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The aim of this study is to investigate the level of relationship between the complaints and complaint 
behaviours of the customers who benefit from the services offered by hotel restaurants and to 
determine if the complaint behaviours show a difference according to the nationalities. The data 
necessary for the determination of differences or similarities between the main complaints gathered as 
a result of literature study (price and payment, tastiness and quality, equipment and atmosphere, staff 
and service) and complaint behaviours (neutral and switch, private responses, voice responses, third 
party responses), were collected through questionnaire method from 1,148 customers (Turkish, 
Russian, German and Dutch) and analyzed. Pearson coefficient of correlation was used for the 
determination of factors related to complaint behaviours and one way ANOVA test was used for the 
comparison of factors in terms of nationalities. As the result of analysis, a relationship between the 
customer complaints and complaint behaviours was found and it is determined that customer 
complaint behaviours show basic differences between the customers coming from different countries 
such as Turkey, Russia, Holland and Germany. In the light of results, the reasons for the differences 
between customer complaints and complaint behaviours were discussed and some recommendations 
were made in order to contribute to hotel/restaurant managers. 
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INTRODUCTION 
 
In the tourism industry, the main factor influential for 
choosing an enterprise and/or service is the service 
offered to the customer. Thus, many customers prefer to 
stay at hotel enterprises or eat at specific restaurants 
according to the quality of customer services offered 
(Blodgett et al., 1995). In this context, hotels should 
urgently enhance service quality and operational 
performance, construct unique images, strengthen 
service standards, and demonstrate their characteristics, 
styles, and multiple functions in order to satisfy the 
demands of customers from different backgrounds (Chen 
et al., 2010). Another factor influential for the customers 
in the choice of enterprises and has direct relations with it 
is the attitude of the enterprise personnel (Goodwin and 
Ross, 1990).  

In recent times, tourism industry and researchers are 
more  interested  in  customer  complaints  and  customer  

complaint behaviours which offer opportunities for 
increasing customer satisfaction and profitability in 
developing customer management and marketing 
programs at enterprises/destinations (Rogers et al., 1992; 
Huang et al., 1996; Singh and Wilkes, 1996; Colgate and 
Norris, 2001). On the other hand, while the occurrence of 
customer complaints is inevitable, customer satisfaction 
carries a vital role in sustaining the existence of hotel 
enterprises in today's competitive environment (Ngai et 
al., 2007). Customer complaint behaviours are crucial for 
hotel restaurants since they offer opportunities for 
correcting the difficulties faced during service offerings 
(Lam and Tang, 2003). Similarly, in case of a complaint, 
customers think of the restaurant and hotel enterprise as 
a single enterprise (De Franco et al., 2005) and reflect 
their negative opinions on all services of the hotel. In this 
context, hotel restaurants working under hotel enterprises  
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should understand customer complaints and customer 
complaint behaviours well in order to decrease customer 
complaints and train their personnel accordingly (De 
Franco et al., 2005). Nowadays, in restaurants working 
under hotel enterprises customer complaints are taken 
into consideration both during a general process or a 
section of this process which covers the preparation and 
presentation of services and also for the improvement of 
overall activities of the hotel (Galicic and Ivanovic, 2008). 
In this context, the main reason for complaint 
management in hotel enterprises is to determine the 
topics of complaints and by finding out the reasons for 
problems, to rectify and to convert the customer who 
feels dissatisfaction into a loyal satisfied customer (Su 
and Bowen, 2001).  

Although there are many studies on customer 
complaints and complaint behaviours in tourism industry, 
the number of studies on the comparison of different 
nationalities in hotel restaurants on customer complaints 
and customer complaint behaviours is very limited 
(Yüksel et al., 2006). If the studies on this subject are 
investigated, it is seen that Hui and Au (2001) have 
studied compliant behaviours of Chinese and Canadian 
tourists on hotel services; DeFranco et al. (2005) have 
studied customer complaint behaviours in terms of 
cultural differences in Hong Kong and Houston; Yüksel et 
al. (2006) have studied customer complaint behaviours in 
hotel services through scenario method; Ngai et al. 
(2007) have studied customer complaint behaviours 
towards hotel enterprises in Hong Kong in terms of Asian 
and non-Asian tourists; Kim and Lynn (2007) have 
classified Asian tourists in terms of restaurant services. 
These studies show that the number of studies on 
comparison of restaurant complaints and also the number 
of studies evaluating the relation between complaint 
subjects and customer complaint behaviours are very 
limited. In this context, the main focus of the study is to 
find out the relation between the topics of customer 
complaints and customer complaint behaviours and the 
differences of customer complaint behaviours in terms of 
nationalities. 
 
 
Literature review 
 
Complaints and customer complaint behaviour 
 
Consumption evaluation process can be defined as the 
paradigm of confirmation or disconfirmation (Churchill 
and Suprenant, 1982). Confirmation/disconfirmation 
paradigm in general, consists of the evaluation of the 
performance of the product and the expectations of the 
customer (Blodgett and Granbois, 1992). In this context, 
confirmation which contributes to satisfaction, realizes in 
situations where the product meets the expectations of 
the customer, while disconfirmation realizes in situations 
where  there  is   a   negative   differences   between   the  

 
 
 
 
previous expectations and performance of the product 
(Donoghue and De Klerk, 2006). Dissatisfaction arising 
from the evaluation of the purchase expectations may 
result in complaint (Snellmann and Vihtkari, 2003; Kau 
and Serene, 1995). In other words, the more the 
complaints the lesser the satisfaction would be (Ali et. al., 
2010). According to this, complaint is a function 
(Sujithamrak and Lam, 2005) and basic reason of 
dissatisfaction (Day, 1977; Day et al., 1981; Moven, 
1993; Roger et al., 1992; Singh, 1988, 1990; Singh and 
Wilkes, 1996). In a research made by TARP (Technical 
Assistance Research Programs) in 20 countries in 1990s 
covering nearly all the sectors, it is found out that 50% of 
the customers complain about the front desk personnel, 
only 1 to 5% of these customers inform their complaints 
to the directors and complaints rates show differences 
according to the types of the problems and informing bad 
experiences to other people is double of the good 
experiences (Goodman, 1999).   

