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Abstract

Purpose - The purpose of this paper is to predict which factors can determine consumer’s
intentions to complain when they meet service failure in restaurant industry.

Design/methodology/approach —quantitative data was collected through the instrument of a
survey questionnaire. Data were collected from 250 consumers to assess the Influence of
attitude, subjective norm, and Self-efficacy on the intention to complain.

Findings - The results show that the attitudes toward complaining and self-efficacy have
significant effects on the consumer complaint intention. Also, self-efficacy of complaining is
analyzed as the antecedents.

Practical implications — the results shows that in order to intensify the consumers attitude
toward complaining in hospitality industry, service provider should encourage complaints to
locate the failure and make policies to make the consumer satisfied/loyal. Here in the
restaurant industry, when consumers (having high degree of self-efficacy) face faulty services,
they focus on better solution in reaction to service failure by better using their expertise, skills
and resources.

Originality/value - In this study it has be proven that perceived attitudes toward complaint
and self-efficacy are very important determinants which directly affects Consumer’s intention
to make complains. This study also explores the effect of self-efficacy on consumer
complaints behavior and provides a more holistic view of the determinants which affect
customer’s complaint behavior.
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Introduction

Hotel restaurant managers concern a lot about customer satisfaction to survive and for growth
purpose in the industry. From the revenue point of view, customer satisfaction is very
important for hotels (Barlow, 1996). Higher level of customer satisfaction comes from
meeting the expectations of customers. But the problem is that it is very difficult to know
about the expectations of customers unless they provide feedback to hotels management.
Feedback can be in different forms in different situations, but feedback in the form of
complaints is very productive and beneficial source to make customer’s satisfied (Sanes,
1993).

Hence, customer’s complaint behavior (CCB) is the focal point for academic researchers (e.g.
Rogers et al., 1992). Bad consequences can be faced due to lack of knowledge of CCB and
also due to poor handling of customer’s complaints. Jeopardizing of company can be happen
due to spreading bad messages about the company by the dissatisfied customers (Lewis,
1983).

To cope with bad situations and to enhance customer satisfaction and loyalty, implementation
of an effective complaint management system is necessary (Kemp, 1999). That system should
productively and positively response to customers individual actions. An action by individual
to communicate negative message about a product or service is called complaint behavior
(Jacoby and Jaccard, 1981). Complaints can be direct to the service provider (the
manufacturer or the distributor), or to the third parties (consumer protection bodies and media)
that are not directly involved in the transaction (Singh and Pandya, 1991; Davidow and Dacin,
1997). Complaints to supplier by dissatisfied customers, demand solution of their
dissatisfaction in the form of an economic or material reward, a suggestion for improvements
or even, emotional relief (Nyer, 2000). Consumers who didn’t got any solution from the
product/service provider or who see a problem as more severe, complaints to third party
(Hogarth et al., 2001).

One of the functions of dissatisfaction is the customer complaint behavior (Williams et al.,
1993). Singh and Wilkes (1996) also elaborated that dissatisfaction is one of the important
attributes to complaints. Morganosky and Buckley (1986) told another reason that education
is one of the important attribute of complainers. Publicly complaining people are younger in
age, having better education and higher income (Day and Landon, 1977).

If service failures handled appropriately at the early stage, they lead to positive response from
customers (Bitner et al., 1990). Service providers should have a system to know the causes of
complaints and to encourage the complainers for improving their products and services by
complaining (East, 2000). Loyalty and commitment should be the purpose when fulfilling the
desires and satisfying the customers (Zeithaml and Bitner, 2000). In some of the cases
dissatisfied customers do not complaint about service providers, because they are hesitated to
complain (Blodgett et al., 1995). That is why attitude toward complaining (ATC) is the main
characteristic of the consumers complain behavior because, most of the time consumer
intention to complain, get influence from ATC (Singh, 1989).
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Certainty of success and not feeling hesitation to complain make more positive attitude of the
consumers toward complaining (Richins, 1982). In remarkable situation like service failure,
theory elaborates a pertinent behavior-attitude affiliation (Fishbein and Ajzen, 1975; Ajzen
and Fishbein, 1980). Halstead and Dro™ ge (1991) express that attitude related to action of
complaining are concerned to the other steps of the complaining process. It means attitude
toward complaining can influence consumer concepts due to steps of organizations
improvement strategies in response to complaints. These strategies can occur during or after
the complaints process. Generally individual perceived risk, confidence, attitude &
propensity to make complain and complaints channel choices are importantly related to
attitude towards complaining (Halstead and Dro™ ge, 1991; Huppertz and Mower, 2003; Oh,
2006; Richins, 1982; Singh, 1989).

