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ABSTRACT

Cognitive Dissonance is a post-purchase phenomevitere the consumers are in fix with their
recent decision. It is a situation that exists witensumers who have made recent purchases feel
doubts about the wisdom of their decisions. Custagpectations can be explained as the ideas
and feelings of a customer about the product oviserand depends on what he or she needs from
the product. The relation between customers’ egpiens and its relative importance in generating
Cognitive Dissonance to such customers have besehedt by the authors and reported in this
paper. The study is conducted among the studbatshging to the age group of 19-25 years in a
University from the state of Kerala, who boughtumable product very close to the time of study (in
seven days). The dimensions of customers’ expmtsatias been classified as expectation on
quality, expectation on after sales service, exqt@mt on customer consideration, expectation on
offers/promotions, and expectation of price. Thelg revealed that when expectation of price,
expectation of offers/promotions and expectatiorafber sales service are high or very strong, then
the chance for cognitive dissonance are also vagh,hand other two expectations such as
expectation on quality and expectation on custocoesideration have not been found as important
in generating cognitive dissonance.

Key words: Cognitive Dissonance, Customer expectans.

Introduction customers’ product purchase and their

N . satisfaction / dissatisfaction. Customers’ may
Cognitive dissonance or post purchase remorse o  different expectation  about  the

1S ong of the fasm.natmg .areas of Consumﬁl?oduct/service and each can influence their
behavior that can directly influence consumecrogni,[ive dissonance (Montgomery & Barnes
satisfaction and loyalty. It is a state of feeltog 1993). An exclusive study with respect to
the _custgmer after major product purchase. It is «omers’ expectation and cognitive dissonance
a situation that exists when consumers hayse of high importance to the marketers as they

doubt about their recent purchase decisions. é'r"e looking for a satisfied customer base for
the consumer decision making process, the. .. < vival

cognitive dissonance can be positioned between
1



Journal of Management, Volume VIl No. 1

Cognitive Dissonance (CDs) A clear understanding of customer expectations
_ N can help any marketer to satisfy their needs in an
Every human being hold much cognition abOLg‘l‘fective manner than his competitors, and

the world and themselves, when they CIaSh’tf’i‘ereby he can create and maintain a strong base
discrepancy would be evoked that leads © & satisfied and loyal customers. From the

state. of tension callgd Cogpltlvg Dissonangge atyre it is clear that the customers feeling a
(Festinger 1957). It is the situation when thgtate of cognitive dissonance when their

consumers who have ma_de the recer_lt pur_chaﬁ%ectations are not met by the marketers while
have doubts about the wisdom of their deCISIc’Belivering service/product. So recognizing the

N these  situations, people  might havgustomerexpectations in advance are of multiple

conflicting attitudes, beliefs or behaviours thaédvantages to marketers. This research paper is
produce a feeling O,f dlgcomfort, which Ma%n effort to identify various dimensions of
leads to customer dissatisfaction (Montgomeré/ustomer expectations that impact on cognitive

& Barnes 1993). dissonance and thereby customer satisfaction.

Customer expectations Objectives of the Study

Customer expectation means the ideas a% identify the role of various dimensions of

feell'ngs of a customer about the product Yustomer expectations in the development of
service depends on what he or she needs fr%%nitive dissonance

the product and expects it to do. The customer
expectation has been depends on his previdBackground of the Study
experience, advertising, word of mouth, etc.

The customers’ expectation about the product §eV|ew of ava|lfa1b|e' I|tgrature in 'the. .area of
service is the core of their satisfaction. Beforg2nSUmer behavior highlights the significance of

buying a product or service, every Customé:rognitive dissonance in customer satisfaction.
might have some kind of expectations about tReme S_tUd'eS had suggested t_hat custqmers
performance, price, quality, after sales Servngf(pectatlons are also important in determining
etc. with respect to that product. Once thtge level of cognitive dissonance and some of
product or service is capable of meeting 0'sruch studies are discussed below to highlight the
satisfying the customers’ expectation, it can kﬂ:eed for conducting for the research to

termed as customer satisfaction. or CustOmlépderstand the influence of various dimensions
delight (Olson & Dover 1979) ’ of customers’ expectation on cognitive
dissonance.

