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ABSTRACT 

A nationwide survey of Canadian consumers investigated their 
satisfaction and complaining behavior with respect to a compre-
hensive set of products and services, including twenty-three 
categories of housing and home furnishings. Results indicate 
that although the vast majority of consumers are satisfied with 
housing and home furnishings as a whole, there is significant 
dissatisfaction with individual categories such as mobile homes, 
sofas, chairs and other living room furniture and swimming pools. 
Many consumers experiencing dissatisfaction with housing and 
home furnishings do not complain or take formal steps to obtain 
redress. Thus levels of complaints about housing and home furn-
ishing products do not properly reflect levels of consumer dis-
satisfaction. 

INTRODUCTION 

Although the literature on consumer satisfaction and complaining be-

havior has expanded quite rapidly in recent years, few studies have so far 

focused on satisfaction with housing and home furnishings. The absence of 

extensive coverage is rather surprising given the assertion that housing 

constitutes one of the major problems faced by consumers (Margolius, 1975). 

To date, research has centered around efforts to conceptualize and measure 

housing satisfaction in an international comparative setting (Hempel, 1977), 

to define the relative habitability of housing for public tenants on the 

basis of four interacting subsystems (Onibokun, 1974), and to examine con-

sumer satisfaction with housing using derived deficit scores as predictors 

(Winter and Morris, 1979). Another study focused on consumer satisfaction 

with home furnishings made from textiles (Nichols and Dardis, 1973). This 

paper reports on the application of subjective ratings as a measure of the 

performance of housing and home furnishing products. In particular, data 
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are presented which examine levels of consumer satisfaction, dissatis-

faction and complaining behavior with respect to a comprehensive set of 

housing and home furnishing categories. 

In recent years, public policy makers have assigned a relatively high 

priority to the development of programs designed to protect the consumer in-

terest. To build such programs, policy makers have an interest in the acqui-

sition of information which provides a basis for diagnosing dissatisfaction 

with products and services and assigning priorities for corrective action. 

In this regard, the limitations of conventional complaint data as a basis 

for guiding policy interventions are increasingly being recognized. Complaint 

letters may be misleading since they tend not to be representative either of 

the types of problems confronting consumers or of all types of people ex-

periencing consumer problems. For example, complaint letters suffer from 

"big ticket" bias since they tend to focus on unsatisfactory consumption 

experiences with products that are unusually important to the consumer 

(Day and Landon, 1977, 1976, and 1975; Wall, Dickey, and Talarzyk, 1977). 

Volunteered complaints thus tend to underrepresent dissatisfactions with 

lower cost items or those which playa relatively modest role in the consumer's 

daily life (Day and Bodur, 1977). There is some evidence, as well, that 

writers of complaint letters or those who take some action to resolve their 

dissatisfaction are atypical of the entire population since they tend to be 

younger, better educated, more affluent, and more active politically than non-

complainers (Stokes, 1974; Warland et al., 1975). 
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OBJECTIVES 

Consistent with the need for better information about consumer sat-

isfaction, dissatisfaction and complaining behavior, the primary objective 

of the current research is to increase understanding of the types of problems 

confronting consumers. 

The specific objectives of this paper are: 

(1) To report levels of satisfaction and dissatisfaction with housing and 

home furnishings purchased during the recall period; 

(2) To compare levels of consumer dissatisfaction across the various cat-

egories of housing and home furnishings; 

(3) To identify those categories which appear to have caused the greatest 

amounts of dissatisfaction among purchasers; 

(4) To identify recurring reasons for dissatisfaction with housing and 

home furnishings; 

(5) To describe how consumers who report dissatisfaction attelnpt to resolve 

their dissatisfaction through alternative courses of private and public 

action; 

(6) To assess how satisfied consumers are with the way their complaints about 

housing and home furnishings are handled. 
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THE SWDY 

The data for this study were obtained on an aided recal1 basis 

through a nation-wide survey of Canadian consumers conducted for the Consumer 

Research and Evaluation Branch, Consumer and Corporate Affairs Canada. The 

research instruments employed in the study were similar in content and scope 

to those used in a similar localized study conducted in Bloomington, Indiana 

(Ash, 1978; Day and Ash, 1979; Day and Bodur, 1977 and 1978). The data were 

gathered with bilingual self-administered questionnaires using the drop 

off-pick up method to a national probability sample of approximately 3000 

dwelling units in Canada during the spring of 1979. Approximately one third 

of these households received a questionnaire dealing ~ith "Durable Products". 

