.

e)  While selling any products either through installment

or through financing, process wise hurdles should

be eliminated to facilitate the consumers'

transaction.
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f)  Rather than sustaining the consumer only in warranty

compensation marketers should start providing

monetary, guarantee as well as social compensation

as per the requirements of the consumers.

g) Consumers are frustrated neither the indifferent

feelings of sellers. So they should respect

consumers feeling even long after the sale of the

product.

h)  Computer, TV and Refrigerator are difficult to carry

here and there so after sales service should be

provided at home if possible.

i) Tiny spare parts should be changed with free of

cost to win the heart of the consumers.

j) Seller should provide easily understandable menu,

continuous guidelines and information to the users

so that no difficulty will lie with the operation of

the product.

k)  A product bought inside Nepal should be provided

after sales service through out the country wherever

be the point of purchase.
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ANNEX-I

QUESTIONNAIRE

Dear Respondent,

I am Minu Maharjan student of Master of Business Studies at Patan
Multiple Campus, Patan Dhoka Lalitpur. I am going to conduct a study to
measure satisfaction and complaint behavior in high involvement products.

So, you are kindly requested to mark tick ( ) for the following statements
to show your degree of agreement or disagreement.

1. Do you have any one of the following high involvement products?

a. Motorcycle b. Computer

c. TV d. Refrigerator

Yes No

2. When did you buy it?

a. 6 months ago b. 1 year ago

c. 1 and
1

2
years ago d. 2 years ago

3. To what extent did your expectations match with the performance of the
product?

Fully Matched

Matched

Neither Matched nor Mismatched

Mismatched
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Fully mismatched

4 What aspects are important for you in a product?

Price Very important 5   4   3   2   1 Not important at
all

Durability Very important        5   4   3   2   1 Not important at
all

Design Very important 5   4   3   2   1 Not important at
all

Performance Very important 5   4   3 2   1 Not important at
all

After sales service Very important 5   4   3   2   1 Not important at
all

5. To what extent are you satisfied with the following aspects of the

product?

Price Fully Satisfied 5   4   3   2   1 Not at all

satisfied

Durability Fully Satisfied 5   4   3   2   1 Not at all

satisfied

Design Fully Satisfied 5   4   3   2   1 Not at all

satisfied

Performance Fully Satisfied 5   4   3   2   1 Not at all

satisfied

After sales service Fully Satisfied 5   4   3   2   1 Not at all

satisfied
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6. Have you ever complained about your product?

Yes No

If yes, what is your complaint behavior?

i) Tell to others about dissatisfaction.

ii) Ask compensation from the seller.

iii) Take legal action.

iv) Go to the public media.

7. Have you ever got compensation by the company?

Yes No

If yes, what kind of compensation did you get?

Monetary compensation

Guarantee compensation

Warranty compensation

Social compensation (excuse etc)

8. What is your Suggestion to the company?

……………………………………………………………………….

……………………………………………………………………….

………………………………………………………………………
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GENERAL INFORMATION

Name…………………………………………….

Gender:- Male Female

Age Category-: a) 15-25 years

b) 25-35 years

c) 35-45 years

d) 45-55 years

e) Above 55 years

Profession:- ……………………………………………….

Place of Residence:- ………………………………………………

Marital Status: - ……………………………………………….

Income Group (Monthly):-

a. Below Rs.10,000

b. Between Rs.10,000-20,000

c. Between Rs.20,000-40,000
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d. Above Rs.40,000

*** Thank You ***

a


