Appendix W1: 
Quantification and Moderator Analysis of Different Types of Disconfirmation Scales
To quantify the commonness of different disconfirmation operationalizations, we assessed which scale type was used in the 125 studies that directly measure perceived disconfirmation. Specifically, we coded measures for which each individual item referred to the complete range of values of disconfirmation (negative disconfirmation to positive disconfirmation) as “Full Scale” measures. All measures for which at least one item referred to only a part of the range of values of disconfirmation (e.g., from confirmation to positive disconfirmation) were coded as “Other”. See Table below for examples of direct disconfirmation measures. 
Examples of direct disconfirmation measures
	Category
	Description of Items in Exemplary Records
	References

	Full Scale
	This section asks you to compare the restaurant to your expectations on each of the dimensions you rated previously. In doing so, use the scale below. […]
(1 = Much worse than expected / 7 = much better than expected)
Compared to My Expectations:
1. The maître d’/receptionist was much worse (1) much better (7)

	Oliver and Burke (1999)

	
	1. Now, please consider the consultancy firm’s overall performance. How close did it come to what you had expected?
2. Thinking about the benefits of the assignment to your organisation, would you say they were:
3. Concerning any problems you had with the consultancy firm during the course of the assignment. Would you say they were:
(7-point Likert scale from 1 = much worse than expected to 7 = much better than expected)
	Patterson (1993)

	Other
	1. My experience with using mobile social commerce was better than what I expected.
2. The service level of mobile social commerce provider was better than what I expected.
3. Overall, most of my expectations from using mobile social commerce were confirmed.1
	Aslam et al. (2019), adapted from  Bhattacherjee (2001)

	
	4 Items (on a five-point Likert scale ranging from 1 = “strongly disagree” to 5 = “strongly agree”)

1. I was treated like royalty during the service recovery process.
2. The way the airline resolved my problem was much better than I expected.
3. The way the airline responded to my problem was more prompt than I expected.
4. The efforts provided by the airline to deal with my problem were better than what I expected.
	


Matikiti et al. (2018)



[bookmark: _Hlk152186502]
Out of the 125 studies that directly measure perceived disconfirmation, 58 used “Full Scale” measures, 53 used “Other” measures. For 14 studies it was not possible to assess the type of measurement because of incomplete reporting, these studies were coded as “Unclear”. All studies were double coded with perfect interrater agreement (Cohen’s kappa = 1). Importantly, all 111 studies for which the measurement type could be assessed used the same polarization of the disconfirmation measure: Higher values represented more positive or less negative disconfirmation, lower values represented less positive or more negative disconfirmation. 
To probe if our main result depended on the type of direct measurement, we ran a categorical moderator analysis of the disconfirmation-satisfaction correlation for different levels of measurement type. Even though the moderator analysis showed that for “Other” direct measures of disconfirmation the disconfirmation-satisfaction correlation was higher than for “Full Scale” direct measures (r = .64 vs. r = .59, respectively), this difference was not significant (p = .156) which supports the view that our main result does not depend on the type of direct measures of disconfirmation.


Appendix W2 Overview of key terms and definitions
	Term
	Sub-Categories
	Definition
	Key Sources

	Performance Expectations
	
	Consumers’ (pre-trial) beliefs about performance of the product 
	(Olson & Dover, 1976; Olson & Dover, 1979)

	
	Predictive Expectations

	Consumers’ predictions of what an offering is going to deliver 

	(Habel, Alavi, Schmitz, Schneider, & Wieseke, 2016)


	
	Normative Expectations


	Consumers’ expectations connected to a normative standard of comparison, e.g., desires, norms, equity. 

	(Spreng, MacKenzie, & Olshavsky, 1996)


	Perceived Performance
	
	Consumers’ (post-trial) perceptions about performance of the product

	

	Disconfirmation

	
	The discrepancy between expected and perceived product performance, ranging from negative values (“negative disconfirmation”; if performance falls of expectations) to positive values (“positive disconfirmation”; if performance exceeds expectations).
	(Churchill & Surprenant, 1982)

	
	Predictive Disconfirmation

	Consumers’ comparison of anticipated performance and received performance 
	(Spreng et al., 1996)


	
	Normative Disconfirmation

	Consumers’ comparison of desired performance and received performance 

	(Spreng et al., 1996)


	
	Difference Score 
(Inferred Disconfirmation)
	The computed difference score between a direct measure of perceived performance and a direct measure of expectations. 

	(Yi, 1990)

	
	Direct Measurement
(Perceived Disconfirmation)
	Evaluation of the discrepancy between product performance and expectations as perceived by the consumer.  Commonly measured on a scale with end labels of "better than expected" and "worse than expected" for a question asking how close the product comes to prior expectations. 

