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ABSTRACT

This paper investigates several antecedents of satisfaction that are managerially actionable in marketing channel relationships. Using structural equation analysis it tests plausible simultaneous or bi-directional (nonrecursive) satisfaction-alternative attractiveness and satisfaction-voice associations to shed additional light on whether, for example, increased satisfaction is likely to reduce alternative attractiveness, as is generally believed, or vice versa. The results also suggest the existence of feedback loops to satisfaction that operate via investment in the relationship, so that relationship investment and switching cost may be antecedents of relationship satisfaction. The paper concludes with suggestions for the management of several study variables that may help maintain customer satisfaction in the study context.

INTRODUCTION

Much of the research on long-term inter firm relationships (Arndt 1979, Wind 1970) has concentrated on the creation and maintenance of these relationships (see Wilson 1995; also see Anderson and Narus 1990; Dwyer, Schurr and Oh 1987; Ford 1980; Frazier 1983; Frazier and Rody 1991; Gadde and Mattsson 1987; Håkansson 1982; Hallén, Johanson and Seyed-Mohamed 1991; Heide and John 1990, 1992; Stern and Scheer 1991; Webster 1979). As a result, it is widely believed that satisfaction is central to the creation and maintenance of these relationships (see Dwyer, Schurr and Oh 1987; Frazier 1983; Ping 1993; Wilson 1995). Dwyer, Schurr and Oh (1987), for example, suggested that relationship satisfaction may reduce the buyer-seller relationship subject’s perception of the attractiveness of alternative exchange relationship partners. Johnson and Rusbult (1989) reported a similar effect in committed interpersonal relationships, and argued that this was a relationship maintenance mechanism they termed "devaluation of alternatives." However, satisfaction has been conceptualized to be a result of comparison to alternatives, as well as relationship reward, cost, and fairness (Johnson 1982; also see Ajzen 1977; Hatfield and Traupman 1981; Kelley and Thibaut 1978; Rusbult 1980; Thibaut and Kelley 1959). Thus, alternative attractiveness may reduce relationship satisfaction (Anderson and Narus 1984; Frazier 1983; Rusbult 1980; Thibaut and Kelley 1959). In summary, it is plausible that satisfaction and alternative attractiveness may also be simultaneously or bi-directionally (nonrecursively) associated.


Similarly Ping (1993) reported that firms’ satisfaction was positively associated with their use of voice (attempts to change rather than escape from objectionable relationship conditions) in a marketing channel. In discussing the study results, he proposed that it was plausible that firms' satisfaction increases their voice, but that their voice should subsequently increase these firms' satisfaction. Stated differently, he proposed that satisfaction and voice may also be bi-directionally or simultaneously (nonrecursively) associated.


This study investigates these bi-directional associations, and thus expands our understanding of them, because of the implications they have for relationship continuity and therefore (interfirm) relationship marketing. After discussing the linkages between satisfaction, voice and alternative attractiveness, the paper summarizes these linkages in a bi-directional or nonrecursive structural model. To be consistent with the relationship investment model for marketing channel relationships (Ping 1993; see Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988), and in order to ensure that the structural model is identified (i.e., the structural coefficient estimates are unique), the other variables in the relationship investment model for marketing channel relationships (i.e., relationship investment and switching cost), plus several observed variables (e.g., subject firm revenue, the duration of the buyer-seller relationship, etc.), are also included in the model. A test of these proposed associations using a survey involving firms in long term buyer-seller relationships, and structural equation analysis, is then reported.


The results of the study contribute to several literatures, including relationship marketing and marketing management. For example, the study fills a gap in the reactions-to-dissatisfaction literature by providing a deeper understanding of the investment model and antecedents of satisfaction. The study also contributes to the relationship marketing literature by suggesting several managerially actionable antecedents of relationship satisfaction. Finally, the study further illuminates the antecedents of voice, which has been observed to be negatively associated with relationship exiting (Ping 1999, Spencer 1986; see Fornell and Didow 1980; Fornell and Wernerfelt 1987; Fornell and Westbrook 1984).

SATISFACTION, ALTERNATIVES ATTRACTIVENESS, AND VOICE
SATISFACTION AND ALTERNATIVE ATTRACTIVENESS

In their description of the stages in the development of buyer-seller relationships, Dwyer, Schurr and Oh (1987) suggested that for exchange relationships in the committed stage of relationship development, satisfaction reduces the attractiveness of alternative exchange relationships. They commented that once a relationship reaches the committed phase where relationship satisfaction is high, the relationship parties do not stop noticing alternatives, but they maintain their awareness of alternatives without constant testing of the current relationship (i.e., comparison with alternatives) (p. 19). Using a comparison level (Thibaut and Kelley 1959) argument, Johnson and Rusbult (1989) proposed there is a tendency to devalue alternative relationships, that proceeds from a high level of satisfaction with the present relationship (also see Ping and Dwyer 1988). From this perspective, alternatives should appear less attractive because the subject’s comparison level (CL) (Thibaut and Kelley 1959) has been increased as a consequence of involvement in the present satisfying relationship (p. 968).


However using almost the same arguments, alternative attractiveness is regarded by some authors as an antecedent of satisfaction (see Johnson 1982; Kelley and Thibaut 1978; Thibaut and Kelley 1959). Johnson (1982) argued that satisfaction grows out of the rewards and costs with the present partner, comparison of these rewards and costs to those available from other partners, and the relative payoffs (equity) between the partners (p. 54). In particular, they argued that as alternative attractiveness increased, overall satisfaction with the incumbent relationship should decline. Thus it is plausible that satisfaction and alternative attractiveness are bi-directionally related: satisfaction should negatively influence alternative attractiveness, and as alternative attractiveness declines, this should positively influence satisfaction. Formally,




H1: Satisfaction negatively influences ​​​the attractiveness of alternatives, and alternative attractiveness negatively influences satisfaction.

SATISFACTION AND VOICE

Hirschman (1970) proposed that members or clients of an organization have three behavioral options available to them when there are relationship problems: exit the relationship, use voice, or remain loyal (i.e., refuse to exit the relationship, and suffer in silence, confident that things will get better, p. 38). Arguing for the importance of voice at a time when exiting was believed to be the primary reaction to relationship problems, he explained that voice also alerted a firm to its failings. His arguments for the importance of voice are instructive. First he argued that firms will unavoidably have what he termed performance lapses in their products or services. However, he noted that losses from customer exiting will be small for a firm with demand that is highly inelastic with respect to these lapses. However, repair of these lapses may not take place because the firm may not be alerted that something is wrong with its product or service. At the other extreme, he argued that if demand is highly elastic with respect to performance lapses, repair may also not take place; this time because the firm will cease to exist because of customer exiting. For repair to be possible he argued, the firm's elasticity of demand with respect to performance lapses should be neither very large nor very small. Instead, the firm should have a mixture of what he termed alert and inert customers. Alert customers would make the firm aware of its failings via exit and voice, but the inert customers would provide it with the time and dollar cushion needed for repair efforts to come to fruition (p. 24).


