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Abstract 

How can an experience have such an impact that it can be described with the words “wow 
effect”? Though not a scientific term, it is often used vividly in the business world as an 
aspirational goal. The purpose of this thesis was to explore the structure behind positive 
experiences that lead to a so-called “wow effect” by combining cognitive theories and 
consumption-based emotion theories to create a method for assessing satisfaction in 
postpurchase experience. 

In collaboration with the Volvo Car Corporation, this thesis aimed to identify the relevant 
antecedents for such a possible experience and create a method for measuring it. The 
automobiles product category has shown high levels of variation in affect (Oliver, 1993) 
and as such, it has become increasingly important for automobile companies to be able 
to identify relevant antecedents of positive affect. 
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1. Study Objective 

The main purpose of this thesis was to identify a method of measuring the wow effect by 
using satisfaction as a measurable antecedent. Drawing upon previous studies of 
measuring satisfaction in consumption, emphasis was placed on the postpurchase 
experience as an example of the wow effect that was also highly relevant to the Volvo Car 
Corporation. In keeping with previous studies that assumed a causal link between 
satisfaction and postpurchase processes, this thesis sought to expand and explore the field 
of consumer behaviour and cognitive science and utilize them both to develop a method 
for understanding and quantifying the wow effect. The proposed theories of satisfaction 
were tested in a sample of consumers who own at least one Volvo car.  

2. Theories 

2.1 Cognitive theories and postpurchase processes 
Donald Norman is one of the most prolific writers within the field of cognitive science and 
is also one of the organizers of the Cognitive Science Society. Often in his books, he 
emphasizes the value of cognitive psychology and usability in everyday things (Norman & 
Dunaeff, 1993). Usability can be defined as “extent to which a product can be used by 
specified users to achieve specified goals with effectiveness, efficiency and satisfaction in a 
specified context of us” (ISO 9241-11, 1998). As such, satisfaction plays an important 
role in usability.  Satisfaction, in turn, is believed to occur when consumer’s expectations 
are matched by perceived performance.  When experiences and performance fall short of 
expectations; dissatisfaction occur (Blackwell et al., 2006). Mooradian & Olver (1997) 
cited Day (1984) as defining satisfaction as “the transitory, attitudelike evaluation of a 
specific consumption experience”. Satisfaction is assumed to have a direct impact on 
postpurchase processes, such as repeat purchase, complaining, and word-of-mouth.  In 
the past, accounts of these processes have been limited to cognitive/semantic belief 
variables (Westbrook, 1987) but satisfaction is believed to influence attitude change and 
purchase intention transcending into cognition of an emotional nature. 

Within the cognitive community Oliver’s (1993) expectancy disconfirmation model has 
achieved most consensus and support. In it, satisfaction is believed to occur as a two-
stage process (Oliver, 1980). Oliver introduced satisfaction and dissatisfaction as 
important determinants in cognitive and affective paradigms in an attempt to extend 
current theories on postpurchase processes. Oliver’s expectancy disconfirmation model 
was adopted to explain how consumers process attribute experiences into summary form 
which, in turn, influences satisfaction. Oliver’s model proposes that satisfaction depends 
on a comparison of prepurchase expectations with consumption outcomes. In the first 
stage, prepurchase beliefs about product performance are compared with prepurchase 
expectations. In the second stage, the prepurchase beliefs and expectations are recalled 
from memory and are combined additively to produce the satisfaction evaluation. The 
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comparison can result in one of possible three outcomes. If the product delivers less than 
expected, there is a negative disconfirmation. If the product delivers more than expected, 
there is a positive disconfirmation. If the product’s performance matches expectations, 
there is a confirmation. Negative disconfirmation evokes the lowest levels of satisfaction 
and can lead to regret or even rage. Confirmation leads to higher levels of satisfaction 
whilst positive disconfirmation leads to the highest levels of satisfaction. As such, 
consumption of a product is perceived to reinforce or shatter the consumer’s product 
expectations. According to Oliver, prepurchase attitude is a function of satisfaction 
(Oliver, 1980). 