Complaint as one of the methods used in order to 
express customer dissatisfaction makes up the starting 
point of complaint behaviours. Customer complaint 
behaviours are a set of several behavioural or non-
behavioural responses, some or all of which are triggered 
by the perceived dissatisfaction with the purchase 
episode (Singh, 1988). Behavioural responses within 
customer complaint behaviours constitute any or all 
reactions which convey customer dissatisfaction (Landon, 
1977). Non-behavioural responses cover the response 
situations where the customer forgets or does nothing to 
express dissatisfaction (Day et al., 1981). Jacoby and 
Jaccard (1981) define customer complaint behaviours as 
an individual activity which covers transmitting negative 
perceptions to the enterprise or to the third parties. 
Customer complaint behaviours have been classified in 
different ways in literature (Velazquez et. al, 2006). It is 
seen that there has been four attempts to classify 
customer complaint behaviours up to now (Gürsoy et al., 
2003). These attempts to classify customer complaint 
behaviours can be summarized in Table 1.  

The investigation of literature shows that Singh's (1988) 
classification was preferred more frequently. Singh 
(1988) grouped complaint behaviours as voice responses 
(seeking redress from the seller or no action), private 
responses (word-of-mouth communication) and third 
party responses (implementing legal action). In the light 
of grouping made by Singh (1998), the main purpose of 
voice is to seek restitution or to protect other customers, 
whereas that of loyalty behaviour is to assist the business 
in rectifying matters with the intention of returning and 
purchasing in the future (Kim and Chen, 2010). Informing 
complaints directly to the authorities is evaluated as a 
constructive case since it provides the discussion of 
complaints openly and provides redress proposals 
(Drigotas et al., 1995). But while some dissatisfied 
customers complain, a certain fragment chooses not to 
complain (Stephens and Gwinner, 1998). At  the  point  of 
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Table 1. Classification of CCB in literature. 
 

Author(s)   Subject Classification of  CCB  Contributions 

Hirschman 
(1970) 

Exit, voice and loyalty 
responses to decline in firms, 
organizations and states 

-Exit responses 

-Voice responses  

-Loyalty 

This study describes the reasons for complaint 
cases where some the customers leave and 
others still stay with the enterprise. 

 

Day and 
Landon 
(1977) 

 

Towards a theory of consumer 
complaining behaviour. 

 

a)Take some action 

 - Private action 

*Boycott seller 

*Warn friends and relatives 

 - Public action 

*Seek redress directly 

*Legal action 

*Complain to public or private 
agencies 

b) Take no action 

 

Includes two phased hierarchical classification in 
which the first episode includes behavioural 
(take action) and non-behavioural responses 
(take no action). In this context, non-behavioural 
responses were started to be taken into 
consideration in complaint behaviours. 

 

Singh (1988) 

 

When consumers complain: A 
path analysis of the key 
antecedents of consumer 
complaint response estimates 

 

- voice responses 

- private responses 

- third-party responses 

 

Singh criticized the previous classifications 
based on different foundations and set forward a 
classification in which every dimension is 
perceived similarly. Thus, he drew the main 
frame of CCB. 

 

Roger, Ross 
and Williams  
(1992) 

 

Personnel values and 
purchase dissatisfaction 
response. 

 

-Do nothing 

-Change future behaviour 

-Private complaining 

-Voice Complaint 

-Complaint to Third Party 

 

Basically the classification of Day and Landon 
(1977) was studied in detail and ensured the 
better understanding of future customer 
behaviours.  

 

Blodgett and 
Granbois 
(1992) 

 

Towards an integrated 
conceptual model of consumer 
complaining behaviour 

 

- Redress seeking 

- Negative word of mouth 

- Exit (or repatronage  
intentions) 

- Third party complaints. 

 

With this study, the relations between 
independent variables in customer complaints 
were described and thus the multi-behavioural 
model was developed.   

 

Sanes (1993) 

 

Complaints are hidden 
treasure 

 

Unheard complaints 

 

He stated that the greatest pitfall of all 
complaints is the unheard complaint. 

 

Broadbridge 
and Marshall 
(1995) 

 

Consumer complaint 
behaviour: The case of 
electrical goods. 

 

They have expanded Day and 
Landon’s classification in the 
terms of public action 

 

The authors found out that customers not only 
applied to media but also to customer unions.  

 

Mattila and 
Wirtz (2004) 

 

Consumer complaining to 
firms: the determinants of 
channel choice 

 

They have expanded Day and 
Landon’s classification via 
channels. 

 

Mattila and Wirtz investigated the impacts of 
customer aims on the choice of complaint 
channel and found out that the customers would 
prefer the interactive channels (face to face, 
telephone) and distant channels (letter, e-mail).  

 
 
 
taking action about complaints or not, customers make 
benefit cost analysis (Blodgett and Granbois, 1992). In 
this context, if the cost of a complaint and the time spent 
for it provides more benefit for the customer, then he or 
she would take action for the complaint, but if the  cost  of  

the complaint is more than the benefit, he or she would 
remain silent and would not take action (Day and London, 
1977). The probability of the success of other factors 
playing a role in such complaint behaviours depends on 
the  customer’s  attitudes   towards   the   complaint,   the  



4242          Afr. J. Bus. Manage. 
 
 
 
importance and continuity of the service and the 
controllability of the event (Singh, 1990; Blodgett et al., 
1993). Another important factor influential in the non-
behaviour of the customers is that they do not know how 
to complain or they are diffident about it (Snellman and 
Vihtkari, 2003). At this point, since the customer would 
not inform his or her personal complaints directly, such 
complaint behaviours play an important role on the sales 
and profitability (Day et al., 1981). Likewise, it is found 
out in the studies evaluating customer dissatisfaction that 
two third of the customers do not voice dissatisfaction, or 
in other words, do not complain (Day and London, 1977; 
Richins, 1983; Herrman et al., 1975; Goodman, 1999).  

