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ABSTRACT

Complaining can be considered as an expression of dissatisfaction of consumers about a product or service in order to change the unsatisfactory situation in their favor, vent their anger about the unfair business practices, and/or harm the business of the firm that causes their dissatisfaction. Consumer dissatisfaction occurs in all countries, but the ways in which consumers deal with it can be expected to vary from country to country. The decision to complain is contingent upon situational and personal factors such as consumer attitude toward complaining. Cross-cultural differences influence consumers’ complaining and non-complaining behavior. This study tries to understand the consumers’ attitude toward the act of complaining in a developing country.
INTRODUCTION

Customer satisfaction is the cornerstone of the marketing concept and it is also a common marketing objective for many organizations. Creating customer satisfaction is the ultimate goal of the marketer; because it is generally assumed to lead to repeat sales, improved customer retention rates, increased market share, positive word of mouth, profitability and consumer loyalty (e.g., Bearden and Teel, 1983; Reichheld 1994, Rust and Zahorik, 1993; Rust, Zahorik, and Keiningham, 1995). Effective complaint handling management can also be considered as one of the most important requirements of the satisfaction. 

In the literature of consumer complaint there is considerable evidence that firms, which respond the consumer dissatisfaction and complaints with appropriate recovery strategies, can prevent the switching of dissatisfied consumers and unfavorable word of mouth communications (Bearden and Oliver 1985; Fornell and Wernerfelt, 1987; Halstead and Page 1992). Moreover, effective complaint handling can have a dramatic impact on customer retention rates, market share (Tax, Brown, and Chandrashekaran, 1998) and likelihood of repurchase (Blodgett, Granbois, and Walters, 1993; Blodgett, Hill, and Tax, 1997). In addition, effective complaint handling management reduces likelihood of legal proceedings, increases brand loyalty, and enhances company’s image. (Mitchell, 1993). It also gives dissatisfied consumers the chance to vent their unhappiness (Nyer, 2000). In the light of these facts, it can be argued that effective customer complaint handling and appropriate complaint recovery can give organizations an opportunity to satisfy angry and frustrated customers. 

Complaining behavior may be viewed in terms of a set of possible consumer responses to dissatisfying purchase experiences (Singh, 1988). Fornell and Westbrook (1979: 105) indicate that for the consumer, complaining is a means of making his/her feelings known when he/she encounters unfair business practices and feels disappointment with a product or service. Therefore, complaining can be considered as an expression of dissatisfaction of consumers about a product or service in order to change the unsatisfactory situation in their favor, vent their anger about the unfair business practices, and/or harm the business of the firm that causes their dissatisfaction.

Although a complaint from a consumer is an overt manifestation of dissatisfaction, the impact of complaints on corporate policy can not be ignored. Complaints can serve as customer feedback about a product, service or company performance (Resnik and Harmon, 1983). Consumer complaint is an invaluable feedback mechanism for marketing management to monitor the consumer satisfaction; however non-complaining behavior of dissatisfied consumers blocks off this feedback. Dissatisfied non-complainers may take private action by switching brands or suppliers, boycotting the product/service or warning family and friends, which can be costly to the marketer (Krishnan and Valle, 1979). Fornell and Wernerfelt (1987) argued that it is usually desirable for firms to make easy to complain and voice their dissatisfaction for customers.  Thus, to maintain customer satisfaction, a company should be ready to hear and correct the problems that customers encounter (LaBarbera and Rosenberg, 1980). 

As researchers have begun to recognize the significant impact of complaint handling management and complaint recovery strategies on customer retention and brand loyalty, the fields of consumer complaint behavior (CCB), complaint management and complaint recovery has found growing attention by academicians and practitioners. Marketers, public policy-makers, and consumer agencies are all interested in understanding types of responses to dissatisfaction for managerial purposes as well as for the benefit of society. Analysis of complaints can be considered as a key in total quality management efforts; so a comprehensive understanding of consumers’ dissatisfaction and their complaint responses is needed to help firms retain consumers and stay competitive, and the topic of CCB is certainly worth for further research.