Furthermore, recent studies have shown that consumers are believed to assess 
performance within the context of its variance and the strength of consumers’ beliefs in the 
process of performance judgment (Oliver, 1993). Methods of cognitive appraisal have 
long been seen as the only way to adequately explain satisfaction, but recent studies have 
shown appealing evidence for “consumption-based emotions” as an additional 
conceptualization of the complex phenomena that is satisfaction (Oliver, 1993). Previous 
studies have attempted to address consumer dissatisfaction and have found that there 
seems to be a point beyond which consumers will not accept increasing disparity between 
product claims and actual performance (Anderson, 1973). The mere performance of 
product features seems to be insufficient to induce satisfaction.  

The reasons for looking at postpurchase processes are summarized by Westbrook (1987): 

1. The postpurchase period comprises product ownership and usage, both of which 
might be expected to provide opportunities for varied affective response of 
considerable personal significance to consumers. 

2.  Affective variables might be expected to contribute substantially to the explanation 
and prediction of postpurchase behaviour, which in addition to product usage 
includes satisfaction appraisal, seller-directed complaint actions, word-of-mouth 
transmission, disposition behaviour, and repurchase planning. 

These postpurchase processes can, according to Oliver (1993), involve consumer 
complaint behaviour, product recommendations, and repeat purchase intention. The 
study of postpurchase processes as central to the consumer’s decision to repeat-purchase 
intention has attracted increasing attention and a satisfactory purchase experience 
appears to be one criterion for this (Oliver, 1993). As such, research has turned 
increasingly to these processes. Feelings experienced during consumption of a product 
have been well documented to influence consumers’ post-consumption evaluations 
(Blackwell et al., 2006). Consumers are more satisfied when the actual product 
consumption evokes positive affect while avoiding negative affect. Greater satisfaction, in 
turn, leads to many desirable outcomes.  
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2.2 Five-Factor Model 
Since mere performance of product features seems to be insufficient to induce consumer 
satisfaction it fails to capture and explain the total experience of a product. Affect seems 
to influence postpurchase processes relevant to consumers’ satisfaction with products 
(Blackwell et al., 2006). Therefore it seems only appropriate to explore the field of 
personality psychology to fill this explanatory gap. The fall of radical behaviourism, that 
underlined the experimental analysis of behaviour approach to psychology, in the early 
1980’s saw the rise of cognitive science. Cognitive scientists had proclaimed that there 
must be more to the human mind than just stimulus input and response (Howard & 
Howard 1995). Up until the 1980s, the personality research community was fragmented 
between supporters of Freud, Erikson, Horney, Jung, Murray, Eysenck and others all 
claiming the best model. All were in part accurate, but the Five-Factor Model subsumed 
them all (Howard & Howard, 1995). The Five-Factor Model had been introduced by 
Warren Norman 1963 (though first created by Tupes and Christal in 1961) and was later 
developed by Costa and McCrae into the NEO-FFI (1992). The Five-Factor Model 
maintains that a set of five traits co-occur in the adult psyche; Neuroticism, Extraversion, 
Openness, Agreeableness and Conscientiousness. These traits are patterns of emotional 
reactions that a person consistently experiences across a variety of life situations. As such, 
they are stable over time and characteristic for each person. Out of these five traits, 
Neuroticism and Extraversion have been proven to be highly influential in consumption-
based affect as indicators for Negative Affect (NA) and Positive Affect (PA). Costa & 
McCrae developed in 1989 the NEO-PI-R: the neuroticism-extraversion-openness (NEO) 
personality inventory (PI) revised (R). Since then, it has achieved impressive replicability 
across cultures and languages (Larsen & Buss, 2008). The NEO-PI-R was later revised 
and expanded to form the NEO Five-Factor Inventory (NEO-FFI) which possesses excellent 
reliability (Howard & Howard, 1995). 