One of the four sections in this instrument dealt with "Housing and Home 

Furnishings". This paper is based upon responses to the Housing and Home 

Furnishings section of the questionnaire by 1,030 adult Canadians, both males 

and females, eighteen years of age and over. 

A five-stage stratified probability sampling plan was employed to gather 

the data. Although the exact ~ response rate cannot be completed with the 

modified probability sample drawn for this study, results have shown that the 

data compare favorably with Statistics Canada census information. The results 

reported here are based on Canadian data and may not be extrapolable to the 

United States, particularly since differences in industry structures and gov-

ernment policies may lead to variations in consumer satisfaction and dissatis-

faction with specific housing and home furnishings categories. The approach 

used in the study should, however, be of as much interest as the detailed results. 
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The initial task required respondents to indicate whether or not they 

had purchased or used any items from the category during the three year re-

call period. Those who had indicated that they had purchased the product 

were asked to provide a rating of the relative importance of the category and 

of the relative extent of satisfaction or dissatisfaction with items con-

tained in the category. Subjects then indicated whether or not they had been 

"highly dissatisfied" with anyone of the twenty-three housing and home furn-

ishing categories during the past three years and, if so, stated the frequency 

of dissatisfaction and named the one category which was "the most unsatisfac-

tory of all". The remaining questions in the section provided additional data 

on this single most unsatisfactory product category. First, subjects were 

asked to complete a set of questions identifying their reasons for dissatisfaction. 

Next, respondents were asked whether or not financial loss resulted from their 

unsatisfactory experience. Then, those reporting dissatisfaction were asked 

to indicate what steps were taken, if any, to resolve their dissatisfaction. 

In line with the conceptual framework developed by Day and Landon (1977), the 

action options were divided into two groups, personal actions and direct or 

public actions. Respondents who reported taking direct action(s) were asked to 

indicate how satisfied they were with the way their complaint was handled. 

FINDINGS 

Product Category Responses 

Table 1 summarizes responses denoting purchase, relative importance 

and level of satisfaction/dissatisfaction for each of twenty-three housing 

and home furnishing categories. The percentage of subjects purchasing each 

category within the past three years is first listed, followed by the per-

centages of subjects rating the item as highly important. Next, the frequency 
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of purchasers checking each of the four satisfaction/dissatisfaction scale 

responses is reported. The final columns in Table 1 summarize the per-

centages of satisfied and dissatisfied subjects for each product category. 

The results indicate that mobile homes rank first in terms of percentage of 

dissatisfied purchasers (20.0%) followed by sofas, chairs, other living 

room furniture (15.3%) and swimming pool (14.3%). Three of the five product 

categories indicating the highest percentages of dissatisfied purchasers in 

Table 1 appeared in the corresponding table reported by Ash (1978). These 

categories were mobile horne, condominium or coop unit, and swimming pool. 

Although differences in industry structure and government policy between 

Canada and the United States may be of relevwlce, the convergence between the 

two sets of results is impressive. The results covering horne furnishings made 

from textiles may be compared to those of an earlier study which reported that 

66% of the purchasers in the sample were relatively satisfied with their 

purchases of these products during the past years (Nichols and Dardis, 1973). 

The results reported in Table 1 cover positive as well as negative 

aspects of consumers' reaction to housing and horne furnishings and, therefore 

represent a balanced appraisal. In addition, they are less likely to be 

subject to the "big ticket" bias associated with volunteered complaint data 

or with studies which ask consumers to recall a single unsatisfactory ex-

perience; the instrument enables each respondent to report more than one single 

unsatisfactory experience. Furthermore, information on the rate of purchase of 

products permits the numbers of consumers expressing dissatisfaction with 

the category to be considered in relation to the total number of respondents 

reporting purchase of the category within the recall period. For example, 
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only 2.4% of respondents reported purchasing mobile homes during the past 

three years, yet 20.0% of these subjects expressed dissatisfaction, the 

highest percentage among the twenty-three product categories. Mobile homes 

are not identified as a serious problem on conventional complaint lists be-

cause the absolute numbers of purchases of this product is relatively small. 

Individual Satisfaction Scores 

An average satisfaction score was computed for each subject based 

upon the satisfaction ratings provided for all 23 housing and horne furnishings 

categories. Each of the subjects was assigned to either half of the four point 

satisfaction/dissatisfaction scale. Thus, if a subject had checked the 

"somewhat" or "very satisfied" response for all twenty-three categories, that 

individual would have been assigned a score of 1.000. However, if the res-

pondent had checked the "somewhat" or "very dissatisfied" response for all 

categories, that subject would have received a score of 4.000. Given the 

probable low interdependence of these products with respect to substitutability, 

the additive and compensatory assumptions upon which the average satisfaction 

score is based may not be too unreasonable. 