Attitudes are reflected by beliefs, norms are reflected by normative belief and self-efficacy is
reflected by the control over resources & opportunities which are needed for the existence of
a behavior (Ajzen, 1991). Ajzen, (1991) describe the self-efficacy same as the behavioral
control which was described by the Bandura (1997). We will use self-efficacy as the variable
in our study. If two individuals are willing to perform a same intention to conduct a behavior,
the person with more self-efficacy will be handling the situation in a much better way (Ajzen,
1991). Due to the general nature of the theory of planned behavior (TPB) does not specify the
beliefs which are associated with the specific behavior. So these beliefs are still to be
explored by the further researchers.

Literature review

Theory of reasoned action states that favorable attitude and subjective norms certainly lead to
intentions (Fishbein and Ajzen, 1975; Ajzen and Fishbein, 1980; Fishbein, 1980). These
intentions comprises of personal and social influence (Ajzen and Fishbein, 1980). The
attitudinal component shows attitude of an individual toward an act or behavior and the
subjective importance of the behavior or act is reflected by normative component. These two
determinants show the different characteristics in different situations, means behavior and
individual preferences predict the intention to take an action. Subjective norms comprise of
cognitive elements that are based on significant judgmental expectations of others. Attitude,
amiability and inimitability of an act are less cognitive and more effective than the subjective
norm (Bagozzi et al., 1992). Attitude towards behavior depicts the belief about engaging in
the behavior and relevant assessment of the belief (Fishbein and Ajzen, 1975).

Ajzen (1985) provided a new variable, named (perceived behavioral contro)l in theory of
reasoned action to measure behaviors and behavioral intentions. Fishbein and Cappella (2006)
used self-efficacy as perceived behavior control in their research model. Ajzen (2002) also
measured perceived behavior control with the help of self-efficacy. The performers require
essential resources and opportunities to conduct a behavior, when they don’t have volitional
control. Ajzen (1985, 1991) argue that theory of planned behavior (TPB) depicts both attitude
toward a behavior and subjective norm which reflect the intention to execute a behavior.
Complaints in the hospitality industry require two way communications with service
provider.
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The TRA and TPB do not explain how intention converts into behavior or why people do not
act according to their intentions (Bagozziet al., 1992). According to the Ajzen (1991) that
intention is the motivation of a person to execute a behavior and time or effort he/she is
willing to take specific action. Intention of taking a particular action is an internal motivation.
Kim et al., 2003 extended the definition of Ajzen that the complain intention is the intention
of disgruntled customer to make complaints to the firm. Here in our research model of
study, complain intention is dependent on the three variable, 1.attitude toward complaining,
2.subjective norm, 3.Perceived self-efficacy.

Attitude toward complaining

An action most importantly includes an attitude that pursue or not to pursue a behavior
(Ajzen, 2005). The theory of reasoned behavior concludes that intention of person includes
two fundamental determinants, his/her nature as well as influence (Ajzen and Fishbein, 1980).
And also according to this theory that positive and negative evaluation of nature of a
particular performed behavior is called personal factor evaluation (Ajzen and Fishbein, 1980).
Singh (1989) stressed that normative consideration (should I complain or not) and social
benefits (It should benefit others) should be taken as benchmark to test the appropriateness of
the complaining behavior. Richins (1982) explains that individual’s personal norms toward
complaining, personal benefit of complaining and societal benefits of complaining are the
basics of attitudes toward complaining. Bodey and Grace (2006) express that consumers have
positive attitudes toward complaining if they perceive greater possibility of success of their
complaints and due to this confidence; they complain most of the time.

To have a more precise point of view, it can be said that customers having negative attitude
towards complaining is dependent on personal reasons which abolish the loyalty of consumer
toward the company or organization. Likewise, if social benefits are the source of concern,
then there are also remarkable chances that they will be no more loyal to the company or
organization (Erdogan and Norman, 2010; Rizwan et al., 2013).

H1: Attitude toward complain have significant effect on intention to complain in restaurant
industry.

Subjective norms

Subjective norms are the norms which are set by individuals and groups to create perceived
expectations to act upon . The referent opinion motivates the individuals to create intention to
comply the expectations of that referent group (Fishbein and Ajzen, 1975).
Mathieson,(1991) and Taylor and Todd, (1995) elaborated that subjective norms attached
with the influence of superior’s, peers, family and friends, have close links with intention of
complain. So subjective norms are the combination of individual perception and motivation
assessments toward all referent groups.