Not surprisingly, Hirschman (1970) recommended that firms provide mechanisms to increase customer voice and thus increase the firm’s likelihood of being alerted to its performance lapses. Another argument for encouraging voice is that it decreases elasticity with respect performance lapses: some vocal customers will likely not exit until it is clear that their voice is having no effect. Not surprisingly, voice has been observed to be associated with reduced relationship exiting (Ping 1999, Spencer 1986). Other authors have argued deterministicly that voice should be associated with increased market share and lower costs of obtaining new customers (Fornell and Wernerfelt 1987:345; also see Fornell and Didow 1980; Fornell and Westbrook 1984).


Echoing the Hirschman-Rusbult proposals, Ping (1993) argued that reactions to problems in channel relationships included the Hirschman-Rusbult option of voice (see Hirschman 1970; Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988).
 He argued that satisfied firms in committed relationships should react to inter-firm problems with voice rather than simply exiting their relationships. However because in committed relationships their partner firms were also likely to be satisfied with the relationship, these partner firms should be likely to resolve relationship problems in a mutually satisfactory manner when they are made aware of relationship problems. In this manner firms' voice should be likely to further increase their satisfaction (Homans 1961), and thereby help to maintain relationships as others have argued (see Fornell and Wernerfelt 1987). In different words, committed subject firms' voice should be likely to produce favorable resolutions of relationship problems, which are then likely to increase the vocal firms' relationship satisfaction.


As a result, satisfaction and voice should also be simultaneously or bi-directionally related. That is, satisfaction should positively influence voice, and as voice increases as a result, it should positively influence satisfaction. In particular,




H2: Satisfaction positively influences ​​​voice, and voice positively influences satisfaction.


Because of their importance to the model under consideration, the other investment model variables (Ping 1993), switching cost and relationship investment, will be included in the model. In addition, although they appear to take us away from the primary focus of the study, satisfaction, variables such as subject firm revenue, the number of its employees and competitors, how long they have been open, and the duration of the buyer-seller relationship will also be included in the model to ensure structural model identification (see Bagozzi 1980a, Berry 1984, and for example Bagozzi 1980b).

INVESTMENT AND SWITCHING COST ASSOCIATIONS
Satisfaction and Relationship Investment

Satisfaction should be positively associated with investment in the relationship. In long-term buyer-seller relationships satisfied parties to these relationships should voluntarily invest in them to maintain and build them in anticipation of future exchanges (Macneil 1980). To explain, as subject firms become more satisfied with their relationships their attraction to these relationships should increase (Thibaut and Kelley 1959). Their efforts, cooperation, and thus their inputs to these relationships should therefore increase (Blau 1964; Hunt and Nevin 1974). In summary, as their satisfaction increases, subject firms' investments in their relationships should also increase. Formally,




H3: Satisfaction is positively associated with investment.

Investment and Voice

Hirschman (1970) proposed that investment in the relationship should increase the investor's use of voice (pp. 37, 40). Ping (1993) explained that increases in firms' relationship investments should make future exchanges with their partner firms perceptually more valuable (Dwyer, Schurr and Oh 1987; Frazier 1983; Thibaut and Kelley 1959). Thus, these investments should make them less likely to be passive when there are relationship problems (Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988), because they now have more to lose if their relationships are lost (Kahneman and Tversky 1979; Walster, Berscheid and Walster 1976). As a result, as their relationship investments increase, firms should respond posi​tively to relationship problems by preferring to contact the partner firm, and work cooperatively to resolve problems and maintain the relationship. Formally,



H4: Investment is posi​tively associated with ​​voice.

Investment and Switching Cost

Increased investments in relationship should increase the perceived cost of switching to another exchange relationship. As firms' investment in their relationships increase, some of these investments are likely to be relationship-specific. These investments are by definition nontransferable to other exchange relationships. If they are substantial, they should be perceived as indicative of the magnitude of the costs to establish and maintain an alternative relationship, not only because they are relationship-specific and thus they would be lost, but also because they would likely have to be reincurred in an alternative relationship. As a result, increased investment in relationships should perceptually increase the cost of switching to alternative exchange relationships (Kahneman and Tversky 1979; Walster, Berscheid and Walster 1976), and relationship investment should be positively associated with switching cost. In summary,




H5: Investment is positively associated with switching cost.

Switching Cost and Alternative Attractiveness

High perceived costs of switching to alternative relationships should decrease the attractiveness of those alternative relationships. As the costs of exiting the incumbent exchange relationship and establishing another relationship increase, the perceived costs associated with alternative relationships should also increase (Kahneman and Tversky 1979; Walster, Berscheid and Walster 1976). This in turn should reduce the attractiveness of alternative relationships (Dwyer, Schurr and Oh 1987, Frazier 1983), and thus switching cost should be negatively associated with alternative attractiveness. Formally,



H6: Switching cost is negatively associated with alternative attractiveness.

OBSERVED VARIABLES
Voice Associations with Observed Variables

In addition to these unobserved (latent) variables, observed variables such as subject firm revenue and the number of their employees should also be associated with their use of voice.
 As in the satisfaction-voice association,​ the revenue (a reward) a firm derives from exchanges with their partner firm should make future exchanges with them more valuable (Dwyer, Schurr and Oh 1987; Frazier 1983; Homans 1974; Thibaut and Kelley 1959). As their revenue attributed to the relationship increases, the subject firm should respond posi​tively to relation​ship problems by preferring to contact the partner firm and work cooperatively to resolve problems and maintain the relationship. Hence for firms' important relationships we hypothesize that,




H7: Revenue is positively associated with voice.


A firm with many employees should also be more vocal when there are relationship problems with their partner firm. All other factors being equal, firms with many employees should be more inclined to attempt to work with their partner firms to resolve relationship problems; they may not only have the personnel resources to do so, but their buyer-seller relationships are likely to be either maintained by their partner firms or maintained jointly. To explain, their size and any attendant market power should make them attractive to their partner firms as revenue sources, and this in turn should produce bilateral or partner-maintained relationships (see Dwyer, Schurr and Oh 1987). For bilateral relationships voice should a natural consequence of the relationship when there are problems (Dwyer, Schurr and Oh 1987; Macneil 1980). In partner-maintained relationships subject firm voice is likely to be rewarded by partner, and thus it is therefore likely to be repeated (Homans 1974).


For this reason, firms with many employees should be inclined to exercise the voice option when there were problems in the exchange relationship, and 




H8: Number of employees is positively associated with voice.

Other Associations with Observed Variables

In addition observed variables, such as the length of time a firm has done business with their partner, how long a firm has been in business, and the number of competitors in a firm’s market, should be associated with that firm’s investment in their relationship with their partner firm. In particular, the length of time firms have done business with their partner firms should be positively associated with the amount of investment made by the subject firms in the relationship. In long-lived economic exchange relationships, relationship commitment in many of these relationships should have been maintained or have grown (Blau 1964), the total number of investment opportunities should have increased with the length of the relationship, and the duration of the relationship itself may be perceived by some firms as a relationship investment. As a result, investment by firms in long-lived economic exchange relationships should have increased (Dwyer, Schurr and Oh 1987; Macneil 1980).