Over the past two decades, the Five-Factor taxonomy of personality traits has received the 
most attention and support from personality researchers. As such, it has also accrued 
some persuasive advocates (e.g., John 1990, Larsen & Buss, 2008, McCrae & John 
1992, Saucier & Goldberg 1998, and Wiggins 1996). During this time period there has 
been an explosion of research utilizing this taxonomy and as such, it has received a 
greater degree of consensus that any other trait taxonomy in history. 

2.3 Consumption-based emotion theories 
With a trait taxonomy that has been proven to capture affect adequately and two traits 
that relate directly to positive affect, can emotions be measured? Although emotions 
related to consumption have been studied with much interest, issues concerning 
appropriate ways to measure these emotions remained mostly unsolved (Richins, 1997). 
Relatively little quantitative empirical work has been done on the characteristics of 
emotional benefits in the consumption experience (Havlena & Holbrook, 1986). Many 
consumption situations or brand choices confer few objective or tangible benefits while 
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producing many subjective or emotional reactions in the consumer. Consumption-based 
emotions include directly experienced emotions, which result from the consumption of 
products (Richins, 1997). Consumption experiences generally evoke feelings that, even for 
products for which consumption is relatively free of emotion, might still occur if the 
product fails to perform properly (Blackwell et al., 2006). Thus, feelings have the potential 
to play a huge part in virtually all consumption experiences. 

Two broad factors Positive Affect (PA) and Negative Affect (NA) have emerged as the 
dominant and relatively independent dimensions of emotional experience in recent 
research (Watson & Clark, 1994; Watson et al., 1988). PA reflects the extent to which a 
person feels enthusiastic, alert, active, interested, excited, inspired, strong, determined, 
attentive and proud. NA, on the other hand, reflects in which extent a person feels 
irritable, distressed, ashamed, upset, nervous, guilty, scared, hostile, jittery and afraid. Low 
PA is characterized by sadness and lethargy, whilst low NA being a state of calmness and 
serenity (Watson et al., 1988). As such, low PA and high NA are major distinguishing 
features of depression and anxiety.  

PA and NA have been related to corresponding affective trait dimensions of positive and 
negative emotionality (individual differences in positive and negative emotional reactivity). 
Trait PA and NA largely correspond to the dominant personality factors of extraversion 
and neuroticism found in the Five-Factor Model (Watson et al., 1988) that have also been 
linked to the psychobiological and psychodynamic constructs of sensitivity to signals of 
punishment and reward. To measure PA and NA, Watson et al. (1988) developed the 
Positive and Negative Affect Schedule (PANAS). PANAS is a psychometric scale developed 
to measure the largely independent constructs of positive and negative affect both as 
states and traits. It measures combined scores for PA and NA in two 10-item scales and 
account for most of the variance in self-rated affect (Watson & Clark, 1994). The scales 
have been shown to be internally consistent and largely uncorrelated over appropriate 
levels over a two-month time period. Furthermore, these results have been shown to hold 
across a range of subject populations, time frames, and response formats. PANAS has 
been shown to have excellent measures of the underlying higher-order factors (Watson & 
Clark, 1994).  

Of the two, only PA is related to satisfaction and to the frequency of pleasant events. NA is 
related to dissatisfaction. Psychologically, negative events detract from one’s ability to 
experience positive affect (Blackwell et al., 2006). As such, consumer affective responses 
relevant to postpurchase processes can be described by separate unipolar dimensions of 
positive and negative affect (Westbrook, 1987). The complexity of consumption behaviour 
allows for both positive and negative experiences. This means that multifaceted product 
features allow for varying experiences with the product or service, ranging from positive to 
negative (Oliver, 1993). For example, the experience of driving a Volvo car evokes both 
negative and positive affect because of this complexity. These complex experiences 
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become the source of summary positive and negative affect, which the PANAS scale is 
designed to capture. 

