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Study of Complaint Management and Customer Satisfaction in Tanzania's
Telecom Sector

Complaints management practices during service failures remain a critical yet
underexplored challenge in today’s digital era, particularly in emerging markets. This
concern is consequential because retaining an existing customer is far less costly than
acquiring a new one, making effective complaints handling not just a service task but a
strategic necessity. Despite its importance, limited empirical attention has been given to
how specific complaints management practice namely service quality control, social media
influencer utilization, customer feedback utilization, and organizational transparency shape
customer satisfaction during complaint resolution.

Drawing on an extensive review of the literature, this study advances the service
recovery paradox, which posits that effective complaint resolution can lead to higher
customer satisfaction than if no failure had occurred. Moving beyond traditional linear
models, this study proposes that complaints management practices influence satisfaction
indirectly through psychological (trust) and behavioral (customer sensitivity) mechanisms.
To examine these dynamics, a comphrehensive sequential design is employed. Study 1
involves qualitative interviews with customers, Customer Service Representatives, and
managers in Tanzania’s telecom sector to identify prevailing complaint management
practices, analyzed using Braun and Clarke’s thematic analysis. Study 2 builds on these
insights through a quantitative investigation based on data from 562 respondents.

Grounded in the Stimulus—Organism—Response (SOR) framework, the quantitative
model in Study 2 conceptualized service quality control (SQC), transparent organizational
culture (OCC), customer feedback utilization (CFU), and social media influencer
engagement (SMI) as stimuli that elicited organismic responses in the form of customer
trust and behavioral sensitivity. Customer Relationship Management (CRM) theory
underpinned the positioning of trust as a central mediating mechanism, while the service
recovery paradox explained how effective complaint handling transformed negative
experiences into positive outcomes. Consumer behavior theory further elucidated the

moderating role of behavioral sensitivity in shaping these relationships. Collectively, these
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theoretical perspectives provided an integrated framework linking managerial practices,
psychological processes, and behavioral outcomes.

Using SmartPLS 4, the PLS-SEM results indicate that all four complaints management
practices significantly influence customer satisfaction. Mediation analysis confirms that
trust in the company plays a central role in translating these practices into satisfaction
outcomes, while moderation analysis reveals that customer behavioral sensitivity
significantly conditions the effects of social media influencer utilization and organizational
transparency. These findings are robust, as confirmed through covariance-based SEM,
endogeneity testing, and sensitivity analyses.

The study makes three key theoretical contributions that advance the service recovery
and complaint management literature. First, it extends the service recovery framework by
incorporating mediating and moderating mechanisms, thereby capturing the complex, non-
linear nature of customer responses in digitally mediated environments and moving beyond
simplistic direct-effect explanations. Second, it introduces social media influencer
utilization as a strategic dimension of complaint management, filling a notable gap in the
literature by repositioning influencers as credible actors who shape trust, perception, and
recovery outcomes in the digital space. Third, it develops a comprehensive, contextually
grounded model tailored to emerging market telecom sectors, offering a more realistic
framework that reflects the unique behavioral, technological, and structural dynamics of
these environments.

From a practical perspective, the findings provide a sequenced, evidence-based
framework for strategic decision-making in complaint management, grounded in
Importance—Performance Map Analysis (IPMA), a priority matrix, and cost—benefit
evaluation. This structured approach enables managers to shift from intuitive responses to
a systematic allocation of resources across key complaint management levers. Social media
influencer utilization emerges as the most impactful yet under-optimized driver of customer
satisfaction, indicating that targeted investment in this area can yield substantial
improvements with relatively efficient resource use. Organizational transparency follows
as a foundational strategic pillar for strengthening trust and aligning customer expectations,
while service quality control remains essential for ensuring consistent operational reliability
and preventing service failures. Collectively, the study highlights that complaint

management effectiveness depends on prioritization and sequencing rather than isolated
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actions, with influencer-driven strategies offering the greatest untapped potential within a
broader, evidence-based framework for enhancing trust and satisfaction outcomes
Keywords Complaints Management, Customer Satisfaction, Social Media Influencers,

Customer Feedback Utilizatio
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Chapter 1 Introduction
This chapter provides a background of the research problem, outlines the study’s
objectives of examining complaints management and customer satisfaction in
Tanzania’s telecom sector. It reviews the historical foundations, then summarizes the
methodology of two studies: a qualitative exploration of practices and a quantitative

analysis of their effects on satisfaction and trust.

1.1. Research Background, Objective and Significance

1.1.1. Research Background

The telecommunications industry in Tanzania has transformed from an
underdeveloped sector into one of the country's most dynamic and rapidly growing
industries [1,2,3]. This growth is driven by technological advances, increased
investment, regulatory reforms, and a growing middle class demanding mobile and
internet services [4,5]. The liberalization of the telecom sector in the early 2000s
allowed private sector entry, fostering competition, innovation, and rapid expansion
[1]. Major operators such as Vodacom, Airtel, Tigo, TTCL, and Halotel now serve
millions of subscribers.

According to the Tanzania Communications Regulatory Authority (TCRA), mobile
phone subscriptions surpassed 50 million by the end of 2023, with a penetration rate
exceeding 80% [1,5,7]. This growth has significantly reshaped how Tanzanians
communicate, access information, and conduct business. However, despite impressive
expansion, the sector still grapples with systemic challenges such as network
unreliability, frequent outages, billing discrepancies, and inadequate customer service
[2,5,8]. These persistent issues highlight a critical tension between rapid growth and
service quality maintenance, suggesting a need for more nuanced and effective
complaint management strategies.

While previous studies have emphasized on sector growth and other broad
challenges, there remains a gap in understanding the contextual effectiveness of
complaint management practices tailored to the Tanzanian telecom environment [1].

This research thus addresses this gap by exploring how complaint management not only

1
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resolves individual grievances but also shapes overall customer satisfaction and loyalty
in a competitive, resource-constrained context.

The Strategic Significance of Complaint Management is agreed by majority of
researchers.Complaint management is a critical component of customer relationship
management (CRM), encompassing the processes organizations use to handle
complaints effectively. As literature [5] emphasizes, effective service recovery plays a
central role in sustaining long-term customer relationships and enhancing perceived
service quality. These processes include stages such as receipt, recording, analysis, and
resolution, all aimed at satisfying customers and enhancing service quality [2,7,11,12].
The literature consistently underscores several benefits of effective complaint
management. One key benefit is customer retention, as promptly addressing complaints
helps prevent customer churn, which is especially vital in the highly competitive
telecom market. It is well-established that the cost of acquiring new customers far
exceeds the expenses associated with retaining existing ones [2,7]. Additionally, loyal
customers often contribute to positive word-of-mouth, thereby strengthening the
brand’s reputation [2,3]. However, while this notion is widely accepted, it requires
critical examination within the Tanzanian context, where socio-economic factors and
cultural perceptions may influence loyalty dynamics differently compared to developed
markets.

Another major benefit is service improvement; analyzing complaints provides
valuable insights into service deficiencies, enabling telecom companies to implement
corrective actions [15,26]. Beyond reactive fixes, effective complaint management
fosters proactive refinement of service delivery, innovation in customer support
mechanisms, and strategic decision-making [13,16,25]. Despite this, the extent to
which Tanzanian telecom operators utilize complaint data analytically remains
underexplored, indicating a need for further investigation into organizational
capabilities and barriers.

Furthermore, complaint management facilitates strategic resource allocation
through data-driven approaches that help prioritize investments in technology and
human resources based on actual customer needs [25]. For example, complaints

regarding network coverage can guide infrastructure expansion. While this is
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theoretically sound, practical challenges such as regulatory constraints and funding
limitations must be critically assessed to understand their real-world impact on service
enhancement.

By embedding complaint management within broader CRM and strategic
frameworks, this study aims to critically examine not only the processes themselves
but also the contextual factors that shape their effectiveness, thereby offering deeper
insights that extend beyond conventional benefits.

Similarly, customer complaints and satisfaction in the telecom sector is an area of
great interest in Tanzania telecom sector due to the stiff competition in the sector with
companies like Vodacom, Tigo, Halotel, Airtel and TTCL competing for market share.
Customer satisfaction is a key indicator of organizational success, reflecting the degree
to which services meet or exceed customer expectations [4]. In telecom, satisfaction is
influenced by network quality, pricing, customer service, and complaint handling.
Numerous studies link satisfaction to increased loyalty and profitability [5,6].
However, many studies assume a linear relationship between service quality and
satisfaction without fully considering mediating variables like trust, customer
expectations shaped by socio-cultural factors, or the role of digital literacy factors
particularly relevant in emerging markets like Tanzania. This study responds to such
research gaps by incorporating local contextual factors and examining how complaint
management intersects with these broader determinants to affect customer satisfaction
uniquely in Tanzania’s telecom landscape.

Network quality remains fundamental to customer satisfaction [5]. Reliable
coverage, fast data speeds, and minimal interruptions are essential in today’s connected
world [1,26,28]. Tanzanian customers frequently encounter issues such as dropped
calls and inconsistent rural coverage [26], directly impacting satisfaction and loyalty
[1,3,5,7,11]. However, investments in infrastructure and technologies like 5G and fiber
optics promise improvements [16,26,29]. Additionally, Al-driven predictive
maintenance and transparent communication during outages are highlighted as best
practices globally [25,32,38]. Morever, critical reflection is required on whether these
technological and communication strategies are sufficiently adapted to local

infrastructure realities, socio-economic disparities, and customer digital literacy levels
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in Tanzania. For instance, does the focus on advanced technologies inadvertently
neglect rural or low-income populations, potentially exacerbating digital divides and
dissatisfaction.

Competitive pricing also significantly influences satisfaction [8,45]. Price
sensitivity in Tanzania necessitates balancing affordability with service quality [14].
Transparent pricing and fair billing build trust, while promotional packages enhance
value [8,16,48]. Flexible, tiered pricing models help meet diverse customer needs [8].
Yet, there is limited research exploring how perceptions of pricing fairness interact with
trust and complaint management effectiveness in this market.

This highlights the strategic need for telecom providers to prioritize early customer
touchpoints to build trust and positive perceptions from the outset. Strengthening these
initial interactions can shape customers’ expectations, influence how they interpret
service failures, and ultimately determine their satisfaction with complaint resolution
processes. By integrating trust-building practices into early engagement telecom
operators can create a stronger foundation for managing complaints effectively and

enhancing overall customer satisfaction in the Tanzanian context

1.1.2. Statement of the Problem

The landscape of complaints management has undergone profound transformation
due to the rapid proliferation of multichannel communication and the amplified role of
social media and influencers in shaping customer interactions [36, 46, 59]. Despite
extensive literature on complaint management strategies, there is a pronounced paucity
of empirical research examining how these contemporary practices specifically impact
customer satisfaction with complaint resolution, especially within emerging markets
such as Africa [41,73,91]. This gap is particularly critical given that prevailing
theoretical models and empirical findings largely derive from developed economies,
thereby neglecting the unique socio-economic, cultural, and infrastructural contexts
that characterize African markets [29]. Such contextual voids undermine the
generalizability and applicability of existing complaint management frameworks.

Within this global context, the African telecom sector and Tanzania in particular
represents a compelling and timely setting for investigation. The sector is distinguished

by a demographic profile dominated by a youthful, digitally literate population and an
4
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expanding middle class with increasing expectations for service quality,
responsiveness, and innovation [14,17,23]. Concurrently, this sector is experiencing
rapid regulatory reforms designed to foster competitive markets and enhance consumer
protections [25-28]. Yet, there remains limited scholarly attention devoted to how
complaint management practices such as transparent organizational culture, strategic
engagement of social media influencers, and customer feedback utilization affect
critical mediators like customer trust and consumer behavioral sensitivity, which in turn
influence overall customer satisfaction in these dynamic environments [1,15, 20, 25].

The Service Recovery Paradox (SRP) suggests that effective handling of service
failures can make customers more satisfied than if no failure had occurred[42]. In the
context of complaint management, practices like effective service quality control,
effective customer feedback utilization, a transparent organizational culture, and
effective social media influencer engagement during complaints management act as
recovery mechanisms which influence satisfaction. Therefore, by resolving issues
fairly, promptly, and empathetically, these practices enhance perceived fairness, build
trust, and generate positive emotions, all of which increase customer satisfaction. SRP
thus explains why well-executed complaint management can turn negative experiences
into opportunities for higher satisfaction.

Using the Stimulus Organism Response theory, Sevice Recovery, Consumer
behavior and Customer relationship management theory this study addresses critical
shortcomings that are in extant literature. The current study adopts a rigorous sequential
mixed-methods approach, beginning with qualitative inquiry to elucidate context-
specific complaint management nuances, followed by a quantitative study employing
Structural Equation Modeling (SEM) to statistically model and validate the complex
interrelations among complaint management practices, trust, behavioral sensitivity,
customer satisfaction [12,30,32,37]. This methodological strategy enriches theoretical
understanding and also enhances empirical robustness and contextual relevance.

Ultimately, by extending complaint management frameworks to account for
emerging market specificities and integrating cognitive psychological insights, this
research aspires to provide theoretically grounded and actionable knowledge. Such

insights are vital for telecom operators seeking to refine customer-centric strategies,
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optimize complaint resolution effectiveness, and secure competitive advantage within

Africa’s rapidly evolving telecommunications landscape [6, 9, 10, 11,13].

1.1.3. Research Objectives

The general objective is to study the Complaint Management practices and their
influence in Customer Satisfaction. The objectives are systematically structured to
progress from the exploration of complaint management practices, to examining direct
effects, followed by the analysis of mediation and moderation roles.Hence,
Specifically, the study seeks to achieve the following objectives:

Objective 1: To explore the complaints management practices that influence
customer satisfaction

Objective 2: To study the influence of complaints management practices on
customer satisfaction

Objective 3: To study the influence of complaints management practices on
customer trust in company

Objective 4: To study the influence of trust in company on customer satisfaction

Objective 5: To investigate the mediating role of 'trust in the company' between
customer complaints management practices and customer satisfaction.

Objective 6: To examine the moderating effect of 'customer behavior sensitivity' on
the relationship between customer complaints management practices and customer

satisfaction.

1.1.4. Research Questions

The research questions guiding this study focus on exploring the multifaceted
dynamics of complaint management practices within the telecommunications sector,
particularly in the context of Tanzania. Specifically, the study posses the following
research questions

Research Question 1: What are the complaints management practices that
influence customer satisfaction?

Research Question 2: How do complaints management practices impact customer

satisfaction?
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Research Question 3: How do complaints management practices influence
customer trust in the company?

Research Question 4: What is the impact of trust in the company on customer
satisfaction?

Research Question 5: To what extent does 'trust in the company' mediate the
relationship between complaints management practices and customer satisfaction?

Research Question 6: How does 'customer behavior sensitivity' moderate the

relationship between complaints management practices and customer satisfaction?

1.1.5. Research Significance

This study aimed to investigate the complaint management practices and its
influence on customer satisfaction in Tanzania's Telecom Sector holds substantial
significance in both academic and practical domains, aiming to delve into critical
aspects of telecom service management that impact customer perceptions, trust, and
satisfaction. This section explores the overarching significance of this research endeavor,
highlighting its potential contributions to knowledge, industry practices, and societal
implications.

The academic contribution of this study lies in its ability to address critical gaps in the
existing literature on complaints management and customer satisfaction within the
telecom sector, particularly in the context of Tanzania, where comprehensive empirical
evidence remains limited. By providing context-specific insights, the study deepens
understanding of how complaints management practices shape customer satisfaction
within Tanzania’s unique socio-economic and regulatory environment. The research
further enriches theoretical discourse by integrating the Stimulus—Organism—Response
Model, Service Recovery Theory, Consumer Behavior Theory, and Customer
Relationship Management to explain the complex interplay between complaints
management practices, customer trust, consumer behavior sensitivity, and customer
satisfaction. Through a mixed-methods approach, the study advances theoretical and
empirical understanding in the fields of customer satisfaction, service management, and
organizational behavior. Moreover, while extant literature largely emphasizes the direct
influence of complaints management practices on customer satisfaction, this study makes

a significant contribution by demonstrating the mediating role of customer trust and the
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moderating role of consumer behavior sensitivity, thereby addressing important
dimensions that have been insufficiently explored in prior research.

From a practical perspective, the study provides valuable insights for telecom
operators, industry stakeholders, policymakers, and regulators in Tanzania by
identifying the key drivers of customer satisfaction within complaints management
practices. The findings offer a strategic foundation for refining complaints management
systems to improve service delivery, strengthen customer retention, and support
sustainable business growth. By emphasizing the importance of service quality
improvement, effective utilization of customer feedback, engagement with social
media influencers, and the promotion of transparent organizational cultures, the study
demonstrates how telecom companies can enhance customer experiences, build loyalty,
and encourage positive word-of-mouth. In addition, the findings provide evidence-
based insights that can support policymakers and regulators in evaluating and
strengthening existing telecom regulations, particularly in areas related to consumer
protection, service standards, and fair competition, thereby contributing to the
development of a more responsive and competitive telecom sector.

From a societal perspective, the study contributes to empowering telecom
consumers in Tanzania by advocating for improved service standards, transparent
communication, and customer-centered complaints management practices that enhance
customer satisfaction and trust. By encouraging telecom companies to become more
responsive and accountable to consumer needs, the research supports the development
of a more informed, confident, and satisfied customer base, which may further promote
digital inclusion and socio-economic development. In addition, the study aligns with
the United Nations Sustainable Development Goals, particularly Goal 9, by supporting
initiatives aimed at strengthening resilient infrastructure, fostering innovation, and
promoting inclusive and sustainable industrialization within the telecom sector.,

promote inclusive and sustainable industrialization, and foster innovation.

1.1.6. Scope of the Research
This research investigates complaints management practices and their influence on
customer satisfaction within Tanzania’s telecom sector as shown in figure 1.1. The

study is conducted across three regions in Tanzania (Dar es Salaam, Morogoro and
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Dodoma) and comprises two interconnected studies. Study 1 employs a qualitative

approach, involving retail customers, service representatives, and managers of telecom
companies, to identify dominant complaints management practices. Study 2 builds on
these findings through a quantitative survey of retail customers across the regions,
examining the impact of ‘service quality, customer feedback utilization, social media
influencer engagement, and organizational transparency’ during complaints
management on customer satisfaction, with trust in the company as a mediator and
customer behavior sensitivity as a moderator. The study is limited to the telecom sector

and does not cover other industries or regions outside the selected areas.
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Figure 1.1 Map of the Study Area
Source: URT 2020

1.2. Research Contents and Methodology

1.2.1. Research Philosophy and Justification of Mixed Methods

This study is underpinned by the pragmatist research philosophy, which prioritizes
practical outcomes and asserts that research questions should dictate methodological
choices [76,77]. Pragmatism is especially suited for real-world problem investigations,
such as the complex interplay of complaint management and customer satisfaction in

Tanzania’s telecom sector. Given the multifaceted nature of the phenomena under
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investigation, a sequential mixed methods approach was adopted, beginning with an
exploratory qualitative phase followed by a quantitative phase. The initial qualitative
phase enabled an in-depth exploration of the lived experiences and perceptions of
stakeholders including customers and company representatives regarding complaints
management practices. This phase facilitated the identification of critical themes,
patterns, and variables that quantitative methods alone might overlook [77,78]. The
rich, contextual insights derived from qualitative interviews informed the development
of a theoretical framework, which subsequently guided hypothesis formulation and the
design of the quantitative survey instruments [79].

The quantitative phase involved collecting data from a larger, representative sample
within the telecom sector, allowing for statistical testing and validation of the
hypotheses generated in the qualitative phase. This phase generated generalizable
findings that strengthen the study’s practical relevance and broader applicability in the
Tanzanian telecom context [78,82]. Crucially, the integration of qualitative and
quantitative findings ensured a comprehensive understanding of the research problem,
allowing for robust conclusions grounded in empirical evidence and contextual
realities. The sequential mixed methods design anchored in pragmatism therefore
enables the study to achieve both depth and breadth, providing actionable insights for
improving complaint management and enhancing customer satisfaction.

The decision to employ an exploratory sequential mixed methods design was
deliberate and based on the study’s objectives and contextual needs. The research
sought to unpack the complex dynamics of complaint management practices and their
impact on customer satisfaction within the telecom industry. An initial qualitative
exploration was essential to capture the nuanced, often subtle factors influencing these
practices, which quantitative approaches alone could not adequately reveal. The
qualitative phase specifically addressed the first research question: “What complaint
management practices used by telecom companies influence customer satisfaction with
complaint resolution?” By collecting qualitative data through in-depth interviews, the
study gathered detailed stakeholder perspectives, enabling the development of
quantitative instruments that are both contextually relevant and comprehensive. The

subsequent quantitative phase focused on testing the influence of identified complaint
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management practices on customer satisfaction, thus answering the second research
question. This phased approach, illustrated in Figure 1.2, ensured methodological rigor,

contextual sensitivity, and empirical validity.

Literature Quibtre |
Review ﬁ Study — Complaints
(Inerviews)
Management
Practices
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vy Quantitative o
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Figure 1.2 Sequential Mixed Methods

Alternative mixed methods designs were considered but ultimately dismissed due to
their limitations relative to the study’s goals. The convergent parallel design, which
involves simultaneous qualitative and quantitative data collection, was unsuitable
because it precludes the critical initial qualitative exploration that informs quantitative
instrument development [80]. Without this foundational step, the study risked
overlooking important variables and nuances specific to customer complaints
management in Tanzania’s telecom sector [79]. Similarly, the explanatory sequential
design, which begins with quantitative data collection followed by qualitative data for
explanation, was deemed premature. Quantitative instruments developed without prior
qualitative insights could fail to capture the complexity of complaints management
practices and customer satisfaction drivers, resulting in incomplete or misleading
results [74]. The embedded design, often characterized by one dominant method, risked
marginalizing either the qualitative or quantitative phase, which conflicted with this
study’s equal emphasis on both methodologies [81]. Lastly, the multiphase design was
impractical given the study’s scope and timeline, as it involves extended research
phases that could delay actionable insights [82]. Thus, the exploratory sequential mixed
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methods design was chosen for its systematic progression from rich qualitative
exploration to quantitative validation, perfectly aligning with the study’s aims to
produce nuanced, empirically supported and practical findings.

The study’s objectives were framed to reflect the sequential mixed methods design.
The first objective, addressed qualitatively, was to explore complaint management
practices influencing customer satisfaction. This phase involved semi-structured
interviews with purposively sampled stakeholders, including customers, customer
service representatives, and managers with deep experience in complaint handling.
Data were transcribed and analyzed thematically following Braun and Clarke’s
approach [83], identifying key themes that shaped the understanding of effective
complaint management strategies.

Subsequent objectives were addressed quantitatively through an online survey
administered to respondents who had experienced complaint resolution processes.
Objective two assessed the direct influence of complaint management practices such as
service quality, customer feedback utilization, social media influencer engagement, and
transparent organizational culture on customer satisfaction. Data analysis employed
Smart PLS 4 software, chosen for its capacity to handle complex structural models and
suitability for exploratory research with moderate sample sizes.

Objective three investigated how these complaint management practices impact
customer trust in the company, recognizing trust as a vital mediator in fostering long-
term customer relationships. Objective four further examined the influence of customer
trust on satisfaction, highlighting trust as a foundational element in effective complaint
management. Objective five explicitly tested the mediating role of trust between
complaint management practices and customer satisfaction, elucidating how trust acts
as a critical mechanism linking effective complaint handling to positive customer
outcomes. Objective six explored the moderating effect of customer behavior
sensitivity, the degree to which customers respond to complaint management efforts on
the relationship between complaint management practices and satisfaction. This
analysis provided insights into how customer heterogeneity affects perceptions of
complaint resolution effectiveness and informed the tailoring of management strategies

to diverse customer needs.
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The figure 1.3 provides a technical roadmap and table 1.1 provides a summary of

the research methodology.
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Figure 1.3 Research Technical Route
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Table 1.1 Research Method and Objectives

Part Objective Research Methodology

* Phase I followed an exploratory sequential mixed-
methods design.
* Semi-structured, in-depth interviews were conducted.

Objective 1: To explore .. . . .
* Participants were recruited using purposive and referral

Phase 1 — the complaints ) i
o . (snowball) sampling techniques.
Qualitative management practices . .
. * Interviews were conducted with 21 key stakeholders:
Study that influence customer

— 6 Customer Service Representatives
— 2 Managers
— 13 Customers from telecom companies
* Data were analyzed using thematic analysis.

satisfaction

* Phase Il included a quantitative study to validate the
conceptual model.

* The model was developed based on findings from Phase I
and a literature review.

Phase 2 — Objectives 2 to 6: To * Structured online surveys were used to collect data on
Quantitative empirically test the key variables.
Study conceptual model * Survey questionnaires are provided in Appendix A

» Participants were selected using purposive and snowball
sampling methods.

« Statistical analyses were conducted to test the proposed
relationships and hypotheses.

1.2.2. Research Design

This research project employs a sequential mixed-methods design comprising two
studies focused on complaint management in Tanzania’s telecommunications sector.
Study 1 uses in-depth interviews with three key stakeholder groups: customers,
customer service representatives (CSRs), and managers to uncover rich, context-
specific themes related to complaint handling. Building on these qualitative insights,
Study 2 quantitatively examines the relationships among complaint management
practices, customer trust (as a mediator), customer behavior sensitivity (as a
moderator), and overall customer satisfaction(dependent variable) using Structural
Equation Modeling (SEM). Grounded in the Stimulus-Organism-Response (SOR)
framework, Service Recovery, consumer behavior theory and CRM theory, this
integrated approach offers both theoretical depth and practical relevance for improving
complaint resolution in emerging markets. An overview of the study sequence, and

variable relationships is presented in Figure 1.4 for visual reference.
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Figure 1.4 Two Studies Sequential Mixed Methods Research Design

This study adopted an exploratory sequential mixed-methods design for objective 1,
thuscommencing with a qualitative phase to investigate complaints management
practices within the telecom sector. Semi-structured interviews, guided by pre-
determined questions, were conducted with 21 participants, including six customer
service representatives, two managers, and thirteen customers from Vodacom, Tigo,
Airtel, Halotel, and TTCL. Participants were initially identified through purposive
sampling to ensure relevant expertise and subsequently expanded via snowball
sampling to capture diverse stakeholder perspectives. Each interview, lasting
approximately 30 minutes, was digitally recorded, transcribed, and analyzed using
thematic analysis, enabling the identification of recurring themes and patterns

regarding effective complaints management strategies and their impact on customer
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satisfaction. This qualitative phase provided rich, nuanced insights that informed the
subsequent quantitative phase, with data collection concluding upon achieving
thematic saturation, ensuring comprehensive coverage of stakeholder experiences.
The quantitative study (objective 2,3,4,5 and 6) investigated the impact of
complaints management practices on customer satisfaction in the telecom industry.
Using a survey-based approach, structured questionnaires were administered to
customers who had previously lodged complaints, targeting individuals with recent
complaint interactions through purposive and snowball sampling. Data were collected
online to ensure anonymity, with constructs measured using validated scales from the
qualitative study and literature. Structural Equation Modeling (SEM) was employed to
test hypothesized relationships, while ethical standards were maintained throughout.
Sample size is critical for reliability and precision in SEM; guidelines suggest at least
200 respondents, with PLS-SEM requiring a sample ten times the maximum number
of paths to dependent constructs [89,93,98]. Both studies exceeded these thresholds,
meeting G*Power recommendations of more than 85 respondents (Figure 1.5),

ensuring robust and trustworthy results.

16



Wuhan University of Technology - Doctor’ s Degree Dissertation

G*Power 3.1

Central and noncentral distributions Protocol of power analyses

critical F = 2.4859
0.7

0.6
0.5
0.4
0.3
0.2
N
o T T T T T T T T T T T T T T T
1 2 3 a4 5 6 7 8

Test family Statistical test

F tests & Linear multiple regression: Fixed model, R* deviation from zero &3

Type of power analysis
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Determine Effect size f* 0.15 Noncentrality parameter A 12.7500000

a err prob 0.05 Critical F 2.4858849

Power (1-B err prob) 0.8 Numerator df a

Number of predictors a Denominator df 80

Total sample size 85

Actual power 0.8030923

Figure 1.5 G Power Statistics

The pilot study assessed the feasibility and effectiveness of the research design and
refined the data collection instruments for the main study on the impact of complaint
management practices on customer satisfaction and trust in the telecom sector. The
primary objectives were to identify potential issues, ensure clarity and relevance of
survey questions, and test the data collection process.A sample of 21 respondents,
representative of the larger target population, was selected. These participants were
customers of various telecom companies. The pilot study utilized the same
questionnaire intended for the main study, covering complaint management strategies,
customer-centric organizational culture, social media influencers and customer
satisfaction.Findings indicated areas for improvement: unclear questions were revised
and technical issues with the online platform were addressed. These adjustments
enhanced the reliability and validity of the data collection process for the main study,
ensuring robust and actionable findings on the impact of complaint management

practices on customer satisfaction and trust.
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To minimize survey fatigue in our study several strategies were implemented. The
questionnaire was designed with user experience in mind, incorporating clear and
concise language, logical sequencing of questions, and varied question types to
maintain engagement. Additionally, the questionnaire was divided into manageable
sections, each with progress indicators to help respondents gauge their advancement.
Furthermore, efforts were made to keep the overall time commitment transparent from
the outset, and respondents were incentivized with acknowledgments to maintain their
motivation throughout the completion of the survey. Furthermore, the pilot study
provided insights that were instrumental in reducing survey fatigue to respondents.
These measures collectively helped to mitigate the risk of survey fatigue and ensured
higher-quality responses.

The need for multiple indicators in this study was crucial for capturing the
complexity and multidimensionality of the constructs being measured. Each construct
often represented a broad concept that could not be fully understood through a single
item or indicator. By employing a larger set of indicators, the study more accurately
and reliably reflected the nuances and variations within each construct. This approach
enhanced the content validity, ensuring that the full scope of the construct was
represented and that the data collected was comprehensive.

For the quantitative phase of this study, SmartPLS 4 was employed as the main
analytical tool to conduct Structural Equation Modeling (SEM) using the Partial Least
Squares (PLS) approach. SmartPLS 4 was selected due to its suitability for handling
small to medium sample sizes, its robustness against violations of normality, and its
ability to model complex relationships involving both reflective and formative
constructs. Additionally, SmartPLS offers advanced features for evaluating model
reliability, validity, and predictive relevance, which are crucial for exploring the impact
of complaints management practices on customer satisfaction. Its user-friendly
graphical interface and efficient handling of complex models make it particularly
advantageous for studies emphasizing prediction and theory development.

While alternative SEM software such as AMOS, LISREL, Mplus, and the lavaan

package in R were considered, each presented specific limitations. AMOS and
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LISREL, as covariance-based SEM tools, require larger sample sizes and assume data
normality, which could compromise analysis reliability given the study’s dataset.
Mplus, although highly versatile, involves a steep learning curve and high licensing
costs. Similarly, R’s lavaan package requires extensive programming skills, making it
less practical for rapid model evaluation.

In addition to SmartPLS 4, SPSS and Microsoft Excel were utilized as supportive
tools. SPSS facilitated descriptive statistics, preliminary data screening, and reliability
assessments, while Excel was used for initial data organization, cleaning, and basic
calculations. Together, these tools complemented SmartPLS 4 by ensuring that the
dataset was accurately prepared and rigorously examined before the main SEM-PLS
analysis.

Overall, the combination of SmartPLS 4 as the primary analysis tool, supported by
SPSS and Excel, provided a robust and efficient framework for quantitatively analyzing
the relationships between complaints management practices, customer trust, and

satisfaction.

1.2.3. Research Organization

The dissertation is divided into seven chapters, each aligned with the primary
objective of exploring complaint management practices and their impact on customer
satisfaction and resulting anchoring behavior. The structure of the dissertation is

outlined in Figure 1.6
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Chapter 1 P —

Chapter 1 covers the background, frames the research

Infroduction — problem regarding complaint management and
J

Chapter 2
Literature Review

Chapter 4- Study 1 (Qualitative Exploration)
Complaints Management Practices influencing Satisfaction

Chapter 5 — Study 2 (Quantitative Study)
Complaints Management Practices Influencing Satisfaction, with
customer trust as a mediator and behavior sensitivitv as a moderator

Chapter 6
Discussion of Findings

Conclusion and Future Research

Chapter 3 _ Chapter 2 and 3 Investigates the literature, concepts
Theoretical Review

_ quantitative evaluation of the influence of complaints
management practices on satisfaction

satisfaction, and describes the overall methodology

and the theories that underpin the study.

|

These chapters provide an in-depth qualitative and

|

This chapter links the study's findings to the existing
literature, situating this research within the broader
context and establishing a foundation for the
implications

their practical and theoretical implications, highlights
Chapter 7 e the innovative aspects of the research, and lays the
groundwork for future studies.

This chapter offers a summary of the findings along with

Figure 1.6 Organization of the dissertation

Chapter 1-Introduction: This chapter sets the stage for the study, beginning with the

background that emphasizes the vital role of effective customer complaints management in

the telecommunications industry, especially with the rise of social media platforms and

social media influencers. The problem statement identifies the gap in current research

regarding the interplay between social media, organizational culture, and influencer

engagement in shaping customer satisfaction. The significance of the study is outlined,

highlighting its potential contributions to both theoretical understanding and practical

application in improving complaints management strategies and practices. The scope of the

study is defined, clarifying the boundaries and focus areas of the study. The literature

review summarizes key concepts and previous research findings relevant to the study.
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Finally, the research methodology section details the design, data collection methods, and
analytical approaches to be used, ensuring a structured and systematic examination of the

research questions.

Chapter 2- Literature Review: The literature review examined the evolution of
complaints management, showing its shift from reactive handling to strategic, customer-
centric approaches driven by digitalization and changing consumer expectations. It outlined
the major dimensions of complaints management and integrated key theories linking
complaints, customer satisfaction and trust. The literature review also highlighted
significant debates in the field, including contradictions on the effectiveness of feedback
utilization, the role of transparency, and the impact of social media on complaint outcomes.
It further identified global and Tanzanian-specific knowledge gaps, particularly the limited
empirical focus on developing markets, customer behavior sensitivity and the interplay of
trust. Finally, it clarified the definitions of core concepts to ensure conceptual precision

throughout the study.

Chapter 3-Theoretical Review: This chapter explores the theoretical frameworks that
underpin the study, focusing on the Stimulus-Organism-Response (SOR) model, Service
recovery, consumer behavior and customer relationship management theories. The theories
elucidates the relationships between customer complaints management practices and
customer outcomes.The chapter showcase the interplay of theories and the variables of
interest, providing a robust basis for the conceptual model. By integrating the theoretical
and empirical perspectives, the chapter ensures that the research is grounded in established

knowledge while also identifying areas where new insights can be generated.

Chapter 4- Complaints Management Practices influencing Satisfaction, Qualitative
Study: This chapter presents the findings from the qualitative research component of the
study. Through in-depth interviews with customers and industry experts, rich, nuanced
insights into their experiences and perceptions regarding complaints management in the
telecom sector are gathered. The qualitative data are analyzed to identify common themes,

patterns, and emerging trends, providing a deeper understanding of the customer
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perspective. These findings set the stage for the development of measurement items for the
quantitative study. The findings also shed light on the complexities of customer complaints
management. The chapter concludes by discussing how these qualitative insights inform

and refine the overall conceptual model of study 2.

Chapter 5: Complaints Management Practices Influencing Satisfaction, with Customer
Trust as a Mediator and Consumer Behavior Sensitivity as a Moderator. Chapter 5 presents
a theory-informed quantitative analysis examining how complaints management practices
influence customer satisfaction, with a focus on the mediating role of customer trust and
the moderating effect of consumer behavior sensitivity. Drawing on the Stimulus-
Organism-Response (SOR) framework and CRM theory, the chapter tests a structural
model linking four key practices—Service Quality Control, Customer Feedback
Utilization, Transparent Organizational Culture, and Social Media Influencer Utilization—
to customer satisfaction with complaint resolution. Using Structural Equation Modeling
(SEM) and a robust sample of 562 respondents, the chapter establishes construct validity
and explores both direct and indirect effects, offering insights into the psychological
mechanisms (trust) and conditional factors (sensitivity) that shape customer responses. The
findings not only extend theoretical understanding by introducing consumer behavior
sensitivity as a boundary condition but also provide valuable context-specific knowledge
from Tanzania’s telecom sector, addressing a gap in the literature on complaints

management in emerging markets.

Chapter 6 - Discussion of Findings: This chapter synthesizes the qualitative and
quantitative findings, discussing their implications for theory and practice. It interprets the
results in the context of existing literature, exploring how the study contributes to our
understanding of effective customer complaints management in the telecommunications
industry. The chapter discusses the practical implications for telecom companies,
suggesting strategies for leveraging complaints management strategies to enhance

satisfaction and future customer judgement.
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Chapter 7: Conclusion and Future Research. The final chapter summarizes the key
findings of the study, highlighting their theoretical and practical significance. It
provides a concise overview of how the research objectives were met and discusses the
contributions to both academic knowledge and industry practice. The chapter
emphasizes the importance of integrating social media, transparent organizational
culture, and influencer engagement in customer complaints management strategies. It
also outlines the limitations of the study, acknowledging potential constraints and
suggesting directions for future research. By offering practical recommendations and
identifying areas for further investigation, this chapter ensures that the study's findings

are not only impactful but also pave the way for continued exploration in the field.
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Chapter 2 Literature Review

This chapter examines the essential literature and core concepts underpinning the
study, with a specific focus on the historical development of complaints management
research and the associated debates, inconsistencies, and gaps. Through this in-depth
exploration, the chapter establishes a strong conceptual foundation which is strongly
integrated and underpinned by theory. Henceforth, guide the qualitative investigation,
informs the design of the quantitative study, and enhances understanding of the

dynamics shaping customer complaints and customer satisfaction.

2.1. Conceptual Integration and Theoretical Underpinings

The growing complexity of service environments has intensified the need for a more
integrated understanding of complaints management and its influence on customer
outcomes [30]. While prior studies have examined elements such as service recovery,
customer satisfaction and trust, these constructs are often treated in isolation or linked
through narrowly defined models [64]. This fragmentation presents both a theoretical
and practical limitation. From an academic perspective, it constrains the development
of a coherent body of knowledge capable of explaining how multiple organizational
practices jointly shape customer responses. From a managerial standpoint, it offers
limited guidance for firms seeking to design holistic complaint management systems

that reflect the interconnected nature of customer experiences.

In practice, customer complaints rarely arise or resolved within a single dimension
of organizational action. Instead, they unfold across multiple touchpoints, including
direct service interactions, digital feedback channels, and increasingly, social media
environments where third-party actors such as influencers shape perceptions [34]. As a
result, managing complaints effectively requires more than isolated improvements in
service quality or responsiveness; it demands an integrated approach that aligns
operational practices, communication strategies, and organizational culture[49].
However, existing literature does not sufficiently capture this multidimensionality,
particularly in emerging market contexts where structural, technological, and

behavioral dynamics differ from those in developed economies [55]. This gap
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underscores the need for a conceptually integrated framework that reflects both the
complexity of modern complaint environments and the diversity of customer
responses.To address this limitation, the present study integrates key constructs—
complaints management practices, customer trust in the company, customer
satisfaction with complaint resolution (CSR), and customer behavior sensitivity—into
a unified conceptual structure. These concepts emerged from the themes of the
qualitative study and were incorporated in the following quantitative study as
constructs. Complaints management practices are conceptualized as a
multidimensional construct encompassing service quality, customer feedback
utilization, social media influencer utilization, and transparent organizational culture.
These dimensions collectively represent the firm’s strategic approach of dealing with
complaints, capturing both internal processes and external engagement mechanisms.
Customer trust is positioned as a critical mediating mechanism through which these
practices influence customer satisfaction, reflecting the psychological evaluation of the
firm’s reliability and integrity. Customer Satisfaction with the complaints resolution
represents the ultimate evaluative outcome of the complaint handling process, while
customer behavior sensitivity is incorporated as a moderating factor that accounts for

variations in how customers perceive and react to service experiences.

The integration of these constructs is theoretically underpinned by a combination of
complementary perspectives that together provide a robust explanatory foundation
which is better explained in the theoretical review section. The Stimulus—Organism—
Response (SOR) framework offers the primary structural lens, conceptualizing
complaints management practices as external stimuli that influence internal customer
states (such as trust), which in turn shape behavioral and attitudinal responses
(satisfaction). The suitability of this framework lies in its ability to accommodate
complex, multi-stage relationships, making it particularly relevant in contexts where
customer responses are shaped by both cognitive and emotional processes.Furthermore,
service recovery theory provides a focused explanation of how firms can effectively
respond to service failures.Additionally, attribution theory underpins the understanding
of how customers interpret service failures and recovery efforts. It explains how

customers assign responsibility for negative experiences and how these interpretations
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influence their levels of trust and satisfaction. This perspective is particularly valuable
in explaining variations in customer responses, especially when combined with the
moderating role of customer behavior sensitivity. Together, these theories are not
merely juxtaposed but are integrated to provide a layered and contextually grounded

explanation of the relationships among the study’s core constructs.

The integration of these theoretical perspectives offers a distinct conceptual and
theoretical contribution by moving beyond the conventional use of isolated frameworks
toward a more synthesized and explanatory model of complaints management. Rather
than applying theories in parallel, this study demonstrates how they can be
systematically combined to explain different layers of the customer response process.
Specifically, the Stimulus—Organism—Response (SOR) framework provides the
structural logic of the model, Service recovery theory explains how firms’ responses to
service failures influence customer reactions and satisfaction, Consumer behavior
theory explains the formation and role of trust as a relational mechanism, and
attribution theory accounts for variability in customer interpretations of service failures
and recovery efforts. This layered integration advances theory by showing not only
what relationships exist, but why and how they unfold within a unified explanatory

system.

Conceptually, the study contributes by reframing complaints management as a
multidimensional and interactive system rather than a set of independent practices. By
integrating service quality, customer feedback utilization, social media influencer
utilization, and transparent organizational culture into a single construct, the study
captures the systemic nature of organizational responses to customer dissatisfaction.
More importantly, it explicitly links these dimensions to mediating (customer trust) and
moderating (customer behavior sensitivity) mechanisms, thereby addressing a critical
gap in the literature where the internal psychological processes and contextual
contingencies influencing customer satisfaction are often underdeveloped [67]. This
positions the model as both integrative and process-oriented, offering a more realistic

representation of how complaint handling translates into customer outcomes.
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Therefore, this section does more than introduce concepts; it establishes a coherent
conceptual-theoretical lens that guides the entire literature review. It clarifies the
analytical boundaries of the study, justifies the selection and integration of constructs,
and provides a structured foundation for examining subsequent discussions on the
evolution of complaints management, its dimensions, theoretical debates, and empirical
evidence across contexts. By doing so, it ensures that the literature review is not
descriptive but analytically driven, with each subsequent section building upon a

clearly articulated and theoretically grounded framework.

2.2. Evolution of Complaints Management and Customer Satisfaction
Research on complaints management and customer satisfaction has undergone
considerable evolution, moving from early explorations of service recovery to more
integrated perspectives that highlight their strategic importance in shaping customer
relationships. This trajectory provides the foundation for examining the historical
development of complaints management research, the dimensions that define effective
practices, and the theoretical constructs that explain how customers evaluate and
respond to complaint handling. At the same time, ongoing debates and contradictions
reveal that not all practices yield consistent outcomes, particularly in relation to
customer feedback use and the role of behavioral sensitivities. These discussions
naturally point to persisting knowledge gaps at both global and national levels, with
Tanzania offering a context where cultural dynamics and sensitivity to service
experiences remain underexplored. Together, these themes frame the subsections that
follow and establish the basis for a deeper understanding of the evolving landscape of

complaints management.

