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ABSTRACT

The current study models perceived justice with complaint handling as a formative construct and assesses its consequences in terms of both cognitive and affective outcomes (i.e. dual processes). The results of the empirical study provide an in-depth understanding how to design truly effective complaint management strategies.
INTRODUCTION

Effective complaint management strategies have a substantial and positive return on investment as evidenced by the work of Stauss and Schoeler (2004) and Johnston (2001). Two prominent findings that arise from the academic literature include: (1) perceived justice plays an important role in explaining recovery satisfaction, and (2) recovery satisfaction has a positive impact on key relationship outcomes. 

Despite the support concerning these two issues, several things impede the translation of this academic knowledge into practical effective complaint management strategies. First, all research to date has measured and modeled recovery fairness as a reflective construct. Consequently, we are unable to determine the impact of individual recovery elements on higher order evaluative judgments. Second, the existing studies have taken a unidimensional perspective (i.e. either cognitive or affective) in defining key relationship variables such as trust and commitment. According to Dabholkar, van Dolen, and de Ruyter (2009) this leads to a biased and incomplete understanding of customer relationships.

RESEARCH OBJECTIVES

The current study is guided by the following two research objectives. First, to develop a formative scale to tap customers’ perceived justice with complaint management. Second, to use Dabholkar et al.’s (2009) dual-sequence model to understand how both cognitive and affective elements of customer relationship perceptions connect perceived recovery fairness to customer loyalty intentions. Taken together, these two research objectives allow for an actionable and truly customer-oriented analysis to evaluate and design effective complaint management strategies.

OUTLINE OF THE STUDY
Our empirical study consists of two stages. The first stage concerns the development of a formative scale for perceived recovery fairness. For this, we performed an extensive literature review and conducted individual interviews with customers of a European telecom provider. The resulting formative scale consisted of 2 items for distributive justice, 8 items for procedural justice, and 8 items for interactional justice. 

The second stage focused on the empirical assessment of the relationships put forward in the conceptual framework presented below in figure 1. The formative justice scale developed in the previous stage is used to measure customers’ complaint management evaluations.

Figure 1: Conceptual model
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SUMMARY OF STUDY RESULTS
Data from 260 customers of a mobile telecom provider who filed a complaint three months prior to the start of the data collection were used to test the different hypotheses. Overall, the model fitted the data well and support is provided for the majority of the hypotheses.

Our results indicate that both cognitive and affective considerations play a role in continuing the relationship after service failures. Moreover, cognitive relationship perceptions seem to positively affect their affective counterparts. It is also shown that economic (i.e. cognitive) and affective satisfaction with recovery differ in terms to the extent they are determined by the three justice components. Finally, network analysis revealed a clear ordering of the different justice elements with respect to their impact on customer behavioral intentions. In particular, customer perceptions that the company sincerely tried to solve the problem is the most important factor in explaining customer loyalty.

REFERENCES

Dabholkar, P.A., van Dolen, W., and de Ruyter, K. (2009). A dual-sequence framework for B2C relationship formation: moderating effects of employee communication style in online group chat. Psychology and Marketing, 26 (2), 145-174.

Johnston, R. (2001). Linking complaint management to profit. International Journal of Service Industry Management, 12 (1), 60-9.

Stauss, B., and Schoeler, A. (2004). Complaint management profitability: what do complaint managers know? Managing Service Quality, 14 (2/3), 147-156.