2.4 What is Wow effect? 
What is the wow effect? Basically, the wow effect can be described as a dominant and 
distinctly positive experience of a product. It can occur at different stages of consumption; 
as a prepurchase process (initial reaction), a consumption-based emotional response, and 
a postpurchase process. For the Volvo Car Corporation, the interest lay in the latter stage 
because of their interest in three postpurchase processes – recommendations, repeat 
purchase intentions and word-of-mouth. The wow effect is mentioned and explored in this 
thesis because of their initial interest in the wow effect and usage of the term in product 
development and the business world. Because it is not a scientific term emphasis has been 
made upon identifying the relevant antecedents for such a possible experience and the 
creation of a method. Therefore focus is made upon satisfaction as a relevant variable or 
antecedent for the possibility of a wow effect. Although there are a growing number of 
well founded studies of consumer affect (Westbrook, 1987), most of the focus to date has 
been on its role in consumer prepurchase processes. Affect in postpurchase processes has 
been relatively neglected. Inclusion of consumption-based affective responses might 
therefore be expected to improve the ability of current theoretical postpurchase models to 
explain the wow effect and measure total experiences of consumption.  

2.5 Model 
In accordance with previous studies (Oliver, 1980; Mooradian & Olver1997), the 
following relationships were assumed: 

Satisfaction with a product is decreased by both negative consumption-based emotions 
(NA) and negative product performance (expectancy disconfirmation), but is increased by 
both positive consumption-based emotions (PA) and positive product performance 
(expectancy disconfirmation). Satisfaction, in turn, decreases consumer complaint 
behaviour but increases both consumer product recommendations and repeat purchase 
intention – all of which are part of the wow effect, defined by the Volvo Car Corporation’s 
interest. 

Thus it was hypothesized that: 

H1: A high score in satisfaction with a product should result in a high score in wow 
effect. 

H2: A negative score in satisfaction with a product should result in a low score in wow 
effect. 

Previous studies have modelled satisfaction as a function of cognition, affect, and direct 
experiences – a three-determinant perspective (Oliver, 1993).  This study expanded the 
relationships between consumption-based emotions, cognitive appraisals of product 
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performance, and satisfaction to include the wow effect, Figure 1. In this model the wow 
effect is a possible outcome from a dominant and distinctly positive experience of a 
product. Therefore, it is hypothesized that high levels of satisfaction might lead to a wow 
effect.  

 
Figure 1. Model for satisfaction. 

3. Method 

3.1 Procedure, sample and measures 
Using a within-subject assessment design, an electronic questionnaire in three parts (for 
the full questionnaire, consult appendix 7.4 Three-part questionnaire) was distributed to 
25 Volvo customers associated with the Volvo Car Corporation. The three-part 
questionnaire measured consumers’ feelings, attitudes and behaviours in regard to their 
Volvo car. An electronic format was used because of the issue of accessibility and the 
relatively short time needed to complete questions. The three parts of the questionnaire 
were;  

1. Watson et al. (1988) 20-item PANAS scale was used to measure consumption-
based emotions. The instructions used in the PANAS were formulated to take 
advantage of the fact that traitlike stability has been found when longer-term 
instructions have been used (e.g., past year or general). The positive and negative 
subscales were summed to form consumption-based emotions scores. 

2. Oliver’s (1980) 13-item expectancy disconfirmation scale was used to measure 
postpurchase confirmation/disconfirmation of expectations (cognitive appraisal) 
regarding the purchase of a Volvo automobile.  

3. Westbrook’s (1987) 7-item Delighted/Terrible scale was used to measure 
satisfaction with a recently purchased or currently owned Volvo car. The 
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“Delighted/Terrible” (D/T) scale was developed by Andrews & Withey in 1976 to 
improve upon previous measures of quality of life. The D/T scale was composed of 
seven response options because of George Miller’s earlier psychological research 
from 1956 (Stinson, 1997) which had found that the maximum number of 
distinctions that most people can make during judgement tasks is, in fact, seven.   

Measures of demographic variables of interest such as age, gender, yearly and daily 
driving distance were also distributed and collected.  