Significance of the Stud
J Y Anderson (1973) suggested that any discrepancy

Previous studies show that various customer gap between consumers expectations and
expectations before purchase lead to CIpsoduct/service performance will be reduced or
(Oliver 1980, Buskirk & Rothe 1970, Andersorassimilated by the consumers through adjusting
1973). But none of the available studies at@s/her perception of the product/service to be
substantiated the different dimensions ahore consistent (less dissonant) with his
customer expectations that play a significant roexpectations.

in developing cognitive dissonance. _ o
Consumer expectations are limitless. They can

expect up to what they feel. The marketing
2
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policies with respect to quality, promotionto manage the post decision disappointment was
strategy, pricing, etc. are formulated byo deflate or reduce the expectations.

considering the customer expectations. The )
corporate  promotional mixes may formgn an another study, Oliver (1980) reported that

unrealistic expectations for product or servicté1e expectation of a customer with respect to a

which result in consumer dissatisfaction upoRrOdUCt has been influenced by the product itself

purchase and use of the product if it hasn’t reaHhCIUding customers prior experience, symbolic
the customer expectations. Studies show that_ehements, brand  connotations; the context

there are great differences between custoM@FIUd'ng the content of communications from

expectation and actual product performances,SﬁlleSpec’_ple arld social r_ef_qences; individual
may cause a less favorable evaluation of fgatures including persuasibility and perceptual

product that leads to customer disparitglstortlon. The degree to which the product or

(Anderson 1973, Buskirk & Rothe 1970). Service exceed, mget, or fall one’s expectgtlon
leads to positive, zero or negative

When a product fail to meet customedisconfirmation which ultimately focuses to the
expectations, conflict between buyer and selleustomers’ satisfaction or dissatisfaction. It has
would arise. Both the party trying to avoid ostated that customer satisfaction is a function of
minimize their dissension. Advertising andxpectation and expectancy disconfirmation.

other promotional work of the organizations can

build consumers’ expectation even more thdﬁccordlng to Woodruff et al (1983), prior to

product’s actual capabilities. Cognitiveevery purchase and use of a brand, consumers

dissonance or post purchase conflict would B/&ould form expectations of its performance in a
happened by the different perceptions of buyepg?\rtlcular use situation. The expectations are

and sellers with respect to the product failurtf?.red'cuonS of the nature and level of

The customers may expect a feature of tIpeerformance the user would like to receive.
product as very important but the sellers ma@fter experiencing the product, the customers

expect some other features would be monaprmally compares perceived actual

important to customers from the same producqgarfor.mance with expected performance. _ I
It leads to disconfirmation of expectations th‘,ﬂercelved performance exceeds the expectations,

causes post purchase regret (Jacoby & Jaccgr&)osmve mismatch YVI|| oc.cur and vice versa.
1981, Westbrook 1980, Folkes 1984). Whenever the negative mismatch occurred, a

customer would be regretted or feels dissonance
It has been stated that the difference between thith the product and ultimately leads to
pre-decision estimated value of choseoustomer dissatisfaction.

alternative and its post-decision value, _
determined after some of its consequences ha-U%e expectations about the performance of the

been experienced can be termed as post decis%ﬂdua influence the actual performance of that

surprise (Harrison 1984). The rational decisioWOdUCt' Due to some extraneous reasons,

making have a significant level of expected po'g?dividuals would have to expect a better

decision disappointment. That is the expecteﬂfrformaﬂce of a product or service. They

value of chosen alternative increases with tﬁ:é)nsnder th_e expectations as their comparison
number of alternatives. The most obvious wa andard with the performance of the product.
he actual performance of the product during its

usage may not be up to their prior expectations.
3
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It may leads to a post buying conflict with théd5: Customers’ expectation of high price to the
customer about the product purchased (LaToproduct positively affects CDs

& Peat 1979, Woodruff et al 1983).
Research Methodology

It is obvious from the study reported above that _ )
opulation/Sampling frame: Students who

customer’ prior expectations about the produgt . . )
lead to dissonance, if the product doesn’t me%?long to the age from 19 to 25 in a University

the standard. The customers would have varioﬁgm the state of Kera!a, who bought. a durable
dimensions of expectations with respect to tr%'OdUCt close t(_) the time of study (_'n 7 days)
product or service. But the available studies fa{ﬁave been considered as the population.

to diagnose different dimensions of theiéampling size and method: A sample of 120

expectations.  Through a critical review ofy,dents have been chosen through convenient
available literature in the field of CUStome‘sampIing method.

expectations and cognitive dissonance, some

common dimensions of expectations witffools for data collection: Questionnaire
respect to the customers’ product purchase he@nsists of two sections has been used for data
been identified. The researchers consulté@llection.  The first section includes five
experts from marketing and other fields t@uestions to identify whether the customers felt
validate various dimensions of customegognitive dissonance after their purchase. The
expectations identified during the review ofecond section consists of five questions for
literature.  After this face validation processknowing the customers response towards
five dimensions of customer expectations hawarious dimensions of customers expectations.

