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Abstract

The purpose of this article is to determine the factors influencing the complaint behavior of
service customers and suggested a model that gives a dynamic view of customer’s complaint
behavior. The conceptual model supported by study and research done in the context of
complaint behavior analysis. In addition, numerous science researches in different industries
(services and products) supported the model. Research findings show that the complaint
behavior of customers is a very complex behavior of customer dissatisfaction. Many factors
determine the type and severity of complaints and these factors can be classified into four
factors such as personal (individual) factors, service factors, situational factors and macro
element. Different Kinds of people’s coping strategies is an effective factor in the selection of
complaint behavior type. Analyzing and identifying different factors that cause the complaint
behavior is important for different types of services. This model is a comprehensive one in
complaint behavior that identifies important factors.

Keyword: complaint behavior, customer services, coping strategy.

Introduction

Customer satisfaction is increasingly used for standard of customer related
activites and a superiority standard for any business organization (Jamali, 2007, p372).
consequently, service failures are quite frequent and subsequent reduction in customer
satisfaction and, on occasions, customer complaint. As negative service encounters, or
service failures, may cause the defection of customers that are becoming increasingly
intolerant of mediocrity, understanding the service recovery process could be
fundamental. Although a service failure has the potential to destroy customers’ loyalty,
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the successful implementation of service recovery strategies may prevent the defection
of customers who experience a service failure (Varela & et al, 2010, pp88-89).
Complaints are a natural consequence of any service activity because “Mistakes are an
unavoidable feature of all human endeavor and thus also of service delivery” (Johnston,
2001, p60). Recently, the importance of consumer complaint handling has been
recognized. According to Mitchell (1993), a study shows that 51 percent of the sample
who had complained about a service and 23 percent about products were less than
completely satisfied with the responses they received. Ineffective handling of buyers'
complaints increases their dissatisfaction and harms a marketer's reputation (R. Liu & et
al, 2001, p58). In a service recovery perspective, complaints expressed to the firm can
be also seen as an opportunity to strengthen the bond between the customer and the
firm (Svari & et al, 2010, p33).

According to Heskett & et al. (1994), an unfavorable service experience can
create ‘terrorists’, that is, customers who are so dissatisfied that they actively and
systematically seek opportunities to criticize or damage the company or its reputation
(Tronvoll, p13). In this context, also it is imperative that pay attention to customers and
their satisfaction after received services. Also a major part of these affairs achieve
through analysis and investigations of complaints and their reasons. Everybody that
complains is more likely to buy again. Because of these reasons, recognition of complaint
behavior for each company will be needed and that is a crucial factor. In this study, we
verify the types of complaints and its influences on the company services. Also we
introduce the specific and general affected factors on the complaint behaviors. For
Literature review, we searched a lot of science and research paper for recognizing the
all factor and element that affected on the complaint behavior. After recognized, the all
factor categorized in four section. We see the Literature in blow text.

Aim and Methods

The purpose of the current research is to analyze the tape of complaint behavior
and affected element on it. The paper introducing theoretical construct model for
identifying different kinds of consumer complaint actions and affected factor on it. The
model can using for complaint behavior segmentation. Paper construct based on the
other empirical paper.

Literature review

A central theme in these studies and related research is the relationship among
consumer dissatisfaction, consumer complaints, and marketing effectiveness.
Dissatisfaction with a product or other aspect of the exchange is the primary driver of
complaints (McAlister & et al, 2003, p342). However, complaints do not always stem
from dissatisfaction and dissatisfaction does not always lead to a complaint; this
suggests that dissatisfaction is a necessary, but not sufficient, cause for customers
complaining (Tronvoll, 2007, p604).

"Complaints can be teacher of your business; the biggest problem is apparent it".
Research shows that customers of an airline company that has been solved complaint
effectively and suitable, has more positive affect about the company, in compared that
everything was true for them and nobody has complained (Hopson & et al, 2002, pp165-
164). Approximately 34% of customers who had major complaints, after solving their
problems, referred to the company and for the minor important complaints this was
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52%. If the complaints be resolved quickly, between 52% (major complaints) and 95%
(minor complaints) of customer will back to that company again (Cotler, 2005, p393).
Complaint management involves the receipt, investigation, settlement and prevention
of customer complaints, and recovery of the customer (Hansen & et al, 2010, p7).

Also we are noticing and explaining each factor that influences their complaining
behavior and managing complaint, at the following, paper studies complaint behavior
and affected elements on it.

Customer complaint behavior

CCB is conceptualized as “a set of multiple (behavioral and non-behavioral)
responses, some or all of which are triggered by perceived dissatisfaction with a
purchase episode”. CCB is generally goal directed (McQuilken & et al, 2011, p954).
Authors agree that complaining is an interpersonal post-purchase communication
directed at the company causing the dissatisfaction Although complaining is more
frequently understood to be a cognitive response it is sometimes defined as an
emotionally loaded phenomenon where affects are apparent in both the content and
the way the complaint is expressed (Veldzquez & et al, 2010, p533).

Typology of complain behavior

Using factor analysis techniques (both exploratory and confirmatory), Singh
(1988) found empirical support for the dimensional taxonomy in which the responses of
CCB could be generally viewed as falling into one of three categories: voice responses,
private responses, and third-party responses (R. Liu & et al, 2001, p560).