	(Yi, 1990)

	Consumer Satisfaction
	
	Affective state that is the emotional reaction to a product or service experience 

	(Spreng & Page, 2003);
(Oliver, 2010)





Appendix W3: Overview of the Literature Search and Selection Process
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Appendix W4: Extended Description of Literature Selection and Coding  
Distinction of records, studies and (sub-)samples
Of the total of 150 records included, 13 records reported more than one independent study that met the inclusion criteria. In these cases, every study was coded separately. Therefore, the final meta-analytical sample consisted of 168 independent studies. For eight records, relevant effect sizes were only reported for independent subsamples, but not for the total sample. For example, Oliver and Linda (1981) reported results separately for female and male participants. We contacted the authors of these records and asked them if they could provide data for the complete samples, but received no responses. Therefore we coded these subsamples separately. Thus, in total our meta-analysis comprises 184 independent samples.
Detailed Description of Coding Rules
Customer Satisfaction. We only considered direct measures of satisfaction with the good or service. In more detail, this means that all measures of satisfaction not directly referring to the good or service were excluded (e.g. satisfaction with the company offering the product or satisfaction with the work performance of a team using a certain product).
Furthermore, some studies reported more than one measure of customer satisfaction, (e.g. a measure of overall satisfaction and measures of satisfaction with certain attributes). In these cases, we adhered to the following set of rules to determine which measure to include in the meta-analysis:
1. Only consider unweighted measures of satisfaction.
2. If both a global satisfaction measure and a mean attribute satisfaction measure were reported, code the measure for which more relevant intercorrelations are adequately reported for meta-analytical coding. If both a global satisfaction measure and a mean attribute satisfaction measure are adequately reported for meta-analytical coding, code the mean attribute satisfaction measure.
3. If a study reports several attribute satisfaction measures, but not a global satisfaction, compute and code average correlations following the formula suggested by Schmidt and Hunter (2015, p. 442), given that all necessary intercorrelations are reported.
(1) , n being the number of different measures.
Expectations and Disconfirmation. If a study reported several types of expectations and/or disconfirmation, we coded the expectations and/or disconfirmation types separately for overall analysis and for moderator analysis. For overall analysis, we computed and coded average correlations following formula (1), given that all necessary intercorrelations are reported. For moderator analysis of expectations and disconfirmation types, we coded the expectations and/or disconfirmation as independent effects.[footnoteRef:1] [1:  This procedure can lead to unaccounted dependencies. However, as effect sizes of the same sample are entered in different groups, unaccounted dependencies would reduce the heterogeneity between groups and thus make the moderator analysis more conservative.] 

General Coding Rules. To ensure a standardized and replicable procedure for all cases, we adhered to the following additional coding rules:
1. If effects are reported for multiple products and/or services, code the effect for which data is reported most completely.
2. If a study reports two or more measures of expectations, performance, disconfirmation and/or satisfaction that could not be discerned or summarized by any of the previous rules, code the measure(s) that was/were measured first. 
3. If expectations, performance, disconfirmation and/or satisfaction are measured at multiple post-consumption time points, code the measure(s) that are measured at the first post-consumption time point.
4. If a record reports two or more measures of expectations, performance, disconfirmation and/or satisfaction that could not be discerned or summarized by any of the previous rules, code the measure(s) with the highest N.
5. If a record reports two or more measures of satisfaction that could not be discerned or summarized by any of the previous rules, code the measure (s) that was/were reported first in the publication.
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Appendix W5: Summary of Studies Included in the Meta-Analysis
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Alford (1998)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

		Complete Sample
	
	
	.21
	
	.33
	
	298
	
	n/a
	Ambiguous
	Direct
	Experiment
	Lab.
	Service

		Subsample 1
	.59
	
	
	
	
	
	161
	
	
	
	
	
	
	

		Subsample 2
	.67
	
	
	
	
	
	136
	
	
	
	
	
	
	

	Alharbi (2018)
	.89
	
	
	
	
	
	923
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Ali et al., 2015 
	
	.71
	-.53
	
	
	
	450
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Service

	Amba-Rao , 1991
	.85
	
	
	
	
	
	74
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	Ashraf, Jaafar, & Sulaiman, 2016
	.62
	
	.64
	
	.66
	
	626
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Askariazad & Babakhani, 2015
	
	.47
	.79
	
	
	.46
	90
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Mixed

	Aslam, Ham, and Farhat (2019)
	.72
	
	
	
	
	
	344
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	Athiyaman, 1997
	.36
	.01
	.71
	.00
	
	-.02
	496
	
	Ambiguous
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Baker-Eveleth & Stone, 2015
	.31
	
	-.16
	
	.19
	
	
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Bearden & Teel, 1983
	
	
	
	
	
	
	
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

		Sample 1
	.15
	.61
	
	.28
	
	
	188
	
	
	
	
	
	
	

		Sample 2
	.25
	.66
	
	.19
	
	
	187
	
	
	
	
	
	
	

	Becker , 2013
	.62
	
	
	
	
	
	90
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Brill, Munoz, and Miller (2019)
	.84
	.83
	
	.83
	
	
	244
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	Mixed

	Chea & Lou, 2006
	.60
	
	.51
	
	.69
	
	106
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	Chen-Yu & Keum-Hee, 2002
	
	.06
	.71
	
	
	.00
	120
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Good

	Chen-Yu & Kincade, 2001
	
	.30
	.74
	
	
	.08
	117
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Good

	Chen-Yu et al., 1999
	
	.09
	.74
	
	
	.00
	120
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Good


Web Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Chen-Yu et al., 2001
	
	.13
	.72
	
	
	.00
	120
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Good

	Cheng, 2014
	.29
	
	
	