2.2.1. Historical Trajectory of Complaints Management Research

The evolution of complaints management reflects a gradual but profound shift from
reactive, fragmented approaches to strategically integrated, trust-centered systems.
Early literature conceptualized complaints primarily as expressions of consumer
dissatisfaction, with firms offering minimal response[68]. Through the 1980s and
1990s, other scholars advanced the field by classifying complaint behaviors and linking

effective resolution to customer loyalty, though these efforts lacked integration with
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technological advancements[69,70]. The 2000s introduced structured complaint
handling within CRM frameworks, emphasizing empathy and systematization, yet
often failed to address reputational impacts or agility[71]. A turning point occurred with
the rise of social media in the 2010s, as complaints became public, viral, and reputation-
threatening necessitating a shift to proactive webcare [72]. However, strategies to
manage influencer-driven complaints remained nascent. The latest phase marks a
significant pivot towards influencer involvement, transparency and trust-building, yet
contextual gaps in developing markets remain[73]. Importantly, existing literature
highlights the pressing need to investigate complaints management in the context of
social media’s pervasive influence, increasingly sensitive consumers, brand trust
dynamics and the role of behavioral sensitivities in shaping complaint behaviors [21].
The table 2.1 summarizes this historical trajectory, outlining key developments,
seminal contributions and persistent gaps in each era.

Despite significant advances in complaint management research over the decades, a
fundamental problem persists: many organizations still fail to strategically leverage
customer complaints as opportunities for trust-building and loyalty enhancement,
especially in today’s complex, multi-channel digital environment [88,112]. Early
studies predominantly viewed customer complaints as problems to be resolved, rather
than as opportunities for strategic advantage [44]. Although later research developed
typologies of complaint behavior and established connections between complaint
handling, satisfaction and loyalty, these efforts were often limited by weak empirical
support and did not account for the growing influence of digital and social media
platforms[45,46]. The critical gap remains in understanding how complaint
management outcomes influence brand reputation, particularly through the lens of trust,
and how to effectively manage the growing influence of social media, including the
roles of influencers and viral backlash [48,50,51]. Furthermore, existing literature
largely neglects customer behavior sensitivity and the unique complaint dynamics in
developing markets, limiting its global applicability [54,55]. This study confronts these
problems head-on by integrating social media influencers into complaint resolution
strategies, empirically modeling trust as a mediator, and exploring customer sensitivity

within emerging markets. By addressing these pressing gaps, the research offers a

28



Wuhan University of Technology - Doctor’ s Degree Dissertation

much-needed, contemporary framework that enables organizations to respond more
strategically, ethically and effectively to customer complaints in an increasingly digital
and interconnected world. Table 2.1 provides a summary of complaints management

research historical evolution.
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Table 2.1 Complaints Management Research Evolution

Period Key Developments i?:::lll:sl Focus / Contributions Gaps Identified How This Study Addresses Gaps
Initial . recogmt.lon of Theoretical foundation of Introduces strategic, customer-centric
Pre-1980s complaint behavior as a . . . . . Lo .
X P complaint behavior; Complaints seen as complaint handling viewing complaints
Foundational consumer right; limited [68] . . .\
. . categorized consumer problems, not opportunities  as opportunities for trust and loyalty
Theories organizational response e
. responses building
mechanisms
1980s Emergence of complaint Identified types of complainants Minimal focus on service Examines complaint resolution
Taxonomy and typologies and behavioral [69] and response styles; internal vs  recovery; no clear link to effectiveness linking directly to
Formalization models external complaints satisfaction customer satisfaction
1990.8 Integration of complaints Emphasis on linking complaint ‘lelted. emplr.lcal data; o Incorporates social media channels and
Service . . . . integration with emerging . . . .
into service quality and [70] handling to customer loyalty . > influencer impact; considers multi-
Recovery & . . . . technologies  or  multi- . .
relationship marketing and retention . channel complaint behaviors
Loyalty channel dynamics
2000-2010 Structured complaint Identified effective  Underexplored link between Investigates trust as a mediator linking
CRM and management systems within [71] organizational responses; complaint outcomes and complaint management to satisfaction;
Systems CRM; service recovery stressed  the  value of satisfaction; lacked agility in ~emphasizes responsive, agile complaint
Thinking frameworks empowerment and empathy response time handling via digital tools
Social media transformed Public complaints reshaped Lack . of _ Strategy for Integrates influencer roles explicitly;
2010-2015 . . . . managing influencers or )
- . complaint visibility; public reputation management; . proposes  strategic  approaches  to
Digital & Social . . [72] . . . viral backlash; challenges . . .
. and viral complaints introduced proactive vs reactive . . managing  viral complaints and
Complaints with consistency across . L
emerged webcare influencer communications
channels
2016—Present Use of social media Highlighted influencer little focus on customer .
. . X . e . . P Models trust as central mediator;
Omni- influencers in complaints mediation; complaint behavior sensitivity; little . e
. . . examines customer sensitivity  to
Channel ,Influe recovery; focus on trust, [73] management tied to brand understanding of complaint . . . .
. . . A . complaints, especially in emerging
ncers, Trust, & transparency, and storytelling, community dynamics in developing
o o markets context
Transparency personalization response, and trust building markets
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Despite the chronological richness of complaints management research, much of the
literature remains theoretically fragmented and insufficiently contextualized in light of
contemporary challenges. Foundational studies provided early taxonomies and linked
complaint handling to customer loyalty, yet they did not foresee the disruptive impact
of digital interactivity and algorithm-driven visibility on complaint expression[68].
Later works recognize the reputational risks posed by viral complaints, but they often
overlook the role of behavioral sensitivities in shaping customer expectations and
perceived fairness during the resolution process[71,72]. Furthermore, the
predominance of Western-centric perspectives constrains the generalizability of
findings to emerging markets, where institutional trust, digital literacy and consumer
assertiveness differ. These gaps underscore the need for a more integrative and
contextually grounded framework one that positions trust as a mediating mechanism,
attends to the emotional salience of social media ecosystems and incorporates context-
sensitive consumer behavior and cognitive heuristics that shape complaint escalation

and resolution satisfaction.

2.2.2. Dimensions of Complaints Management

While historical accounts of complaint management research offer a chronological
lens on the field’s emergence, they fall short of constructing a cohesive analytical map
of its conceptual clusters, theoretical underpinnings, and methodological trajectories.
Much of the extant literature, while informative in isolation, reflects fragmentation
across key domains, failing to integrate cognitive, emotional, and behavioral
dimensions that are critical to understanding how complaints are processed, responded
to and ultimately influence customer satisfaction [57,192]. Grounding this critique in
consumer behavior theory, one observes that complaint behavior is not purely rational
or transactional it is inherently shaped by customer expectations, perceived fairness,
emotional arousal and memory bias [20,36]. These dimensions interact dynamically,
yet many studies limit their focus to singular factors [38,66], overlooking the
psychological mechanisms that determine whether a customer internalizes a resolution
as satisfactory.

For instance, Information Processing Theory (IPT) suggests that individuals

interpret and evaluate complaint outcomes through the lens of prior experiences, issue
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salience and existing cognitive schemas [62,63,86]. This theoretical perspective helps
illuminate the role of behavioral sensitivity, wherein negative past experiences skew
current judgments potentially leading to dissatisfaction even when resolutions are
objectively fair [7,21,22]. Few empirical studies incorporate this lens to explore how
customers “process” complaint outcomes cognitively and emotionally. This gap
underscores a critical oversight: complaint satisfaction is not merely an outcome, but a
constructed perception influenced by mental framing, emotional valence and context.
Furthermore, methodological limitations abound. Many studies adopt cross-sectional
survey designs, often relying on self-reported measures of satisfaction without
triangulating with behavioral outcomes [68,72]. As a result constructs such as trust and
customer behavior sensitivity are rarely operationalized to be used in complaints
management research. For instance, SERVQUAL-based studies emphasize reliability
and responsiveness but often under-represent empathy and assurance dimensions that
are more relevant in emotionally charged complaint contexts [84,88,101]. CRM-
oriented research, on the other hand, tends to focus on technical system usability [2],
neglecting content-specific communication quality and emotional tone in complaint
resolution interfaces.

The accompanying Table 2.2 reveals not just analytical gaps but conceptual blind
spots across dominant research clusters. In service quality and satisfaction dimension,
foundational works remain anchored in transactional metrics such as timeliness and
price fairness reflecting a legacy paradigm that struggles to account for the evolving
emotional and reputational stakes of complaints in digital spaces[75,76]. This study
challenges that narrow scope by positioning emotion and public visibility as central to
service evaluation, as extant literature have conflicting findings on the relative
importance of emotional tone versus procedural transparency in determining perceived
service quality during complaint resolution [128,170].

Similarly, in Service Recovery and Justice dimension, while studies such commend
firms for exceeding expectations, they often treat satisfaction as a static endpoint,
failing to interrogate how trust and emotion mediate the path to that outcome[77].
Unfortunately, the extant literature offers mixed interpretations some studies depict

trust as a rational, stable consequence of service interactions [182,183], whereas others
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argue for a more fluid, emotion-based understanding [67,88]. Similarly, emotional
responses are inconsistently positioned, either as incidental reactions[44] or as central
forces driving customer evaluations[78]. These divergent perspectives reveal a critical
gap in fully grasping how emotional and psychological factors interact to shape
recovery experiences. Hence, there is a need of this study that accommodate the
conflicts so as to shed more light on the matter.

The Emotional and Behavioral Outcomes dimension, despite its focus on emotions
[79], tends to analyze emotions separately rather than considering their combined effect
on satisfaction behavior. Existing studies provide conflicting insights: some focus on
discrete emotional reactions at specific complaint stages [94], while others demonstrate
how emotions evolve and interact with cognitive and behavioral factors[72,89]. This
fragmented perspective has led to conflicting conclusions regarding the role of
emotions in customer retention some studies downplay the influence of fleeting
emotions[195], while others emphasize the enduring impact of emotional
experiences[80].0ur study advances beyond this fragmentation by tracing emotional
trajectories across complaint resolution stages and integrating key psychological
constructs: trust as a mediator that links emotional responses to satisfaction, customer
behavior sensitivity as a moderator that shapes emotional intensity. This holistic
approach offers a more nuanced understanding of how evolving emotions drive long-
term satisfaction.

In Social Media and Public Complaints dimension, the literature acknowledges the
power of digital platforms but remains largely reactive mapping trends rather than
theorizing the structural implications of public complaint dynamics on brand
trust[30,32]. We move beyond mapping to explicating how visibility, tone, and
responsiveness reconfigure customer perceptions[81]. Likewise, Technological studies
exhibit a techno-centric bias, privileging usability over emotional design[82]. This
study critiques that reductionism by showing how existing customer behavior
sensitivity can either de-escalate or exacerbate emotional tensions. Finally, research on
Cultural and Psychological behavioral sensitivities acknowledges individual variations
in how complaints are handled but seldom links these differences to wider strategies

for building trust or managing emotions [11,42]. We broaden this discussion by
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proposing that cultural sensitivity and the alignment of cognitive and emotional
processes are essential foundations not merely improvements for achieving satisfaction

restoration in complex complaint situations.
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Table 2.2 Dimensions of Complaints Management

Dimensions  Seminal Authors Study Findings Gap This Study's Contribution
. Service quality and price fairness L1m1.ted to trafhgonal service Integrates digital platforms and social media
Service .. . quality and pricing, no social . . .
. [75] positively affect loyalty, with . . . complaints to update how service quality shapes
Quality and . : . media or digital complaint . .
. . satisfaction mediating. satisfaction.
Satisfaction context.
[76] Timely responses improve Ignores emotional reactions Examine emotional and public-facing complaint
satisfaction in complaint handling. or public complaints. handling via social media.
Servi [77] Compensation exceeding Ignores emotional and trust- Incorporates emotional trust and satisfaction to
ervice expectations boosts loyalty. based mediators. capture deeper customer responses.
Recovery Lacks integration of
and Justice Recovery satisfaction linked to . & Examines perceptions in digital platforms in
[78] . . technological and  cross- . . .
justice perceptions. . . relation to satisfaction
channel dimensions.
Emotional Customers with stronger . social o Utilize a mixed methods approach with multiple
[79] networks are more emotionally Uses a quantitative approach . .
and analytical rigor checks
. affected.
Behavioral - : - - - :
T Focused only on emotional Connects emotional strategies with satisfaction
Outcomes Empathy and listening improve . .
[80] . . . outcomes not tied to and trust to provide a full pathway to customer
gratitude during service recovery. - .
satisfaction outcomes.
Social [30] Companies underutilize social No linkage to satisfaction, Examines how social media complaint responses
Media and media for complaint response. trust affect satisfaction and brand trust.
Public e . . . . .
Complaints 132] Complaint visibility increases with Doesn’t examine customer Analyzes both reputational and satisfaction
P firm replies on social media. satisfaction outcomes of public complaint responses.
. . . . E interf ign effi linking th
Screen size and design affect Ignores  satisfaction and xtends’ mter' ace design effects l?y Inking t em
Technology [81] L . . to satisfaction and complaint resolution
complaint intensity. emotional outcomes. .
and perception.
Complaint . F ili . . . .
P CRM system factors influence ocus on system usability, not Adds content-specific complaint resolution via
Interfaces [82] complaint content or

user satisfaction.

handling.

digital CRM platforms.
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Adding further complexity, empirical findings are frequently contradictory. Some
studies emphasize the power of empathy in eliciting customer satisfaction[80], while
other studies argues that responsiveness alone can drive satisfaction, pointing to a more
rational, time-sensitive judgment process[76]. Such divergence prompts deeper
questions: Are emotional cues universally influential, or do they interact with
contextual factors such as complaint severity, customer disposition, or cultural
expectations? These contradictions underscore the limitations of linear models and
highlight the need for multi-level frameworks that account for moderating and
mediating dynamics.

An integrated theoretical approach becomes essential here. Consumer behavior
theory, when combined with IPT and CRM, can illuminate how complaint experiences
are filtered not only through objective features like resolution speed but also through
mental biases, emotional states, and relational histories. Customer behavior sensitivity,
for example, reveals why customers with prior negative experiences may discount even
fair resolutions unless firms engage in deliberate trust-rebuilding through transparency,
personalization, or mediated reassurance via influencers [20,22]. Yet, many studies
ignore these behavioral biases, resulting in under-theorized models that fail to explain
variance in customer satisfaction outcomes. Equally, SERVQUAL's treatment of
empathy as a single item does not do justice to the multifaceted nature of emotional
engagement [101]. In complaint scenarios, empathy is not incidental, it is instrumental,
involving both cognitive empathy (understanding the customer’s experience) and
affective empathy (emotionally resonating with their frustration), both of which
influence trust restoration and satisfaction.

This study addresses these gaps by proposing a more nuanced and integrative model.
Its novelty lies not in identifying new variables per se, but in reorganizing existing
knowledge into a coherent, testable framework that foregrounds trust as a key
mediating mechanism. It further incorporates customer behavior sensitivity as a
moderating construct to explain why the same complaint-handling strategies yield
varied outcomes across different customer segments. Moreover, by situating the
analysis within the emerging market context of Tanzania’s telecom sector characterized

by digital service growth, limited consumer protection infrastructure, and distinct
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cultural expectations the study adds important contextual variation to a literature base
largely shaped by Western assumptions.

This transition from isolated empirical findings to a unified, theory-driven model
marks a significant advance in complaints management research. It invites scholars to
move beyond “what works” toward more refined questions of “why,” “for whom,” and
“under what conditions” complaint handling strategies succeed or fail. In doing so, it
lays the foundation for a more holistic, behaviorally grounded, and contextually

sensitive understanding of complaint management in the digital age.

2.2.3. Constructs and Theories in Complaints Management and Customer
Satisfaction Research

The theoretical landscape of complaints management and customer satisfaction is
multifaceted, with distinct yet overlapping frameworks providing lenses to understand
how customers interpret service failures and organizational responses. Critical
examination of these theories reveals both their explanatory strengths and inherent
limitations, as well as tensions that remain unresolved in current literature.

Customer Relationship Management (CRM) theory predominates as the strategic
framework for complaint handling, emphasizing relational exchanges that foster long-
term customer loyalty through personalized recovery and feedback mechanisms
[32,64,136]. CRM’s strength lies in operationalizing customer engagement and
facilitating systematic complaint resolution processes. However, methodological
reliance on quantitative surveys within CRM studies often emphasizes transactional
metrics (e.g., satisfaction scores, repeat purchase intention) at the expense of exploring
emotional and cognitive customer responses in depth. This has led to conflicting
findings where CRM-driven initiatives improve satisfaction metrics but fail to fully
restore trust or emotional goodwill, highlighting a disjunction between behavioral
outcomes and affective customer states [136]. This tension suggests CRM’s
mechanistic focus insufficiently captures the nuanced psychological processes
customers undergo post-complaint, thereby limiting the theory’s explanatory power in

complex service failures.

SERVQUAL theory remains a cornerstone for assessing service quality dimensions

(responsiveness, empathy, reliability, assurance, tangibles) linked to complaint
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satisfaction [31, 41,72,90]. Its enduring popularity is rooted in its structured approach
to measuring customer perceptions and identifying quality gaps. Nonetheless,
SERVQUAL’s conceptualization of service quality as a relatively static construct
contrasts with dynamic customer expectations shaped by evolving technological and
social media contexts. Empirical studies reveal mixed results regarding SERVQUAL’s
predictive validity in online complaint settings, where response timing and
transparency are paramount [30,31,37]. For example, some research reports that swift
digital responses significantly enhance satisfaction, while others indicate that overly
rapid, automated replies may be perceived as insincere, thus diminishing perceived
empathy and fairness [41,172]. This divergence exposes a theoretical tension within
SERVQUAL’s dimensions when applied to digital complaint management, calling for
theoretical extensions that incorporate temporal and relational nuances specific to
online environments.

Social Media Theory and Social Influence Theory have emerged as pivotal in
understanding contemporary complaint dynamics [30,31,37,41,172]. These
frameworks emphasize the role of digital platforms in amplifying customer voices and
the influence of social media actors, including influencers, on public complaint
resolution outcomes. Qualitative content analyses and mixed-methods studies reveal
the complex interplay of organizational responsiveness, public scrutiny, and influencer
advocacy in shaping satisfaction and trust[67,72]. However, these studies often grapple
with methodological challenges in isolating the unique effect of influencers versus
organic consumer sentiment, leading to inconsistent findings on their impact on
complaint satisfaction [172]. Furthermore, the rapid evolution of social media
platforms outpaces theoretical development, exposing a gap where traditional
complaint management theories struggle to fully capture the multidimensional and
networked nature of digital complaint ecosystems.

Finally, Information Processing Theory (IPT) and Justice Theory deepen
understanding of the cognitive and fairness-based evaluations customers employ when
assessing complaint outcomes [8,145]. These theories highlight perceived distributive,
procedural, and interactional justice as critical mediators of satisfaction and trust.

Empirical findings using longitudinal surveys and experimental designs underscore that
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even high service quality fails to guarantee satisfaction if justice perceptions are
unmet[89]. Yet, the challenge remains in operationalizing these justice constructs
consistently across diverse complaint contexts, as fairness perceptions are highly
subjective and culturally contingent. This variability contributes to conflicting results
regarding the relative importance of each justice dimension in complaint satisfaction.
Hence, the theoretical corpus on complaints management reveals complementary
yet sometimes conflicting insights. CRM offers operational rigor but lacks
psychological depth; SERVQUAL provides a structured quality assessment but
struggles with digital context nuances; while Social Media and Justice theories address
emergent relational dynamics yet face challenges in methodological precision and
theoretical integration. These tensions highlight the necessity for interdisciplinary
frameworks that synthesize cognitive, emotional, relational, and technological factors
to more fully capture the complexity of complaint management and customer

satisfaction. Table 2.3 provides the overview of complaints management research.
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Table 2.3 Constructs and Theories in Complaints Management Research

Research Title Constructs Used Theories Used Refere
nce.

Investigating User Satisfaction of Customer Customer Satisfaction, CRM,Social CRM [2]
Relationship Management In A Telecom Influence
Company
The moderating role of complaint handling on ~ Complaint Handling, Brand Hate, Complaint Handling  [7]
brand hate in the cancel culture negative satisfaction anchor Framework
Price Knowledge and Price Expectations: Price Knowledge, Price Expectations, Consumer Behavior — [8]
Their Role for Customer Relationship CRM Theory
Marketing
Elaboration and numerical anchoring: Customer Behavior Sensitivity, Attitudes  Attitude Theory, [20]
Implications of attitude theories for consumer
judgment
The Effect of anchor characteristics on Anchoring, complaints behavior Anchoring Bias [21]
consumer complaints behavior Theory
Cognitive biases in marketing  Customer perception, Message Framing, Cognitive Bias [22]
communication: Influence of Anchoring and Theory, Framing
Message Framing Theory
Quality of Service Perception in Telecom Service Quality, Customer Perception Service Quality [29]
Business in Tanzania Theory
Handling complaints on social network sites— Complaint Handling, Social Media Use, Social Media [30]
An analysis of complaints and complaint customer Satisfaction Theory, Complaint
responses Management

Theory
Whose and What Social Media Complaints Complaint Resolution, Social Media SERVQUAL [31]
Have Happier Resolutions? Complaints
Complaint Deescalation Strategies on Social Complaint Deescalation, Social Media CRM,Social Media  [37]
Media Strategy Theory
Complaint handling on social media: The Response Time, Consumer Satisfaction SERVQUAL [41]
impact of multiple response times on
consumer satisfaction
Service recovery: a framework and empirical ~Service Recovery, Customer Satisfaction =~ CRM, Service [64]
investigation Recovery Theory
Impact of magnitude of service failure and Service Failure, Complaint Handling, SERVQUAL [72]
complaint handling on satisfaction and brand Brand Credibility
credibility
Explaining customer satisfaction with Complaint Handling, Customer SERVQUAL [90]
complaint handling Satisfaction
The impact of customer compassion on face- Customer Compassion, Complaint SERVQUAL [94]
to-face and online complaints Handling
Evaluating  electronic  CRM  success: Electronic CRM, Customer Feedback CRM , Information [136]
mediating role of customer feedback Management Processing Theory
management (IPT)
Modeling customer perceptions of complaint Complaint Handling, Perceived Justice, Consumer Behavior  [145]
handling over time Satisfaction Theory ,Justice

Theory,
Timing of apology after service failure: Apology Timing, Service Failure, SERVQUAL, [168]
moderating role of future interaction Customer Satisfaction Expectation Theory
expectation
Organizational responses to customer Organizational Response, Complaint SERVQUAL, [169]
complaints: What works and what doesn’t Handling, Trust
Role of social media influencers in service Social Media Influencers, Service Failure, Social Influence [172]
failure and recovery strategies Recovery Strategy Theory
Consumer complaints and complaint Complaint Management, Consumer Complaint [179]
management in tourism sector Complaints Management

Theory
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A review of the existing literature reveals a fragmented approach to understanding
customer complaint management, with most studies grounded in single theoretical
frameworks such as Customer Relationship Management (CRM) [2,64], or
SERVQUAL [31,72,90]. While these models offer valuable insights into isolated
aspects such as service quality and customer satisfaction they fall short of capturing the
multifaceted nature of customer experiences, especially in the context of digital and
social media-driven interactions. This lack of theoretical integration has limited the
ability of researchers to fully explain how organizational practices, psychological
perceptions, and consumer behaviors interact to influence satisfaction outcomes.

Despite the growing recognition of the emotional and relational dimensions of
complaint handling, few studies have explored the role of ‘trust in the company’ as a
mediating variable. Trust is a central psychological construct that helps explain why
some customers feel satisfied and loyal even after experiencing service failures,
provided the company responds appropriately[88]. Trust transforms a transactional
complaint into a relational turning point, reinforcing customer confidence and long-
term engagement. Its inclusion as a mediator offers a deeper understanding of how
complaint resolution strategies such as transparency, timely response, or influencer
engagement translate into positive customer outcomes [37, 172].

Furthermore, existing models often treat customers as a homogenous group,
overlooking individual differences in perception and response [145]. This oversight
neglects the fact that customer reactions to complaint management strategies can vary
significantly depending on personal sensitivity, emotional reactivity and behavioral
tendencies. Incorporating consumer behavior sensitivity as a moderating variable
allows for a more differentiated analysis by acknowledging that highly sensitive
consumers may be more reactive to delays, tone or perceived indifference in complaint
handling, whereas less sensitive consumers may be more tolerant or rational. Including
this variable enhances the model’s explanatory power and reflects the real-world
diversity of consumer expectations and experiences [8, 145].

Therefore, the current study addresses this critical gap by proposing an integrated
model that combines CRM, SERVQUAL, Information Processing Theory, and

Consumer Behavior Theory while introducing trust in the company as a mediator and
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consumer behavior sensitivity as a moderator. This approach aims to offer a more
comprehensive and contextually relevant understanding of complaint management in
the telecom sector, particularly in developing markets such as Tanzania, where

customer engagement dynamics are complex and evolving.

2.2.4. Debates and Contradictions in Complaints Management Research

Research on complaints management and its influence on customer satisfaction
reveals a dynamic and often contradictory landscape. While many studies emphasize
that effective complaint handling generally enhances satisfaction, others highlight
inconsistencies across service environments, communication channels, and customer
segments. For instance, although service quality is frequently positioned as central to
complaint resolution outcomes [41,72], emerging evidence suggests that even
comprehensive service recovery efforts do not always yield positive outcomes [161].
Some studies observe that in some cases, recovery efforts may backfire, particularly
when customer expectations are exceptionally highly sensitive or when service errors
are repeated[96]. Furthermore, literature point out that customer responses vary
significantly based on personality traits, issue severity, and channel of
communication[98]. In multichannel industries like telecommunications, fragmented
customer journeys and internal communication breakdowns further complicate the
consistency of service recovery practices.

Methodological disparities further intensify these contradictions. Quantitative
studies typically detect overarching patterns but may overlook contextual nuances and
emotional depth, while qualitative inquiries offer rich detail yet lack scalability and
generalizability[ 165,169]. This study addresses both shortcomings through a sequential
mixed-methods design, which allows context-specific insights from qualitative data to
inform a broader, generalizable quantitative framework. Such an approach supports the
development of a complaints management strategy that accounts for industry
complexity and individual customer differences.

Contradictions are also evident in the domain of customer feedback utilization.
Feedback is traditionally valued as a tool for service improvement and customer
engagement, yet its impact is not always constructive. Although structured feedback

mechanisms may help organizations enhance responsiveness and innovation [127, 136,
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138], public feedback especially on social media can amplify negativity and damage
brand reputation if not handled effectively. Golmohammadi et al. (2021) note that
platforms like Twitter and Facebook often serve as stages for customer dissatisfaction,
potentially deterring other consumers.This inconsistency highlights theoretical
tensions: the S-O-R model frames ‘feedback’ as a stimulus provoking varied emotional
responses; CRM theory emphasizes its role in building trust, which falters when
feedback is poorly managed; and consumer behavior combined with Information
Processing Theory explains how customers mentally filter feedback, often anchoring
on negative experiences. Previous studies tend to overlook these complex, context-
dependent dynamics. By employing a sequential mixed-methods design, this study
bridges that gap first exploring nuanced perceptions qualitatively, then validating
findings quantitatively providing deeper insight into how feedback influences
satisfaction, trust and overall customer behavior in telecom complaint management.
Beyond the complexities of communication channels and responsible actors,
scholarly perspectives increasingly diverge on the optimal speed and style of complaint
responses. While promptness is widely recognized as a cornerstone of effective
complaint resolution and a key driver of customer satisfaction [74,110,169], emerging
research suggests that speed alone is insufficient. Literature argue that rapid replies
lacking empathy, contextual sensitivity, or meaningful engagement may fail to restore
satisfaction, and in some cases, may even aggravate customer frustration[123]. This
challenges the conventional wisdom that faster is always better, pointing instead to the
importance of response quality and tone. The debate becomes even more complex in
public complaint forums. One study emphasize the value of personalized, well-crafted
public responses in reinforcing brand credibility and trust[32]. In contrast, studies
reveal that poorly executed public responses especially those perceived as defensive,
generic, or dismissive can intensify dissatisfaction and damage the company’s
reputation[97,98]. These contrasting findings expose the limitations of one-
dimensional metrics such as speed and underscore the need for more holistic, context-
aware approaches to complaint handling. This study builds on such insights by

examining not only the timeliness but also the perceived authenticity and emotional
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resonance of complaint responses, particularly in multichannel and public-facing
contexts.

Technological enablers such as digital complaint systems and CRM platforms have
become central to complaint management strategies, offering integrated, data-driven
solutions to personalize responses. Research emphasize their role in improving
satisfaction through streamlined interactions[105], while some studies warn that over-
reliance on automation can lead to depersonalized responses that harm customer trust
[145]. Although some studies show positive effects of technology on complaint
resolution [40,42], others report mixed results, highlighting challenges in balancing
efficiency with empathy [31,32,37]. This inconsistency points to a gap in understanding
how technology impacts customer satisfaction across different contexts. This study
addresses that gap by exploring the interplay between technological tools and customer
behavior sensitivity, aiming to guide organizations in integrating technology and
human touch more effectively for better complaint management outcomes.

These contradictory findings from extant literature underscore the importance of
employing more sophisticated research frameworks that incorporate moderating and
mediating variables to unpack the nuanced interplay between complaints management
practices and customer satisfaction outcomes. Literature emphasize moderators like
customer behavior sensitivity, which influence how customers perceive and react to
complaint handling efforts[134]. Likewise, some studies demonstrate the mediating
role of trust in the company, which can bridge the relationship between service recovery
efforts and customer satisfaction[135,136]. Yet, despite their theoretical importance,
such variables remain underutilized in empirical complaints management research,
particularly within the complex, multichannel telecom environment.

In light of these theoretical and practical gaps, the present study seeks to fill these
voids by integrating trust as a mediating variable and customer behavior sensitivity as
a moderating variable within a comprehensive framework. Additionally, it critically
evaluates multi-channel complaint management strategies including the burgeoning
influence of social media platforms and influencers to develop a more robust, evidence-
based model for understanding and managing customer complaints effectively. This

approach aligns with calls in recent telecom research to adopt customer-centric and
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transparent organizational cultures, advanced technological tools, and nuanced
customer feedback mechanisms as pillars of effective complaint management that

ultimately foster higher customer satisfaction and brand reputation [25,29,38].

2.2.5. Empirical Insights Across Global and African Settings

A growing body of empirical research across regions, industries, and methodological
traditions demonstrates that complaint handling is not merely an operational necessity
but a strategic driver of customer trust, satisfaction, and behavioural outcomes. Studies
conducted in both developed and emerging markets consistently highlight how
responsiveness, transparency, cultural sensitivity, and digital communication channels
shape customer perceptions of fairness and organizational credibility. At the same time,
recent work foregrounds the influence of technological adoption, social media
ecosystems, and structural inequalities especially in Global South contexts on how
customers experience and evaluate complaint processes. Together, these insights
provide a rich empirical foundation that informs the present study’s integration of
service quality practices, feedback systems, organizational culture, digital engagement,
and customer behaviour sensitivity within a trust-mediated framework. The following
review weaves together key empirical findings to demonstrate the multidimensional
nature of complaint management and its relevance to understanding customer
satisfaction in the telecom sector.

Literature [45,54] observed that responsive CRM systems significantly enhance
customer satisfaction and trust, demonstrating that proactive complaint handling fosters
loyalty; however, when read against broader evidence, this relationship appears more
complex than a simple cause—effect pattern. Some studies show [61,73] showed that
effective complaint resolution promotes loyalty and retention, yet his findings also
imply that customers respond not only to the outcome of resolution but to the intent
they perceive behind it, suggesting that satisfaction emerges from both procedural
fairness and relational authenticity. Literature [53,62,75] add further nuance by arguing
that trust is shaped primarily by perceived responsiveness rather than by technical
service processes alone, positioning trust as a psychological lens through which
customers interpret all subsequent interactions a dynamic that intensifies the

consequences of poor responsiveness. In parallel, studies [45,54,75] highlight how
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efficient complaint handling mitigates negative emotions such as brand hate, revealing
that complaint management operates as an emotional regulatory mechanism rather than
simply a restorative service tool. Taken together, these studies do more than affirm that
responsiveness matters; they collectively expose a deeper mechanism in which
operational efficiency, perceived intent, and emotional regulation interact to shape
trust, satisfaction, and customer behaviour, offering a more layered empirical
foundation for understanding complaint management outcomes in emerging-market
telecom settings.

Some studies argued that customer sensitivity shapes the effectiveness of
relationship marketing, implicitly challenging uniform complaint-handling approaches
by showing that customers with higher expectations or greater knowledge respond
differently to the same recovery efforts[76]. This introduces a tension often overlooked
in complaint management literature: strategies that appear effective on average may
underperform among more discerning customer segments. Complementing this
perspective, studies demonstrated that network value mediates the relationship between
firm strategies and performance, suggesting that complaint management does not
merely resolve issues but actively participates in constructing perceived value and
loyalty [73,75,79]. Their findings broaden the discussion by positioning complaint
handling as a strategic contributor to the firm's relational capital rather than a reactive
service function. Meanwhile,research ~ show that vendor and organizational
relationships shape service responsiveness in B2B telecom environments, underscoring
that the efficiency of complaint handling is as dependent on internal structural
arrangements as it is on customer-facing processes[80,82]. Taken together, these
studies reveal a multi-level mechanism in which customer sensitivity, perceived
network value, and organizational alignment intersect to determine the ultimate
effectiveness of complaint management—highlighting the need for more adaptive,
context-aware, and structurally supported strategies in telecom settings.

The role of digital channels in complaint management is increasingly pivotal, yet
the evidence reveals a more intricate dynamic than simple responsiveness. Einwiller
and a study observed that organizational reactions to public complaints on social media

strongly influence corporate reputation and trust, underscoring the reputational stakes

46



Wuhan University of Technology - Doctor’ s Degree Dissertation

of visible online interactions[65]. Building on this, some research showed that prompt
and personalized responses elevate satisfaction, but their findings also imply that speed
alone is insufficient—customers evaluate the authenticity and relational tone embedded
in digital replies[68,70]. Literature added further nuance by demonstrating that public
complaint resolution shapes brand credibility, suggesting that transparency in digital
spaces acts as a signal of organizational integrity[61,64]. Yet consumer expectations
are not formed solely by firms: Research revealed that social media influencers play a
significant role in shaping customer interpretations of service quality and complaint
handling, introducing an external, perception-shaping force that complicates traditional
CRM-driven models [36,65]. Literature, further argued that effective digital de-
escalation strategies can restore trust and relational equity, highlighting that online
complaint management is fundamentally a process of redirecting negative emotional
trajectories[75,77]. Collectively, these studies indicate that digital complaint handling
is not merely about operational responsiveness but about managing visibility, shaping
expectations, signaling transparency, and regulating customer emotions within highly
public and socially mediated environments.

Cultural and contextual factors fundamentally reshape how customers interpret and
respond to complaint management, revealing that effectiveness is never universal but
socially conditioned. Some studies showed that cultural norms strongly shape how
online complaints are evaluated, implying that identical complaint-handling tactics can
produce divergent outcomes across cultural groups—an insight that challenges models
assuming uniform customer rationality[59,61]. This complexity is evident in Tanzania,
where studies found that cultural orientations influence switching behaviour, loyalty
patterns, and the interpretation of firm responses, suggesting that complaint outcomes
cannot be divorced from local value systems[65]. Research further demonstrated that
technology adoption and culturally congruent communication shape expectations and
behavioural responses, underscoring that digital engagement strategies must reflect
local communicative norms[69]. These micro-level cultural effects intersect with
broader structural realities: Literature [75] documented persistent urban—rural
infrastructure gaps that influence satisfaction and service usage, while studies showed

that unequal access across African contexts continues to shape digital experiences and
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complaint trajectories[78]. Some research extended this argument by highlighting how
infrastructural and regulatory constraints in Sub-Saharan Africa frame customer
expectations and even inform consumer activism, indicating that structural context
shapes not only service delivery but also the intensity and form of customer
responses[79]. Collectively, these studies reveal that complaint management in
emerging markets is embedded within a layered socio-cultural and infrastructural
environment, where norms, disparities, and regulatory realities interact to shape trust,
satisfaction, and behavioural outcomes.

Empirical studies from other African contexts complement these insights but also
reveal contextual nuances that complicate universal assumptions about complaint
management. Studies showed that CSR initiatives strengthen trust and customer
retention, indicating that customers judge complaint responses within the broader moral
and social posture of the firm; this challenges narrow, process-focused models by
suggesting that trust is partly built outside the complaint encounter itself[73]. Other
literature found that ineffective customer feedback utilization lowers satisfaction, but
their results also expose a cultural tension: feedback mechanisms imported from
Western CRM models may fail when they disregard local communication norms and
power dynamics, making customer feedback utilization a culturally contingent rather
than purely technical practice[75]. Similarly, some researchers reported that rapid,
transparent complaint resolution enhances trust, directly supporting trust’s mediating
role[76], yet their findings hint that transparency operates as a symbolic gesture of
accountability—particularly important in contexts where customers historically doubt
corporate fairness. Some studies further demonstrated that transparent organizational
culture improves perceptions of fairness and confidence, reinforcing the relevance of
transparent organization culture but also suggesting that internal culture is not merely
an antecedent to service quality; it is a perceptual lens through which customers
interpret every interaction[80]. Collectively, these studies show that complaint
outcomes in African markets are shaped by an interplay of cultural sensitivity,
organizational integrity, and relational symbolism, emphasizing that effective
complaint management is as much about aligning with contextual expectations as it is

about operational efficiency.
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Tanzania-specific studies provide essential contextual depth, revealing structural
and institutional factors that shape complaint management in ways not fully captured
by global models. Literature emphasized that governance and regulatory innovation
critically influence service quality, suggesting that organizational efforts to improve
complaint handling are constrained—and sometimes enabled—by broader policy
environments [83]. Some studies further showed that local partnerships in Tanzanian
telecom firms create both opportunities for improved responsiveness and risks that
complicate accountability, indicating that complaint handling effectiveness is partly a
function of inter-organizational coordination rather than solely internal
capability[68,70]. Despite these structural developments, research found that although
service quality remains a strong driver of satisfaction, the formal complaint systems in
place are still ineffective, exposing a persistent implementation gap that undermines
customer confidence and signals a need for more coherent and customer-centric
complaint infrastructures[73]. Reinforcing the centrality of relational mechanisms,
studies demonstrated that trust mediates customer—firm interactions and loyalty across
multiple African contexts, underscoring that even when structural challenges persist,
trust acts as the key psychological bridge that converts complaint management practices
into favourable behavioural outcomes[68]. Collectively, these Tanzania-specific
insights show that effective complaint management is shaped by the interplay between
regulatory conditions, organizational partnerships, system design gaps, and trust-driven
relational dynamics.

Taken together, these empirical insights underscore that effective complaint
handling is inherently multi-dimensional, encompassing operational responsiveness,
digital engagement, influencer-mediated perceptions, organizational transparency,
cultural sensitivity, and infrastructural realities. Across contexts, trust consistently
emerges as a central mediating mechanism, translating managerial actions into
customer satisfaction and loyalty, while customer behaviour sensitivity and contextual
disparities act as critical moderators that shape how complaints are perceived and
processed. This synthesis highlights that complaint management is not merely
procedural but relational and symbolic, requiring alignment between organizational

practices and customer expectations. Consequently, these findings strongly justify an
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integrated model in which Service Quality Control (SQC), Customer Feedback

Utilization (CFU), Transparent Organizational Culture (OCC), and Social Media

Influencer (SMI) utilization serve as key predictors, with trust mediating their effects

and customer behaviour sensitivity moderating outcomes—offering a theoretically

grounded and contextually relevant framework for examining complaint management

effectiveness in the Tanzanian telecom sector. See table 2.4 showing a summary of the

review.
Table 2.4 Empirical Review
Author(s) Region / Focus Key Empirical Insights Relevance to the Study
Context
[54] Bahrain CRM Responsive CRM Supports the importance of system
satisfaction improves satisfaction and  responsiveness and CRM in enhancing
trust; proactive complaint  customer trust and satisfaction.
handling boosts loyalty
[61] Global Customer Satisfaction from Provides evidence linking effective
loyalty complaint resolution complaint handling to long-term customer
strongly influences behaviour, relevant for  validating
loyalty and retention behavioural outcomes.
[62] Saudi Reputation Customer trust depends Highlights the role of responsiveness in
Arabia measurement  on perceived building trust, supporting the inclusion of
responsiveness trust as a mediating variable.
[63] Asia- Brand hate Effective complaint Supports examining complaint management
Pacific and complaint  management mitigates as a moderating factor in customer
handling negative sentiment and behaviour outcomes.
brand hate
[59] Europe Price Customer awareness of Suggests the need to consider customer
expectations service pricing influences  knowledge and expectations in complaint
relationship marketing response strategies.
effectiveness
[83] Global Network Network value mediates Reinforces the relevance of operational
strategies the relationship between strategies, including complaint handling, on
firm strategies and perceived value and loyalty.
performance
[102] Sri Lanka  B2B telecom Vendor relationships Highlights organizational factors
influence service influencing complaint handling, supporting
responsiveness investigation of firm practices.
[71] Malaysia Consumer Brand engagement drives ~ Justifies  inclusion  of  engagement
engagement loyalty towards telecom mechanisms linking complaint handling to

providers

customer behavioural outcomes.
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[34]

(48]

[124]

(60]

[46]

[43]

USA

USA

Global

Global

Global

USA

Global

China

Tanzania

Togo

Ghana

Tanzania

Tanzania

Tanzania

Tanzania

Social media
complaints

Social media

Complaint
publicization

Social media
influencers

Influencer
marketing

Social media
de-escalation

Culture &
online
complaints

Mobile
complaints

Telecom
service quality

Service
inequality

CSR &
retention

Switching
behaviour

Regulatory
innovation

Local firm
linkages

Service
quality &
satisfaction

Public complaint
responses influence
corporate reputation and
trust

Prompt, personalized
complaint responses lead
to higher satisfaction

Public complaint
resolution affects brand
credibility

Consumers adopt
influencers’ exemplars,
shaping expectations and
behaviour

Influencers shape
consumer decision-
making, including service
expectations

Complaint de-escalation
strategies restore trust and
relational equity

Cultural norms affect
evaluation of online
complaints

Small-screen device use
intensifies complaint
frequency and severity

Urban-rural infrastructure
gaps affect satisfaction

Unequal access affects
customer experience

CSR initiatives strengthen
trust and retention

Cultural norms influence
loyalty and complaint
responses

Governance influences
service quality

Partnerships yield benefits
but also risks

Strong influence on
satisfaction; complaint
systems ineffective

Supports examining social media channels
as platforms for complaint management and
trust-building.

Emphasizes importance of real-time
response, informing strategies for digital
complaint handling.

Reinforces including transparency and
visibility of complaint handling in the study.

Justifies integrating social media influencer
utilization as a factor affecting complaint
perception and behaviour.

Supports investigating how influencers
guide customer expectations in complaint
contexts.

Informs practical strategies for complaint
management in digital and online channels.

Supports inclusion of behavior sensitivity as
a moderating factor in complaint handling.

Highlights the role of technology in
complaint frequency, relevant for studying
mobile and digital complaints.

Provides context for emerging market
constraints affecting trust and complaint
resolution.

Justifies considering structural and access
disparities in complaint handling practices.

Supports examining organizational practices
that indirectly influence customer trust and
satisfaction.

Validates the role of culturally sensitive
factors and customer behaviour sensitivity in
complaint responses.

Emphasizes regulatory and institutional

context affecting complaint handling
effectiveness.
Supports considering partnerships with
influencers.