Similarly relationship investment and switching cost should be affected by how long firms have been in business. Firms that have been in business for many years should be comparatively more knowledgeable of available alternatives, and relatively more experienced in dealing with the category of firms represented by their partner firms (Dwyer, Schurr and Oh 1987). In addition, some of these durable firms may have attractive levels of market power. Because knowledge, experience and any market power may be sources of countervailing power (Dwyer 1980), these subject firms should be less dependent on their partner firms (Emerson 1962). This reduced dependency should make these subject firms less inclined to invest in their current relationships and their costs to switch to alternative supplier relationships should therefore be less.


Finally, economic theory predicts that as the number of competitors increases, each competitor's sales and return on investment should decrease (Chamberlin 1933). As a result, firms' investment in their relationship with their partner firms should decline as the number of their competitors increases. Not only are the subject firms relatively less able to invest in relationships when there are many competitors, their outcomes (e.g., sales) are reduced in a crowed market and this may reduce the attractiveness of the relationship with their partner. This in turn should reduce their relationship commitment and thus their inclination to invest in their relationships (Blau 1964). In summary,




H9: Investment is positively associated with relationship duration, and negatively associated with the number of years in business and the number of competitors.

and




H10: Switching cost is negatively associated with the number of years in business.


These associations are summarized in Figure 1.

THE STUDY
MEASURES

The observed variables were measured with open‑ended questions. These items asked for the retailer's prior year sales, the number of years the retailer had done business with the primary wholesaler, the number of years the retailer had been in business, the number of competitive stores in the retailer's service area, and the retailer's number of employees. Table 1 summarizes these items.


The unobserved variables satisfaction, alternative attractiveness, voice, investment, and switching cost were measured using balanced five-point Likert scales developed by Ping (1993). These measures are discussed below using Ping's (1993) conceptualizations,  and are also summarized in Table 1.

Voice

Voice, active and construc​tive attempts by the subject firm to change relationship condi​tions, was operationalized as the intention to construc​tively notify and work with the partner firm to change relationship conditions (Ping 1993; Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988). The conceptual domain of voice includes actively seeking problem removal by contacting the partner firm in a positive (i.e., relationship preserving) manner, positively con​fronting the partner firm with problems, and cooperatively discuss​ing and working with the partner firm to improve the situa​tion, all with a desire to maintain the relation​ship.


The four items in the voice measure involved ​the retailer talking to the wholesaler, suggest​ing and dis​cussing changes with them (one item each), and working with the wholesaler to solve mutual relationship problems.

Satisfaction

We conceptualized satisfaction as the global evaluation of relationship fulfillment by the subject firm (Dwyer and Oh 1987). Its domain encompasses attributes of the exchange relation​ship that the firm considers reward​ing, profit​able, or instrumen​tal (Ruekert and Churchill 1984), or unrewarding, costly, unfair or frus​trating (Ping 1993).


The five items in the ​satisfaction measure assessed the retailer's overall satisfac​tion with the rela​tion​ship (two items), perceived fairness in the relationship with the wholesaler (two items), and how good a company to do busi​ness with the wholesaler was.

Alternative Attractiveness

The attractiveness of the best alterna​tive exchange relationship, the subject firm’s perception of the satisfac​tion avail​able in the best available alterna​tive relationship, was operationalized as the subject firm's perception of the overall satisfaction avail​able from the best alter​na​tive exchange relationship, ​in addition to the overall satisfaction available in the existing exchange rela​tion​ship (Ping 1993). This concep​tual​ization includes ​a firm's general​ized percep​tions of the rewards and costs available in the most salient available alter​native exchange relationship.


The four items in the alternative attractiveness scale dealt with the retailer's perception ​of how good a wholesaler the best available alternative would be: its fair​ness, its products and servic​es, its policies, and in general how satisfied the retailer would be with the alterna​tive wholesaler.

Investment

We operationalized investment, the sunk costs a firm expends to build and maintain the exchange relationship in anticipation of future exchanges, ​as the per​ceived magnitude of the relation​ship assets that would be lost or no longer useful if the relation​ship were terminated (Ping 1993). The conceptual domain of investment includes sunk economic and opportu​nity costs such as money, time, and effort.


The final-test scale items measured the retailer's overall invest​ment in the relationship with the wholesaler (two items), and the time, effort and energy the retailer put into building and main​tain​ing this rela​tion​ship (two items).

Switching Cost

Switching cost, the perceived magnitude of the costs required to terminate the current economic exchange relationship and secure the alterna​tive (Porter 1980), was operationalized as the magnitude of the additional cost and effort that would be required to change wholesalers (Ping 1993). The domain of switching cost includes monetary expenses to end the current rela​tionship and secure the alternative, and the psychic costs ​to achieve this objective.


The four switching cost scale items involved the amount of retailer time and money, and the costs and losses, that would be required of the retailer in switching wholesalers.

MEASURE PERFORMANCE IN OTHER STUDIES

The voice, satisfaction, alternative attractiveness, investment and switching cost measures were reliable, and exhibited construct and discriminant validity in previous studies. For example, the satisfaction measure was reliable, and it exhibited construct and discriminant validity in Ping (1993), Dwyer and Oh (1987), Gaski (1986), Gaski and Nevin (1985), and Ruekert and Churchill (1984). The alternative attractiveness, voice, investment and switching cost measures were similarly reliable, and exhibited construct and discriminant validity in Ping (1993).

SAMPLE
​
The study population was hardware retailers. The sampling frame was the subscribers of a hardware retailing trade publica​tion that was judged to represent the study population. The key informant in the sampling unit was the store owner, manager, or execu​tive. This sample was obtained specifically for this study and it has not been used before. 


A pre-test and the final test samples were selected randomly using n-th name sampling, and this produced one hundred and nine pretest names and addresses, and five hundred and ninety two final test names and addresses. The survey questionnaire was mailed to these pretest and final test samples, and two post card follow-ups in the final test produced 231 usable questionnaires (39% response). These responses were then used to determine the reliability and validity of the latent variable measures.

RESULTS
Reliability

The pretest responses were used to assess the psychometric properties of the latent variable measures. These measures were unidi​mensional using multiple group analy​sis (Anderson, Gerbing and Hunter 1987), they were inter​nal​ly and externally consis​tent (see Gerbing and Anderson 1984) using ordered similar​ity coeffi​cients (Hunter 1973), and had coeffi​cient alphas of .85 or above (see Table 2).


Using the final test responses, the psychometric properties of the latent variable measures were re-examined using ​​​LISREL 8 and maximum likelihood single and multiple confirmatory factor analysis (Jöreskog 1993). The final test measures were unidi​mensional, and inter​nal​ly and externally consis​tent (see Table 3). They displayed latent variable reliabilities greater than .91, and average extracted variances above .73 (Fornell and Larker 1981) (see Table 3).