Day and Landon’s (1977) hierarchical typology distinguishes between behavioral
and non behavioral responses at the first level and between public (e.g. seek redress,
take legal actions) and private (e.g. switch provider, warn friends) actions at the second.
Singh (1988) suggests a three-dimensional typology that discriminates among CCB
responses on the basis of the object toward which the response is directed (e.g.
family/friends, third parties, sellers/manufacturers) (B. Casado & et al, 2011, pp33).
Hirschman (1970) classifies responses to dissatisfaction in terms of exit (switch
providers), voice (complaints to friends, sellers, consumer organizations) or loyalty (do
nothing) (ibid, p34). other research in this area has attempted to explain particular types
of complaint behavior through various multi-factorial models. These have described
complaining behavior with such terms as “non-action”, “private action”, and “public
action”. (Tronvoll, 2007, p603)

Singh (1988) and related research and discussions of CCB taxonomies have direct
managerial implications: firms' post-purchase or defensive marketing strategies could
(or should) be developed to encourage voice responses, avert private responses, and
avoid third-party responses. (R. Liu & et al, 2001, p56)

By literature review, the study was conducted to determine the best type of
compliant behavior and therefore we classify (complaint behavior) into three categories
according to the Singh (1988) recommendation. According this recommendation, three
categories included voice responses (such as voice to seller or service provider & no
action), private responses (such as exit, verbal and online negative word of mouth and
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boycott) and third-party responses (such as take legal actions, consumer agency ! and
action by media or newspaper). at the follow, we are explaining each of the typologies.
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Figure 1: Day and Landon’s (1977) classification of consumer complaining
behavior (extension)(Mattila & Wirtz, 2004, p1478)

Voice responses

Voice responses are guided customer to complaints that are directly involved in
the displeasing exchange (e.g. seeking redress from the seller) (R. Liu & et al, 2001, p56).
Several cases can be occurred in the voice response include: debate the troublesome
situation with company manager or employee, tell the the problem to firm so that they
will do better in the future and etc (lbid, p64). When those elements occur, decrease
the voice to service provider (Svari & et al, 2010, p32; McQuilken & et al, 2011) .

Private responses

Private action indicates that complaint is privately through negative Word-of-
Mouth communications to family and friends or the decision not to repurchase the
product or services again or boycott? store (Ndubisi & et al, 2005, p67; Harrison, 2001,
p399) and recently addition of web site communications (Veldzquez & et al, 2010, p533).
The Internet complaint forum may be perceived as a vehicle for spreading negative
word-of-mouth (Harrison, 2001, p402).

1. The legal claim of dissatisfy customer in a court cause the response of service provider or producer. Consumer

agency supporting from the customers and using the consume laws for their.

2, When the individual or group abstained from using, buying, or dealing with someone or some
organization via an expression of protest. (Askdefine site, boycott)
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Exit and Negative word of mouth (WOM) are the CCB types that appear most
frequently in the CCB literature and these are one part of complaint behavior.

Exit, otherwise termed switching or defection, involves customers ceasing
to use an organization (McQuilken & et al, 2011, p954).

Word of the mouth(WOM) communication is informal advice and information
about products, services and social issue that exchanges between individuals and among
them (Huang & et al, 2011, p2). As an information source, positive WOM is a powerful
input into decision making (Ng & et al, 2011, pp133).

Very satisfied customers always act by publishing favorable word of the mouth
and it actually convert to advertise or in the contrary (Lavlak & et al, 2006, p241). WOM
is one of the strategies used by customers to reduce their post-decision dissonance (Ng
& et al, 2011, pp134) Based on the company research in US, each unsatisfied customer
overture its problem at least to 9 person, then 13 percent of this people, overture this
situation for more than 20 others (kavousi & et al, 2005, pp383-384). also, in average
one satisfied customer tells his/her good experience to product/service to 3 persons
(kotler, 2003, p393). With negative word-of-mouth and exit responses, the organization
often loses the opportunity to remedy and learn from the situation, suffers from
reputation problems, and forfeits its investment and any potential future gains from that
customer’s patronage (McAlister & et al, 2003, p342).

Third-party responses

Third party redress is defined as “an individual or organization who is external to
the consumer who initiates redress and is not directly involved in the dissatisfying
transaction”. (Reiboldt, 2003, p166) Public action refers to the direct complaint actions
to the seller or a third party (e.g. consumer agency or government), which included
seeking redress directly from retailer or manufacturer, and taking legal action. The
public actions that could be taken by consumer included verbal complain to
retailer/manufacturer, write comment card or complaint letters, write to newspaper or
complain to consumer council (Ndubisi & et al, 2005, p67) Public responses refer to
complaints directed at the parties involved in the transaction, whether they are
manufacturers or distributors and complaints directed at third parties, such as consumer
protection bodies, the media or legal action (Veldzquez & et al, 2010, p533). Also
included verbal complain to retailer/manufacturer, write comment card or complaint
letters, write to newspaper or complain to consumer council (Ndubisi & et al, 2005, p67).
and also the BBB (Better Business Bureau), governmental consumer protection
departments, or media-sponsored consumer advocates (Fisher & et al, 1999, p577).

Although the number of consumers who take third-party actions is relatively
small, these complaints can result in extensive legal costs, regulatory intervention, and
corporate reputation problems. Research works by Duhaime and Ash (1979), Singh
(1989), Tipper (1997),and Ursic (1985) suggest that third-party actions are most likely to
occur when consumers: (1) perceive that the company’s initial remedy was not
adequate; (2) have good access to the legal system and other formal agencies; (3)believe
that all other complaining options have been unsuccessful; (4) experience high anxiety
levels about the complaint situation; and (5) have generally negative attitudes toward
business practices (McAlister & et al, 2003, p342).
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The effort and involvement associated with third-party complaint behavior
normally indicate a degree of consumer dissatisfaction, company unresponsiveness, or
related factor that can severely threaten marketing relationships and effectiveness (Ibid,
p343). furthermore under cases, three other time, consumers seek third party redress
action: 1) when they have exercised all other complaint options; 2)when they perceive
success of voice responses to be low; 3) when the action is not related to other
complaint action (Reiboldt, 2003, p166).