Justifies including Service Quality Control
(SQC) as a key predictor of customer
satisfaction.
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[115] Kenya Complaint Quick, transparent Supports trust as a mediating variable
resolution handling strengthens trust ~ between complaint management and

satisfaction.

[103] Nigeria Social media Digital responsiveness Reinforces inclusion of social media
engagement increases satisfaction influencer utilization in complaint handling.

[105] Eswatini/  Organizationa  Transparent processes Justifies Transparent Organizational Culture

Southern 1 culture enhance fairness and (OCC) as a factor influencing complaint
Africa confidence outcomes.
[106] Ghana Customer Ineffective feedback Supports exploring culturally sensitive
feedback utilization reduces Customer Feedback Utilization (CFU)
mechanisms satisfaction practices.
[107] Tanzania Technology Preference for Supports inclusion of Customer Behaviour
adoption & personalized, culturally Sensitivity (CBS) in complaint handling
expectations aligned communication models.
[108] Sub- Telecom Infrastructural/regulatory ~ Justifies considering CBS and trust as
Saharan challenges challenges shape mediator and moderator in emerging
Africa expectations and activism  markets.

[109] Multi- Trust & Trust mediates customer—  Reinforces trust in the company as a central
country loyalty firm interactions and mediating variable in the study.
Africa loyalty

Therefore a review of the literature reveals a clear geographic pattern in complaint
management research, with the majority of foundational studies conducted in global or
non-African contexts. For instance, global research in underscore the role of responsive
CRM, effective complaint handling, and trust in shaping satisfaction, loyalty, and brand
perceptions. Complementary research from Europe , the USA, China, and Malaysia
extends these insights, highlighting the influence of digital engagement, real-time
responsiveness, device-mediated complaint frequency, and social media influencers in
shaping customer expectations and relational outcomes. While these studies provide
robust theoretical foundations, they are predominantly situated in contexts with
advanced infrastructure, high digital penetration, and relatively homogeneous
regulatory environments, raising questions about their applicability to emerging
African markets.

In contrast, African-focused studies bring crucial contextual nuance that
problematizes a one-size-fits-all approach. Research from Ghana, Kenya, Nigeria,
Eswatini, Togo and multi-country African studies demonstrate that complaint handling
is embedded in service constraints, cultural expectations, and organizational capacities.

These studies highlight that trust, transparency, and culturally aligned customer
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feedback mechanisms are not merely desirable but necessary for ensuring effective
complaint management. Tanzanian-specific research further sharpens this focus and the
research emphasize digital and infrastructural disparities between urban and rural areas,
by showing the critical role of governance, regulatory innovation, and local
partnerships, whilst also pointing to the persistent ineffectiveness of formal complaint
systems despite high service quality. Together, these studies highlight a core problem:
models developed in high-resource, digitally mature contexts may overestimate the
reach and efficacy of digital complaint channels and underestimate the role of cultural,
structural, and relational factors in African telecom settings.

Thus, this regional analysis underscores the need for contextually embedded models
of complaint management that integrate operational practices (SQC, CFU, OCC, SMI),
relational mechanisms (trust), and moderating factors such as customer behaviour
sensitivity, while accounting for Africa-specific infrastructural, cultural, and regulatory
realities. By juxtaposing global generalizations with African empirical evidence, this
synthesis stimulates dialogue on adapting complaint management frameworks to
emerging markets, emphasizing that effective strategies must be relational, culturally

sensitive, and structurally informed rather than purely procedural.

2.2.6. Knowledge Gaps Summary

The existing body of literature on complaint management presents several critical
limitations that warrant further investigation. Much of the prior research has been
conducted in developed markets such as North America, Europe, and Asia, particularly
in sectors like banking and retail, offering limited applicability to the sub-Saharan
African context [1, 5, 7]. This geographic and sectoral imbalance raises concerns about
contextual validity, as institutional, cultural, and infrastructural differences in emerging
economies such as Tanzania are likely to shape customer expectations and
organizational responses differently. Although a few studies have focused on African
countries, they lack sufficient depth and fail to generalize effectively to the unique
telecom service dynamics now evolving in Tanzania [10, 26].

Additionally, existing research predominantly explores complaint management
through traditional customer service channels such as face-to-face interactions, call

centers, or email [2,5,6]. However, the rise of social media platforms has redefined the
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landscape of complaint management, shifting it into a public, real-time, and highly
visible domain. Yet, the literature scarcely explores how social media influences
service recovery, brand perception, and complaint resolution effectiveness, an
oversight particularly notable in the context of telecom firms in developing economies
[31, 32, 40].

Internal organizational enablers such as a transparent culture, timely responsiveness,
and effective feedback utilization are consistently underrepresented in current
complaint management frameworks[106]. Although these customer-centric principles
are widely acknowledged in theory, they rarely translate into measurable constructs or
are systematically examined as critical determinants of successful complaint resolution
[4, 5, 7]. Consequently, the prevailing research landscape tends to overemphasize
customer emotions and behavioral responses, while largely overlooking the pivotal role
that internal organizational mechanisms play in either facilitating or impeding the
effective handling of complaints. This gap signals a pressing need to reorient inquiry
towards how these internal enablers can be operationalized, measured, and leveraged
to enhance complaint resolution outcomes.

Similarly, although customer trust in the company is widely acknowledged as an
outcome of effective complaint resolution, its role as a mediating mechanism remains
insufficiently theorized and empirically validated, revealing a critical gap in the
literature [26, 29, 30]. Most prior studies adopt direct-effect models that link complaint
management practices—such as responsiveness, transparency, and fairness—straight
to customer satisfaction or loyalty, thereby neglecting the underlying psychological
processes that explain how these effects unfold. Drawing on the Stimulus—Organism—
Response (SOR) framework, this omission is significant because it ignores the
“organism” component, where trust operates as a central internal evaluative state
through which customers interpret service recovery efforts. In complaint situations
characterized by uncertainty, perceived risk, and relational disruption, customers do not
automatically translate recovery efforts into satisfaction; instead, they first reassess the
firm’s credibility, integrity, and benevolence, forming (or failing to form) trust. This
indicates that trust is not merely an outcome but a necessary explanatory mechanism

that transmits the effects of complaint management practices to post-recovery
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evaluations. The lack of robust mediation-based investigations is particularly evident
in digitally mediated complaint contexts, where heightened visibility and immediacy
further complicate trust formation. Addressing this gap by positioning trust as a
mediator provides a more process-oriented and theoretically grounded explanation of
how complaint management practices influence customer satisfaction and loyalty,
thereby advancing both conceptual clarity and empirical consistency in the literature.

Equally underexplored is customer behavior sensitivity, the extent to which
individuals respond differently to service failures and recovery efforts. Though
consumer heterogeneity is widely acknowledged, few studies have modeled this
sensitivity as a moderating variable that could account for divergent satisfaction or trust
outcomes [30,32,84]. This gap limits the development of nuanced complaint
management approaches tailored to varied customer profiles.

Methodologically, the field remains heavily skewed toward quantitative survey-
based designs, often capturing perceptions at a single point in time. Such cross-
sectional methods risk simplifying the complex, emotional, and evolving nature of
complaint experiences. The scarcity of mixed-methods designs further restricts
theoretical advancement and hinders a more holistic understanding of complaint
dynamics, particularly in rapidly changing sectors like telecommunications [84, 113,
114]. Hence, this study utilized the mixed methods approach to address the limitation

Lastly, theoretical fragmentation persists. Many studies rely on isolated constructs
like justice theory, satisfaction theory, or the expectancy-disconfirmation model, often
lacking an overarching framework. This piecemeal approach results in fragmented
insights and inhibits theory-building. An integrated approach drawing on frameworks
such as the Stimulus-Organism-Response (SOR) model and Customer Relationship
Management (CRM) theory could bridge this gap and enhance our understanding of
the psychological and behavioral mechanisms underpinning complaint experiences [5,
8, 114]. In light of these substantial gaps, this study aims to provide a contextualized,
theory-driven, and methodologically diverse investigation of complaint management in
Tanzania’s telecom sector. By incorporating underexplored variables such as social

media-based complaint mechanisms, trust as a mediator, and customer behavior
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sensitivity as a moderator this research seeks to enrich both empirical knowledge and

theoretical frameworks.See table 2.5 summarizing the gaps.

Table 2.5 Knowledge Gaps

Implications and

Knowledge Gap Area Description Motivation for this Reference
Research
Calls for research tailored
. . to the Tanzanian telecom
Existing studies mostly o f
Context-Specific focus in developed coptext, accounting for
unique challenges such as [1,5,7,10,26]

Research

countries or other sectors
like banking and retail.

infrastructure, regulation,
and customer
expectations.

Outdated Literature in
Telecom Industry

Current body of research
has not kept pace with
rapid changes such as
mobile money expansion,
usew of social media
influencers

Necessitates updated
studies that reflect current
technological and
regulatory developments
and their impact on
customer satisfaction and
complaint resolution.

[2,5,6, 31, 32, 40].

Cultural and Socio
economic Factors

Limited exploration of how
corporate- cultural norms
affect complaint behavior
and satisfaction.

Suggests a need to
investigate how
transparent organization
culture influence customer
expectations and
perceptions of service
quality and complaint
management.

[4,5,7,106].

Customer Feedback

Lack of in-depth studies on
how feedback is collected,
analyzed, and integrated

Indicates an opportunity to
explore systemic feedback
analysis practices to

[391[41], [48], [64], [72],

Utilization into service improvement enhance complaint [84][90]
strategies. management
effectiveness.
Insufficient research on Requires it}vest‘igation into
how telecom companies social media’s 1pﬂuer}ce
Role of Social Media use social media for on customer satisfaction . [94], [108], [110],
handling complaints and and potfentlal as a strategic ~ [114],[136], [172]
managing reputation. complaints management
tool.
Scarcity of studies Hi_ghlights the need for
combining both qualitative in}xed rlnfth;) d(sihresearch to
Limited mixed Methods and quantitative approaches rlapiu ate hin uig‘s, ioh [14], [15], [16], [17],
Studies to provide a comprehensive enrich contextual insights, [84], [108], [113], [114]

understanding of complaint
management dynamics.

and validate outcomes
across methodological
paradigms.

Theoretical Integration

Current research treats
complaint management
theories in isolation
without combining them
into a unified framework.

Highlights the need for
integrated theoretical
models to better explain
the complex dynamics of
complaint resolution.

[5]. [8], [26], [29], [30],
[114]
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2.3. Definitions of Core Concepts

2.3.1. Customer Complaints

In the telecommunications industry, customer complaints are formal or informal
expressions of dissatisfaction that arise when customers perceive a gap between
expected and actual service performance, whether related to network quality, billing
accuracy, customer support, or overall service experience [94,95]. They reflect multiple
dimensions of customer perceptions, including fairness, responsiveness, reliability, and
transparency, making them critical indicators of service shortcomings or failures.
Effectively addressing complaints is essential, as unresolved dissatisfaction can
damage trust and loyalty, whereas timely and transparent resolution can enhance
customer satisfaction and even strengthen long-term relationships. Over time, the
evolution of complaints management from traditional reactive channels to digital
platforms and public social media forum underscores the growing strategic importance
of treating complaints not only as problems to be solved but also as opportunities to

demonstrate accountability and reinforce positive customer perceptions [93,97].

2.3.2. Service Quality

Service quality in the telecommunications industry refers to the extent to which
service delivery meets or exceeds customer expectations, often assessed through
models such as SERVQUAL and SERVPERF [7]. SERVQUAL emphasizes the gap
between customer expectations and perceptions across five dimensions: reliability,
responsiveness, assurance, empathy, and tangibles. While SERVPERF focuses solely
on actual performance outcomes. Within the context of complaint handling, service
quality reflects how effectively an organization resolves customer issues through timely
responses, transparency, and empathetic interactions, thereby fostering trust,

satisfaction, and long-term loyalty

2.3.3. Customer Feedback

Customer feedback refers to the information provided by customers regarding their
experiences, expectations, and perceptions of a company’s products or services
according to literature[108]. It is a critical tool for improving service delivery,

enhancing customer satisfaction, and guiding organizational operations. Feedback can
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be collected through surveys, interviews, focus groups, customer interactions, and
online reviews, offering actionable insights into customer needs and areas for
improvement. In complaints management, effectively utilizing feedback enables
organizations to identify the root causes of dissatisfaction, implement corrective
measures, and refine policies and processes to prevent recurrence, thereby fostering
trust, loyalty, and competitive advantage. Integrating frameworks such as the
Information Processing Theory allows organizations to systematically capture, process,
and act upon customer input, ensuring that feedback drives meaningful strategic and

operational improvements [110,115]

2.3.4. Social Media Influencers

Social media influencers are individuals who have amassed substantial followings
on platforms such as Facebook, Twitter, Instagram, YouTube, and TikTok, and who
possess the ability to influence their followers’ opinions, decisions, and behaviors
[108]. Initially recognized for promoting products and services, their roles have
expanded to include brand advocacy, crisis communication, and customer engagement
[107]. In the context of telecommunications complaint management, influencers are
leveraged to address customer grievances, manage crises, and restore brand reputation
by fostering trust and credibility through authentic, timely, and personalized
communication [97]. Their persuasive power lies in their perceived authenticity and
close relationships with followers, enabling them to correct misinformation, reassure
customers, and mitigate negative sentiment during crises [ 109]. Despite these strengths,
integrating influencers into complaint management presents challenges, such as
maintaining credibility, ensuring alignment with brand values, measuring impact, and
addressing ethical concerns like transparency in partnerships [110]. By adopting best
practices, telecom companies can leverage influencers’ reach and influence to manage
complaints effectively, strengthen customer relationships, and enhance long-term

loyalty and competitive advantage in the digital marketplace [111].

2.3.5. Customer Trust in Company
Customer trust in the company refers to the confidence that customers place in a
company’s reliability, integrity, competence, and transparency, particularly in
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resolving complaints and addressing service issues [112,96]. In the telecommunications
sector, trust is a critical determinant of customer satisfaction, loyalty, and long-term
profitability, given the prevalence of service interruptions, technical issues, and
ongoing subscription-based relationships [114,93]. It is cultivated through proactive
communication, transparent policies, effective issue resolution, and secure handling of
customer data, especially amid privacy concerns and regulatory scrutiny [113,111].
Trust not only mediates the relationship between complaint management strategies and
customer satisfaction [112,96] but also differentiates telecom providers in highly
competitive markets where multiple companies offer similar services [93]. With the
rise of digital platforms, social media, and high-speed networks like 5G, customers
have heightened expectations for responsiveness, service quality, and reliability,
making trust essential for sustaining long-term customer engagement, reducing churn,

and reinforcing brand reputation [93,112].

2.3.6. Customer Behavior and Sensitivity

Customer behavior sensitivity refers to the extent to which customers are
emotionally and cognitively affected by how their complaints are handled [97]. This
sensitivity moderates how customers respond to complaint management strategies,
particularly regarding responsiveness, empathy, and fairness [115]. Highly sensitive
customers place great importance on being heard and treated empathetically, and
personalized handling of complaints can significantly enhance their satisfaction,
loyalty, and perceptions of the company [32]. In contrast, less sensitive customers may
prioritize the efficiency and effectiveness of complaint resolution over emotional
engagement, highlighting the need for a balanced approach that addresses both practical
and emotional aspects [113]. The influence of customer sensitivity on satisfaction can
vary across industries and organizational contexts [106], emphasizing the importance
of tailoring complaint management strategies to diverse customer expectations and
emotional needs. Understanding customer behavior sensitivity is particularly critical in
sectors like telecommunications, where experiences with service issues and complaint
handling strongly shape brand perception, loyalty, and overall customer satisfaction
[93].
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2.3.7. Service recovery

Service recovery refers to actions taken to resolve service failures and restore
customer satisfaction [42]. However, it is only one element of a broader complaints
management system, which systematically captures and learns from customer feedback
to prevent future failures [42]. Social media has become a key platform for real-time
recovery efforts, enhancing responsiveness and transparency [42]. Scholars caution that
isolated recovery efforts provide short-term relief; instead, recovery must be integrated
into a structured complaints management framework to build lasting customer trust and
loyalty [65,66]. This shift from reactive fixes to proactive, comprehensive management

is vital for sustainable customer satisfaction.

60



Wuhan University of Technology - Doctor’ s Degree Dissertation

Chapter 3 Theoretical Review

After summarizing, organizing, and analyzing existing domestic and international
empirical studies. This chapter presents the major theories that underpin the study, with
emphasis on the theoretical perspectives that account for customer complaints management
practices. Through an in-depth examination of these theories, the chapter provides the
conceptual grounding needed to guide the qualitative phase, shape the quantitative
hypotheses and model development, and clarify the theoretical drivers of customer

complaints and customer satisfaction.

3.1. Theoretical Overview and Integration

A substantial body of research exists on customer complaints management; however,
the literature remains theoretically fragmented, as many studies rely on isolated frameworks
that fail to adequately capture the complexity of customer responses in service failure and
recovery contexts [68].In particular, prior research has inadequately explained how firm-
level complaint management practices translate into internal customer evaluations and,
ultimately, satisfaction outcomes. To address this gap, the present study advances a
theoretically integrated framework by positioning the Stimulus—Organism—Response
(SOR) model as the overarching meta-theoretical structure that organizes and connects
multiple complementary theories into a coherent explanatory system. The SOR framework
is particularly suitable in this context due to its ability to link external stimuli with internal
cognitive and affective processing and subsequent behavioral responses [36,117,118].
However, its application in complaints management has often been limited by insufficient
integration with other relevant theories, thereby constraining its explanatory depth.

The qualitative study establishes and provides ground for the themes to emerge.
Thereafter the emerging themes are incorporated into the theoretical model following
extensive literature review.Within this structure, complaint management practices—
including service quality, social media influencer engagement, customer feedback
utilization, and transparent organizational culture—are conceptualized as stimuli. While
prior studies frequently acknowledge the importance of these factors, they often lack a clear

theoretical grounding for how such stimuli are collectively operationalized and interpreted
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by customers[36,64,87]. To address this limitation, the SERVQUAL model is embedded to
conceptualize service quality as a measurable and multidimensional construct, capturing
key service dimensions that are critical [85, 102]. At the same time, Information Processing
Theory is integrated to explain how customers cognitively interpret external signals,
particularly those conveyed through social media influencers and digital platforms [36,
105]. This integration responds to a key gap in the literature, where the role of mediated
information in shaping complaint evaluations has been underexplored, despite its growing
relevance in contemporary service environments|[87].

The organism component is theoretically enriched through the integration of Customer
Relationship Management (CRM) theory and the Service Recovery Paradox, addressing
another limitation in existing studies that tend to oversimplify internal customer responses.
CRM theory provides a relational foundation by explaining how firms strategically manage
interactions to build and sustain customer trust [61, 63]. However, CRM alone does not
fully capture the dynamic nature of customer reactions following service failures. To
overcome this limitation, the Service Recovery Paradox is incorporated, demonstrating that
effective recovery efforts can transform service failures into opportunities for enhancing
satisfaction and strengthening trust [42, 64]. By embedding trust within the organism stage,
the study extends traditional SOR applications, which often focus narrowly on emotional
responses, to include relational and evaluative internal states as central explanatory
mechanisms.

Furthermore, consumer behavior theories are integrated to introduce customer
behavioral sensitivity as a moderating psychological condition. Existing complaint
management literature often assumes homogeneity in customer responses[67], overlooking
the fact that individuals differ significantly in how they perceive and react to service
failures. Consumer behavior research highlights these differences in cognitive and
emotional processing [30, 32], thereby justifying the inclusion of behavioral sensitivity as
a key boundary condition. This addition enhances the explanatory power of the framework
by accounting for variability in internal processing, offering a more nuanced understanding
of customer reactions.

At the response level, Expectancy Disconfirmation Theory and Attribution Theory are

implicitly integrated to address limitations in how satisfaction has been conceptualized in
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prior research. Expectancy Disconfirmation Theory explains satisfaction as the outcome of
comparisons between expected and actual service performance [144, 167], yet it does not
fully account for how customers interpret the causes of service failures. Attribution Theory
complements this by explaining how customers assign responsibility for both failures and
recovery efforts [19, 41]. The integration of these theories provides a more comprehensive
explanation of satisfaction formation, particularly in complaint contexts where perceptions
of fairness and accountability play a critical role.Thus the service recovery paradox acts as
a glue to hold the two theories together.

The integration of these theoretical perspectives offers several important theoretical
contributions. First, it addresses the fragmentation in the complaints management literature
by demonstrating how multiple theories can be systematically aligned within a unified
SOR-based framework. Second, it extends the SOR model by incorporating trust as a
central mediating mechanism and behavioral sensitivity as a moderating condition, thereby
enhancing its applicability to complex service environments. Third, it advances a multi-
layered conceptualization of stimuli, integrating operational (service quality), relational
(CRM), and informational (information processing) dimensions, which better reflects the
realities of modern telecom contexts. As a result, the study extends both the SOR theory
and service recovery theory by showing that the effects of firm-level recovery efforts are
not purely direct; rather, they unfold through the mediating influence of customer trust and
are contingent on individual behavioral sensitivities. This highlights a nuanced, interactive
process of stimulus interpretation during service recovery, offering a more precise
theoretical lens for understanding how complaints management practices translate into
customer satisfaction outcomes.

From a practical perspective, this theoretical integration provides a more actionable
framework by explicitly linking managerial interventions—such as improving service
quality, leveraging social media influencers, and enhancing transparency—to underlying
psychological processes and customer outcomes. By clarifying how these practices
influence trust formation, cognitive evaluation, and satisfaction, the framework enables
telecom managers to design more targeted and effective complaint management strategies,

moving beyond fragmented and intuition-driven approaches.
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Therefore, the discussion establishes a strong and meaningful foundation for
understanding customer complaints management through an integrated theoretical lens. By
connecting multiple complementary theories within the SOR framework, the study
addresses gaps in existing literature and clarifies how firm-level complaint management
practices shape customer trust, evaluation, and satisfaction. Recognizing that no single
theory fully explains these dynamics, the following sections provide a detailed and critical
analysis of each perspective, highlighting its assumptions, strengths, and limitations.
Moreover, they demonstrate how these theories are systematically integrated within the

proposed framework.

3.2.  The Stimulus-Organism-Response (SOR) Model

The Stimulus-Organism-Response (SOR) theory has long served as a foundational
model for understanding human behavior, originally conceptualized by Donald Hebb in
1955 and later refined by Mehrabian and Russell (1974) within the context of
environmental psychology [187]. The model outlines a systematic process whereby
external stimuli influence internal psychological states (organism), which then shape
observable behavioral responses. Over the decades, the SOR model has evolved from its
psychological origins to become a versatile analytical framework applied in marketing,
consumer behavior, and service management studies [188]. In these domains, stimuli
include marketing activities, service experiences, and environmental cues; the organism
comprises emotional and cognitive reactions such as trust, expectations, or sensitivity; and
the response represents resulting behaviors like satisfaction or loyalty [117,118]. The
model’s strength lies in its ability to unravel the mechanisms through which environmental
inputs are cognitively and emotionally processed to yield customer outcomes making it
particularly useful for analyzing the complexities of customer complaint behavior in service
settings[187].

Despite its widespread application, the SOR framework faces several research gaps and
contradictions, particularly in complaints management contexts. While studies have
consistently used SOR to model the pathway from service quality or feedback mechanisms
to satisfaction, results have not always been conclusive [120]. For example, some scholars
report that high service quality during complaints management leads to increased

satisfaction via trust [130], while others caution that customer feedback practices during
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complaints management may appear performative or even aggravate dissatisfaction if not
followed by meaningful action [137]. Similarly, the effectiveness of social media
influencers as stimuli in the complaints process has been debated [173]. In some cases,
influencers can enhance credibility and engagement [36], yet in others, especially where
authenticity is questioned, their involvement may reduce trust or satisfaction [174]. These
inconsistencies signal the need for a more nuanced application of the SOR framework,
particularly one that recognizes individual differences in how consumers process stimuli.

A critical gap in the literature is the underexplored role of customer behavior sensitivity
within the SOR structure [186]. While trust has been employed as an internal organismic
mediator, the moderating effect of behavioral sensitivity; how acutely a customer reacts to
stimuli such as service quality lapses or corporate transparency remains largely neglected
[145,187]. This omission limits the explanatory power of many SOR-based studies,
especially in sectors like telecom, where customer expectations are evolving rapidly [190].
Furthermore, much of the existing SOR-based complaints management research has been
conducted in Western contexts, raising concerns about the generalizability of these findings
to non-Western settings, such as Tanzania, where consumer values and digital
communication patterns may differ significantly [2].

This study seeks to address key theoretical and contextual gaps by reapplying the
Stimulus-Organism-Response (SOR) framework across two interlinked studies in a
structured and contextually grounded manner. In Study 1, which adopted a qualitative
approach, the SOR framework was applied in an exploratory context where interviews with
customers, customer service representatives, and managers were conducted to uncover
perspectives on effective complaints management practices(stimuli). The emergent themes
from these interviews such as service quality control during complaints managemnt,
customer feedback utilization during complaints management, transparent organizational
culture, and the role of social media influencers were identified as key complaints
management practices and later operationalized as stimuli in Study 2. In that study, the
model was extended by incorporating customer behavior sensitivity (CBS) as a moderating
organism element and trust in the company (TRC) as a mediating organism factor, with

customer satisfaction positioned as the final response.
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3.3. Service Recovery Paradox

The Service Recovery Paradox (SRP) refers to a phenomenon where customers who
experience a service failure but perceive the recovery effort as highly effective end up being
more satisfied and loyal than if the failure had never occurred[201]. Originally introduced
by McCole, Berry, and Parasuraman (1996), the paradox challenges the assumption that
service failures always damage customer satisfaction[206]. Instead, it suggests that well-
executed recovery strategies can restore and even enhance customer trust and loyalty
beyond baseline levels[208].

The Service Recovery Paradox (SRP) presents a compelling yet paradoxical insight into
customer satisfaction dynamics, revealing inconsistencies that make it highly relevant for
contemporary research. While SRP suggests that effective recovery from service failures
can not only restore but even enhance customer satisfaction and loyalty, empirical evidence
remains mixed, some studies confirm the paradox [42], while others find recovery efforts
insufficient to fully compensate for initial failures [66]. This contradiction underscores the
complexity of customer responses and highlights the necessity of integrating nuanced
theories like SRP with other theories to better understand these phenomena in the modern
service environment, characterized by rapid information flow, multi-channel interactions,
and heightened customer sensitivity[68].

The mixed evidence surrounding SRP research stems from growing recognition that
recovery outcomes depend heavily on contextual and psychological factors[ 173]. Research
indicates that customers’ assessments depend more on perceptions of fairness in terms of
distributive, procedural, and interactional aspects rather than solely on the size or extent of
the recovery offered [104]. Moreover, SRP effects often fade over time; studies indicate
that while recovery may boost immediate satisfaction, it rarely sustains long-term
loyalty[68]. In digital settings, impersonal responses can weaken recovery impact [173],
and cultural differences further moderate SRP outcomes[42]. As a result, scholars now
advocate integrating SRP with other theories like CRM, consumer behavior and
expectancy-disconfirmation to better explain customer responses in today’s emotionally
charged, multi-channel service environments[64]. We address these limitations by
integrating SRP with CRM and behavioral factors, offering a more comprehensive view of

recovery effectiveness
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Our study accommodated the Service Recovery Paradox (SRP) across its phases,
offering a comprehensive lens on how effective recovery strategies can enhance customer
satisfaction. In Study 1, the qualitative inquiry uncovered real-world insights from
customers, customer service representatives, and managers, highlighting recovery actions
as pivotal stimuli that trigger emotional and cognitive responses, providing the initial
grounding for the SRP’s relevance. Study 2 built on these insights by applying the SOR
framework, where recovery practices served as stimuli, customer behavior sensitivity
(CBS) functioned as a moderating organism factor, and trust in the company (TRC) as a
mediating organism response thereby quantitatively modeling the conditions under which
recovery efforts lead to enhanced satisfaction, as predicted by the SRP. Collectively, these
studies not only integrate the SRP but also address its contradictions by contextualizing it
within a broader framework that accounts for individual differences and behavioral

dynamics.

3.4. Customer Relationship Management (CRM) Theory

Customer Relationship Management (CRM) theory centers on strategically managing a
company’s interactions with current and potential customers to build lasting, mutually
beneficial relationships[193]. Originating in the 1990s from relationship marketing, CRM
initially focused on leveraging customer data and technology to improve sales and service
efficiency. Over time, it has expanded beyond transactional processes to encompass a
customer-centric philosophy that integrates marketing, sales, service, and digital
engagement [55]. CRM emphasizes personalized communication, trust-building, and value
creation across multiple touchpoints to enhance customer satisfaction, loyalty, and long-
term profitability[185]. Its theoretical foundation combines operational tools with
behavioral insights, aiming to understand and anticipate customer needs in increasingly
complex and dynamic market environments.

Customer Relationship Management (CRM) theory offers a strategic framework for
fostering long-term relationships through personalized engagement and trust-building, yet
its application to complaints management remains conceptually limited [194]. While
traditionally focused on leveraging customer data to deliver consistent service across
touchpoints, CRM literature often overlooks the emotional and justice-oriented

expectations central to complaint situations [185]. By integrating CRM with Service
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Recovery Theory, which emphasizes fairness, empathy, and effective redress, and aligning
it with the Stimulus-Organism-Response (SOR) model, which captures how stimuli (e.g.,
firm responses) influence internal customer states and subsequent behaviors, this study
reframes CRM as more than an operational tool. Instead, it positions CRM as a
psychologically responsive system capable of addressing both emotional and relational
dimensions of service failure. This theoretical convergence enriches CRM’s value by
enhancing its relevance in emotionally charged, multichannel complaint contexts where
trust and satisfaction are at stake.

A key shortcoming in prior research lies in CRM’s transactional bias [194]. Many
studies assume that complaint resolution is improved simply by drawing on customer
history to tailor responses[201]. Yet this approach often fails in emotionally charged
contexts, where customers seek not customized offers, but acknowledgment, transparency,
and meaningful redress [98]. CRM’s default mechanisms scripted interactions and
automated workflows frequently produce depersonalized responses that intensify rather
than resolve dissatisfaction [87]. This limitation requires attention because it exposes a
critical flaw in CRM theory and practice: overreliance on personalization through data
while neglecting emotional engagement. Addressing this can refine CRM models and help
firms deliver more effective, trust-enhancing complaint response

Furthermore, CRM frameworks tend to generalize customer behavior, implicitly treating
all customers as equally receptive to standardized recovery efforts [100]. This neglects
individual differences in behavioral sensitivity, emotional expectations, and perceived
justice factors that significantly influence how complaints are interpreted and judged [ 183].
Such oversights reduce the explanatory power of CRM in post-failure situations, where
customer reactions are highly subjective and often unpredictable [67]. This study addresses
these gaps by integrating customer behavior sensitivity, highlighting individual differences
in complaint responses. This enhances CRM theory’s explanatory power and guides firms
in delivering more personalized, effective complaint resolutions that build trust and
satisfaction

Another critical gap in CRM research and practice is the insufficient adaptation of
traditional CRM systems to the complexities of digital and multichannel environments [55].

Existing literature highlights that many organizations struggle to effectively manage
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complaints voiced on social media, where customers demand rapid, transparent, and
authentic interactions [61,63].These platforms amplify reputational risks and expose firms
to heightened public scrutiny, yet CRM systems designed primarily for internal operational
efficiency often lack the flexibility and responsiveness required to meet these expectations
[32]. Moreover, the influential role of social media influencers in shaping customer
perceptions and complaint outcomes remains largely unaddressed within current CRM
framework literature, despite evidence showing their growing impact on brand reputation
and customer trust [193]. This omission of social media further limits CRM’s effectiveness
in digital complaint management, highlighting the need for more integrative and adaptive
models that incorporate influencer dynamics and address the evolving nature of customer
engagement across multiple channels..

Therefore, this review highlights key limitations in existing CRM framework literature,
including their transactional focus, limited attention to emotional and behavioral nuances,
and inadequate alignment with digital complaint channels. To address these gaps, this study
repositions CRM theory as a unifying framework across its two components. In Study 1,
CRM informs a qualitative exploration of complaint management practices, offering
insights into how firms attempt to rebuild relationships through trust, transparency, and
responsiveness. Study 2 builds on this by empirically examining how these practices
influence customer satisfaction, incorporating trust in the company as a mediator and
customer behavior sensitivity as a moderator, thus capturing the relational and perceptual
dimensions often overlooked in CRM research. Together, these studies extend CRM theory
beyond operational efficiency, positioning it as a dynamic, psychologically attuned model

for managing and restoring customer relationships in complex service failure contexts.

3.5. Consumer Behavior Theory

Consumer behavior theory explores the psychological, emotional, and behavioral
processes that drive customers’ decisions and responses [57]. At its core, this theory seeks
to understand how customers perceive, interpret, and act upon experiences with
organizations, including complaint handling and resolution [56]. Rooted in early
psychological and behavioral research by pioneers such as Wilhelm Wundt and Edward
Thorndike in the late 19th and early 20th centuries, consumer behavior theory integrates

insights from psychology, economics, sociology, and marketing to provide a holistic view
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of decision-making [36]. The value of this theory lies in its ability to reveal how cognitive
processes, emotions, attitudes, and social influences shape consumer reactions, thereby
guiding businesses in designing effective complaint management strategies to improve
customer satisfaction and loyalty [41].

Despite its foundational importance, consumer behavior theory suffers from several
enduring limitations that restrict its explanatory power and practical relevance, particularly
in contemporary complaints management research. First, the theory largely prioritizes
individual-level cognitive and affective processes, often at the expense of capturing the
complexity of social, cultural, and contextual influences that shape consumer behavior
[56,57]. This reductionist focus underestimates the role of situational variables and network
effects, such as social norms or group identity, which are increasingly important in multi-
channel and social media complaint environments [67]. This reductionist view treats
consumers as isolated actors, overlooking how complaints are increasingly shaped by
collective dynamics such as social validation, group identity,geography and emotional
contagion. In social and digital contexts, where grievances often gain traction through
shared experiences and peer amplification, incorporating group-level analysis provides a
more accurate and actionable understanding of consumer behavior.

Secondly, consumer behavior theory suffers from a conceptual split that treats rationality
and emotion as separate, often competing drivers of consumer response [36]. On one hand,
it portrays consumers as logical decision-makers who assess service failures based on cost—
benefit calculations [148]; on the other, it emphasizes emotional reactions [203]. This
fragmented view fails to reflect how consumers actually process and respond to negative
service experiences, which typically involve an intertwined mix of cognition and emotion
[198]. As a result, the theory cannot consistently explain consumer complaint behavior
across situations, highlighting the need for a framework that integrates cognitive,
emotional, and social influences [42,57]. Without such integration, the theory risks offering
oversimplified or misleading explanations of consumer decisions. This study addresses this
gap by incorporating both affective and cognitive dimensions within a broader context-
sensitive model, allowing for a more comprehensive understanding of consumer complaint

behavior.
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Third, consumer behavior theory has shown limited adaptability to the rapid
technological and communication shifts transforming complaint landscapes. It
inadequately accounts for the distinct dynamics of digital platforms, where consumer
interactions are public, instantaneous, and socially performative, challenging the traditional
private and deliberative decision-making models [30, 32]. The theory’s failure to integrate
constructs such as online engagement patterns, virality, and real-time feedback mechanisms
results in a conceptual gap when applied to modern complaints management scenarios [37].
This study addresses these shortcomings by explicitly integrating digital communication
dynamics and social media interaction patterns into the analysis, offering a framework that
better reflects the complexities of modern complaint processes and provides actionable
insights for managing consumer dissatisfaction in online contexts.

Therefore. our research directly addresses these theoretical limitations through a multi-
study approach. Study 1 uses qualitative methods to explore complaints management
practices in telecom, enabling a rich contextualization of consumer behaviors beyond
simplistic cognitive or emotional models. Study 2 empirically tests the impact of complaints
management practices on satisfaction, incorporating trust as a mediating variable and
customer behavior sensitivity as a moderator, thereby capturing individual differences and
the nuanced interaction of psychological and behavioral factors. Collectively, these studies
advance a more integrative and context-sensitive framework that bridges cognitive,
emotional, social, and organizational dimensions, responding to the fragmented and static

nature of existing consumer behavior literature in complaints management.

3.6.  Service Quality Model

Service quality has long been regarded as a cornerstone of customer satisfaction,
particularly in the domain of complaints management [85]. Among the dominant models,
SERVQUAL (Parasuraman, Zeithaml, & Berry, 1985) remains widely cited for its
structured measurement of service quality across five dimensions: tangibles, reliability,
responsiveness, assurance, and empathy [104]. Rooted in disconfirmation theory, it
operationalizes service quality as the gap between customer expectations and perceptions
an idea that has shaped both academic research and managerial practice for decades [ 148].

However, despite its widespread use, the application of SERVQUAL in complaints

management particularly within technology-intensive and intangible service sectors like
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telecommunications has been increasingly challenged due to critical conceptual limitations.
This is because the model assumes service quality is a static [102], there is measurable gap
between expectations and perceptions [162], yet this assumption fails to capture the
emotionally charged, context-dependent nature of complaint experiences [167]. In
complaint scenarios, customers’ evaluations are often shaped by prior dissatisfaction,
frustration, and a heightened sensitivity to how the firm responds, dynamics that
SERVQUAL’s standardized dimensions do not fully address [208]. Moreover,
SERVQUAL presumes a direct link between service quality and satisfaction, overlooking
the role of mediating and moderating variables. In reality, trust in the company often
mediates the relationship, customers must believe the firm is fair and competent before
quality perceptions translate into satisfaction [130]. Additionally, customer behavior
sensitivity moderates these relationships, as more sensitive customers interpret and react to
the same service cues differently [145]. These overlooked dynamics have contributed to
inconsistent findings in the literature, with some studies affirming SERVQUAL’s relevance
[162], while others reveal limited or contradictory effects [102]. These contradictions
reflect a deeper theoretical misfit; SERVQUAL, in its traditional form, is ill-equipped to
account for the complex interplay of emotional, behavioral, and contextual factors that
shape customer satisfaction following complaints [186].

To address these shortcomings, this study reconceptualizes SERVQUAL through the
lens of a multi-theoretical framework integrating the Stimulus-Organism-Response (SOR)
model, Consumer Relationship Management (CRM) theory, and Consumer Behavior
theory. In this reconfiguration, SERVQUAL functions not as a sufficient explanation of
complaint satisfaction during complaints management, but as a starting point; a stimulus
that initiates a psychological and behavioral response chain. This shift allows for a more
nuanced exploration of how service quality perceptions interact with internal cognitive and
emotional states such as trust in the company and how these interactions ultimately
influence satisfaction with complaint resolution.

By incorporating the SOR model, the study captures the complexity of post-complaint
decision-making. It recognizes that service quality cues do not impact customers directly,
but rather through organismic variables like trust and customer behavior sensitivity [89].

CRM theory contributes by emphasizing the relational dimension of complaints handling,
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reframing service quality as part of a trust-building process rather than a one-off transaction
[85]. Meanwhile, Consumer Behavior theory enables a deeper understanding of individual
differences in response to complaint experiences, countering SERVQUAL’s static view of
customer expectations with a more dynamic, psychologically grounded approach [192].
This integrated model advances the complaints management literature in three important
ways. First, it problematizes the overreliance on SERVQUAL as a standalone framework
in emotionally charged, digitally influenced service failures. Second, it introduces critical
variables; ‘trust’ and ‘behavior sensitivity’that more accurately reflect the processes
through which customers interpret service encounters. Third, it offers a theory-driven basis
for understanding why traditional service quality dimensions may fail to predict satisfaction
in complex complaint scenarios. In doing so, this study not only responds to a significant
theoretical gap but also proposes a more robust, context-sensitive approach to
understanding customer satisfaction in complaints management. Rather than rejecting
SERVQUAL outright, it repurposes the model within a broader theoretical structure
capable of addressing its conceptual blind spots. This approach is particularly valuable for
industries like telecommunications, where service experiences are increasingly shaped by

intangible interactions, digital interfaces, and real-time public scrutiny.

3.7. Information Processing Theory

Information Processing Theory (IPT), rooted in cognitive psychology, provides a
foundational framework for understanding how individuals perceive, process, store, and
retrieve information [195]. Developed during the mid-20th century as an alternative to
behaviorist models, IPT conceptualizes human cognition as a sequence of stages; attention,
encoding, storage, and retrieval, that influence decision-making and behavior [197]. In
complaints management, IPT is especially valuable because it explains how customers
mentally process the information they receive throughout the complaint resolution journey.
From noticing how their complaint is acknowledged (attention), interpreting the company’s
response (encoding), storing these experiences (memory), to recalling them when judging
satisfaction or trust (retrieval) [87]. IPT helps clarify the cognitive mechanisms that shape
customer evaluations. This focus on mental processing is critical in complaints contexts,
where effective communication and timely feedback play a key role in influencing customer

perceptions and outcomes.
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In this study particularly in Study 2, IPT is applied to explore how customers cognitively
engage with complaint management practices, especially feedback utilization. Customers
first attend to how their feedback is acknowledged (attention), interpret the company’s
response (encoding), and store these impressions in memory (storage), which are later
retrieved when forming judgments about satisfaction and trust (retrieval). This application
of IPT directly addresses gaps in extant research, which often treats feedback utilization as
a purely operational or transactional process [105]. By framing feedback handling as a
cognitive journey for the customer, this study contributes a nuanced understanding of how
organizational responses shape customer perceptions over time. Moreover, by integrating
IPT with SERVQUAL, the SOR framework, CRM theory, and consumer behavior insights,
the study offers a multidimensional lens that captures both cognitive processing and
affective responses. This theoretical synergy allows the model to account for customer
behavior sensitivity and emotional dynamics areas where traditional IPT applications have
struggled thus enhancing its explanatory power in real-world complaint scenarios.

A key challenge in complaints management is understanding how customers interpret
messages from social media influencers (SMIs), who are increasingly used to manage brand
reputation during service failures [36]. Existing research lacks a clear theoretical
explanation of how customers process and internalize these influencer messages in
complaint situations [127]. This study applies Information Processing Theory (IPT) to
address this gap by conceptualizing SMI utilization as cognitive stimuli that shape how
customers perceive a company’s sincerity, accountability, and responsiveness. According
to IPT, customers first notice influencer content because of the influencer’s credibility or
relatability, then encode and store these messages alongside other brand experiences. Later,
they retrieve these impressions when judging the company’s response to their complaint
[133]. However, literature on this topic is contradictory: some studies find that SMIs build
trust and improve perceptions [134], while others suggest influencer messages can feel
scripted or insincere, leading to skepticism [133]. These contradictions reveal that many
studies overlook the deeper cognitive and emotional role SMIs play in complaints
management. Rather than seeing influencers simply as marketing tools, this study
demonstrates that SMI messages actively influence how customers process and evaluate

complaint handling. By grounding SMI utilization within IPT, the study provides valuable
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insights into how influencer communication affects customer satisfaction and trust through

clear, psychologically informed mechanisms.

3.8. Expectancy Disconfirmation Theory (EDT)

Expectancy Disconfirmation Theory (Oliver, 1977) underpins much of service quality
research by explaining customer satisfaction as the result of comparing expectations with
actual service performance [144]. The SERVQUAL model (Parasuraman et al., 1985)
operationalizes this through measuring expectation-perception gaps, reflecting EDT’s core
assumptions [167]. While EDT offers valuable insights, its direct application in complaints
management has often been limited by oversimplified assumptions treating expectations
and perceptions as static and uniform across customers [169]. Furthermore, explicit use of
EDT rarely accounts for psychological factors like trust or variations in customer sensitivity
that significantly influence satisfaction outcomes [67].

