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(value) 11vn awIin NN NIYITNIEN7'NN NNNA |IXD
DNOVNIl DMXIN NN D' VNN Nidd
DWIN 11 N11oN1 .(Kumar and Reinartz, 2016)
VA A1 7I9N A 7T YT WY )2 TV T
0'3IN0N 0DV N2 NN TNNT IT712'09 NAIND
|"NT7 N 1770 D7TINN 2 .(Oliver, 1980) 1XIN2

TN NN

Expectations) NIroNN no191N 77N
NIV 7y 17NN 72N 77N - (disconfirmation
MY NIOINN NN D'HWN 01NN NTTTIN'OT L |IX
DNNMIN DY NAWNIN ININD NDY 1197 ON7T
|IXT NIVAY - DON' NN B'w2IN 21, M2NMX MNN
DN DT 77N NNWN/ANINN 197D - NIN0N IN
/NINN T NMONN NIDIND NN NI NIOIND 7Y

. (Johnson et al., 1995) NN'wn

|ND - (Perceived performance) D'VIN'AN 77N .2

Nw2nN2 mynwn nino 179n NINTNN NIOINN
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D TV 0210 DD 0N NINVYWN/ANINND 'VINID TWND

70 0NN 1N ,NDNANND INNT M2 /9NN

Wirtz and Mattila, DNINTFINA MMIQINT 77wN
(2001)
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M7NAY NIN 77200 . 'NY70 NN 0WINA NN
NOFMI0 NNTIZIN NYOINT NN NNIYNN AT
NMIN NN NHWN NN DNTNNN N7 DIP7 1DINNY
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(2004
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NI NIMOIVON 19YT71 NN9T 1721 |2 ,0'107XN
(Oliver, 2074) D'312IxN DX NN NWNNNY NITY!

NWINN" NI DIVAY 7Y N7ANN NN
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NN 7'NNNT NN N "IN NIy awinn NN
TYNT N ,0'107XN |IXY VAW 7Y D'IWN D'7TINN
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and Sullivan, 1993; Burns and Neiser, 2006;

(Fournier and Mick, 1999
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171IN2 JNINN 7Y 0110 02T NI7 N0 |IX7 VY DI|7'7
NI NN NNIDNON":DY7IYNN DNIN (77X .0NNN

(Ascarza et al., 2018) "NNIAN NIFTT NN 7Y

TV NTTN N DIOINA NN, T N7201 NINAT NI 19D
IN INXINN NN WI0T D717V DN NT NINKZT DN
NN NT7IVO D737 D717V DN DMINY7 DN .NTNNT
NnM9N IN T VT N9 ,MANT NI AN |1
0”019 070V D'911T7 TWNT) NNNN NINIAZT NAITNN
nO7NN NI'M7 Ny N9 NITVO .(DM7YNN 1IN
IN (exit option - NN'Y' INWON) ININN N3N0 7ITNT
(voice option - 112'T NNWON) 012N A7 NO7NN
0017 oY Migjm (Cadotte and Turgeon, 1988)
AV TIN NNMOND NNXY NN NN Nwioan MNN
NI7ID1,NNAIT7,02WNN NNAN NINMN 71011 NNINNN
DN'N2 7V N2 2NoN D'WTN D'AWNN Va7 NITWT

Presence of Expectation (Congnitive)

[IAWN2 NN NT7TIN - (Attribution) DIN'A 77IN .5
NINY NN (01) NYOWIN 127XN T 1XN NvAawy
noIvN NNWNANIND 'WINAT N0 091N
AN 0N NWITYT 0NN |27¥N ,VINAD NN
710! qmn Nl NOTWNE NNIAN LVINAD DN
/ANINN {7907 NONI'M VINAN NNY) 1IN NI
JUNIT AN .(DWX7 NONIM N'T) M9 IN (NN'YN
0'011 010X D NI I NIVIAY viaiaa n7|7wn
N7N DN NN'WA/ANIND D172 197D 01INT0 NIMT
2N AN NINY 717002 0T DVIND D'09N)
N712' 7907 ON'N 2NN DN 91017 .770 T2
ON 1'97) 'IN70 NINO ' NIN D'WINAD NOMTY
Calder and) N'77v N 7Y NDNN DYIN
(Burnkrant, 1977

