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Abstract

Purpose - This study aimed to investigate the effects of customer relationship quality and perceived power on complaint
behaviors in a context of service failures in a restaurant. Two different types of complaint behaviors were employed:
personal complaining that disappointed customers directly approach to a service manager and public complaining that
customers ask for related institutions, like consumer protection organization, for help. This study also examined the
moderation effects of brand reputation on the relationships between customer perceived power and two types of complaint
behaviors.

Research design, data, and methodology - The author developed a structural model in which customer relationship quality is
proposed to affect customer perceived power, thus influencing personal and public complaint behaviors. The model also
includes the moderating role of brand reputation; the effect of customer perceived power on two types of complaint
behaviors becomes stronger when brand reputation is high. To analyze the research model, a survey based on a scenario
regarding the contexts of service failures in a restaurant was conducted toward 126 female college students. SPSS 22.0 and
AMOS 21.0 were utilized to test the hypotheses.

Results - The findings are as follows. First, customers who had positive relationships with a restaurant are more likely to
perceive that they have strong power to influence the service provider. Second, customer perceived power had a significant
and positive effect on both personal and public complaint behaviors. Finally, when the brand reputation for a restaurant is
high, dissatisfied customers who think they can exercise influence to the restaurant complain more actively toward the
service provider.

Conclusions — The findings of this study are against the traditional viewpoint on customer loyalty that loyal customers
compared respond more generously to the mistakes of a company, but consistent with the ‘love becomes hate’ effect
proposed by Grégoire, Tripp, and Legoux(2009). In complaining contexts, companies should manage customers with positive
and strong relationship more carefully and strategically to prevent the expansion of economic and social risks from
customers’ complaining behaviors. This is more significant for companies with strong brand reputations.
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= EUEAHE AMHA HEE ALZQE 47E6t0] &ojX}
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ZAE TISstIC) 02t EH0| =2 AlLf2|eE O[E e
ot YAERS 0|83l CHFEES 4% siY gaEZS ME
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TEE AOICE, ‘L= o] HAEZS AIXHOHLIK)OH 2
SHE2 @8 AO|CFE AMESHY ZHSIRICL
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0|8 ALY, ‘Li= of AEZM Wt &t =0/ o
2|7 s AHIXEM S SAHHQ 7|2tE 018F AOICY,
‘L= O] YAEFOA H2 Lof et MEH AHE +ob7|
Plo 2B S SAHH 7|2s 0|18 HOILFE ArEdt
ALY

ORR[gtez AlLt2|29| Aol ASoH| ¢lof 1
=E, BHE 34, ALZ(eo dddo et 2Ys

S CHBechwati & Morrin, 2003; Yi & Cha, 2005).
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0

4.1. AM™ HS

taE dBOI0] 2N 2 ALIZ|20fA DAz F2 8
EHE FGo| AFAt oot H¥o= HFSH X0|7t L
EILI=S ZREA=RE AB0| 26 A 242 2Al
O=I|:|-

AL}

HA DA FF o =Ae 4TS 2 L= o
AlS

_

Ot

Y
THX| o| YAEZIC| A0 SAeH HO|QUCY, ‘L= O|F}
Xl o] HAEZN HAE FXISH7| s ot HO|JUCHO|
Ciot SE2 HIECE U3EE tAT2 HAISH Z1t <Table
1>0f LtEt HiQF Zo| & HEh ZHo| Fo$h Xto|7t A= A
o2 LIERGCE Hie Hd Bgol XAt AZES 28
Canto= QIX|E7F =2 HAEZO|CH, 'l Canto= HM0| =
2 YAEZO|Cro CHot SES & tHTS HAlst 2ot
£ TTHo| {olst XI0|E EO|= o= LIEMRC