CONSUMER COMPLAINT BEHAVIOR

Consumers can express their dissatisfaction not only to the retailer or manufacturer, but also to friends, relatives, and third parties. CCB responses include taking no action, seeking redress directly from the firm (i.e., a refund, exchange, or apology, etc.), engaging in negative word-of-mouth (i.e., telling other people about one’s dissatisfaction), exiting (i.e., terminating the relationship with the firm), and contacting third parties (i.e., complaining to consumer agencies, writing a letter to a newspaper, taking legal action, etc.). These CCB responses are not mutually exclusive, are often situation dependent and any dissatisfied customer may engage in multiple responses (Blodgett, Hill, and Tax, 1997: 187). The heterogeneity of these various response types may be explained by the cause and intensity of dissatisfaction and by the nature and importance of the product or service of concern (Crie, 2003: 61). 

It is important to note that consumer who are dissatisfied may not prefer to complain; therefore consumers who complain probably are not the only consumers who are unhappy and dissatisfied. The emotional state generated by dissatisfaction motivates the consumer to complain but for those consumers who are motivated to consider complaining action(s), the number and nature of the actions to be considered will depend on situational factors. After considering the costs and possible payoffs of complaining the dissatisfied consumer may conclude that it will be better to ignore his/her dissatisfaction and do nothing at all or decide to take one or some combination of various complaint actions which might be taken (Day 1984, 497-498). 

As the significance of understanding when and under what conditions consumer dissatisfaction produces complaints continues to grow; much of the research in the CCB literature has attempted to identify the antecedents and determinants of CCB in order to discover the factors that influence the complaining propensity of consumers. The literature on CCB describes and explains the circumstances when dissatisfied consumers seek redress.

Dissatisfaction is a necessary antecedent of CCB, but is often not sufficient. CCB literature has suggested that intensity of dissatisfaction may indeed have a direct effect on the customer’s responses to a failure situation (Richins, 1983; Day, 1984; Johnston, 1998). Whether or not a dissatisfied consumer complains has been considered to be primarily a function of the degree or intensity of felt dissatisfaction. This assumes that the more intense the degree of felt dissatisfaction, the higher the probability that the consumer will complain (Day, 1984: 496).

The literature on CCB indicates the complexity of the process by which a consumer will decide what she or he will do after experiencing dissatisfaction. Propensity to complain is identified as a function of relationships among dissatisfaction, importance of product, and benefit from complaining in the literature.  The economic costs and benefits of redress seeking actions influence a dissatisfied consumer’s propensity to complain. If the consumption experience involves large expenditure of money, major inconvenience, damage to property, or personal injury, the propensity to seek redress would be expected to increase (Day et.al., 1981: 94). Clearly, episode-specific factors such as nature of product, cost/benefits of complaining, price and importance of the product have a great influence on whether a dissatisfied consumer sought redress, complained (publicly and/or privately) or did nothing.

The decision to complain is contingent upon situational and personal factors (Blodgett, Granbois, and Walters, 1993: 403). The perceived likelihood of successful redress (Richins, 1983; Day, 1984; Wright et.al., 1996), the product/situation importance (Day, 1984; Morel, Poiesz, and Wilke, 1997), expectancy value for each response type (Singh, 1990b; Singh and Wilkes, 1996), the cost of complaining (Day, 1984; Hogarth, et. al., 2001), prior complaint experience (Day, 1984; Singh, 1990b; Singh and Wilkes, 1996; Hogarth, et. al., 2001), attitude toward complaining (Day, 1984; Bearden and Oliver 1985; Blodgett, Granbois, and Walters, 1993), and consumers perception about the controllability and stability of the problem (Folkes, 1984; Singh and Wilkes, 1996; Wright et.al., 1996) are some of important factors that are effective in shaping consumers’ complaint response(s) (i.e., whether or not one seeks redress, and whether or not one repatronages). 

Various personality characteristics and socio-demographic factors are to be considered as initiators of CCB (Warland, Herrmann, and Willits, 1975; Fornell and Westbrook, 1979; Day et.al., 1981; Gronhaug and Zaltman, 1981; Morganosky and Buckley, 1987; Singh, 1990b). Demographics and socio-economics (e.g., age, education, income, resources, etc.) (Warland, Herrmann, and Willits, 1975; Morganosky and Buckley, 1987; Gronhaug, and Zaltman, 1981; Warland, Herrmann, and Moore, 1984; Singh, 1990b), personality and attitudinal characteristics (e.g., assertiveness, aggressiveness, self confidence, attitude toward complaining, etc.) (Zaichowsky and Liefeld, 1977; Fornell and Westbrook, 1979; Gronhaug, and Zaltman, 1981; Moyer, 1984; Singh, 1990b), and consumer lifestyle (Morganosky and Buckley, 1987) have been studied extensively in previous studies to understand the effect of these variables on CCB.