D7TNNN DY - (Affective) D"wIY D770 .6
07NN N1'N22 D'NNNN DI'NY APARRIUARITV
N2'N 001 NI L,NTN DI7TIN 197 . 7272 D71
N7V IXN vy niwinn 7V D'Vovn NN NNl
(Westbrook, 1987) n2Ixin NN

DN 7Y MTNY NN WITN - (Equity) NN 7TIN- .7
VAT N PIN 0NNV 7NN NIANT VA
VTN YRNDN NNIYT (790 |80 INIWNN 197
NN17 0N) NNNAN NIWN 7Y DTN NN (D)
NN 19D ,0NNN. DIINY NNW/ANIN 7Y DVINDN
(Vogel et al,, 2008) (j21¥N '2'V2 NDON)

DNMIONT 0N 02X NANN ;1 1720

Existing Expectation

No Prior Expectation

Satisfaction

Positive

Delight

Dissatisfaction

Experienced Performance
(Partially Affective)
Negative

Outrage and Pain

Source: Adapted from Berman, 2005
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NINGZ7 N
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"N AAdvantage N'IDMN N NN 1981 NIWA TN
N0'L D'0D NN 7Y ANNN 1AVT NN NNINNND TNV
ANIT TN I NNOT W7 TV NAwWNT L NIFTT TR
NV NI NT)INT NIFTN 0V NI 7Nyl 7in g
20% 1Y ,nolvnin vl J']II']I|7'7H NN N7onnn
AT QA .0ninnn 80% D'0'2N NNaNne NN
,NY1 NN OV9 (71 000 ]']II']I|7'7HD n'xNNN N7vnT
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DN NN INVE N Y7 721D ,0'NNIE DINNN N7
INNO'0 MN'W DNT IVNIN 17N NOIVN NNAN 019" 7NN 1NN
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DWW 12VN MON NNXENY NINTIINN] NI MINND
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(Kumar and Reinartz, 2016) NTANT WY QN NI

NN N NIVAY NN NN NINET N7 n1wn 1T
QVTIND LT 7w DMONINNA NINZ7A D77 7Y
TV 079000 DIN DMWY DANIN 7Y 7N YNNT
DNMDINY D'MIVN DN .DNMIIOIY 7w NI [719'01
JUTINT AN AN DN NN NNTNI0 NI NN
0N 90112 .NNIRJ NIV YA DNXINA MY TN
2NN 'Y NN 72 NTNIMN NNINN N D'YONN
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Q'VNon NIVNNIY Nio'w2a ,71|77 NONY NTNN NI
Arnold) 'MIroN7 1avn NINLdN N72aN 17 047 3vni MiN

(et al,, 2005; Ludwig et al., 2017; Souca, 2014

NYNon :(Delight) NIANTNNN TNNT DNINN DN 1Y
772NN N D20NY DNlL,NINNETAIN NYNon 7'W1)
1 DN ANINY 19D | IXY VAW NIFZT7 2NT7) N7 2

nynonn NDNiA
:(Effect of surprise)

19VN 2NN 19X M72N NIVNON DANIN DWIND 2N
NN NANTNN NINYVONN NI NNN XD N DTN
NIvNon o'mn 1NN "|7'7TJ" 7w NINN-INEY T
O7IN.EMOX DVINN BUIN IININYI WNN NI NIN'YI
25 7w DNMI97 0N IN NN'Y Y e 2w ot 0y
LO012NNT7NN 'V 1D INXND DN 19X NT |9IND D'ONNN
QWINNWD NI 7TV N, NINN 7Y 131V DINN TN

(Berns, 2001) 1IvNaIn

7NN . TINTT 07N 127 NNNY NIVNONY NXNY TV
NIYNWNITINTT N'N2'0INN DN NNIN |0 1D NYND NN
NINN 0¥ NN N |2 ,'2'01317 NINO1 AN 17
NINPFoN NN 7'VonI 0'0197 17 D'WT7 D'WINT DI
|'N¥ 1anon .(Barto et al., 2013) DN7¥ NIMANA

noyin

NIVIY 17N NINDNITD NDNN NYOWN ININAENNWN
MIYNN ,90101 10N NIANTNN M2 NNl |ix)
NIVIAYT NTAINN MTINN 7¢ NNNNNNT V1101 NIFO0
CS;) NNIWNT D1IW 017N 7V NODANN NW 1IN |IXY
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DWIND NIYXDND MIN NINAT 77 ,N7TNN27N NIDIND
ANINTID  NNNN D702 .0'WN2 170N 1IN 0111012
0NN N7 D'WVINAT D'ONNYW D'DIX 1D NINAIN NINTN