Results covering the average satisfaction scores for the twenty-three 

product categories are divided into four sections of housing and horne furnishing 

items and are reported in Table. 2 They show that an overwhelming majority of 

95.5% of subjects had average scores in the satisfaction range for the entire 

set of twenty-three categories. However, comparisons between the four sections 

of housing and horne furnishing categories indicate that the lowest fraction of 

subjects in the dissatisfaction range were found in the case of housewares and 
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accessories (categories 18-23) whereas the highest proportion of purchasers 

in the dissatisfaction range were associated with furniture (categories 11-17). 

These levels were 4.6% and 10.8% respectively. The table also reveals a 

relatively high percentage of subjects in the dissatisfaction range in the 

case of housing (categories 1-4). On balance, however, it would seem that as 

far as housing and home furnishings categories are concerned, "consumers see 

far more good than bad in their experiences." (Day and Bodur, 1977, p. 264.) 

TABLE 2 

ALL RESPONDENTS CLASSIFIED BY 
AVERAGE SATISFACTION SCORES ON HOUSING AND HOME FURNISHINGS 

SECTION MEAN SATISFACTION SCORE 
Satisfaction Dissatisfaction 
Group Group a Total 

n % n % n % 

1. Housing 221 90.6 23 9.4 244 100.0 
(categories 1-4) 

2. Home Improvements 646 93.5 45 6.5 691 100.0 
(categories 5-10) 

3. Furniture 635 89.2 77 10.8 712 100.0 
(categories 11-17) 

4. Housewares,Accessories 852 95.4 41 4.6 893 100.0 
(categories 18-23) 

TOTAL SECTION 919 95.5 43 4.5 962 100.0 

NOTE: a Total sample is less than 1030 due to missing data. 
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Instances of Consumer Dissatisfaction 

Subjects were then requested to indicate whether they had had one or 

more experiences during the previous three years with housing and home 

furnishings with which they were highly dissatisfied; 19.7% of subjects re-

sponded affirmatively. To organize the analysis on reasons for dissatisfaction 

and actions by dissatisfied consumers, subjects who had reported high dis-

satisfaction were asked to indicate the one product category which was the 

most unsatisfactory of all. 

Table 3 shows the percentages of highly dissatisfied purchasers of 

housing and home furnishings who cited each of the twenty-three categories 

as most unsatisfactory. Purchase of a mobile home registered the highest 

percentage, purchase of a building lot and bookcases, shelving etc. were 

tied for the lowest with no purchasers reporting that they were highly dis-

satisfied in either case. The results suggest that housing categories such 

as mobile homes and condominiums or coop units appear to generate an intense 

level of dissatisfaction more frequently than is the case for home improvement, 

furniture and household accessory items. In addition, the table indicates that 

a relatively high percentage (14.3%) of swimming pool purchasers reported being 

highly dissatisfied with their acquisition. 

Reasons for Dissatisfaction 

Subjects were asked to check reasons for dissatisfaction with the one 

product category named as the most unsatisfactory of all. Multiple reponses 

were permitted. From among a list of twenty-five reasons, respondents checked 

an average of 2.62 items. Table 4 reports the percentage share of reasons for 

each of the mentions. The most frequently cited reasons were: "the quality 
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TABLE 3 

CONSUMER SATISFACTION/DISSATISFACTION STUDY: DUR~BLES 
ITEMS CITED AS THE MOST UNSATISFACTORY 

PURCHASE EXPER I E/JCE BY PURCHASERS 

SECTIml: HCUSIt\G & HO~IE FUR:--<TSHI~;GS 

CATEGORY/lW'! 
NO. OF 
PURC~ASERS 

PURCHASERS CITInG EACH ITE/·1 
AS THE MOST UNSATTSFACTORY 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

Purch3se of a single-f3mily or 
dup 1 t!.~ house for use as your 
home. 
rurch3SC of 3 condomini~~ unit 
or co-oper3tive apartment for 
use as your home. 
Purchase of a mobile home for 
usc ns your home. 
Purchase of a cottage, house, 
condc~inium unit, or mobile home 
for u~e 3S a vacation home. 
Purchase of 3 building lot or 
other land for your 0~11 use. 
Ho~e imrro~c~ents: adding 3 
gara~c ~r room, driveways, patios, 
fcnc~s, tennis courts, major 
land,c.1ping. 
Installation of a new furnace, 
centr31 air conditioning unit 
or a heat pump for your home. 
Installation of aluminum siding 
or insulation for your home. 
Purch~se or installation of a 
swi'"1ming pool for your home. 
Buildin, materials for "d:l-it-
yourself" projects, such as paints, 
wallpaper, or self-installed 
insulation. 
Bookcases, shelving, display 
cases, wall units. 
Sofas, upholstered chairs, . 
chaises lounges, reclining chairs, 
rocking chairs, other living room 
furni ture. 