ATTITUDE TOWARD COMPLAINING

CCB literature also tries to find out the effect of attitude toward complaining on the CCB (Day, 1984; Bearden and Oliver 1985; Blodgett, Granbois, and Walters, 1993; Singh, 1990; Halstead and Droge, 1991; Singh and Wilkes, 1996; Blodgett, Hill And Tax, 1997). Learning theories suggest that, as consumers learn about mechanisms and options of complaining, complaint channels, and consumer rights and assuming that these experiences yield positive outcomes, consumers develop more positive attitudes toward complaining (Singh and Wilkes, 1996: 353). Nevertheless, the problem of unwillingness or inability to complain and unawareness of rights affect the choice of dissatisfied consumers whether to take action or not (Agbonifoh and Edoreh, 1986: 44).

Blodgett, Granbois, and Walters (1993) describe complaint behavior as a dynamic process, in which one’s initial response(s) (i.e., whether or not one seeks redress or exits, and whether or not one engages in negative word-of-mouth) is based upon factors such as the perceived likelihood of successful redress, consumers’ attitude toward complaining, the level of importance they attach to the product, and whether consumers perceive the problem to be stable or to have been controllable (Blodgett, Granbois, and Walters, 1993: 401).

Consumers who are motivated to consider complaining action(s), the number and nature of the actions to be considered depend on consumers’ attitudes toward the act of complaining (Day, 1984: 498). Attitude toward complaining refers to how consumers feel in general about complaining when they encounter a problem. The attitude construct is not specific to a given episode of dissatisfaction (Singh and Wilkes, 1996: 353). Hence, complaint behavior is often thought to be correlated with certain personality orientations including assertiveness, alienation, and self-confidence (Fornell and Westbrook, 1979). Some people are assertive and will seek redress whenever they are dissatisfied with a product, while others are reluctant to seek redress even when highly dissatisfied.  

When the consumer is uncertain about both the economic costs and benefits, and the chance of getting the redress, one would expect to rely on generalized attitudes toward the marketing in deciding whether to take complaint action or not. CCB literature tries to find out the effect of attitude toward complaining on the CCB (Day, 1984; Bearden and Oliver 1985; Blodgett, Granbois, and Walters, 1993; Singh, 1990; Halstead and Droge, 1991; Singh and Wilkes, 1996; Blodgett, Hill And Tax, 1997). Blodgett, Granbois, and Walters (1993) review the literature and reveal the fact that dissatisfied consumers, who have a favorable attitude toward complaining, are more likely to seek redress. Whereas, dissatisfied consumers, who have unfavorable attitude toward complaining, are likely to experience high levels of stress and frustration when seeking redress; and because of their stress and frustration these complainants are more likely to perceive an overall lack of justice even if they receive the redress they desire.

ATTITUDE TOWARD COMPLAINING IN A DEVELOPING COUNTRY
Consumer dissatisfaction occurs in all countries, but the ways in which consumers deal with it can be expected to vary from country to country. Cross cultural differences in national economic systems influence consumers’ complaining and non-complaining behavior. The general standard of living in the country and the effectiveness of marketing system, the degree of government regulation and control of marketing practices, and availability of information on how to seek redress and complain influence the cross cultural differences in consumers’ complaining and non-complaining behavior (Day et al., 1981).

Day et.al. (1981:100) review the available research results on cross-cultural analysis of CCB and find out that the non-complaining rate among dissatisfied consumers shows differences across the nations. The number of highly dissatisfied consumers who take no complaint action is higher in undeveloped or under developing countries compared to the developed countries (Day et.al., 1981:100). This study suggests the fact that non-complaining varies inversely with standard of living, redress seeking varies with the degree of government control of the economy, and non-complaining decreases and redress seeking increases when consumer assistance centers are widely available (Day et.al., 1981:104). Availability of consumer assistance about the rights and responsibilities of consumers, and how the marketing system works would be expected to lower the rate of non-complaining among the unsatisfied consumers (Day et.al., 1981:102-103). Moreover, in a more heavily regulated economy, the rate of redress seeking can be expected to be higher than on less regulated economies (Day et.al., 1981:102). Many consumers lack the aggressiveness and self-confidence requires seeking redress and complaining. Availability of consumer information centers to provide information and help to customers in taking the appropriate course of action when they dissatisfied with a product or service is expected to reduce the rate of non complaining behavior. 