been chosen for the present study and they a}re N : .
. . . he reliability of the questionnaire has been
expectation on quality, expectation on after sale

. . . . checked by using Cronbach’s Alpha. The
service, expectation on customer consideration, - ,
. . . overall coefficient of Cronbach’s Alpha for the
expectation of offers/promotion and high " : . L
. . entire questionnaire was 0.819. The reliability
expectation on price. ; . . e
of manifest variables used for identifying the
Hypothesis CDs states a Cronbach’s Alpha coefficient of
. _ . 0.914. The entire reliability coefficient is highl
H1: High customer expectation on quality of thgjgpificant as it is higher than the standard
product positively affects CDs Cronbach’s Alpha coefficient. According to the
H2: High customer expectations on after Salgéandard, Cronbach’s alpha coefficient  is
service to the product positively influences CDSO.?(Gaur & Gagr 201,0)' So it can be corlmluded
that the questionnaire used for collecting the
H3: High customer expectations on goodata possess a good reliability.

customer consideration during the purchase . . )
positively affect CDs The Inter item Correlation Matrix between the

manifest variables of CDs states the correlation
H4: High customer expectations ofbetween the manifest variables and all the
offers/promotions with respect to the produananifest variables have a significant positive
positively affect CDs correlation with 1% level of significance.
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In order to check the relation between CDs andentifying the existence of Cognitive
dimensions of expectations, the manifef@issonance. Manifest variable means a variable
variables used for identifying the CDs has to kibat can be directly measured or observed. It is
loaded in to one variable named Cognitivehe opposite of a latent variable that cannot be
Dissonance. If the manifest variables constitutirectly observed (Blunch 2008). Following are
a single component, it would be easy to considtre manifest variable used to identify the latent
that such component as its latent variable, thedriable called Cognitive dissonance:

is, CDs. The latent variable (the extracted ) _
component) was capable of explaining th%.Regret with the product purchased: Once a

variance of five manifest variables significantly.CUStomer directly agrees that he felt regret about
e product he purchased recently, it would

Here the component is capable of explainintgtl1 .
91.8% variance in inferiority feeling with theresembles that he has CDs with the purchase

product, 85.2% variance in availability of bettep:eStInger 1957).
option, 85.7% variance in feeling of regret afté§ Feeling of Inferiority: If a customer feels

buying this product, 88% variance in suggestingseriority with the product he purchased, there
the product to friends because of satisfaction apghyid be a chance of CDs (Cognitive

81.7% of variance in the repurchasing of pmduﬁﬁssonance, n.d).

in the future. Altogether, the one component has

capable of explaining a good percentage gfAvailability of better options: After purchase,
variance in the five manifest variables used ifie customers may have an opinion that there
the study for identifying the presence of CDsshould have been better option than this one. It
So the single component can be named ako leads to CDs (Egan et al 2007).

‘Cognitive Dissonance’ for the further analysis.
g y 4.Repurchase of the same product: If a

The combined variance explained by singleustomer decided not to purchase the same
component, named as Cognitive Dissonance widuct in future, it may be an outcome of CDs
74.949%. In other words, a single componef€ummings & Venkatesan1976).

(CDs) is capable of explaining 74.949% of th

total variance explained by all the manifesg
variables.

.Suggesting the product to friends: Cognitive
issonance feeling customers would not suggest

the product to his friends and relatives (Hunt
Technique of Data analysis: Principal 1991).

Component Analysis, Correlation. ) . ! ) )
P y Authors have identified five dimensions of

Research process: Respondents werecustomer  expectations based on their
instructed to consider the most expensive iteg@nsultations, and interactions with experts in
just purchased, while answering théhe field of marketing, consumer research and
questionnaire as the purchase of an expens@lg§o in academic sector, and these five
items can give a better indication of dissonangéémensions of customer expectations were used
(Oshikawa 1970). The product types were néi the study to analyse the relationship between
considered as the research was to identify tAgstomer expectations and cognitive dissonance.
different customer expectations and theifhe five dimensions of customer expectations
influence in generating Cognitive Dissonancavere face validated and used in the study are
Five manifest variables were used foexplained below:
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1. Expectation on quality: It is the perceptuanalysis

superiority/performance of a product byThe first alternative hypothesis states that
customers before buying/using the same. Tleastomers’ high expectation of the quality of
expectation on quality may be understoothe product positively affects CDs. The null
differently by different customer on the basis diiypothesis would be that the customers’ high
their socio-economic conditions. expectations of the quality of the product have

no significant relation with CDs. The

2. Expectation on after sales service: _Tr@orrelation matrix states that correlation is
cu;tomers’ expectatlgn about  the IOer'oo_“fﬁsignificant. So we don’t have any evidence to
maintenance or repa_lr of the product by ItFeject the null hypothesis. That means as per
manufacturer or supplier after the purchase. the study, cognitive dissonance and expectation