13. Dinin~ room tables and chairs, 
buffets, china cabinets,kitchen 
furni ture. 

14. Bedroom furniture, mattreSses and 
box springs, water beds. 

IS. Baby furniture.children's furniture. 
16. Porch,patio and garden furniture. 
17. Desks, bar units, den or family 

roem furniture. 
18. Carpeting, linoleum and other 

floor coverings. 
19. Draperies and curtains. 
~O. Lincns:redspreads.she~ts.pillo~c35es, 

bl~n~ct5,Co~iorters,quilt5,pillo~s, 
t3bleclot~5,towels. 

21. Electric blankets,heating pads. 
22. L~ps,clock5 ••• 

23. Hou5e~'3re5 

NO. 

190 4 2.1 

15 2 13.3 

25 5 20.0 

42 2 4.3 

52 

232 3 1.3 

95 5 5.3 

li9 4 2.2 

21 3 14.3 

590 13 2.2 

201 

442 3S 7.9 

266 8 3.0 

334 Ii 5.1 

119 6 4.7 

146 7 4.8 

99 3 3.0 

4 ~~ ., 12 2.3 

429 10 2.3 
;07 12 1.7 

1:6 5 3.9 

429 16 3.7 

601 24 3.9 
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refund or all exchange 11. Ihe up.alpr mlsrepre5~e~n~te~d~h~,~·s~a~b~i~l-:i·t-:y~t::-o~~~~~-~-~--~~~~~~~~~~~~~--~--~~~~~~-~~~~~--~~-~---~~~~-

Qrovide p.1rts and service for the ~-=0-=d-=tI~C-=t~~~~~~1_0~~~~~~~~_1~._8~~~~ __ ~~~~~~~~~~~~~~~~~~~~~5_._0 _______ ~ __ 
18. 1 was tric~ed by a sales",.)n inlo tlllying 4 0.7 1.9 

a mflr(' e'p"lls Iv£! mod£' I tlt.:,~~lp:::(~I=_~~~~~~~~-..:....-~~~~~~~-~--~~~~~ __ ~~~~~~~~~-~~~_~~~_~_~~~ __ 
'"'19"-. ~;C;II:-,e'-'pric£! lh.lt .... 15 cl·.)rlJ~'J .... lS hi(lller 2 

th"n .. h.lt 1 hJd .)~l'·e"d ~~~y_.,....,.-;-~~~~_~~~~~~~~~~~~_0_._4_~~~~~ __ ~~~~~~_~~ __ ~~~~~~~~~_1_._0~_~~~_ 
20. Jhe price thal "'.]~ charqp.d was hiyher 

~;~t~~LI~~v:~~~~,~~;~.:..1~~~~~~'i~c~e===:======::===============~~!:--~~~~~~~~~_~-;~,.-~ __ ~ _____ ~~.-~~~~~ __ ~~_~ __ -_-_-___ -_-_-_-_-_-_-_-_-_-_-_-_-~-:-~~--~--~~ 
2~he Pl:o.jl-,Ct:idv,~rtl~lj ·15 a "spec1.JI" or 15 2.7 7.4 

1 0.5 
1 II 'i 
J 1.5 

"IJil r!J.l in" 101.15 IIn.]v ~ i 1.)b~1 eo... -.:a!:t'---'t:..:.I:::'e,~5~tc::o.:..r.::e~~~~~~~~=_~~~~~~-_:__=~~~~-~~-__:~~~---~-=--::~~~ __ ~~~~-::_::__~~~~-
23. 1~~rodOCt w.],trd energy_'~~~~~~s~=_~----~--~~~7--~-~~~~~~1~.~)!-~~~~~-~~~~~~~ __ ~~L-~~~~ __ ~_~~3~.~5~~~~~ __ 
2.1. I Ill! instrllction'. for using .",,1 ttl~.i"q 

1 0.5 

cap! or Ihl' /ll'od"ct WfOre iI1Lompll!l,' or it 2.0 5.4 3 1.5 
i mposs ill I e lu , ... "'!_.,-~.,--:--~~~~~-~~~~~...."-~~~~~~~-.--,,..~~~~~~~-~~~~-~~_,..~~~~~-~~~T 

25. Other reasons not listed above 22 4.0 10'.6 13 6.5 
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of workmanship was inferior." Both of these reasons for dissatisfaction 

were predominant in the corresponding table reported by Day and Ash (1979). 