Consumer scientists have long recognized the importance of subculture differences in consumer behavior and try to understand why dissatisfied consumers do or do not complain. Based on the empirical evidence that is given above, there is a relationship between consumer attitude toward complaining and CCB; therefore, it is worthwhile to examine the effect of attitude toward complaining on CCB. The aim of this study is to identify the consumers’ attitude toward the act of complaining in a developing country. 

METHODOLOGY

The main population of this study was confined to all consumers in Turkey who have access to the Internet. The questionnaire form was displayed for three weeks on the web site. Structured questionnaire was used as a means of data collection and respondents answered the questionnaire directly. During the three-week exhibition of the questionnaire on the Internet, a total of 945 useable questionnaires were collected and used out of 1210 for this research.

Multiple items were developed to measure the attitude toward complaining scale. The scale that is used to measure the consumers’ attitude toward the act of complaining composed of six statements and the scale was developed on the basis of the scales that were used in previous studies (i.e., Day, 1984; Blodgett, Granbois, and Walters, 1993; etc.). All items were measured on a four point likert scale (ranging from 1=strongly disagree to 4=strongly agreee). These six statements are given below:

1. Although the act of complaining is stressfull, I always complain when I am dissatisfied with a product or service. 

2. If the product or service that I bought does not worth the money that I have spent, I immediately complain to the seller in order to ask to return the product or refund the money.

3. When I am dissatisfied with the product or service, I am usually reluctant to complain because I think that complaining would make no difference.

4. I am usually not willing to complain, because I believe that laws and government policies do not protect the rights of consumers in Turkey.

5. When I am dissatisfied with the product or service, I complain in order to get my dissatisfaction and frustrations off my chest; therefore complaining makes me feel better.

6. I do not choose to take legal action when I encounter with unfair business practices, because taking a legal action is time consuming and requires effort.
FINDINGS OF THE STUDY

To describe the Turkish consumers’ attitudes toward the act of complaining, descriptive research was used. Due to the descriptive nature of this research, descriptive statistics of SPSS 14.0 for Windows was used to find the consumers’ attitude toward the act of complaining. 

A descriptive analysis of the socioeconomic characteristics of the respondents revealed that males comprised 56.5 percent of the sample population. Of the total survey respondents, 5.3 percent had high school or less education; on the other hand, 94.7 percent had university or more education. Moreover, 51.7 percent of the respondents were in the age group 24-33.

As it can be seen from the Table 1, approximately 80 percent of respondents indicate that although the act of complaining is stressful, they always prefer to complain when they are dissatisfied with a product or service. On the other hand, if the product or service that respondents bought does not worth the money that they have spent, 75 percent of the respondents immediately complain to the seller in order to ask to return the product or refund the money (see Table 2). 
Table 1: I always complain

	 
	Frequency
	Percent

	Strongly Disagree
	20
	2.1

	 Disagree
	187
	19.8

	 Agree
	424
	44.9

	 Strongly Agree
	314
	33.2

	 Total
	945
	100.0


However, majority of the respondents disagrees or strongly disagrees with the statement of complaining does not make any difference. As it is illustrated in the Table 3, 78 percent of the respondents believe that by complaining they change the unsatisfactory situation in their favor. This means that they are willing to complain in attempt to change their dissatisfaction.