It F

<Table 2> Results of Confirmatory Factor Analysis

TP 0| ABS AMUTOIM HAMOR dojd 4 Sl
dgo|ct= Z=0 st 3HE 24et Zat Zt M| B
40 0|2 HO o ddds =4 AXSte AE ol
& UICt
<Table 1> Results of Manipulation Check
Group n M SD t-value p
Customer High | 63 | 4.18 | 0.67
Relationship 17.62 0.00
Quality Low 63 | 1.90 | 0.78
High | 63 | 3.93 | 0.61
R Brat”f. 16.37 | 0.00
eputation Low | 63 | 1.00 | 0.72

7tdAB0| A SPSS 22.01f AMOS 21.02 0|83l =
Y20l MM EfY 242 MABIACL 2 Hao| ofs
Chronbach oA=& 4%t Zut 0.770{|A 0.9177IX|2 LtEIL
AurEiol J|FX|O 06~07 O[NS TIESIOl X ApKS
2% UZS ASHRACHNunnaly, 1978)

Cigo= olX QOISMT ST 2N2 S¢f Biso
STEILYT EEEILNS HE ATt <Table 25014 HA
© 2N FYNET YRS AFGH= BE A2 Zo|
S78oz Rogt Ho2 LIEtTt Holx QoL Xy
L= x2=125.689(df=72, p=.00), GFI=0.91, RMSEA=0.052 &
Ho| A% JIFXS ST HOR EAEQICE WRN 1E
WHA B¥o RYESOl SHEIYYO QS HEetn
ULk 8 4 9Uck

L

Construct Item Loadings t-value C.R. AVE Chronbacha
Customer Customer Perce?ved Power1 1.000* -
Perceived Power Customer Perce!ved Power2 2.036 5.147 0.780 0.555 0.771
Customer Perceived Power3 1.794 5.252
Personal Personal Complaint Behavior1 1.000* -
Complaint Personal Complaint Behavior2 1.092 8.890 0.914 0.781 0.817
Behavior Personal Complaint Behavior3 1.001 7.654
Public Public Complaint Behavior1 1.000* -
Complaint Public Complaint Behavior2 0.890 12.678 0.827 0.617 0.914
Behavior Public Complaint Behavior3 0.996 14.702

Xx2=125.689(df=72, p=.00), GFI=0.909, CFI=0.955, NFI=0.903, RMSEA=0.055

*Fixed to 1.000 for confirmatory factor analysis

<Table 3> Correlation Coefficients Between Constructs (SE)

Customer Perceived Power

Personal Complaint Behavior | Public Complaint Behavior

Customer Perceived Power 1.000
Personal Complaint Behavior (gggg) 1.000
Public Complaint Behavior (-(()) 3 ‘:% (gg;g) 1.000
Cgez F97iE ¢t BAE EoF= 0Ax2| tlzl7et SOHR| b= ALE LEHL Bipo| THHEIFEE HTE =+

(O+2SE)0| 1.00| mHe|=X| Of== motst ZakFornell &
Larcker, 1981), BE AEZ0| T3t 77 HA|H 18 =

UQICH<Table 3> &x).
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42. 7bM H=
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= gToM 238E 7HES2 AMOS 21.02 0|83}
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7
o a
Ao ML(Maximum Likelihood Estimation)S Sdff A=
& x|
<7bd 1>2 NMPA ZEEHO| 0| MO 7oA Fekd
SARe 4= QUCHD X|2fot= O] =F0)| 0|X|= Feol| &
I

4 o

o2 ZEZA 2 0.26(t=2.44, p<.05)2 HO| K{EHL|QIC}
HAEZO| A EH0| 2 nAARE X0l HAE
| YA, 24t H HotAE = e Iy
o 3A oxgs & = ALk