	
	
	378
	
	n/a
	Normative
	Direct
	Cross-sec.
	Field
	Service

	Chiesa, Petruzziello, Mariani, and Guglielmi (2020)
	.51
	.29
	.48
	.53
	.64
	.47.
	83
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Choi & Mattila, 2008
	
	
	
	
	
	
	
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Service

		Sample 1
	
	.29
	
	
	
	
	60
	
	
	
	
	
	
	

		Sample 2
	
	.35
	
	
	
	
	60
	
	
	
	
	
	
	

		Sample 3
	
	.39
	
	
	
	
	59
	
	
	
	
	
	
	

	Chong , 2012
	
	.29
	.47
	
	
	.46
	405
	
	Normative
	n/a
	n/a
	Cross-sec.
	Field
	Service

	Churchill & Surprenant, 1982
	
	
	
	
	
	
	
	
	Predictive
	Predictive
	Direct
	Experiment
	Lab.
	Good

		Study 1
	.16
	.09
	.23
	.02
	.41
	.04
	126
	
	
	
	
	
	
	

		Study 2
	.61
	.18
	.45
	-.19
	.66
	.00
	180
	
	
	
	
	
	
	

	Colorado and Mesías (2021)
	
	.857
	
	
	
	
	324
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Service

	Coursaris et al., 2012
	.66
	
	.72
	
	.61
	
	87
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Lab.
	Good

	Cronin Jr. & Taylor, 1992
	.56
	
	
	
	
	
	660
	
	n/a
	Normative
	Diff.-score
	Cross-sec.
	Field
	Service

	Dabholkar et al., 2000
	.57
	
	.85
	
	.67
	
	397
	
	n/a
	Ambiguous
	Direct
Diff.-score
	Longitudinal
	Field
	Service

	Danaher & Haddrell, 1996
	.60
	
	.77
	
	.64
	
	171
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	De Rojas & Camarero, 2008
	.54
	.35
	.73
	.12
	.25
	.36
	284
	
	Predictive
	Predictive
	Direct
	Longitudinal
	Field
	Service

	De Ruyter et al., 1997
	.40
	.36
	.56
	.34
	.48
	.72
	291
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	
Dion et al., 1998b
	.29
	
	
	
	
	
	267
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service



Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Duhaime & Comerciales, 1988
	.57
	.41
	
	
	
	
	380
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Finn et al., 2009
	
	
	
	
	
	
	
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

		Sample 1
	.68
	
	
	
	
	
	552
	
	
	
	
	
	
	

		Sample 2
	.59
	
	
	
	
	
	1,125
	
	
	
	
	
	
	

	Fitzgerald & Bias, 2016
	.47
	41
	
	
	
	
	358
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Mixed

	Ford, 2003
	
	
	
	
	
	
	
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Service

		Study 1
	
	.61
	.85
	
	
	.57
	53
	
	
	
	
	
	
	

		Study 2
	
	.40
	.70
	
	
	.63
	51
	
	
	
	
	
	
	

		Study 3
	
	.34
	.70
	
	
	.85
	79
	
	
	
	
	
	
	

		Study 4
	
	.40
	.74
	
	
	.87
	70
	
	
	
	
	
	
	

	Geva & Goldmann, 1991
	
	.34
	.39
	
	
	.04
	184
	
	Predictive
	n/a
	n/a
	Longitudinal
	Field
	Service

	Gillison, 2012
	.42
	
	
	
	
	
	335
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Goode, 2002
	
	.44
	.75
	
	
	.83
	400
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Good

	Gregory, Heaman, Mignone, and Moffatt (2019)
	
	-.131
	
	
	
	
	216
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Service

	Grimmelikhuijsen and Porumbescu (2017)
	Study 1
	Study 2
	Study 3
	


	.12
.22
.39
	.34
.83
.41
	
	
	
	309
173
165
	
	Predictive



	n/a



	n/a



	Experiment
Experiment
Cross-sec.
	Lab.



	Service




	Gupta, Yousaf, and Mishra (2020)
	.79
	.43
	.50
	.41
	.50
	.67
	716
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	Mixed

	Ha, 2006
	.72
	.70
	.77
	.68
	.88
	.63
	229
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service



Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Ha & Janda , 2008
	.58
	
	
	
	
	
	386
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Habel et al., 2016
	
	.12
	.80
	
	
	.22
	327
	
	Predictive
	n/a
	n/a
	Longitudinal
	Field
	Good

	Halilovic & Cicic, 2013
	.48
	
	.51
	
	.54
	
	188
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Handayani, Ariantana, and Pinem (2020)
	.78
	
	
	
	
	
	172
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	Herrnson et al., 2013
	
	.45
	.27
	
	
	.31
	1,117
	
	Ambiguous
	n/a
	n/a
	Longitudinal
	Field
	Service

	Hill, 2006
	.78
	-.26
	.63
	-.18
	.72
	-.24
	202
	
	Ambiguous
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Hill & Nanere, 2006
	.72
	.11
	.54
	-.00
	.57
	.15
	50
	