In this study, EDT’s principles are implicitly integrated rather than explicitly
foregrounded, allowing for a richer model that incorporates trust as a mediator and customer
behavior sensitivity as a moderator [115]. This approach moves beyond traditional
disconfirmation’s limitations by addressing dynamic customer responses and contextual
factors, which helps resolve contradictions found in prior literature on complaint resolution
effectiveness. Thus, the study builds on EDT’s foundation while expanding its explanatory

power within the Tanzanian telecom context.

3.9. Attribution Theory

Attribution Theory, first introduced by Fritz Heider and later developed by Harold
Kelley and Bernard Weiner, explains how individuals seek to understand the causes behind
events, particularly why service failures occur [117]. These causal interpretations
significantly shape customers’ emotional reactions and behaviors during complaint
handling, ultimately influencing their satisfaction and trust in the company [185]. Much of
the existing complaints management research attempts to explicitly identify and measure
customers’ causal interpretations of service failures. However, such direct approaches often
oversimplify the complex, dynamic, and largely subconscious nature of these cognitive

processes [202]. Customers may not always be fully aware of, or able to articulate, the
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underlying reasons for their dissatisfaction, which contributes to inconsistent and
sometimes contradictory findings in the literature [19].

This study addresses these limitations by incorporating attribution concepts implicitly
within broader constructs such as customer trust and behavior sensitivity. Instead of
isolating cause perceptions as separate elements, the model recognizes that customers’
interpretations are integrated within their overall experience and evolve throughout the
complaint process [41]. This implicit approach captures the fluid and multifaceted nature
of attribution, better reflecting real-world customer cognition .

By embedding attribution theory in this way, the research overcomes key gaps in prior
studies and offers a richer, more realistic understanding of how customers process service
failures. This nuanced perspective strengthens the explanatory power of complaint
management frameworks and supports the development of more effective, customer-

centered recovery strategies.

3.10. Theoretical Review Summary

This study integrates a multifaceted theoretical foundation to capture the complexity of
customer complaints management. The Stimulus-Organism-Response (SOR) framework
serves as the main theoretical spine, structuring the progression from organizational actions
to customer reactions across all studies. Complementing this, Service Recovery Paradox,
Customer Relationship Management (CRM), and Consumer Behavior Theory contribute
critical insights into trust-building, behavioral sensitivity, and the potential for post-failure
recovery to exceed original expectations. Additionally, supporting theories such as
SERVQUAL, Information Processing Theory, Expectancy Disconfirmation Theory (EDT),
and Attribution Theory are selectively applied to explain specific constructs or
psychological mechanisms within the SOR model. For an overview of each theory's role

and application across the studies, refer to Table 3.1.
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Table 3.1 Theory Review Summary

Theory Core Role Manifestation
Study 1 Study 2

Stimulus-Organism-  Guiding framework (main ~ Complete framework structuring the studies (Stimulus — v v
Response (SOR) theoretical spine) Organism — Response.
Service Recovery Explains recovery from Positive recovery leads to greater satisfaction, influencing v v
Paradox unexpected service failure  customer perception.
Customer Explains trust-building via  Positions trust as the ‘organism’ in SOR; highlights complaints v v
Relationship company—customer management as an ongoing process
Management (CRM) interactions
Consumer Behavior Provides general Provides basis for organism responses during complaints v v
Theory behavioral understanding management, including behavioral sensitivity

of customers
SERVQUAL Construct-level support Service quality positioned as stimulus in SOR; consistent X v

(Service Quality) quality fosters trust (organism) and leads to satisfaction.
Information Explains cognitive External communication (stimulus) influences internal X v
Processing Theory processing of recovery perception (organism), affecting satisfaction outcomes.
(IPT) information
Expectancy Explains gap between Incorporated implicitly; informs theoretical framing around v v
Disconfirmation expectations and outcomes  satisfaction dynamics.
Theory (EDT)
Attribution Theory Blame and responsibility Incorporated implicitly; provides understanding of v v

affect satisfaction

responsibility attribution influencing satisfaction.
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Chapter 4 Complaints Management Practices
influencing Satisfaction - Qualitative Study

Customer satisfaction is critical in the telecom sector, where ineffective complaints
management often undermines loyalty and service experience. To address this problem,
this chapter presents a qualitative study that investigates how complaints management
practices shape customer satisfaction. The study captures insights from both customers and
industry experts, allowing key themes such as service quality, influencer engagement,
feedback utilization, and organizational culture to emerge from the data. The chapter begins
with a brief outline of the problem, then details the methodology, and finally presents and

discusses the findings.

4.1. Rationale of the Qualitative Inquiry on Complaints Management and
Customer Satisfaction

In the rapidly evolving telecom industry characterized by commoditized service
offerings, intense competition, and heightened customer expectations, effectively
managing customer complaints has become not only a tactical necessity but a strategic
differentiator [1,55,84]. While telecom operators in both developed and developing markets
continue to prioritize infrastructure investment and technological innovation, many fall
short at a critical point of customer interaction which is the moment of dissatisfaction
[94,96]. Poor complaint management exacerbates negative sentiment, accelerates customer
churn, and erodes brand trust [30,31,48,96]. Conversely, complaint encounters, if handled
with sensitivity and responsiveness, offer a powerful opportunity to restore trust, reinforce
loyalty, and gather actionable insights for service improvement as prostulated by the service
recovery paradox[111,139].

This study explores the practices of complaint management that shape customer
satisfaction, particularly within the underexplored context of developing countries’ telecom
sector. It responds to a persistent problem in the literature: the widespread adoption of
predefined constructs and models developed in high-income, service-mature economies
without accounting for the cultural, economic, and infrastructural particularities of the
Global South [1,5,10,18,131]. Most complaint-handling frameworks, including those

grounded in Service Quality and Customer Relationship Management (CRM) theory, are
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quantitatively conceived and tested in developed contexts, then exported wholesale into
fundamentally different environments with minimal adaptation [55,161]. This practice risks
conceptual misalignment and analytical distortion, as it presumes homogeneity in customer
expectations, technological literacy, complaint triggers, and service culture.

Frameworks such as SERVQUAL by Parasuraman et al., (1988) have long shaped our
understanding of complaint resolution through dimensions like responsiveness, assurance,
and empathy. However, when applied uncritically in telecom environments of developing
countries, these dimensions often fail to capture the socio-technical realities, such as
inconsistent infrastructure, limited customer recourse, and service provider opacity
[185,189,191]. Moreover, these models tend to flatten the inherently dynamic, emotionally
charged, and interpretive nature of complaints into rigid categories, overlooking the
subjective experiences that shape customer perceptions during conflict-laden interactions
[30,37,41],180].

Similarly, while Consumer Behavior Theory recognizes the centrality of factors like
expectation disconfirmation, perceived justice, and affect regulation in shaping post-
complaint satisfaction, most studies reduce these constructs to static survey variables,
failing to capture the nuanced interplay of culture, perception, and behavior [36,57]. This
is especially problematic in regions where power asymmetries between customers and
providers are stark, and complaint encounters carry both relational and transactional
significance. Customers in such environments are highly sensitive to cues of fairness,
transparency, and authenticity, yet such cues are seldom examined beyond their statistical
correlation with satisfaction scores [144].

The CRM literature also falls short in meaningful application. While complaints are
recognized as “moments of truth,” CRM in the telecom sector often remains procedural and
data-driven, prioritizing resolution speed over emotional engagement [192]. Quantitative
studies have reinforced this limitation by reducing the customer voice to ratings and
metrics, neglecting the relational and experiential aspects of complaint handling[8,55,86].
This highlights the need for a qualitative approach to uncover deeper insights into how
complaints are experienced and managed across stakeholder groups.

The root of the problem is methodological: the current knowledge base is

overwhelmingly skewed toward quantitative research that favors generalizability over
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contextual fidelity [56, 57, 84, 108]. While statistical models offer useful correlations such
as between complaint responsiveness and satisfaction, they leave unanswered the deeper
“how” and “why”” questions that qualitative inquiry can illuminate [82,83,95]. Few studies
critically examine the construction and validity of complaint management constructs
themselves, particularly in developing countries, where customer realities are often at odds
with imported theoretical assumptions [18,95,130].

To address the prevailing theoretical and empirical imbalance, this study adopts a
qualitative methodology to deeply examine complaints management practices and their
influence on customer satisfaction within the Tanzanian telecom sector. By engaging
customers, customer service representatives (CSRs), and managers through in-depth
interviews. The study goes beyond identifying what practices exist, it uncovers how these
practices are experienced, interpreted, and recalled by those involved. This approach offers
rich, context-specific insights that not only enhance understanding but also lay a stronger
conceptual foundation for the development of more meaningful constructs in future
quantitative research.Hence, the contribution is threefold: First, it generates empirically
grounded insights into complaint management practices from the perspectives of actors
embedded within a developing country context. Second, it interrogates the conceptual
assumptions underlying commonly used constructs, thereby challenging the uncritical
transfer of frameworks across vastly different service ecologies. Third, it addresses the
imbalance in the literature, dominated by positivist, metrics-driven approaches, by offering
a human-centered, interpretive account of complaint satisfaction. In doing so, the study
helps reconcile conflicting findings in the literature and provides a foundational basis for

future research that is both methodologically robust and culturally attuned.

4.2. Qualitative Research Design

This qualitative study employs an exploratory research design to investigate the
dynamics of customer complaints management within the telecom industry. The study aims
to understand the perspectives and experiences of various stakeholders, including customer
service representatives, managers, and customers. Through in- depth interviews, the
research seeks to uncover the underlying factors influencing effective complaint resolution

and the impact of these factors on customer satisfaction.
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4.2.1. Sampling Techniques

This study employed purposive sampling to select knowledgeable individuals
experienced in customer complaints management within the telecom sector as
recommended by literature. This method, ideal for qualitative research, prioritizes
depth and richness of information over statistical representativeness[78]. Participants
were carefully chosen based on criteria tailored to three groups: Customer Service
Representatives (CSRs), Managers, and Customers so as to enhance triangulation.

CSRs needed at least two years of frontline experience handling complaints via
various channels, with preference for those formally trained in complaints
management. Managers were required to hold middle or senior roles related to
customer service or complaints management, with a minimum of three years’
experience overseeing policies and strategies. Customers were selected based on
having lodged a formal complaint in the last two years, ensuring recent and relevant
experiences. Diversity in complaint types, resolution outcomes, and demographic
backgrounds was emphasized to capture a broad spectrum of perspectives.

The selection process involved identifying potential participants through
professional networks, company referrals, and direct outreach, supplemented by
screening interviews to confirm eligibility and willingness. Customers were
additionally recruited through snowball sampling, where initial participants referred
others with relevant experiences. This combined purposive and snowball sampling
approach enhanced participant diversity and the depth of insights collected as
recommended by literature [78,83].

A total of 21 in-depth interviews were conducted: two with Managers, six with
CSRs, and thirteen with Customers. The six CSRs offered operational insights into
day-to-day complaint handling challenges, while the two Managers provided strategic
perspectives on organizational policies and resource allocation. The thirteen Customers
shared firsthand accounts of complaint experiences, highlighting factors influencing
satisfaction and trust. Customers represent the largest and most varied stakeholder
group directly affected by complaint management, thus warranting a higher number of
interviews to capture a broad range of experiences and attitudes. Conversely, managers

operate at a higher strategic level with more uniform responsibilities, which justifies
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fewer interviews to gain sufficient insight without redundancy. Similarly, CSRs serve
as the critical link between strategy and customer experience, requiring moderate
representation to illuminate operational challenges. This sampling approach ensures
depth and richness of data from each key group while maintaining practical feasibility
and focus, aligning with qualitative research principles that prioritize information
relevance over numerical equality.Hence, this distribution was designed to balance
perspectives across different organizational levels and the end-user viewpoint.

The sample size was justified by the need to reach data saturation, ensuring no new
themes emerged from further interviews. Practical constraints such as time and
resources also influenced the scope, with a focus on obtaining high-quality, detailed
data over sheer volume. By including diverse respondent groups, the study achieved a
comprehensive, multi-dimensional understanding of the complaints management
process, addressing both operational realities and customer experiences.

Demographically, the participants were almost evenly split by gender (52% male,
48% female) and spanned a wide age range, with most between 26 and 45 years old.
This diversity contributed to the study’s robust and nuanced findings regarding telecom
complaints management. Table 4.1 provide the demographic characteristics of the

participants in the qualitative study

Table 4.1 Demographic characteristics of the participants in the qualitative study

Characteristics Frequency Percentage
Gender Male 11 52%
Female 10 48%
Age 21-25 Years 4 18%
26-35 Years 5 24%
36-45 Years 10 48%
46-55 Years 1 5%
Above 55 Years 1 5%
Group Manager 2 10%
CustomerService Representative 6 28%
Customer of telecom company 13 62%

The sample of 21 interviews was thoughtfully chosen to balance depth and diversity
while considering practical constraints. Data saturation was reached during the iterative

process of conducting and analyzing interviews, as successive interviews across
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customers, managers, and customer service representatives ceased to reveal new
themes or insights. This indicated that the range of relevant perspectives had been
comprehensively captured[83]. Resource limitations such as time and the complexity
of qualitative analysis also influenced the final sample size, ensuring feasibility without
compromising data quality [76]. By prioritizing detailed, high-quality insights over
sheer quantity, the study secured a thorough understanding of the complaints

management process from both operational and strategic angles

4.2.2. Data Collection In-depth Interviews

In-depth interviews were chosen as the primary data collection method due to their
effectiveness in exploring complex issues and obtaining detailed responses. This
method allowed for a deep understanding of the participants' experiences, perceptions,
and attitudes towards complaint management practices in the telecom industry [78]. An
interview guide is attached in Appendix B.

The three-month duration for interviews was chosen to provide flexibility for
participants and to ensure thorough data collection. This time frame allowed for
flexibility in scheduling and provided ample opportunity to conduct interviews with a
diverse group of respondents, including Customer Service Representatives, Managers,
and Customers.Interviews were held in two main formats: In-Person Interviews: For
participants who preferred face-to-face interaction or were located within a feasible
distance, interviews were conducted in person. This format provided a more personal
touch and facilitated a direct exchange of information, allowing for immediate follow-
up questions and clarification. Another format was virtual meetings: For participants
who preferred or required remote participation, interviews were conducted via virtual
meeting platforms via the zoom meeting platform. This option was particularly useful
for accommodating participants from various geographic locations and for those who
had scheduling constraints.Each interview lasted between 30 to 50 minutes. This
duration was carefully chosen to ensure that participants had adequate time to provide
detailed and thoughtful responses to the interview questions while keeping the sessions
focused and manageable. The time frame allowed for in-depth exploration of the

participants' experiences and perspectives on complaint management practices.

&3



Wuhan University of Technology - Doctor’ s Degree Dissertation

To ensure the accuracy and reliability of the data collected, all interviews were
audio-recorded with the participants' consent. This step was crucial for capturing the
exact wording of participants' responses and for maintaining the integrity of their insights.
The recordings provided a comprehensive record of the interviews, which was essential for
detailed analysis and verification of the data. The audio recordings were transcribed
verbatim, capturing every word spoken during the interviews. This meticulous
approach ensured that no nuances or details were lost in the transcription process. Each
transcript reflected the exact responses provided by the participants, allowing for an
accurate representation of their perspectives. To maintain confidentiality and protect
participants' privacy, all identifying information was removed from the transcripts.
Each participant was assigned a unique identifier, and any personal details that could
reveal their identity were anonymized. This process ensured that the data analysis
focused on the content of the responses without compromising participants' anonymity.

The transcribed data, along with the original audio recordings, were securely
stored in password-protected files and encrypted storage solutions. Access to the data
was restricted to authorized research personnel only. The anonymized transcripts
were used for thematic analysis to identify patterns, themes, and insights related to
complaints management practices and customer satisfaction. The use of verbatim
transcripts allowed for a thorough and accurate analysis of the participants' responses.
The total word count for the interview transcripts was approximately 70,000 words,
with individual transcripts ranging from 3,200 to 7,800 words, reflecting a substantial
depth of discussion across participants. This word count highlights the richness of the
qualitative data collected, ensuring comprehensive coverage of the study's key themes

and research questions.

4.2.3. Thematic Data Analysis
Thematic analysis was used to examine the interview data. This approach entails
identifying, analyzing, and reporting patterns or themes within the data to gain a
thorough understanding of participants' views on managing customer complaints as
recommended by Braun and Clark [82].
The data analysis for the study was conducted through a structured and systematic
approach to ensure comprehensive and accurate findings. The first step involved
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familiarization with the data. This process entailed reading and re-reading the
transcribed interviews to immerse oneself in the content. By revisiting the transcripts
multiple times, the researcher developed a deep understanding of the data. Initial notes
and observations were made during this stage to capture preliminary impressions,
significant statements, and recurring ideas, which would inform subsequent analysis.

Following familiarization, the next step was generating initial codes. Ultilizing
NVivo software, the researcher systematically coded the transcripts, tagging segments
of text with labels that represented significant concepts or recurring themes. This
coding process allowed for the organization and retrieval of data, making it easier to
manage and analyze. Initial codes were developed based on specific phrases and ideas
that emerged from the interviews, setting the foundation for thematic analysis.

The subsequent step involved searching for themes. The initial codes were reviewed
to identify patterns and relationships among them. This process involved grouping
related codes into broader categories, which helped in developing a coherent thematic
structure. By clustering these related codes, the researcher constructed a framework
that highlighted the key areas of focus and synthesized the data into meaningful themes.

Once themes were identified, the next phase was reviewing and refining them. The
researcher assessed the consistency and distinctiveness of each theme to ensure they
accurately represented the data. This involved evaluating the relevance of each theme
to the research questions and making necessary adjustments to capture the essence of
the participants' responses. This refinement process ensured that the themes were
comprehensive and reliably reflected the data.

The defining and naming of themes followed, where each theme was clearly defined
to capture its core essence. Detailed descriptions were developed for each theme,
outlining its significance and the specific aspects of the data it represented. The themes
were then given concise and descriptive names to provide clarity and ensure that they were
easily understandable and representative of the underlying data. Finally, the report was
produced. The findings were written up in a structured report that linked the
identified themes to the research questions and existing literature. This report
provided a comprehensive analysis of the data, illustrating how the findings addressed

the study's objectives. Direct quotes from participants were incorporated into the
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report to provide evidence for the interpretations and to enhance the credibility of the
findings. By including these quotes, the report not only demonstrated the themes
but also gave voice to the participants, enriching the overall

analysis.

4.2.4. Rigor and Trustworthiness

To ensure the rigor and trustworthiness of the qualitative data, several strategies
were employed throughout the study. These strategies were essential for enhancing the
credibility and validity of the findings, and they included triangulation, member
checking, peer debriefing, and reflexivity as suggested by literature[82,83].

Triangulation was achieved by incorporating multiple stakeholder perspectives,
including Customer Service Representatives (CSRs), managers, and customers. This
approach allowed for a more comprehensive understanding of the complaint
management practices by providing diverse viewpoints and experiences. By gathering
data from these different groups, the study aimed to minimize bias and provide a more
nuanced and holistic view of the complaint management process. The inclusion of
varied perspectives helped to cross-verify findings and strengthen the overall validity
of the research results.

To ensure the accuracy and credibility of the data, member checking was
implemented. Participants were provided with summaries of their interview transcripts
and given the opportunity to review and verify the recorded information. This process
allowed participants to confirm that their responses were accurately captured and
interpreted. By validating the transcripts, the study ensured that the interpretations
reflected the participants' intended meanings and experiences, thereby enhancing the
reliability of the data.

The analysis process underwent peer debriefing, where a panel of qualitative research
experts reviewed the thematic analysis and provided feedback. This external review was
crucial for improving the quality of the analysis by offering objective insights and
suggestions. The experts' input helped refine the thematic structure, address any potential
issues, and ensure that the findings were presented in a coherent and credible manner.
Peer debriefing added an additional layer of scrutiny, which bolstered the credibility and

reliability of the study's conclusions.
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Reflexivity played a critical role in maintaining the study's rigor. Researchers
maintained a reflexive journal throughout the study, documenting their reflections,
biases, and assumptions. This practice was instrumental in identifying and mitigating any
potential biases that could influence the data analysis and interpretation. By continuously
reflecting on their own perspectives and how these might impact the research, the
researchers were able to approach the data analysis with greater objectivity and
awareness. Reflexivity ensured that the interpretations were grounded in the data rather
than influenced by personal biases or preconceptions.

These strategies collectively contributed to the rigor and trustworthiness of the
qualitative data, ensuring that the findings were both reliable and reflective of the

participants' true experiences and perspectives.

4.2.5. Ethical Considerations

Informed consent was a fundamental aspect of the study, ensuring that all
participants were fully aware of their involvement and the nature of the research. Before
participating, individuals received detailed information about the study's objectives,
procedures, potential risks, and benefits. This thorough explanation allowed
participants to make an informed decision about their involvement. They were assured
that their participation was voluntary and that they had the right to withdraw from
the study at any time without facing any adverse consequences. This process not only
respected participants' autonomy but also adhered to ethical standards by ensuring that
their consent was based on a clear understanding of the study's scope and purpose[78].

To protect the confidentiality and anonymity of the participants, several measures
were implemented throughout the study. Each participant was assigned a pseudonym
to ensure that their identities were kept confidential. Identifying information was
meticulously removed from transcripts and reports, preventing any potential disclosure
of personal details. Furthermore, all data, including audio recordings and transcripts,
were securely stored on password-protected devices, with access restricted to
authorized members of the research team only. This approach safeguarded the data
from unauthorized access and maintained the integrity of participants' privacy.

When reporting the findings, careful attention was given to avoid including any

information that could potentially identify participants. This involved anonymizing
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direct quotes and focusing the report on thematic and conceptual analysis rather than
individual details. By adopting these measures, the study upheld high ethical standards,
ensuring that participants' confidentiality was rigorously protected while also

enhancing the credibility and trustworthiness of the research findings[83].

4.3. Findings of the Qualitative Study

In this study, our qualitative analysis delved into the multifaceted perspectives of
customers, Customer Service Representatives (CSRs), and managers within the telecom
industry, providing a nuanced understanding of the intricate dynamics at play in customer
complaints management. Through in-depth interviews and thematic analysis, we unearthed
key insights into the pivotal role of transparency, the strategic utilization of social media
influencers, and the significance of internal communication in shaping customer
satisfaction and trust. These findings offer a comprehensive view of the varying impacts
and perceptions of complaints management practices, highlighting critical areas for
enhancement and strategic focus to bolster overall customer experience and organizational
efficacy. Appendix D provides a detailed account of how Braun and Clark approach was

used in this study and Figure 4.1 provides an overview of the qualitative thematic coding.
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Qualitative data

.| received a response within an hour..

.| was pleasantly surprised to get a response within 24 hours...
...Timeliness s crucial...
.. They fixed my problem on the first call..
.. Our goal is to resolve complaints effectively on the first attempt...
... Ensuring that the solution addresses the root cause is crucial...
.| saw a well-known tech influencer post about how the company resolved their issue...
... influencers share their positive experiences with our company...
... influencer endorsements can lead to a considerable uptick in customer queries...
... When influencers engage with us about service issues...

... Influencers can amplify issues to a large audience...

... Influencers can act as mediators..,

.. [ received a follow-up tweet detailing how my feedback had contributed to a new|
feature..

.. We are trained to listen carefully to customer feedback...
.customers see that their feedback leads to actual changes..

... feedback is systematically reviewed...

... Systematic approach to feedback shows that the company is dedicated...
.. structured tools like surveys and feedback forms...

.. lepresentative was very open about the process..

... they explained the steps they were taking...

... We are transparent about the process..
... the team was well-coordinated...”

... different departments were in sync...

... our team communicates well internally...
,», built my trust in the company..»

.../ can count on my telecom service provider...

... Teliable solutions is key to building long-term trust...
... they value ethical conduct. 3

... company follows ethical practices...
... Ethical practices are crucial for maintaining customer trus...
... They understood my specific needs...

... taking the time to understand what the customer really needs..
.. actively listen and ask the right questions...)
... could address issues before they became major problems..»
.. Being proactive means we have to be vigilant and think ahead...
... ystems in place to detect and address issues early...
..make every interaction positive...:
... positive overall experience is about connecting with customers...
.. improve the overall experience...
... I've been with this company for years...:
... build trust for future interactions...

Sub themes Themes

¥ Timeliness of Service
= m=pService Quality

.+ Effectiveness of Solutions
-+ Influencer Endorsements Social Media
- Influencer
=« nfluencer Engagement Utilization
P g Active Listening Customer
s Feedback
Systematic Feedback Ty

Mechanisms

=
. ++=e=+9 Openness and Honesty Transparent
= = rganizational
+«xx22+ [nternal Communication Culture
.« Reliability and Consistency Cliitiieg
N— ==p  Trustin
| sreivnip Ethical Practices Company

_ Understanding Customer
r Needs Customer
= wsp  Behavior
=% Proactive Problem Solving Sensitivity
L eeeed Overall Experience Customer
.. == Satisfaction

besip Long-term Relationship

.. create a positive impression that losts beyond the immediate interaction...

Figure 4.1 Thematic Coding
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4.3.1. Theme 1: Service Quality

4.3.1.1. Subtheme A: Timeliness of Service

Customers universally highlighted the importance of timely responses to their
complaints, demonstrating a clear consensus on how critical promptness is in the
complaint management process. The general sentiment among customers was that
receiving a swift response not only alleviated their immediate concerns but also played
a significant role in shaping their overall satisfaction with the service provided. One
customer recounted their experience, emphasizing the impact of a timely response:

“When I reported my issue via a social media platform , I received a response
within an hour. That made me feel valued and reassured...”

This customer's feedback highlights how a prompt reply can enhance the perception
of being valued by the service provider. The short response time in this case was not
just about addressing the complaint quickly but also about instilling a sense of
reassurance and respect. It indicates that the customer's positive experience was largely
influenced by the rapid acknowledgment of their issue, which made them feel their
concerns were taken seriously and addressed with urgency.The impact of timeliness on
customer satisfaction was evident in various customer accounts. Another customer
shared,

“I had an issue with my billing that I raised on a weekend. I was pleasantly surprised
to get a response within 24 hours, which was much faster than I expected. It made me
feel that the company is proactive and cares about resolving issues quickly.”

This statement further underscores the importance of a swift response. The
customer’s satisfaction was significantly enhanced by the company’s ability to address
their complaint over a weekend, a time when they may have anticipated delays. The
quick response not only exceeded their expectations but also reinforced the perception
that the company was proactive and genuinely concerned about resolving issues
efficiently. These experiences collectively highlight that timely responses are crucial in
preventing escalation of complaints and in fostering a positive relationship between the
customer and the service provider. When customers perceive that their issues are being
addressed promptly, it contributes to a sense of trust and reliability in the service

provider, ultimately influencing their overall satisfaction and loyalty. The emphasis on
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timeliness reflects a broader expectation among customers for responsive and attentive

service, which can significantly impact their perception of the service quality.

Customer Service Representatives (CSRs) provided valuable insights into the
operational aspects of managing timely responses to complaints, shedding light on the
practical challenges and strategies involved in meeting customer expectations. One
CSR articulated their approach, stating,

“We are trained to acknowledge complaints within a set timeframe. Our goal is to

respond to all inquiries within 24 hours, but we often strive to do so much sooner.”

This statement reveals the structured training and operational protocols that guide
CSRs in handling complaints. The emphasis on acknowledging complaints within a
specific timeframe reflects the organization’s commitment to timeliness as a key
component of service quality. The goal of responding within 24 hours, with efforts
often extending to quicker replies, underscores the proactive stance taken by CSRs to
meet and exceed customer expectations. This approach highlights that CSRs are not
only aware of the critical importance of timely responses but are also equipped with
specific targets designed to enhance efficiency and customer satisfaction. The
structured timeframe ensures that customers receive prompt acknowledgment of their
issues, which is crucial for maintaining trust and satisfaction. By striving to respond
even sooner than the stipulated 24 hours, CSRs demonstrate a commitment to
exceptional service, aiming to address customer concerns as swiftly as possible to
prevent escalation and mitigate frustration. Another CSR provided further context,
stating,

“Timeliness is crucial, especially in high-volume periods. We prioritize complaints
based on urgency and aim to address them as quickly as possible to maintain customer
satisfaction.”

This comment highlights the operational challenges faced by CSRs, particularly
during periods of high complaint volumes. Managing a large number of complaints
while ensuring timely responses requires effective prioritization and resource
allocation. The CSR’s emphasis on prioritizing complaints based on urgency reflects a
strategic approach to handling high volumes of inquiries, ensuring that the most critical
issues are addressed promptly while still striving to manage all complaints efficiently.
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This perspective illustrates the balancing act that CSRs must perform: responding
promptly to complaints while also ensuring that each issue is resolved effectively.
During high-volume periods, the challenge is not only to maintain timeliness but also
to manage the quality of responses and solutions provided. The need to prioritize
complaints by urgency demonstrates an adaptive strategy to cope with increased
demand, aiming to deliver timely and satisfactory resolutions even under pressure. The
insights from CSRs underscore the operational realities of complaint management,
where timeliness is a crucial factor in customer satisfaction but must be balanced with
the need for effective resolution. The training and protocols in place, along with the
adaptive strategies used during high-volume periods, reflect the organization's efforts
to ensure that both timeliness and quality are maintained, even when facing operational

challenges.

Managers provided a broader and more strategic perspective on the importance of
timeliness in managing customer complaints, highlighting how it extends beyond mere
speed to encompass broader organizational goals and customer relations. One manager
articulated this strategic view, stating,

“Timeliness in addressing complaints is not just about speed but also about
managing customer expectations. A quick response can prevent escalation and

’

demonstrates that the company values the customer's time.’

This statement underscores the multifaceted role of timeliness in complaint
management. It is not merely about how quickly a response is delivered but also about
the strategic management of customer expectations. By addressing complaints
promptly, the company can effectively manage and align customer expectations,
reducing the likelihood of issues escalating into larger problems. This proactive
approach not only helps in resolving individual complaints more efficiently but also
contributes to a positive overall customer experience. The quick response is perceived
as a sign of the company’s respect for the customer's time, reinforcing the value placed
on their concerns and enhancing their satisfaction with the service. Additionally,
another manager emphasized the operational impact of timeliness on organizational

performance, noting,
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“We track response times closely as part of our performance metrics. Ensuring timely
responses is a priority because it directly affects customer satisfaction and our
service reputation.”

This comment reflects the critical role that timeliness plays as a key performance
metric within the organization. By monitoring and evaluating response times
rigorously, the company ensures that timeliness is not only a priority but also a
measurable component of its service quality. This operational focus on response times
indicates that timeliness is integral to maintaining high levels of customer satisfaction
and preserving the company’s service reputation. The emphasis on tracking response
times illustrates the organization’s commitment to continuously improving its
complaint management processes and addressing any gaps that may affect service
quality.In essence, the strategic importance of timeliness extends beyond operational
efficiency to encompass broader organizational objectives. Managers recognize that
swift responses help manage customer expectations, prevent issue escalation, and build
a positive service reputation. The rigorous monitoring of response times as a
performance metric demonstrates the organization’s dedication to upholding high
standards of service quality and customer satisfaction. This strategic approach
underscores how critical timely responses are in achieving and maintaining overall

service excellence and reinforcing customer trust and loyalty.

4.3.1.2. Subtheme B: Effectiveness of Solutions

Customer Perspectives on the effectiveness of the solutions provided was identified
as a critical component of service quality, influencing overall customer satisfaction
significantly. Customers highly valued resolutions that not only addressed their issues
in a timely manner but also resolved them thoroughly and effectively. One customer
illustrated this point with their experience, stating,

“They fixed my problem on the first call, which saved me a lot of time and hassle. 1
didn’t have to follow up or explain the issue multiple times.”

This feedback highlights the dual importance of efficiency and effectiveness in

resolving complaints. A solution that resolves the problem on the first attempt is highly

appreciated by customers because it minimizes their need for repeated interactions.

This efficiency in handling the complaint process not only saves time but also reduces
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customer frustration. When customers do not have to follow up or repeatedly explain
their issue, it enhances their perception of the service provider’s competence and
responsiveness. The effectiveness of the initial solution contributes significantly to a
positive experience, reinforcing the value of thorough and well- executed resolutions.
Another customer’s feedback further underscores the importance of effective solutions:

“The issue with my internet connection was resolved within three hour, and it was

done correctly the first time. This was a huge relief and showed that the company

knows what it’s doing.”

This statement reflects a high level of customer satisfaction resulting from both the
speed and the accuracy of the resolution. The customer’s experience highlights that
prompt resolution, combined with the assurance of correct implementation, greatly
contributes to their sense of relief and confidence in the service provider. The correct
resolution on the first attempt not only addresses the immediate problem but also
demonstrates the company’s proficiency and commitment to quality service. It
reinforces the customer’s perception that the company has the expertise and capability
to handle issues effectively, which is crucial for maintaining trust and satisfaction. The
feedback from these customers collectively emphasizes that the effectiveness of

solutions provided is crucial in shaping their overall satisfaction.

Customers value resolutions that are comprehensive and lasting, as these reduce the
need for additional follow-ups and reinforce their confidence in the service provider.
An effective solution is one that not only addresses the problem but does so thoroughly
and efficiently, ensuring that the customer’s issue is resolved in a way that meets or
exceeds their expectations. This highlights the broader implications of service quality,
where the ability to deliver effective and efficient solutions plays a fundamental role in

achieving high levels of customer satisfaction and trust.

Customer Service Representatives (CSRs) also underscored the importance of
providing effective solutions as a core aspect of their roles. Their insights reveal the
dedication and strategic approach required to resolve complaints efficiently and
satisfactorily. One CSR emphasized the goal of resolving complaints effectively on the

first attempt, stating
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“Our goal is to resolve complaints effectively on the first attempt. We provide
solutions based on the information available, and we follow up to ensure the issue is
fully addressed.”

This comment illustrates the primary objective of CSRs: to deliver resolutions that
are not only quick but also effective from the outset. The commitment to resolving
complaints on the first attempt reflects a proactive approach aimed at minimizing
customer inconvenience and enhancing satisfaction. By providing solutions based on
the available information and following up to ensure that the issue is fully addressed,
CSRs demonstrate a thorough and customer-centric approach. This process involves
not just a one-time resolution but an ongoing effort to confirm that the customer’s
problem is comprehensively resolved, thereby reducing the likelihood of recurring
issues and reinforcing the effectiveness of the initial solution. Another CSR highlighted
the challenges involved in delivering effective solutions, noting,

“Sometimes, even with the best intentions, we may need to escalate issues if they
cannot be resolved immediately. Ensuring that the solution addresses the root cause
is crucial for customer satisfaction.”

This feedback reveals the complexities of complaint management and the need for
escalation procedures when immediate resolution is not feasible. The necessity to
escalate issues points to the limitations CSRs may face when dealing with certain
complaints, despite their best efforts to resolve them promptly. The emphasis on
addressing the root cause of complaints underscores the importance of not just
providing a temporary fix but ensuring that the underlying issue is identified and
resolved. This approach is essential for achieving long-term customer satisfaction, as
solutions that address the root cause are more likely to prevent future problems and
enhance the customer’s overall experience. Together, these insights from CSRs
reflect a comprehensive understanding of the importance of effective solutions in
complaint management. The focus on resolving complaints on the first attempt,
combined with the readiness to escalate issues when necessary, highlights the balance
between immediate resolution and long-term problem-solving. Ensuring that
solutions address the root cause demonstrates a commitment to thorough and

effective complaint management, which is crucial for maintaining high levels of
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customer satisfaction and trust. The challenges faced in this process, along with the
strategies employed to overcome them, underscore the critical role of CSRs in

delivering quality service and addressing customer concerns effectively.

Managers offered strategic insights into the importance of effective solutions,
revealing how their roles and organizational strategies align to ensure high standards
of customer satisfaction. One manager provided a nuanced perspective, stating,

“While timeliness is important, the effectiveness of the solution is what ultimately
determines customer satisfaction. We invest in training and resources to ensure that
our teams are equipped to provide comprehensive solutions”

This statement underscores a strategic approach where the effectiveness of solutions
is prioritized alongside the speed of response. The manager highlights that while
addressing complaints promptly is essential, the true measure of customer satisfaction
lies in how well the solutions resolve the issues. The investment in training and
resources reflects a deliberate strategy to enhance the capabilities of the team, ensuring
that they are well-prepared to deliver solutions that are not only quick but also thorough
and effective. This approach indicates a holistic view of service quality, where the focus
extends beyond mere response time to include the quality and comprehensiveness of
the resolutions provided. By equipping teams with the necessary skills and resources,
the organization aims to address customer issues more effectively, thereby improving
overall satisfaction and maintaining a high standard of service. Another manager
emphasized the role of feedback in assessing solution effectiveness, noting,

“We monitor feedback to assess whether our solutions meet customer expectations.
Continuous improvement in resolving complaints effectively is a key focus for
maintaining high service quality.”

This comment highlights the organization’s commitment to continuous
improvement through the systematic evaluation of feedback. By actively monitoring
customer feedback, the organization can gauge the success of its solutions in meeting
customer expectations and identify areas for enhancement. This feedback-driven
approach underscores a commitment to not only maintaining but also improving service
quality over time. The focus on continuous improvement reflects a strategic priority to
adapt and refine complaint management practices based on real-world experiences and
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customer input. This proactive stance ensures that the organization remains responsive
to customer needs and can make informed adjustments to enhance the effectiveness of
its solutions. Together, these insights from managers illustrate a strategic framework
where both timeliness and effectiveness are integral to achieving high levels of
customer satisfaction. The emphasis on training, resource allocation, and feedback-
driven continuous improvement demonstrates a comprehensive approach to managing
customer complaints. By focusing on delivering effective solutions and refining
practices based on customer feedback, the organization aims to uphold and enhance

service quality, ultimately fostering greater customer trust and loyalty.

4.3.2. Theme 2: Social Media Influencer Utilization

Social media influencers have become a significant factor in shaping public
perception and influencing customer satisfaction, particularly in the realm of complaint
management. This theme explores how influencer utilization impacts customer
perceptions, CSR practices, and managerial strategies, focusing on endorsements and

engagement.

4.3.2.1.  Subtheme A: Influencer Endorsements

Customers consistently highlighted the positive impact of influencer endorsements
on their perceptions of the company's responsiveness and service quality. Influencer
endorsements act as a powerful form of social proof, leveraging the credibility and
reach of well-known figures to reinforce the company’s reputation and foster trust
among current and potential customers. One participant shared,

“When I saw an influencer talking about how quickly their issue was resolved, it gave
me confidence to reach out to the company.”

This feedback underscores the significant effect that seeing a credible influencer
publicly acknowledge the effective resolution of their complaint can have on
customers. The endorsement not only reassures potential customers that the company
is capable of handling complaints effectively but also validates the experiences of
current customers. Influencer endorsements serve as a tangible demonstration of the
company's commitment to addressing issues promptly, thereby enhancing customer

trust and confidence. The visibility of such endorsements on social media platforms
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amplifies the message of effective complaint resolution, making it more accessible to
a broader audience and encouraging customers to engage with the company. Another
customer echoed this sentiment, noting,

“I saw a well-known tech influencer post about how the company resolved their issue

quickly and professionally. This positive review made me feel much more comfortable

about submitting my own complaint. It was reassuring to see that even influencers,
who usually have high expectations, were satisfied with the service.”

This additional feedback highlights how influencer endorsements not only enhance
confidence in the company but also reassure customers that their complaints will be
handled with a high standard of professionalism. The fact that influencers, known for
their discerning and often critical perspectives, are satisfied with the company's service,
further reinforces the company’s reliability and effectiveness in managing complaints.
This kind of social proof can significantly impact customer behavior, motivating them
to reach out for support and trust in the resolution process.Therefore, influencer
endorsements play a crucial role in shaping customer perceptions of service quality
and responsiveness. By providing visible and credible evidence of effective complaint
resolution, influencers help build trust and encourage customer engagement. Their
endorsements serve as a form of social proof that reinforces the company's reputation
and reassures customers about the company's ability to address their concerns

effectively.

From the perspective of Customer Service Representatives (CSRs), the impact of
influencer endorsements extends beyond mere publicity, creating significant
operational challenges. The increased visibility resulting from positive endorsements
can lead to a noticeable rise in customer inquiries, placing additional demands on CSRs
to manage these interactions effectively. One CSR explained,

“When influencers share their positive experiences with our company, it often triggers
a spike in customer inquiries. We have to be ready to handle this increase and ensure
that we uphold the high standards of service that the influencers’ endorsements imply.”

This highlights how the promotional power of influencers can elevate customer
expectations and drive higher engagement, necessitating a prepared and responsive

CSR team to meet the surge in demand. Another CSR elaborated,
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“The buzz generated by influencer endorsements can lead to a considerable uptick
in customer queries, especially during busy periods. It can be challenging to keep
up,
but it’s crucial for us to maintain the same level of care and professionalism that the
positive feedback from influencers suggests.”

This feedback underscores the pressure on CSRs to maintain consistency in service
quality amid fluctuating customer demands. The role of influencers in shaping public
perception necessitates that CSRs not only handle a higher volume of inquiries but also
sustain a high level of service, reflecting the positive image promoted by these
endorsements.In summary, while influencer endorsements contribute positively to the
company's public image, they also introduce operational challenges for CSRs. The
increased customer inquiries driven by influencer activity require CSRs to be adept at
managing higher volumes of interactions while consistently delivering high- quality
service. This dynamic emphasizes the need for effective strategies and resources to
handle the added demand and maintain the positive service standards suggested by

influencer endorsements.

Managers view influencer endorsements as a crucial element in shaping brand
reputation and fostering customer trust. From their perspective, influencers offer a
powerful means of amplifying positive brand messages and addressing any potential
issues with credibility and reach. One manager explained,

“Influencers can shape public perception significantly. We actively collaborate with
them to ensure that they highlight our strengths and address any issues promptly.
Their endorsements can lead to increased customer engagement and positive
sentiment towards our brand.”

This statement underscores the strategic role that influencer partnerships play in
enhancing the company's public image. By leveraging influencers' extensive reach and
established trust with their audiences, companies can effectively showcase their
strengths and manage customer perceptions in a favorable light. The proactive

approach of working with influencers not only boosts engagement but also helps in

crafting a positive narrative around the brand, reinforcing its commitment to high
service standards and effective complaint management. Another manager added,
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“Influencer endorsements are not just about promoting our products or services, they
are a strategic tool for building long-term customer trust. By addressing complaints
or highlighting successful resolutions through influencers, we can demonstrate our
responsiveness and commitment to customer satisfaction on a broader scale.”

This perspective highlights how strategic influencer collaborations extend beyond
immediate promotional benefits. By using influencers to showcase the company's
responsiveness and success in handling complaints, managers aim to build sustained
trust and reinforce the brand's reputation for reliability. Influencer endorsements thus
become a key component of the company's broader strategy to enhance customer
loyalty and satisfaction through visible and credible endorsements. Therefore,
managers see influencer endorsements as a strategic asset in managing brand reputation
and customer trust. By actively engaging with influencers to highlight the company's
strengths and address issues, they leverage influencers' credibility to reinforce positive
perceptions and boost customer engagement. This strategic approach not only enhances
the company's public image but also demonstrates a commitment to effective complaint

management and overall customer satisfaction.

4.3.2.2. Subtheme B: Influencer Engagement

Customers valued the involvement of influencers in discussing and resolving service
issues, viewing it as a significant factor in promoting transparency and accountability.
The presence of influencers talking openly about their experiences and the resolution of
problems contributed to a more engaged and informed customer base. One customer
remarked,

“Seeing influencers discussing and resolving service issues made me feel that the

company is more accountable and transparent. It also helped me feel part of a larger

’

community of customers.’