The investment measure required the deletion of an item to attain internal consis​ten​cy. This deletion was based on an examina​tion of ​​its content ​validity before and after item deletion, and the fit statistics available in a single factor analysis. The item deletion did not appear to impair the content or face validity of the investment measure, and it substan​tially improved its internal consistency.

Validity

The measures for the latent variables were judged to be content valid. In addition, the average extracted variances for the latent variables suggested convergent and discriminant validi​ty for these measures  (see For​nell and Larker 1981) (also see Table 3).
 The study's latent variables were also construct valid: they were significantly and plausibly correlated with at least one other study variable (see Table 3).

Measurement and Structural Models

The Goodness of Fit (GFI) and Adjusted Goodness of Fit (AGFI) indices of the measurement model were slightly low. However, Anderson and Gerbing (1984) observed that these statistics are sensitive to model parsimony and thus may be inappropriate for larger models. The measure​ment model corresponding to Figure 1 was judged to fit the data based on the Compara​tive Fit Index (CFI) (Bentler 1990) (see Bollen and Long 1993, McClelland and Judd 1993), and the Root Mean Squared Error of Approximation (RMSEA) statistic (Steiger 1990, see Browne and Cudeck 1993) (see Table 3). The Figure 1 structural model was identified and thus it coefficient estimates were unbiased,
 and it was also judged to fit the data based on CFI and RMSEA (see Table 4).

Hypotheses Test Results

The study hypotheses were generally supported (see Table 4). Of the fourteen hypothesized associations, ten of the direct associations shown in Figure 1 (e.g., voice-to-satisfaction, satisfaction-investment, etc.) were significant. However, the satisfaction-voice and satisfaction-alternative attractiveness associations were not bi-directional; the investment association with voice, and the years-in-business-switching-cost associations were not significant; and the revenue-voice association was negative instead of positive. The association between voice and satisfaction was from voice to satisfaction only, and satisfaction did not directly affect voice (although satisfaction was significantly but indirectly associated with voice via investment, which will be discussed shortly). Similarly, alternative attractiveness affected satisfaction, and satisfaction did not directly affect alternative attractiveness (although satisfaction was also significantly but indirectly associated with alternative attractiveness via investment and switching cost, which will also be discussed shortly).


A second structural model was estimated by trimming the nonsignificant bi-directional paths in Figure 1 (i.e., the satisfaction-to-voice and satisfaction-to-alternative attractiveness paths were dropped).
 
 The structural model estimation results from this trimmed model are shown in Table 5. Overall, the interpretation of the structural coefficients changed little between the two models, except for the voice association with investment, which approached significance in the bi-directional model, and was significant in the trimmed model. Table 6 shows the total (i.e., direct plus indirect) effects among the study variables in the trimmed Figure 1 model (see Bollen 1989:376). As this exhibit suggests, while satisfaction did not significantly affect alternative attractiveness directly in the trimmed model (see Table 5), its indirect effect on alternative attractiveness voice via investment and switching cost was significant (see Figure 1 and Table 6).
 Similarly, the indirect effect of satisfaction on voice via investment in the trimmed model was also significant (see Figure 1 and Table 6).

DISCUSSION
SATISFACTION AND ALTERNATIVE ATTRACTIVENESS

The association between satisfaction and alternative attractiveness has been specified in previous research as a correlation (see for example Ping 1993; Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988), and it has not been specified in a directional manner until now. The associations between satisfaction and alternative attractiveness were significant when they were specified as unidirectional (see Table 5 for the results of the unidirectional alternative-attractiveness-to-satisfaction path specification; the results of a model with the direction of this path reversed is not reported), while in their joint (bi-directional) specification, the alternative attractiveness-to- satisfaction path was significant, while the satisfaction-to-alternative attractiveness path was not (see Table 4).


However, the indirect satisfaction-alternative attractiveness path via investment and switching cost was (weakly) significant (see Figure 1 and Table 6).
 This result suggests that while all satisfied firms were not likely to devalue alternative attractiveness in the study (the direct satisfaction-to-alternative-attractiveness path was not significant, see Table 4), satisfied firms with high investment in the relationship and high perceived switching cost were (weakly) likely to devalue their alternatives. As a result, Dwyer, Schurr and Oh (1987) and others’ proposal that in a committed buyer-seller relationship the parties to this relationship may devaluate alternatives appears to be true in the study. However, the effect was indirect and weak compared to the direct  alternative-attractiveness-to-satisfaction effect, and higher investment and switching cost were involved. In different words, satisfied firms were likely to slightly devalue alternatives when they had invested in the relationship and perceived there were higher switching costs.

Satisfaction and Voice

Until now, the path between satisfaction and voice has been assumed to be from satisfaction to voice, and it has been consistently observed to be significant in this specification (see for example Ping 1993; Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988). Indeed, the (unidirectional) satisfaction-to-voice specification was significant in the present study (not reported). However in the Figure 1 bi-directional specification, the direct voice-to-satisfaction path was significant while the direct satisfaction-to-voice path was not significant.


Nevertheless, based on the Table 6 significant satisfaction-to-voice total effect (e.g., via the satisfaction-to-investment-to-voice path-- see Figure 1),
 satisfaction was still positively (but indirectly) associated with voice (however, this association was weak in comparison to the voice-satisfaction effect). These results suggest that while changes in satisfaction were not likely to directly affect voice (the direct satisfaction-voice association was nonsignificant), satisfaction was likely to increase investment, and this in turn was likely to increase voice. Stated differently, satisfaction affected voice by first increasing relationship investment.


The nonsignificant direct path from satisfaction to voice suggests that Ping’s (1993) remarks about a firm’s satisfied customers being the most likely to be vocal may be misleading. The significant indirect path from satisfaction to voice via investment in the trimmed model suggests that only satisfied firms with high investment in the relationship were more likely to be vocal.

Other Investment Model Associations and Feedback Loops

These results suggest that the associations among satisfaction, alternative attractiveness, investment, and switching cost need not be specified as correlations as they have been in the past. In addition, the significant combined (total) effects shown in Table 6 suggest that satisfaction "fed back" to, or reinforced itself (i.e., affected itself), via investment, voice, switching cost, and alternative attractiveness.
 In this feedback loop satisfaction increased investment, which then increased voice and switching cost. Increased voice was likely to increase satisfaction, and increased switching costs decreased alternative attractiveness which increased satisfaction (see Figure 1).


While the combined effect of satisfaction reinforcing itself was comparatively weak (.031-- see Table 6), it suggests the importance of relationship investment in this study. If opportunities to increase investment in the relationship were not available to satisfied firms in the study, there may have been no voice or structural constraint feedback loops to satisfaction, and increased overall satisfaction may have had no synergistic (i.e., feedback or reinforcing) effect on itself. Specifically, management attempts to increase satisfaction by, for example, satisfactorily resolving relationship problems, may have ended with only their direct effect on satisfaction in this study. With opportunities to increase investment in the relationship, increased satisfaction fed back through the voice and alternative attractiveness loops to further increase satisfaction.