The relative importance of these two reasons reflects the problems of in-

suring quality control in housing and home furnishing organizations when 

quality is dependent not only upon physical product characteristics but 

upon the workmanship of individual employees of the supplier organization. 

Consistent with the results of earlier studies (Mason and Himes, 1973; 

Wall et aI, 1977) ,significantlY f~ersubjects were dissatisfied because of 

marketing practices, such as selling techniques and advertising claims. 

Because several of the reasons cited for dissatisfaction were related 

to a greater or lesser degree to particular housing and home furnishing 

categories, the percentages of dissatisfied subjects mentioning each reason 

were examined in termS of four groupings: (i) housing, (ii) home improve-

ments, (iii) furniture, and (iv) housewares. These results are presented on 

Table 5. Review of the table indicates that the home improvement, furniture 

and household aggregate results reflect the reasons cited by subjects re-

porting dissatisfaction with furniture products more so than housing, home 

improvement and houseware products. The results suggest that insuring quality 

Control may be the most seriouS problem facing furniture manufacturers. Another 

important result of the analysis is that, in the case of home improvement 

prOducts, 72.2% of dissatisfied purchasers indicated that the product did not 

perform as well or last as long as advertising claims had led the consumer to 

believe. One possible explanation for this result is that purchasers of home 

improvement products in Canada may not be taking into sufficient account, the 
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TABLE 5 

CO~IPARISOS OF REASO~S FOR DISSATISFACTIOS BETI\EES 

HOUSIl\G A,\D HOI-IE FUR."ISHI~G CATEGORIES 
, 
-n • 69 

3n 189 

4 
n = 233 

Percentage of Dissatisfied Subjects ~amin2 Each Reason for Dissatisfaction 

HOusing
l 

(Categories 1-4) 

The c,uah tv of materials ... as 
lnferior .. 

The qu l' '" ,a 1 ty of workrr,ansh ip ... as 
In.enor. 

The producl: had dra" .. backs thal: I 
-as not told about ... hen I bought it. 

The co hi' st of using the product is 
• gner than I ... as led to believe. 

The item h di +'';er . t _at ..... ·as del ivered was 
" ent trom the one I bought. 

The product "'as " dar.aged ... hen delivered. 

I had t ' "rodu 0 ... an a long time before the 
, Ct was delivered. 

The orod me b;' Uct ... as nisrepresenud to 
. the salesman. 

The orod gen
o

' uct did not correspond to the 
ady':al lrr.pression created in an 

e .. tlseIilent. 

The PI' d or la 0 uct did not perform as well 
led St as long as advertising claims 

me to bel ieve. 

The C1' d' to me. e n terms "'ere misrepresented 

7.7 

12.8 

15.4 

5.1 

5.1 

10.2 

2.6 

The ..... a.,.. aJ' .' Tanty (guarantee) did not cover 
, Ot the things that went ... rong. 5.1 

The "'3"" tensi\" ranty (guarantee) ,,'as not as eJ(-
createe ~s the general impression 

d ln advertising. 10.2 

Ren~i ""c C~ua!'; -.. Or services under ",'arranty 
n.ee) were unsatisfactory. 5.1 

The 0 6 rrant)' (guarantee) ... as not honoured.2. 

The s· refun~ore was unwilling to provide a 
or an exchange. 2.6 

The ce 1 to n-',~ er tlisrepre,ented his ability 
prod~~~~ac parts and se:-vice for the 

! -as :::-lcked by a salesman intO buying 
more expensive model than I needed. 

~~e price that was charged "'as higher 
an "hat I had agreed to pay. 

The pr' tha lce that was charged ""as higher 
n the advertised price. 

The product was unsafe. 

The orodu . I" Or "ba ...... ~tlfadvertised as a Itspecla 
."aln was unavailable. 

The product wasted energy resources. 

;he inst . . Care rUctlons fer usin~ and taKlng 
i",~ of the product were incomplete or 

"eOSSlble to read. 

O-h • or reason not listed above. 