.H2: Subjective norm have significant effect on intention to complain in restaurants industry.

156 www.macrothink.org/ijld



\\ Macrothll'lk International Journal of Learnmglcs&sﬁe\;ellgf_?gg;
H ™
A Institute 2013, Vol. 3, No. 6

Self-efficacy

It is an individual belief to utilize his expertise and skills to achieve specific goals and to
perform under the given conditions. More the self-efficacy will be, more will be the control
over behaviors, environment, thoughts, feelings and actions. According to Bandura, (1997)
the individual having high self-efficacy can better utilize or integrate the resources and
expertise to make optimal, effectual coping strategies to encounter environmental challenges.
The higher self-efficacy helps individuals to moderate their aggressive behavior and to act
strategically to find out what they want (Bandur etal., 2003; Mikolajczak et al. 2006; Rizwan
et al., 2013). The person who scores highly on emotional intelligence manifests greater
degree of self-efficacy (Mikolajczak and Luminet, 2008). The concept of behavior control is
very much relevant to the Banduras concept of self-efficacy. Perceived behavioral control is
the belief of a person that how easily or difficultly a specific behavior can be performed
(Ajzen, 1988). Also self-efficacy is a person ability that how well he/she handles a specific
situation. Fishbein and Cappella (2006) used self-efficacy as perceived behavior control in
their research model; Ajzen (2002) also measured perceived behavior control with the help of
self-efficacy and use it as an item. Here in the restaurant industry several sophisticated
techniques can be used to record customer complaints and to cope with service failures.

H3: Self-efficacy has significant effect on intention to complain in restaurant industry.

Theoretical model:

Attitude toward

Subjective norm Complain

Y R 1

Perceived behavior

control
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Research methodology
Sample/Data

In order to collect data to understand situation about complain intention of consumer towards
restaurant, a sample of 230 respondents were asked to participate in a self-administered
questionnaire. The population for the current research is restaurant visitors in Pakistan.
Non-probability sampling technique that is convenience sampling was used in this study. Two
main qualifications were necessary to participate in the self-administered survey. First,
sample members should be the consumer of restaurants. Secondly, they must have enough
knowledge about the restaurant services. We selected the sample members from the
Bahawalpur city of Pakistan. The sample data was collected from the two main clusters,
university students and working professionals.

Instruments and Measures

Questionnaire of the current study have two main purposes: first is to analyze the
relationships of different variables in complain intention of consumer in restaurant industry.
Secondly, to collect information about the different characteristics of the respondents that can
be used to understand the variation in the different categories. Questionnaire of the current
study is divided into two sections; Section 1 contains personal and demographic variables.
This section collects the respondent’s information about Gender, age, income, education and
status. Section 2 includes the latent variables that are important in the current study. These
variables include attitude toward complaining, subjective norm, self-efficacy and complain
intention. This section of study is depending upon the past literature and already used
questionnaires. (Table 1) The scales of the current study were adopted from previous
literature and published studies. The first variable of the study, attitude toward complaining is
having four items and scale has been taken from Blodget etal. (1993); Singh, (1989).
Subjective norm variable is having two items and scales was taken from Taylor and Todd
(1995a). Self-efficacy variable is having five items and scale was taken from Schwarzer and
Jerusalen’s (1995). The net variable is complaining intention having three items was taken
from Day etal. (1991); Singh, (1989).
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Table 1: Scale of Study

No. Variable Items Reference
1 Attitude toward | 1. | feel uncomfortable if not complain directly about
Complaining dissatisfactory product or service to the service provider
2. | feel obliged to complain directly about dissatisfactory | Blodgett et al.
product or service to the service provider (1993), Singh’s
People should complain that much for it happens (1989)
It is necessary to ask for change or return if the failing product
or service does not cost much
2 Subjective Norm 1. People who influence my behavior would think that I should
complain Taylor and Todd
2. People who are important to me would think that I should (1995a)
complain
3 Self-efficacy 1. | am confident that | could deal -efficiently with
unexpected service episodes
2. Thanks to my resourcefulness, | know how to handle
unforeseen service incidents Schwarzer  and
3. If someone opposes me in a service incident, | can find the
Jerusalem’s
means and ways to get what | want
4.  When | am confronted with a service failure, I can usually find | (1995)
several solutions
5. | can always manage to deal with service failures if | try hard
enough
4 Complain 1. 1 will forget the unsatisfactory experience and not complaint
any more
Intention 2. 1 will complain to employee or manager right after | P2 et al. 1981
experiencing dissatisfaction Singh, 1989
3. | will make the service provider take proper action right after