	Ambiguous
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Hjortskov (2019)
	Subsample 1
	Subsample 2
	Subsample 3
	
	.04


	
.34

	
	
	.09
	10,555
10,525
10,484
	
	Ambiguous



	n/a



	n/a



	Longitudinal



	Field



	Service




	Hsieh et al., 2010
	.53
	.52
	.61
	.21
	.31
	.66
	506
	
	Predictive
	Predictive
	Direct
	Longitudinal
	Field
	Good

	Hsu et al., 2006
	.33
	
	
	
	
	
	201
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Hsu et al., 2015
	.54
	
	
	
	
	
	246
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Huang (2019)
	.83
	
	
	
	
	
	167
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Jack & Powers, 2013
	.82
	
	
	
	
	
	308
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Jeong, Park, and Hyun (2019)
	.82
	
	.76
	
	.79
	
	220
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Johns et al., 2004
	.61
	.14
	.80
	-.60
	-.07
	.84
	337
	
	Normative
	Normative
	Diff.-score
	Cross-sec.
	Field
	Service

	Joo et al., 2016
	.79
	
	.55
	
	.50
	
	222
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Kennedy & Thirkell, 1988
	.53
	.14
	
	
	-.05
	
	985
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	
Khalifa & Liu, 2002
	.80
	.07
	.70
	.13
	.67
	.08
	131
	
	Predictive
Normative
	Predictive
Normative
	Direct
	Longitudinal
	Field
	Service



Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	
Khalifa & Liu, 2003
	.80
	
	.73
	
	.73
	
	107
	
	n/a
	Predictive
Normative
	Direct
	Cross-sec.
	Field
	Service

	Kim, 2012
	.69
	.39
	.56
	.47
	.63
	.53
	182
	
	Ambiguous
	Ambiguous
	Direct
	Longitudinal
	Lab.
	Service

	Kim, 2003
	.51
	
	
	
	
	
	201
	
	n/a
	Normative
	Direct
	Cross-sec.
	Field
	Service

	Kritz, 1997
	.23
	
	
	
	
	
	371
	
	n/a
	Predictive
	Direct
	Experiment
	Lab.
	Good

	Lankton & McKnight, 2012
	.69
	.19
	.59
	.19
	.83
	.25
	296
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Good

	Lankton & Wilson, 2007
	
	.35
	.80
	
	
	.48
	111
	
	Predictive
	n/a
	n/a
	Longitudinal
	Field
	Service

	Lee et al., 2014
	.71
	
	
	
	
	
	135
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Liao, Chen & Yen (2007)
	.88
	
	.66
	
	.62
	
	469
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Liao, Palvia & Chen (2009)
	.72
	
	
	
	
	
	626
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Liao et al. (2011)
	.79
	
	
	
	
	
	445
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	Liao, Lin, Luo, and Chea (2017)
	.572
	
	
	
	
	
	268
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Liljander & Strandvik, 1997
	.78
	
	
	
	
	
	142
	
	n/a
	Normative
	Direct
	Cross-sec.
	Field
	Service

	Lin & Fan, 2011
	.79
	
	
	
	
	
	230
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Lin et al., 2014
	.83
	
	
	
	
	
	205
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Lin et al., 2015
	.82
	
	
	
	
	
	296
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	C. Lin, Wei, and Lekhawipat (2018)
	
	.67
	
	
	
	
	304
	
	Predictive
	n/a
	n/a
	Longitudinal
	Field
	Service

	Liu, Lim, Li, Tan, and Cyr (2020)
	.33
	
	
	
	
	
	303
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Mixed

	Liwei, Hsieh, Rai, and Sean Xin (2021)
	.53
	
	
	
	
	
	391
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Mamun, Senn, Peak, Prybutok, and Torres (2020)
	.82
	
	.72
	
	.58
	
	382
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service


Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Martínez-Tur et al., 2006
	
	
	
	
	
	
	
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

		Study 1
	.50
	
	.58
	
	.37
	
	275
	
	
	
	
	
	
	

		Study 2
	.54
	
	.78
	
	.50
	
	293
	
	
	
	
	
	
	

	Matikiti, Mpinganjira, and Roberts-Lombard (2018)
	.44
	.42
	.67
	.32
	.64
	.11
	300
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Morgeson (2013)
	.83
	.54
	.86
	.54
	.77
	.52
	1,450
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Moslehpour, Wong, Lin, and Le Huyen Nguyen (2018)
	.66
	
	.11
	
	.10
	
	379
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Musa et al., 2005
	.40
	
	.56
	
	.54
	
	400
	
	
	
	
	Cross-sec.
	Field
	Good

	Myers, 1991
	.22
	
	
	
	
	
	170
	
	n/a
	Normative
	Diff-score
	Cross-sec.
	Field
	Service

	Nam, Baker, Ahmad, and Goo (2020)
	.68
	
	
	
	
	
	438
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Service

	Ogungbure , 2013
	.79
	.22
	
	
	
	
	254
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Oliver, 1994
	.60
	
	.53
	
	.30
	
	65
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	
Oliver & Bearden, 1985
	.63
	
	
	
	
	