4. Results 

Of the 25 customers who received the questionnaire packet, 17 completed them, bringing 
the response rate to approximately 70%.  

 
Figure 2. Summary of results for affect (possible score 1-5). 

Figure 2 (7.1 Table 1) summarizes responses to Watson et al. (1988) PANAS scale, 
regarding positive and negative affect schedule. Positive affect dominated the scores. 
Possible scores ranged from “very slightly or not at all” (1) to “extremely” (5), with 3 being 
“moderately”. General positive experience showed a weak positive tendency with an 
average of 3,7 out of a possible score of 1-5. “Moderate feelings” and feelings of 
“interest” scored the highest at 4,29. General negative experience showed a weak 
negative tendency with an average of 1,65 “a little feelings” with “feelings of indignant” 
scoring the highest. 

 
Figure 3. Summary of results for product expectations (possible score 1-5). 
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Figure 3 (7.2 Table 2) summarizes responses to Oliver’s (1980) expectancy 
disconfirmation scale, regarding confirmation or disconfirmation of product expectations. 
Possible scores ranged from “much less than expected” (1) to “much better than expected, 
with 3 being “as expected”. General experience showed a weak positive tendency, 
averaging just below 3, “as expected”, out of a possible score of 1-5. The sound system 
achieved the highest response score, whilst BLIS and GSM-telephone scored the lowest at 
“not as good as expected”.  

 
Figure 4. Summary of results for satisfaction (possible score 1-7), affect and product expectations. 

Figure 4 (7.3 Table 3) summarizes responses to satisfaction through Westbrook’s (1987) 
Delighted/Terrible scale, affect and disconfirmation. Possible scores ranged from 
“terrible” (1) to “delighted” (7), with 4 being “mixed”. General satisfaction scored an 
average of 5,59 “mostly satisfied” out of a possible score of 1-7.  

No statistically significant result could be extracted from the limited number of responses 
but tendencies for a positive correlation between satisfaction, positive affect (.35) and 
expectancy disconfirmation (.37) were found. If levels of correlation were to stay the same, 
at least 32 additional test subjects would have to respond to achieve for a significant 
result of 95%.  

5. Discussion 

5.1 Analysis 
It is assumed, from previous studies in the field, that good and bad feelings represent 
relative independent affective responses to product in use. Feelings relate directly to 
product satisfaction judgement, extent of complaint behaviour and volume of word-of-
mouth transmission in postpurchase period (Westbrook, 1987). The D/T has in previous 
studies shown a high reliability and correlation with both positive affect and negative affect 
(Westbrook, 1987). The data reported here are consistent with a linkage between 
postpurchase satisfaction and consumption-based affect and cognitive appraisal of 
expectancy disconfirmation. Expectancy disconfirmation has been shown to be a major 
influence on satisfaction (Oliver, 1993). 
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As the relationship between consumption-based emotions, cognitive appraisal and 
satisfaction was too small to attain conventional levels of statistical significance, the two 
hypotheses cannot be directly supported: (H1) a high score in satisfaction with a product 
should result in a high score in wow effect; and (H2) a negative score in satisfaction with a 
product should result in a low score in wow effect.  However, the data are consistent with 
both hypotheses. It appears that the small number of subjects might have had a major 
impact on the result. For such a small number of subjects at hand, the response rate was 
high (approximately 70%) and the method managed to show low tendencies in the right 
positive and negative direction. 

The main purpose of this study was to identify a method of measuring the wow effect by 
using satisfaction as a measurable antecedent. As such, the combination of the 
questionnaires in the method captured the relevant variables and can therefore be used 
by the Volvo Car Corporation to assess the wow effect.  