Inertia or non-action

Customers often remain silent when service failures occur In fact, a vast majority
of dissatisfied customers fail to complain after a bad experience .Sometimes customers
perceive the costs of complaining to exceed potential benefits, leading to inaction.
Several personality variables also seem to predict whether consumers fall into the
complainer or non-complainer category. For instance, Bodey and Grace (2007) show
that attitude-toward-complaining and propensity-to-complain are two key
characteristics discriminating between the two groups. (Kim & et al, 2010, p978) Cost-
benefit theory suggests that before making a complaint, dissatisfied consumers examine
a tradeoff (Huppertz, 2007, p428). If the costs and time spent on a complaint are
perceived as exceeding the benefits as a result of a complaint, customers will tend to
remain silent and take no action (Heung & et al, 2003, p284; Hansen, 1997, p134). Non-
complainer considered that complaining was done by people with little else to do and
believed that it would be futile (Heung & et al, 2003, p284). Sometimes, the customer
decide to tolerate dissatisfaction or don’t protest, this situation depending on
importance of the purchase of consumer, ease and simplicity of the reaction in
dissatisfaction conditions, the overall level of customer satisfaction from store brand
and behavioral characteristics of customers (Hawkins & et al, 2007, p564).

Complainers and non-complainers were found to be different in that non-
complainers were more disconfirmation influenced (Lu Hsu & et al, 2008, p244). On the
contrary, complainers were more likely to have repeat purchases with higher levels of
loyalty (Phau & et al, 2004, p407; Namkung & et al, 2011, p497; Lu & et al, 2008, p244).

Complaint motivator

Heung represented several different motivate for complaining. The complaint-
motive variables included “seeking compensation”, seeking redress”, and “seeking
apology”, requesting corrective action”, “asking for explanation” and “expressing
emotional anger” (Heung & et al, 2003, p285). Also, customers use a kind of coping
method for decreasing mental stress proportionate selected strategy. Berceuse of its
importance, we explain it below:

Coping strategies: Based on their initial dissatisfaction response, consumers will
decide their coping strategies in order to reduce the stress caused by a dissatisfying
experience. These coping strategies can be categorized into three types: problem
focused, emotion-focused, and avoidance-type behaviors. Problem-based coping
strategies refer to customers acting directly to remedy the situation (Kim & et al, 2010,
p978). In a consumer complaint behavior context, direct action (problem-based action)
consists of voicing displeasure to the offending party. This could take the form of face-
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to-face, phone, or mail-based complaint interactions (Stephens & et al, 1998, p181). On
the other hand, Emotion-focused coping is more internal controler and intended to
conducting one’s mental responses (e.g. self-blame or sympathy) (Kim & et al, 2010,
p978). In this way, individuals attempt to regulate their mental response to the problem
to feel better. Instead of doing something, they remain silent and engage in any one of
several self-deceptions (Stephens & et al, 1998, p181). Problem focused coping strategy
included direct action and make plans to take action. Also for emotion focused coping
strategy can mention self blame, self-control, denial and seeking social support.
Physically get away from situation occur when customer used the avoidance coping
strategy (lbid, p174). Finally, avoidance-based coping refers to ignoring the situation and
hence taking no action to make things better. Several studies in consumer behavior have
further refined the definition of coping strategies based on private versus public actions
and based on various motivations to complain (Kim & et al, 2010, p978). According to
the literature and contexts of complaint behavior, for avoidance-based behavior can be
mention no-action or inertia(determined by yellow color in model), for emotion-focused
coping can be mention exit, verbal and online of negative word of mouth and boycott
the purchase (that determined by blue color). Also for problem focused coping can be
mention voice and seeking redress of weakness, which has been determined in the
conceptual model by green color. Arrows has been entered on the types of complaint
behavior in model. The arrows placed toward the some complaints behavior and several
elements listed in it. Also these elements are determining element for each complaint
behavior.

Influencing Factors on the complaint behavior

Two major streams of research are apparent in this area. The first has attempted
to identify the motivation or antecedents for complaining behavior. Suggestions have
included:

1. Situational factor: ( such as products/service importance and
time constraint and prior experience of complaint) (huppertz & et al, 2003, p136;
Tronvoll, 2007, p603) likelihood of successful redress! and cost of services (Drew
& et al, 2000, p2; Jin, 2010, p87) switching convenience? (Kasabov & et al, 2010,

p707)

2. Customer factor(such as demographic and factor Attitude toward
complaint)

3. Industry structure

4, Product/seller factor (Tronvoll, 2007, p603): perceived service
guality(Sharma & et al, 2009, p289) price of service or product (Hansen & et al,
2010, p7)

5. Individual factor (huppertz, 2003, p135)

After the literature review in complaint behavior, we categorized that on the four
sections such as personal (individual) factors, service/product factors, situational factors
and macro element (such as culture).At the follow we are explaining each component
of factors.

1. Probability that the complainer will succeed
2. When change the service/product provider company are Simply (for customer)
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Component factors influencing on the of complaint behavior

There are many factors that affect the behavior of the complaint. One type of
elements is services/product. Other elements are product/service costs and social
importance. Some authors believe that complaint behavior increases when below
situations occur:

1. When increases the customer dissatisfaction level

2. Consumers are more positive attitude toward complaining

3. Increase in the benefit of complaint

4, Increase the probability of the company blamed for the problem

5. Product and service for consumers be more important than the
past

6. The most customer are reaching the Resources for complaint.
(Mowen & et al, 2007, p430)

7. level of information and complaining experience (Velazquez & et

al, 2010, p534)

Attribution of blame creates about complaint behavior by Customer. When
customers are attributing product and service problems to the company and not to own,
the complaint behavior increases, Moreover, if the problem is under the company
control, customer dissatisfaction will increasing. Several types of people more tended to
using complaint behavior more than other people includes younger people, higher
income and education, dogmatic people, higher self-confidence and also individualist
costumers.(c. mowen. S. minor, 2007, p430) Also, attribution of blame affected on the
complaint behavior (Gruber & et al, 2008, p401).