	91
	
	n/a 
	Ambiguous
Normative
	Direct
Diff.-score
	Cross-sec.
	Field
	Good

	Oliver & Burke, 1999
	
	.39
	
	.09
	
	.44
	78
	
	Predictive
	Predictive
	Direct
	Experiment
	Field
	Service

	Oliver & Linda, 1981
	
	
	
	
	
	
	
	
	Normative
	Ambiguous
	Direct
	Longitudinal
	Field
	Good

		Male Subsample
	.51
	.45
	
	.13
	
	
	250
	
	
	
	
	
	
	

		Female Subsample
	.63
	.47
	
	.25
	
	
	250
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	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Oliver & Swan, 1989
	.44
	
	.41
	
	.78
	
	184
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Oliver et al., 1997
	
	
	
	
	
	
	
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

		Study 1
	.62
	
	
	
	
	
	90
	
	
	
	
	
	
	

		Study 2
	.35
	
	
	
	
	
	104
	
	
	
	
	
	
	

	Osatuyi, Qin, Osatuyi, and Turel (2020)
	.61
	
	
	
	
	
	531
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Park et al, 2012
	.64
	
	
	
	
	
	544
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Park et al., 2015
	.40
	.27
	.54
	.18
	.28
	.39
	191
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Patterson et al., 1997
	.88
	.07
	.87
	.00
	.79
	.15
	128
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Patterson, 1993a
	.69
	.06
	.80
	.08
	.74
	.21
	128
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	Patterson, 1993b
	.63
	.13
	.64
	-.25
	.28
	.39
	72
	
	Predictive
	Predictive
	Diff.-score
	Longitudinal
	Field
	Good

	Patterson, 2000
	.81
	
	.84
	
	.73
	
	128
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Poister & Thomas, 2011
	.54
	
	.49
	
	
	
	1,001
	
	Normative
	Normative
	Direct
	Cross-sec.
	Field
	Service

	Prakash & Lounsbury, 1984
	
	
	
	
	
	
	
	
	Predictive
Normative
	Predictive
Normative
	Diff.-score
	Longitudinal
	Field
	

		Study 1
	.42
	.28
	.66
	-.17
	.51
	.52
	300
	
	
	
	
	
	
	Mixed

		Study 2
	.30
	.26
	.59
	-.37
	.50
	.49
	231
	
	
	
	
	
	
	Good

	Qazi, Tamjidyamcholo, Raj, Hardaker, and Standing (2017)
	.55
	.34
	.45
	.44
	.55
	.53
	269
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	Mixed

	Ross and Kraft (1983)
	
	
	
	
	
	
	
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Good

		Study 1
	
	-.16
	
	
	
	
	160
	
	
	
	
	
	
	

		Study 2
	
	-.22
	
	
	
	
	160
	
	
	
	
	
	
	

	Rufin et al., 2012
	.64
	.57
	
	.56
	
	
	399
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Ryu & Han, 2011
	.73
	
	
	
	
	
	298
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service


Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Ryu & Zhong, 2012
	.36
	
	
	
	
	
	295
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Sarkar and Khare (2019)
	.62
	
	.37
	
	.30
	
	363
	
	n/a
	Predictive
	Direct
	Cross-sec.
	Field
	Mixed

	[Thesis by one of the authors]
	
	.02
	
	
	
	
	269
	
	Ambiguous
	n/a
	n/a
	Experiment
	Lab.
	Good

	Shaffer & Sherrell, 1997
	
	
	
	
	
	
	
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Service

	High Involvement Condition
	.58
	.62
	.80
	.60
	.76
	.60
	58
	
	
	
	
	
	
	

	Low Involvement Condition
	.58
	.41
	.72
	.60
	.71
	.45
	61
	
	
	
	
	
	
	

	Shi et al., 2004
	.71
	.15
	
	.13
	
	
	105
	
	Predictive
Normative
	Predictive
Normative
	Direct
	Longitudinal
	Field
	Service

	Shiau & Luo, 2013
	.49
	
	
	
	
	
	430
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Siu et al., 2014
	
	.30
	
	
	
	
	
	
	Ambiguous
	n/a
	n/a
	Cross-sec.
	Field
	Service

	
Spreng & Mackoy, 1996
	.67
	.14
	.73
	.11
	.53
	.28
	273
	
	Predictive
Normative
	Predictive
Normative
	Direct
	Longitudinal
	Field
	Service

	
Spreng & Olshavsky, 1993
	.75
	.14
	.77
	-.09
	.67
	.09
	128
	
	Normative
Predictive
	Ambiguous Normative
	Direct
	Experiment
	Lab.
	Good

	
Spreng et al., 1996
	.61
	.08
	.58
	-.02
	.65
	.22
	207
	
	Predictive
Normative
	Predictive
Normative
	Direct
	Experiment
	Lab.
	Good

	Sun, 1994
	.44
	
	
	
	
	
	214
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Swan, 1988
	.33
	-.02
	.55
	.11
	.48
	.13
	243
	