The second group in Singh’s classification in customer 
complaint behaviours consists of private responses. If the 
customers foresee the possibility of the recurrence of 
unfavourable conditions in the services, then they may 
boycott the restaurant by not coming again or by telling 
their negative impressions to their friends (Su and 
Bowen, 2001). At this point, negative word of mouth 
which connotes to informing friends about bad 
experiences is an example of private response and 
harms the sales of the restaurant badly (Lam and Tang, 
2003). Furlong (1993) notices that customers communi-
cate their unfavourable experiences to 9-10 people and 
warn them not to buy the products of the related 
enterprise.  

The third group of complaint behaviours in customer 
complaint behaviours is third party responses. Third party 
responses cover claiming legal rights and bringing the 
case to the consumer rights offices (Kim and Chen, 2010; 
Donoghue and Klerk, 2006). Third party response is a 
behaviour type which is out of the social environment 
(friends) of the customer and does not have a direct 
effect on the rise of dissatisfaction (Yüksel et al., 2006). 
In addition to this, since third party responses require 
more time and effort, it is seen as the last resort for the 
dissatisfied customers. Consequently, few people choose 
this option as the first step towards complaining (Kim and 
Chen, 2010). 
 
 
Customer complaint behaviour in hotel restaurants 
 
Hotel or restaurant enterprise managers use feedbacks 
of the customers in order to determine and rectify the 
weakness in services or strengthen the strong aspects. In 
addition to this, managers do not want to deal with the 
overall experience of the customers at the hotel or the 
restaurant. In other words, they do not want to spend too 
much time on the compliments or the complaints of the 
customers which cover basic features of the product or 
the service (Cadotte and Turgeon, 1988). This attitude of 
the managers makes restaurant complaints more 
abstract than the complaints in other service industries 
and cover more social subjects (Lyons, 1996). Also, the 
main aim of  a  hotel  restaurant  is  to  create  a  satisfied  

 
 
 
 
customer population and to sustain it. Because the future 
of the restaurant depends on the demand of the satisfied 
customers and their continuity (Gürsoy et al., 2003) and 
also marketing concept emphasizes that, the purpose of 
all activities in a company is to satisfy customers and to 
build a benefited long-term relationship with them (Lee et 
al., 2010). In this context, hotel restaurants should please 
all the customers they provide service. Nevertheless, due 
to the nature of the services provided at the restaurant, 
consumption and production happen simultaneously and 
are influenced from many factors such as service 
presentation, behaviour of the service personnel, the 
capacity of the service system and customer behaviours 
(Hart et al., 1990). Thus, it is impossible to please every 
customer coming to the restaurant. Restaurant managers 
cannot always prevent service problems but learn many 
things from these situations (Gürsoy et al., 2003). So, 
restaurant managers have to take dissatisfied customers 
into consideration and rectify the problems for the future 
of the unit. Kotler et al. (1999) mention that service 
improvements can turn an angry customer into a loyal 
customer (Gürsoy et al., 2003). Additionally, existing of 
good customer management systems which having easy 
customer complaint systems where customers can 
forward their complaints easily at any time, attending to 
customer complaints quickly, and always offering a faster 
and definite solution for complaints received from the 
customers, is an another way to provide customer loyalty 
after complaints (Yaacob, 2010). Also, the managers 
must ensure that customer complaints are addressed 
with top most priority (Afsar et al., 2010). In literature, 
there are many studies handling restaurant complaints 
from different perspectives (Wildes and Seo, 2001; Su 
and Bowen, 2001; Johns and Pine, 2002; Gürsoy, 
McClearly and Lepsito, 2003; Heung and Lam, 2003; 
Lam and Tang, 2003; Sujithamrak and Lam, 2005; Yang, 
2005; DeFranco et al., 2005; Velazquez et al., 2006; 
Yüksel et al., 2006; Ngai et al. 2007; Kim and Chen, 
2010).  

Wildes and Seo (2001) who investigated the influence 
of age, sex, family status and income of the house on ten 
general customer complaint items (rudeness, lack of 
product knowledge, slow service, uncleanliness, 
inattention, forgetfulness, incorrect billing, rushed and 
over friendly service, unwillingness to correct problems), 
found out that some special demands of specific 
customers depend on the demographic features of the 
customers and the realization of this situation may 
prevent the occurrence of customer complaints. This 
study also informs that the problem may be forgiven if the 
customer complaint is actively and effectively solved, if 
not, the customer may display complaint behaviours and 
probably may not come to the enterprise again (68%) and 
some of the customers may inform authorities about the 
complaint. The same study shows that the customers 
generally complain about the miscalculation of the bill 
and the consequent unwillingness  to  solve  the  problem  



 
 
 
 
and not meeting special demands.  

Su and Bowen (2001) studied the factors relating to the 
complaint actions of restaurant customers and revisit 
intentions and “negative word of mouth” and found out 
that the degree of dissatisfaction, the importance of the 
dining occasion and the perceived assurance that the 
management will resolve the problem are effective 
whether the customer will complain or not. The study also 
identified the ways that the effective complaint manage-
ment could increase a customer's intention to return and 
reduce negative word of mouth (Su and Bowen (2001) 
notices that the most important complaint about the meal 
is about slow/poor service, the second complaint is about 
the food not properly cooked, the third complaint is 
overprice of the meal and the fourth complaint is about 
rude/intolerant service. On the other hand, the study 
shows that if the customer perceives that the problem will 
not occur again, the efforts of restaurant management 
satisfies the customer and in situations where the 
solutions meet the demands of the customers then the 
customer is likely to revisit the enterprise again.  