(Oliver, 2014) 0'¥INN NIM7 DMYY D'YWNNNNY

DANIN AN 7Y 2NN 1N 7Y NMNNNN - DINNND
ANINT ANINN Y7 1ON7 NI |9I¥7 &' 0NN
DNONINA D'7IUNY NN NNT NINND TNONT 1907
NIMN7 |01 YRNN DWW TAND VRT7ND D7
N2INT DT NINATE TNVA DI W MININN NN
DN DNZNNY DNDIT DN 'NTD YAND 10T ININND
YNINND NYNN 19 NNAY TN N7 NN NITY 9
12NN NINNNT Q0112 017 NIFT N 7w NITvan
DN7 WY D'70V7 NN 'O D72VN D00 7INY
DININNN D70V NNIYT D1INND NINIZT 7w 21 1901
NI NN DN DINND NINKZ7Y DIWN DNT 71 NN
7N 7NN 1392 DANA NN DN |NTINT D01
TINT NIFTN T NINND 7Y AINWT 20IN1 N7 1NN
NI AW NN WY NIZTN 1IN DDWN 0V |0
DUNIO7 PDIND NOWNI NNITINDOA NINT7NN 7712
VAN NV NIN D192 DUNI0NOI DU7IY DT
NNNINND .N19Y |9INT DIWITNI DN YONNI N
INT VAW PN 771 N7 INT NI NIINND NN2NT DT

N7 NI77 7N NXNN N7 :1 DN

narn nvnon

A

(Delight)

™

NI712'09 NMIY
(Arousal)
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D"rn niwan
(Positive Affects)

¥

I vy
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(Positive Surprise)
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(Satisfaction)
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N72 NN VIOWNT WY 19N M7AN 00NN OND- .2
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101 7710, NIYNWN |9INA NI ' NYN9NAI NN
NTN NN VY NIONT NN NI 19D JI017N NINTY
NN DN IVIOIN N7/) NI0TION'NNI NIIIINN

NN NI AN (INITTN 7Y

NTAON DY NINNNT DAY 1INY D'M0N DI0Y 7NN
NIYNONI 07NN 7¥/ NyOwin 0'INIA 1IN 1272 00N
1M1 DD0INN QY NINIFTT 7 NIANTNATIND NIVAY TV
T ANIN 77D 0T NRITN NY NINY N A7NnT
011N 7NNA DIT7INANAENIYNONN .0DINI |IXY NIVIAY

Fixed number Receive
of planned a surprise
purchases/ | —>»| coupon for —>» Unse;\rljiﬁcted
money a planned g
to spend purchase

D'WINT DINAT7 7D NPT AN NYNoNNY N1oN
N'INN12 MY 30 1197 VY /N Aalo wionT
non D7N7 Wpmnnt nixiayz MY7 D'WIN ||77|I'1
00 10 7w Ya0N "NIPEN2 INYN" NN N7 NAN
D'NND .D)'N2 0'DN0N INT'Y ]]7I DI7'NN NN 17
NP NIND ITRYIYD .00DN )2 7V D7WT INTN)
N NN NN 7Y NIWNN nxXn Man mniT
12T INXD NTY DTN DNIWVT 000NN |IX7 VY TV

.(Schwarz, 2008)

NINNN Y

.(Sherry, 1983) NN '71|77 0NN O'WIND 2N
IV WD v :7]|7T]7 02 0Dy 01INL N1NhNAa
NI712'09 1V (Income effect) ND12N DI IN NI T7IT)
TN 1y Pl (Giesler, 2006) .71|7D|_1 NN DO'XVNn
TAFNT 7INAT7 MIVNN NND YN N0V 7Y oA -
TN (Ruth et al, 1999) (Token of appreciation)
NN DN NINNN ]'17]|7 DY 27w NyNonin 01N

DA7NN

|9IND ,NINNE NYNON 0NN Y 17111 ThN 17NN
70007 1WINY NINIFTN 70 ,010N0 DI JND ININNN
NIV |I9K7 TNINA 'Y NITYTN D00 1727 177w 7IT)

NYN9NN Oj79N :2 D'wNN

Psychological
income effect

Spend more on....