5.2 Limitations 
Because affective experience is strongly subjective, one cannot expect the correlations to 
be very high (Watson & Clark, 1994), and this was certainly the case in this study. 
Although emotional measures have been proven useful in the context for which they were 
developed, limitations in their application must be recognized. (1) The scales don’t fully 
capture the wide spectrum of feelings that are central to people’s lives, such as love and 
hate. (2) Most of the measures contain terms which might be ambiguous to many 
consumers, and are, in this thesis, translated from English into Swedish. (3) The 
appropriateness of using existing measures to assess consumption-based emotions is 
unknown (Richins, 1997). It is highly unlikely that consumption experiences elicit extremes 
of emotional intensity. 

Benefits of chosen method of study are the opportunity to gauge attitudes and to generate 
statistics for simple analysis. However, it shares a common problem generally associated 
with this type of research method - the low commitment level of participants (Blackwell et 
al., 2006). The risk of misrepresenting feelings or failure to gain access to them might 
occur.  

The test subjects, provided by the Volvo Car Corporation, had low substantiality (size), low 
accessibility (reachability) and high congruity, all of which suggest that the sample may not 
be representative of the population. The questionnaire may have yielded more substantial 
results had B. Hagberg’s 1992 Swedish translation of Costa & McCrae’s NEO-FFI been 
available. Hagberg’s questionnaire could have been used to eliminate the interference of 
non relevant affect and to filter out purer results of satisfaction with the Volvo car. It is 
recommended that future research that implements this method gain access to this 
instrument.   
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5.3 Conclusion 
This thesis was intended to both expand and depart from previous work. With no 
significant results to be reported, only tendencies of the validity of previous work such as 
Mooradian & Olver (1997) could be found. Scores of PANAS indicate that affect whilst 
using product did not cause high levels of positive or negative feelings.  Scores of 
disconfirmation indicate that the product was perceived as performing slightly above 
expectations. One might speculate that low levels of affect and disconfirmation might be a 
combination that excludes the possibility of a wow effect all together. Additional studies in 
the area are needed to address this complexity. This thesis has also attempted to 
conceptually integrate the business term “wow effect”, in part, as a plausible 
summarization of positive and lasting postpurchase processes involved in product 
consumption. 

The Volvo Car Corporation wants to develop driver environments that convey the active 
safety area in a way that makes a wow effect the most likely outcome. Companies, like the 
Volvo Car Corporation, may find it beneficial to promote their products based on the 
positive feelings experienced during consumption. Through accurate and effective 
measures of satisfaction this might be the case. Helping consumers avoid or reduce 
negative affect that might otherwise occur during consumption is another approach 
sometimes beneficial for enhancing a product’s desirability.   

The method developed here has shown promise at quantifying the emotional aspects of 
consumer behaviour, but the limitations of a small subject pool precluded attaining 
statistical significance. As such, the major contribution of this study has been to stimulate 
and further research in this topic. 

5.4 Future research 
For future research, the characteristics of individual consumption-based emotions and 
how to identify their antecedent states, more in depth, is welcomed. This could lead to the 
realization of, for example, how some products can evoke responses interpreted as wow 
effects. Further, what it means to feel pride in product ownership and the framework that 
creates emotions of pride that effect postpurchase processes. History has demonstrated 
that standards and performance expectations for all categories of products tend to 
incrementally rise and people become increasingly less tolerant of product deficiencies 
(Anderson, 1973). Successful companies might find it profitable to reassess promotional 
mix that implicitly denotes high sales-orientated view of consumer expectations as primary. 
If satisfaction is a function of expectations, in the traditional understanding, then 
unrealistic consumer expectations generated by excessive promotional exaggeration can 
result in consumer dissatisfaction. By understanding and influencing customer 
expectations, accordingly, satisfaction with the offered product might be achieved.  