Another study on complaint behaviours in restaurant 
enterprises belong to Gürsoy et al. (2003). In this study, 
the authors classify the customers according to complaint 
behaviours and define the socio-demographic elements 
which make the classification different. In this study made 
on Chinese, Japanese and Korean international student 
groups, by the use of factor analysis complaint 
behaviours were classified as third-party responses, 
private responses and voice responses. As the result of 
the study, it was seen that the Asian consumers prefer 
private responses which shows consistency with the 
previous studies in literature.   

In a study made by Heung and Lam (2003), it is seen 
that the Chinese customers preferring Hong Kong hotel 
restaurants primarily expect proper attitudes from the 
restaurant management for the solution of the problem 
and secondly expect an apology in cases where the 
problem is explained to the management. Another similar 
study made by Lam and Tang (2003) in Hong Kong hotel 
restaurants, aimed to determine the possibility of several 
complaints and the relation between the complaint 
behaviours and the demographic features of the 
customers. The results of the study showed that four 
different complaint behaviours (personal and urging, bad-
mouthing, complaint to management, publicizing) and the 
customers who were active and voiced complaints were 
younger customers with more education and income. In 
this study, it was found out that stopping visiting the 
enterprise is the most preferred way for complaint 
behaviours, following warning other people not to come 
to the restaurant and negative advertisement of the 
enterprise. 

Another study on restaurant complaints was made by 
Sujithamrak and Lam in Deadwood, USA in 2005. In this 
study, they studied the relation between the demographic 
features  and  customer   complaint   behaviours   of   250  
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participants. As the result of the study, it was found out 
that the customers preferred “private action” more and 
participants with higher education and more income used 
private action more than the customers with lower 
education and less income. The main subjects of 
customer complaints were defined as food-beverage and 
factors relating to service and restaurant atmosphere. On 
the other hand, in a study made by Yang (2005) on 
effective recovery of service failures at 10 restaurants, 
the main failures were found as product defects, slow 
service, cleanliness, payment problems, out of stock food 
and beverage, meals not cooked properly, seating 
problems, employee behaviour, lost orders and 
mischarging.   

The general overview of the studies on restaurant 
complaints shows that many authors have investigated 
only customer behaviours but ignored the elements 
subject to complaints in this process. However, the 
investigation of previous studies shows that although 
complaints and complaint behaviours were investigated 
in the same study, the studies investigating the relation 
between them are very limited. But complaint topics are 
also effective together with several factors in customer 
complaint behaviours (socio-demographic, economic, 
etc.). In other words, complaint behaviours increase with 
the increase in customer complaint topics. In this context, 
the first hypothesis of the study is as stated thus: 
 
H1: There is a positive correlation between customer 
complaints and complaint behaviours. 
 
 
Relationships between customer complaint 
behaviours and nationality in hotel restaurants 
 
Previous studies made on customer complaint 
behaviours show that culture is a strong factor in 
complaint behaviours, and may influence customer 
complaint behaviours motivation (Heung and Lam, 2003; 
Mueller et al., 2003; Huang et al., 1996). Nationality, as a 
constituent of culture, has important effects on customer 
complaint behaviours. Nationality can be defined as 
qualification of individuals who show similar features 
depending on a bigger group and national character 
reflects some unchanging individual features prevalent in 
a nationality (Legohérel et al., 2009). Thus, previous 
studies on the subject show that there are differences 
between nationalities which can be determined and 
recorded and these differences have an important effect 
on customer behaviours (Yüksel et al., 2006).  

In restaurant services, it is thought that tourists coming 
from different countries pay different levels of importance 
to different dimensions of service, such as security, 
cleanliness and outlook of the staff. The differences 
between the offered service, and expected service, show 
that, the satisfaction/dissatisfaction of the customer will 
be different (Aktas et al., 2009). Previous  studies  on  the  
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subject show that there are differences in customer 
complaint behaviours of tourists coming from different 
nationalities.  

Ngai et al. (2007) determined important differences in 
complaint behaviours of Asian and non-Asian tourist on 
hotel services. In this study, it was found out that Asian 
tourists inform their complaints to hotel management less 
than the non-Asian tourists and are more apt to tell their 
complaints to their friends. Similarly, Kim and Lynn 
(2007) studied the differences of customer complaint 
behaviours in Chinese, Korean and Japanese tourists. 
Kim and Lynn also noticed that while Japanese tourists 
preferred voice responses more, Chinese tourists 
preferred private responses. Lee et al. (2008) studied 
customer expectations in restaurant service faults and 
used critical incident technique (CIT) in order to 
determine the differences between repurchase, loyalty 
and word of mouth behaviours in context of nationalities. 
This study, covering American and Korean tourists, 
determined that the American tourists displayed different 
attitudes in case of service fault. In this perspective, while 
Americans demanded for more free meal, Koreans 
demanded changing the meal. The most important 
finding of the study is that there are differences between 
the word of mouth behaviours and revisit intentions in the 
future, in terms of nationalities. Accordingly, it is found 
that Korean tourists prefer word of mouth behaviours 
more, and American tourists are likely to revisit the 
enterprise in future. Another study about service faults 
inspected the behaviours of American and Irish tourists 
about service faults in restaurants (Mueller et al., 2003). 
As a result of the study, it is found that American tourists 
will prefer the same establishment more in the future.   