3. Expectation on customer consideration: fif quality of the product has no relation (Table

means the customer expectation about the

personnel’s assistance with respect to generating

awareness and informing new features about th8€ second alternative hypothesis stated as
product during their purchase. customers’ high expectations on after sales

service to the product positively influences
4. Expectation of offers/promotions: This is theDs. The null hypothesis was the customers’
expectation by the customers that any additionailgh expectations on after sales services to the
features or services would be given during thsroduct have no significant relation with CDs.

product purchase. As per the correlation matrix, the Pearson
. . . . Correlation is significant at 1% with 1 tailedt |
5. High expectation on price: It is the

, . . means as per the matrix, we can reject the null
customers’ expectation about the price of ﬂ}?ypothesis and accept the alternative

product. hypothesis. So there is a positive moderate

A Principal Components Analysis has beeforrelation between CDs and high expectation
used for squeezing the variables which are uséi after sales service to the product (Table 2)

to identify the existence of Cognitive

Dissonance and named ‘Cognitive Dissonance’he third hypothesis has been stated as
as a latent variable. The reliability of all thecustomers’ high expectation on good customer
variables in the questionnaire has been checké@nsideration during the purchase positively
in general and the reliability of the items usedffects CDs. The null hypothesis would be
as the manifest variables of cognitivecustomers’ high expectation on good customer
dissonance has been checked separately t&@nsideration during the purchase have no
Finally the relation between the cognitivesignificant relation with CDs. The correlation

dissonance and different expectations ofatrix shows there is no evidence to reject the

customers has been identified by using bivariateull hypothesis. So with respect to the study,
correlation. there is no significant evidence to say that

expectation of consumer consideration have any
role in generating CDs (Table 3).
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Table 1: Correlations between CDs and Expectatioquality of the product

Cognitive Expectation quality of
Dissonance the product
Cognitive Dissonance Pearson Correlation 1 -117
Sig. (1-tailed) .102
N 120 120
Expectation quality of the Pearson Correlation -117 1
product
Sig. (1-tailed) .102
N 120 120

Table 2: Correlations between CDs and expectati@fter sales service for this product

Expectation of after
Cognitive sales
Dissonance service for this product
Cognitive Dissonance Pearson_ 1 D5k
Correlation
Sig. (1-tailed) .002
N 120 120
Expectation of after sales service for this procPearson
. .256** 1
Correlation
Sig. (1-tailed) .002
N 120 120

**_Correlation is significant at the 0.01 leveldiled).

The fourth alternative hypothesis of the studgroduct positively affects CDs. The null
has been stated as customers’ high expectatidrypothesis was customers’ expectation of high
of offers/promotions with respect to the produgirice to the product have no significant relation
positively affect CDs. The null hypothesis wasvith CDs. The correlation matrix states that at
customers’ high expectations ofl% level of significant, we can reject the null
offers/promotions with respect to the produdiypothesis and accept the alternative hypothesis.
have no significant relation with CDs. As peffhat is expectation of high price to the product
the correlation matrix, the Pearson Correlatigpositively affects CDs (Table 5).

Coefficient is significant at 1% level. So we can

reject the null hypothesis and it can be

concluded that high  expectations of

offers/promotions with respect to the product

have a positive relation with CDs (Table 4).