Combining cognitive appraisal, measures of consumption-based emotions and 
psychographic segmentation tools may lead to powerful measures of satisfaction. 
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Although “List of values” (LOV) has been shown to be superior to “values, attitudes and 
lifestyles” (VALS) (Novak & MacEvoy, 1990), VALS 2, which was introduced 1989 by SRI 
International, might be preferable over LOV as a segmentation basis. There are also new 
versions of PANAS being developed, for example PANAS-X (Watson & Clark, 1994) with 
60-items, which might yield better validity and reliability than its predecessors. The 
PANAS-X scales are strongly correlated with other existing measures of shorter term affect, 
have excellent measures of the major dimensions underlying intra-individual mood 
experience, but would require longer time periods of application (Watson & Clark, 1994). 
As the rated time period increases, so does the probability that an individual will have 
experienced a significant amount of a given affect will also increase (Watson & Clark, 
1994). PANAS-X has however showed good validity in assessing short-term state affects 
(Watson & Clark, 1994). 

The importance of emotions in the sphere of consumer behaviour has been firmly 
established and studies have found emotions to be an important component of consumer 
satisfaction with a product. No consumer research has utilized trait-affect relationship and 
as such, no one has explored the possible influence of such relationships on subsequent 
consumer behaviour (Mooradian & Olver 1997). By combining forces, affect and 
cognition might complement each other in forming a consensus that can adequately and 
in a satisfactory way explain the so called “wow effect”. 
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7. Appendix 

7.1 Table 1  
Summary of results for Affect (possible score 1-5). 

Clusters of PANAS 
descriptors    
 Average response Summarized r Sig. (2-tailed) 
EXTROVERSION (PA): 3.70 .35 .17 
Intresserad 4.29   
Alert 3.65   
Exalterad 2.82   
Inspirerad 3.71   
Stark 3.65   
Bestämd 3.82   
Uppmärksam 3.77   
Entusiastisk 3.65   
Aktiv 3.94   
Stolt  3.65   
NEUROTICISM  (NA): 1.65 -.05 .86 
Retlig 1.94   
Förtvivlad 1.35   
Skamsen 1.35   
Upprörd 2.24   
Nervös 2.00   
Haft skuldkänslor 1.47   
Skrämd 1.35   
Fientlig 1.47   
Ängslig 1.59   
Rädd 1.76   
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7.2 Table 2  
Summary of results for Disconfirmation (possible score 1-5). 

Disconfirmation    
 Average response Average r Sig. (2-talied) 
Expectancy 
Disconfirmation: 2.97 .37 0.14 
RTI 2.80   
BLIS 2.60   
Ljusreglage 3.10   
Klocka 2.82   
Ljudanläggning 3.60   
Stolsreglage 2.94   
Cruise Control 3.24   
GSM-telefon 2.60   
Parkeringshjälp 3.24   
Färddator 2.94   
Rattknappar 2.82   
Elfönsterhissar 3.10   
EEC 2.90   

7.3 Table 3 
Summary of results for satisfaction (possible score 1-7), affect and disconfirmation. 

Satisfaction Results    
 Average response Average r Sig. (2-talied) 
Delighted/Terrible Scale 5.59 - - 
Disconfirmation 2.97 .37 0.14 
PA 3.70 .35 0.17 
NA 1.65 -.05 0.86 
 

 

 

 

 

 

 

 

 

mailto:philip.wockatz@gmail.com�


Linköping University  Philip Wockatz 
Department of Computer and Information Science  philip.wockatz@gmail.com   

Sida 19 av 23 
 

7.4 Three-part questionnaire 

Volvostudie 
Studien syftar till att identifiera den upplevda tillfredsställelsen av Volvo personbilar och genomförs 
som en del av ett examensarbete för Volvo. Enkäten består av 3 delar med korta frågor. Utöver 
detta ingår även en första del för att fånga upp demografidata. Om ni godkänner att era resultat 
används i studien kan ni börja besvara enkäten. Givetvis är enkäten anonym. För att svara på 
enkäten räcker det att sätta ett stort ”X” bredvid ert val och fylla i textfält när så behövs. 