Of these two feedback loops, the alternative attractiveness loop had the larger effect on satisfaction (TotalSAT,SAT-INV-SWC-ALT = .021 for the alternative attractiveness loop, TotalSAT,SAT-INV-VOI = .008 for the voice loop). This suggests that any attempts to reduce alternative attractiveness were not only more directly effective in increasing satisfaction in comparison with attempts to increase voice (see Table 5), they were more indirectly effective as well.


Finally, the two feedback loops also suggest that using voice (weakly) increased the use of voice (see the voice-voice total effect in Table 5). Similarly, investment increased investment, switching cost increased switching cost, and alternative attractiveness increased alternative attractiveness.

IMPLICATIONS

While it is very risky to generalize from a single study,
 assuming the maintenance of relationship satisfaction is desirable for maintaining buyer-seller relationships (Davidow and Uttal 1990; Dwyer Schurr and Oh 1987; Frazier 1983; Hirschman 1970; Ping 1993; see the Fall 1995 issue of the Journal of the Academy of Marketing Science), these results hint at several strategies for channel management in this context. Forty-three percent of the variance in relationship satisfaction was explained primarily by four relationship variables in the present study (i.e., voice, alternative attractiveness, investment, and switching cost-- see Table 6). This suggests that relationship management activities aimed at existing channel customers, such as reducing the attractiveness of their alternatives and cultivating their voice, along with designing and promoting opportunities for their additional relationship investment, may be important to relationship maintenance in this context  (relationship satisfaction has been reported to be strongly and negatively related to exit intention-- see Ping 1993). We will briefly discuss reducing alternative attractiveness, cultivating voice, and designing and promoting opportunities for additional relationship investment by existing channel customers (also see Cravens 1995).

REDUCING ALTERNATIVE ATTRACTIVENESS

Since alternative attractiveness had the largest direct effect on satisfaction, the alternative attractiveness loop's effect on satisfaction was the larger of the two feedback loops, and both were negative, this suggests changes in perceptions of alternative attractiveness had the largest effect on their satisfaction in the study (see Table 6). For managers who may prefer to concentrate on only a few relationship maintenance factors, alternative attractiveness reduction might be ​​the best strategy to maintain retailer customer satisfaction in this context.


Wholesalers interested in increasing retailer satisfaction may want to consider activities such as tailoring some of their promotional activities specifically for their established customers. Although there is little guidance in a marketing channel context, comparative advertising may be effective for this purpose. In addition, activities such as providing "success stories" in a newsletter directed to retailer customers, or the company website,  telling of other retailers who switched from competitive wholesalers may also be useful. For example, comparing logistics service levels may be effective (see LaLonde 1985).

ENCOURAGING VOICE


Similarly, since voice had the second largest effect on satisfaction, wholesalers interested in fostering long term relationships may wish to sincerely solicit retailer complaints and work to resolve them in a mutually satisfacto​ry manner (Hirschman 1970, 1974; Fornell and Wernerfelt 1987). While Fornell and Wernerfelt (1987) suggested providing 800 numbers, and quick and competent complaint processing in a consumer context (p. 344), the situation may be more complex. For example, Laver (1976) observed that individuals have different sensitivities to quality declines. Hirschman (1970) explicitly made the same assumption (p. 24). In addition, Hirsch​man (1970) argued that voice was affected by the expecta​tion of the success of voice. He elaborated by proposing that the expectation of the success of voice involves the subject's evaluation of the prospects of the declined firm getting back on track through a possible combination that firm's actions, the subject’s actions, and the actions of others (p. 38). He also argued that voice was affected by the advan​tage to be gained by using voice (see Banfield 1961). Singh (1990b) conceptualized this advantage as the worthwhileness of complaint: the costs versus the benefits to the subject.


Hirschman (1970) speculated that the importance of the purchase would also increase voice (p. 41). This suggests that the importance of the relationship to the subject firm may also increase the likelihood of subject firm voice when there are relationship problems. In the present study the importance of the exchange relationship was high by design (the questionnaire instructions asked respondents to think of their primary wholesaler in completing the questionnaire). However, it is plausible that as the importance of the relationship declines, the picture portrayed in this study could change.


As previously mentioned, Hirschman (1970) argued there are customers that are passive (i.e., not vocal) when there are relationship problems, and he termed these customers "loyals" (see p. 3). Singh's (1990a) results suggest there are several consumer voice response styles ranging from passive, to “irate” and “activist.” It is therefore plausible that firms may also cluster into voice response styles, and that there may be passive organizations when it comes to voice.


For these reasons, wholesalers may wish to consider additional means of increasing retailer voice, beyond  800 numbers, e-mail addresses, user community bulletin boards, and quick and competent complaint processing, such as publicizing to their retailing partners prior (successful) outcomes proceeding from the use of voice, having wholesaler sales persons actively solicit retailer voice, and using wholesaler-sponsored retailer satisfaction surveys to facilitate voice in less vocal retailing firms (e.g., those with higher revenue in this study-- see Table 6).

INCREASING INVESTMENT

As previously suggested, investment was key to the voice and alternative attractiveness feedback loops in the present study.
 As a result, wholesalers may wish to consider increased emphasis on designing and marketing relationship investments to their retailing partners. Prospect theory (Kahneman and Tversky 1979) suggests that individuals, and presumably firms, should view additional relationship investment (a cost) noncumulatively. This in turn suggests that, all other things being equal, retailers with high and low levels of relationship investment should be equally likely to make additional investments in the relationship. However, the study results suggest that prior investors in the relationship are more likely to increase their relationship investment (the Table 6 INV-INV coefficient was significant). In addition, prospect theory suggests that investment opportunities should be offered as either a single large gain or a series of small costs (see Nagle and Holden 1995), depending on how the prospective investor might view the proposed investment. Opportunities for selling relationship investment could be identified using a series of customer satisfaction surveys, plus a systematic prospecting and follow-up selling activity aimed at, for example, long-time customers (see Table 6).

FUTURE RESEARCH

There may be more to learn about the antecedents of relationship satisfaction in marketing channel relationships. While the squared multiple correlation for satisfaction observed in this study was comparatively high, it suggests that satisfaction has other important antecedents. For example, Johnson (1982) suggested relationship satisfaction has as antecedents rewards, costs, alternative attractiveness, and equity. Alternative attractiveness, and several reward/cost related variables (i.e., investment, switching cost and possibly voice) were investigated in the present study.


Equity (see Frazier 1983) has been subsumed by the notion of relationship justice in other literatures (see Tyler 1994 for a summary). Relationship justice has been heavily researched, and is generally conceptualized as consisting of two facets: distributive justice (i.e., the fairness of the portions of outcomes received, Adams 1963), and procedural justice (i.e., the fairness of the procedures used to determine these outcomes, Thibaut and Walker 1975). Both procedural and distributive justice have been observed to be associated with satisfaction in other contexts (e.g., Folger and Konovsky 1989), and it is plausible that, with care and attention to established concepts that may be related to procedural justice (e.g., bureaucratization, see Dwyer and Oh 1987), distributive and procedural justice may be associated with satisfaction in marketing channel relationships.