The final hypothesis has been stated as
customers’ expectation of high price to the
7
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Table 3: Correlations between CDs and expectati@momsumer consideration

Expectation of
Cognitive consumer
Dissonance consideration
Cognitive Dissonance Pearson Correlation 1 .096
Sig. (1-tailed) .149
N 120 120
Expectation of consumer consideratiiPearson Correlation .096 1
Sig. (1-tailed) .149
N 120 120

Table 4: Correlations between CDs and high expectof offers/promotions wi

respect to the product

Expectation of
Cognitive offers and
Dissonance promotions
Cognitive Dissonance Pearson Correlation 1 .327**
Sig. (1-tailed) .000
N 120 120
Expectation of offers and Pearson Correlation .327** 1
promotions Sig. (1-tailed) .000
N 120 120

**_Correlation is significant at the 0.01 leveldiled).

Table 5: Correlations between CDs and high expectain price to the product

High expectation o
Cognitive price before buying
Dissonance the product
Cognitive Dissonance Pearson Correlation 1 335%*
Sig. (1-tailed) .000
N 120 120
Expectation of price before buying t Pearson Correlation 335%* 1
product ) )
Sig. (1-tailed) .000
N 120 120

**_Correlation is significant at the 0.01 leveldiled).
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Results and Discussions and expectation on price to the product having a
moderate positive correlation in generating CDs
and rest of the expectations, namely expectation

Customers’ expectation about the quality of th@" quality of the product and expectation on

product is not related with cognitive dissonancesonsumer  considerations have no role in
generating CDs with the customers.

There is a moderate positive correlation between _
customers’ high expectation of after saleQISCUSsion

service for th? proQuct and CD_S' That is if thEven though cognitive dissonance is a short
customer having high expectation of after salc?grm phenomenon in the consumers’ behavior

service with respect to thg product purchasegﬂer their product purchase, it can make a long
there would be high CDs with such purchase. term impact by determining customers’

The study shows that high expectation op@lisfaction/dissatisfaction. Past studies shows
consumer consideration have nothing to do fRat high expectations may leads to cognitive
generating CDs. Since the researchers wéfisonance if such products or services fails to
unable to reject the null hypothesis, it can J&€ up the .expect.ations (Folkes 1984). Authprs
interpreted as high expectations of consumbg€d five dimensions of consumer expectations

consideration have no relation in generatin}y Study their role in the development of
CDs. cognitive dissonance. The finding of the study
that the dimension of customers’ expectation

There is a positive correlation betweeabout quality of the product has not related with
customers'’ high expectation ofcognitive dissonance is not supported by the
offers/promotions and CDs. That means higxisting literature. Many available studies could
expectation of offers/promotion leads to higlelate the product performance (a measure of
CDs with respect to the purchase. . quality) with the cognitive dissonance. For
. .. example, Folkes (1984) had reported the
The study shows that there is a positive P ( ) . P
. . . . Influence of customer expectation about the
correlation between high expectation on price to

. roduct performance over cognitive dissonance.
the product and CDs. It means if the customeFr)s P g

having high expectation on price to the produg@nother finding of the study, the dimension of

before purchase leads to high CDs. In thinsumer expectation on consumer
study, the goods are special goods which tig@nsideration has no relation in the development
customers buying occasionally or rarely. Sef cognitive dissonance is also contradictory to
they are not always aware of the price and theéye findings of some of the previous studies. It
might have an expectation. The selling peopl¢ obvious from past research that consumers’
make them aware that the price they chargedvi®uld have some kind of belief about

fair and in practice. So the marketers camcognition, consideration and presence of
safeguard such customers from being dissonardervice during the purchase that leads to their

. ectation. If this dimension of expectation is
Altogether, the study shows that three kind oepr . . P .
unconfirmed, then it can lead to psychological

customer expectation before the purcha%e " .
. . iscomfort and thereby cognitive dissonance
namely expectation on after sales service for tg

. . Enderson 1973).
product, expectation of offers and promotion

Results

9
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The dimension of customer expectation on aftéitogether five dimensions were identified and

sales service has a significant role for thirmed five hypotheses by relating to cognitive

development of cognitive dissonance. Thidissonance. Out of the five hypotheses stated
finding has been vouched with past research afad the study, researchers were able to prove
supported the literature (Bell 1967). Thishree hypotheses. That means there is no
dimension has a long term impact and customesgidence to accept the other two hypotheses
can measure the actual performance of aftdmrough the study. It states that high expectation
sales service during the usage or experiencearf after sales service, high expectation on price
the product. But sometime, the customers cafthe proposed product and high expectation on
perceive the expected after sales service duriaffers/promotions are leads to generating CDs in
or prior to their purchase process. The rest tife customers. If the customer has experiencing
the dimensions such as expectation @Ds to their product purchase, the possibility of
offers/promotion and expectation on high priceuch customers’ drop out is very high. An

to the product have significant influence in thawareness of the influences of customers’
development of cognitive dissonance and thesg&pectation towards cognitive dissonance is
findings are supported by the existing literaturkighly important to the marketers in order to

(Folkes 1984, Anderson 1973). develop a loyal customer base.