This feedback highlights how influencer engagement can create a sense of
community and build trust. When influencers openly address service issues and share
solutions, it not only fosters a sense of accountability but also strengthens the bond
between the company and its customers. The visibility of such discussions on social
media platforms enables customers to feel more connected and reassured, knowing that

their concerns are being addressed in a transparent manner. This openness contributes
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to a more inclusive customer experience, reinforcing the notion that the company
values customer feedback and actively works to resolve issues. Another customer
added,

“When influencers talk about how they resolved their service problems, it makes me
feel that the company is genuinely committed to improving its services. It’s reassuring
to see that they are willing to engage with public feedback and that issues are
addressed in a way that reflects real concern for customers.”

This additional feedback underscores the positive impact of influencers in
demonstrating the company’s commitment to service improvement. By engaging with
public feedback and showcasing real resolutions, influencers help to build trust and
confidence among customers. The transparency in addressing issues publicly not only
enhances the company’s reputation but also affirms its dedication to addressing
customer concerns effectively. Hence, customers appreciate the role of influencers in
facilitating open discussions about service issues and their resolutions. Influencers help
create a sense of community and transparency by openly addressing concerns and
showcasing the company's efforts to resolve them. This engagement fosters a stronger
connection between customers and the company, enhancing trust and satisfaction by
demonstrating that the company values and responds to customer feedback in an

accountable manner.

Customer sersvice representatives recognize that influencer engagement
significantly impacts public perceptions and customer interactions, often adding a layer
of complexity to their roles. Influencers' involvement in service issues can generate
substantial public attention, placing increased demands on CSRs to manage these
interactions effectively. One CSR noted,

“When influencers engage with us about service issues, it can create a lot of public
attention. We need to be ready to respond quickly and effectively to maintain our
reputation and address any concerns raised.”

This statement underscores the operational challenges that CSRs face when
influencers bring service issues into the spotlight. The heightened public scrutiny that
follows influencer interactions requires CSRs to be exceptionally responsive and
efficient. Their ability to address concerns promptly and effectively is crucial in
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preserving the company's reputation and ensuring that any negative perceptions are

managed proactively. This dynamic emphasizes the critical role of CSRs in handling

high-profile cases with the sensitivity and urgency they demand, thereby supporting

the company's public image and service quality. Another CSR elaborated,

“Influencers can amplify issues to a large audience, which means our responses need

to be not only fast but also comprehensive. It’s essential that we provide accurate and
helpful information to address the concerns raised publicly and demonstrate our

commitment to resolving issues.”

This feedback highlights the need for CSRs to be well-prepared to handle the
amplified impact of influencer engagement. The necessity for thorough and well-
considered responses reflects the importance of maintaining accuracy and effectiveness
in addressing public concerns. The role of CSRs extends beyond just managing
individual complaints; it involves ensuring that the company’s responses align with the
high standards set by influencer interactions and effectively mitigate any potential
negative effects on public perception. Therefore, CSRs understand the significant
impact of influencer engagement on public perception and customer interactions. The
public attention that influencers generate requires CSRs to respond swiftly and
effectively, balancing the need for promptness with the necessity of providing
comprehensive and accurate information. This highlights the essential role of CSRs in
maintaining the company’s reputation and service quality in the context of high-profile

influencer interactions.

Managers viewed influencer engagement as a critical strategic tool for enhancing
customer relations and fostering brand loyalty. Influencers, with their substantial reach
and credibility, are seen as valuable partners in bridging the gap between companies
and their customers. Their role extends beyond mere promotion; they act as
intermediaries who can significantly shape public perception and facilitate meaningful
interactions between the company and its audience. One manager highlighted this
strategic advantage, stating,

“Influencers can act as mediators, amplifying customer voices and ensuring that

issues are addressed promptly. Their involvement helps build a sense of community
and trust, which is valuable for our brand”.
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This statement underscores the pivotal role that influencers play in enhancing the
company's customer engagement strategy. By amplifying customer feedback,
influencers not only bring attention to individual issues but also demonstrate the
company’s commitment to addressing concerns effectively. Their involvement helps
create a more dynamic and responsive interaction environment, where customers feel
their voices are heard and valued. This, in turn, contributes to building a supportive
community around the brand, fostering a stronger emotional connection and enhancing
overall brand loyalty. Another manager elaborated on this view, noting,

“Engaging with influencers allows us to showcase our commitment to resolving
issues transparently and efficiently. Their endorsements and interactions create a
ripple effect, influencing broader customer perceptions and reinforcing our
reputation for excellent service.”

This perspective highlights the strategic leverage that influencers provide by
endorsing and publicly validating the company's service practices. Influencer
engagement not only helps in managing immediate customer concerns but also
enhances the company's long-term reputation. By showcasing effective complaint
resolutions and positive customer experiences through influencers, the company can
strengthen its public image, attract new customers, and retain existing ones. Hence,
the strategic use of influencer engagement represents a significant opportunity for
managers to enhance customer relations and build brand loyalty. Influencers serve as
key mediators who amplify customer feedback and help ensure that issues are
addressed promptly. Their involvement fosters a sense of community and trust,
contributing to a more engaged and loyal customer base. By integrating influencer
strategies into their overall complaint management practices, companies can effectively
enhance service quality, manage public perception, and strengthen brand reputation.

Therefore, social media influencer utilization plays a significant role in shaping
customer perceptions, influencing CSR practices, and guiding managerial strategies.
Influencer endorsements enhance customer confidence and drive engagement, while
influencer engagement fosters transparency, accountability, and community. These
dynamics underscore the importance of integrating influencer strategies into overall

complaint management practices to improve service quality and customer satisfaction.

103



Wuhan University of Technology - Doctor’ s Degree Dissertation

4.3.3. Theme 3: Customer Feedback Utilization

4.3.3.1. Subtheme A: Active Listening

Customers frequently emphasized the significance of active listening in enhancing
their satisfaction with the company's service. Active listening involves more than just
hearing customer complaints or suggestions; it requires a genuine effort to understand
and address their concerns. One customer expressed their appreciation by saying,

“After I provided feedback, the company reached out to let me know they were
implementing some of my suggestions. That made me feel heard.”

This feedback highlights the crucial role of acknowledging customer input and
demonstrating how it is being utilized. When customers receive confirmation that their
suggestions have led to tangible changes, it validates their experiences and fosters a

deeper connection with the company. This process not only improves

customer satisfaction but also encourages ongoing engagement and loyalty. Another
customer shared,

“I was pleasantly surprised when I received a follow-up tweet detailing how my

feedback had contributed to a new feature in their app. It showed that the company
truly listens to its customers and values their opinions.”

This excerpt emphasizes how proactive communication about the implementation
of feedback can significantly enhance customer satisfaction. By providing detailed
updates on how customer suggestions are being acted upon, companies reinforce their
commitment to listening and improving. This not only demonstrates respect for
customer input but also builds trust and strengthens relationships. The ability to turn
feedback into meaningful improvements underscores the company's dedication to

continuous improvement and highlights the value of actively listening to and engaging

with customers.

Customer Service Representatives also recognize the crucial role of active listening
in their interactions with customers. One CSR noted,
“We are trained to listen carefully to customer feedback and ensure that it is
recorded accurately. It’s important for us to show that we value their input and are

working to address their concerns.”
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This statement underscores the training and practices that CSRs undergo to ensure
they are attentive to customer feedback. By meticulously documenting and addressing
feedback, CSRs play a pivotal role in demonstrating to customers that their opinions
are valued. This attentiveness helps in maintaining customer trust and satisfaction by
ensuring that their concerns are acknowledged and acted upon. Effective listening by
CSRs not only facilitates immediate problem resolution but also contributes to long-
term improvements in service quality. Another CSR shared,

“When customers see that their feedback leads to actual changes, it boosts their

confidence in our service. It’s not just about hearing them but showing that we take

’

their suggestions seriously and act on them.’
This excerpt reflects the CSRs' understanding of the importance of not just listening

to but also acting on customer feedback. The CSR's observation highlights that seeing
tangible outcomes from their input can significantly enhance customer confidence and
satisfaction. It demonstrates the direct correlation between active listening and the
implementation of improvements, which reinforces the company’s commitment to
continuously enhancing its service. By translating feedback into meaningful changes,
CSRs help to solidify customer trust and underscore the value of their contributions.
This proactive approach to addressing customer suggestions is integral to fostering a

positive customer experience and maintaining high service standards.

From a managerial perspective, active listening is viewed as an essential component
of effective complaint management and service improvement. One manager explained
“Active listening is fundamental to our approach because it allows us to gain a deep
understanding of customer needs and pain points. We incorporate it into our training
programs to ensure that our staff not only hears but comprehends and acts upon
customer feedback. This approach helps us make informed decisions about service
enhancements and policy changes.”

This statement underscores the strategic role that active listening plays in shaping
service policies and practices. By integrating active listening into training and
operational procedures, managers ensure that feedback from customers directly

influences decision-making processes. This commitment to understanding and

addressing customer concerns effectively enables the company to refine its service
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offerings and adapt to evolving customer expectations. Another manager pointed out
that:
“Incorporating customer feedback into our service strategy is more than just a
reactive measure, it’s a proactive way to foster customer loyalty and improve our

service quality. When we actively listen and make visible changes based on that

feedback, it sends a strong message to our customers that their opinions are valued
and that we are dedicated to continuous improvement. This process not only
enhances our service but also helps in building a stronger, more trustful relationship
with our customers.”

This excerpt highlights the managerial focus on using active listening as a strategic
tool for reinforcing customer relationships and driving service excellence. By
systematically integrating feedback into strategic decisions, managers demonstrate the
company's commitment to addressing customer concerns and enhancing overall
satisfaction. This proactive engagement with customer feedback helps build a

reputation for responsiveness and reliability, which is crucial for maintaining and

growing customer loyalty.

4.3.3.2. Subtheme B: Systematic Feedback Mechanisms

Customers appreciated the implementation of systematic feedback mechanisms,
which provided structured and reliable methods for sharing their opinions and
witnessing tangible improvements. These mechanisms were seen as a critical
component in fostering a sense of engagement and accountability between the company
and its customers. By establishing clear and consistent processes for gathering
feedback, companies were able to create an environment where customers felt their
voices were not only heard but also valued and acted upon. This approach helped bridge
the gap between customer experiences and service enhancements, ensuring that
feedback was systematically reviewed and integrated into ongoing improvements. The
predictability and reliability of these mechanisms instilled confidence in customers,
reassuring them that their contributions were integral to the company’s efforts to
elevate service quality. Additionally, the transparent nature of these feedback systems

allowed customers to see the direct impact of their input,
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further enhancing their trust in the company’s commitment to addressing their needs
and continuously improving their services. One customer shared,

“The follow-up surveys the company sends after my service interactions are very
thorough. They cover various aspects of the service I received, and it’s reassuring to
know that my feedback is systematically reviewed and used to drive improvements.”

This feedback highlights how customers value structured feedback processes that
ensure their opinions are not just collected but also thoughtfully considered and acted
upon. By systematically reviewing and integrating feedback, companies demonstrate
their commitment to continuous improvement, which enhances customer satisfaction
and loyalty. Another customer said

“When I received a call from the company to discuss my feedback and how it would
help improve their services, it was a positive experience. The representative
explained how my suggestions would be implemented, making me feel like my input
was truly valued. This systematic approach to feedback shows that the company is
dedicated to making meaningful changes based on customer input.”

This excerpt illustrates the impact of systematic feedback mechanisms on customer
perceptions. Proactive follow-up, such as personalized calls to discuss feedback,
reinforces the company’s commitment to addressing customer concerns and making
improvements. By demonstrating that customer feedback leads to real changes,
companies can build stronger relationships with their customers and enhance overall

service quality.

Customer Service Representatives (CSRs) see systematic feedback mechanisms as
crucial tools for improving service delivery and customer satisfaction. One CSR
remarked,

“Using structured tools like surveys and feedback forms helps us identify recurring
issues and areas for improvement. It’s a valuable part of our process for enhancing

service quality.”

This statement highlights the operational benefits of systematic feedback
mechanisms for CSRs. By utilizing structured feedback tools, CSRs can more
effectively address common issues and contribute to overall service improvements.

These tools provide a consistent method for capturing customer insights, which in turn
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allows CSRs to recognize patterns and prioritize areas that need attention. The ability
to systematically gather and analyze feedback enables CSRs to make informed
decisions and take targeted actions to resolve issues, thereby enhancing the customer
experience. Another CSR noted,

“When we implement feedback mechanisms, it helps us maintain a clear record of
customer concerns and the actions taken to address them. This systematic approach
ensures that we are consistently improving our service based on actual customer
input.”

This excerpt reflects the importance of systematic feedback mechanisms in
supporting CSRs’ efforts to deliver high-quality service. By providing a structured
approach to capturing and acting on feedback, these mechanisms enable CSRs to better
meet customer needs and enhance overall service delivery. Having a detailed record of
customer feedback and the corresponding actions taken allows CSRs to track progress
and ensure that no issues are overlooked. This transparency and accountability in
handling feedback foster trust with customers, as they can see that their concerns are
being taken seriously and addressed in a structured manner. The systematic use of
feedback not only helps in resolving individual issues but also drives continuous
improvement across the service spectrum, ultimately leading to higher customer

satisfaction and loyalty.

Managers view systematic feedback mechanisms as integral to their strategic
approach to service improvement. One manager explained,
“Implementing structured feedback systems allows us to collect and analyze customer
opinions systematically. This data-driven approach helps us identify trends, address

’

recurring issues, and make informed decisions about service enhancements.’

This statement underscores the strategic value of systematic feedback mechanisms
in guiding service improvements and ensuring that customer concerns are effectively
addressed. By systematically collecting and analyzing feedback, managers can gain
valuable insights into customer experiences and preferences. This process enables them
to detect patterns and recurring issues, which can be addressed proactively to prevent
future problems. The ability to make informed, data-driven decisions based on

customer feedback ensures that service improvements are aligned with actual customer
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needs and expectations, thereby enhancing overall service quality.Another manager
highlighted,

“We use feedback data to continually refine our service offerings and operational
practices. A systematic approach to feedback ensures that we’re responsive to
customer needs and can adapt our strategies based on real insights.”

This excerpt reflects the managerial focus on leveraging systematic feedback
mechanisms to drive continuous improvement. By systematically analyzing feedback
data, managers can make targeted enhancements to service quality and operational
practices, ultimately contributing to greater customer satisfaction and loyalty. The
feedback data provides a solid foundation for understanding customer preferences and
pain points, enabling managers to implement changes that directly address these areas.
This proactive and adaptive approach not only helps in resolving current issues but also
in anticipating and mitigating potential future problems. The continuous refinement of
services based on systematic feedback ensures that the company remains responsive
and agile in meeting customer needs, fostering a culture of excellence and continuous
improvement. Moreover, the integration of systematic feedback mechanisms into
strategic planning allows managers to set measurable goals and track progress over
time. This approach ensures that service improvements are not only implemented
effectively but also evaluated for their impact on customer satisfaction and loyalty. The
ability to monitor and measure the effectiveness of changes based on real customer
feedback ensures that resources are allocated efficiently and that the company’s efforts
are focused on areas that will yield the greatest benefit. This strategic use of
feedback data underscores the importance of a customer-centric approach in service
management, where customer insights are at the heart of decision-making processes.
By continuously adapting and refining their strategies based on systematic feedback,
managers can ensure that their company remains competitive and responsive to

evolving customer expectations.
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4.3.4. Theme 4: Transparent Organizational Culture

4.3.4.1. Subtheme A: Openness and Honesty

Customers highly valued transparency in how their complaints were handled. One
participant mentioned,

“The representative was very open about the process and what to expect. That
honesty made me trust them more.”

This feedback emphasizes the importance of clear and honest communication in
building trust with customers. When representatives provide detailed information
about the complaint resolution process, it reassures customers that their concerns are
being taken seriously and handled with integrity. Transparency in customer service is
a critical factor that can influence customer perceptions and satisfaction. When
customers feel that they are being kept in the loop and that the representatives are
being honest about the process, it builds a foundation of trust. This trust is crucial
because it not only helps in resolving the current issue but also enhances the overall
relationship between the customer and the company. A transparent approach ensures
that customers are aware of what steps are being taken to address their concerns and
what they can expect in terms of resolution timelines. Another customer shared, “When
they explained the steps they were taking to resolve my issue and gave me a realistic
timeline, it made me feel confident that they were genuinely working on it.”

Transparency in communication is crucial for enhancing customer confidence and
satisfaction. By openly discussing the complaint resolution process and setting clear
expectations, companies can build a stronger sense of trust and reliability. When
customers are informed about how their issues will be addressed and what to expect,
they feel valued and reassured, which fosters a positive perception of the brand. This
openness not only alleviates frustration but also strengthens emotional connections,

leading to increased customer loyalty and a better overall reputation for the company.

Customer Service Representatives (CSRs) also recognize the importance of
transparency in their roles. One CSR remarked,
“Being upfront with customers about what’s happening with their complaints helps
build trust. We make sure to explain every step of the process and any potential

delays.”
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This statement highlights the operational role that transparency plays in customer
interactions. By being honest and forthcoming, CSRs can manage customer
expectations more effectively and reduce frustration. Another CSR shared,

“When we are transparent about the process, it helps de-escalate situations.
Customers appreciate knowing exactly what is being done to resolve their issue.”
This excerpt reflects the practical benefits of transparency in complaint

management. Clear communication can help defuse potentially tense situations by
providing customers with a clear understanding of the resolution process, thus

improving overall customer satisfaction.

From a managerial perspective, promoting transparency is viewed as an essential
component of effective complaint management and service improvement. One
manager explained,

“We emphasize the importance of transparency in our training programs because it’s
critical for understanding customer needs and making informed decisions about

’

service improvements.’

This statement underscores the strategic role that transparency plays in shaping
service policies and practices. By prioritizing transparency, managers ensure that
customer feedback informs decision-making and drives continuous improvement.
Another manager said:

“Integrating transparency into our service strategy not only improves our offerings
but also demonstrates to customers that their voices matter. This approach builds
trust and strengthens our relationship with them.”

This excerpt highlights the managerial focus on using transparency as a tool for
building stronger customer relationships and enhancing service quality. By actively

incorporating transparent practices into strategic decisions, managers reinforce the

company's commitment to customer satisfaction and service excellence.

4.3.4.2. Subtheme B: Internal Communication
Effective internal communication within an organization is a cornerstone of efficient
complaint resolution. Customers consistently highlighted that the ability of internal

teams to communicate and coordinate effectively is crucial for addressing their
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concerns swiftly and accurately. When employees across various departments work
together seamlessly, it reflects a well-organized system that can manage complaints
efficiently. One customer noted,
“I could tell that the team was well-coordinated and informed about my issue, which
made the resolution process smooth and quick.”

This feedback highlights the importance of fostering a transparent and
communicative internal culture. When internal teams share information effectively, it
not only accelerates the resolution process but also demonstrates to customers that their
concerns are being handled competently. Customers frequently emphasized how
seamless internal communication contributed to a positive service experience. Another

customer mentioned,

“Knowing that different departments were in sync and aware of my issue reassured

me that my complaint was being taken seriously.”

This insight underscores the significance of internal communication in ensuring that
customer complaints are handled efficiently and professionally. Furthermore,
customers reported that that a well-coordinated internal communication strategy helped
prevent unnecessary delays and minimizes misunderstandings. By reducing the need
for repeated explanations and addressing issues promptly, organizations can
significantly enhance the overall customer experience. In summary, robust internal
communication is not only essential for swift complaint resolution but also plays a

critical role in building trust and satisfaction among customers.

Customer Service Representatives also recognize the significant value of effective
internal communication in their roles. From their perspective, clear and structured
communication within the organization is crucial for maintaining high service
standards. One Customer Service Representative articulated this by stating,

“Clear internal communication ensures that we are all on the same page and can
provide accurate updates to customers. It’s essential for maintaining a high level of
service.”

This statement underscores how well-coordinated internal communication is

fundamental in supporting the efficiency and precision of customer service operations.

When Customer Service Representatives are informed and aligned with their
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colleagues, they can deliver more consistent and reliable service, which directly
impacts the quality of the customer experience. Moreover, another Customer Service
Representative elaborated on the benefits of internal communication by saying,
“When our team communicates well internally, it reflects positively on our ability to
resolve customer issues quickly. Customers notice when we are well-coordinated. ™
This observation highlights how effective internal communication not only
improves operational efficiency but also enhances customer perceptions of service
quality. When Customer Service Representatives work together seamlessly and are in
sync with internal processes, it results in faster and more effective problem resolution.
Customers are keenly aware of the organization’s internal coordination, and their
positive experiences are often a reflection of how well internal teams communicate and

collaborate.

Managers view systematic internal communication as integral to their strategic
approach to service improvement. One manager explained,

“Implementing structured communication systems allows us to coordinate efforts
across departments effectively. This ensures that customer issues are addressed
promptly and accurately.”

This statement underscores the strategic value of internal communication in guiding
service improvements and ensuring that customer concerns are effectively addressed.
Another manager highlighted,

“We use internal communication tools to continually refine our processes and ensure
that all team members are informed and aligned. A systematic approach to
communication ensures that we’re responsive to customer needs and can adapt our
strategies based on real insights.”

This excerpt reflects the managerial focus on leveraging internal communication
mechanisms to drive continuous improvement. By systematically coordinating efforts
and sharing information, managers can make targeted enhancements to service quality

and operational practices, ultimately contributing to greater customer satisfaction and

loyalty.
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4.3.5. Theme 5: Customer Trust in Company

4.3.5.1. Subtheme A: Reliability and Consistency

Reliability and consistency are critical components in building customer trust.
Customers value a company’s ability to deliver dependable service and maintain a
consistent standard over time. One customer reflected on their experience with the
company, saying,

“I've had several issues over the years, but my telecom company always resolve them
efficiently, which has built my trust in the company.”

This comment highlights how a history of reliable and effective issue resolution
contributes to the customer's trust. Consistent positive experiences reinforce the
customer’s confidence in the company’s ability to handle problems efficiently. Another
customer added,

“Whenever I've had a problem, I know I can count on my telecom service provider to
handle it swiftly and professionally. This consistency has made me a loyal customer.”

This feedback emphasizes that consistent service delivery, marked by swift and

professional handling of issues, enhances customer loyalty. The predictability of
service quality and the assurance of timely resolution are crucial in reinforcing trust
and ensuring long-term customer relationships.

Customer Service Representatives also pointed out that reliability and consistency
are crucial in maintaining customer trust. One CSR explained,

“Our ability to consistently address customer issues and provide reliable solutions is
key to building long-term trust. Customers notice when we are dependable.”

This perspective highlights that CSRs' consistent performance in managing
customer issues and delivering solutions is essential for fostering trust. Their reliability
in handling interactions directly affects the customer's perception of the company’s
dependability. Another CSR noted,

“We strive to ensure that every customer interaction is handled with the same level of
efficiency and care. This consistency helps build trust with our customers.”

This statement underscores the importance of internal consistency in service

delivery. By maintaining high standards of efficiency and care in every interaction,
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CSRs contribute to a consistent and reliable customer experience, which strengthens

overall trust.

Managers play a pivotal role in establishing and maintaining systems that ensure
reliability and consistency in service delivery. One manager remarked,

“Our focus on maintaining consistent service quality across all customer interactions
is fundamental to earning and retaining trust. We measure our success based on how
reliably we handle customer issues.”

This emphasis on consistency underscores the strategic importance managers
place on delivering uniform service quality. To achieve this, managers develop and
enforce comprehensive service standards and guidelines, which include standardized
procedures for handling customer issues and training programs for staff. This
systematic approach helps eliminate variability in service delivery, ensuring that
customers receive a reliable and predictable experience. Managers also implement
performance metrics and key performance indicators (KPIs) to monitor compliance
with these standards, such as tracking average resolution times and customer
satisfaction scores. By regularly reviewing these metrics, managers can identify areas
for improvement and make necessary adjustments to maintain high service quality,
reinforcing the company's commitment to reliability. In addition to implementing and
monitoring service standards, managers play a crucial role in fostering a culture of
consistency and reliability within the organization. Another manager added,
“Consistency in service and addressing customer concerns effectively are key metrics

we use to evaluate our performance. Reliable service helps in strengthening our

customer relationships.”

This feedback highlights how managers use performance metrics to assess and
enhance service reliability, thereby strengthening customer relationships. Managers
ensure that service delivery aligns with customer expectations by analyzing data on
service performance and customer feedback. They also work to create a supportive
environment where high standards of service are valued and rewarded. This includes
setting clear performance expectations, providing ongoing training, and recognizing
staff who excel in delivering consistent and reliable service. By embedding these

principles into the organizational culture, managers contribute to a robust foundation
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of customer trust, ensuring that the company consistently meets and exceeds customer

expectations.

4.3.5.2. Subtheme B: Ethical Practices

Ethical practices are central to building and sustaining customer trust. For
customers, ethical behavior includes fairness, transparency, and honesty. One customer
emphasized,

“I trust this company because they are transparent about their billing practices and
always communicate honestly. It’s clear they value ethical conduct.”

This feedback highlights how transparency in billing and honest communication
contribute to the customer’s trust. Ethical practices in financial transactions and
communication reassure customers of fair and respectful treatment. Another customer
shared,

“Knowing that the company follows ethical practices in all their dealings makes me

feel secure and valued as a customer.”

This statement reflects the crucial role that ethical behavior plays in fostering a sense
of security and value among customers. When customers perceive that a company
adheres to high ethical standards, it significantly enhances their overall trust and
confidence in the company’s commitment to fair and transparent treatment. Ethical
practices, such as fair billing, honest communication, and transparent policies,
contribute to a positive customer experience by reassuring customers that they are being
treated fairly and with respect. This perception of ethical integrity not only builds trust
but also creates a secure environment where customers feel valued and respected.
Moreover, this sense of security and trust is directly linked to customer satisfaction
with complaint resolution. When a company is perceived as ethical, customers are
more likely to believe that their complaints will be handled fairly and with due

consideration.

Customer Service Representatives (CSRs) are instrumental in upholding ethical

practices in customer interactions. One CSR shared,
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“Ethical practices are crucial for maintaining customer trust. When we handle
customer interactions with honesty and fairness, it strengthens our relationship with
them.”

This feedback underscores the critical role CSRs play in ensuring ethical behavior in
every customer interaction. By adhering to principles of honesty and fairness, CSRs
not only address customer concerns effectively but also build a foundation of trust. This
ethical approach is essential for creating a positive customer experience, as it reassures
customers that they are being treated with integrity and respect. Moreover, adherence to
ethical standards in service delivery is key to maintaining and enhancing customer trust.
When customers feel that their issues are being handled transparently and justly, they
are more likely to develop a sense of loyalty towards the company. This trust is further
reinforced when CSRs consistently apply ethical practices, demonstrating the
company's commitment to fair treatment. For instance, if a customer has a
complaint about a billing discrepancy and the CSR resolves it honestly and fairly,
the customer is more likely to feel satisfied with the resolution. This satisfaction is
rooted in the customer's confidence that the company values their concerns and is
dedicated to ethical principles. Another CSR noted,

“We are trained to uphold ethical standards in all customer interactions. This
commitment is essential for building trust and ensuring that customers feel respected
and valued.”

This statement highlights the importance of ethical training and adherence among
CSRs. Training programs that emphasize ethical standards equip CSRs with the
knowledge and skills needed to handle customer interactions with integrity. This

preparation is vital for fostering a culture of ethics within the organization and

ensuring that all customer interactions are conducted with a high level of moral
responsibility. By applying ethical practices consistently, CSRs help foster a positive
perception of the company and strengthen customer relationships. Customers who
perceive that the company operates ethically are more likely to trust its services and
remain loyal. This positive perception is crucial for customer retention and satisfaction,
as it encourages customers to feel confident in the company’s commitment to their

well-being. Furthermore, ethical behavior in resolving customer complaints enhances
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the overall satisfaction with the resolution process. When customers believe that their
issues are addressed fairly and transparently, they are more likely to be satisfied with

the outcome, thereby strengthening their trust in the company.

Managers are responsible for creating and enforcing ethical policies within the
organization. One manager remarked,

“Maintaining ethical standards in all aspects of our business is essential for building
and sustaining customer trust. We ensure that our policies and practices reflect our
commitment to ethical conduct.”

This insight emphasizes the strategic importance of ethical practices. Managers are
tasked with ensuring that the company’s policies align with high ethical standards,
which is crucial for sustaining customer trust. By embedding ethical principles into the
core operational framework, managers create an environment where ethical behavior is
not only encouraged but expected. This proactive approach to ethical management
helps establish a culture of integrity, which is essential for building long-term trust
with customers. Furthermore, managers play a pivotal role in integrating ethical
considerations into every facet of the business. They ensure that ethical guidelines are
clearly communicated to all employees and that these standards are consistently applied
in all customer interactions. This comprehensive approach to ethics management
involves regular training and updates to keep the workforce informed about best

practices and emerging ethical issues. By fostering a strong

ethical culture, managers help create a trustworthy and reliable service environment
that resonates with customers, thereby enhancing their overall experience and
satisfaction. Another manager added,

“We monitor and evaluate our ethical practices regularly to ensure that we meet the
highest standards of integrity. This focus on ethics helps in strengthening our
customer relationships and trust.”

This feedback reflects the managerial commitment to the ongoing evaluation of
ethical practices. By continuously assessing and reinforcing ethical standards,
managers contribute to maintaining a solid foundation of trust with customers. Regular
audits and reviews of ethical practices help identify areas for improvement and ensure

that the organization remains aligned with its ethical commitments. This continuous
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improvement process is vital for adapting to new challenges and maintaining the
highest levels of integrity in customer interactions.

In addition to regular monitoring, managers also implement feedback mechanisms
to capture customer perceptions of the company's ethical conduct. This customer-
centric approach allows managers to gain valuable insights into how their ethical
policies are perceived and to make necessary adjustments to meet customer
expectations better. By actively seeking and incorporating customer feedback,
managers demonstrate their commitment to transparency and accountability, further
strengthening trust and loyalty. The connection between ethical management and
customer satisfaction with complaint resolution is evident. When managers uphold and
reinforce ethical standards, it sets the tone for how customer service representatives
handle complaints. Ethical conduct in complaint resolution ensures that customers feel
their issues are addressed fairly and justly, which is crucial for their satisfaction. For
example, if a customer feels that their complaint about a service failure is resolved with
integrity and fairness, they are more likely to be satisfied with the outcome and trust

the company more.

4.3.6. Theme 6: Customer Behavior Sensitivity

4.3.6.1. Subtheme A: Understanding Customer Needs
Sensitivity to customer needs and behaviors was highlighted as a key factor in
effective complaint management. One customer shared,
“They understood my specific needs and provided a tailored solution”
Emphasizing the importance of personalized service. This feedback underscores how
crucial it is for companies to not only recognize but also respond to the unique needs of
each customer. When companies demonstrate an understanding of individual
preferences and requirements, it significantly enhances customer satisfaction and trust.
Another customer noted,
“I felt like they really listened to my concerns and addressed them specifically, rather
than giving a generic response.”
This statement highlights the value customers place on being heard and receiving

individualized attention. Personalized service not only meets the immediate needs of
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customers but also builds a stronger, more personal connection between the customer

and the company.

Customer Service Representatives (CSRs) also recognized the importance of
understanding customer needs. One CSR explained,

“By taking the time to understand what the customer really needs, we can provide

better, more effective solutions.”

This perspective reflects the proactive approach CSRs take to ensure that their
service is relevant and beneficial to each customer. Understanding the customer's
perspective allows CSRs to offer solutions that are not only efficient but also satisfying
to the customer. Another CSR added,

“We try to gather as much information as possible about the customer's issue before
proposing a solution. This helps us address the root cause of the problem and not just

1

the symptoms.’

This approach demonstrates a deep commitment to resolving issues thoroughly and
effectively. By focusing on understanding and addressing the underlying needs, CSRs

can provide more comprehensive and lasting solutions.

Managers play a critical role in fostering a culture that prioritizes understanding
customer needs. One manager remarked,

“We train our staff to actively listen and ask the right questions to fully understand
the customer’s situation. This is crucial for providing tailored solutions that truly
meet their needs.”

This statement underscores the strategic importance of training and development in
enhancing customer service. Managers ensure that staff have the skills and tools
necessary to understand and address customer needs effectively. Another manager
noted,

“Our customer feedback system is designed to capture detailed insights about
customer preferences and pain points. This information helps us continuously
improve our service offerings to better align with customer needs.”

This feedback highlights the importance of leveraging customer insights to drive

service improvements. By systematically collecting and analyzing customer feedback,

120



Wuhan University of Technology - Doctor’ s Degree Dissertation

managers can identify trends and areas for enhancement, ensuring that the company

remains responsive to evolving customer needs.

4.3.6.2. Subtheme B: Proactive Problem Solving
Proactive problem-solving approaches, where companies anticipated issues before
they escalated, were highly appreciated by customers. One customer noted,
“My telecom company texted to inform me about a potential issue before I even

noticed it,”’

Highlighting the value of proactive customer service. This proactive approach not
only prevents problems from escalating but also demonstrates a company's
commitment to customer care and attentiveness. Another customer shared,

“It was reassuring to know that they were monitoring my account and could address
issues before they became major problems.”

This feedback reflects the peace of mind that proactive service provides to
customers. By anticipating and addressing potential issues early, companies can

enhance customer satisfaction and trust.

Customer Service Representatives (CSRs) are at the forefront of proactive problem-
solving. One CSR stated,
“We are encouraged to look for potential issues and address them before the
customer even has to contact us.”

This proactive mindset helps CSRs provide a higher level of service and prevents
issues from escalating. By taking the initiative, CSRs can resolve problems quickly and
efficiently, which is appreciated by customers. Another CSR mentioned,

“Being proactive means we have to be vigilant and think ahead. It’s about predicting
what might go wrong and fixing it before it affects the customer.”

This approach requires a high level of attentiveness and foresight. By staying ahead
of potential problems, CSRs can maintain smooth and positive customer experiences,

thereby enhancing trust and satisfaction.

Managers also emphasize the importance of proactive problem-solving. One

manager explained,
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“We have systems in place to detect and address issues early. This helps us maintain
high service standards and avoid customer dissatisfaction.”

This statement highlights the strategic role of systems and processes in enabling
proactive service. Managers ensure that the organization is equipped to identify and
resolve issues promptly. Another manager added,

“Our goal is to be one step ahead of potential problems. We train our staff to

anticipate customer needs and address them proactively.”
This feedback underscores the importance of training and a forward-thinking
approach in customer service. By instilling a proactive mindset in their teams,

managers help create a culture of anticipation and readiness, which is crucial for

maintaining high levels of customer satisfaction and trust.

4.3.7. Theme 7: Customer Satisfaction

4.3.7.1. Subtheme A: Overall Experience

The overall experience, encompassing all the above factors, ultimately influenced
customer satisfaction in profound ways. One customer explained,

“It wasn't just about solving my issue; it was about how they made me feel valued

throughout the process.”

This feedback highlights that customer satisfaction is not solely dependent on the
resolution of a problem but also significantly influenced by the emotional and
psychological journey the customer undergoes during the resolution process. A holistic
approach to customer service, where customers feel valued and respected, can turn a
potentially negative experience into a positive one. Another customer shared,

“From the moment I contacted them to the follow-up after my issue was resolved,
every interaction was professional and courteous. It made a huge difference in how I
perceived the company.”

This statement emphasizes the importance of every touchpoint in the customer

journey. Consistent professionalism and courtesy across all interactions not only

resolve issues but also reinforce a positive perception of the company. This

comprehensive and consistent approach is crucial for fostering trust and satisfaction

among customers.
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Customer Service Representatives (CSRs) play a pivotal role in shaping the overall
customer experience. One CSR remarked,

“We strive to make every interaction positive, regardless of the nature of the
customer's issue. Our goal is to ensure they feel heard and respected throughout the
process.”

This perspective underscores the CSR's commitment to providing a high-quality
experience that goes beyond mere problem-solving. By focusing on the overall
experience, CSRs help build a more positive and enduring relationship with customers.
Another CSR added,

“It's important to us that customers leave the interaction feeling better than when
they first contacted us. This means we not only solve their problems but also uplift
their spirits.”

This approach reflects a deeper understanding of customer service, where the
emotional well-being of the customer is as important as the technical resolution of their
issue. By prioritizing the customer's emotional journey, CSRs contribute to a more

holistic and satisfying customer experience.

Managers are also instrumental in ensuring a positive overall customer experience.

One manager noted,
“We emphasize the importance of empathy and emotional intelligence in our

training programs. A positive overall experience is about connecting with customers
on a human level.”

This insight highlights the strategic importance managers place on empathy and
emotional intelligence. By fostering these qualities in their teams, managers ensure
that the customer experience is not only efficient but also compassionate and
empathetic. Another manager remarked,

“Our feedback systems are designed to capture the entire customer journey, not just
the resolution. This helps us understand and improve the overall experience”.

This feedback illustrates the comprehensive approach managers take in evaluating
customer service. By focusing on the entire customer journey, managers can identify
areas for improvement and ensure that every aspect of the customer experience meets

high standards of quality and satisfaction.

123



Wuhan University of Technology - Doctor’ s Degree Dissertation

4.3.7.2. Subtheme B: Long-term Relationship

Long-term customer relationships were built on consistently positive experiences,
creating a foundation of trust and loyalty. One customer remarked,

“I've been with this company for years because they always handle my complaints

well”

Underscoring the importance of sustained satisfaction. This feedback highlights that
consistency in service quality and complaint resolution is crucial for retaining
customers over the long term. A company that consistently meets or exceeds customer
expectations fosters loyalty and long-term relationships. Another customer shared,

“I stay with them because I know I can rely on their service. Every time I have an

issue, they handle it efficiently and courteously.”

This statement emphasizes the importance of reliability and courteous service in
building long-term customer relationships. When customers know they can depend on
a company to handle their issues with care and efficiency, they are more likely to

remain loyal and continue their relationship with the company.

Customer Service Representatives (CSRs) understand the importance of building
long-term relationships with customers. One CSR explained,
“Our goal is to not just resolve the current issue but to build trust for future
interactions. We want customers to feel confident that they can count on us anytime.”
This perspective reflects the proactive approach CSRs take in fostering long-term
relationships. By focusing on trust and reliability, CSRs help ensure that customers
return to the company whenever they need assistance. Another CSR noted,

“We aim to create a positive impression that lasts beyond the immediate interaction.
Building long-term relationships means being consistent in our service quality.”
This feedback highlights the ongoing effort required to maintain high service

standards. By consistently delivering quality service, CSRs contribute to the

development of enduring customer relationships.

Managers play a crucial role in supporting long-term customer relationships. One
manager stated,
“We prioritize customer retention by ensuring our service quality remains high and

consistent. Long-term relationships are built on trust and reliability.”
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This insight underscores the strategic importance managers place on consistency
and reliability in service delivery. By maintaining high standards, managers help build
a solid foundation for long-term customer relationships. Another manager added,
“Our retention strategies focus on understanding customer needs and exceeding their

expectations consistently. This approach helps us build lasting relationships.”
This statement highlights the importance of exceeding customer expectations

regularly. By consistently going above and beyond, managers ensure that customers

remain satisfied and loyal to the company over the long term.

4.4. Discussions, Implications and Conclusions

This section presents a concise discussion summary, reflecting the nature of
qualitative research where findings are often intertwined with discussion to enhance clarity
and interpretive value. Rather than separating results and analysis rigidly, the study
integrates both to provide a richer understanding of the issues under investigation. This
approach ensures that the insights emerging from participants’ views are immediately
contextualized, interpreted, and linked to broader themes and literature. As such, the
findings already presented contain the majority of the discussion, with the section below

serving only as a short summary to consolidate the key points.

4.4.1. Discussion

The findings of this study offer crucial context to the mixed and sometimes contradictory
results found in existing complaints management literature. While prior quantitative studies
frequently identify responsiveness and service quality as key drivers of satisfaction
[1,30,84], our findings reveal the deeper emotional and social processes underpinning these
dimensions such as feeling valued through timeliness and reassured by correct, first-time
solutions. This helps explain why some studies report inconsistent effects: without
capturing these experiential nuances, purely numerical metrics may miss how satisfaction
is actually constructed in customer interactions.

The prominent role of social media influencers in shaping perceptions of accountability
and transparency provides a novel lens rarely accounted for in mainstream models. Existing
frameworks, developed largely in Western, service-mature contexts, do not incorporate

these socially embedded influences, which appear especially powerful in developing
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country settings where trust deficits and communal networks shape consumer behavior
[55,139]. This insight helps clarify why traditional complaint management constructs
sometimes fail to predict satisfaction reliably in similar environments.

Our findings highlight that active listening, openness, and coordinated internal
communication play a critical role in shaping how complaints are managed. Unlike many
quantitative studies that tend to simplify or collapse these dimensions into a single construct
such as “responsiveness” [84,88], our qualitative evidence shows that each of these
elements carries its own weight while also working together to reinforce one another.
Active listening ensures that customer concerns are genuinely understood, openness builds
credibility and transparency, and coordinated communication aligns internal efforts to
deliver consistent responses. When combined, these factors create a foundation of trust that
enhances the overall effectiveness of complaint handling. This more nuanced perspective
sheds light on why existing research has produced conflicting findings about the influence
of organizational transparency and feedback utilization [125,128]. The complexity we
identify suggests that these factors should not be treated as isolated variables, but rather as
interconnected processes that collectively determine customer perceptions and outcomes
[192].

By contextualizing these themes in the lived realities of customers, CSRs, and managers,
this study lays the groundwork for developing culturally and contextually valid constructs
suitable for emerging economies. Quantitative research that operationalizes these nuanced
dimensions can move beyond generic measures to more accurately assess their relative
influence and interactions. Such an approach is essential to reconcile contradictory findings
and enhance predictive power, ultimately leading to more effective, locally attuned

complaint management strategies.

4.4.2. Theoretical Implication

The qualitative findings of this study offer several significant theoretical contributions
to the literature on complaints management and customer satisfaction. By systematically
analyzing verbatim transcripts from managers, customer service representatives, and
customers, this research uncovers novel dimensions that enrich and extend traditional

theoretical frameworks in this field.
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Firstly, the identification of Social Media Influencer Utilization and Customer Behavior
Sensitivity introduces critical yet underexplored factors in complaints management theory.
While classic models such as the SERVQUAL framework by Parasuraman, Zeithaml, &
Berry, (1988) and traditional complaint resolution theories by Davidow (2003) emphasize
service quality and direct company-customer interactions, these themes highlight the
growing importance of indirect digital influences and individual perceptual differences in
shaping customer satisfaction. This aligns with recent advances in digital marketing and
CRM literature which recognize social media as a powerful arena for shaping consumer
perceptions and behaviors[99,121,136]. Incorporating these dimensions challenges existing
models to evolve beyond face-to-face or call center interactions by integrating the dynamic,
networked nature of social media engagement and customer psychological traits as core
theoretical constructs.

Secondly, the emergence of Transparent Organizational Culture as a distinct and
influential factor reinforces organizational transparency and ethical communication as
pivotal in cultivating customer trust and effectively managing complaints. This finding
extends foundational trust theories in service management by operationalizing transparency
not merely as a normative ideal but as an actionable organizational characteristic with direct
effects on customer satisfaction[113]. It highlights how transparent communication
practices enhance perceptions of organizational integrity, thereby reducing customer
uncertainty and improving complaint outcomes. This nuance adds depth to the theoretical
discourse on trust-building mechanisms within service recovery literature [138,139].

Furthermore, the study’s rigorous mixed-methods approach grounding quantitative
constructs in rich qualitative data through systematic coding provides a methodological
contribution by demonstrating how theoretical models can be rooted in authentic customer
and practitioner experiences. This approach improves the ecological validity of complaints
management theories, particularly in the telecom sector where the complexity of
multichannel interactions demands nuanced measurement. It supports calls from scholars
Creswell & Plano Clark, (2011) for methodological pluralism in service research to better
capture the multifaceted realities of customer-company relationships.

