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Ｔｈｅｏｒｙｉｓａｓｉｍｐｌｅｓｔｒｕｃｔｕｒｅｌｉｎｋｉｎｇａｔｔｒｉｂｕｔｅｓ，ｃｏｎｓｅｑｕｅｎｃｅｓａｎｄ
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ｕｅｓ）ｃｏｎｎｅｃｔｉｏｎ，ｗｅｃａｎｅｘｐｌｏｒｅｔｈｅｃｏｎｓｕｍｅｒｓｖａｌｕｅｔａｒｇｅｔａｎｄ
ｄｅｓｃｒｉｂｅｔｈｅｍｅａｎｉｎｇｏｆｇｏｏｄｓｏｒｓｅｒｖｉｃｅｓｔｏｃｏｎｓｕｍｅｒｓ．Ｔｈｉｓｓｔｕｄｙ
ｉｓｔｈｅｉｎｔｅｒｖｉｅｗｓｕｒｖｅｙｂａｓｅｄｏｎｓｏｆｔｌａｄｄｅｒｉｎｇ，ａｎｄａｃｃｏｒｄｉｎｇｔｏ
ｓｃｈｏｌａｒｓｕｓｅｏｆｔｈｉｓｍｅｔｈｏｄｉｎｔｈｅｓｔｕｄｙ，ｗｅｃａｎｇｅｔｐｌｅｎｔｙｏｆｉｎ
ｔｅｒｖｉｅｗｉｎｆｏｒｍａｔｉｏｎｂｙｉｎｔｅｒｖｉｅｗｉｎｇ３０－５０ｐｅｏｐｌｅ，ｓｏｗｅｉｎｔｅｒ
ｖｉｅｗａｔｏｔａｌｏｆ３３ｒｅｓｐｏｎｄｅｎｔｓ．Ｆｒｏｍｓｐｅｃｉｆｉｃｐｒｏｄｕｃｔａｔｔｒｉｂｕｔｅｓｔｏ
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