2.6 

2.6 

2.6 

5.1 

Home Improvements2 Furniture
3 

(Categories 5-10) (Cate20ries 11-17) 

18.8 27.0 

10.1 21.7 

5.8 5.3 

1.5 2.1 

0.5 

5.8 3.7 

4.3 1.6 

5.8 2.6 

5.8 2.6 

72.2 10.6 

1.5 3.7 

2.9 

}.5 3.7 

0.5 

1.S 
4.2 

4.3 
1.1 

1.5 

}.5 

1.5 
1.6 

}.6 
5.8 

0.5 
2.9 

1.6 
1.5 

3. i 
8.7 

Housewares4 

(Categories 18-23) 

18.9 

12.0 

8.6 

1.3 

2.1 

3.4 

3.0 

2.6 

7.3 

12.0 

1.3 

1.7 

3.4 

1.7 

5.6 

1.3 

0.9 

0.4 

2.1 

3.0 

1.3 

3.0 

3.0 
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impact of the Canadian climate on the useful life of items such . as sW1m-

ming pools and furnaces. On the other hand, various suppliers of home 

improvement products may be guilty of artificially raising consumers' 

expectations through deceptive advertising. More focused research is 

necessary to understand why consumer expectations appear to be outpacing 
g 0 s. 

perceptions of product performance in the case of home improvement 0 d 

Responses to Consumer Dissatisfaction 
Of the 191 subjects who reported being highly dissatisfied with one or 

more product categories, 106 (or 55.5%) reported that they had taken personal 

and/or direct actions as a result. A summary of the actions taken by dis-

satisfied purchasers of housing and home furnishing products is presented in 

Table 6. On average, respondents cited 2.62 actions. Personal actions 

accounted for 55.4% of total actions and among such actions, word-of-mouth 

warning to family and friends was the most frequently mentioned item. It 

is important to note that neither housing/home furnishing suppliers nor con-

sumer protection agencies would be directly aware of these types of actions. 
Among the direct actions , 

Direct actions accounted for the remaining 44.6%. 

considerably more emphasis was placed upon complaints to the store (18.9%) 

as opposed to formal efforts to seek redress including returning the product 

to the seller for a replacement or refund. These results may be compared 

to those of another study which reported that just over one-fourth of the 

dissatisfied consumers in the sample registered complaints (Nichols and 

Dardis, 1973). A summary of the actions taken by dissatisfied purchasers of categories 

contained in each of the four groupings of housing and home furnishing products 
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TABLE () 
REGION: NATIONAL 

rotISU:·ll R 511fl crllCrHHl/DI J~I\f1SrllCI IPfI SltIDY: OURM~IES -----. -------
COHSUHER IIC1II1VIOUR \II HE,rOUSE 10 IJIS51\~)Sr~!.2BI~~CIIII<;E EXPERIENCE 

SEC1101l: HOIISIUG Mi;1 1I11l·IE fUlUllSHHIG (IIIIF) I 

______ ..;,,;R.::.,ES;;..;,P...:;O.;...tlS:;.;:E:.:..,/..;..IY;..;.P-=E_OO"-F-'-'-I\C::..;T""'I,;;.,o!;.;..I....;T""A""KE:.;,tI _________ -;;c;--;nr---'f...:.;R.::..I:Q:>,;U;...;:t'rtl!;i7 .. '(i;-;-;70.:...Fni5~Pf.CII~-:cIC~A:..;;C.,;...1.;..;IO'-N~IA7:K:7;l_N~_---_ 
110. OF SHI\Ilf. OF PERSONAL SHAIlE OF 

A. PERSONAL ACTION mtlTlOtIS I\C110N5 TOTAL ACTIONS 
1. I decided not to buy thaL brand of Lhe producL 46 29.1 Ih.1 

PERCEtll OF DISSAtiSFiED 
CASES-T/'IKING 

SPECIFIC IICTIONS 
22.7 ___ ila·lin _ 

2. 1 dpcid~rl 7t~0-q~t~d~t~II~~~~il-"~L7h~~7t~k~I~'I-Hl~o7'-p~r~(~ll~lIl~c7t------------------'-.I-----------------I-)--)---------------7-1-,-----------------------)-0--)---------
-3.--1dec idedto stOll shllpping at the slorewllere 

9.1 12.8 1 l>oll!)ht the product 2& 16.5 
~4-.~I~w~a"':';'·np.d my fJmil~y~a~I~Id .. f~r~i~en~d"'s~a~b~0~u·t~t~h~e~b=r7a~ndT,------------------------------------------------------------------------------------------
~~od\lctorstore . 50 31.6 17.5 