According the literature review and in this context, several factors can mention
such as consumer characteristics, the cost of the purchased product, the amount of
seriousness (of the) problem, easily done in the mechanism of complaints, and retailer
reputation in the response to customer. Also Bearden and Teel (1983) Expressed that
severity of complaint is directly proportional to the level of customer dissatisfaction
(Kanousi, 2005, p89-90). Research of B. Casado & et al (2011) presented that Magnitude
of service failure in service recovery has significant and different effects on customers’
choice of a type of response. (B. Casado & et al, 2011, p32) Perceived severity of
dissatisfaction?®, personal norms, societal benefits, and difficulty of complaining and
service importance (Oh, 2006, p168) and prior experience of complaint had significant
influences on the choice of complaint . (Jin, 2010, p87) Blodgett et al.(1995) who found
that customers would react to a service incident when they know that a successful
outcome is likely to occur (Tsarenko & et al, 2011, p386).

Researcher have examined the effects of attitudinal and personality factors on
consumer complaining (Jin, 2010, p87; huppertz, 2003, p138) and assertiveness.
(huppertz, 2003, p138) Blodgett and Granbois (1992), proposed that complaining is a
function of not only dissatisfaction, but also of the importance of purchase, the expected
benefit of complaining, and the personal characteristics of consumer (Kraft & Martin,
2001, p7).

1. The level of dissatisfaction in customer that can categories in low, middle and high level.
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Magnitude of service failure: The magnitude of service failure direct attention
to the seriousness of service infirmity, that can be characterized as “high” or “low”
according to the magnitude. when increases the severity of failure, unfairly treated will
feel with customer, that goes to customer dissatisfaction. Service failure has a Three
aspects, include time, frequency, and outcome. (Chang & et al, 2007, p248)

Competitors density: Buunk and Van Yperen (1991) identified two types of
comparison: 1 relational; and 2 referential. The concept of relational comparison is
similar to the equity theory, which postulates that customers compare their inputs and
values to the businesses with the identified outcomes in terms of benefits they receive
from the chosen. On the other hand, referential comparison occurs when customers
evaluate their relationship status with those who are perceived to be similar to them.
Consequently, these will influenced the pattern of complaint behavior and leads to a
lesser likelihood of continuing the relationship (Tsarenko & et al, 2011, pp386-387).

Consumer advocacy: Researchers understand that consumer advocacy is
positively related to consumer complaining (Chelminski & et al, 2011, p361). In the other
hand, The purpose is to consider consumer advocacy, an individual’s general tendency
to share information and warn other consumers about dissatisfactory products and
service experiences, as related to complaining behaviors (lbid, p362).

Complaint importance: The TARP data (1986) make a clear distinction between
minor and major complaints. Minor complaints refer to incidents where monetary losses
between $1 and $5 were incurred, while major complaints refer to incidents where
losses in excess of $100 were incurred. TARP data indicate that, for those registering
major complaints which were not resolved, a staggering 46 percent reported that they
would switch brands. In contrast, the figure was only 19 percent for those registering
minor complaints which were not resolved. Other factors may also determine the
degree of importance which consumers attach to their complaints, including the extent
of psychological cost, time lost, inconvenience, and the like (Dolinsky, 1994, P29).

Inconvenience: A state or an example of problems or trouble, which often causes
a delay or loss of comfort? and occurred when customer complained from producer or
service provider.

Religion and complaining: In the second study (Hirschman, 1982), it was found
that religious affiliation also affected the criteria used to make buying decisions. Finally,
Hirschman (1983) concluded that few other variables exhibited the range and depth of
explanatory power offered by religious affiliation (Swimberghe & et al, 2009, p341).
Highly religious individuals will appraise violations of religious standards as very stressful
events and perceive them as threatening to the “self” (Ibid, p342). Swimberghe & et al
(2009) study indicate that consumer religious commitment significantly influences store
loyalty and complaint intentions (lbid, p340).

Psychological cost: Psychological cost defined the customers’ mental stress or
emotion labor during the sale experience. Also argue that psychological costs refer to
the emotional aspects of the sale experience costs, while time and effort costs refer to
the rational aspects. (Broekhuizen & et al, 2003, p10)

!, The wasted and remained time that affected on the complaint intention. Time lost refers to

wasted time for used the company product or services.
2. http://dictionary.cambridge.org/dictionary/british/inconvenience 1?q=Inconvenience
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Attitude toward complaining: Attitude toward complaining is defined as the
personal tendency of dissatisfied consumers to seek compensation from the firm (Yuksel
& Kilinc, Yuksel, 2006, p15). Attitudes influenced how people consume in general, and
evaluate purchased goods and services in particular. For this reason, marketing divisions
of countless companies investigate their consumers’ attitudes towards their products
and/or services. This investigation includes the basic understanding of how members of
their target market think, behave and act when they face a problem, in other words,
what are their attitudes towards complaining (Hekiz & et al, 2011, p327). Furthermore,
previous studies have indicated that the customers’ perceived justice influences
complaint behaviors, as well as their emotions and loyalty towards the firm (Svari & et
al, 2010, p27). Yuksel & et al (2011) researches indicated that Chinese respondents tend
to forgive and forget failures, whereas Americans seek a remedy from third parties and
this is represented, culture clearly affects Attitude toward complaining and general
intention to stay loyal which suggests that practitioners should consider the cultural
background of their customers while designing and implementing their service recovery
systems (Hekiz & et al, 2011, p327).

Complaint addressee: The complaint addressee can also be used to define the
concept and is the most commonly used criterion for classifying complaints. There is
agreement that the complaint may be directed at the provider (the manufacturer or the
distributor), or parties not involved in the transaction including consumer protection
bodies, the media and the law. Depending on the complaint addressee, the aim of the
complaint may vary (Veldzquez & et al, 2010, p533).

