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Abstract Consumer expectation is divided into rational and emotional components with regard to the experience of
products or services. The purpose of this study is to investigate the relationship between these two types of
expectations and consumer satisfaction. For the theoretical framework, we use the dual expectation theory with respect
to the should-expectation and will-expectation, and verify their effects on consumer satisfaction. The findings of this
study imply that under rational expectation, consumer satisfaction increases when the result of their experience
exceeds their expectation and the impact is stronger when the will-expectation is satisfied. Under emotional
expectation, consumer satisfaction increases when the should-expectation exceeds the result of the actual performance,
but decreases when there is disaccord between the will-expectation and performance. For emotional-based expectation,
the impact on consumer satisfaction is stronger for should-expectancy disconfirmation than for will-expectancy

disconfirmation.
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T8 A= A BT SolA anA) e T84 = o)) v 4, 7)) o] 7px| 9} o] Azt EA
< O AL QT AR el bl tdd Aels 3 o E ek vE 4 315 Qo 71 9
o] 9l=dl, Churchill & Suprenant [1, p491] = &HIA o} [3,14]. whehr] An|abe] 9 5238 =0]7] $]8)A]
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&3l Fo Ad agar Foleh v el HE 28 Fedow BEd Jevt Yk
gl gk A, aE|a BAlE A= 22 At o ZH)Ap WY A E HEA R APATES 2R
Fo| At AAT  Sl= Jo® Aoetal il Tse o] AbAA 7ol JaFS WX 291 18] 3 7] e}

A 71
& Wilton [2] & &H|IA} 12 AR Z]0ie}k Al 0l 2 S22 A9 g4 A3 gt [1,15-18]. L

E2 AHAPE E 70l =S o)AdH Ao g sdiel [1,19], AA 7
|

&) g
Abole] QUAlE Apololl thEh Ad|Are] WEE-S HrbelE w1 MEdFse 2R g QX9 Q14
Folel Ageofstar ek 711e] AlFoluk Au|zel jE (cognitive factors) 5 AFE & Au|2o] 7px|o] Tgh
3 2HARE SAE R
, de BRlolAl dshar o]i= = Rl 7 (affective factors) 53} 70| o]k 74 Arelo] of
Tl SN G2 WA v 3] 7IHELS g vg R FREIE vk [20-22]. e AR 7)Y
WS ) A oEdRE Aol dom MR I 2 #Ests o] Fdlts <o) SakEmEA, 7))
Mg A A o B2 Ho] LA ujitel & AlEsste] 84 7]t (should expectation) £} o
[3], BIAF WS S B AAIA il SAHRA N ] 7] (will expectation) 2 8L o] B FFS
HoR threixa gt HAE 2RlES YRl Aol AT [23-24]. 8
AAp gkl A= ARl QRO RE AlE Ak o}H A A J1dig dAaF 7] o2 =
ofuf A zell tigk ARAA ZIH] (expectation), IAE 2 dg) = stoll an)Ake] AlFolt Auls AY Fof v
7HA] (perceived value) 123 AAE FH (perceived & TFEE A 228 AA o) [23-24], o449l
quality) & T2 Ut} [2-5]. SIAE F4E AFY A A BAS I OE A ?h 71} gle}. o
94 E= Al dighk o] HAFQ WFo R g B Aty Auzle] AldA 7] A 7] et
B 4= QAL [6], AAH FHo] nA WEo] mAE GAA sy 1E]a o]5e] T Zj”éﬂr oldE 7Jike
G2 AT od A7 EAT [79]. AE 7 2 BaEete] Anp wEe] nx]E g ATstaa)
= AleE Au|=2RY o] AF e S8 1k s
o] 38" o= Aot = =) [10, p.527], AAH &
g2 AF F Au|zg) AvkE EE)F &4, Anj29
&4 Pa Ve A8l 5] 2FeR A, /IXd 2. O|2X WA 2 7}1M
A M4, AS A, 8L AX, T8 A, rE 2
A, Aol A9 & etk kA Q1A E 5]A¢] 2.1 ZMX . 0|M™ J|HEYUX|
QA SE ] SeE, AAE THAE Eobd F 9 7IHELA] o] &L AlFoltt An| 2ol Wk An)|zte]
o] avxpe] W Egk wobd = Y [S5,11-13] PF A 7)) whEe)] o gkS Wtk AAleA] A%k
Aoz AlFolut Aulzel tigh anjate] ARdH ZIt o) [17,25]. ABATFEL An)Re] vl Agke w]x|
Al e kel GEFE PIA AL, 2Ake] ZlHiek & = 99158 A g, AlEo| AH| 9] A A
A} RES e Abelolls S g AR T [3-4]. @, gate] ofn] A, ERele] 9J& -7, 744, ¥} oA
o714 FHEalof & A2, anjzte] dl= FEI 7E ge)a Bu 5 gkl 99150 9Eks nX= oz
Aol GEFE PRIt Holvh vt R, 27k Al wk A [13,15,16,18,26].
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Table 1. Reliability and validity test
Components
Factor 1: Factor 2: Factor 3: Factor 4:
Emotional Should Emotional Will Rational Will Rational Should
Expectation Expectation Expectation Expectation
Disconfirmation Disconfirmation Disconfirmation Disconfirmation
E SEDI1 828 167 -.010 .023
E SED2 .833 .057 .061 154
E SED3 .856 .056 117 .098
E_SED4 .849 .100 .055 .100
E SEDS5 .894 114 .021 .088
E SED6 .873 .063 .042 111
E_WEDI .057 .800 .085 -.055
E WED2 .101 749 .105 -.070
E WED3 .071 .863 -.059 -011
E_WED4 .073 848 -.065 .013
E_WEDS5 .062 .893 -.019 -.002
E WED6 .148 784 -.046 .063
R_SEDI 184 -.044 397 597
R _SED2 237 -.088 .366 .589
R SED3 110 .029 -.109 .822
R_WEDI1 .100 -.010 853 .008
R WED2 .081 .012 .860 -.006
R WED3 -.043 .025 .565 217
Eigen Value 4.564 4.149 2.141 1.502
Explained Variance 25.3% 23.1% 11.9% 8.3%
Cronbach’s Alpha 0.9 0.9 0.7 0.6
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Table 2. Results of hypotheses test

Variables B Standardized Error Standardized Beta t-Value p-Value

Constant -2.580 .037 -69.584 p < .001

Rational Should Expectation Disconfirmation 0.167 037 0.223 4.494 p <.001

Rational Will Expectation Disconfirmation 0.179 .037 0.240 4.832 p < .001

Emotional Should Expectation Disconfirmation 0.287 037 0.384 7.719 p < .001

Emotional Will Expectation Disconfirmation -0.189 037 -0.253 -5.083 p < .001

ANOVA F94,276) = 32.241, p < 0.001
R2 0.318

714 715 Z3}, Rational Should Expectation  Gilbert et al. [29] o] W2 A2 FAo|E FHo|&
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