Table 2: I complain in order to ask refund or return
	 
	Frequency
	Percent

	Strongly Disagree
	15
	1.6

	 Disagree
	217
	23.0

	 Agree
	506
	53.5

	 Strongly Agree
	207
	21.9

	 Total
	945
	100.0


Surprisingly, more than half of the respondents disagrees or strongly disagrees with the statement of “I am usually not willing to complain, because I believe that laws and government policies do not protect the rights of consumers in Turkey” (see Table 4). This indicates consumers’ strong belief in the availability of consumer rights and policies, and in turn this lowers the rate of non-complaining among the unsatisfied consumers. 
Table 3: I do not complain because this makes no difference
	 
	Frequency
	Percent

	Strongly Disagree
	269
	28.5

	 Disagree
	475
	50.3

	 Agree
	177
	18.7

	 Strongly Agree
	24
	2.5

	 Total
	945
	100.0


As it is displayed in Table 5, 70 percent of the respondents willing to complain in order to vent their dissatisfaction and frustrations about the dissatisfied business practices.  Majority of the respondents see complaining as a means of making his/her feelings known when he/she feels disappointment with a product or service. Therefore, respondents consider complaining as a chance to vent their unhappiness.

Table 4: I do not complain because laws do not protect consumers
	 
	Frequency
	Percent

	Strongly Disagree
	172
	18.2

	 Disagree
	466
	49.3

	 Agree
	250
	26.5

	 Strongly Agree
	57
	6.0

	 Total
	945
	100.0


Although respondents are willing to complain when they encounter with unfair business practices and they believe that by complaining they change the unsatisfactory situation in their favor, they are reluctant to take legal action. Approximately 60 percent of the respondents consider legal action as time and effort consuming (see Table 6).
Table 5: Complain in order to get my frustration off my chest
	 
	Frequency
	Percent

	Strongly Disagree
	35
	3.7

	 Disagree
	237
	25.1

	 Agree
	532
	56.3

	 Strongly Agree
	141
	14.9

	 Total
	945
	100.0


Table 6: I do not take legal action
	 
	Frequency
	Percent

	Strongly Disagree
	90
	9.5

	 Disagree
	273
	28.9

	 Agree
	403
	42.6

	 Strongly Agree
	179
	18.9

	 Total
	945
	100.0


CONCLUSION
The findings of our study indicate a change in consumers’ attitude toward the act of complaining. In today’s developing Turkey, consumers are more likely to complain when they are dissatisfied with a product or service. They are willing to ask refund or return when they encounter with dissatisfaction because they have strong self-confidence in seeking redress and complaining.  Moreover, consumers’ of this developing country believe that laws protect their rights. 

The recent developments (such as technological developments, increased education level in the society, increased consumer consciousness, etc.) during the past few years in Turkey have resulted in change in the attitudes of consumers. Turkey as a prospective member of the European Community progressively makes legislation reforms in order to be compatible with European Community’s laws and legislation. Turkey, as an example of a progressive developing country, has also taken some important steps on the issue of consumer protection. This contributed to the rise of consumerism in Turkey and changes in the attitude of consumers toward the act of complaining.

REFERENCES
Agbonifoh, B. & Edoreh, P. (1986). Consumer awareness and complaining behaviour. European Journal of Marketing, 20 (6), 43-49.

Bearden, W. O. & Oliver, R. L. (1985). The role of public and private complaining in satisfaction with problem resolution. The Journal of Consumer Affairs, 19 (2), 222-240. 

Bearden, W. & Teel, J. (1983). Selected determinants of consumer satisfaction and complaint reports. Journal of Marketing Research, 20, 21-28.

Blodgett, J. G., Granbois, D. H. & Walters, R. G. (1993). The effects of perceived justice on negative word of mouth and repatronage intentions. Journal of Retailing, 69 (Winter), 399-428. 

Blodgett, J. G., Hill, D. J. & Tax, S. (1997). The effects of distributive, procedural, and interactional justice on post-complaint behavior. Journal of Retailing, 73 (2), 185-210. 

Crie, D. (2003). Consumers’ complaint behavior: Taxonomy, typology, and determinants: towards a unified ontology. Database Marketing & Customer Strategy Management, 11 (1), 60-79. 

Day, R., Schaetzle, T., Grabicke, K. & Staubach, F. (1981). The hidden agenda of consumer complaining. Journal of Retailing, 57 (3), 86-106. 
Day, R. (1984). Modeling choices among alternative responses to dissatisfaction. Advances in Consumer Research, 11, 496-499.

Folkes, V. S. (1984). Consumer reactions to product failure: An attributional approach. Journal of Consumer Research, 10, 398-409.

Fornell, C. & Wernerfelt, B. (1987). Defensive marketing strategy by customer complaint management: A theoretical analysis. Journal of Marketing Research, Vol. XXIV (November), 337-346. 
Fornell, C. & Westbrook, R. (1979). An exploratory study of assertiveness, aggressiveness and consumer complaining behavior. Advances in Consumer Research, 6, 105-110. 

