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Figure 2. Factors Affecting Consumer Complaint Behaviour.

Occupation

It was found that the psychology of consumers differs across different occupation
categories (service, business, student, homemaker, unemployed, retired).
The divergence in attitude, learning, perception and motivation is greater among the
homemakers, service class, unemployed and students. The service class consumers
have a lower risk averse attitude than business person and unemployed consumers.

Monthly Family Income

Income groups were divided into four categories, that is, less than ¥10,000(< 10k),
between 10,000 and ¥50,000 (10,001-50k), between T50,000 and 1 lakh (50,001
1L) and more than X1 lakh (>1). There is a significant difference in psychology,
personality, sociocultural factors and complaint behaviour of lower income groups
(< 10k and 10,001-50k) and higher income groups (50,001-1L and >1L). Lowest
income group (< 10k) have risk averse personality, that is, they have fear of
complaining directly to the company. Lowest income group is least motivated
through monetary compensation for complaining directly to the company.

Gender

The males have positive attitude towards complaining and thereby greater inten-
tion to complain as compared to females. The level of dissonance is lower among
female consumers as the level of learning is also low (as compared to male
consumers). Male consumers have a courageous and risk-taking personality, due
to which they are more inclined to make direct complaints to the company. The
motivation to seek monetary compensation is higher among male consumers.
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Findings

»  Customer dissatisfaction, cognitive dissonance, motivation and sociocul-
tural factors have greater impact over complaint intention.

*  The factors like attitude, learning, perception, personality and trust have
greater impact over CCB.

e Similarly, a married and unmarried consumer is more interested in making
complaints as compared to separated consumers. Graduate consumers
have more risk taking and fearless personality than other categories in
relation to complaining behaviour.

e The influence of sociocultural factors, dissonance level, perception of
complaining, attitude toward complaining, personality and complaint
behaviour differs significantly across four age groups.

Implications

o The study would help the electronic household industry in devising a
proper strategy and complaint mechanism.

*  The findings of the research have contributed to the literature and would
help academicians to base their research on this model.

o The study has definitely contributed to consumerism. Higher level of
learning about complaints may lead to higher complaining behaviour and
a higher chance for company to make up their mistake.

Discussion

This article would help companies in formulating different strategies like- encour-
aging consumers to give true feedback, setting a good complaint management
system, handling consumers (through better training of employees), reviewing
competitors’ strategy and analysing issues related to different departments.
Retention of consumers is possible through proper handling of complaints. The
combination of issues can be discussed and related solutions can be planned in
advance. For example, women generally avoid or feel shy in complaining, there-
fore companies can focus on encouraging women to come forward and complain.
The following model is found be fit and relevant:

Conclusion

Consumer dissatisfaction, cognitive dissonance, psychological factors,
sociocultural factors, consumer’s personality and consumer’s trust over a company
have major influence over the intention to make a complaint and take action
against the company. Intentions may or may not result in an action; thus, the gap
between intention and action is affected by many factors like motivation, attitude
and personality (Ajzen, 1985). In this study, the attitude and learning of consumer
have been found to be more influential in relation to their complaint action.
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The company can similarly assure and make consumers to trust their complaint
management system. Encouraging consumers to complain can help company to
improve its products so that successive iterations are better. For this, it is important
to study target market attitude and expectations for building trust among
consumers. It is important for the marketers and complaint handler to understand
and address consumers issues timely.

Limitations

There are many questions that are still unanswered and which can be taken up in
the future research. The studied model may be applied in other industries to check
any difference in results. There is a possibility that few more variables could have
been incorporated. There is a need to understand the new challenges that busi-
nesses face while dealing with complaints.
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