Collectively, Our findings refine theoretical understanding of complaints management

by showing that responsiveness is multi-dimensional, encompassing active listening,
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openness, and coordinated internal communication. Through CRM theory, these processes
collectively build trust: listening conveys empathy, openness signals credibility, and
coordination ensures consistent responses. Using the SOR framework, they act as stimuli
shaping customer perceptions, which drive satisfaction with complaint resolution. This
perspective challenges prior simplifications, highlighting that trust formation is dynamic
and that complaint-handling effectiveness arises from the interplay of these interdependent

processes, particularly in service-intensive contexts like telecommunications.

4.4.3. Conclusions

The qualitative analysis provided valuable insights into the critical factors influencing
customer satisfaction within complaints management practices. Through in-depth
interviews with managers, customer service representatives, and customers, several key
themes emerged, including service quality, social media influencer engagement, customer
feedback utilization, transparent organizational culture, trust in the company, and customer
behavior sensitivity. These themes reflect the multifaceted nature of complaint handling
and highlight the importance of speed, consistency, personalized interactions, and ethical
transparency in fostering customer trust and satisfaction.

By systematically coding and refining these themes, a robust framework was developed
to understand how these elements interact to shape customer perceptions and satisfaction.
Importantly, these qualitative findings guided the development of measurable constructs
for subsequent quantitative analysis, ensuring the study's comprehensive exploration of
complaints management. Ultimately, this integrated approach advances our understanding
of effective complaint management strategies and their impact on enhancing customer
satisfaction. The Table 4.2 shows the summary of themes that were developed in this

qualitative and how they are useful in the quantitative study that follows
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Table 4.2 Emerging themes from Qualitative Analysis used for Quantitative Study

Constructs Developed for Quantitative

Emerging Themes From Qualitative Study Study

Speed of Issue Resolution
Consistency and Reliability of Service Service Quality

Personalization of Customer Interactions

Engagement with Influencers . . o
Social Media Influencer Utilization

Impact of Influencers on Brand Perception

Integration of Customer Feedback . o
Perceived Customer Feedback Utilization

Actionable Steps from Feedback

Openness in Communication

Transparent Organization Culture
Adherence to Ethical Standards

Trust in Service Delive
4 Customer Trust in Company

Trust in Ethical Conduct

Sensitivity to Changes in Service Quality . L
] Customer Behavior Sensitivity
Response to Service Recovery Efforts

Overall Satisfaction with Service ) )
Customer Satisfaction

Satisfaction with Complaint Resolution
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Chapter S The Role of Trust and Consumer Sensitivity
in Complaints Management and Satisfaction

This chapter addresses the challenge of managing customer complaints in the telecom
sector and builds on prior qualitative findings to develop relevant quantitative variables.
Using Structural Equation Modeling (SEM) with Partial Least Squares (PLS), the study
examined how complaints management practices affect customer satisfaction, with
consumer trust as a mediator and customer behavior sensitivity as a moderator. Robustness
checks ensured reliability and validity. Results show that different practices influence
satisfaction both directly and indirectly through trust, while accounting for variations in

customer sensitivity, providing actionable insights for improving complaint handling.

5.1. Foundations of the Quantitative Study

Study 1 conducted a qualitative investigation into complaints management practices
affecting customer satisfaction, addressing the scarcity of recent research in this area. Study
2 built on these insights by converting the emergent themes into quantitative constructs,
aiming to enrich the analysis and strengthen ecological validity. This approach involved
introducing mediating and moderating variables as potential explanations for the
inconsistencies observed in previous studies on complaints management

Over the years, complaints management literature has evolved from focusing solely on
service recovery tactics such as apologies, compensation and corrective action to
incorporating broader constructs like customer satisfaction, loyalty, and even emotional
outcomes [145,169]. Scholars have examined various organizational responses to
complaints and how these influence customer perceptions, using diverse theoretical lenses
and models [103,189]. Many of these studies, however, remain grounded in linear,
unidirectional frameworks that assume a straightforward relationship between firm action
and customer satisfaction[102]. These models often regard outcomes like trust and
emotional reactivity as peripheral or static, rather than dynamic variables central to the
complaints experience[127,131,132].

One notable advancement in literature has been the exploration of trust as an outcome
of successful service recovery [67,88]. While prior research recognizes trust’s role in post-

complaint evaluations, it is commonly treated as a resultant variable, the end product of
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satisfactory complaint handling [114]. This perspective neglects the interpretive role of
trust in shaping how customers perceive the company’s actions during the complaint
process[127] . Few studies have framed trust as a mediating mechanism that explains how
and why complaint-handling practices influence customer satisfaction [135]. This is a
significant gap, as trust is a psychological filter through which customers assess a firm’s
sincerity, accountability, and competence, factors critical in service failure contexts
[168,172]. The underdeveloped theorization of trust in this mediating capacity thus leaves
a crucial explanatory void in our understanding of complaint resolution dynamics
[67,88,190]. Moreover, existing studies conflict on whether trust primarily emerges after
resolution or actively shapes customer responses throughout the complaint process, making
it essential to clarify trust’s role to design more effective complaint management strategies
that genuinely rebuild customer relationships[67,88,114].

Moreover, the literature has been largely silent on the role of individual-level
psychological  differences, particularly in terms of consumer behavior
sensitivity[98,106,144]. Despite the widespread recognition in psychology and consumer
behavior research that individuals differ in their emotional responsiveness, attention to
detail, and sensitivity to interpersonal treatment, complaints management studies rarely
account for such variations [106]. This omission has led to the widespread application of
standardized service recovery strategies, assuming that all customers will respond similarly
to uniform organizational practices[119,123]. In reality, some customers are more likely to
be influenced by tone, timing, and transparency, while others may be less
reactive[142,143]. The absence of consumer behavior sensitivity as a moderating variable
has created a blind spot in understanding why the same complaints management strategy
yields positive outcomes in some cases but fails in others.

Inconsistencies also exist in empirical findings. While some studies report strong
relationships between specific recovery tactics (speedy response, empathy) and customer
satisfaction[102, 129,130], others show weak or even negative effects [143,166]. These
contradictions may be attributable to contextual and psychological variables that have not
been sufficiently modeled such as trust and sensitivity[ 183]. For example, a highly sensitive

customer might interpret a delayed but genuine response as inadequate, whereas a low-
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sensitivity customer might find it acceptable. Without integrating these psychological
filters, findings remain fragmented and difficult to generalize.

Despite the growing recognition of trust and individual psychological differences in
complaints management, existing research largely overlooks how trust functions as a
mediating mechanism shaping customer satisfaction, and how consumer behavior
sensitivity moderates these effects [67, 88, 135, 168]. Moreover, the dominance of studies
conducted in developed economies, coupled with a heavy reliance on quantitative methods,
limits our understanding of complaint dynamics in emerging markets such as Tanzania’s
telecom sector where cultural, infrastructural, and service delivery contexts differ markedly
[1, 5,7, 16, 55]. This gap presents a critical need to investigate complaint management
practices through a lens that integrates trust as a dynamic mediator and consumer sensitivity
as a moderating variable within a contextually grounded framework [98, 106, 127].
Addressing these gaps not only advances theoretical development but also informs practical
strategies to enhance customer satisfaction and loyalty in under-researched, culturally
distinct settings [183, 190]. Therefore, this study aims to fill these voids by employing a
sequential mixed-methods approach to explore and quantify these relationships within

Tanzania’s telecom industry

5.1.1. Adoption of Themes from Qualitative into the Quantitative Study

In this study, the transition from qualitative findings to quantitative constructs involves
a systematic process where key themes identified in the qualitative research phase were
transformed into measurable constructs in the quantitative study. The qualitative research
highlighted various aspects of customer experiences in complaints management, such as
service quality, social media influencer utilization,transparency and customer trust. These
insights were calibrated with extant literature appropriately and then used to define
constructs that could be measured through survey instruments in the quantitative phase.

The themes were not only grounded in qualitative data but also reviewed against existing
literature to ensure their relevance and consistency with established frameworks. This
review allowed for the refinement and operationalization of the constructs as proposed by
literature[77,80]. This process of translating qualitative themes into quantitative constructs
ensures that the constructs are not only conceptually aligned with customer experiences but

also capable of being measured accurately. By doing so, the study maintains a strong
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connection between the in-depth, narrative-rich data from the qualitative phase and the
structured, numerical data needed for hypothesis testing in the quantitative phase. Table 5.1

presents a summary

133



Wuhan University of Technology - Doctor’ s Degree Dissertation

Table 5.1 Emergence of Quantitative Constructs from Themes

Theme

Sub themes

Customer Respondent Excerpts

Constructs for
Quantitative
Study

Service Quality

Timeliness of
Service

When I reported my issue via a social media
platform , I received a response within an hour.
That made me feel valued

and reassured.

Effectiveness of
Solutions

The issue with my internet connection was
resolved within three hour, and it was done
correctly the first time. This was a huge relief
and showed that the company knows

what it’s doing.

Service

Quality

Social Media
Influencer
Utilization

Influencer
Endorsements

When I saw an influencer talking about how
quickly their issue was resolved, it gave me
confidence to reach out to the

company.

Influencer
Engagement

Seeing influencers discussing and resolving
service issues made me feel that the company is
more accountable and transparent. It also
helped me feel part of a

larger community of customers

Social Media
Influencer
Utilization

Customer
Feedback
Utilization

Active Listening

After I provided feedback, the company reached
out to let me know they were implementing some
of my suggestions. That

made me feel heard.

Systematic
Feedback
Mechanisms

When I received a call from the company to
discuss my feedback and how it would help
improve their services, it was a positive
experience. The representative explained how
my suggestions would be implemented, making
me feel like my input was truly valued. This
systematic approach to feedback shows that the
company is dedicated to making meaningful
changes

based on customer input.

Customer
Feedback
Utilization

Transparent
Organizational
Culture

Openness and

Honesty

The representative was very open about the
process and what to expect. That honesty made
me trust them more.

Internal
Communication

Knowing that different departments were in sync
and aware of my issue reassured me that my
complaint was being taken

seriously.

Transparent
Organizational
Culture

Customer Trust
in Company

Reliability and
Consistency

I've had several issues over the years, but my
telecom company always resolve them
efficiently, which has built my trust in the
company.

Ethical Practices

1 trust this company because they are
transparent about their billing practices

and always communicate honestly. It'’s

Customer Trust
in Company
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The development of the survey instrument was a critical step in this research, ensuring
that the constructs were measured accurately and reliably. The process involved selecting
established scales from the literature to ensure validity and reliability, adapting them to fit
the context of customer complaints management in the telecom industry, and pre-testing
the instrument to refine the items as recommended by literature[81]. Each construct was
carefully chosen based on its relevance to the study objectives and its previous use in
related research. The constructs include Service Quality in Complaints (SQC), Social
Media Influencer Utilization (SMI), Perceived Customer Feedback Utilization (CFU),
Transparent Organization Culture (OCC), Customer Trust in Company (TRC), and
Customer Behavior Sensitivity (CBS). The selected scales were adapted from reputable
sources to maintain the integrity and applicability of the measurement.

A 5- point Likert scale was employed for all items, ranging from 1 (Strongly Disagree)
to 5 (Strongly Agree), to capture the respondents' perceptions and attitudes accurately. Pre-
testing involved a small sample from the target population to identify any ambiguities
or issues with the wording of the items, ensuring clarity and comprehensibility.

The table 5.2 summarizes the details of the research instrument, including the constructs,
their short forms, the variable types, the scale references, and the number of items for each

construct. The questionaires are found in the appendix

Table 5.2 Research Constructs

Construct Shortform Variable Scale and reference items
Service Quality in complaints SQC Independent [84] 12
Social Media Influencer Utilization SMI Independent [85] 10
Perceived Customer Feedback CFU Independent [86] 10
Utilization

Transparent Organization Culture OoCC Independent [87] 10
Customer Trust in Company TRC Mediator [88] 9
Customer Behavior Sensitivity CBS Moderator [89] 7
Customer Satisfaction with CSR Dependent [90] 4
resolution

5.1.2.Operationalization of Constructs
The conceptual model integrates key constructs identified through both a qualitative

study and a comprehensive literature review on complaints management and customer
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satisfaction. In social science, constructs represent abstract concepts that require clear
operational definitions to be measured empirically. These definitions specify how each
construct is quantified and observed, ensuring clarity, validity, and replicability of the

research. Table 5.3 summarizes the operational definitions used in this study.

Table 5.3 Operational Definition of Constructs

Construct Definition Source
The extent to which a service provider effectively, reliably, and
Service Quality empathetically resolves customer complaints, meeting or [85]

exceeding expectations.
The strategic use of influencers to address complaints, share

Social Media Influencer

Utilization information, and improve the company’s complaint resolution [86]
process.

. Customers’ perception of how well a company listens to, values,
Perceived Customer and uses their feedback to improve complaint handling and [87]
Feedback Utilization . : p P £

service quality.
Transparent Organization The degree of openness, honesty, and clarity in how a company [88]
Culture communicates and acts when handling customer complaints.

The belief that a company is capable and willing to resolve

Customer Trust in Compan . . 89
Y Y pany complaints and meet customer expectations. [89]

Customer Behavior The degree to which customers react intensely—emotionally or [90]

Sensitivity behaviorally—to both positive and negative service experiences.

The overall customer evaluation of their experience with the

Customer Satisfaction N . .
company’s complaint handling.

5.1.3. Complaints Management Theoretical Underppinings

The complexity of complaint management in contemporary telecom services demands
an integrated theoretical approach that transcends traditional boundaries. This study
critically engages five foundational theories: Stimulus-Organism-Response (SOR)
Framework, Service Quality Model (SERVQUAL), Customer Relationship Management
(CRM) Theory, Information Processing Theory (IPT), and Consumer Behavior Theory
(CBT) to address conceptual and contextual limitations pervasive in existing research [36].
While Chapter 2 provides an in-depth discussion of these theories,and their related gaps in
literature, the current section offers a concise preview to contextualize their application in
this study.

The SOR framework, despite its longstanding influence in explaining how external
stimuli shape internal states leading to behavioral outcomes, remains underutilized in
complaint management research beyond simplistic trust-centered models [116,117].
Prevailing studies narrowly construe the organism as trust alone, ignoring the nuanced role
of customer behavioral sensitivity which is a critical moderator that captures differential

consumer responses to complaint handling [120]. Furthermore, the dominance of Western-
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centric applications limits the framework’s explanatory power in emerging markets
characterized by distinct cultural and technological realities [119]. By expanding the
organism to integrate behavioral sensitivity and applying the SOR framework within
Tanzania’s telecom sector, this study addresses a profound theoretical gap, situating
complaint responses within culturally resonant and socially mediated stimuli such as those
situations where social media influencers are used in. shaping customer perceptions
regarding complaints resolution. This reframing challenges and enriches SOR’s classical
paradigm by foregrounding context-specific customer dynamics often overlooked in extant
models. Hence, this study uses SOR as a guiding theory in this study.

Similarly, SERVQUAL model served as a foundational framework for connecting the
service dimensions of complaints management practices with the broader theoretical
foundations of this study. Although SERVQUAL is a key model in service quality research,
it is criticized for its conceptual rigidity and its static method of measuring customer
expectations, which limits its effectiveness in capturing the dynamic and intangible
characteristics of digital telecom services [130,183]. Its inability to accommodate evolving,
technology-driven interactions has led to inconsistent findings regarding its ability to
predict customer satisfaction in complaint contexts [164]. This research addresses these
shortcomings by redefining service quality in complaint management through an integrative
approach that links SERVQUAL’s dimensions with aspects of trust and customer
behavioral sensitivity. This combined perspective allows for a more adaptive understanding
of quality gaps as they emerge during real-time complaint handling, highlighting the
evolving expectations influenced by digital platforms and social media.

CRM theory’s evolution from transactional to relational focus particularly with the
emergence of social CRM has brought personalized communication and trust to the
forefront of customer management[99]. Yet, its effectiveness wanes when addressing the
emotional complexity and immediacy inherent in particularly in social media complaints,
where standardized processes often undermine authentic engagement [121]. The literature
reveals a critical tension: CRM’s emphasis on systematization conflicts with the need for
sensitivity to individual customer emotional states in complaint contexts [8,86]. This study
advances CRM theory by positioning trust as a mediating mechanism and customer

behavior sensitivity as a moderator, thus integrating emotional nuance and social media
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dynamics often neglected in mainstream CRM research. In doing so, this study
reconceptualizes transparent organizational culture a (key CRM value) viewing it not only
as openness in communication and information flow but also as the ability of an
organization to be emotionally transparent and responsive, thereby fostering trust and
authenticity in complaint handling[136].

Information Processing Theory (IPT) offers valuable insights into cognitive processes
underpinning complaint evaluations, yet its traditional rationalist and linear framing
inadequately captures the affective and social dimensions central to complaint experiences,
particularly within digital ecosystems [194]. Real-time social media feedback loops
introduce complexities that exceed IPT’s cognitive scope, necessitating an expanded model
that incorporates trust and emotional engagement alongside information processing [ 138].
As aresult, the customer feedback utilization process which is a central tenet in IPT tends
to operate in isolation from critical variables such as customer behavior sensitivity, trust in
the company, and overall customer satisfaction with complaint resolution[131].
Consequently, customer feedback utilization risks becoming a procedural exercise divorced
from the relational context that ultimately shapes complaint outcomes, thereby limiting its
effectiveness in driving meaningful improvements in trust and satisfaction. This study seek
to integrate customer feedback utilization as a fundamental aspect of IPT with customer
behavior sensitivity, trust in the company, and consumer satisfaction, creating a holistic
framework that addresses the multifaceted nature of complaint management.

This study also advances Consumer Behavior Theory (CBT) by linking it with CRM,
the Stimulus-Organism-Response (SOR) framework, and IPT to offer a more integrated
understanding of consumer behavior in the context of complaints management. While CBT
traditionally focuses on internal cognitive and emotional processes, it has rarely addressed
how external influences such as social media influencers shape consumer perceptions and
complaint responses[57]. By positioning influencer utilization as a key stimulus within the
SOR model, framing trust and feedback responsiveness as organismic states, and drawing
on IPT to explain how companies manage impressions via feedback utilization, the study
creates a multidimensional theoretical approach. In doing so, CBT provides strategic insight
into how consumers behave in digitally mediated complaint scenarios. This integration is

particularly relevant in the Tanzanian telecom sector, where cultural factors and trust
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dynamics further complicate consumer behavior. Notably, the combined application of
CBT with CRM, SOR, and IPT in this context remains underexplored in existing literature,
marking a significant theoretical contribution of the study[36,61,67,110].

Collectively, these theories reveal critical shortcomings when applied in isolation—
overemphasis on trust without behavioral nuance, static measurement of quality, neglect of
emotional and social complexity, and insufficient cultural contextualization. This study’s
synthetic theoretical approach transcends these limitations by weaving cognitive, affective,
behavioral, and contextual threads into a coherent framework that better captures the
multifaceted nature of complaint management in the digital age. It thereby makes a
substantive theoretical contribution that not only extends existing models but also offers
actionable insights tailored to the unique challenges of telecom complaint management in

an emerging market. The figure 5.1 show how the theories are integrated.
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Figure 5.1 Theoretical integration

5.2. Research Model Constructs and Indicators Development
This section presents the development of the key constructs and corresponding indicators

that form the foundation of the research model. The constructs were identified based on
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findings of the qualitative study, an extensive review of relevant literature and aligned with
the study’s theoretical framework. Each construct is operationalized through specific
measurable indicators designed to capture the underlying dimensions accurately. The
careful development of these constructs and indicators is critical to ensuring the validity

and reliability of the research findings.The constructs are explained as follows:

5.2.1. Service Quality in Complaints Management (SQC)

Previous studies have widely recognized service quality as a critical component of
customer complaints management and a key stimulus in the SOR framework, influencing
customer perceptions and behaviors during complaint resolution processes [103,122,123].
Typically assessed through dimensions such as reliability, responsiveness, assurance,
empathy, and tangibles [109], high service quality has been linked to increased satisfaction
and loyalty [31]. However, much of the existing literature tends to treat service quality in
isolation, overlooking how it interacts with other organizational practices in complex, real-
world complaint scenarios, especially in developing market contexts where institutional
trust and digital engagement differ markedly from mature markets [36,67,86]. To address
this gap, our study integrates service quality within a broader complaints management
strategy, positioning it alongside elements such as transparent organizational culture and
social media engagement. By reconceptualizing service quality as a multidimensional yet
unified construct measured by twelve indicators adapted from literature [85], we provide a
more holistic and context-sensitive framework for understanding how service quality
functions as a stimulus that triggers trust,behavioral sensitivity and satisfaction, offering a
more comprehensive solution than prior fragmented models. Table 5.4 presents the
constructs and their indicators, adapted and modified from validated scales reported in the

literature [85].

140



Wuhan University of Technology - Doctor’ s Degree Dissertation

Table 5.4 Service Quality Indicators

Indicators Construct

When your telecom company promises to resolve your issue by a certain
time, it fulfills this promise.

When you have a problem, your telecom company shows a sincere Service Quality in
interest in solving it. Complaints
Your telecom company keeps you informed about the progress and Management
timeline of the resolution. [85]

Employees at your telecom company provide prompt service during
complaint resolution.

Employees at your telecom company are always available to respond to
your requests promptly.

The behavior of employees at your telecom company instills confidence
in their ability to resolve your complaint.

You feel secure in your interactions with your telecom company during
the complaint resolution process.

Employees at your telecom company possess the knowledge needed to
answer your questions effectively.

Employees at your telecom company give you individual attention when
handling your complaint.

Your telecom company acts in your best interests when resolving your
complaint.

Y our telecom company uses modern-looking equipment to facilitate
complaint resolution.

The physical facilities of your telecom company are visually appealing
and conducive to resolving complaints.

5.2.2. Social Media Influencer Utilization Practice (SMI)

Recent literature has begun to explore the integration of social media influencers (SMIs)
into customer complaints management, recognizing their dual role as brand promoters and
facilitators of complaint resolution [109,133]. With their broad reach and perceived
authenticity, SMIs can amplify brand responsiveness, humanize service recovery and foster
trust by transforming negative experiences into relatable narratives that resonate with
audiences. However, while this approach shows promise, the research remains limited and
largely conceptual, with little empirical evidence on how influencers contribute to effective
complaint management particularly in emerging markets like Tanzania, where digital
engagement and influencer culture are rapidly evolving [134]. Moreover, critical issues such
as influencer credibility, alignment with brand values, and their impact on long-term
customer trust are yet to be fully examined by literature[36]. This study responds to this gap
by investigating the strategic role of SMIs in enhancing customer trust and satisfaction
within complaint management practices, offering fresh insights into a digitally driven,

customer-centric approach to service recovery. The use of SMI construct is especially
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Table 5.5 Social Media Influencer Utilization Indicators

relevant in emerging markets like Tanzania, where digital engagement is increasing and the
influencer culture is still developing[26]. Drawing from the literature, we conceptualize
SMI utilization based on the source credibility model, which emphasizes three key
dimensions: trustworthiness, expertise, and attractiveness [86]. The dimensions were

considered and wholistically measured by 10 indicators as shown by table 5.5.

Indicators Construct
e The social media influencers used by telecom companies are dependable
in highlighting the company's efforts to address customer complaints.
e The social media influencers used by telecom companies are honest about
the company's initiatives to resolve complaints.
o The social media influencers used by telecom companies provide reliable
information about the company's complaint resolution strategies.
e The social media influencers used by telecom companies are sincere in
their endorsements of the company's efforts.
e The social media influencers used by telecom companies are trustworthy
in their communications regarding complaint resolution.
Social
e The social media influencers used by telecom companies are Media
knowledgeable about the company's complaint resolution procedures. Influencer
. .. . Utilization
e The social media influencers used by telecom companies have relevant Practice
experience in addressing telecom-related issues. [86]

e The social media influencers used by telecom companies caneffectively
communicate the company's expertise in resolving complaints.

e The social media influencers used by telecom companies are capable of
explaining the company's strategies for complaint resolution.

e The social media influencers used by telecom companies are skilled in
promoting the company's complaint management efforts.

¢ The social media influencers used by telecom companies are engaging and
appealing when discussing the company's complaint management efforts.

5.2.3. Perceived Customer Feedback Utilization (CFU)
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Although prior studies have widely explored customer perceptions of feedback
utilization in complaints management, often positioning it as a key stimulus within the SOR
framework [49], there is still disagreement over which specific aspects most strongly
influence customer outcomes. Some scholars argue that customers’ belief in the value and

actionability of their feedback significantly enhances satisfaction and loyalty by reinforcing
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perceptions of responsiveness and organizational commitment [104]. Others suggest that
the mere presence of feedback mechanisms, regardless of follow-up action, is sufficient to
demonstrate a customer-oriented approach [105]. In contrast, critical voices in the literature
question whether feedback utilization consistently delivers positive outcomes, citing
organizational inertia, superficial engagement, and lack of transparency as common pitfalls
that erode customer trust [127]. Nonetheless, a broad consensus acknowledges that when
feedback is transparently and effectively acted upon, it can transform negative experiences
into drivers of continuous improvement, leading to increased customer satisfaction, loyalty,
and advocacy [73,113]. However, persistent challenges such as delayed responsiveness and
the fragmented integration of customer feedback into decision-making highlight the need
for deeper inquiry [136,137]. Addressing these inconsistencies, the present study
incorporates a nuanced conceptualization of customer feedback utilization, grounded in the
literature [87], and operationalized through ten indicators representing key dimensions:
information reciprocity, capture, integration, access. The dimensions are unified together
to represent customer feedback utilization construct as shown in Table 5.6. This
comprehensive approach seeks to clarify feedback’s role as a stimulus within the SOR

framework and to offer empirical insights where the literature remains inconclusive.
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Table 5.6 Perceived Customer Feedback Utilization Indicators

Indicators Construct

Your telecom company provides channels that allow you to express your concerns | Perceived

and complaints in ways that feel familiar and culturally comfortable. Customer
Your telecom company provides multiple ways for you to contact them about Feedback
your issues and complaints in a culture friendly manner Utilization
Your telecom company actively seeks your input on complaints, considering [87]

community and cultural expectations..

Your telecom company updates your complaint information quickly, honoring the
cultural value of showing respect through prompt attention

Your telecom company brings together feedback from different departments,
reflecting a community-oriented approach to resolving complaints.

Your telecom company merges feedback from different channels, demonstrating
cultural sensitivity in handling complaints.

Employees at your telecom company find it easy to access the information you
provide about your complaints demonstrating respect for timely and culturally
sensitive handling

Your telecom company allows staff to consult your complaints from different
locations, reflecting cultural norms of consistent and responsible care.

Your telecom company develops detailed customer profiles from your feedback,
ensuring culturally sensitive understanding of your needs

Your telecom company uses your feedback to tailor offers and services in ways
that respect local needs and preferences.

5.2.4. Organizational Transparency Culture (OCC)

Organizational transparency culture (OCC) has been widely acknowledged in the
literature for its pivotal role in effective complaints management, primarily due to its
influence on customer perceptions and responses [21,124]. While existing studies have
emphasized that organizations with a transparent and customer-centric culture are more
likely to adopt practices such as prompt complaint responses, clear communication, and a
commitment to fair resolution, much of this research has tended to view transparency as a
procedural attribute rather than a deeply embedded organizational value
system[121136,184]. From the perspective of the Stimulus-Organism-Response (SOR)
framework, transparent organizational culture functions as a critical stimulus that shapes
how customers perceive the fairness, empathy, and responsiveness of a company, factors
that subsequently affect their emotional reactions and behavioral outcomes, such as
satisfaction [124]. However, few studies have systematically examined OCC as a
multidimensional variable encompassing shared values, norms, and long-term strategic

orientation merged into one constrruct within the context of complaints management. This
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study addresses that gap by conceptualizing ‘Transparent Organizational Culture Practices’
through the indicators which encompas care for clients, adaptability, and strategic direction,
as drawn from the literature [125], and empirically investigates their impact in the
underexplored context of Tanzania’s telecom sector. In doing so, the study advances both
theoretical and practical understanding of how OCC shapes customer satisfaction and
reinforces the strategic value of embedding transparency at the cultural level. Table 5.7

shows the indicators

Table 5.7 Transparent Organization Culture Indicators

Indicators Construct

e Your telecom company transparently invests in  improving
product/service quality based on customer complaints.

e Your telecom company always transparently addresses customer
dissatisfaction resulting from complaints.

® Your telecom company offers solutions based on what they believe is
better, while transparently explaining why it might differ from what
customers desire in their complaints.

® Your telecom company seeks customer opinions about
products/services and transparently considers their feedback for
improvements when managing complaints.

® Your telecom company transparently responds to changes in the external
environment when managing complaints. Transparent

e Work at your telecom company is performed diligently and Organization
transparently when serious problems arise from complaints. Culture

e Employees and managers at your telecom company transparently address| [125]

problems arising from complaints, ensuring they are not ignored or left
unresolved.

* Your telecom company has a transparent long-term strategy, plans, and
goals for handling complaints.

¢ Goals and plans related to complaints management at your telecom
company are achieved purposefully and communicated
transparently.

o Work related to complaints management is planned at your telecom
company so that everybody knows what and how to do their job, with
transparency in communication.

5.2.5. Mediating Role of Customer Trust in the Company
Customer trust in the company has been recognized as an integral construct in
explaining the effectiveness of complaint management within the Stimulus—Organism—

Response (SOR) framework [126,114,112]. However, existing empirical evidence remains
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fragmented and theoretically inconclusive. While some studies demonstrate that fair,
responsive, and transparent complaint handling strengthens trust and enhances satisfaction
[129,130,143], other findings show weak or insignificant effects, particularly in contexts
characterized by repeated service failures and entrenched dissatisfaction [145,162]. This
inconsistency suggests a deeper theoretical limitation: complaint management outcomes
cannot be fully explained without accounting for the psychological mechanism through
which customers reinterpret firm credibility after service failure. This implies that:
customers do not directly translate complaint handling practices into satisfaction
judgments; instead, they first evaluate whether the firm’s actions are credible and reliable.
This evaluation is captured by trust, which then determines satisfaction outcomes.

Although trust has been extensively examined in psychology as a general relational
construct [53], its role in service recovery remains conceptually underdeveloped in business
research, particularly in situations where trust has already been damaged and must be rebuilt
rather than formed [137]. Most prior studies treat trust as an outcome of service quality
rather than a recovery-based cognitive reconstruction process that determines whether
organizational corrective actions are accepted as credible by customers. This creates a gap
in explaining how complaint handling translates into satisfaction under conditions of service
breakdown. Therefore, despite its theoretical relevance, limited studies have empirically
modeled trust as a mediating mechanism within complaint management, with most treating
it as a direct outcome rather than an explanatory pathway.

Accordingly, this study positions trust as a dynamic mediating mechanism of service
recovery, through which customers reassess fairness, reliability, and credibility following
complaint resolution efforts. In this sense, trust does not merely reflect a stable attitude but
functions as the critical interpretive filter that determines whether complaint management
practices are converted into satisfaction outcomes[96]. This reconceptualization is
particularly relevant in the telecom sector, where frequent service disruptions and high
switching costs intensify the importance of trust reconstruction in shaping post-recovery
evaluations.

Furthermore, by synthesizing trust into a multidimensional construct capturing
credibility and benevolence, this study addresses the oversimplification in prior literature

that treats trust as unidimensional [31]. This refined conceptualization enables a more
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precise examination of how different dimensions of trust respond to specific complaint
management practices, thereby strengthening explanatory power in high-friction service

environments such as Tanzania’s telecom industry(see table 5.8).

Table 5.8 Trust in Company Indicators

Indicators Construct

e | believe that my telecom company is honest with me regarding my
complaints.

o | think my telecom company is trustworthy in handling my complaints.

* My telecom company is very thoughtful about my well-being when
managing my complaints.

e In critical situations, I can rely on my telecom company to address
my complaints.

Trust in
o | believe that my telecom company will point out the best Company
alternatives for me at any time when handling my complaints. 88]

* My telecom company is capable of satisfying my needs regarding
complaints management.

® My telecom company knows its business when it comes to handling
complaints.

* My telecom company can solve my problems effectively when I file
complaints.

o In critical situations, I feel well-advised by my telecom company
regarding my complaints.

5.2.6. Moderating Role of Customer Behavior Sensitivity

Customer Behavior Sensitivity (CBS) is widely acknowledged as a critical factor
influencing how customers respond to complaint management efforts, yet the literature
remains fragmented and inconsistent in its conceptualization and measurement [ 144]. Some
studies define CBS as a relatively stable psychological trait reflecting heightened emotional
and cognitive responsiveness to service failures [132], while others treat it narrowly as a
moderating variable that conditions the link between complaint handling and customer
outcomes [106]. This conceptual ambiguity has led to conflicting findings: some research
shows that highly sensitive customers amplify reactions to fairness and responsiveness in
complaint resolution [123], whereas others report weak or context-dependent moderating
effects [147]. Similarly, many prior investigations also treat CBS in isolation, neglecting its
interaction with broader complaint management practices such as organizational
transparency, social media influencer engagement, and customer feedback utilization,
which constrains its practical relevance [138]. To address these shortcomings, this study
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adopts seven carefully selected and context-specific CBS indicators, adapted from validated
scales but refined to reflect the unique sensitivities of telecom customers [89]. These
indicators capture both emotional reactivity and behavioral tendencies specific to complaint
situations, thereby offering a more nuanced and reliable operationalization. Table 5.9 shows

the consumer behavior indicators

Table 5.9 Customer Behavior sensitivity Indicators

Indicators Construct

I would advise my family, neighbors, and close community members not to use this
telecom company if my complaint is ignored or poorly handled.

I would openly discuss my dissatisfaction with this telecom company in community
gatherings, local forums, or social groups if my complaint is unresolved

I would seek a replacement or alternative solution if my complaint about the telecom

service is not addressed. Customer
I am likely to practice “kuzira” (swahili cultural way of boycotting) by not using this Behavior
telecom company's services if my complaint is ignored. sensitivity
I might wait for guidance from respected community members before escalating my

complaint [89]

I would escalate my complaint to the media if the telecom company does not address it

satisfactorily.

I would complain to the relevant regulatory authorities if the telecom company does not
handle my complaint properly.

5.2.7. Customer Satisfaction with Complaints Resolution

Customer Satisfaction with Complaints Resolution (CSR) has been widely employed in
prior studies as a key outcome variable in assessing the effectiveness of complaint
management strategies; however, the literature reveals notable inconsistencies in its
conceptual clarity, dimensional focus, and sectoral applicability. While some scholars
define CSR in terms of customers’ perceptions of procedural fairness, responsiveness, and
the adequacy of redress [91], others narrow it to post-resolution emotional contentment or
transactional satisfaction, often ignoring deeper relational dynamics such as restored trust
or perceived organizational empathy [112, 129]. This fragmented understanding has led to
uneven empirical results, with some studies emphasizing CSR as a strong predictor of
loyalty and word-of-mouth [130], while others report weak or context-dependent
associations due to conceptual ambiguities and measurement limitations [127].
Additionally, the construct is frequently operationalized using overly generic scales, failing
to account for contextual nuances, where customer expectations are shaped by recurring

service interactions, contract dependencies, and digital complaint channels [115]. Such
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oversights undermine the practical utility of CSR as a diagnostic tool for service
improvement.

This study addresses these gaps by adopting a mixed-methods research design that
ensures the factors influencing Customer Satisfaction with Complaints Resolution (CSR)
reflect the unique characteristics of telecom customers. Specifically, the qualitative phase
was first employed to explore the lived experiences of customers, Customer Service
Representatives, and managers, revealing context-specific drivers of satisfaction such as
network reliability issues, timeliness of response, transparency in communication,
dependence on uninterrupted service, and the increasing role of digital and social media
complaint channels. These findings highlight that, in the telecom sector, satisfaction extends
beyond simple resolution outcomes to include service continuity and perceived
responsiveness in highly interactive and public environments. The insights generated from
this qualitative phase were then systematically incorporated into the quantitative study,
where CSR was operationalized using indicators grounded in these telecom-specific
realities. By integrating extensive literature, qualitative exploration with quantitative
validation, the study ensures that the determinants of satisfaction are not generic, but instead
accurately reflect the operational and experiential complexities of telecom services, thereby
enhancing both the contextual relevance and explanatory power of the model.

Furthermore, the study employed four context-specific indicators derived from both
theoretical models and validated empirical scales, adapted to capture dimensions of
complaint satisfaction; such as clarity of resolution, responsiveness to digital complaints,
perceived fairness, and emotional closure [91]. This refined operationalization not only
enhances construct validity but also offers a more actionable framework for evaluating
complaint management effectiveness in service environments where customer satisfaction
hinges on both resolution outcomes and the perceived sincerity of organizational responses.
These construct indicators are modified from validated scale from literature[91], and are

presented in table 5.10.
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Table 5.10 Customer Satisfaction Indicators

Indicator Construct

I am satisfied with the way the telecom company handled my technical complaint
issue.

I had a positive experience when my billing complaint was handled by the telecom
company. Customer
I am very satisfied with the speed of the complaint resolution process of this telecom| Satisfaction
company. [91]

In my opinion, the telecom company has provided me with a satisfactory resolution
to my problem on this specific occasion.

5.3. Hypothesis Development and Conceptual Framework

5.3.1. Direct Hypothesis

The study hypothesize that complaints management practices influence customer
satisfaction.The conceptual model considers complaints management practices such as
Service Quality, Social Media Influencer Utilization, Perceived Customer Feedback
Utilization, and Transparent Organizational Culture. The hypotheses designed to test the
influence of these practices on customer satisfaction are H1(a) for Service Quality, H1(b)
for Social Media Influencer Utilization, H1(c) for Perceived Customer Feedback
Utilization, and H1(d) for Transparent Organizational Culture. See Table 5.11

Service Quality and Customer Satisfaction relationship is a widely accepted relationship
in literature. Service quality in complaints management is widely acknowledged as a
decisive factor in shaping customer satisfaction, as responsiveness, empathy, and effective
resolution can restore confidence and improve customer perceptions [104,164,183]. Yet,
despite this recognition, research findings remain inconsistent and fragmented. While some
scholars confirm that high-quality complaint handling fosters trust and enhances
satisfaction [73], others argue that such efforts may fail when customer expectations are
severely breached or when transparency is absent [105]. These inconsistencies are further
compounded by differences in how service quality is defined and measured, creating
ambiguity about its actual influence. The issue is particularly critical in industries like
telecommunications, where frequent service failures heighten customer frustrations and
amplify the importance of effective complaint management [104].

From a theoretical standpoint, both the Stimulus-Organism-Response (SOR) framework

and CRM theory suggest that service quality should play a central role in improving
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satisfaction: as a stimulus that nurtures trust (SOR) and as a reflection of a firm’s
commitment to customer-centered values (CRM) [185,187,192]. However, the bulk of
evidence comes from developed markets, leaving a gap in understanding whether these
assumptions apply in emerging economies, where infrastructural limitations, regulatory
weaknesses, and higher customer sensitivity may reshape the service quality—satisfaction
relationship. Tanzania’s telecom sector epitomizes this challenge, as persistent network
disruptions and billing disputes fuel high volumes of complaints, making the effectiveness
of service quality in complaint handling both urgent and uncertain. The core debate is
whether service quality reliably drives higher satisfaction, or whether its influence is
diminished by contextual conditions and unmet expectations. Resolving this ambiguity is
crucial to establish whether service quality can serve as a dependable determinant of
satisfaction in emerging markets. On this basis, the following hypothesis is proposed:
Hypothesis Hl(a): Complaints management service quality positively and significantly

influence customer satisfaction

Social Media Influencer Utilization and Customer Satisfaction relatonship is beginning to
gain ground in literature. The use of social media influencers in complaints management has
attracted growing attention from companies, yet the literature offers a fragmented and often
contradictory picture of their effectiveness in driving customer satisfaction [34,36,54]. On
one hand, studies emphasize influencers’ ability to humanize brands, foster trust, and
deliver personalized, emotionally resonant communication, factors theoretically linked to
improved complaint resolution and higher satisfaction [35]. On the other hand, evidence
points to highly variable outcomes, shaped by factors such as influencer credibility,
audience alignment, and the contextual nature of specific complaints. In some cases,
influencer involvement has even worsened dissatisfaction and heightened negative
customer perceptions [36]. This divergence underscores the absence of a clear framework
for understanding how influencer-driven communication operates within the complaint

journey and affects customers’ psychological responses.

Theoretically, the Stimulus-Organism-Response (SOR) model positions influencer
engagement as an external stimulus capable of shaping customers’ cognitive and affective

states, ultimately fostering satisfaction. However, empirical studies confirming this process
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in complaint management remain scarce and inconclusive [185]. Similarly, Customer
Relationship Management (CRM) theory identifies influencers as tools for advancing
customer-centric strategies, yet fails to provide rigorous evidence linking their involvement
to measurable improvements in complaint resolution outcomes [55]. This theoretical
promise, juxtaposed with weak and inconsistent empirical support, creates a central
contention: while influencers are strategically positioned to improve satisfaction, their
actual effectiveness in complaint contexts is uncertain and highly context-dependent.
Clarifying this tension is critical to determine whether influencer engagement can be a
reliable lever for enhancing satisfaction in complaint resolution. Accordingly, the following
hypothesis is proposed:

Hypothesis HI(b): Social media influencers utilization in complaints management

practice positively and significantly influence customer satisfaction

Perceived customer feedback utilization in complaints management is often regarded
as a vital driver of customer satisfaction, since customers tend to respond positively when
they feel their input is valued and contributes to service improvements [47,128]. Within
the Stimulus-Organism-Response (SOR) framework, this perception functions as a
stimulus that positively shapes customers’ internal evaluations [49], while CRM theory
interprets it as an expression of customer-centric practices that build trust and satisfaction
[106]. In theory, therefore, the act of acknowledging and utilizing feedback should
strengthen satisfaction.

Yet, empirical evidence presents a more complicated and contradictory picture. Some
studies affirm that satisfaction increases when customers believe their feedback has been
considered and applied [105]. Conversely, other findings reveal that the effect is limited,
inconsistent, or only evident under certain circumstances; such as when companies
communicate feedback usage clearly [104], ensure transparency throughout the process
[127], or maintain a history of positive service experiences [138]. This inconsistency
underscores an important contention: while some evidence portrays feedback utilization
as a powerful driver of satisfaction, other findings suggest its effect may be conditional on
factors such as communication, transparency, and prior customer experience. What

remains unresolved is whether, despite these variations, perceived feedback utilization can
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be considered a significant and consistent contributor to satisfaction in complaint

management. Accordingly, the following hypothesis is proposed:

Hypothesis HI(c): Perceived customer feedback utilization in complaints management

significantly influence customer satisfaction

The influence of transparent organizational culture on customer satisfaction in
complaints management remains inconsistent and fragmented in the literature [125].
Transparency defined as open communication, honesty, and accountabilityis widely
recognized as a practice that can make customers feel valued and foster trust [35].
However, some studies suggest that transparency alone may not consistently improve
satisfaction unless paired with timely complaint resolution, culturally appropriate
responses, or alignment with customer expectations [41,145]. Additionally, there is
limited understanding of how transparency functions across diverse complaint contexts
and customer segments, creating a significant gap in knowledge [19,41].