Relationship rewards and costs may have important sub-dimensions. Thibaut and Kelley (1959) proposed that the determinants of rewards and costs in a relationship included the similarity of attitudes and orientations. Anderson (1988) for example, proposed goal congruency as an antecedent of opportunism in a personal selling context. Because congruent goals should be rewarding, it is plausible that this may also be an antecedent of satisfaction in long-term buyer-seller relationships.


Social psychology could be viewed as the study of person and situation (Fiske and Taylor 1991). As a result, satisfaction could be argued to be the result of these two influences. For example, Johnson (1982:54) proposed that relationship partners may define themselves in terms of a relationship (see Goffman 1961). A wholesaler may believe that, for example, they carry “only the best,“ which in turn might dictate their supplier relationships in each of their product categories. In addition, Rodin (1982) commented that changes in situation could also be important to satisfaction with the relationship. In the study context, for example, the appearance of hardware home centers such as Home Depot or Lowes in the retailer’s service area may effect hardware retailer satisfaction with their wholesaler (also see Dwyer and Oh 1987).


Another view of satisfaction would be to consider those things that produce dissatisfaction. Behavior that is compared to that which is expected should affect relationship satisfaction (Thibaut and Kelley 1959). Macneil (1980) and others have proposed that there are expectations in economic exchange relationships that they term relational norms (see Dwyer, Schurr and Oh 1987). In particular, Macneil (1980, 1983) and others suggest that in committed relationships these norms may include consistent behavior (i.e., role integrity, behaving as expected); mutuality (i.e., distributive justice-- see the above remarks regarding justice and Kaufmann and Stern 1988); relationship preservation (i.e., solidarity, maintaining beliefs and actions that preserve the relationship-- again see Kaufmann and Stern 1988), which may have as subdimensions, flexibility and harmonizing conflict (Macneil 1980); and supra-contract norms (i.e., moral conduct) (also see Noordeweir, John and Nevin 1990). It is plausible that these and possibly other norms are related to satisfaction.  While Frazier (1983) and others have suggested that mutuality may be the most important of these, it would be interesting and perhaps valuable to channel relationship managers to know if this is empirically supported, since their performance relative to these norms should be controllable by these managers.


The results reported in the present study should be considered as suggestive of the satisfaction associations with alternative attractiveness and voice. More research is obviously required to firmly establish the lack of direct satisfaction-to-voice and satisfaction-to-alternative attractiveness effects, and the feedback loops. In particular, experiments and (longitudinal) field studies with observations of lags between satisfaction, voice and alternative attractiveness should be conducted.


It is plausible that the observed voice-to-satisfaction effect involves an indirect path via partner’s remedial action. In the present study the satisfied and invested firms that were inclined to react to relationship problems with voice may also have had partner firms that were very likely to resolve these problems. Perhaps a future study will specify partner’s remedial action separately from the voice-satisfaction path to test for the possibility that voice may itself be rewarding (see Hirschman 1974; Singh 1990a).


As a final observation it would be interesting, and perhaps valuable to marketing channel managers, to investigate the efficacy of advertising that is specifically aimed at existing retailers, and designed to reduce alternative attractiveness. While some marketing practitioners believe comparative advertising works in a consumer context (see Rossiter and Percy 1987), there is relatively little guidance for comparative advertising aimed at long term channel partners.

SUMMARY

Because relationship satisfaction is important in the maintenance of long-term buyer-seller relationships (Davidow and Uttal 1990; Dwyer Schurr and Oh 1987; Frazier 1983; Hirschman 1970; Ping 1993), the paper reported the results of an investigation of the managerially actionable antecedents of satisfaction proposed in the investment model (Ping 1993; see Rusbult, Zembrodt and Gunn 1982; Rusbult, Farrell, Rogers and Mainous 1988). In the study, hardware retailers' satisfaction in their relationship with their primary wholesalers had direct antecedents that included their perception of alternative attractiveness and their use of voice, and indirect antecedents that included their relationship investment and their switching cost. In particular, retailers' satisfaction was likely to be negatively affected by their perception of alternative attractiveness, and it was likely to be positively affected by their use of voice, their relationship investments, and their perceived switching cost.


The study results suggested the existence of a (weak but significant) feedback loop in which firms' satisfaction was likely to reduce the attractiveness of their alternatives, which in turn further increased their relationship satisfaction. A second weak feedback loop was also observed, in which firms' satisfaction was likely to increase their voice, which in turn was likely to further increase their relationship satisfaction. These feedback loops to satisfaction operated via subject firm investment in the relationship, which suggested the importance of the availability of relationship investment options, and opportunities to exercise these options in the study.
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Table 1-- MEASURE SUMMARY                                                                 
   Construct     
 Conceptual Definition 
  Operational Definition  
  Items   
                Sample Item                    
Alternative
Global evaluation of the
Satisfaction believed to be 
    4
Overall the alternative wholesaler

 Attractiveness
relationship fulfillment​
avail​able in the best


would be a much better company to do

 (ALT)

available in the best
alternative relationship.

business with than the current wholesaler.



available alterna​tive



relationship.

Investment
Cost to build and main-
Magnitude of the cost that
    4
A lot of energy, time and effort have

 (INV)

tain the current relation-
went into building and main-

gone into building and maintaining the



ship in anticipation of
taining the current


relationship with the current wholesaler.



future exchanges.
relationship.

Satisfaction
Global evaluation of
Belief that the relationship
    5
All in all, my relationship with my

 (SAT)

relationship fulfillment.
is satisfactory.


primary wholesaler is very satisfactory.

Switching
Costs to change to an
Cost and loss required to term-
    4     
Generally speaking the costs in time,

 Cost

alternative
relationship.
inate the current relationship

money, effort and grief to switch

 (SWC)



and secure an alterna​tive

primary wholesalers would be high.





relationship.

Voice

Construc​tive attempts
Intention to notify construc-
    4
I work with my primary wholesaler to

 (VOI)

to change objection-
tively and work with the

correct any mutual problems.



able relationship
primary wholesaler to solve



condi​tions.

relationship problems.

Employees
Retailer's number
The number of employees
    1

 (EMPL)

of employees.
at your store?

Years in

Number of years
How many years has your
    1

 Business

the retailer has
store been open?

 (OPEN)

been in business.

Competitors
Number of competitive
The number of competing
    1

 (RIVAL)

stores in retailer's
 stores in your service area?



service area.

Revenue

Retailer's revenue.
Your last year's sales?

    1

 (SLS)

Years with
Number of years
How many years have you
    1

 Wholesaler
the retailer has
done business with your

  (WITH)

done business
primary wholesaler?



with the supplier.

