=]

O -
Plymire(1991) Fornell Wernerflet 1987
* 70142004
Hansen (1997)
2002
Day and Bodur 1978 Andreason 1985
Day and Bodur
1978 Bitner et al. 1990
20 70

Hirschman 1970

Day and Bodur 1978 Day and Landon 1977 Blogdett
1992

Nankai Business Review No. 5, 2002 11



Bolfing 1989;
et al. 1998

Watkins 1996

180

Singh (1991) Ajzen(1991) Theory
of Planned Behavior 1
Outcome Beliefs Referent
Beliefs Control Beliefs

East 2000

1
A TEEE(POD
TEEE LB UA
- A XN
hRiES ¢ -
BELEHR + BRES —————————> BN
mRES

Godwin et al. 1995; Stephens
B BE S RS RaE

Keng 1995

Keng (1995)

12

2002 5



2001 12
Hofstede 1980
(PD1)
20 200
77
PDI1 123
PDI12 7
PDI3
PD14
C )
UAYv
UAV1
UAV 2 1
UAV 3
> apH Wﬁ s e O
UAV4 2%
(1DV) | 2 3 4 5 f 1
2
10Vl m&m ﬁ;‘g mm WA i m W
1DV2
1DV3 1 2 3 4 5 6 T
3
1IDV4
C )
R fE \.-'. : : *
%ors o RURE bt e Willes el
1 2 3 4 5 6 7
4
3 3
7
Nankai Business Review No. 5, 2002 13

© 1994-2007 China Academic Journal Electronic Publishing House. All rights reserved. http://www.cnki.net



1 (¢ 2 3)
1 0.000
Canonical 0.85 0.734
Cronbach a 69% 31%
0.5021 0.7199 0.4226 95.9%
0.50—0.60 4
0.4226

*3 BUENEFEMRE

2 120 0.000

8 Wilks' Lambda

PDI1 0.325 124.680
PO om0 e 2 10 oom
SR A= - - ;
iﬁ“ ‘[ﬁ‘fﬁﬂ[‘u_j}ﬁljﬁ‘f;fﬁﬁﬁ LUAVL 0.746 20.461 2 120 0.000
: B Cronbach o Rk fterm—to-totalFH 3 Z &k ﬁan S AT N80 2 1200 0.000
HUA B 0.5021 IDVI 0.713 24180 2 120 0.000
PO ' | V2 arst o fe2er 2 120 0000
PDI2
MEMEMR ome R4 FEARAMABAT
UAVI 0.5624
B P i s S P o 1. Y e HARERS
ANEX 0.4226
mvis R o
) 9
V2 0.2679 ; ; ; s =
HIth -
5 ; 1981 00 19 1000
-'_E%'_l;_l:% 2 32 903 65 1000
1 T A et VS e e
SPSS K-Means
1 s 0 1 53
K-Means T e ST S G 3 3
(Milligan, 1980) 3 g 0 3 39
RLBUE S R e 45 s
S0 BENRLER SOV R RO 0. 19 1000
i A% 2 3.2 87.1 9.7 100.0
: A A 00 iezd o000
SR A TAELEE RPN EEE
B R e 2
o P S S5 1 PDI1 PDI2 4.92  4.08
. o ; ; Py S “ ” 3
= 2t A SRR o 5.31 5.56
UAV2 5.04 1.94 5.56
T :
DV2 402 477 328 '
2 IDV1
IDV2 “ "

14 2002 5



1 1 3
1 F 8.519 0.011
7
F 5.142 0.009
5
F*E WEIHEMBINRE
e cE s [
b FntfEE
WEOW 4314 0sal 5200 0000
HIRFIEEGE
(il {555 0:179 0.067 0.354 2.661 0.010
REERiEE 0313 0431 0319 2396 0020
=7 FIHEEIARE
(b=0-179,  P=0-01) R RN
b RHMEE  beta
(b= 0.313, <= : T r—————
p=0.020) B 486l 0 0601 o 864 0,000,
AN
WSS ) -0.29% 0.102 -0.602  -2.919 0.011
2 2
2 F
5.203 0.024 6

6 FHRBIARE

beta

Mg RS 0.646 0.322 0,424 2.008 0.068

[gﬁmﬁ{&% -0.246 0.100  -0520 -145#_ 0.030

b=0.646, p=0.068

(b= 0.246, p=0.030)

Nankai Business Review No. 5, 2002

15

© 1994-2007 China Academic Journal Electronic Publishing House. All rights reserved. http://www.cnki.net



[1] Ajzen, I.. The Theory of Planned Behavior. In E. A. Locke (ed.).
Organizational Behavior and Human Decision Processes, Vol
1991, (50): 179-211.

[2]1 Andreasen, A.R.. Consumer Complaints and Redress: What We

In E.S. Maynes (ed.).

The Frontier of Research in the Consumer Interest. Columbia,

Know and What We Don’t Know.