Aktaş et al. (2009) studied the satisfaction level of 
German and Russian tourists in Alanya region and 
resulted that German tourists are more satisfied with the 
quality of the food offered, and the hygiene. It is possible 
to say that the Russian and German tourist may display 
different customer complaint behaviours in case of 
dissatisfaction. Similarly, Yüksel et al. (2006) inspected 
the differences of customer complaint behaviours with 
Turkish, Dutch, English and Israelite tourists spending 
their holiday in Bodrum, Kuşadası and Antalya. This 
study, made with scenario method, showed that Israelite 
tourists inform their complaints more in comparison to 
Turkish tourists and the reason for this is while the 
Israelite tourists have an individualistic culture; Turkish 
people carry features of collective culture strongly. 
Another important result of the study was that English 
tourists inform their complaints to the personnel more 
than the Dutch tourists because of the wide usage of the 
English language. On the other hand, English tourists are 
more apt to speak with the managers in order to solve the 
problem, and during the redressing period, Turkish, 
Dutch, English and Israelite tourists have differences for 
undertaking demands from managers.  

In the light of the studies in literature, it is clear that the 
national   differences   will   lead   to   different    customer  

 
 
 
 
complaint behaviours. In other words, people from 
different nationalities will have differences in customer 
complaint behaviours. Also, there have very few cross-
cultural studies aiming to explore the influence of cultural 
differences on customer complaint behaviours (Yüksel et 
al., 2006). On the other hand, the number of studies 
investigating the complaint behaviours of Turkish, 
German, Russian and Dutch tourists are very limited, and 
apart from the study of Yüksel et al. (2006) realized with 
scenario method, the lack of studies on complaint 
behaviours about restaurant services in Turkey have 
been influential in conducting the present study. In this 
context, the second hypothesis of the study has been 
defined thus: 
 

H2: There are differences between the tourists coming 
from different nationalities on complaints and complaint 
behaviours.  
 
 
METHODOLOGY 
 
The target population of the study consists of customers 
accommodating in five star hotel enterprises in Antalya, an 
important tourism destination in Turkey. Apart from Turkish 
customers, tourists from other nationalities who visit Antalya region 
mostly (Russian, German, Dutch), have been chosen for the 
sampling group in accordance with the statics of Ministry of Culture 

and Tourism (2009). In this region, Lara and Kundu, the mostly 
preferred parts of Antalya by customers, have been taken into 
consideration. There are 13 five star hotel establishments in the 
region (Temirhan, 2009; Kundu Tourism Entrepreneurs Union 
Foundation, 2009) and 1,400 customers from 7 hotels chosen with 
random sampling method, make up the sample group. For the 
choice of customers, the number of tourists residing in the selected 
hotels was enquired first from Antalya Municipality Culture and 
Tourism Administration and then from Lara and Kundu Tourism 
Entrepreneurs Union but no sufficient data was provided. Thus, the 
sampling group was based on the distribution of incoming tourists’ 
nationalities. In this context, each nationality has been considered 
as a stratum and by using stratified sampling, nationality numbers 
have been calculated. In this direction, tourist numbers taking part 
in the study, and their rate at sampling group has been calculated 
by taking α = 0.05 into consideration, and is shown in Table 2 with 
details. 

Questionnaire method has been used as the data gathering 
method. In the questionnaire consisting of three sections, the first 
section aims to find out the demographic features (nationality, sex, 
age and education level) of customers, the second section 
consisting of 31 items and four dimensions (price and payment -3-, 
tastiness and quality -7-, equipment and atmosphere -11-, staff and 
service -10-) aims to find out customer complaints and the third 
section with 13 items and 4 dimensions (neutral and switch -2-, 

private  responses -4-, voice  responses -3-, third party responses -
4-), aims to find out customer complaint behaviours. For the 
preparation of 5 point Likert scale, the studies of Cadotte and 
Turgeon (1988), Sue and Bowen (2001), Wildes and Seo (2001), 
Heung and Lam (2003), Lam and Tang (2003), De Franco et al. 
(2005), Sujithamrak and Lam (2005), Yang (2005), Yüksel et al. 
(2006) and Kim and Lynn (2007) have been useful. 

Pilot test stage of the questionnaire, which was the data 
gathering instrument, was implemented in the selected hotels of 

Lara and Kundu region by distributing 30 questionnaires to each of 
the seven hotels. Cronbach alpha coefficient of the data analysis 
after the pilot test stage was calculated as 0.815. In the light  of  the 
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Table 2. Sample size of research. 
 

Nationality Number of tourist in 2009 Planned sample size (*) Realized sample size 

German 2298231 168 208 

Russian 2112673 154 524 

Turkish 444473 32 241 

Dutch 425966 40 175 

Total 5281345 394 1148 
 

(*) α = 0.05. 
 
 
 

Table 3. Profile of the respondents. 

 

Variables  Groups  Frequency Percentage 

Sex Male 419 36.5 

Female 729 63.5 

    

Age  24-34 151 13.2 

35-44 369 32.1 

45-54 369 32.1 

55 and over 259 22.6 

    

Nationality Turkish 241 21.0 

German 208 18.1 

Russian 524 45.6 

Dutch 175 15.2 

    

Education Primary 47 4.1 

Secondary 232 20.2 

High School 356 31.0 

University and higher 513 44.7 
 
 
 

results of the pilot test stage, the questionnaire was implemented in 
the selected hotels between May and August 2009. The hotel 
customers coming out of the hotel restaurants were requested to fill 
the questionnaire in the hotel lobby in order to gain a healthier data. 
200 questionnaires have been prepared for each hotel and from the 
1,400 questionnaires distributed, a total of 1,193 were returned 
back, and 45 were taken out because of empty, wrong or 

inaccurate coding, and thus, 1,148 questionnaires were taken into 
evaluation. The data gathered have been analyzed with SPSS 
14.01 for Windows program.  