* Sale items

* Close proximity items

* Cognitively related items
* Treats

* Priming effect
* Memory effect

Elevated
mood state
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Empirical Results Based On Dollar Value Spent

With Surprise Without

Hypothesis Variable N¢/Nne Coupon Surprise Coupon  t-Statistic
Average dollar value

H1 of all unplanned 105/87 $27.26 ($21.53)7 $19.58 ($18.01) 2.69**
purchases
Average dollar value %

H1 of shopping basket 105/87 $83.91 (37.96) $75.22 (36.22) 1.62
Average dollar value

H2 of all unplanned 105/87 $5.06  ($7.11) $3.56 ($6.67) 1.51
purchases on sale
Average dollar value

H3 of all unplanned treat  105/87 $5.08  ($5.83) $2.74 ($4.36) 3.18***
purchases
Average dollar
value of unplanned x

H4 cognitively related 105/100b  $2.31  ($4.54) $.72 ($1.95) 3.28
purchases
Average dollar

H5 value of unplanned 105/100b  $2.55  ($2.54) $.40 ($1.27)  7.94%**
proximity

* p < .05.

* p<.01.

wk A p <.001.

Notes: N¢=number of observations among consumers who received a coupon, N™ = number of

observations among consumers who did not receive a coupon.
a Standard deviation is included in parentheses.
b There were 100 (rather than 87) purchases here because some consumers bought more

than one of the focal products.

DA7IND 7 N1 NT N7 N7 NINATT DRI
MNINN DN AW 2,00 DAWNT VNN MNN
.NYNONAI NINNAY 1I71'090

NMOXN NIM70VN NINXINN NN IN20N 1Nan Nn'van
N7 NI77 NN

|NNI/ANT NITT

NI NITIT NN NI N2 NI9DNA woN
Cross-selling MxIN NI wiN
(Upselling) N97NN MXIN NI'¥ON

[INT NON ' Wnn

D'NN MW7 NINS Wi
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NN, 2017 NINAN 12NN, VIINE 201 NI 07710
307200 DININI 727NN DN DINNAN . TIVE NN
NIV LY NIMNINEDIN ININT NIIN,DINWNN 1YY 07N
N72N NINATT) MNI72AN NIN7 DNIYT 101N NN
N7IQ0INN M7 |IXY NIVAEA 1290 D'YWIN NN1)
MINN 717N WY I N1 L(D'YAN M7 NINGTT |02 1770)

JANMNT7 I NIvay |2

YDA NIRNN NwN1 wnnwin 0inna 0mn7nnn 1n
Y "3yN 7NN NIANTNN MO I NIV DTN
Y 01T NNI' NINWN 712 Strohmetz et al.,, 2002
137¢ D77 27NN NIRFYA (Tipping) DNWNA 071NN
DINTN IWNDY NNND D0 YA (Hornik, 1992)
MINAITON'IOX M7 VIIX W 12WNN DY NNT 01N
NMIYNWN 71 0NN VY A7 Dol IN 07NN



0'D0IN NN 7Y NN NN 7Y NE7TN (I NIVIAY NYOVN :3 N710
Impact of Customer Satisfaction on Repurchase Behavior for Dealers’ Automobile Service'

Level of Total Number of ~ Customerswho  Average Number  Annual Average
Satisfaction Customers Repurchased of Repeat Visits ($) Net Profit
High 48,7(;38%) 2810(2;6%) 114 38.11
Medium 18,7(-?23%) 95(212.1 » 0.96 36.84
Dissatisfied 1 0'3(?8_4%) 4,5(22.6%) 0.89 31.17
Bonus Program? 6,23;5%) 4/?7?.2%) 132 4167
Not Contacted? 28,4523%) 14/%37%) 0.98 37.63

1 Second quarter 2014,
2 N=112506.
3 After service call; Washing car; extended warranty; gifts.

[IXT NIVAY Mgl 210 NN 12arnn ximng n||7|nlJ I"NnJ”
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"Make your customers your best friends; treat
them that way all the time, and they will always be
your customers. Provide them with extra beneifts
and they will always be your best and delighted
friends.”

(Southwest Airline) DOII'NIND
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“Customer delight has to be strategically integrated
with other business objectives such as proiftability,
ROI, and market share. Customer delight should be
a company’s key strategy.”
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Delighter Customers Are More Profitable

- Price
premium

Referrals

Cost
savings

Revenue
growth

Annual Customer Profit

Base
profit

Price
premium
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"Meeting customers’ expectations will only satisfy
them. Exceeding their expectations will delight
them!” (Kotler, 2016)
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