	Predictive
	Ambiguous
	Direct
	Longitudinal
	Field
	Mixed

	Swan & Martin, 1981
	.14
	
	.51
	
	-.43
	
	67
	
	Predictive
	Ambiguous
	Diff.-score
	Longitudinal
	Field
	Good

	Swan & Oliver, 1985
	.67
	
	
	
	
	
	229
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Mixed

	
Swan & Trawick, 1981
	.45
	.21
	
	-.12
	
	
	243
	
	Predictive
	Ambiguous
	Direct
Diff.-score
	Longitudinal
	Field
	Mixed

	Tang et al., 2014
	.54
	
	
	
	
	
	318
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service


Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Taylor, 1997
	
	
	
	
	
	
	
	
	
	
	
	
	
	

		Study 1
	.83
	.06
	
	.09
	
	
	31
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

		Study 2
	.78
	.03
	.93
	-.10
	.70
	.66
	29
	
	Ambiguous
	Ambiguous
	Direct
	Longitudinal
	Field
	Good

	Thirkell, 1980
	.57
	.17
	
	-.01
	
	
	929
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Thomassen, Leliveld, Van de Walle, and Ahaus (2017)
	Study 1
	Study 2
	
	-.17
-.02
	
	
	
	
	
157
937
	
	Predictive


	n/a


	n/a


	
Experiment


	Lab.


	Service



	Trudel et al., 2012
	
	
	
	
	
	
	
	
	Ambiguous
	n/a
	n/a
	Experiment
	Lab.
	Good

		Study 2
	Condition 3
	
	.17
	
	
	
	
	30
	
	
	
	
	
	
	

		Study 2
	Condition 4
	
	.05
	
	
	
	
	30
	
	
	
	
	
	
	

		Study 1, 
	Condition 1 & 2
	
	
	.88
	
	
	.11
	50
	
	
	
	
	
	
	

		Study 1, 
	Condition 3 & 4
	
	
	.69
	
	
	-.15
	48
	
	
	
	
	
	
	

		Study 2, 
	Condition 1 & 2
	
	
	.68
	
	
	-.20
	60
	
	
	
	
	
	
	

		      Study 2, 
	Condition 3 & 4
	
	
	.29
	
	
	.02
	60
	
	
	
	
	
	
	

	Tsai et al., 2016
	.51
	
	
	
	
	
	524
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	

Tse and Wilton, 1988
	.64
	.08
	.81
	-.27
	.80
	.03
	62
	
	Predictive
Normative
	Ambiguous
Predictive
Normative
	Direct
Diff.-score
	Experiment
	Lab.
	Good

	Varela-Neira et al., 2008
	.52
	
	
	
	
	
	
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Varela-Neira et al., 2010
	.83
	.29
	.86
	.10
	.80
	.23
	673
	
	Predictive
	Predictive
	Direct
	Cross-sec.
	Field
	Service

	Venkatesan (2018)
	.79
	
	
	
	
	
	307
	
	n/a
	Normative
	Diff.-Score
	Cross-sec.
	Field
	Service


Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Venkatesh & Goyal, 2010
	
	.24
	.28
	
	
	.41
	1,143
	
	Predictive
	n/a
	n/a
	Longitudinal
	Field
	Service

	Voss et al. 1998
	
	.28
	.70
	
	
	-.15
	200
	
	Ambiguous
	n/a
	n/a
	Experiment
	Lab.
	Service

	Walton and Hume (2012)
	
	.28
	
	
	
	
	300
	
	Predictive
	n/a
	n/a
	Experiment
	Lab.
	Service

	Wang and Olson (2002)
	.72
	
	
	
	
	
	126
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Westbrook (1980)
	
	
	
	
	
	
	
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	

		Study 1
	.23
	
	
	
	
	
	63
	
	
	
	
	
	
	Good

		Study 2
	.57
	
	
	
	
	
	72
	
	
	
	
	
	
	Service

		Study 3
	.39
	
	
	
	
	
	60
	
	
	
	
	
	
	Good

	Westbrook and Cote Jr (1980)
	.46
	
	
	
	
	
	156
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Westbrook & Reilly, 1983
	.65
	.42
	
	.08
	
	
	66
	
	Ambiguous
	Ambiguous
	Direct
	Cross-sec.
	Field
	Good

	Westbrook (1987)
	
	
	
	
	
	
	
	
	Predictive
	Ambiguous
	Direct
	Cross-sec.
	Field
	

		Study 1
	.61
	.51
	
	.26
	
	
	200
	
	
	
	
	
	
	Good

		Study 2
	.53
	.02
	
	-.23
	
	
	154
	
	
	
	
	
	
	Service

	Wirtz and Bateson (1999a)
	.53
	-.10
	.26
	-.40
	.39
	.00
	134
	
	Ambiguous
	Predictive
	Direct
	Experiment
	Lab.
	Service

	Wirtz and Bateson (1999b)
	.36
	
	-.19
	.48
	-.47
	
	134
	
	Predictive
	Predictive
	Direct
	Experiment
	Lab.
	Service

	
Wirtz and Mattila (2001a)
	.71
	.42
	.44
	.41
	.36
	-..06
	111
	
	Predictive
Normative
	Ambiguous
Normative
	Direct
	Experiment
	Lab.
	Service

	Wirtz and Mattila (2001b)
	.74
	
	
	