Gronhaug, K.  & Zaltman, V. (1981). Complainers and noncomplainers revisited: Another look at the data. Advances in Consumer Research, 8, 83-87.

Halstead, D. & Page, V. (1992). The effects of satisfaction and complaining behavior on consumer repurchase intentions. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 5, 1-11. 

Hogarth, J., Hilgert, M., Kolodinsky, J. & Lee, J. (2001). Problems with credit cards: An exploration of consumer complaining behaviors. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 14, 88-107. 

Johnston, R. (1998). The effect of intensity of dissatisfaction on complaining behaviour. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, Vol. 11, 69-77.

Krishnan, S. & Valle, V. (1979). Dissatisfaction attributions and consumer complaint behavior. Advances in Consumer Research, 6, 445-449. 

LaBarbera, P. & Rosenberg, L. (1980). How marketing can better understand consumers. MSU Business Topics, 28 (Winter), 29-36.

Mitchell, V. W. (1993). Handling consumer complaint information: How and why?. Management Decision, 31 (3), 21-29. 
Morel, K., Poiesz, T. & Wilke, H. (1997).  Motivation, capacity and opportunity to complain: Towards a comprehensive model of consumer complaint behavior. Advances in Consumer Research, 24, 464-469.

Morganosky, M. & Buckley, V. (1987).  Complaint behavior: Analysis by demographics, lifestyle, and consumer values. Advances in Consumer Research, 14, 223-226.

Moyer, M . (1984). Characteristics of consumer complainants: Implication for marketing and public policy. Journal of Public Policy and Marketing, 3, 67-84. 

Nyer, P. (2000). An investigation into whether complaining can cause increased consumer investigation. Journal of Consumer Marketing, 17 (1), 9-19.

Reicheld, F. (1994). Loyalty and the renaissance of marketing. Marketing Management, 2 (4), 1994, 10-21.

Resnik, A. & Harmon, R. (1983). Consumer complaints and managerial response: A holistic approach. Journal of Marketing, 47 (Winter), 86-97.

Richins, M. (1983). Negative word-of-mouth by dissatisfied consumers: A pilot study. Journal of Marketing, 47 (Winter), 68-78.

Rust, R. & Zahorik, A. (1993).  A consumer satisfaction, consumer retention and market share. Journal of Retailing, 69, 193-215.

Rust, R., Zahorik, A., & Keiningham, T. (1995). A return on quality (ROQ): Making service quality financially accountable. Journal of Marketing, 59 (April), 58-70.

Singh, J. & Wilkes, R. (1996). When consumers complain: A path analysis of the key antecedents of consumer complaint response estimates. Academy of Marketing Science, 24 (4), 350-365.
Singh, J. (1988). Consumer complaint intentions and behavior: definitional and taxonomical issues. Journal of Marketing, 52 (January), 93-107.

Singh, J. (1990a). Identifying consumer dissatisfaction response styles: An agenda for future research. European Journal of Marketing, 24 (6), 55-72.

Singh, J. (1990b). A typology of consumer dissatisfaction response styles. Journal of Retailing, 66 (1), 57-99.
Tax, S., Brown, S. & Chandrashekaran, M. (1998).  Customer evaluations of service complaint experiences: implications for relationship marketing. Journal of Marketing, 62 (April), 60-76. 

Warland. R. H., Herrmann, R. O. & Moore, D. (1984).  Consumer complaining and community involvement: An exploration of theoretical and empirical investigation. The Journal of Consumer Affairs, 18 (1), 64-78. 

Warland. R. H., Herrmann, R. O. & Willits, J. (1975).  Dissatisfied consumers: Who gets upset and who takes action. The Journal of Consumer Affairs, 9 (Winter) 148-163.

Wright, R., Perkins, D., Alston, S., Heitzig, S., Smith, J. & Palmer, J. (1996).  Effects of dissatisfying experiences on repatronage intentions and negative word-of-mouth behavior of university students. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 9, 221-228. 

Zaichowsky, J. & Liefeld, J. (1977).  Personality profiles of consumer complaint writers. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 124-129.

2
October 13-14, 2007
Rome, Italy