Table 2-- MEASURE PSYCHOMETRIC SUMMARY                      







Item








Wording








Changes




    Items     


After

Construct 
Sample  Initial Final
2/df
  
Pretest
Voice

Pretest
   4        4

.88




Final
   4        4
1.9/2
.93
None






(p=.49)

Satisfaction
Pretest
   5        5

.95




Final
   5        5
5/5
.94
None






(p=.42)

Alternative
Pretest
   4        4

.91


 Attractiveness
Final
   4        4
4.1/2
.93
None






(p=.11)

Investment
Pretest
   5        5

.85




Final
   5        4
9.4/2
.92
None






(p=.01)

Switching
Pretest
   4        4

.91


 Cost

Final
   4        4
.78/2
.94
None






(p=.79)
Table 3-- MEASUREMENT MODEL RESULTS a                            
Latent Variable Covariances and Correlations:b
[image: image1.wmf]EMPL

VOI

SLS

SAT

WITH

INV

RIVAL

OPEN

ALT

SWC

EMPL

VOI

SLS

SAT

WITH

INV

RIVAL

OPEN

ALT

SWC

                                                                     Variable                                                      

   Variable
1
2
3
4
5
6
7
8
9
10  
   1.  SAT
.44*
-.52*
.32*
.25*
.29*
.10
.06
.02
-.00
-.00

   2.  ALT
-.30*
.74*
-.27*
-.38*
-.10
-.17*
-.03
-.12
-.07
.01

   3.  INV
.16*
-.18*
.61*
.55*
.25*
.11
-.10
.12
 .07
-.13

   4.  SWC
.16*
-.33*
.42*
.95*
.15*
.09
 .00
.10 
-.05
-.05

   5.  VOI
.08*
-.03
.09*
.06*
.17*
 .00
.00
.10
-.06
-.05

   6.  WITH
.08
-.18*
.12
.11
.00
1.47*
.41*
.09
.09
.14

   7.  OPEN
.10
-.08
-.19
-.06
.00
1.32*
7.27*
.06
.06
.05

   8.  EMPL
.02
-.13
.13
.19
.05
.14
.23
1.75*
.51*
.39*

   9.  SLS
-.00
-.10
.00
.14
-.05
.19
.26
1.09*
2.60*
.19*

  10. RIVAL
-.00
-.00
-.12
-.01
-.02
.22
.18
.65*
.40*
1.58*


Model-to-Data Fit

Chi-Square/df/p-value




.362/259/0


Comparative Fit Index c



.976


RMSEA d






.042


GFI/AGFI e






.889/849


                                                           SAT   ALT   INV SWC  VOI

Average Variance Extracted:      .770    .768   .739  .802   .760


Latent Variable Reliability:        .943    .929   .919  .941   .926

______________________________

a Maximum likelihood.

b Covariances on and below the diagonal, correlations above.

c .90 or above suggests acceptable fit (McClelland and Judd 1993).

d Root Mean Square Error of Approximation-- .05 or less suggests close fit, .051-.08

  suggests acceptable fit (Brown and Cudeck 1993; Jöreskog 1993).

e GFI and AGFI may be inappropriate for assessing fit in larger models (Anderson

  and Gerbing 1984).

* t-value > 2.

 Table 4-- FIGURE 1 (BI-DIRECTIONAL) STRUCTURAL MODEL ESTIMATION RESULTS 
  Parameter    Estimatea    ​t-value

VOI,SATb

-0.047
- 0.28


SAT,VOI

  0.811
  2.31


SAT,ALT

-0.268
 -2.47


ALT,SAT

-0.289
 -1.55


INV,SAT

  0.275
  3.38


VOI,INV

  0.091
  1.64


SWC,INV 

  0.660
  7.93


ALT,SWC

-0.282
 -4.51


VOI,SLS

-0.045
 -2.07


VOI,EMPL  
  0.138
  3.03


INV,WITH

  0.118
  2.65


INV,OPEN

-0.050
 -2.52


INV,RIVAL
-0.131
 -2.90


SWC,OPEN
 0.010
  0.49


Fit

Chi-Square/df/p-value


   .383/280/0


RMSEA c




  .040


Comparative Fit Index d                       

.976


GFI/AGFI e




.878/.847








                    SAT ALT INV SWC VOI 

Squared Multiple Correlations:

.43    .32   .20    .29    .03

_______________________________

a Maximum likelihood.

b VOI,INV is the effect of INV on VOI.

c Root Mean Square Error of Approximation-- .05 or less suggests close fit, .051-.08 suggests

  acceptable fit (Brown and Cudeck 1993; Jöreskog 1993).

e .90 or higher suggests acceptable fit (McClelland and Judd 1993).

d GFI and AGFI may be inappropriate for assessing fit in larger models (Anderson and Gerbing

  1984).

 Table 5--TRIMMED FIGURE 1 STRUCTURAL MODEL ESTIMATION RESULTSa 
  Parameter    Estimateb  ​t-value

VOI,INVc

 0.164
 2.28


SAT,VOI
 
0.229
 3.76


SAT,ALT

-0.516
-8.37


ALT,SWC
-0.342
-4.89 


INV,SAT
 
0.236
 3.28


INV,WITH
 0.186
 2.67


SWC,INV
 
0.509
 7.74


VOI,EMPL
 0.236
 3.28


VOI,SLS

-0.156
-2.16


INV,OPEN  
-0.174
-2.50


INV,RIVAL  
-0.189
-2.90


SWC,OPEN
 0.028
 0.48


Fit

Chi-Square/df/p-value 




384/282/0


RMSEA d







.040


Comparative Fit Index e                          

.976


GFI/AGFI f






.881/.852










   SAT VOI ALT INV SWC

Squared Multiple Correlations:

.37    .09   .15   .18    .28

__________________________

a Figure 1 model with the nonsignificant bi-directional paths deleted.

b Maximum likelihood.

c VOI,INV is the standardized effect of INV on VOI.

d Root Mean Square Error of Approximation-- .05 or less suggests close fit, .051-.08 suggests

  acceptable fit (Brown and Cudeck 1993; Jöreskog 1993).

e .90 or higher suggests acceptable fit (McClelland and Judd 1993).

f GFI and AGFI may be inappropriate for assessing fit in larger models (Anderson and Gerbing

  1984).

               Table 6-- TRIMMED MODEL STANDARDIZED TOTAL EFFECTSa b c            

           VOI      SAT       ALT     INV     SWC       SLS   EMPL   WITH    OPEN  RIVAL
VOI           .009      .040      -.020     .169      .007      -.157     .239      .031      -.029     -.031


         (2.02)   (2.07)    (-2.04)  (2.27)   (1.97)   (-2.16)   (3.27)   (1.73)   (-1.68)   (-1.78)

SAT           .236      .031      -.532     .131      .182      -.036     .056      .024      -.017     -.024


         (3.75)   (3.25)    (-8.28)  (4.23)    (4.33)   (-1.88)   (2.48)   (2.26)   (-1.20)   (-2.39)

ALT          -.009    -.042       .022    -.180     -.350       .001    -.002    -.033        .021      .033


        (-2.44)  (-3.02)    (3.02)  (-4.29)  (-4.83)    (1.62)  (-1.97)  (-2.27)    (0.86)    (2.40)

INV           .056      .244      -.126      .031      .043     -.008     .013      .192       -.178     -.190


         (2.57)   (3.21)    (-3.14)  (3.25)    (3.01)   (-1.66)   (2.03)   (2.67)   (-2.49)   (-2.90)

SWC         .028      .124       -.064    .525       .022     -.004     .006      .098      -.061      -.097


         (2.51)   (3.12)    (-3.07)  (7.66)    (3.02)   (-1.64)   (2.00)   (2.54)   (-0.88)   (-2.72)

__________________________

a From the Figure 1 model with the nonsignificant bi-directional paths deleted. The table is read from column to row (e.g., the effect of SAT on VOI is .040, while the effect of VOI on SAT is .236).

b Stability Index = .427

c t-values are shown in parentheses.