From the perspective of Consumer Behavior Theory, transparency is expected to
reduce uncertainty, build trust, and enhance satisfaction [88,34,129]. Yet, empirical
evidence remains scattered, with some studies emphasizing its direct effect on satisfaction
and others highlighting the need for complementary practices or the mediating role of trust
[41,145]. Addressing these gaps is critical for both theory and practice, particularly in
underexplored African organizational contexts. Guided by CRM and Consumer Behavior
Theory, this study adopts a mixed-methods approach to examine how transparent
organizational culture affects customer satisfaction, considering trust as a mediating
mechanism. By examining the direct effect of transparency alongside its broader influence
through trust, this hypothesis addresses a critical uncertainty in the literature and
underscores the practical and theoretical importance of understanding how transparency
shapes customer satisfaction. Accordingly, the following hypothesis is proposed:
Hypothesis HI(d): Transparent organizational culture in complaints management

positively and significantly influence customer satisfaction
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Table 5.11 Direct Hypothesis for Customer Satisfaction

SN Path Hypothesis Logic Studies

High service quality in complaint

Complaints management service
management leads to greater customer

SQC— lity positively and significantl 73,114
Hl@ CSR qug 1y post lje v an t.SIfgmt.lcan Y satisfaction and vice versa as supported [73,114]
influence customer satisfaction
by SERVQUAL model
. .. e An increase in the utilization of social
Social media influencers utilization in .. . .
. . media influencers in complaint
SMI— complaints management practice . .
H1(b) o Lo . management practices will lead to a [127,35]
CSR positively and significantly influence .. . . . .
. . significant increase in customer satisfaction
customer satisfaction
as postulated by CRM model
P e.rf:eiv.ed ?ustomer f_eedback The way customer feedback is perceived
Hi(c) CFU— utilization in c.om.plalnts ) to be utilized in complaints management ~ [128,49,
CSR management significantly influences  p,q 5 gignificant impact on customer 106]
customer satisfaction satisfaction as predicted by the IPT
An increase in the transparency of
Transparent organizational culture in  organizational culture in complaints
complaints management positively management will positively and [88,34,1
Hl(d) OCC— L - . .
and significantly influence customer significantly increase customer 29]
CSR . . . . .
satisfaction satisfaction as per the consumer behavior
theory

Prior research generally agrees that effective complaints management practices
influence customer trust.However, the literature remains fragmented and inconsistent
regarding which specific practices matter most and under what conditions [102,131,141].
Some studies highlight service quality in handling complaints as critical for building trust
through efficiency, fairness, and timely resolution [99], while others emphasize the growing
role of social media influencers in adding credibility and relatability to corporate messaging
[36]. Yet, few studies integrate these diverse practices into a cohesive model, leaving
unresolved questions about their relative importance and mechanisms of influence.

Customer Relationship Management (CRM) theory suggests that effective complaint
resolution fosters trust by demonstrating a company’s commitment to addressing customer
concerns and valuing feedback [130,133]. However, it does not specify which particular
practices drive that effect. Similarly, the Stimulus-Organism-Response (SOR) framework
posits that complaint-handling strategies (stimuli) shape customer perceptions and trust-
related responses (organism) [140], but prior applications often overlook the differentiated
impact of distinct practices. Further complicating the picture, perceived customer feedback
utilization may strengthen trust by making customers feel heard [127], yet some studies

warn that such efforts can backfire if perceived as superficial or insincere [105]. Likewise,
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transparent organizational culture, though associated with integrity, is often treated as a
passive background factor rather than an active driver of trust in complaints management
[170].

These inconsistencies create a clear theoretical and empirical dilemma: while evidence
supports the general link between complaints management and trust, it is unclear which
practices are truly most influential, and why their effects vary across contexts. To address
this gap and generate actionable insights, this study develops and tests an integrated model
examining how four key complaints management practices—Service Quality, Social Media
Influencer Utilization, Perceived Customer Feedback Utilization, and Transparent
Organizational Culture influence customer trust as shown by table 5.12. This approach aims
to clarify conflicting findings, deepens understanding of trust-building mechanisms, and is
particularly relevant for emerging markets where empirical evidence remains scarce.
Accordingly, the following hypotheses are proposed:

Hypothesis H2(a): Complaints management service quality positively and
significantly influence customer trust in company

Hypothesis H2(b): Social media influencers utilization in complaints management practice
positively and significantly influence customer trust in company

Hypothesis H2(c): Perceived customer feedback utilization in complaints
management significantly influence customer trust in company

Hypothesis H2(d): transparent organizational culture in complaints management

positively and significantly influence customer trust in company
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Table 5.12 Complaints management Practice influence trust in company Hypothesis

SN Path Hypothesis Logic Studies
Complaints management service High-quality service during

D SQC—TR  quality positively and complaints management enhances [130-

@) C significantly influence customer  customer trust in the company as  132]

trust in Company per the SERVQUAL model
Social media influencers The more social media influencers
utilization in complaints are incorporated into complaint

H2(b) SMI—TRC mana.ger.nent prac.tice positively  management practi.ces the more [133,1
and significantly influence the customer trust in the 34,135]
customer  trust in company as postulated by CRM
company model

The customers belief that their
feedback is actively utilized in the

Perceived customer feedback
utilization in complaints

CFU—-TR o i 104,
) — management significantly f:omplamts management process [
C . : influence their trust in the 136,1
influences customer trust in )
company as predicted by the 37]
company
IPT
Transparent organizational As organizational transparency
culture in complaints culture in handling complaints
OCC—HTR platl . g comp [140—
H2(d) C management positively and increases then the customer trust 142]
significantly influence customer  in the company also increases as
trust in company per the consumer behavior theory

Customer trust in a company is widely recognized as a key driver of customer
satisfaction in complaint management [143,144,145]. However, a dilemma emerges: while
trust is assumed to improve satisfaction, existing studies largely treat it as a straightforward,
direct factor, without examining the complex emotional and cognitive processes through
which trust actually shapes customer perceptions and responses [112]. In particular, the
unique dynamics of Tanzania’s telecom sector; such as high competition, evolving service
expectations, and cultural influences may alter the ways trust translates into satisfaction,
yet this context remains underexplored. This raises a critical question: does trust alone
guarantee higher satisfaction, or does its effect depend on how customers cognitively and
emotionally process complaint handling in a specific context? By applying the Stimulus-
Organism-Response (SOR) framework [75] alongside Customer Relationship Management
(CRM) [80] and Information Processing Theory (IPT) [83], this study addresses this
dilemma, offering a deeper understanding of how trust influences customer evaluations and

satisfaction outcomes. Accordingly, it is hypothesized that:
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Hypothesis H3: Customer trust in company positively and significantly influence customer

satisfaction

5.3.2. Mediation Hypotheses

In complaints management, companies face a dilemma: even well-designed practices
may fail to satisfy customers if trust is lacking [113]. Customer trust shapes perceptions of
competence, fairness, and commitment, mediating how service quality, feedback use, and
transparency translate into actual satisfaction. Understanding this mechanism is crucial for
effective complaint resolution. See Table 5.13 as it provides a summative overview.

Effective service recovery relies heavily on service quality, encompassing promptness,
fairness, empathy, and competence [42,65]. While prior studies emphasize that high-quality
complaint handling can enhance customer satisfaction, much of the literature treats service
quality and trust as separate, linear factors rather than examining how they interact
[67,103]. This approach overlooks a critical issue: even objectively excellent service may
fail to satisfy customers if trust is weak, yet the mechanisms through which service quality
fosters trust remain underexplored. Some studies assume that technical or procedural
excellence is sufficient for satisfaction, ignoring the psychological evaluation that
customers perform during recovery [88]. Others focus on trust but provide limited empirical
insight into how it mediates the effects of service quality in specific contexts, such as
dynamic and culturally nuanced markets like Tanzania’s telecom sector. This gap presents
a critical theoretical and practical dilemma: even when companies deliver high-quality
service, failure to account for how trust shapes customer perceptions may prevent these
efforts from translating into meaningful satisfaction. By positioning trust as a mediating
mechanism, this hypothesis investigates the overlooked pathway through which service
quality influences customers’ emotional and evaluative responses, offering insights that are
both conceptually significant and practically actionable. Accordingly, the following
hypothesis is proposed:

Hypothesis H4(a): Customer trust in the company mediates the relationship between

complaints management service quality and customer satisfaction.

Research on the role of social media influencers in customer complaint management has
yielded mixed and sometimes conflicting findings regarding their effectiveness in improving
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complaint resolution and enhancing customer satisfaction [36,125,126,147]. Although
influencers are often credited with strengthening brand image and engaging customers, their
actual impact on complaint outcomes remains uncertain, largely due to complex emotional
responses and trust dynamics [ 147]. Many studies focus solely on the direct effects of influencer
engagement on satisfaction, overlooking the psychological mechanisms that shape this
relationship, which contributes to inconsistent and inconclusive results [86]. This study
addresses these gaps by applying the Stimulus—Organism—Response (SOR) framework,
conceptualizing ‘social media influencer involvement’ as a stimulus that influences customers’
internal states particularly their ‘trust in the company’ which subsequently affects satisfaction
[147]. By positioning trust as a mediating factor, the research clarifies how influencer efforts
translate into meaningful customer outcomes, thus addressing inconsistencies observed in prior
studies [128,132,134]. Specifically, it addresses the critical question of why influencer
engagement sometimes fails to improve satisfaction despite enhancing brand awareness and
shows how trust explains these divergent outcomes. Based on this rationale, the following
hypothesis is proposed:

Hypothesis H4(b): Customer trust mediates the relationship between social media

influencer utilization and customer satisfaction.

Empirical studies suggest that utilizing customer feedback in complaint management can
enhance trust and satisfaction [104]. Yet findings remain inconsistent, as some organizations
implement feedback mechanisms without achieving meaningful improvements in customer
satisfaction[ 105]. The unresolved issue lies in how customers interpret feedback-driven actions:
while such efforts can signal sincerity, responsiveness, and customer orientation[49], they may
also be dismissed as superficial or procedural if not accompanied by a deeper relational element
[106]. This points to trust as the missing mechanism[134]. From the perspective of Information
Processing Theory (IPT), customers cognitively process feedback utilization as a signal of
competence and willingness to resolve problems[128]. When this interpretation builds trust,
uncertainty is reduced and customers are more likely to translate feedback-driven actions into
satisfaction [49]. Without trust, however, the same actions may fail to deliver the intended
outcomes. This reveals a critical gap in explaining why ‘feedback utilization” does not

consistently lead to satisfaction, underscoring the need to test trust as the mediating mechanism

158



Wuhan University of Technology - Doctor’ s Degree Dissertation

that transforms feedback-driven actions into meaningful customer outcomes.Hence, the
following hypothesis is proposed:
Hypothesis H4(c): Customer trust mediates the relationship between Perceived Customer

Feedback Utilization and customer satisfaction.

Empirical studies widely recognize the role of transparent organizational culture in fostering
trust and enhancing customer satisfaction[125]. Maxham and Netemeyer (2022) emphasize that
open communication during complaint resolution heightens perceptions of fairness and
reliability, ultimately boosting trust and satisfaction. Likewise, literature illustrates that
organizations embedding transparency in their complaint-handling culture strengthen customer
relationships by mitigating negative emotions and reducing uncertainty[129]. Cheng et al.
(2020) further demonstrate that openness about complaint-handling processes and outcomes
tends to build customer trust, which subsequently enhances satisfaction.However, the
assumption of a straightforward transparency-satisfaction link is problematic. Transparency
alone does not guarantee positive outcomes; it may expose organizational shortcomings, unmet
expectations, or even amplify dissatisfaction if customers do not trust the company’s
motives.[171] What customers interpret as genuine openness may be dismissed as strategic self-
protection or empty signaling in the absence of trust. This indicates that transparency is not a
sufficient condition for satisfaction but rather a contextual trigger whose value depends on
whether it cultivates trust[172]. In other words, it is trust that transforms transparency from a
procedural gesture into a meaningful driver of satisfaction.This unresolved tension underscores
the importance of positioning trust as the mediating mechanism through which transparent
organizational culture influences customer satisfaction. Without acknowledging this mediating
process, the explanatory power of transparency remains incomplete and potentially
misleading.Accordingly, the following hypothesis is proposed;

Hypothesis H4(d): Consumer trust mediates the relationship between Transparent

Organizational Culture and customer satisfaction.
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Table 5.13 Mediation Hypothesis

SN Path Hypothesis Logic
H4(a) SQC—TRC— Customer trust in the High service quality in complaint
CSR company mediates the management improves customer trust,
relationship between and this trust, in turn, results to
complaints management customer satisfaction with service as
service quality and customer per SERVQUAL model.
satisfaction
H4(b) SMI— TRC Customer trust mediates the The more a company uses social media
—CSR relationship between social influencers to address complaints, the
media influencer utilization more trust is built with customers,
and customer satisfaction. which ultimately leads to higher
customer satisfaction as per CRM
model.
H4(c) CFU—-TRC Consumer trust mediates the The more a company effectively
—CSR relationship between Perceived utilizes customer feedback, the more it
Customer Feedback Utilization builds consumer trust, which, in turn,
and customer satisfaction leads to higher customer satisfaction as
per IPT.
H4(d) OCC— TRC  Consumer trust mediates the The more transparent a company's
—CSR relationship between culture is in handling complaints, the

Transparent Organizational
Culture and customer
satisfaction.

more customers trust the company.
This trust, in turn, leads to greater
customer satisfaction as per consumer
behavior theory

5.3.3. Moderation Hypothesis

Customer complaints management practices do not always lead to consistent
satisfaction, as customers differ in their sensitivity to service quality[145]. This creates a
critical problem: without understanding customer behavior sensitivity (CBS),
organizations cannot reliably predict or optimize the impact of their complaint-handling
strategies. The detailed explanations and a summary presented in Table 5.14 further unpack

this phenomenon:

Service quality has consistently been identified as a critical driver of customer
satisfaction in complaints management as popularized by Parasuraman et al., (1988).
Theoretical frameworks such as the SOR model and CRM theory emphasize service quality
as a key stimulus that evokes positive customer responses, fostering satisfaction. However,
empirical studies by Smith & Bolton (2020) and Huang & Wang, (2021) reveal that this

relationship is not uniform, with individual differences in Customer Behavior Sensitivity
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(CBS) influencing the strength of the service quality-satisfaction link. Drawing on
Consumer Behavior and Information Processing Theories, customers with high CBS are
found to process service-related stimuli more deeply, amplifying the impact of both
positive and negative service experiences as postulated by Zhang et al., (2019). Thus,
incorporating CBS as a moderator is essential to understanding how nuanced variations in
customer traits moderate service outcomes, contributing to both theoretical refinement and
practical improvements in complaints management strategies. Thus, it is hypothesized that
Hypothesis H5(a): Customer behavior senmsitivity moderates the relationship between

service quality and customer satisfaction.

The integration of social media influencers (SMIs) into complaints management
represents an innovative strategy aligned with CRM theory, leveraging influencers'
credibility to foster trust and improve customer satisfaction [*21, The SOR model and
Information Processing Theory suggest that influencers act as external stimuli, shaping
customer perceptions and emotional responses to complaint resolutions. However, the
effectiveness of SMIs in this context is not universal, as individual differences in Customer
Behavior Sensitivity (CBS) significantly affect outcomes 3231, Customers with high CBS,
who are more attuned to behavioral and communicative cues, are likely to perceive
influencer interventions as more authentic and credible, amplifying their positive responses.
This underscores the need to include CBS as a moderating variable to better understand
how customers interpret and respond to influencer-driven complaints management
strategies, enhancing both theoretical insights and practical applications. Therefore, it is
hypothesized that;

Hypothesis H5(b): Customer behavior sensitivity moderates the relationship between

social media influencers utilization and customer satisfaction.

Perceived Customer Feedback Utilization (PCFU) refers to customers’ belief that their
feedback is heard, valued, and acted upon [138]. This is recognized as a key driver of
satisfaction in service contexts [187]. Yet empirical findings on its effect are inconsistent:
some studies show strong positive links between PCFU and satisfaction [106, 188], while
others report weak or non-significant relationships [113, 189]. This inconsistency

highlights a critical problem because identical feedback practices can result in very different
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levels of customer satisfaction depending on individual differences in Customer Behavior
Sensitivity (CBS), which is the degree to which customers notice, interpret, and emotionally
respond to service actions [26,44,53,57]. High-CBS customers perceive feedback
responsiveness as meaningful recognition, amplifying satisfaction, whereas low-CBS
customers may overlook or undervalue the same efforts, reducing their impact
[106,113,190]. Ignoring CBS risks misjudging the effectiveness of feedback utilization
strategies. Incorporating CBS as a moderator therefore provides a theoretically grounded
and practically essential lens to explain variability in PCFU’s effect on satisfaction

[136,186,191]. Hence, it is hypothesized that:

Hypothesis H5(c): Customer behavior sensitivity moderates the relationship

between perceived customer feedback utilization and customer satisfaction.

A transparent organizational culture in complaints management characterized by
openness, honesty, and accountability has been linked to higher customer trust and
satisfaction [21,192]. The CRM framework positions transparency as essential for building
long-term, trust-based relationships, while the SOR model frames it as an environmental
stimulus that shapes customers’ emotional and evaluative responses [186]. Consumer
Behavior and Information Processing theories further suggest that customers actively
interpret organizational cues such as transparency as signals of reliability, fairness, and
customer orientation, which can enhance satisfaction [194]. Yet empirical evidence shows
inconsistent effects, indicating that transparency does not uniformly improve satisfaction
for all customers [124,125]. This inconsistency highlights the need to consider individual-
level differences, with Customer Behavior Sensitivity (CBS) emerging as a theoretically
and practically relevant moderator [144]. High-CBS customers are more likely to perceive
and value transparent practices as authentic and accountable, amplifying satisfaction [51],
whereas low-CBS customers may overlook or undervalue these signals, weakening the
effect [110]. Incorporating CBS as a moderator therefore addresses a critical gap in
understanding when and for whom transparency effectively drives satisfaction. Hence, it is
hypothesized that:

Hypothesis H5(d): Customer behavior sensitivity moderates the relationship between

transparent organizational culture and customer satisfaction.
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Table 5.14 Consumer Behavior sensitivity Moderation Hypothesis

SN Path Hypothesis Logic
. e The impact of service quality on customer
CBS x SQC — g:éif;:gsEﬁgi‘;:;;ri?wlty satisfaction is stronger for customers with
H5(a) CSR between service qualit aII)1 d high behavior sensitivity and weaker for
customer satis fa(gcion Y those with low behavior sensitivity as per
’ the SERVQUAL model
Customer behavior sensitivi The impact of utilizing social media
. . R4 influencers on customer satisfaction is
moderates the relationship oy .
H5(b) CBS x between social media stron'g'er' for customers with high behavior
SMI—CSR influencers utilization and sensitivity and weake.r for o
customer satisfaction those with low behavior sensitivity as
' per CRM model.
Customer behavior sensitivity The impact of perceived customer
moderates the relationship fee.dbaclf uti.lization on customer
H5(c) CBSX CFU— between perceived customer sa.tlsfa.cnon 1s stronger f?f Customers
CSR feedback utilization and with high behavior sensitivity an.d
customer satisfaction. weaker for those with low behavior
sensitivity as per [PT
. The impact of transparent organizational
Cust:z mer behzwoi th culture on customer satisfaction is
:2121 Stllolr\;t}ill ml:())etifeleens ¢ stronger for customers with high
H5d) CBSXx0CC ¢ f ational behavior sensitivity and weaker for
—CSR ransparent organizationa those with low behavior

culture and customer

. . sensitivity as per consumer behavior
satisfaction. tyasp

theory

5.3.4. Conceptual Framework

The conceptual framework for this study integrates key constructs from established
theories SOR ,SERVQUAL, Customer Relationship Management (CRM), Information
Processing Theory (IPT), and Consumer Behavior Theory to examine how various
complaints management practices influence customer satisfaction(see figure 5.2). It posits
that four core complaints management practices: Service Quality Control (SQC), Social
Media Influencer (SMI) utilization, Customer Feedback Utilization (CFU), and
Organizational Culture of Transparency (OCC) directly affect Customer Satisfaction with
Complaint Resolution (CSR) (H1 series), and also influence Trust in the Company (TRC)
(H2 series), which in turn mediates the relationship between these practices and CSR (H4
series). Furthermore, the model incorporates Customer Behavior Sensitivity (CBS) as a
moderating variable (H5 series), proposing that the impact of these practices on CSR varies
depending on how sensitive customers are to service interactions. This integrated

framework allows for a nuanced understanding of not only the direct and indirect pathways
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to customer satisfaction but also how individual differences in customer behavior shape
these relationships, offering both theoretical and practical insights for effective complaints
management in service industries.

The originality of this study lies in its integrated and context-sensitive conceptualization
of customer satisfaction in telecom service recovery, addressing critical gaps in prior
research. Fundamentally, this study departs from traditional linear service recovery models
by demonstrating that complaint management practices do not directly translate into
customer satisfaction. Instead, their influence operates through psychological (trust) and
behavioral (customer sensitivity) mechanisms. This reconceptualization challenges the
dominant assumption of a direct effect between service recovery efforts and satisfaction,
and advances a more process-oriented understanding in which internal customer states
shape final evaluations.

While previous studies have examined complaint management practices or customer
satisfaction in isolation[78], rarely have models simultaneously accommodated complaint
resolution, customer trust, and customer behavior sensitivity within a unified framework.
By integrating these elements, the study shows that the effectiveness of complaint
management is contingent rather than uniform,; it is mediated by the level of trust a customer
places in the company and moderated by their sensitivity to service interactions. This
provides a deeper explanation of how and why similar recovery efforts can produce
different satisfaction outcomes across customers.

A second distinctive contribution is the explicit focus on social media influencer
utilization in complaints management. Prior research seldom considers the publicity-
oriented role of influencers, who not only amplify complaints but also shape customer
perceptions and alter the dynamics of organizational response [136]. By incorporating
influencers as strategic actors, this model reflects the modern, public, and socially
networked nature of service recovery, highlighting how customer reactions are influenced
by both direct firm—customer interactions and broader social narratives.

Therefore the proposed model is inherently telecom-specific because it captures the
unique structural and experiential conditions under which complaints occur and are
evaluated in the industry, and it is rigorously grounded in qualitative exploration (from a

qualitative study), theoretical foundations, and prior literature. Unlike transactional sectors,
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telecom services involve continuous, subscription-based usage, where service failures such
as network disruptions, data loss, or billing errors shape cumulative and forward-looking
satisfaction judgments rather than isolated evaluations. The model was initially inductively
derived from qualitative findings, which revealed context-specific themes that are not
adequately captured in generalized service models. These empirically grounded insights
were then systematically integrated with established theoretical perspectives, particularly
the stimulus—organism-response framework, alongside existing literature on complaint
management and service recovery. Furthermore, the telecom context is characterized by
high switching barriers, intensifying the role of trust as a central psychological
mechanism[146]. The switching barrier strongly cement the mediation role and acts as a
significant difference with other sectors like retail or logistics whereas switching from one
provider to another is not a problem. Furthermore, the increasing migration of complaints
to social media platforms also introduces visibility, virality, and influencer-mediated
dynamics, justifying the inclusion of social media influencer utilization as a context-driven
construct. Combined with customer behavior sensitivity, which reflects the amplified
personal impact of telecom service failures, the model represents a theoretically informed
and empirically grounded configuration that is deeply embedded in the telecom
environment. Therefore, although some constructs may appear transferable at a superficial
level, their selection, integration, and explanatory power are rooted in qualitative evidence,
theory, and literature specific to telecom, limiting direct generalization and reinforcing the

model’s unique sector-specific contribution.

165



Wuhan University of Technology - Doctor’ s Degree Dissertation

Complaints Management Practices

I
. I
1
i Service Quality :
1 H2a
i ! H4a-H4d
. |
! Social Media Influencer - H2b
: Utilization _JI\’ Custon:ner H3 Customer
i cTr:]st - | Satisfaction
: Perceived Customer ampRny
; Feedback Utilization !
; :
i :
! Transparent Organization g
: Culture i
. |
( H1a-H1d
A
H5a -H5d

Customer

Behavior

Sensitivity

Figure 5.2 Conceptual Framework (study 2)

The model posits that complaint management practices: which are service recovery
responsiveness conceptualized as ‘service quality’; influencer supported complaints
communication conceptualized as  ‘social media influencer utilization’; feedback
utilization procedures conceptualized as ‘perceived customer feedback’; and transparent
organizational attitudes conceptualized as ‘transparent organization culture’, shape
customer satisfaction during complaints resolution. This effect operates through ‘customer

trust in company’ and its intensity is governed by ‘customer behavior sensitivity’

The alignment of study 2 quantitative research objectives and hypotheses is crucial for
ensuring that the study's focus is clearly defined and that the relationships between key
variables are systematically tested as shown in the conceptual framework in figure 5.2. This
alignment ensures that the research questions are addressed through specific, testable
predictions, facilitating a structured investigation into the relationships between constructs.

By clearly mapping objectives to hypotheses, the study enhances its coherence, providing
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a clear roadmap for data collection and analysis. See Table 5.15 showing the objective

alignment with the hypothesis
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Table 5.15 Alignment of Research Objectives and Hypotheses

Objectives

Hypothesis

Objective 2:

To study the influence of
complaints management
practices on customer
satisfaction

Hl1(a): Complaints management service quality positively and
significantly influence customer satisfaction

H1(b): Social media influencers utilization positively and
significantly influence customer satisfaction

HI1(c): Perceived customer feedback utilization significantly
influence customer satisfaction

H1(d): Transparent organizational culture positively and
significantly influence customer satisfaction

Objective 3: To study the
influence of complaints
management practices on
customer trust in company

H2(a): Complaints management service quality positively and
significantly influence customer trust in company

H2(b): Social media influencers utilization positively and
significantly influence customer trust in company

H2(c): Perceived customer feedback utilization significantly
influences customer trust in company

H2(d): Transparent organizational positively and significantly
influence customer trust in company

Objective 4: To study the
influence of trust in company
on customer satisfaction

H3: Customer trust in company positively and significantly
influence customer satisfaction

Objective 5: To investigate the
mediating role of 'trust in the
company' between customer
complaints management
practices and customer
satisfaction

H4(a): Customer trust in the company mediates the
relationship between complaints management service quality
and customer satisfaction.

H4(b): Customer trust mediates the relationship between social
media influencer utilization and customer satisfaction.

H4(c): Customer trust mediates the relationship between
Perceived Customer Feedback Utilization and customer
satisfaction.

H4(d): Consumer trust mediates the relationship between
Transparent Organizational Culture and customer satisfaction.

Objective 6: To examine the
moderating effect of 'customer
behavior sensitivity' on the
relationship between customer
complaintsmanagement
practices and customer
satisfaction

Hypothesis H5(a): Customer behavior sensitivity moderates
the relationship between service quality and customer
satisfaction.

Hypothesis H5(b): Customer behavior sensitivity moderates
the relationship between social media influencers utilization
and customer satisfaction.

Hypothesis H5(c): Customer behavior sensitivity moderates
the relationship between perceived customer feedback
utilization and customer satisfaction.

Hypothesis H5(d): Customer behavior sensitivity moderates
the relationship between transparent organizational culture and
customer satisfaction.
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5.4. Methodology

Study 2 adopted a quantitative research design to examine the relationships between

complaint management practices, customer trust, and satisfaction in Tanzania's
telecommunications sector. While a broader justification of the methodology is provided
in Chapter One, this section outlines the specific procedures employed. The approach
was suitable for testing causal relationships among latent constructs using statistical

methods [77].

5.4.1. Sampling, Data Collection,Analysis and Ethical Concerns

Data were collected through a structured questionnaire administered to 562 telecom
customers (simcard subscribers) in Dar es Salaam, Dodoma, and Morogoro across the
urban, peri urban and rural areas. These cities were purposively selected to reflect
diverse regional characteristics. Respondents were selected using a combination of
purposive and snowball sampling techniques, targeting individuals who had lodged
complaints and received resolutions [78]. While this ensured relevance to the research
objectives, it also introduced potential limitations such as selection bias and reduced
generalizability. However, to mitigate the sampling limitations, a diverse pool of
respondents across different cities and service contexts was targeted to reflect a range of
consumer experiences and limit bias and enhance generalization.

The sample size was determined through a priori power analysis using G*Power
software(detailed in chapter 1-Figure 1.5), exceeding thresholds for Partial Least
Squares Structural Equation Modeling (PLS-SEM) [149]. PLS-SEM was chosen in
analysius due to its suitability for complex models, latent variables, and non-normal data
[148,149]. Data analysis was conducted using SmartPLS 4, assessing both measurement
and structural models, including mediation and moderation effects.

The questionnaire which is included in the appendix B, drew on validated scales from
prior studies covering constructs such as service quality control [84], transparent
organizational culture [85], customer feedback utilization [86], social media influencer
engagement [87], customer trust [88], satisfaction with complaint resolution [89], and
customer behavior sensitivity [90]. Items were measured using a 5 point Likert scale. A

pilot study was initialy conducted to refine the research instruments(detailed in chapter
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1). Thereafter, final data were collected for a period of three months (March - May
2023) using a online survey questionaire yielding a 68% response rate.

The study was conducted with strict adherence to ethical standards. Ethical clearance
was obtained from the Institutional Review Board in Tanzania, ensuring that all
procedures met recognized research integrity requirements. Participants provided
informed consent and were fully assured of confidentiality, anonymity, and voluntary
participation throughout the process. No personal identifiers were collected, and all data
were stored securely in line with recomended data protection protocols. These measures
reinforced the credibility of the research and safeguarded the rights and welfare of

participants.

5.4.2. Robustness Checks and Validation of Results

To ensure the robustness and credibility of the results, several additional analyses
were conducted. First, endogeneity was assessed using the Gaussian copula approach,
which allows for detecting and correcting potential bias arising from reverse causality
or omitted variables as proposed by Hamilton and Nickerson (2003). Second, linearity
was examined through quadratic effect testing, ensuring that the assumed linear
relationships among constructs were valid and that any nonlinear patterns were
appropriately accounted for as recommeded by Hair etal. (2017). Third, unobserved
heterogeneity was addressed using the FIMIX-PLS procedure, which identifies latent
subpopulations within the data that may influence the relationships of interest, enhancing
the generalizability of the findings as recommended by Henseler & Chin (2010).
Sensitivity analysis was performed by incorporating relevant control variables,
confirming that the observed effects were not artifacts of omitted confounders and
reinforcing the stability of the results across alternative model specifications. Finally,
CB-SEM was employed as a complementary method to validate the PLS-SEM findings,
providing further evidence of model robustness and ensuring that the results hold under
both variance-based and covariance-based structural equation modeling approaches as
recommended by Hair, Ringle, & Sarstedt (2011).Collectively, these robustness checks
strengthen confidence in the findings by addressing potential biases, model
misspecification, and hidden data structures, thereby ensuring that the conclusions are

both reliable and practically meaningful.
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5.4.3. Common Method Bias (CMB)

Common Method Bias (CMB) is a measurement error that occurs when the data

collection method artificially inflates relationships between variables. This bias affects
the validity of a study by causing misleading or exaggerated correlations, leading to
incorrect conclusions about the true relationships. At the procedural level, this study
employed a time-lagged data collection design, where data for predictor and criterion
variables were collected at different points in time. This temporal separation reduced
respondents’ ability to use prior answers to inform subsequent responses, thereby
minimizing consistency motifs as recommended by Philip M. Podsakoff. In addition,
several statistical techniques were applied to assess the presence of CMB. These
methods include: Harman’s Single Factor Test (SPSS), collinearity diagnostics
(SMART PLS4) using Variance Inflation Factors (VIF), as recommended in the
literature band also the use marker variable technique as recommended by recent
studies[136,146]

Harman’s Single Factor Test was conducted through unrotated Principal Component
Analysis (PCA), where the results showed that the first factor accounted for only
31.658% of the total variance, which is substantially below the critical threshold of 50%
suggested by Harman (1967) as shown in Table 5.18. This indicates that the data is not
predominantly influenced by a single factor, and thus, CMB is unlikely to pose a
significant threat.

Additionally, collinearity assessment was used as a complementary method for
detecting CMB through the evaluation of inner Variance Inflation Factor (VIF) values
for the key dependent constructs: Customer Satisfaction with Complaint Resolution
(CSR) and Trust in the Company (TRC). The VIF values were all below the conservative
threshold of 3.33, as recommended by literature[136], suggesting no serious issues of
multicollinearity or bias due to common method variance. The VIF values are shown in
Table 5.23.

Furthermore, The marker variable technique was employed to assess the presence of
common method bias (CMB), and the results indicate no significant concern. As shown
in the table 5.16, the relationships between the marker variable (MV) and the key
constructs (CSR, SQC, SMI, CFU, and OCC) are weak and statistically insignificant,
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with path coefficients ranging from —0.072 to 0.074, t-values below the threshold of

1.96, and p-values exceeding 0.05.
Table 5.16. Marker Variable Table

Standard
Original Sample mean deviation
sample (O) (M) (STDEYV) T statistics P values

MV 1->CSR 0.065 0.069 0.038 1.718 0.086
MV 2 ->SQC -0.049 -0.062 0.057 0.856 0.392
MV 3 -> SMI 0.074 0.085 0.058 1.285 0.199
MV4 -> CFU -0.055 -0.057 0.07 0.784 0.433
MVS5 ->0CC -0.072 -0.084 0.062 1.172 0.241

These findings suggest that the marker variable does not account for substantial
variance in the model constructs. Consistent with established guidelines, the absence of
significant relationships implies that common method variance is unlikely to distort the
study’s results, thereby supporting the robustness and validity of the structural model.
Taken together, the convergence of evidence from these complementary approaches
provides strong assurance that common method bias is not a serious concern in this

study.

5.5. Preliminary Data Analysis

The preliminary data analysis process implemented a rigorous and systematic
analytical framework, integrating descriptive statistics, exploratory factor analysis, and
thorough reliability and validity assessments. Each stage was carefully designed to
uphold methodological rigor, including the use of the Kaiser-Meyer-Olkin (KMO)
statistic to confirm sampling adequacy and targeted checks for common method bias.
This comprehensive approach not only ensures the accuracy and consistency of the
measurements but also strengthens the credibility, robustness, and generalizability of the

study’s findings.

5.5.1. Descriptive Statistics of Quantitative Data
This study involved 562 respondents, with a gender distribution of 64% male and
36% female, indicating a male-dominated sample which may reflect telecom usage

trends or interest in the subject matter. In terms of residence, a majority (70.5%) were
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from urban areas, potentially indicating better access to telecom services compared to
rural participants (29.5%).

The age range was broad, with most respondents aged between 18—54 years (68.7%),
highlighting a youthful and middle-aged consumer base. Educationally, 63% had
attained at least a bachelor's degree, suggesting a well-educated sample likely familiar
with digital platforms and telecom services.

Occupational status varied: students (34.5%) and formally employed individuals
(33.3%) dominated the sample, while self-employed, retired, and unemployed
individuals made up the rest. In terms of marital status, the majority were single (43.6%),
followed by married individuals (31.9%), and smaller percentages of divorced,
separated, or widowed respondents.

Regarding usage experience, nearly half (47%) had used telecom services for 1-5
years, with a significant portion (31.5%) using them for 610 years, and 21.5% for over
a decade suggesting a well-informed customer base with varying levels of brand
experience.Telecom affiliation revealed Vodacom as the most used provider (41%),
followed by Tigo (21%), Airtel (19%), Halotel (10%), and TTCL (9%), illustrating
Vodacom’s market leadership.

When asked about preferred complaint channels, 35% favored call centers, followed
by social media (32%), physical visits (21%), and other channels like email or apps
(12%). This indicates a growing shift toward digital platforms while maintaining a
strong preference for direct interaction.

The nature of complaints centered primarily on service issues (217 cases), with
technical (163), internet-related (102), billing (43), and miscellaneous concerns (37)
following. These figures highlight service delivery as the most pressing issue, with

implications for quality improvement strategies.

5.5.2. Assessment of Normality and Justification for SEM PLS

To ensure the rigor of the statistical analyses, normality tests were conducted for all
key variables using both the Kolmogorov-Smirnov (K-S) and Shapiro-Wilk (S-W) tests.
As shown in Appendix Cl1, all variables had p-values below 0.001, indicating significant
deviations from normality and thus violating a key assumption of many parametric

techniques [148]. In response, Structural Equation Modeling with the Partial Least
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Squares (PLS) approach was employed, as it is robust to non-normal data and well-suited
for modeling complex relationships involving latent constructs, mediating, and
moderating variables. This distribution-free estimation method ensures reliable and
valid results despite non-normality, thereby strengthening the analytical rigor and

appropriateness of the study’s methodology.

5.5.3. Exploratory Factor Analysis (EFA)

5.5.3.1. KMO and Bartlett's Test

The factor analysis results provide strong evidence for the suitability of the data and
the robustness of the study’s constructs. The Kaiser-Meyer-Olkin (KMO) Measure of
Sampling Adequacy is exceptionally high at 0.957, which, according to Kaiser (1974),
falls within the ‘excellent’ range, indicating that the sample size is more than sufficient
and that the variables have a strong potential to form coherent factors. Bartlett’s Test of
Sphericity further supports this, with an approximate Chi-Square value of 2,685.988 and
a p-value of 0.001, confirming that the correlation matrix is not an identity matrix and
that the variables are sufficiently interrelated (Hair et al., 2010). These results not only
justify the application of factor analysis but also reinforce the construct validity of the
measured variables, suggesting that each latent construct is reliably represented by its
indicators. Collectively, this evidence strengthens the reliability and interpretability of

the study’s measurement model, as summarized in Table 5.17
Table 5.17 KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 957
Bartlett's Test of Sphericity Approx. Chi-Square 26858.988
df 1891
Sig. <.001
5.5.3.2. Total Variance Explained

Table 5.18 presents the Total Variance Explained, providing insights into the proportion

of variance captured by the extracted factors. The analysis employed Principal Component

Analysis (PCA) as the extraction method, with Varimax rotation applied to achieve a more

interpretable factor structure. Initially, the eigenvalues indicate that six factors have values
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greater than 1.0, a commonly used threshold for factor retention (Kaiser, 1960; Hair et al.,
2019). The first five of these factors together explain approximately 57.539% of the total
variance, which represents a substantial portion of the dataset. Specifically, the first factor
alone accounts for 30.559% of the variance, while the subsequent factors contribute
progressively smaller amounts. After rotation, the variance is redistributed more evenly
across the factors, improving interpretability: the first factor contributes 12.745%, the second
11.286%, the third 12.782%, the fourth 10.889%, and the fifth 13.563% of the total variance.
This redistribution highlights that the rotation process clarified the distinct dimensions

present in the data, while maintaining the overall explanatory power of the model.
Table 5.18 Total Variance Explained

Total Variance Explained

Factor Initial Eigenvalues Extraction Sums of Squared Loadings | Rotation
Sums of
Squared
Loadings®
Total % of | Cumulative % | Total | % of |Cumulativ Total
Variance Variance e %
1 19.628 31.658 31.658 18.946 30.559 30.559 12.745
2 | 5910 9.532 41.190 4.942 7.970 38.529 11.286
3 | 5.022 8.100 49.290 5.418 8.739 47.268 12.782
4 | 3.5% 5.797 55.088 3.256 5.252 52.520 10.889
5 | 3.456 5.574 60.662 3.112 5.019 57.539 13.563
6 | 2.504 4.039 64.701 2.155 3.475 61.014 5.662
7 | .903 1.456 66.156 562 906 61.920 11.806

Extraction Method: Principal Component Analysis. |

5.5.3.3. Pattern Matrix

The pattern matrix obtained from the Exploratory Factor Analysis (EFA) using
Maximum Likelihood extraction and Promax rotation provides a clear representation of
the measurement structure. Promax, an oblique rotation method, was suitable given the
theoretical expectation of correlations among constructs. The rotation converged in
seven iterations, indicating a stable and well-defined factor solution.

As presented in Table 5.19, all items loaded strongly on their respective constructs,
with coefficients largely exceeding the recommended threshold of 0.60 [148]. Service
Quality, Consumer Behavior Sensitivity, Social Media Influencer Utilization,
Transparent Organizational Culture, Trust in Company, and Customer Feedback

Utilization were all well-represented by their indicators, confirming coherent clustering
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of items under intended factors. Customer Satisfaction with Complaint Resolution also
demonstrated acceptable loadings, supporting its inclusion within the model.

The adequacy of the data for factor analysis was confirmed by the high Kaiser-Meyer-
Olkin (KMO) value and significant Bartlett’s Test of Sphericity. Moreover, the extracted
factors explained a substantial proportion of the cumulative variance, surpassing
conventional benchmarks for EFA. These results collectively affirm the construct
validity of the measurement model and provide a reliable foundation for subsequent

steps of data analysis.
Table 5.19 Pattern Matrix

Pattern Matrix?*

Indicators Factors
Service Consumer Social Transparent Trust in Customer Customer
Quality Behavior Media ~ Organization ~Company  Feedback  Satisfaction
Sensitivity Influencer Culture Utilization
Utilization
SQC1 0.837
SQC2 0.842
SQC3 0.857
SQC 4 0.735
SQC5 0.844
SQC6 0.651
SQC7 0.795
SQC38 0.694
SQCH 0.752
SQC 10 0.738
SQC 11 0.721
SQC 12 0.762
CBS1 0.840
CBS2 0.840
CBS3 0.829
CBS 4 0.857
CBSS 0.812
CBS6 0.879
CBS7 0.897
SMI'1 0.793
SMI 2 0.741
SMI3 0.790
SMI 4 0.882
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SMI 5
SMI 6
SMI 7
SMI 8
SMI 9
SMI 10
OCC1
0oCC2
OCC3
0CC4
OCC5
OCC6
OoCC7
OCC 8
OCC9
OCC 10
TRC 1
TRC 2
TRC 3
TRC 4
TRC 5
TRC 6
TRC 7
TRC 8
TRC 9
CFU 1
CFU 2
CFU 3
CFU 4
CFU 5
CFU 6
CFU 7
CFU 8
CFU 9
CFU 10
CSR 1

CSR 2

CSR 3

0.757
0.841
0.700
0.732
0.712
0.531

177

0.746
0.724
0.717
0.727
0.706
0.717
0.735
0.734
0.691
0.723

0.757
0.799
0.765
0.773
0.781
0.813
0.734
0.806
0.698

0.747
0.720
0.692
0.752
0.720
0.730
0.769
0.767
0.733
0.726

0.635

0.605

0.593
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CSR4 0517

Extraction Method: Maximum Likelihood.
Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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5.6. Reliability and Validity of the Measurement Model

The measurement model through PLS SEM in Smart PLS was assessed to meet quality
criteria before moving on to the structural model evaluation. During the "measurement
model assessment," the "reliability" and "validity" of the indicators and constructs were

tested using the PLS algorithm.

5.6.1.Indicator Loadings

Appendix C2 presents the indicator loadings, which reflect the strength of the
relationship between each item and its corresponding factor or construct. These loadings
indicate the extent to which each item contributes to explaining the variance in the
underlying construct. Ideally, loading values should exceed 0.7 [151]. As shown in the
appendix C2, most items meet this threshold, with the exception of three: CFU7 (0.696))
under the “Customer Feedback Utilization” construct. Nevertheless, the item were retained,
as their values exceed the commonly accepted minimum threshold of 0.6, as suggested by
literature[154]. Furthermore, other measurement indicators such as Cronbach’s Alpha,
Composite Reliability, and Average Variance Extracted (AVE) remain within acceptable

limits even with these items included.

5.6.2.Reliability and Convergent Validity

Scale reliability refers to the extent to which the results of a study can be
consistently replicated under similar conditions using the same scale. Essentially, it
assesses the scale's consistency. To evaluate internal consistency reliability, "Cronbach’s alpha"
and "composite reliability" of the constructs were measured, indicating how closely related a set
of items within a construct are. Both "Cronbach’s alpha" and "composite reliability" serve as
measures of scale reliability.