Confirmatory factor analysis has been used for the behavioural 
scales of customer complaints and complaint behaviours relating to 
hotel restaurants and Cronbach’s alpha coefficients have been 
used for the reliability analysis and percentage distribution, 
arithmetic mean and standard deviation values for each item have 
been calculated. The significance of differences between factor 
means of complaint and complaint behaviour scales have been 
tested with one way ANOVA for dependent-related measures. On 
the other hand, the relation between complaint and complaint 
behaviours have been defined with Pearson correlation analysis 
and one way ANOVA has been used for the comparison of these 
factors between nationalities.     
 
 

FINDINGS 
 

In our  study  which  aims  to  investigate  the  differences  

between different nationalities on customer complaints 
and complaint behaviours, from 1,143 participants, 63.5% 
of the participants were female and 36.5% were male. On 
the other hand, the age range of the majority of the 
participants fall into 35 to 44 years old age group (32.1%) 
and 45 to 54 years old age group (32.1%). Educational 
backgrounds of the participants showed that 44.7% were 
university graduates while 31% were high school 
graduates. As Table 3 shows, the nationality distribution 
of the participants was 524 Russian (45.6%), 241 Turkish 
(21%), 208 German (18.1%) and 175 Dutch (15.2%). 
 
 
RESULTS AND DISCUSSION 
 
Confirmatory factor analysis relating to customer 
complaint and complaint behaviours relating to hotel 
restaurants, the results of reliability analysis and 
descriptive statistics (percentage distribution, arithmetic 
mean and standard deviation) have been shown in Table 
4. The values gathered from Kaiser-Meyer-Olkin and 
Bartlett’s Test (KMO = 0.915; p = 0.000) show the 
adequacy of sampling and applicability of factor analysis.  



4246          Afr. J. Bus. Manage. 
 
 
 
According to confirmatory factor analysis, 31 items in 
customer complaint scale have been gathered under four 
factors describing 76.3% of the total variance and 13 
items in customer complaint scale gathered under four 
factors describing 73.7% of the total variance. 
Cronbach’s alpha coefficients relating to customer 
complaint and complaint behaviour scale factors have 
been calculated as over 0.750. According to the findings 
in Table 4, factors averages of hotel restaurant customer 
complaint scale differentiate between 2.20 and 2.36, the 
significance between the averages of these differences 
has not been found important (p > 0.05). The options of 
strongly disagree and disagree are combined and the 
options agree and strongly agree options are combined 
as in Table 4.  

The inspection of item means and distribution 
percentages show that the highest subjects of customer 

complaints are in order as overcharging (items 1;  = 
2.88), no service of some meals on the menu (items 11; 

 = 2.49), insufficiency of menu descriptions (items 12; 

 = 2.48), the undersize of the portions in a la carte 

restaurants (items 9;  = 2.45). 45.82% of the customers 
stated strongly disagree or disagree for the overcharge of 
the prices in restaurants (item 1) and 36.15% of the 
customers showed a positive attitude by stating agree or 
strongly agree.  

The difference between the factor means of complaint 
behaviours scale has been found significant (p < 0.01). 
According to this, the highest average point was at the 

“neutral and switch” dimension (  = 3.28) and lowest 

average point is calculated at "third party responses" (  
= 2.67). For the complaints about restaurant services, 
22.23% of the customers making up the sampling group 
stated negatively by choosing strongly disagree or agree 
and 68.03% showed a positive attitude by choosing 
agree or strongly agree for demanding the chance of the 

food/beverage (  = 3.84). The item about informing the 
complaint has been preferred more than the other items 

(  = 3.25), and eating not again at the same restaurant 

was another behaviour preferred (  = 3.19). The items 
with lowest preference have been in order as informing 

the complaint to the customer rights union (  = 2.60), 

complaining about the restaurant to the press (  = 2.66) 
and distribution of the compliant in electronic environment 

( =2.70). 
Pearson correlation coefficients relating to factors 

between complaint and complaint behaviours have been 
given in Table 5. According to this, all the correlation 
coefficients between the factors of customer complaints 
and complaint behaviours have been found significant (p 
< 0.001). The inspection of correlation coefficients show 
that there is a positive correlation between all of the 
variables and the highest level of relation is observed 
between the complaint scale factors and complaint 
behaviour factors with “neutral and switch” and “third 
party responses”. It is seen that these findings support H1 

the hypothesis of the study. 

 
 
 
 

One way ANOVA results of the comparison between 
complaint and complaint behaviours scales of customer 
views and nationalities have been given in Table 6. 
According to this, all the means of both the customer 
complaint and customer complaint behaviours factors 
have been found significant. The inspection of the means 
of complaint scales factors of tourists from different 
nations show that in all the factors (price and payment, 
tastiness and quality, equipment and atmosphere, staff 
and service), Germans have the highest average and the 
Russians have the lowest average. In other words, 
German customers make up the highest complainant 
group about restaurant services and the Russian 
customers make up the lowest complainant group. In 
behaviours after the complaint, it is seen that the 
Germans have the highest average. In other words, 
Germans look for ways to demand their rights more about 
their complaints on restaurants, and display higher levels 
of complaint behaviours than the other nationalities. 
These finding support the H2 hypothesis of the study. 
 