understood it easily to response productively. A total of 230 questionnaires were selected
included from 250 questionnaires and remaining are not include in further analysis due to
incomplete invalid responses. 61.1percent respondent were male and remaining were of
opposite gender; age of 64.8 percent respondents was between 20-25 because of greater
percentage of youngsters in Pakistan's population, while only 0.9percent of respondent were
over the age of 40; 43.5 percent respondents hold a four-year bachelor degree; 34.8 percent
hold post-graduate degree and 0.4 percent respondents were PHDs'; 55.2percent are having
the income level between 10,000-15,000 PKR monthly. After completing the collection of
filled questionnaire, these questionnaires were coded and entered into SPSS sheet for future
analysis.
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Reliability Analysis

Overall Cronbach’s alpha of complain intention questionnaire items is 0.748, that is more
acceptable and recommended value 0.50 by Nunnally (1970) .This shows that all the 14 items
were reliable to measure the opinions of consumer toward complaining intention.

Table 2: Reliability of Measurement Instrument

Scales Items Cronbach Alpha
Attitude toward Complaining | 4 0.552
Subjective Norm 2 0.623
Self-efficacy 5 0.567
Complain Intention 3 0.529

Results and Analysis

Profile of the respondent

Personal and demographic information, such as Gender, Age, Income, Education level and

status are presented in the following table.

Table 3: Profile of Respondent

Category Frequency Percentage
Variable

Male 151 61.1
Gender

Female 71 30.9

15-20 65 28.3

20-25 149 64.8

25-30 11 4.8
Age

30-35 2 0.9

35-40 1 0.4

Above40 2 0.9
Income Below 15000 127 55.2
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15000-25000 44 19.1
25000-35000 19 8.3
35000-45000 19 8.3
45000-55000 3 1.3
Above 55000 18 7.8
Matriculation 2 0.9
Inter 14 6.1
Bachelor 100 43.5

Education
Master 80 34.8
Ms/Mphil 33 14.3
PHD 1 0.4
Student 164 71.3
Employed 52 22.6

Status Businessman 12 5.2
Unemployed - -
Housewife 2 0.9

Hypothesis Testing

According to the results of the study, Attitude toward complaining has significant effect on
the intention to complain in restaurant industry. Specifically Attitude toward complaining
have significant positive relationship with ($=0.179) and (p<0.009). That means attitude
towards complaining contribute more than 17% to complain intention and that validates the
H1. While considering the significance between subjective norm and complain intention, the
results of the current study shows no Significant relationship between these two variables
with (=0.103) and (p<0.120). We reject the H2 and conclude that the subjective norm have
no significant effect on complain intention. The regression results of the study confirm the
significant positive relationship between self efficacy and complain intention with ($=0.28)
and (p<0.000). According to these results, self-efficacy contributes more than 28% to
complain intention. These results validate H1 and H3. (Table 4)
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Table 4: Regression Results

Hypothesis | Model Variable Estimate SE CR P Results
—
H1 ATTC Cl | 0.214 0.082 |0.179 falaied Supported
—>
SN Cl Not
H2 0.083 0.053 |0.103 1.20
supported
—
H3 SE Cl 0.340 0.078 | 0.285 Fhx Supported
Research model Results:
Attitude toward
R2=0.180

Subjective norm

Perceived behavior
control

162

H3

B=0.285 **

Complain

R B By

**n<0.01;*p<0.05
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Discussion and Managerial Implication

In this study it has been proven that attitude toward complain and self-efficacy directly
affects the intention of consumers to make complains whereas subjective norm have no
significant effect on the intention of consumer to make complains. Self-efficacy helps
consumer to make strategies to cope with the service failure in moderate way. When services
failure occur in the restaurant industry, consumers having high degree of self-efficacy will
focus on better solution to service failure by better using their expertise, skills and resources.
Previous research also shows that in some situations referent group had no effect on intention
of consumer to make complain. In this concerned matter, parents, friends, professors and
students are having very week influence on the concerned consumers (George, 2004). And
the consumers are depending just on their attitude to make complains. Battacherjee (2000)
also did not find a strong relationship between subjective norms and intention, which can be
due to external influences like mass media which is more persuasive. On the basis of these
findings of this research companies should scrutinize its customer relationship management
by keeping following recommendations in view. Firstly; service provider should make
complain handling process by which service provider can check the process of delivery that
where failures occur and try to settle these failures by providing some reward and
compensation. Secondly; service provider should try to eliminate causes of failure from the
process.
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