10
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Demographical variable

Demographic variables such as age, income and education are found to influence
complaint behavior. Previous studies showed that those who complained were younger
in age, had better education and higher income. Dearden and Mason (1984) found that
there is a positive relationship between CCB, and education and income. However, CCB
is found to be inversely related to age. In addition, Keng et al. (1995) found that females
were more likely to complain than males (Phau & Sari, 2004, p410). Also in other
research that implementation in Singapore finding that complainers who resorted to
public action were older, better educated and earned higher income. They were also
found to be more assertive and exhibited greater self-confidence and individualistic
trait. (keng & et al, 2008, p59) Babakus et al. (1991), however, pointed out that Mexican-
American complainants tended to have a lower level of education. Han et al. (1995)
stated that public complainers in Singapore are older, but most studies have indicated
that younger people file more complaints than older people (Ngai & et al, 2007, p1378).
Based on the research that implied in Taipei, presented Private actions were preferred
by adolescent customers to express dissatisfaction, followed by using the internet or
through actions of parents. Adolescent customers who were satisfied with service or
food compensations would be likely to have repeat purchases. Nevertheless,
adolescents who were unsatisfied with the service or food recovery did not totally cease
purchasing (Lu & et al, 2008, p243).

For perception of demographical variable on the complaint behavior, adjusted
blow table to paper.

12
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(consist of 87 above average income (p. 847) Television
variables such Commission
as housing type, in UK
age, household
composition,
etc.)
Hogarthand Demographic more likely to be male than female... Written
English variables (age, .Middle-aged (median 52), slightly complaints to
(2002) sex, income, higher income (about 120 per cent of Federal

education, race)

US household median), were more
highly educated (89 per cent have at
least high school diploma, compared to

Reserve about
banking
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78 per cent of the US population), and
were more likely to be non-white (32
per cent were non-white compared
with 25 per cent of the US population)
to agree with the statement that
indicate that they complain (p. 224)

Table 1: Literature review of complainer characteristics (Tronvoll, 2007, p30).
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Psychological variable:

Complaining behavior has been related to several individual differences,
including age, attitude towards complaining, personal values and personality. One of the
personality traits most often linked to complaint behavior is extraversion, as extraverts
are seen as more likely to engage in some form of complaining. For instance, Harris and
Mowen (2001) found extraversion was positively related to people taking legal action
after purchasing a lemon car (Daly & et al, 2010, p292).

A & B personality: The type-A person is said to be easily irritated, highly
competitive, always in a hurry, and hence more aggressive. Type-B individuals,
conversely, are relaxed, somewhat unassertive, and conciliatory toward the outside
world. Therefore, the type-A person might be considered more likely than the type-B
person to engage in aggressive complaining (Bennett, 1997, p160).

Culture:

Culture Values affected on the customers complaint behavior such as group-
oriented or self-oriented (Ah & et al, 1997, p89) and Individualism or collectivistic.
Individualism is the degree to which an individual is most concerned with and pursues
self-interests .Personal goals and achievement, self-reliance, pleasure and
independence, and competition are valued in highly individualistic cultures. In contrast,
in collectivistic cultures a rigid social framework is emphasized (i.e. in-groups and out-
groups exist) and one’s behavior is determined more by the goals shared with an in-
group (RSwanson, & et al, 2011, p220). Sudharshan (2001) suggest that consumers from
cultures with lower (versus higher) individualism tend not to complain to the service
provider when they receive poor service (Baker, Meyer, Chebat, 2011, p3). According
the research that implemented in Singapore (Hang & et al, 1997) that confirmed two
groups differed in terms of demographic and psychographic characteristics and those
clarified Group-oriented consumers were found to resort to private action, while their
self-oriented counterparts were more prepared to opt for public actions (Hang & et al,
1997, p89). Also, Becker (2000) and Hofstede (1980) stated that the cultural trait that
most distinguishes Asian nations is collectivity, while for non-Asian nations it is Customer
Complaint behavior individualism (Ngai & et al, 2007, p1379).

Factors Reference N | Factors Reference
Customer complaint | McQuilken & et al, 2011; | 1 | costs and time spent Heung & et al,
behavior R. Liu 2001 6 2003;
Public actions, third | B. Casado, et al, 2011 1 | non-action, private | Tronvoll, 2007;
parties, 7 | action, public action,
sellers/manufacturers, demographic and factor
Exit, voice, Magnitude Attitude toward
of service failure complaint
problem-based action Stephens & et al, 1998; 1 | Emotion-focused coping, | Kim & et al, 2010;
8 | avoidance-based coping
private responses, | R. Liu & et al, 2001; 1 | products/service huppertz & et al,
third-party responses 9 |importance and time | 2003; Tronvoll,
constraint and  prior | 2007,
experience of complaint
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5 | boycott Mattila & Wir tz, 2004; | 2 | likelihood of successful | Drew & et al,
Ndubisi & et al, 2005; | 0 | redress and cost of | 2000; Jin, 2010
Harrison, 2001 services
6 | word-of-mouth, Harrison, 2001; Mattila & | 2 | perceived service quality | Sharma & et al,
Wir tz, 2004; Ng & et al, | 1 2009;
2011;
7 | personality Daly & et al, 2010 2 | price of service or|Hansen & et al,
2 | product 2010
8 | Attribution of blame c. mowen. S. minor, 2007 | 2 | switching convenience Kasabov & et al,
3 2010
9 | consumer Kanousi, 2005 2 | Perceived severity of | Oh, 2006
characteristics, cost of 4 | dissatisfaction, personal
the purchased product, norms, societal benefits,
the amount of and difficulty of
seriousness problem complaining
1 | prior experience of | Jin, 2010 2 | attitudinal and | Jin, 2010;
0 | complaint 5 | personality factors huppertz, 2003
1 | consumer advocacy Chelminski & et al, 2011 | 2 | A & B personality Bennett, 1997
1 6
1 | Demographical variable | Phau & Sari, 2004; keng & | 2 | importance of purchase, | Kraft & Martin,
2 et al, 2008; Ngai & et al, | 7 | expected benefit of | 2001
2007; Lu & et al, 2008; complaining, personal
Tronvoll, 2007 characteristics of
consumer
1 | Religion and | Swimberghe & et al, |2 | complaint addressee Velazquez & et al,
3 | complaining, 2009, 8 2010
1 | attitude-toward- Huppertz, 2007; Yuksel & | 2 | collectivistic cultures & | RSwanson, & et
4 | complaining Kilinc, Yuksel, 2006; Hekiz | 9 | individualistic cultures al, 2011; Baker &
& et al, 2011 et al, 2011;
1 | likelihood of successful | Drew & et al, 2000; lJin, | 3 | psychological cost, time | Dolinsky, 1994
5 | redress and cost of | 2010; 0 | lost, inconvenience
services