5. Other personal actIon noL listed above 

A. 10lAL PERSONAL ACIION 

B. DIRECT ACTIOII 
1. 1 I-eturned the pr'lduct to the seller for a 

J 5 

110. OF 
~lEIIllONS 

38 

9 5 

100'Z 

SHARE Of DIRECT 
ACTIONS 

JO.o 

5 3 

SS I, % 

SHARE Of 
TOTAL ACTIONS 

13.3 
r~plilcem~nt or refund 

2 . I COli t;JC tl'd the 5 to I'e . .::.to~c:.:D~m:l:p~I.:.:i1..:.i;.:,n---._~-----------------~5.<..:4:__---------------"1,,-,2~ .... 5 ____________ ~1:l ? 
J. I cOlltacted Lhe "'.~!llll,lcture'· to cO",~i1in 5.5' I, 

4 _ 1 contilc Led the m<lnu f ac Lurers 0 indus t,·y 
a s ~ DC i il t i on to comp 1.1 in 

-".5-.--Tl"--c~·onlacted the Better Business Bureau to 
2 

6 

1.(, 

4.7 
o 7 

2.1 

24.f> 

7 4 

71 8 

111.7 
')() 

) 

o 
3.0 complain 

6. I cont,lctetl a governmental agency or a pulll ic Ii 4.7 2.1 J.O 
official to Com(ll~a~in~ ___ ~~~~77~~-------------------------------------------------------------_________________________ __ 

I. 1 cont.lcted a p,-ivate con~umer advocate or 0.3 0.4 O.S 
consll"'~" or']ani Zi! ti on to con'~.~n7"7''''~--------------------------------------------------------------------________ _ 

--,:'S-.-Ic--coiiLiicted a lawyer, w .. nl Lo !:>m.111 Claims 4 
C 0111- ton r 0 the rw i '; e took I E''].l~l-'a~c::Ct::Ci~o~n'--------------------__::__-------------__:J:_·:_l------------_:1_. -:4 _________________ -:-2_. -:-0 ________ _ 

9_ OUter direct dction not listed above 9 7 I 3 ' 4 I. 

B. 10lAL UlllECT flC! IOU 127 10U% 44 _h % 

MO TOIAL /lCllOll SlJnr'lARY 100, 

-N dissatisfied = 203 
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TAIILE 7 

smtt.IARY OF ACTIONS TAKEN IN RESPONSE TO DISSATISfACTION 

W111! HOIISING lIND HOME I'1IRNISHINGS 

Type of Action Taken Percentage of Dissatisfied Subjects Taking SOllie Form of Action 

PEnSONAL 
Housingl 

(Categories 1-4) 

1. I decided not to buy that brand of 
the product again. 

2. I decided to quit using that kind of 
product. 

3. I decided to stop shopping at the 
store where I bought the product. 

4. I warned my family and friends about 
the brand, product or store. 

5. Other personal action not listed above. 

TOTAL PERSONAL ACTIONS 

DIRECT 
1. I returned the product to the seller 

for a replacement or refund. 

2. I contacted the store to complain. 

3. I contacted the manufacturer to 
complain. 

4. I contacted the manufacturers' industry 
assocation to complain. 

5. I contacted the Better Business Bureau 
to complain. 

6. 1 cont acted a governmenta~ agency or " 
publiC official to complain. 

7. I contacted a private consumer advocate 
or consumer organization to complain. 

8. I contacted a lawyer, went to Small 
Claims Court, or otherwise took legal 
action. 

3(16.n) 

2(11.1%) 

3(16.7%) 

3(16.7%) 

2(11.1%) 

I( 5.5%) 

I( 5.5%) 

1( 5.5%) 

Home Improvements2 

(Categorics ~-IOL 

5(10.9%) 

5(10.9'.) 

5(10.9%) 

6(13.0%) 

,l( 2.2%) 

5(10.9%) 

8(17.4%) 

l( 2.2%) 

2( 4.3%) 

2( 4.3%) 

3( 6.5%) 

Furniture 3 
(Categories 11-17) 

15(17.2'0) 

1(1.1%) 

9(10.3%) 

19(21.8%) 

1 ( 1.1%) 

9(10.3%) 

24(27.6%) 

3( 3.4%) 

2( 2.3%) 

2( 2.3%) 

Housewares4 

(Categ~ies 18-23) 

21 (19.3%) 

9( 8.3%) 

7( 6.4%) 

10( 9.2%) 

21 (19.3%) 

19(17.4%) 

2( 1.8%) 

2( 1.8%) 

2( 1.8%) 

1 ( 0.9%) 

1( 0.9%) 

TOTAL 

44(16.3%) 

20( 7.4%) 