 

CONCLUSIONS AND IMPLICATIONS 
 

This study conducted in Lara and Kundu region of 
Antalya province, presents a viewpoint that the 
customers may display different complaint behaviours in 
case of dissatisfaction experienced in hotel restaurants 
and there may be a relation between nationality 
differences and complaint behaviours.  As a matter of 
fact, the findings of the research show that among these 
mentioned complaint behaviours, the neutral and switch 
are the most observed complaint behaviours. The second 
most significant complaint concerning the hotel 
restaurants is the voice responses which include 
informing the hotel and restaurant management of the 
complaint. The complaint behaviour seen less in hotel 
restaurants when compared to other complaint 
behaviours is the third party complaints, that is, notifying 
the customer right union or media about the complaint. 
Since the complaint behaviours concerning the restaurant 
services vary, it necessitates the hotel management to 
follow different strategies in the evaluation of the 
customer complaints. As long as the hotel/restaurant 
management handles the customer complaints on time 
and properly, they will be able to achieve significant 
information on boosting the service quality (Galicic and 
Ivanovic, 2008). Another considerable result obtained 
from the study is that the customers demand a change of 
their meal. Under the light of these results, it is noticed 
that customer complaints concerning the restaurant 
services, mostly centred on food quality, freshness and 
the size of the portion. Thus, the hotel/restaurant 
management must attach more importance to food 
quality so as to reduce the complaints and increase 
customer satisfaction, and should bear in mind that food 
quality also contributes to the customer loyalty.  

The  second  most  experienced  way   of   behavior   in  
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Table 4. Descriptive statistics, factors loadings and reliability coefficients of complaint and complaint behaviours (n = 1148). 

 

 Factors 
Item  

no. 
Items 

Strongly disagree 

and disagree (%) 

Neutral 

(%) 

Strongly 

agree and 
agree (%) 

Mean 

score 

Std. 

Deviation 

Factor 

Loadings 

Cronbach’s  

alpha 

Factors 

means 
P 

C
o
m

p
la

in
t 

Price and  

payment 

1 The price at the restaurant was 
high. 

45.82 18.03 36.15 2.88 1.41 0.580 

0.761 2.32 

0.082 

2 There were problems with the 
payment by credit card. 

71.78 12.63 15.59 2.13 1.18 0.701 

3 The bill was mischarged. 77.09 8.89 14.03 1.96 1.17 0.736 

           

Tastiness and  

quality 

4 The meals offered were not tasty 

enough. 

61.93 14.90 23.17 2.44 1.23 0.759 

0.768 2.36 

5 The meals were not serviced 

enough hot. 

61.67 18.90 19.43 2.43 1.17 0.703 

6 Nutritional value of the meals were 

insufficient 

62.63 19.77 17.60 2.36 1.15 0.667 

7 The meals were not fresh enough. 64.02 18.64 17.34 2.32 1.14 0.619 

8 There was a bad smell at the 
meals/drinks. 

69.43 14.29 16.29 2.20 1.13 0.569 

9 The portions were small in a la 
carte restaurants. 

58.18 17.07 24.74 2.45 1.28 0.627 

10 The meals were not cooked 
enough. 

63.59 16.11 20.30 2.35 1.24 0.619 

           

Equipment and  

atmosphere 

11 Some meals at the menu were not 

serviced. 

58.62 16.20 25.17 2.49 1.29 0.682 

0.784 2.24 

12 Menu definitions were not enough. 58.71 15.94 25.35 2.48 1.31 0.751 

13 Hygiene level at the restaurants 

was insufficient. 

68.29 11.93 19.77 2.25 1.23 0.757 

14 Noise level (voice/music etc.,) at 

the restaurants was high. 

69.25 13.15 17.60 2.20 1.18 0.757 

15 Restaurants were not comfortable 

enough. 

71.87 13.33 14.81 2.12 1.16 0.629 

16 Restaurant was not decorated 

well. 

72.99 13.24 13.76 2.08 1.13 0.640 

17 Lighting in the restaurant was not 

proper. 

69.78 11.59 18.64 2.24 1.23 0.629 

18 Air conditioning system of the 

restaurant was insufficient. 

70.12 12.20 17.69 2.20 1.22 0.640 

19 Cigarette smoke at the restaurants 

disturbed us. 

72.65 12.37 14.98 2.09 1.15 0.459 

20 There was a crowd at the table 

because of unnecessary 
equipment. 

70.21 11.76 18.03 2.22 1.21 0.468 

21 Food and ménage sets at the 

tables were incomplete. 

69.26 12.37 18.38 2.24 1.24 0.523 
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Table 4. Contd. 

 

 

Staff and 

service 

22 Reception service at the 
restaurant was insufficient. 

69.25 14.11 16.64 2.19 1.17 0.554 

0.802 2.20 

 

        

23 Enough time was not given for 
meal choice at a la carte 
restaurants. 

66.11 13.5 20.38 2.29 1.24 0.613 

24 Service period of the ordered 
food and beverage was long. 

64.63 13.15 22.21 2.36 1.29 0.662 

25 Service personnel were 
behaving carelessly. 

69.69 10.80 19.51 2.26 1.25 0.692 

26 Service personnel were over 
concerned and intrusive. 

73.08 11.24 15.68 2.12 1.18 0.738 

27 Service personnel were 
disinterested towards us. 

71.95 11.59 16.46 2.16 1.19 0.738 

28 Service personnel were offering 
services unwillingly. 

73.44 10.89 15.68 2.10 1.17 0.719 

29 Service personnel had 
insufficient information about the 
menu content. 

70.56 11.76 17.68 2.19 1.22 0.676 

30 Service personnel were not 
polite and respectful enough. 

71.34 10.02 18.55 2.17 1.23 0.627 

31 The orders were brought wrong. 72.56 9.15 18.29 2.15 1.26 0.536 

             

C
o

m
p
la

in
t 

B
e
h

a
v
io

u
rs

 

Neutral and 

switch 

1 I demand changing the food / 
beverage. 

22.03 9.93 68.03 3.84 1.37 0.538 

0.751 3.28a 

* 

2 I do not do anything. 49.22 16.72 34.06 2.72 1.44 0.483 

           

 