	
	
	288
	
	n/a
	Predictive
	Direct
	Experiment
	Lab.
	Service

	I.-L. Wu, Chiu, and Chen (2020)
	.21
	
	.49
	
	.41
	
	352
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	I.-L. Wu and Huang (2015)
	.31
	
	.30
	
	.22
	
	454
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	J. Wu and Padgett (2004)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

		Study 1
	
	.22
	.80
	
	
	.23
	56
	
	Ambiguous
	n/a
	n/a
	Longitudinal
	Field
	Service

		Study 2
	.45
	.30
	.75
	
	
	
	87
	
	Ambiguous
	Ambiguous
	Diff.-Score
	Cross-sec.
	Field
	Service


Appendix W5 (continued)
	
	Intercorrelations
	
	Moderators

	Study
	DIS-SAT
	EXP-SAT
	PER-SAT
	EXP-DIS
	PER-DIS
	EXP-PER
	N
	
	EXP Typea
	DIS Typea
	DIS 
Operationalizationa
	Study Design
	Setting
	Target

	Yao-Chuan, Chuan-Ming, and Feng-Yi (2018)
	.560
	
	
	
	
	
	297
	
	Ambiguous
	n/a
	Direct
	Cross-sec.
	Field
	Service

	Yen and Lu (2008)
	.71
	
	
	
	
	
	619
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Yim Yim, Chan, and Hung (2007)
	.41
	
	
	
	
	
	360
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service

	Yuksel (2018)
	Study 1 Sample 1
	Study 1 Sample 2
	Study 2
	Study 3
	.459
.387
.459
.593
	
.333


	
	
	
	
	102
88
343
449
	
	n/a
Predictive
n/a
n/a
	
Ambiguous
Predictive
Ambiguous
Ambiguous
	Direct
Diff.-Score
Direct
Direct
	Cross-sec.




	Field




	Service





	Zhou (2011)
	.49
	
	.45
	
	.41
	
	269
	
	n/a
	Ambiguous
	Direct
	Cross-sec.
	Field
	Service


Note.  DIS = Disconfirmation.  SAT = Satisfaction.  EXP = Expectation.  PER = performance.  Direct = Direct measurement of disconfirmation with questionnaire items.  Diff.-score = Operationalization of disconfirmation with a computed difference score (perceived performance minus performance expectations).  Cross-sec. = Cross-sectional survey study.  Longitudinal = Longitudinal survey study.  Lab. = Laboratory study.  Mixed = Mix of services and Goods.  n/a = not applicable.  
a If a study measured multiple types of expectations and/or disconfirmation, we report the mean correlation.  However, we also coded the expectation/disconfirmation types separately for moderator analysis.  b Dion et al. (1998) also measured “perceived service”, “desired service”, “predicted service” and “calculated disconfirmation”.  However, the wording of the items measuring theses variables indicates that “perceived service” actually measured past service experience, whereas “desired” and “predicted service” measured future expectations.  As target satisfaction was related to the current service, “perceived service”, “desired service”, “predicted service” and consequentially “calculated disconfirmation” did not refer to the same target as satisfaction and were excluded from the analysis.