Table 2: references of model factors

Discussion & Conclusion

Finding in this research can be applied for long-term and strategic planning, in
order to Attract customers and receive benefit from their. Previous research emphasis
on importance of complaint behavior in their research and this research identify and

categories complaint behavior element for better understand of costumer behavior.

Pre-Research in the scope of customer complaint behavior identifies many
complaint elements that cause the complaint reactions. Numerous studies applied to
introduce the model for complaint behavior elements and factors. In the study that was
conducted by Kasabov & et al (2010) endeavored to presentation of business model that
is based on customer complaints Management. Their model compared management
and recovery system of complaint with traditional method. Their study verification all
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elements that affect of recovery system in post-complaint behavior and did not consider
the pre-complaint behavior. But research is similar with present study in reviews
affecting element on complaint behavior. Also in other studies, Tronvoll & et al (no date),
Has reviewed the previous models on the customer complaint behavior in services, and
in three types of behavior included, complaint response, communicative complaint
response and practical complaints response. Their study has many similarities with the
framework of present research and we used from complaint behavior categories in own
research. But their research, category complaint behavior in four category and did not
verify other categories. As well as, widely researches had implied for categorization of
complaint behavior, that we can mention the Singh (1988), day and London (1977) and
Hrychmn (1970) researches, and we due to the comprehensiveness of the Singh’s model,
we use its categories as basis of own model. In addition, in this study not only verifying
the types of complaint behavior, but also has been recognized and analyzed of effective
factors on the complaint behavior. Own model is more comprehensive than previous
models. Another research, only verified complaint behavior in one or two dimension and
do not regard other dimension. Singhs model in other models in complaint behavior
higher comprehensiveness and has covered many factors.

The model show when customer is dissatisfied, different actions may be
performed by the customer. including Customer Personal response (including the
collective purchase boycott, switching and exit, negative word of mouth (verbal and
online) communication,), complaint response of customer (including the voice, seeking
redress from seller), third party action (including legal action, agency of consumers
protection, acting by newspapers and media) and finally the on action or inertia. In the
meantime, four factors that affecting on the customer actions include personal
(individual) factors, service factors, situational factors and macro elements.
Dissatisfaction customers determine the type of action by the each of four factors.
Dissatisfaction Customer Select the type of response and action, severity and repetition
rate of complaint that affected by four factors such as personal factors (including
attitudes toward complaint, customer advocacy, religious beliefs, demographic
variables, personality, psychological costs, personal norms and attribution of blame),
services factors (including type of services, magnitude of service failure, level of
dissatisfaction, service importance, service cost and switching convenience), situational
factor (including prior experience of complaints, time lost, switching convenience,
complaint addressee, competitor density, inconvenience and likelihood of successful
redress ) and macro elements( including culture).

Also, dissatisfaction customers according to coping strategies, select the type of
different responds. The previous researches show that individual factors such as
demographic and psychological variables have specifically impact on the personal
response behavior (that is based on emotion). But in the other cases, there are different
factors that specifically influence on the type of responses. The behaviors based
avoidance creates by the series of factors that is toward the non-action. In this case, the
most damage received to company, because the customers haven’t capacity and
intention to complaint and the company loses the opportunity to identify strengths and
weakness. While the customer doesn’t tend to repurchase company’s products, then
their customers have lost. Research finding tabloid in figure 1.

666



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 3, No. 52013, E-ISSN: 2222-6990 © 2013

In order to, each service provider and manufacture for responding to customer
complaint behavior must be use the segmentation concept. For complaint
segmentation, service provider can use these factors (identified in this research). By
dividing the customer complaint behavior in several segment, each company can
respond and uses to each opportunity.

Acknowledgement
Special thanks for all masters that have helped in conducting this study.
Reference

Ah Keng, Kau & Liu, Serene (1997). “Personal values and complaint behaviour: The
case of Singapore consumers”, Journal of Retailing and Consumer Services, Volume 4,
Issue 2, Pages 89-97

B. Casado, Ana & L. Nicolau, Juan & J. Mas, Francisco. (2011), “The harmful
consequences of failed recoveries in the banking industry”, International Journal of Bank
Marketing, Vol. 29, No. 1, pp. 32-49

Baker, Thomas L. & Meyer, Tracy & Chebat, Jean-Charles. (2011), Cultural impacts
on felt and expressed emotions and third party complaint relationships, Journal of
Business Research, in press

Bennett, Roger. (1997), “Anger, catharsis, and purchasing behavior following
aggressive customer complaints”, Journal of Consumer Marketing, VOL. 14, NO. 2,
ppl156-172

Broekhuizen, Thijs L. J. & Jager, Wander (2003), A Conceptual Model of Channel
Choice: Measuring Online and Offline Shopping Value Perceptions, PhD Candidate, pp;
1-32

C. Mown, Johan & S. minor, Michel. (2007), Consumer Behavior, translated by
ardestani and saadi

Chang, Hong-Sheng & Ho, Jui-Lin & Tseng, Chien-Ming (2007), Justice Strategy
Options for Increased Customer Value in a Services Recovery Setting, International
Journal of Business and Information , Vol2, No 2, pp: 241264.