Table 5.20 presents the reliability and convergent validity metrics for the seven key constructs
included in the study: Service Quality Control (SQC), Social Media Influencer utilization (SMI),
Customer Feedback Utilization (CFU), Organizational Culture Transparency (OCC), Trust in
the Company (TRC), Customer Behavior Sensitivity (CBS), and Customer Satisfaction with
Complaint Resolution (CSR).
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All constructs demonstrated excellent internal consistency, with Cronbach’s alpha values
ranging from 0.912 to 0.957, surpassing the widely accepted threshold of 0.70 proposed by
Nunnally & Bernstein (1994). Similarly, Composite Reliability (rtho c) values were strong,
ranging between 0.931 and 0.965, indicating high construct reliability proposed by Hair et al.,
(2019).

Average Variance Extracted (AVE) values for all constructs were above the recommended
minimum of 0.50 proposed by Fornell & Larcker, (1981), ranging from 0.573 to 0.796. This
supports the convergent validity of the constructs, confirming that the indicators adequately

represent their respective latent variables[150,151].
Table 5.20 PLS SEM Internal consistency reliability and Validity

Constructs Cronbach's Comr::):ci)tfct)'eliability AVE
alpha
sQc 0.948 0.955 0.636
SMI 0.937 0.947 0.641
CFU 0.921 0.931 0.573
occ 0.919 0.932 0.579
TRC 0.936 0.946 0.661
CBS 0.957 0.965 0.796
CSR 0.912 0.938 0.792
5.6.3. Validity

5.6.3.1. Convergent Validity Test- Average Variance Extracted (AVE)

Validity refers to the extent to which a construct accurately measures what it is intended
to measure. Convergent validity is used to assess the validity of constructs in a study.
Convergent validity was evaluated using the "average variance extracted" (AVE). The AVE
for reflective constructs is determined by calculating the average of the reliabilities of their
indicators. It measures the variance explained by these indicators. An acceptable AVE value
should exceed 0.5 [152,151], indicating that the construct’s indicators explain at least half
(50%) of the variance [152].

Average Variance Extracted (AVE) values for all constructs were above the recommended
minimum of 0.50 proposed by Fornell & Larcker, (1981), ranging from 0.573 to 0.796, as
shown in Table 5.20. This supports the convergent validity of the constructs, confirming that

the indicators adequately represent their respective latent variables[150,151].
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Discriminant Validity Assessment Using Cross Loadings

5.6.3.2.

Cross loadings are used to assess discriminant validity ['*2]. In a properly specified
model, the indicator loadings should be high on their intended constructs. Conversely, if the
indicators load higher on a different construct than their intended one, the model's validity
is compromised. Therefore, to establish discriminant validity, indicators should load highly
on their proposed constructs (shown as bold diagonal values) and comparatively lower on
other constructs [132], Table for cross loadings is at the A ppendix C3 and it shows that the
items for each construct do not load higher on other constructs, thus confirming

discriminant validity.

5.6.3.3.

In the "Fornell-Larcker discriminant validity criterion," the square roots of the AVE

Discriminant Validity With the Fornell-Larcker Criterion

of the constructs are considered. Discriminant validity is established if the square root
of a construct's AVE is greater than its correlation with any other construct [152]. This
indicates that a construct shares more variance with its own indicators than with other
constructs in the model. In Table 5.21, the bold values in the diagonal cells represent the
"square roots of AVE of'the constructs," while the correlation values are shown below them.
The table clearly demonstrates that the square root of AVE for each construct exceeds its

correlations with other constructs, confirming discriminant validity.
Table 5.21 PLS SEM Fornell-Larcker criterion

Construct CBS CFU CSR ocCcC SMi sQcC TRC

CBS 0.892

CFU -0.102 0.757

CSR 0.486 -0.153 0.890

occ 0.344 -0.072 0.463 0.761

SMiI 0.427 -0.103 0.445 0.461 0.800

sQcC 0.327 -0.085 0.440 0.459 0.468 0.798

TRC 0.482 -0.012 0.606 0.451 0.584 0.515 0.813
5.6.3.4. Discriminant Validity with HTMT

While cross-loadings and the Fornell-Larcker criterion are commonly applied to assess
discriminant validity, they are not without limitations. To address these, the Heterotrait-
Monotrait (HTMT) ratio introduced by Henseler [153] was utilized as a more rigorous
approach for evaluating discriminant validity in PLS-SEM. According to the recommended
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threshold, HTMT values should not exceed 0.85 [153]. As shown in Table 5.22, all HTMT

values fall below this benchmark, thereby confirming that discriminant validity is

satisfactorily established.
Table 5.22 PLS SEM Heterotrait-monotrait (HTMT) ratio of correlations

Construct CBS CFU CSR occ SMI sQcC
CBS

CFU 0.084

CSR 0.839 0.135

occ 0.355 0.079 0.496

SMI 0.447 0.102 0.585 0.487

sQcC 0.338 0.061 0.466 0.486 0.495

TRC 0.507 0.046 0.653 0.472 0.621 0.542

5.6.4. Multicollinearity Assessment

Multicollinearity among indicators can inflate standard errors and distort parameter
estimates in Structural Equation Modeling (SEM), potentially undermining the
measurement model’s validity. The Variance Inflation Factor (VIF) is the standard
diagnostic measure for detecting multicollinearity. Following Hair et al. (2021), VIF values
below 5.0 indicate acceptable levels of collinearity that do not threaten the model’s
integrity.

In this study, the VIF values for all indicators ranged from 1.75 to 4.51, with the majority
of values falling between 2.0 and 3.0. Only a few indicators reached values above 4.0
namely 4.151, 4.513, 4.072, and 4.355 yet these remain below the critical cutoff of 5.0,
signifying no severe multicollinearity concerns. The concentration of most VIF values in
the moderate range suggests that indicators share some variance but remain sufficiently
distinct, preserving construct validity and measurement reliability (Kock, 2015).

A detailed summary of all VIF statistics for each indicator is provided in Appendix C2.
This comprehensive assessment confirms that multicollinearity is not problematic in this

study, ensuring robust and unbiased estimation in the structural model.

5.7. Structural Model Analysis
This table 5.23 summarizes the results for R?, Q2 effect sizes (F?), and collinearity

(VIFs) for the constructs. Blank entries (—) indicate values that are not applicable. The
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table offers an overview of the model’s explanatory power, predictive relevance, and
potential collinearity issues. Detailed interpretations and discussion of these results are
provided in the sections following this table

(NB:VIF discussion is provided in section 5.4.3 for common method bias)
Table 5.23 PLS SEM Structural Model Analysis Summary Table

Constructs R? Q? F?> (— TRC) F?> (— CSR) VIF (TRC) VIF (CSR)
SQC — — 0.095 0.009 1.418 1.594
SMI — — 0.232 0.020 1.427 1.781
CFU — — 0.009 0.041 1.013 1.189
OCC — — 0.028 0.080 1.406 1.802
CBS — — — 1.130 — 1.637
TRC 0.481 0.421 — 0.115 — 2.002
CSR 0.822  0.696 — — — —
Notes:

SQC = Service Quality Control (Independent Variable)

SMI = Social Media Influencers (Independent Variable)

CFU = Customer Feedback Utilization(Independent Variable)

OCC = Transparent Organizational Culture (Independent Variable)

CBS = Customer Behavior Sensitivity (Moderator)

TRC = Trust in the Company (Mediator)

CSR = Customer Satisfaction with Complaint Resolution (Dependent Variable)
R2 = Coefficient of Determination;

Q? = Predictive Relevance;

F? = Effect Size;

VIF = Variance Inflation Factor (indicator of collinearity).

5.7.1. Coefficient of Determination of Dependent Constructs (R?)

The coefficient of determination (R?) for endogenous constructs was evaluated to assess
the model's explanatory power, also referred to as in-sample predictive power [155, 156].
Following Boubker and Douayri [157] and Riou [158], R? values less than 0.19 indicate a
very weak level of determination; values between 0.19 and 0.33 indicate weak
determination; between 0.33 and 0.67 indicate moderate; and values above 0.67 indicate
substantial determination. In behavioral sciences, values above 0.20 are often considered
acceptable, though this varies by context [159]. In this study, the R? values for ‘Customer
Satisfaction with Resolution’ (CSR) and ‘Trust in Company’ (TRC) were 0.822 and 0.481,

respectively. This indicates that the model explains 82.2% of the variance in CSR and
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48.1% of the variance in TRC, reflecting substantial and moderate explanatory power,

respectively (see Table 5.23).

5.7.2. Effect Size - (F?)

The F-square (f?) analysis reveals varying degrees of influence among factors affecting
customer satisfaction with complaint resolution (CSR) and trust in the company (TRC),
interpreted using Cohen’s (1988) guidelines where f> values 0f 0.02, 0.15, and 0.35 indicate
small, medium, and large effects, respectively. Consumer behavior sensitivity (CBS) stands
out with a large effect on CSR (1.13), far exceeding Cohen’s large effect threshold,
highlighting the critical role that customers’ behavioral responsiveness plays in shaping
satisfaction during complaint handling. This underscores the necessity for complaint
management strategies to be tailored to diverse customer behaviors to optimize outcomes,
consistent with prior research advocating customer segmentation and personalized service
[111,131].

In contrast, customer feedback utilization (CFU) shows only minimal effects on both
CSR (0.041, small effect) and TRC (0.009, small effect), suggesting current feedback
mechanisms may be inadequate or poorly implemented, echoing concerns in service
management literature about the gap between feedback collection and actionable responses
[136,138]. Similarly, organizational culture centered on transparency (OCC) exerts a small
effect on CSR (0.08) and an even smaller effect on TRC (0.028), indicating that
transparency alone may be insufficient to significantly enhance satisfaction or trust without
complementary improvements.

The influence of social media influencers (SMI) is negligible to small on CSR (0.02) but
shows a moderate effect on TRC (0.232), implying that influencers contribute more to
building brand trust than to immediate complaint satisfaction, aligning with perspectives
that view influencer marketing primarily as a reputational tool [36]. Unexpectedly, service
quality control (SQC) shows almost no effect on CSR (0.009) or a small effect on TRC
(0.095), contradicting traditional service quality theories by Parasuraman et al., (1988) and
suggesting that quality improvements have yet to translate into perceptible benefits in
complaint contexts.

Importantly, trust in the company (TRC) exhibits a small to moderate effect on CSR

(0.115), reinforcing its pivotal mediating role in enhancing customers’ positive evaluation
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of complaint resolution, in line with established frameworks emphasizing trust’s centrality
[132,133,183]. Taken together, these findings identify CBS,TRC and SMI as key drivers

of customer satisfaction in complaint resolution (see Table 5.23).

5.7.3. Predictive Relevance (Q?)

The Q-square (Q?) value, also known as Stone-Geisser’s Q2 is a key indicator used to
assess the predictive relevance of a structural model, particularly within the context of
Partial Least Squares Structural Equation Modeling (PLS-SEM). It is calculated through a
blindfolding procedure that systematically omits data points and estimates them using the
model’s parameters. According to literature, Q* value greater than zero indicates that the
model has predictive relevance for a particular endogenous construct. According to
literature values of 0.02, 0.15, and 0.35 can be interpreted as small, medium, and large
predictive relevance, respectively[ 146].

Table 5.23 reports Q? values for two key constructs: Customer Satisfaction with
Complaint Resolution (CSR) and Trust in the Company (TRC). The Q? value for CSR is
0.696, which surpasses the threshold for strong predictive relevance. This suggests that the
model demonstrates a high level of accuracy in predicting CSR outcomes based on the
exogenous variables, including SQC,SMI,CFU and OCC. Such a result indicates that the
model not only fits the data well but also possesses substantial explanatory power for CSR,
an essential outcome in the context of complaint management effectiveness.

The Q? value for TRC is 0.421, indicating a strong predictive relevance. While this value
is slightly lower than that of CSR, it still reflects a respectable degree of predictive
accuracy. The comparatively lower Q? for TRC may be attributed to the more abstract and
attitudinal nature of trust, which is often influenced by a broader range of experiences and
perceptions beyond immediate service recovery efforts. Nonetheless, the model
demonstrates sufficient capability in predicting customers’ trust in the company, supporting
the hypothesized relationships among complaint management practices and trust.

Overall, these Q2 values affirm the model's predictive strength. The particularly high Q?
for CSR highlights the model’s ability to inform practical interventions aimed at improving
customer satisfaction following complaint resolution. The moderately strong Q* for TRC
further validates the inclusion of trust as a mediating construct, reinforcing its conceptual

relevance within the broader theoretical framework of the study.
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5.7.4. Model Fit Analysis
The goodness of fit of the model is evaluated using several key indicators: SRMR, Chi-

square, and NFI. Here's a comment on each of these measures for the estimated model: The
SRMR value for the estimated model is 0.049. An SRMR value below 0.08 is considered a
good fit, indicating that the model has a satisfactory fit with the data[155]. In this case, an
SRMR of 0.049 suggests that the model fits the data well, with a small residual error. The
Chi-square value for the model is 3841.619. In structural equation modeling, a lower Chi-
square value indicates a better fit. However, Chi-square is sensitive to sample size, and with
large samples, even small discrepancies can lead to a significant Chi-square value.
Therefore, Chi-square should be interpreted in conjunction with other fit indices. The NFI
value is 0.862. NFI values range from 0 to 1, with values closer to 1 indicating a better fit.
An NFI value above 0.90 is generally considered acceptable, though some researchers
accept values above 0.80 as an indication of a reasonably good fit. In this case, an NFI of
0.862 suggests that the model has an acceptable fit but could potentially be improved.
Therefore, the model shows a good fit based on the SRMR value (0.049), which is well
below the threshold of 0.08. The NFI value (0.862) suggests a reasonably good fit, though
slightly below the ideal threshold of 0.90. The Chi-square value (3841.619) should be
interpreted with caution due to its sensitivity to sample size. Combining these indicators,

the model appears to have a satisfactoryfit with the data.

5.8. Hypotheses Testing Results

5.8.1. Direct Hypothesis Results

The hypotheses were tested using bootstrapping with 10,000 sub-samples to estimate the
path coefficients (J), t-values, p-values, and sample means (M) [161]. A significance level
of 5% (a = 0.05) was adopted, which is standard in marketing research. For a two-tailed
test, the critical t-value is approximately +1.96, indicating that t-values > 1.96 or <—1.96
are statistically significant. P-values below 0.05 denote significant effects. The detailed
results for all hypotheses, including confidence intervals, are presented in Table 5.24.

The key findings are:
e Hl(a): Service Quality Control (SQC) has a positive and significant effect on
Customer Satisfaction with Complaint Resolution (CSR) (f = 0.055, t=2.034, p =
0.042).
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e HI(b): Social Media Influencers (SMI) positively and significantly affect CSR (f =
0.092,t=2.677, p =0.007).

e HIl(c): Customer Feedback Utilization (CFU) has a negative and highly significant
effect on CSR (B =-0.088, t =3.823, p <0.001).

e HI(d): Transparent Organizational Culture (OCC) positively and significantly
impacts CSR (B=0.146,t=3.437,p=0.001).

e H2(a): SQC positively and highly significantly affects Trust in the Company (TRC)
(B=0.265,t=5.947, p <0.001).

e H2(b): SMI positively and highly significantly affects TRC (B = 0.397, t = 8.869, p
<0.001).

e H2(c): CFU’s positive effect on TRC is not significant (f = 0.062, t = 1.389, p =
0.165) since the t-value is below 1.96.

e H2(d): OCC positively and significantly affects TRC (B = 0.150, t = 3.296, p =
0.001).

e H3: TRC positively and highly significantly impacts CSR (3 =0.196, t =4.940, p <
0.001).

All hypotheses are supported except H2(c), as its P value is not below 0.05, its

confidence interval includes zero and its t-value is below the critical threshold. The absence
of a significant relationship between Customer Feedback Utilization (CFU) and Trust in
the Company (TRC) may suggest that customers perceive feedback mechanisms as
ineffective, lacking transparency or are not culturally appropriate as the CFU indicators
were contextualized to accommodate the cultural aspect in feedback utilization. It is
plausible that customers feel their feedback is collected more as a formality rather than
being genuinely considered or acted upon, which limits its ability to build trust. These
interpretations are supported by existing literature emphasizing that trust develops not
simply through feedback collection but through visible, meaningful responses and
communication [138,182]. Furthermore, other studies caution that poorly managed
feedback processes can damage trust if customers feel ignored or undervalued [105,135].
Whereas other literature suggests that cultural norms and expectations significantly shape
how customers interpret feedback processes, influencing whether they view such
mechanisms as trustworthy or tokenistic. In contexts where communal values, respect for
hierarchy, or face-saving practices are strong as in many African settings, feedback that
appears impersonal or non-responsive may be perceived as dismissive, further undermining

trust in the company [92,147]
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Table 5.24 PLS SEM Hypothesis Testing - Direct Relationship

Confidence
Hypothesis Path coelfai?c?en " T Values P values mse:]:lll()ll\?l) L O“I]l;trervag;l per Significant
Limit  limit
Hl(a) SQC-> CSR 0.055 2.034 0.042 0.056 0.004  0.110 Yes
H1(b) SMI ->CSR 0.092 2.677 0.007 0.090 0.025  0.159 Yes
Hl(c) CFU ->CSR -0.088 3.823 0.000 -0.093  -0.138 -0.049 Yes
H1(d) OCC ->CSR 0.146 3.437 0.001 0.143 0.060  0.227 Yes
H2(a) SQC ->TRC 0.265 5.947 0.000 0.266 0.180  0.356 Yes
H2(b) SMI ->TRC 0.397 8.869 0.000 0.395 0.307  0.480 Yes
H2(c) CFU ->TRC 0.062 1.389 0.165 0.058 -0.023  0.151 No
H2(d) OCC ->TRC 0.150 3.296 0.001 0.151 0.066  0.244 Yes
H3 TRC ->CSR 0.196 4.940 0.000 0.196 0.121  0.276 Yes

Overall, these results provide strong evidence that complaint management practices
significantly influence both customer satisfaction and trust, with trust serving as a key

mediator in enhancing satisfaction.

5.8.2. Mediation Analysis Results

This section presents the results of the mediation analysis, examining whether ‘Trust in
the Company’ mediates the relationship between various complaints management practices
and ‘Customer Satisfaction with Complaint Resolution (CSR)’. The mediating effects were
assessed using a bootstrapping procedure with 10,000 resamples, which provides bias-
corrected confidence intervals for indirect effects. The analysis follows the framework
proposed by Zhao et al. (2010), distinguishing between complementary partial mediation,
full mediation, and no mediation.

Hypothesis H4a posits that ‘Trust in the Company’ mediates the relationship between
SQC and CSR. The direct effect of SQC on CSR is statistically significant, with a beta
coefficient of 0.052, a T-value of 4.154, and a P-value of 0.000. The 95% confidence
interval (CI) of [0.030, 0.078] does not include zero, confirming the significance of this
path. The mediation analysis further reveals that Trust in the Company partially mediates
this relationship, indicating that while SQC independently contributes to CSR, its impact is
strengthened when trust is established. This aligns with existing literature suggesting that
consistent service quality enhances credibility and reliability, thereby nurturing customer

trust, which in turn improves satisfaction with complaint outcomes[130,131]. The presence
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of complementary partial mediation suggests that trust acts as a reinforcing mechanism
rather than replacing the direct effect.

Hypothesis H4b examines whether Trust in the Company mediates the effect of SMI on
CSR. The analysis yields a significant direct effect, with a beta coefficient of 0.078, a T-
value of 3.739, and a P-value of 0.000. The 95% CI of [0.042, 0.124] confirms this result.
The mediation analysis shows partial mediation by Trust in the Company, suggesting that
influencer engagement not only directly enhances customer satisfaction but also does so
indirectly by strengthening trust in the organization. This finding is theoretically consistent
with branding and endorsement theories, which argue that third-party validation from
influencers can enhance perceived organizational integrity, leading to higher satisfaction
when complaints are resolved[132,156]. Again, according to Zhao this is a case of
complementary partial mediation. See Table 5.25.

Hypothesis H4c investigates the mediating role of trust in the relationship between CFU
and CSR. The results indicate a non-significant relationship, with a beta coefficient of
0.012, a T-value of 1.326, and a P-value of 0.185. The p value is above 0.05 showing that
it is not significant, the 95% CI of [-0.004, 0.032] crosses zero, confirming the absence of
a significant effect. Consequently, there is no evidence of mediation in this case. This
suggests that while feedback mechanisms may be in place, customers likely do not perceive
them as meaningful or effective unless they lead to visible, tangible service improvements.
The lack of trust mediation may stem from a failure to close the feedback loop as customers
are not informed about how their input influences organizational change, which reduces
credibility and undermines trust. Additionally, in contexts like the Tanzanian telecom
sector, where customer expectations for responsiveness may be low due to historical service
gaps, feedback systems may be viewed with skepticism. Thus, the result underscores that
for feedback utilization to foster trust and satisfaction, organizations must actively
communicate outcomes, demonstrate responsiveness, and embed transparency in the entire
feedback process.

Hypothesis H4d tests whether Trust in the Company mediates the effect of a OCC on
CSR. The findings show a significant positive direct relationship, with a beta coefficient of
0.029, a T-value of 2.679, and a P-value of 0.007. The 95% CI [0.011, 0.054] affirms the

reliability of the estimate. The mediation analysis supports partial mediation by trust,
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suggesting that transparency within the organization such as openness in communication,
clarity in procedures, and consistent messaging both directly and indirectly improves CSR.
This reinforces the argument that a transparent culture fosters trust by reducing ambiguity
and signaling accountability, which are critical during complaint resolution. In line with
Zhao et al. (2010), this finding represents complementary partial mediation, with trust

enhancing but not substituting the direct influence of OCC on satisfaction(see Table 5.25)
Table 5.25 PLS SEM Hypothesis Testing (mediating hypothesis)

Hypoth Relationship Beta T P Sample Confidence Signifi Mediation
esis coefficient Values values mean Interval cant
™) Lower  Upper
Limit Limit

H4a SQC ->TRC 0.052 4.154  0.000 0.052 0.03 0.078 Yes Complementary
> CSR Partial
mediation
H4b SMI -> TRC 0.078 3.739 0.000 0.078 0.042 0.124 Yes Complementary
->CSR Partial
mediation
H4c CFU > TRC 0.012 1.326 0.185 0.011 -0.004 0.032 No No Mediation
->CSR
H4d OCC > 0.029 2.679 0.007 0.03 0.011 0.054 Yes Complementary
TRC ->CSR Partial
mediation

In summary, complementary partial mediation by Trust in the Company is evident in the
relationships involving SQC, SMI, and OCC, supporting the assertion that trust plays a
reinforcing role in enhancing satisfaction with complaint resolution. In contrast, the absence
of mediation in the case of CFU underscores the need for organizations to better
communicate how customer feedback leads to meaningful change. These findings
emphasize that trust is not merely a passive by-product of service interactions but an active

mechanism through which complaint management practices affect satisfaction outcomes

5.8.3. Moderation Analysis

Hypothesis H5a assessed whether ‘Customer Behavior Sensitivity’ (CBS) moderates the
relationship between ‘Service Quality Control’ (SQC) and ‘Customer Satisfaction with
Complaint Resolution’” (CSR). The analysis yielded a beta coefficient of 0.029, a T-value
of 1.089, and a P-value of 0.276. These results indicate that the moderating effect is not
statistically significant. Thus, variations in CBS do not appear to influence how service
quality control affects customer satisfaction in the context of complaint resolution. This

may suggest that the impact of service quality on satisfaction is robust across different
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sensitivity levels, likely due to the universal expectation of quality service regardless of
individual behavioral traits.

In contrast, Hypothesis H5b explored the moderating role of CBS on the relationship
between the use of Social Media Influencers (SMIs) in complaints management and CSR.
The beta coefficient of -0.114, T-value of 3.354, and P-value of 0.001 indicate a statistically
significant negative moderation effect. This suggests that higher levels of customer
sensitivity diminish the positive impact of influencer involvement on satisfaction with
complaint resolution. One plausible explanation is that highly sensitive customers may
perceive influencer interventions as performative or lacking authenticity, thereby
undermining their effectiveness. This finding underscores the nuanced role of customer
psychology in shaping responses to influencer-based engagement during service recovery.

Hypothesis H5c examined whether CBS moderates the relationship between perceived
Customer Feedback Utilization (CFU) and CSR. The beta coefficient of 0.034, T-value of
1.020, and P-value of 0.308 indicate no statistically significant moderation effect. This
implies that the perceived use of customer feedback contributes similarly to satisfaction
across varying levels of customer sensitivity. It is possible that feedback utilization is
interpreted more as a procedural or back-end function by customers, and less as a visible or
emotionally resonant act that would interact meaningfully with sensitivity levels.

Finally, Hypothesis H5d investigated the moderating role of CBS on the relationship
between Transparent Organizational Culture (OCC) and CSR. Results reveal a significant
positive moderation effect, with a beta coefficient of 0.093, T-value of 3.405, and P-value
of 0.001. This suggests that as customer sensitivity increases, the positive impact of
organizational transparency on complaint satisfaction also increases. Highly sensitive
customers may place greater value on openness, clarity, and honesty during the resolution
process, which helps reduce uncertainty and enhances perceived fairness. This finding
aligns with stimulus-organism-response (S-O-R) theory, highlighting that individual
differences in customer responsiveness (organism) shape how environmental cues
(transparency) influence satisfaction outcomes (response).

In summary, CBS significantly moderates two of the four examined relationships: it
weakens the positive effect of SMIs and strengthens the positive effect of OCC on CSR. It
does not significantly moderate the influence of SQC or CFU on CSR. These results suggest
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that customer behavior sensitivity is especially relevant in contexts where emotional or
perceptual cues such as influencer messaging or transparency are involved. In contrast,
more procedural or operational elements like service quality control and feedback
utilization may exert their effects uniformly, regardless of customer behavioral traits. These

moderation hypotheses are summarized in Table 5.26.
Table 5.26 PLS SEM Hypothesis testing (moderating hypothesis)

Hypothesis Path Beta T Value | Pvalues | Sample | Significant
coefficient mean
(M)
H5a CBS x SQC -> CSR 0.029 1.089 0.276 0.029 No
H5b CBS x SMI -> CSR -0.114 3.354 0.001 -0.115 Yes
H5c CBS x CFU -> CSR 0.034 1.020 0.308 0.042 No
H5d CBS x OCC -> CSR 0.093 3.405 0.001 0.093 Yes

5.9. Robustness Checks

This section presents post hoc and robustness analyses undertaken to enhance the
credibility and depth of the study’s findings. While the primary model addressed the
hypothesized relationships, additional analyses were performed to test the stability of the
results, examine key assumptions, and uncover further insights that were not part of the
initial hypothesis development. Robustness tests were conducted to assess endogeneity,
linearity, and unobserved heterogeneity. Endogeneity was examined using the Gaussian
copula method, linearity through quadratic effect analysis, and unobserved heterogeneity
via the FIMIX-PLS procedure. These tests confirmed the model's reliability. Additional

robustness tests were also conducted and are reported hereunder.

5.9.1. Linearity Assumption with Quadratic Effect

A linearity robustness check was conducted using the quadratic effects method to
determine whether the relationships between latent constructs adhered to the assumption of
linearity, which is essential for accurate estimation in PLS-SEM. According to Hair (2021),
testing for quadratic effects helps identify potential non-linear relationships that could
compromise model validity if ignored. Similarly, Sarstedt et al. (2022) emphasize the
importance of confirming linearity to ensure the structural paths are correctly specified. The
results of bootstraping with 10,000 samples are presented in Table 5.27, all tested paths
showed non-significant quadratic effects (p > 0.05), indicating that linear modeling is
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appropriate for this study. These results affirm the reliability of the estimation procedure,

as recommended by Hair, Sarstedt, and their collaborators (2022).

Table 5.27 Linearity Assumption with Quadratic Effect

Path T statistic P Value Linerity Assumption Met
QE (SQC) -> CSR 0.215 0.621 Yes
QE (SQC) ->TRC 0.332 0.740 Yes
QE (SMI) -> CSR 0.465 0.253 Yes
QE (SMI) ->TRC 0.387 0.342 Yes
QE (CFU) -> CSR 0.348 0.961 Yes
QE (CFU) -> TRC 0.305 0.996 Yes
QE (OCC) -> CSR 0.318 0.751 Yes
QE (OCC) -> TRC 0.499 0.618 Yes
QE (TRC) -> CSR 0.398 0.304 Yes

5.9.2. Endogeneity with Gaussian Copula

To evaluate the possibility of endogeneity within the structural model, the Gaussian
copula method was applied. This approach tests whether the error terms in the model are
correlated with the predictors, which would indicate potential bias in the path estimates.
According to Hair et al. (2021), addressing endogeneity is critical in PLS-SEM to ensure
the accuracy and reliability of causal inferences. In this study, the results of the Gaussian
copula tests revealed that none of the copula coefficients were statistically significant (p >
0.05), suggesting that endogeneity is not a concern in the tested paths. As Zhao et al. (2020)
explain, the Gaussian copula method is particularly useful in identifying non-linear
dependencies that might not be captured through traditional techniques. A detailed

presentation of the test results is available in Appendix C5.

5.9.3. Unobserved Heterogeneity with FIMIX Procedure

Unobserved heterogeneity was assessed as part of the robustness checks to ensure the
stability of the SEM results. Unobserved heterogeneity refers to differences among
individuals or groups in a dataset that are not captured by the observed variables but still
influence the outcomes. Recognizing the influence of unobserved heterogeneity on
structural relationships which poses a risk to the validity of structural model estimates, this
study employs FIMIX-PLS to detect latent segments and improve model robustness as

proposed by literature[149]
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We initiated the analysis by running the FIMIX-PLS procedure on the dataset. As
recommended by literature, the process began with a one-segment model, using default
settings: a stop criterion of 1.0E™°, 5000 maximum iterations, and 10 repetitions. To
determine the feasible number of segments, we followed Sarstedt approach and calculated
the minimum required sample size per segment. A post hoc power analysis, assuming an
effect size of 0.15 and 80% power, indicated a threshold of 85 observations per segment,
supporting a maximum of nine segments. Accordingly, we reran the FIMIX-PLS procedure
for up to nine segments using the same initial parameters.

The fit indices for the one- to nine-segment solutions present a somewhat unclear picture
as shown in Table 5.28. literature propose that agreement between AIC3 and CAIC on the
number of segments generally signals the appropriate segmentation solution[149]. In our
case, however, AIC3 recommends a nine-segment solution, while CAIC favors four
segments. Additionally, Sarstedt et al. (2011) point out that AIC4 and the Bayesian
Information Criterion (BIC) generally perform well in determining the number of segments
in FIMIX-PLS. Both the AIC4 and BIC indicate an eight-segment solution, which appears
to be closely grouped according to the EN criterion according to Hair et al., (2016).
Therefore, the results do not clearly point to a specific segmentation solution, as (1) AIC3
and CAIC suggest different numbers of segments, and (2) MDLS5 indicates a two-segment
solution (3)while AIC4 and BIC point to eight segment solution. Based on these mixed
findings, we infer that unobserved heterogeneity is likely not severe, thus supporting the

validity of analyzing the full dataset as a whole.
Table 5.28 FIMIX Fit indices for 9 Segments

1 2 3 4 5 6 7 8 9

AIC 2531.732  2117.969  1948.834  1859.596  1811.062 1776.754 1774.067 1714.229 1697.955
AIC3 2543.732  2142.969  1986.834  1910.596  1875.062 1853.754 1864.067  1817.229 1813.955
CAIC 2595.710  2251.256  2151.431 2131.503 2152.278 2187.280 2253.902  2263.374 2316.409
AlC4 2555.732  2167.969  2024.834  1961.596  1939.062 1930.754 1954.067 1920.229 1929.955
BIC 2583.710  2226.256  2113.431  2080.503  2088.278 2110.280 2163.902 2160.374 2200.409

MDL5 2887.622 2859.407 3075.820  3372.129 3709.142  4060.383  4443.242  4768.953 5138.226

EN 0.000 0.595 0.562 0.584 0.610 0.615 0.656 0.706 0.703

Note: AIC:Akaike's information criterion; AIC3:modified AIC with Factor 3; CAIC:consistent AIC; AIC4;modified AIC
with Factor 4; BIC:Bayesian information criterion; MDL5:minimum description length with factor 5; EN:normed
entropy statistic
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5.9.4. Sensitivity Analysis with Control Variables

To ensure the robustness of the model and address potential confounding effects,
demographic and contextual factors commonly identified in the literature as important
control variables in satisfaction and trust research were considered [17,32,201]. Following
the recommendations of literature[ 146], a sensitivity analysis was conducted including age
group, education level, marital status, platform used, and service provider. The analysis
revealed that none of the control variables reached statistical significance at the
conventional 5% level, based on their p-values exceeding 0.05, which is the primary
criterion for significance (age group: p = 0.063; education level: p = 0.201; marital status:
p=0.067; platform: p=0.499; service provider: p=0.210). Correspondingly, the t-statistics
for all controls were below the critical value of 1.96 required for significance in a two-tailed
test, and the standardized path coefficients () were near zero, indicating negligible effect
sizes as shown by Table 5.29. Moreover, the model's explanatory power as measured by R?
for Customer Satisfaction with Complaint Resolution (CSR) increased only slightly from
0.822 to 0.826 (AR? = 0.004), with no change observed for Trust in the Company (TRC) at
0.481. These results confirm that control variables neither significantly affect the outcomes
nor enhance the model's explanatory capacity, justifying their exclusion from the final

model to preserve parsimony and focus on the main theoretical constructs [150].
Table 5.29 Control Variable influence on CSR

B Coefficient T statistics P values R? AR?
Agegroup -> CSR 0.039 1.858 0.063
Gender-> CSR 0.023 0.519 0.603
Educationlevel -> CSR -0.028 1.280 0.201
Maritalstatus -> CSR 0.037 1.831 0.067
Platform -> CSR -0.016 0.676 0.499
Serviceprovider -> CSR -0.025 1.253 0.210
TRC 0.481 0.000
CSR 0.822 0.004

5.9.5. Predictive Validity Using PLS predict
The PLS-predict procedure was applied as a robustness check to confirm that the
model’s predictive performance extends beyond the estimation sample, thereby supporting

its practical relevance. PLS-Predict is a holdout-based procedure used in PLS-SEM to
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assess the model’s out-of-sample predictive power according to Shmueli et al., (2016).
Unlike traditional evaluation metrics such as R? and path coefficients, which focus on
explanatory power, PLS-Predict provides insights into how well the model performs in
predicting new observations. Literature argues that including PLS-Predict results is
important for enhancing the rigor and practical relevance of the model[146]. In this study,
we conducted PLS-Predict using root mean squared error (RMSE) as the prediction metric
and compared the RMSE values from the PLS-SEM model with those obtained from a
linear model (LM). This comparison helps determine whether the PLS model provides
superior predictive performance relative to a naive benchmark.

The PLS predict results show that all indicators have positive Q? predict values,
confirming the model’s overall predictive relevance as recommended by literature [147].
The PLS-SEM model outperforms the linear benchmark in most indicators particularly
across all CSR items and the majority of TRC items (TRC1, TRC2, TRC6, TRC7, TRCS,
TRC9) as indicated by lower RMSE values. However, TRC3, TRC4, and TRCS display
slightly higher RMSE in the PLS model than in the linear model, suggesting marginally
better performance by the benchmark for these specific indicators. Despite these minor
exceptions, the model demonstrates strong out-of-sample prediction, supporting its
practical utility for forecasting customer satisfaction and trust outcomes [147].See table

5.30
Table 5.30 Predictive Validity Using PLS predict

Indicators Q?*predict PLS-SEM_RMSE LM _RMSE
CSR1 0.596 0.704 0.729
CSR2 0.561 0.720 0.730
CSR3 0.612 0.668 0.712
CSR4 0.428 0.744 0.769
TRC1 0.287 0.788 0.801
TRC2 0.270 0.872 0.894
TRC3 0.290 0.861 0.850
TRC4 0.308 0.921 0.895
TRC5 0.243 0.947 0.941
TRC6 0.240 0.896 0.915
TRC7 0.292 0.865 0.875
TRC8 0.287 0.854 0.864
TRC9 0.276 0.870 0.879

196



Wuhan University of Technology - Doctor’ s Degree Dissertation

5.9.6. Robustness Assessment of PLS-SEM Findings Using CB-SEM in SmartPLS

To ensure the reliability and consistency of the PLS-SEM findings, a robustness test was

conducted by re-estimating the model using the covariance-based SEM (CB-SEM)
approach in SmartPLS. According to [146] PLS-SEM is particularly suitable for prediction-
oriented research and complex models with fewer restrictions on data distribution.
Similarly, [149] emphasize that PLS-SEM is advantageous when dealing with complex
relationships and smaller samples. In contrast, studies highlight that CB-SEM is more
confirmatory in nature and places emphasis on overall model fit[153,155]. One study
further note that combining PLS-SEM and CB-SEM can strengthen the credibility of
findings by testing structural relationships under different methodological
assumptions[158]. Therefore, by employing both approaches, this study validates whether
the structural relationships identified through PLS-SEM remain stable under the more

rigorous assumptions of CB-SEM, thereby enhancing the robustness of the results.

5.9.6.1. Measurement Model Evaluation (CB SEM)

The outer loadings table indicates that all items across the seven constructs load above
the recommended threshold of 0.70, confirming acceptable indicator reliability. Constructs
like CBS, CSR, SQC, TRC, and SMI show particularly strong values, consistently well
above 0.75. Although CFU and OCC have some relatively lower items, they still meet the
0.70 benchmark, suggesting the overall measurement model is reliable and valid.

All constructs demonstrate strong reliability, with Cronbach’s alpha and composite
reliability values well above the 0.70 threshold. Adequate convergent validity is evidenced
by AVE values greater than 0.50 (see Table 5.31).

Discriminant validity was assessed using HTMT and Fornell-Larcker criteria. As shown
in Table 5.32 (HTMT), all values are below 0.85, indicating constructs are distinct. Table
5.33 (Fornell-Larcker) shows that the square root of AVE (diagonal) exceeds inter-
construct correlations (off-diagonal), confirming discriminant validity, with some negative
correlations reflecting inverse relationships.

The CB-SEM model fit results in Table 5.34 indicate that the estimated model
demonstrates a strong fit to the data. The chi-square to degrees of freedom ratio (1.954) is
well below the recommended threshold of 3, and the RMSEA value (0.041) with a 90%

confidence interval of 0.039—-0.043 indicates a close fit. Additional fit indices including
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GFI (0.928), AGFI (0.914), NFI (0.904), TLI (0.931), and CFI (0.934) all exceed the
conventional 0.90 benchmark, further supporting good model fit, while SRMR (0.040) is

well below the recommended threshold of 0.08, indicating excellent fit.

Table 5.31 CB SEM Reliability and validity

Constructs Cronbach's alpha Composite reliability (rho_c) AVE
sQcC 0.948 0.948 0.604
] 0.937 0.938 0.602
CFU 0.921 0.922 0.540
ocCcC 0.919 0.919 0.533
TRC 0.936 0.936 0.619
CBS 0.957 0.957 0.761
CSR 0.912 0.916 0.725
Table 5.32 CB SEM HTMT
CBS CFU CSR 0ocCC SMI sQC
CBS
CFU 0.084
CSR 0.839 0.135
occ 0.355 0.079 0.496
SMi 0.447 0.102 0.585 0.487
sQcC 0.338 0.081 0.466 0.486 0.495
TRC 0.507 0.046 0.653 0.472 0.621 0.542
Table 5.33 CB SEM Fornel Larkner
CBS CFU CSR occC SMI sQC TRC
CBS 0.873
CFU -0.080 0.735
CSR 0.839 -0.141 0.852
occ 0.367 -0.072 0.490 0.730
SMI 0.451 -0.099 0.588 0.491 0.776
sQc 0.336 -0.067 0.465 0.487 0.485 0.777
TRC 0.510 -0.006 0.652 0.483 0.615 0.538 0.786
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Table 5.34 CB SEM Measurement Model Fit Indices

Level of

Category Fit Index Value Acceptance Interpretation
Chi-Sqr/df 1.954 <3.00 Good
RMSEA (90% ClI) 0.041 (0.039-0.043) <0.08 Good
Absolute Fit GFl 0.928 >0.90 Good
AGFI 0.914 >0.90 Good
SRMR 0.040 <0.08 Good
NFI 0.904 >0.90 Good
Incremental Fit TLI 0.931 >0.90 Good
CFI 0.934 >0.90 Good
Parsimonious Fit PGFI 0.767 >0.50 Good

5.9.6.2.  Structural Model Evaluation (CB SEM)

To ensure the robustness of the PLS-SEM findings, a covariance-based SEM (CB-SEM)
analysis was conducted using SmartPLS software. The structural model fit indices in Table
5.35 indicate that the CB-SEM model fits the data well: ¥*/df = 2.05, RMSEA = 0.043
(90% CI: 0.041-0.045), SRMR = 0.026, CFI = 0.927, and TLI = 0.924. These values
suggest that the hypothesized model is a good representation of the observed data.
Furthermore, examining the explanatory power, the CB-SEM results show R? values of
0.473 for Trust in the Company (TRC) and 0.734 for Customer Satisfaction with Complaint
Resolution (CSR). These values are very close to the PLS-SEM results, which reported R?
=0.481 for TRC and 0.822 for CSR. Although the CSR R? is slightly higher in PLS-SEM,
these small numerical differences fall within acceptable ranges and do not alter the
substantive interpretation of the results. This similarity confirms that both methods
consistently capture the proportion of variance explained in the key outcomes.

Looking at the direct paths (see Table 5.36), the CB-SEM results mirror the PLS-SEM
findings. Service quality control (SQC), social media influencer utilization (SMI), and
transparent organizational culture (OCC) positively influence CSR and TRC, while
customer feedback utilization (CFU) negatively affects CSR and has an insignificant effect
on TRC. Trust also has a positive effect on CSR in both analyses. Overall, the magnitude
and significance of the paths are very consistent between PLS-SEM and CB-SEM,
demonstrating robustness of the structural relationships. Such convergence across the

different estimation approaches is consistent with methodological recommendations by
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Hair et al., (2019), who highlight the value of triangulating results across SEM techniques
to confirm robustness.

The mediation analysis in CB-SEM confirms the PLS-SEM findings (see Table 4.37).
TRC partially mediates the relationships of SQC, SMI, and OCC with CSR, while CFU
shows no mediation effect. The complementary partial mediation observed in both methods
strengthens the conclusion that trust plays an important intermediary role in these
relationships. Given that CB-SEM employs stricter assumptions for mediation testing than
PLS-SEM, the alignment of results across both methods enhances the credibility of these
mediation effects.

Moderation analysis was straightforward in PLS-SEM, but in CB-SEM it required
creating interaction terms manually in Excel through mean-centering before uploading the
data into SmartPLS. Despite this extra step, the CB-SEM results confirmed that customer
behavior sensitivity (CBS) selectively moderates the effects of social media influencer
utilization (SMI) and organizational transparency (OCC) on customer satisfaction with
complaint resolution (CSR), while the effects of service quality control (SQC) and customer
feedback utilization (CFU) remain unaffected (See Table 4.38). While moderation testing
in CB-SEM is more constrained than in PLS-SEM, the fact that consistent patterns emerged
across both methods provides strong support for the reliability of the moderation results.
This consistency reinforces the robustness of the moderation findings and highlights the
nuanced role of customer sensitivity in shaping complaint resolution outcomes.

Overall, the CB-SEM analysis reinforces the PLS-SEM findings, demonstrating strong
consistency across estimation techniques. Key indicators, fit indices, explained variance,
and structural paths align closely, confirming the stability of the hypothesized relationships.
Since PLS-SEM is variance-based and CB-SEM is covariance-based, their convergence
demonstrates methodological triangulation. This agreement shows that the findings are not
artifacts of a single estimation paradigm but instead hold across distinc