Figure 1-- HYPOTHESIZED BI-DIRECTIONAL STRUCTURAL MODEL (Simplified)a

___________________________

_____________________________

a SAT = Satisfaction, ALT = Alternative Attractiveness, INV = Investment, SWC = Switching Cost, VOI = Voice, WITH = years with Wholesaler, OPEN = Years in Business, EMPL = Number of Employees, SLS = Annual Revenue, and RIVAL = Number of Competitors. The indicator errors ('s) and structural disturbances ('s) were uncorrelated, and the exogenous variables (i.e., EMPL, SLS, WITH, RIVAL, and OPEN) were correlated.
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� Rusbult, Zembrodt and Gunn (1982) conceptualized voice as a combination of Hirschman’s (1970, 1974) original notion of alerting partner, plus working with partner to improve relationship conditions. This expanded notion of voice includes constructive actions aimed at relationship improvement beyond alerting partner, and more fully accounts for “...any attempt at all to change, rather than escape from, an objectionable state of affairs...” in committed relationships (Hirschman 1970:30). The Hirschman-Rusbult conceptualization of voice is consistent with Hirschman’s (1970) characterization of voice, but it seems to exclude other perhaps more negative (i.e., less relationship-maintenance oriented) conceptualizations of voice such as negative word of mouth (Diener and Grayser 1978; see Richins 1983; Singh 1990a,b). As a result, voice in the present paper involves active, constructive (i.e., relationship preserving) behavior aimed at partner and intended to change an objectionable state of affairs, including but not limited to alerting partner of relationship problems.


� As mentioned earlier, these and several other observed variables are required for methodological purposes in order to ensure that the resulting structural model is identified, and thus that the structural coefficient estimates (i.e., ’s) are unique. These variables were included in the study based on a combination of the plausibility of their associations with the latent variables and their usefulness in the identification process. Although the paper concentrates on the latent variable associations, the associations of these observed variables with the latent variables in the study will be stated as hypotheses for completeness.


� Fornell and Larker (1981) suggested that if the Average Variance Extracted statistic for a latent variable were greater than .5, then the common variance captured by the variable was greater than its measurement error, and this was sufficient evidence of convergent validity. They also argued that if the extracted average variances for a pair of variables were greater than the square of the correlation between these variables, each variable was distinct and this provided evidence of discriminant validity. In the present case the average extracted variances exceeded .5, and they exceeded the square of the largest latent variable correlation shown in Table 3.


� The bi-directional associations were identified because each endogenous variable involved in these associations (i.e., satisfaction, voice, and alternative attractiveness) had one or more instrumental variables (see Berry 1984). The Figure 1 structural model can be shown to be identified, but the formal proof is long. A sketch of the proof is as follows: Bollen (1989) argued that structural equation model identification is a separable process, and it is sufficient to prove the measurement model is identified, then prove the structural model is identified. The measurement model is identified using Bollen’s (1989:245) second two-indicator rule, and the structural model is identified using Berry’s (1984) order condition plus his algorithm.


� The lack of significant bi-directional associations could be viewed as suggestive of the directions of these associations in the population, and a trimmed model may be more representative of the population model (see for example Bagozzi 1980b).


� This trimmed model is also nonrecursive because of the feedback loops to satisfaction (i.e., the satisfaction-investment-voice-satisfaction loop and the satisfaction-investment-switching cost-alternative attractiveness-satisfaction loop). This model can also be shown to be identified using the Footnote 4 approach.


� These remarks depend heavily on the assumption that the direction of satisfaction-investment path is from satisfaction to investment at least in the sample. While this is arguably a plausible direction for this association, a Figure 1 trimmed model with this path reversed (i.e., pointing in the opposite direction) also fit the data (not reported), and the resulting investment-satisfaction path coefficient was significant. It is believed this suggests that both directions for the satisfaction-investment path are equally likely (see Hershberger 1994 and the citations therein). Similarly, models with combinations of the directions of the Figure 1 paths from investments or switching cost reversed also fit the data, and the path coefficients on these reversed paths were also significant. However, we fixed all of the path coefficients on the paths to and from investment and switching cost at zero and used LISREL's modification indices to suggest the direction of these paths. With the satisfaction-investment path coefficient fixed at zero, for example, the modification index for freeing the satisfaction-to-investment path was larger than the modification index for freeing the investment-to-satisfaction path. This (weakly) suggests that the proper specification of the satisfaction-investment path is from satisfaction to investment, given this data. In summary, this approach (weakly) suggested the Figure 1 trimmed model was more appropriate that the other 8 models with combinations of their paths to and from investment and switching costs paths reversed, given this data set.


� Significant but opposite unidirectional associations between two latent variables have been previously observed (see Bagozzi 1980b for citations). In such situations a bi-directional specification has been used to suggest which unidirectional specification is correct. Bagozzi (1980b) for example in his analysis of salesperson performance and satisfaction, used a bi-directional specification to sort out opposing unidirectional specifications of these two variables. He tested a bi-directional specification of the satisfaction-performance association and observed that only the path from performance to satisfaction was significant. In addition, his subsequent unidirectional specification of performance to satisfaction was also significant, and it is likely that the unidirectional satisfaction-to-performance coefficient would also have been significant had he reported it, based on his reported correlation between satisfaction and performance, and the performance-to-satisfaction structural coefficient also reported.


� See Endnote 7.


� See Endnote 7.


� See Endnote 7.


� However this feedback effect died out rapidly in this context. The largest eigenvalue of the indirect coefficient matrix was .432, which guarantees convergence (of the cycling through the feedback loops) to the total effects matrix shown in Table 6 (Ben-Israel and Greville 1974; see Bollen 1989). However, the coefficients in the powers of the coefficient matrix quickly become small (e.g., the largest coefficient in B5 was 7.45E�08).


� For example, many of the effects were comparatively weak, and could easily have been non significant in a different study (also see Endnote 7). However, the set of responses was judged to be representative of the study population, based on published demographics.


� See Endnote 7.


� Voice may be related to rewards and costs in that it could be viewed as an attempt to reduce relationship cost and/or increase relationship reward. 


� Hirschman (1974) proposed that the exercise of voice itself is satisfying. While his remarks were aimed at the possibility that it was satisfying to use voice in and with a group (Blau 1964), Singh (1990a) found that consumer voicers variously reported that it bothered them not to complain, and that it felt good to complain.
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