Chelminski, Piotr & Coulter, Robin A, (2011). “An examination of consumer
advocacy and complaining behavior in the context of service failure”, Journal of Services
Marketing, Volume 25 - Number 5 - pp361-370

Daly, Timothy M. & Lee, Julie Anne & Soutar, Geoffrey N. & Rasmi, Sarah. (2010),
“Conflict-handling style measurement: a best-worst scaling application”, International
Journal of Conflict Management, Vol. 21, No. 3, pp. 281-308

Derw, james J. & Mani, D.R & Detta, Piew & Howard, Jeffrey & Griffio,Shad. (2000),”
A study in business-to-business complaining behavior : yellow pages advertisers”,
Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, Vol 16, p1-
9

Dolinsky, Arthur L. (1994), “A Consumer Complaint Framework with Resulting
Strategies:An Application to Higher Education”, Journal Of Services Marketing, 27-39

Fisher, J.E., Garrett, D.E., Arnold, M.J. and Ferris, M.E. (1999), ‘“Dissatisfied
consumers who complain to the better business bureau”, Journal of Consumer
Marketing, Vol. 16 No. 6, pp. 576-89.

666


http://www.sciencedirect.com/science/article/pii/S0969698996000197?_alid=1853021046&_rdoc=17&_fmt=high&_origin=search&_docanchor=&_ct=67121&_zone=rslt_list_item&md5=84246e634ba1560b758c001889b753c4
http://www.sciencedirect.com/science/article/pii/S0969698996000197?_alid=1853021046&_rdoc=17&_fmt=high&_origin=search&_docanchor=&_ct=67121&_zone=rslt_list_item&md5=84246e634ba1560b758c001889b753c4

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 3, No. 52013, E-ISSN: 2222-6990 © 2013

Gruber, Thorsten & Henneberg, Stephan C. & Ashnai, Bahar &Naude, Peter. (2010),
“Complaint resolution management expectations in an asymmetric business-to-
business context”, Journal of Business & Industrial Marketing, Vol 25, No5, pp360-371

H. Ekiz, Erdogan & Au, Norman, (2011). “Comparing Chinese and American attitudes
towards complaining”, International Journal of Contemporary Hospitality Management,
Vol. 23 No. 3, pp. 327-343

Hansen, Scott W. (1997), “Power as a predictor of industrial complaining styles in a
buyer/seller relationship: the buyer’s perspective”, Journal of Business & Industrial
Marketing, Vol. 12 NO. 2, pp. 134-148

Hansen, Torben & Wilke, Ricky & Zaichkowsky, Judith. (2010), “Managing consumer
complaints: differences and similarities among heterogeneous retailers”, International
Journal of Retail & Distribution Management, Vol. 38, No. 1, pp. 6-23

Harrison-Walker, L. Jean. (2001), “E-complaining: a content analysis of an Internet
complaint forum”, Journal of Services Marketing, VOL. 15, NO. 5, pp. 397-412

Hawkins, Del & Bust, Rajuer & Kani, Kenneth. (2007), Consumer Behavior, translated
by Rousta & Atayi, Sargol express

Heung, Vincent C.S. & Lam, Terry, (2003), “Customer complaint behavior towards
restaurant services”, International journal of contemporary Hospitality management,
Vol 15/5, pp283-289

Hopson, Barrie & Lugari, jack & Mvrgatrvyd, Steve & Ripple, Teresa & Scully, mike &
Simpson, Dan. (2002), translated by Parizi, p165-164

Huang, Minxue & Cai, Fengyan & S.L. Tsang, Alex & Zhou, Nan. (2011), Making Your
Online Voice Loud: The Critical Role of WOM Information, ememrald group, pp1-21

Huppertz, J. (2003), “An effort model of first-stage complaining behavior”, Journal
of Consumer Satisfaction”, Dissatisfaction and Complaining Behavior, Vol.16, pp.132-44

Jamali, Dima. (2007), “A study of customer satisfaction in the context of a public
private partnership”, International Journal of Quality & Reliability Management, Vol. 24,
No. 4, pp. 370-385

Jin, LiYin. (2010), “Determinants of customers’ complaint intention: Empirical study
in the context of China’s retail industry”, Nankai Business Review International, Vol. 1
No. 1, pp. 87-99

Johnston, Robert. (2001), “Linking complaint management to profit”, International
Journal of Service Industry Management, Vol. 12, No. 1, pp. 60-69

Kanousi, Argyro. (2005), “An empirical investigation of the role of culture on service
recovery expectations”, Managing Service Quality, Vol. 15, No. 1, pp. 57-69

Kasabov, Edward & Warlow, Alex J. (2010), “Towards a new model of “customer
compliance” service provision, European Journal of Marketing, Vol. 44 No. 6, pp. 700-
729

Kastler, Philip (2003), fundamentals of marketing management, translated by Ali
Parsaeiyan

Kavousi, Seyed Mohammad Reza & Saghayi, Abbas. (2005), survey method of
customer satisfaction, Sabzan express

Keng, Kau Ah, Richmond, Daleen & Han, Serene. (2008), “Determinants of
Consumer Complaint Behaviour:A Study of Singapore Consumers”, Journal of
International Consumer Marketing, Vol. 8, No 2, p59-76

Kim, Min Gyung & Wang, Chenya & Mattila, Anna S. (2010), “The relationship
between consumer complaining behavior and service recovery:An integrative review”,

666


http://www.tandfonline.com/loi/wicm20?open=8#vol_8
http://www.tandfonline.com/toc/wicm20/8/2

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 3, No. 52013, E-ISSN: 2222-6990 © 2013

International Journal of Contemporary Hospitality Management, Vol. 22, No. 7, pp. 975-
991

Kraft, Frederic & Martin, Charles L. (2001), “customer compliments as more than
complementary feedback”, Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behavior, Vol.14, p1-13

Lavolak, Christopher & Wright, Loren. (2006), fundamentals of service marketing
management, translate by Bahaman Frozande

Lu Hsu, Jane & Chiu, Vikki Wei-Ting. (2008), “Complaints and perceptions
management: perceptions and perspectives of online credibility”, Journal of Enterprise
Information Management, Vol. 23, No. 5, pp. 653-660

Mattila, Anna S. & Wir tz, Jochen. (2004), “Consumer complaining to firms: t he
determinants of channel choice”, Journal of Services Marketing, Vol. 18, N. 2, pp. 147-
155.

