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INTRODUCTION  

• Social and economic reforms in emerging economies have led to 

rapid increases in consumer income and a demand for various 

products. 

• Unfortunately the promotion of consumers’ rights to develop a 

consumer-oriented culture remains a very big challenge as 

resources to educate consumers on their rights are lacking.

• One way to protect consumers is by establishing a redress 

environment  to ensure fair redress and an understanding of the 

consumer.
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INTRODUCTION - Continued  

• Manufacturers and retailers are often not aware of product/service 

failures as many consumers do not communicate their 

dissatisfaction to them. 

• Unless manufacturers and retailers comprehend customers’ 

complaint behaviour, and the reasoning and emotional processes 

underlying behaviour, they will not recognise the link between 

complaint handling and customer loyalty and profits.

• A holistic approach is needed to address 

complaint behaviour in its entirety.
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• Structure of presentation

o Consumer complaint behaviour defined

o Cognitive and emotional processes underlying consumer complaint 

behaviour

o Factors influencing consumer complaint behaviour:

o Consumer-related variables, product-specific variables, redress 

environment variables

o Implications for handling complaints
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CONSUMER COMPLAINT BEHAVIOUR DEFINED 
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CONSUMER COMPLAINT BEHAVIOUR DEFINED 
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COGNITIVE AND EMOTIONAL PROCESSES 

UNDERLYING CONSUMER COMPLAINT BEHAVIOUR
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FACTORS INFLUENCING CONSUMER COMPLAINT 

BEHAVIOUR

• Consumer-related variables

o Demographics, personality factors, attitudes, personal values, culture,  

knowledge and experience as consumers and causal attributions for 

product failure.

o Complainers tend to hold professional jobs, earn higher incomes, are 

well educated and are younger than non-complainers.

o What about vulnerable groups?

o More knowledgeable consumers are better able to evaluate product 

failures and obtain redress.

o Less knowledgeable and more inexperienced 

consumers will be less able to judge product 

performance and obtain redress.
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FACTORS INFLUENCING CONSUMER COMPLAINT 

BEHAVIOUR - Continued

• Product-specific variables

o Type of product/service

o Cost of the product/service 

o Durability 

o Importance of the product/service to the consumer 

o Dissatisfaction with the product/service 

o Severity of the product/service problem/failure
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FACTORS INFLUENCING CONSUMER COMPLAINT 

BEHAVIOUR - Continued

• Redress environment variables

o Factors controlled or primarily influenced by retailers:

o perceptions of  retailers’ willingness to provide a remedy for the 

dissatisfaction caused

o consumer’s perceived trouble involved in making a complaint 

o psychological cost of complaining, time lost, monetary cost of 

complaining

o “Perceived fairness/justice”
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FACTORS INFLUENCING CONSUMER COMPLAINT 

BEHAVIOUR - Continued
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The best and worst supermarkets in South Africa
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Overall level of customer satisfaction - 1,619 customers
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“While there were top performers in each of the measures of customer 
satisfaction, there were no outright winners who performed best across all 
categories and who are successfully managing all facets of customer satisfaction,” 
said Professor Adré Schreuder, SAcsi Founder and Chairperson.

“Similarly, while brands may have maintained their lead in certain measures, they 
have done so with decreasing scores when compared with previous years.”

Schreuder added that extreme economic pressure and the accelerating rate of 
technological developments are significantly influencing how consumers and 
shoppers behave, customer satisfaction is a big deal, while getting it right is 
complex and multi-faceted.

“We have come a very long way from when all it took was some customer service 
from efficient and friendly staff to do the job.

“The context of retail has evolved rapidly to extend across bricks and mortar 
experience to online and digital presence, while consumer drivers such as value, 
time, experience, healthy eating and ethical living are all culminating in a 
continuum of disconnect between shopper expectations and the retailer’s ability to 
satisfy them.”
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• Manufacturers and retailers should create realistic expectations for 

product performance

• Manufacturers, retailers and consumer protection organisations 

should continuously endeavour to improve the quality of products.

• Retailers and manufacturers should not underestimate the impact 

of hidden or indirect complaint activities.
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• Complaint handling employees should have proper product 

knowledge.

• Manufacturers and retailers should encourage dissatisfied 

consumers to take formal complaint action.

• Complaint handling personnel should see complaints through the 

eyes of customers to improve their  understanding of the 

customers’ dissatisfaction.
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• Manufacturers and retailers should have complaint policies and 

strategies and sound complaint handling ethics in place.

• Complaint handling staff should be trained to deal with upset 

customers in a friendly and prompt manner.

17

IMPLICATIONS FOR HANDLING COMPLAINTS - continued

DO N
OT C

OPY



• Retailers and manufacturers should make it easier for consumers 

to complain – complaint channels should be easy to use.

• Retailers, manufacturers and consumer organisations should have 

an understanding of cross-cultural differences in complaint 

behaviour.
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• Businesses should see complaint handling as a strategic tool and 

a marketing asset rather than an annoyance.

• Implementing fair policies concerning redress procedures and 

companies’ appropriate reaction to complaints are legitimate and 

ethical acts toward the consumer.

• Training programmes that focus on an understanding of the 

complaint message and the delivery of the message by the 

complainant, and the employees’ response, are essential to 

enhance employees’ ability to handle complaints. 
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• By providing a medium for dissatisfied consumers to complain, 

companies have the opportunity to resolve problems, provide 

explanations and/or appropriate forms of redress, increase 

consumer satisfaction, retain consumers as active purchasers and 

increase marketplace efficiency. 

• By complaining consumers can obtain redress, prevent the 

company from selling a bad product, assert their rights as 

consumers, vent anger, etc.
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• Registering a complaint, having it investigated and receiving 

feedback is an important mechanism for protecting and 

empowering consumers.

• Complaint data linked to data on consumers’ cognitions and 

emotions, and consumer-related variables, product-specific 

variables and redress environment variables, is a powerful tool to 

understand consumers’ complaint behaviour. 

• Companies should encourage consumers to complain to them 

about product failures and should recognise that they are 

responsible for the protection of their customers’ rights.
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