Appendix W6: Meta-Analytic Path Analysis (MASEM)
The MASEM was conducted following the procedures detailed in Jak, Li, Kolbe, de Jonge, and Cheung (2021).
The following function arguments were used in the analysis:
· Random effects type: Diag
· Interval type: z
· Transformation on between-study variances: expLog
· Start values of between-study variances: 0.05
[bookmark: output-overall-analysis]
Graphical Summary
[image: ]
Output of the overall analysis
## Summary of One Stage MASEM 
##  
## free parameters:
##      name  matrix row col    Estimate  Std.Error A     z value     Pr(>|z|)
## 1   beta1      A0 DIS EXP -0.01489201 0.05149437    -0.2891969 7.724307e-01
## 2     b41      A0 SAT EXP  0.11059484 0.03337512     3.3136908 9.207327e-04
## 3     b32      A0 DIS PER  0.55339800 0.03260130    16.9747227 0.000000e+00
## 4     b42      A0 SAT PER  0.34902074 0.04377478     7.9731002 1.554312e-15
## 5   beta2      A0 SAT DIS  0.36761421 0.03095257    11.8766931 0.000000e+00
## 6     b21      S0 PER EXP  0.29555965 0.03593220     8.2254823 2.220446e-16
## 7  Tau1_1 vecTau1   1   1 -1.32522359 0.10008466   -13.2410264 0.000000e+00
## 8  Tau1_2 vecTau1   2   1 -1.21162157 0.10318459   -11.7422728 0.000000e+00
## 9  Tau1_3 vecTau1   3   1 -1.56490171 0.07985214   -19.5974927 0.000000e+00
## 10 Tau1_4 vecTau1   4   1 -1.63479844 0.09752991   -16.7620218 0.000000e+00
## 11 Tau1_5 vecTau1   5   1 -1.43223099 0.07880101   -18.1752868 0.000000e+00
## 12 Tau1_6 vecTau1   6   1 -1.77823475 0.06461871   -27.5188831 0.000000e+00
## 
## confidence intervals:
##                                          lbound     estimate     ubound note
## One Stage MASEM.Amatrix[1,1]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[2,1]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[3,1]        -0.11994319 -0.014892012 0.08585843     
## One Stage MASEM.Amatrix[4,1]         0.04359165  0.110594842 0.17578143     
## One Stage MASEM.Amatrix[1,2]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[2,2]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[3,2]         0.48973022  0.553397999 0.62014894     
## One Stage MASEM.Amatrix[4,2]         0.26008626  0.349020744 0.43428695     
## One Stage MASEM.Amatrix[1,3]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[2,3]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[3,3]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[4,3]         0.30520244  0.367614208 0.42853404     
## One Stage MASEM.Amatrix[1,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[2,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[3,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Amatrix[4,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[1,1]         1.00000000  1.000000000 1.00000000  !!!
## One Stage MASEM.Smatrix[2,1]         0.22375888  0.295559647 0.36744622     
## One Stage MASEM.Smatrix[3,1]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[4,1]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[1,2]         0.22375888  0.295559647 0.36744622     
## One Stage MASEM.Smatrix[2,2]         1.00000000  1.000000000 1.00000000  !!!
## One Stage MASEM.Smatrix[3,2]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[4,2]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[1,3]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[2,3]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[3,3]         0.63670276  0.698400421 0.75337381     
## One Stage MASEM.Smatrix[4,3]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[1,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[2,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[3,4]         0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Smatrix[4,4]         0.50657676  0.555029240 0.59883845     
## One Stage MASEM.Tau2[1,1]            0.04846893  0.070619626 0.10663657     
## One Stage MASEM.Tau2[2,1]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[3,1]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[4,1]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[5,1]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[6,1]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[1,2]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[2,2]            0.06023467  0.088633700 0.13590883     
## One Stage MASEM.Tau2[3,2]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[4,2]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[5,2]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[6,2]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[1,3]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[2,3]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[3,3]            0.03222823  0.043726392 0.06043737     
## One Stage MASEM.Tau2[4,3]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[5,3]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[6,3]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[1,4]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[2,4]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[3,4]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[4,4]            0.02640738  0.038021751 0.05693962     
## One Stage MASEM.Tau2[5,4]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[6,4]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[1,5]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[2,5]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[3,5]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[4,5]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[5,5]            0.04237603  0.057013798 0.07873089     
## One Stage MASEM.Tau2[6,5]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[1,6]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[2,6]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[3,6]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[4,6]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[5,6]            0.00000000  0.000000000 0.00000000  !!!
## One Stage MASEM.Tau2[6,6]            0.02231507  0.028539405 0.03707339     
## One Stage MASEM.IndirectEXP[1,1]    -0.04673155 -0.005474515 0.03084817   
## One Stage MASEM.IndirectPER[1,1]     0.16682409  0.20343697 0.24887599       

## 
## Model Statistics: 
##                |  Parameters  |  Degrees of Freedom  |  Fit (-2lnL units)
##        Model:             12                    488             -73.74663
##    Saturated:             12                    488             -73.74663
## Independence:              6                    494             702.64050
## Number of observations/statistics: 61008/500
## 
## chi-square:  χ² ( df=0 ) = -1.98952e-13,  p = 1
## Information Criteria: 
##       |  df Penalty  |  Parameters Penalty  |  Sample-Size Adjusted
## AIC:      -1049.747              -49.74663                -49.74152
## BIC:      -5450.902               58.47849                 20.34224
## CFI: 1 
## TLI: 1   (also known as NNFI) 
## RMSEA:  0  [95% CI (NA, NA)]
## Prob(RMSEA <= 0.05): NA
## timestamp: 2023-03-01 00:52:22 
## Wall clock time: 54.14679 secs 
## optimizer:  SLSQP 
## OpenMx version number: 2.19.5 
## Need help?  See help(mxSummary)
##     (residual) variance
## EXP              1.0000
## PER              1.0000
## DIS              0.6984
## SAT              0.5550
## $Between_Studies_Variances_Of_Correlation_Coefficients
## PER_EXP DIS_EXP SAT_EXP DIS_PER SAT_PER SAT_DIS 
##   0.071   0.089   0.044   0.038   0.057   0.029


Appendix W7: 
Meta-Regression of Disconfirmation-Satisfaction Correlation by Publication Year
To probe if effect sizes of the disconfirmation-satisfaction relationship changed over time, we coded the publication year (e.g., “2015”) as a proxy for the time the respective studies were conducted. We then computed a meta-regression following Borenstein, Hedges, Higgins, and Rothstein (2011), yielding a significant positive coefficient of 0.0079 (CI 0.0071, 0.0088; p < .001,  = .08). This indicates a linear trend of increasing effect sizes over time, with a regression model estimate of z =.52, r = .48 for the year 1980 and z =.84, r = .69 for the year 2020. The Tau-squared statistic further indicates that roughly 8% of the variance of disconfirmation-satisfaction effect sizes could be explained by the regression model. See Figure X for a graphic display of the meta-regression model.
[image: ]
Note: The size of circles indicates the weight of the respective study in the meta-analysis.
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