23( 8.5%) 

45(16.7%) 

15(-5.5%) 

35(12.9\) 

53(19.6%) 

7( 2.6%) 

2( 0.7\) 

6( 2.2%) 

1 ( 0.4\) 

4( 1.5%) 

9. Other direct action not listed above. 2(11.1%) 3( 6.5%) 2( 2.3%) 2( 1.8%) 9( 3.3%) 

TOTAL DIRECT ACTIONS 

TOTAl. ACTIONS 

..-=J=7(..,.,3~llc:' 9,,-~ 0;..<.t~====,,2:,:;4~(,,-5~,_: tl» 42(48:~~) SQl1S:8%) l23~~_?~§.~~~~_ 

J~J!QJtll .. ~.'16~~!!~~l~~,,-,,-_--,:=.,d\?J.!'1J~~)==c~_H1}l~Q~k.~~==nOJ~l(H!~)~,-,=", 

based on 11 respondents, 8 of whom reported taking action. 

2 based on 27 respondents,I8 of whom reported taking lILtion. 

:> base,! on 75 respondents, :H uf .. h·.,n l'eported 'taking action. 

4 hascJ Oil 78 respondents, .1:\ L,f wilom reported taking 'Iction. 
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is presented in Table 7. As we review the table, it becomes clear that 

a relatively greater percentage of dissatisfied purchasers of housing 

products prefer to take personal rather than direct action to resolve their 

dissatisfaction. On the other hand, a comparatively greater proportion of 

dissatisfied purchasers of home improvement products prefer to take direct 

rather than personal action(s) in order to deal with their dissatisfaction. 

The divergence of results suggests that better understanding of consumer 

responses to dissatisfaction with products and services may be possible only 

through highly focused research aimed at the individual category. 

Subjects who took direct actions were also asked how satisfied they 

were with the way their complaint was handled. The results are presented in 

Table 8 and indicate that approximately one-half of the consumers remained 

dissatisfied. These results parallel those reported by Nichols and Dardis 

(1973) who found that over 50% of the complainers identified in their study 

were not satisfied with the action taken by the retail stores. When the 

results are divided into four groups of housing and home furnishing categories, 

the table shows that over three-quarters of the consumers who took direct 

action with home improvement products remained dissatisfied with the way their 

complaint was handled. These results suggest that various home improvement 

suppliers need to be more attentive to the consumer complaint handling process. 

Summary and Conclusions 

In general, consumers appear satisfied with housing and home furnishings. 

An overwhelming majority of 95.5% of subjects had average satisfaction scores 

across the twenty-three categories in the satisfaction range. Only 19.7% 
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of 1030 respondents stated that they had been highly dissatisfied with 

housing and home furnishings during the recall period. Although the over-

all picture looks favorable, significant differences in levels of consumer 

satisfaction among the individual housing and home furnishing categories 

were identifiable. In addition, since a substantial minority of dissatis-

fied consumers took no action, it is evident that volunteered complaint data 

may underrepresent levels of consumer dissatisfaction. Since public policy 

makers are increasingly likely to use dissatisfaction data rather than com-

plaint data in setting priorities for consumer programs, it is essential 

that suppliers of housing and home furnishings monitor levels of consumer 

dissatisfaction using approaches similar to those described in this paper. 



20 

TABLE 8 

HOlv SATISFIED CONSUMERS ARE \~ITII CmIPLAINT-H;\;\OLING 

HOUSING AND HmlE FUR~ISHDjGS 

Satisfaction Housing 1 
Lcvcl of 

Very Satisfied 1(16.7%) 

Somewhat Satisfied 2(33.3%) 

Some\"hat Dissatisfied 

Very Dissatisfied 3(50.090) 

6 

1 based on 11 respondents, 6 of whom 

2 based on 27 respondents, 15 of \,hom 

3 based on 75 respondents, 29 of whom 

-l based on 78 respondents, 34 of whom 

Percentage of Subjects Reporting 
Satisfaction \Hth The Way Complaints 
Were Handled 

Home Improvements 2 Furniture 3 Housewares 4 

1 ( 6.7%) 5 (17 . 2%) 10(29.4%) 

2 (13.390) 12(41.4%) 9(26.5 9,,) 

7(46.7%) 5(17.2%) 4 (11.8~o) 

5(33.39,,) 7(24.2%) 11(32.8%) 

IS 29 34 

took direct action 

took direct action 

took direct action 

took direct action 

TotalS 

17(20.2°'0) 

25(29.8°0) 

16(19.0%) 

26(31.0%) 

84 
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