CIEOE MH|A MO dEoA AH|XEF X|ZSHs DY o=
0| 20t WF0f OjX|= G=of ot 7td AFo A oA
oref7t 7felE E0t S0 O/Xl= g2 ZEAH S 045
(t=3.48, p<.001), 02 m|7} HEHA E0 WS0| OX|= &
s A2 0.18(t=1.70, p<.10)2 <7}4 2>, <74 3>0|
HERZ|QICE & YAEZQ| MH|AZE E0tAZZ W} XHAIO] 2
AEZO| Cislf 2 S X|WECHD d2shs MK E+E
0 H35o=2 AH HYAET FH0| S¢S MHStD ENS
LHGH= Ao LIERCE #Et OfL2t nZ40| X|Z5t= B3
¥ =F0| 225 AH|XIEN &2 0|8% HWEA X[AlS
St FEHMo=z HHEEOl QARZ mEE ogr =0
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<Table 4> Results of Hypotheses Test (<H1>-<H3>)

Path  [Standardized| t-

Hyp, el Coefficient| Coefficient | value

Customer Relationship Quality

— Customer Perceived Power 0.245 0.255 2444

2 Customer PercelV(_ed Power_ =1 0782 0.452 3.483
Personal Complaint Behavior

Customer Perceived Power —
3 Public Complaint Behavior 0.331 077 1698

X’=227.175(df=99, p=.00), GFI=0.871, CFI=0.896, NFI=0.835,
RMSEA=0.072

<7t2 4>9t <7tdb>= 10| X|Zshs oY) =1t 74l
o, 4ty 2% 4359 AN 2UE FYo| =FsME
HSdte Aotk O|F ff8 2EHE FGo| w2 TEI Y
Of &2 FES ZFoI0 HINSZE HfRES Hn 24
SHRACY.

<7HE 4>0lM = AMH|A Ao JEoM 2E FHo| 1
Of X[Z5t= upel &1t 7HeIXel 2T AS 2ol 2
OXl= =Eg0E 240t Lt 48 2t X4 1

IHQt JHQIN 20t Bz o| A S HAO
CHa} G2 R 70| XtO|7} QOISIA| LIEHL} <THA 457}
EJ,‘El?il:f(sz =8.10, p<.001). & EH=zHC HMO| 52 4
0| X|ZtsHe T 4=Z0| JHQIX 20 #Eo| OjX=
3f0| QOI81H Bkl HS L 4 ULk

MH|A AT} A DZH0| X|ZtsHe Y $F1t RTHY
OF $4E of3fo| TA 0| DX HAMC Mol ZHMHNE
3t <7t 5>9| HZ ZADOME FEH 7+ XH0|7} QO|SHA
EFSCHAX =10.94, p<.001). O EME HMO| =2 gl2&
2to] AR X U2 YAEYO| Hls§ XHAo| FEES

o

o mt ¥ 2 ¥

X

L AT e

SR51T 9UCkn Mehs 10| CIS MIXOE AH|XjE
Mot 2o TES Sof A4 FoALE £HMOl YARS
WY Jhsyo| Arts M2 ofojsict ojfst 24 A

| = =
QIX=7F =0 YAE thEsts 2E-E0A 20| As AAY

= MSect

i

<Table 5> Results of Hypothesis Test (<H4>-<H5>)

Unconstrained

Fyp. Model ¥ (66) = 136.983
Customer X(67) = 145.078, Ax(1) = 8.095
4 Perceived Power High|std. coefficient=0.749, t-value=3.125
— Personal

Complaint Behavior| | ow | std. coefficient=0.098, t-value=.660

Customer X(67) = 147.919, AxX*(1) = 10.936
5 | Perceived Power |\ sy coefficient=0.502, t-value=2.663
— Public Complaint]
Behavior Low [std. coefficient=-.210, t-value=-1.408

2 %7 MH|A AIf 4"o|AM 0204 EE0| 20t
S0 OX|l= g A =& nefsta 10| X[
o =Fo| iz ntet Hie HMol XEZNE 2A
O 582 FACL HAEZO|M HTAZE MHAE 2
£ ALIZ[RE H7E5I0] HEXRALE AA[S ZAut n2aA
AHE2 40| X[5= oY sFo] FeS 0jX|n Zi¥e=
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EFRICEL & #A EZ0| f50t nA4Udx=5E MIA0l 0t 3
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CEACHWeiner, 2000; Zourrig, Chebat, & Toffoli. 2009). O]
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