McAlister, Debbie Thorne & C. Erffmeyer, Robert (2003). “A content analysis of
outcomes and responsibilities for consumer complaints to third-party organizations”,
Journal of Business Research 56, pp341— 351

McQuilken, Lisa & Robertson, Nichola, (2011). “The influence of guarantees, active
requests to voice and failure severity on customer complaint behavior”, International
Journal of Hospitality Management, Vol. 30, pp953—-962

Namkung, Young & Jang, SooCheong (Shawn) & Choi, Soo Keun. (2011), “Customer
complaints in restaurants: Do they differ by service stages and loyalty levels?”
International Journal of Hospitality Management, Vol.30, pp 495-502

Ndubisi, Nelson Oly & Ling,Tam Yin. (2005), “Complaint behavior of Malaysian
consumers”, Management Research News, Vol. 29, No 1/2, pp. 65-76

Ng, Sandy & E. David, Meredith & Dagger, Tracey S. (2011), “Generating positive
word-of mouth in the service experience”, Managing Service Quality, Vol. 21, No. 2, pp.
133-151

Ngai, Eric W.T. & Heung, Vincent C.S. & Wong, Y.H. & Chan, Fanny K.Y. (2007),
“Consumer complaint behaviour of Asians and non-Asians about hotel services: An
empirical analysis”, European Journal of Marketing, Vol. 41, No. 11/12, pp. 1375-1391

Oh, Dong-Geun. (2006), “Complaining intentions and their relationships to
complaining behavior of academic library users in South Korea”, Library Management,
Vol. 27, No. 3, pp. 168-189

Phau, lan & Sari, Riana Puspita. (2004),” Engaging in complaint behavior:An
Indonesian perspective”, Marketing Intelligence & Planning, Vol. 22, No. 4, pp. 407-426

R. Liu, Raymond & McClure, Peter (2001), “Recognizing cross-cultural differences in
consumer complaint behavior and intentions: an empirical examination”, Journal Of
Consumer Marketing, VOL. 18 NO. 1, pp. 54-74

R. Swanson, Scott & Frankel, Robert& Sagan, Mariusz & L. Johansen, Douglas (2011),
“Private and public voice: exploring cultural influence”, Managing Service Quality, Vol.
21, No. 3, pp. 216-239

Reiboldt, Wendy. (2003), “factor that influence a consumer complainers rating of
service received from a third party complaint-handeling agency”, , Journal of Consumer
Satisfaction, Dissatisfaction and Complaining Behavior,pp 166-177

Sharma, Piyush & Mathur, Rajiv & Dhawan, Abhinav. (2009), “exploring customer
reactions to offshore call centers: toward a comprehensive conceptual framework”,
Journal of Services Marketing, Vol. 23/5, pp289-300

666



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 3, No. 52013, E-ISSN: 2222-6990 © 2013

Stephens, Nancy & Gwinner, Kevin P. (1998), “Why Don't Some People Complain?
A Cognitive-Emotive Process Model of Consumer Complaint Behavior”, Journal of the
Academy of Marketing Science, Volume 26, No. 3, pp 172-189.

Svari, Sander & Svensson, Go ran & Sla°tten, Terje & Edvardsson, Bo (2010). “A DIP-
construct of perceived justice in negative service encounters and complaint handling in
the Norwegian tourism industry”, Managing Service Quality, Vol. 20, No. 1, pp. 26-45

Swimberghe, Krist & Sharma, Dheeraj & Flurry, Laura. (2009), “an exploratory
investigation of the consumer religious commitment and its influence on store loyalty
and consumer complaint intentions”, Journal of Consumer Marketing, Vol 26/5, pp340-
347

Tronvoll & et al,(no date), “A Dynamic Model of Customer Complaining behaviour
from the Perspective of Service-Dominant logic”, emerald group, p1-22

Tronvoll, Bard (2007), “Customer complaint behavior from the perspective of the
service-dominant logic of marketing”, Managing Service Quality, Vol. 17, No. 6, pp. 601-
620

Tsarenko, Yelena & Rooslani Tojib, Dewi. (2011), “A transactional model of
forgiveness in the service failure context: a customer-driven approach”, Journal of
Services Marketing, Vol25, No5, pp381-392

Varela-Neira, Concepcio’n & Va’'zquez-Casielles, Rodolfo & Iglesias, Vi'ctor. (2010),
Explaining customer satisfaction with complaint handling, International Journal of Bank
Marketing, Vol. 28 No. 2, pp. 88-112

Vela'zquez, Beatriz Moliner & Blasco, Mari’a Fuentes & Saura, Irene Gil & Contri,
Gloria Berenguer. (2010), “the moderator effect of previous customer experience of the
restaurant”, Journal of Services Marketing, Vol 24/7, pp532-545

Yuksel, Atil & K. Kilinc, Ugur & Yuksel, Fisun. (2006), “Cross-national analysis of hotel
customers’ attitudes toward complaining and their complaining behaviours”, Tourism
Management, No. 27, pp 11-24

666