The present study is carried out among theeferences:

university students belonging to the age group of

19 to 25 years and the peculiarities of this a%’uderson R E. (1973). Consumer
[

group might have influenced the results of th ssatisfaction: Eﬁ?Ct of  Disconfirmed
study Most of the studies with reSIOeCltExpectancy on Perceived Product Performance.

cognitive dissonance have been conduct@}&’umal of Marketing Research, 5, 38-44.

among general population of the consumers aggd|| G p. (1967). The Automobile Buyer after

studies with respect to a specific age group Ofge pyrchase. Journal of Marketing, 31, 12-16.
group classified based on any of the

demographic factors are not noticed in thBuskirt R H & Rothe J T (1970). Consumerism
literature. Authors believe that this may be thand interpretation. Journal of Marketing, 34, 61-
reason for some of the findings of the preseht
study with respect to some of the dimensions
customer expectations are not matching wi
results of previous studies. Findings of th
present study will be highly significant for
. Re
marketers who targets customers belonging to
the aforementioned age group and wish to avo@bgnitive dissonance. (n.d). Irwikipedia.
cognitive dissonance to the maximum possiblRetrieved December 13, 2010, from
extend among their targeted customers. en.wikipedia.org/wiki/Cognitive dissonance.

%farden, W, O. & Teel J E. (1983), ‘Selected
eterminants of Consumer Satisfaction and
omplaint Reports,” Journal of Marketing
search, 20, 21-28.

Conclusion Cumming W H & Venkatesan M. (1976).

. Cognitive Dissonance and Consumer Behavior:
The present study was carried out to reveal t%e g

. . . . . eview of the Evidence. Journal of Marketing
relationship between various dimensions
. . . esearch, 8, 303-308.
customer expectations and cognitive dissonance.
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Results of various statistical analysis for checkipinstrument reliability and validity:

Overall Reliability Statistics

Cronbach's Alpha

N of ltems

.819

10

Reliability Statistics of manifest variables of CDs

Cronbach's Alpha

N of Items

914

5

Item-Total Statistics of various manifest variahlesd for identifying the presence of CDs

Scale Mean if Iten|Scale Variance| Corrected Item{ Cronbach's Alpha il
Deleted Item Deleted | Total Correlatiof Item Deleted

inferiority feeling with the produg 7.2500 8.794 .858 .880
availability of better option 7.1167 9.045 .768 .898
feeling of regret after buying { 7 4250 9.255 767 898
product
repurchasing of this product 6.8667 8.806 799 909
future
suggesting the_z pro_duct to frie 73083 8568 805 890
because of satisfaction

The Inter item Correlations Matrix between manifemtiables of CDs

Inferiority Feeling of . Suggesting thg
) I Repurchasing '
feeling | Availability of| regret after ; .| product to friend
. . . .| this product in
with the | better option| buying this because of
future ) .
product product satisfaction
Inferiority feeling wittPearson Correlation 1 754" 784" 670" 749"
the product Sig. (2-tailed) 000 000 000 000
N 120 120 120 120 120
Availability of bettePearson Correlationy .754 1 .600° 697 641"
option Sig. (2-tailed) .000 .000 .000 .000
N 120 120 120 120 120
Feeling of regret aftePearson Correlatiory .784** .600** 1 544 T70%*
buying this product  gjg (2-tajled) .000 .000 .000 .000
N
120 120 120 120 120
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Repurchasing of thisPearson Correlationy .670" 697 544" 1 647
product in future Sig. (2-tailed) .000 .000 .000 .000
N 120 120 120 120 120
Suggestingthe producPearson Correlatiory .749" 641" 770 647" 1
to friends because gjq (2-tailed) .000 .000 .000 .000
satisfaction
N 120 120 120 120 120

Component Matrix (manifest variables are movediore factor named CDs)

Component
1
inferiority feeling with the product
inferiority ing wi produ 918
availability of better option .852
feeling of regret after buying this product 857
repurchasing of this product in future 817
suggesting the product to friends because of 882
satisfaction '

a. 1 components extracted.

Total Variance Explained by the manifest varialiegards the CDs

Initial Eigenvalues

Extraction Sums of Squared Loadings

Component| Total| % of Variance| Cumulative % Total % of Variance| Cumulative %
1 3.747 74.949 74.949 3.747 74.949 74.949
2 .533 10.670 85.619
3 .329 6.583 92.202
4 224 4.481 96.683
5 .166 3.317 100.000

Extraction Method: Principal Component Analysis.
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