MO: University of Columbia and American Council of Consumer
Interest, 1988: 675-725.

[3] Bearden, W. 0. and J. E. Teel.. Selected Determinants of Con-
sumer Satisfaction and Complaint Reports. Jour-
nal of Market[2]Bitner, Mary Jo, Bernard M. Booms, and
Mary Stanfield Tetreault (1990). The Service Encounter: Di-
agnosing Favorable and Unfavorable Incidents. Journal of
Marketing, 1983, 54(1): 71-84.

[4] Blogdett, Jeffrey G. and Donald H. Granbois. Toward an Inte-
grated Conceptual Model of Consumer Complaining Behavior.
Journal of Consumer Satisfaction, Dissatisfaction and Complain-
ing Behavior, 1992, (5): 93-103.

[5]1 Bolfing, Claire P.. How Do Consumers Express Dissatisfaction
and What Can Service Marketers Do About I1t? The Journal of
Services Marketing, 3(Spring), 1989: 5-23.

[6] Day, Ralph L. and Muzaffer Bodur. Consumer Response to Dis-
satisfaction with Services and Intangibles, in H. Keith Hunt (ed.).
Advances in Consumer Research, Ann Arbor, JJ: Association for
Consumer Research, 1978, (5): 263-72.

[71 Day, Ralph L. and Laird Landon. Toward a Theory of Consumer
Complaining Behavior, in Arch G. Woodside, Jagdish N. Sheth,
and Peter D. Benett (eds.). Consumer and Industrial Buying
Behavior. New York: North-Holland, 1977: 426-37.

[B] East, Robert. Complaining as Planned Behavior. Psychology and
Marketing, 2000, 17(12): 1077-1095.

[B1 Fornell, Claes and Birger Wernerfelt. Defensive Marketing Strat-
egy by Customer Complaint Management: A Theoretical
Analysis. Journal of Marketing Research, 24(November), 1987:
337-46.

[10] Godwin, Beth, Paul G. Patterson, and Lester W. Johnson.
Emotion, Coping and Complaining Propensity Following a Dis-
satisfactory Service Encounter, Journal of Satisfaction, Dissat-
isfaction and Complaining Behavior, 1995, (8): 155-63.

[11] Harris, Eric G. and John C. Mowen. The Influence of
Cardinal-, Central-, and Surface-level Personality Traits on Con-
sumers’ Bargaining and Complaint Intentions.
chology and Marketing, 1995, 18(11): 1155-1185.

[12] Hansen, Scott W., Thomas L. Powers and John E. Swan. Model-

Psy-

ing Industrial Buyer Complaints: Implications for
Satisfying and Saving Customers. Journal of Marketing, 61(Fall),
1997: 12-22.

[13] Hirshman, Albert O.. Exit, Voice, and Loyalty: Responses

to Decline in Firms, Organizations, and States. Cambridge, MA:

Harvard University Press, 1970.

[14] Hofstede,
tional Differences in Work-related Values, Beverly
Hills, Calif: Sage Publications, 1980.

[15] Keng, Kau Ah, Daleen Richmond and Serene Han. Determinants

Geert. Culture’sConsequences: Interna-

of Consumer Complaint Behavior: A Study of Singapore
Consumers. Journal of International Consumer Marketing, 1995,
8(2):59-76.

[16] Plymire, J.. Complaints as Opportunities. Journal of Consumer
Marketing, Vol .8 ( Spring), 1991: 39-43.

[17] Singh, Jagdip and Robert E. Wilkes. When Consumers Complain:
A Path Analysis of the Key Antecedents of Consumer Complaint
Response Estimates. Journal of The Academy of Marketing
Science, Volume, 1996, 24(4): 350-365.

[18] Singh, Jagdip. Exit, Voice, and Negative Word-of-mouth
Behaviors: An Investigation Across Three Service Categories.
Journal of the Academy of Marketing Science, Winter, 1990, (18):
1-15.

[19] Stephens, Nancy and Kevin P. Gwinner. Why Don’ t Some
People Complain? A Cognitive-emotive Process Model of Con-
sumer Complaint Behavior, Journal of the Academy of Market-
ing Science, 1998, 26(3): 172-89.

[20] Watkins, Harry S. and Raymond Liu. Collectivism, Individual-
ism and In-Group Membership: Implications for Consumer Com-
plaining Behaviors in Multicultural Contexts. Journal of Inter-
national Consumer Marketing, 1996, 18 (3/4): 69-96.

[21]

, 2002, (2): 40-44.

Effect of Values on Complaining Intentions to Poor Service

Fan Xiucheng, Zhao Xiande, Zhuang Hejun

Abstract Customer complaint provides firmswith useful information
for improvement of service and opportunity to regain customer back.
Based on the theory of planned behavior, this paper investigates the
moderating effects of customer value profile on complaining intention.
Research results show that determinants of complaint vary among
customerswith different val ues.

Key Words Complaining Intention; Service Industry; Value
Orientation
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