1. Kön: 
• Man 
• Kvinna 

2. Ålder: 

 
 
3. Civilstånd: 
• Singel 
• Sambo 
• Gift 

4. Har ni barn och om så är fallet hur många? 

 
 
5. Om ni har barn, hur gamla är de? 

 
 
6. Vilken Volvobil äger ni? 

 
 
7. Hur lång är er årliga körsträcka? 

 
 
8. Hur långt pendlar ni under dagliga och enkla resor (ex. till/från jobb)? 

 
 
9. Använder ni Volvobilen som: 
• förstabil 
• andrabil 
• tredjebil 

10. Är er Volvo er drömbil? 
• Ja 
• Nej 
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11. Vem är huvudföraren av er Volvobil? 
• Ni själv 
• Er fru/man/sambo 
• Era(t) barn 

12. Kör ni själv eller samåker ni? 
• Kör själv 
• Samåker 

12. Om ni samåker, vem eller vilka samåker ni med? 
• familj 
• arbetskollegor 
• vänner 
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Del 1(3) 

Instruktion: 
 

Denna del består av ett antal ord och fraser som beskriver olika känslor och uppfattningar/inställningar. Läs varje 
post och markera sedan ett lämpligt svar på skalan till höger om svaret. Indikera i vilken utsträckning du känt så 
den senaste tiden. 

 

Frågor 

Skala 

Väldigt lite 
eller inte alls 

Lite Måttligt 
Ganska 
mycket 

Väldigt 
mycket 

1. Intresserad 1 2 3 4 5 

2. Retlig 1 2 3 4 5 

3. Förtvivlad 1 2 3 4 5 

4. Alert 1 2 3 4 5 

5. Exalterad 1 2 3 4 5 

6. Skamsen 1 2 3 4 5 

7. Upprörd 1 2 3 4 5 

8. Inspirerad 1 2 3 4 5 

9. Stark 1 2 3 4 5 

10. Nervös 1 2 3 4 5 

11. Haft skuldkänslor 1 2 3 4 5 

12. Bestämd 1 2 3 4 5 

13. Skrämd 1 2 3 4 5 

14. Uppmärksam 1 2 3 4 5 

15. Fientlig 1 2 3 4 5 

16. Ängslig 1 2 3 4 5 

17. Entusiastisk 1 2 3 4 5 

18. Aktiv 1 2 3 4 5 

19. Stolt 1 2 3 4 5 

20. Rädd 1 2 3 4 5 
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Del 2(3) 
 

 Instruktion: 

 Indikera hur du känner gentemot din Volvo personbil genom att välja en kategori på 
skalan nedan.  
Känner du dig: 

   

 
Förfärad Olycklig Mestadels missnöjd  Blandat 

Mestadels 
tillfredsställd   Belåten Salig 

1 2 3 4 5 6 7 
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Del 3(3) 

Instruktion: 
 

Nedan finns poster med funktioner som existerar i din Volvo personbil. Indikera i vilken utsträckning dina 
förväntningar på funktionen har införlivats eller inte. Läs varje post och markera sedan ett lämpligt svar på skalan 
till höger om svaret. 

 

Funktion 

Skala 

Mycket 
sämre än 
förväntat 

Inte så 
bra som 
förväntat 

Som 
förväntat 

Bättre än 
förväntat 

Mycket 
bättre än 
förväntat 

1. RTI (Road and Traffic Information) 1 2 3 4 5 

2.  BLIS (Blind Spot Information System) 1 2 3 4 5 

3. Ljusreglage 1 2 3 4 5 

4. Klocka 1 2 3 4 5 

5. Ljudanläggning 1 2 3 4 5 

6. Stolsreglage 1 2 3 4 5 

7. Konstantfarthållare (Cruise Control) 1 2 3 4 5 

8. Inbyggd GSM-telefon 1 2 3 4 5 

9. Parkeringshjälp 1 2 3 4 5 

10. Färddator 1 2 3 4 5 

11. Rattknappar 1 2 3 4 5 

12. Elfönsterhissar 1 2 3 4 5 

13. Klimatanläggning (EEC) 1 2 3 4 5 

 

 

 

 

 

 

Tack för ditt deltagande! 
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