Private 
responses 

3 I do not eat at the restaurant in 
question. 

33.45 18.38 48.17 3.19 1.31 0.744 

0.810 2.94b 4 I do not come to this hotel again. 41.03 22.47 36.50 2.95 1.30 0.747 

5 I insist my family and friends not 
to come to this hotel. 

47.12 18.38 34.49 2.85 1.29 0.731 

6 I defame this hotel to people 
around me. 

48.61 18.73 32.67 2.78 1.29 0.721 

0.779 3.07b 

         

Voice 
responses 

7 I inform my complaint to 
restaurant manager. 

35.62 14.29 50.09 3.25 1.39 0.679 

8 I inform my complaint to hotel 
management. 

41.38 15.07 43.55 3.04 1.41 0.747 

9 I inform my complaint travel 
agency / tour operator. 

45.64 16.11 38.24 2.92 1.37 0.671 
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Table 4. Contd. 

 

 

Third party 
responses 

10 I complain the restaurant to 
the media. 

53.48 16.64 29.87 2.66 1.37 0.751 

0.783 2.67c 

 

11 I claim my legal rights. 50.69 16.99 32.32 2.72 1.36 0.600 

12 I inform my complaint to 
Customer Rights Union. 

54.62 15.94 29.44 2.60 1.33 0.770 

13 I spread my complaint in the 
electronic environment. 

53.57 13.50 32.92 2.70 1.49 0.671 

 

*p < 0.01; 
a,b,c 

The difference between the factor means  consisting different letters is significant. 
 
 

 
Table 5. Correlation analyses between complaining and behaviours (n = 1148). 

 

Factors 
Complaint behaviours 

Neutral and switch Private responses Voice responses Third party responses 

C
o
m

p
la

in
ts

 

Price and payment 0.418* 0.215* 0.299* 0.350* 

Tastiness and quality 0.428* 0.246* 0.293* 0.324* 

Equipment and atmosphere 0.384* 0.173* 0.284* 0.332* 

Staff and service 0.382* 0.137* 0.275* 0.321* 
 

*p < 0.001 
 

 
Table 6. Comparison of complaint and complaint behaviour factors in relation to nationalities. 

 

Scale  Factors 
Turkish German Russian Dutch 

p 
Mean S.d. Mean S.d. Mean S.d. Mean S.d. 

Complaint Price and payment 2.32
a
 0.88 2.71

b
 1.10 2.13

c
 0.86 2.42

a
 1.04 

* 

Tastiness and quality 2.36
a
 0.82 2.64

b
 1.08 2.24

c
 0.89 2.41

a
 1.00 

* 

Equipment and atmosphere 2.28
a
 0.79 2.62

b
 0.95 2.04

c
 0.79 2.33

a
 0.93 

* 

Staff and service 2.24
a
 0.84 2.60

b
 1.04 2.00

c
 0.87 2.29

a
 1.02 

* 

Complaint  

Behaviours 

Neutral and switch 3.02
a
 1.05 3.50

b
 1.22 3.28

c
 1.01 3.36

c
 1.22 

* 

Private responses 2.75
a
 0.96 3.15

b
 1.19 2.99

c
 1.12 2.85

a
 1.13 

* 

Voice responses 3.04
a
 1.10 3.54

b
 1.21 2.87

c
 1.18 3.13

a
 1.04 

* 

Third party responses 2.80
a
 1.00 3.07

b
 1.24 2.53

c
 1.13 2.44

c
 1.02 

* 

 

*p < 0.001 
a,b,c 

The difference between the group averages including different letters in the same line are significant 

 
 
customer compliant is the nonbehaviour of the 
customer. The  initial  reason  why  the  restaurant 

customers choose this kind of behaviour is that 
their complaint  level  in  general  is  low,  in  other  

words, the problems they face with are not worth 
complaining. Gürsoy et  al.  (2003)  explained  this  
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way of behaviour in the frame of cost-profit. In this 
context, the customers will put some effort in complaining 
provided that they believe they will get some kind of profit 
as a result of their complaint. Otherwise, they will not 
behave in any way (Gursoy et al., 2003; Richins, 1979). 
Thus, in a study on American citizens by Su and Bowen 
(2001), it was determined that 20% of the participants did 
not behave in any way. As a result of the studies done on 
customer dissatisfaction, Stephens and Gwinner (1998) 
pointed out that almost two-third of the customers did not 
report their complaints. This way of behaviour is not a 
preferred customer complaint behaviour for the hotel/ 
restaurant administrators as the behavioural expectations 
of the customers are not learnt and it is not possible 
improve these complaint issues in question (Lam and 
Tang, 2003). Another important point in such behaviours 
is that the service personnel need to understand the 
feeling and thoughts of the customer. A service personnel 
who possesses the ability to understand the feeling and 
thoughts of the customer may behave proactively and 
prevent the probable concerns, and may serve the 
customer of his requests accordingly, in the shortest time 
(Yang, 2005). In this scope, it can be recommended that 
the hotel and restaurant administrators should employ 
service personnel who possess the ability to behave 
proactively and should train the personnel in the 
restaurant on this issue.  

The study findings set forth that the second most 
preferred customer behaviour way is the third party 
responses. The customers show such kind of behaviour 
since they have no trust in the business (restaurant) in 
terms of solving the problem (Kim and Chen, 2010). One 
of the reasons why they do not use third party responses 
is that some customers do not wish to make a direct face 
to face contact with the restaurant administrators. Like it 
was discussed in literature, the customers that fit into that 
typology generally reported that they felt uneasy when 
stating their complaints to the management, so they 
decided on an indirect way instead, which is notifying 
their complaints to the customer rights union or media. 
On the other side, in the studies done earlier on customer 
complaint behaviours concerning the restaurant services, 
while the third party responses were in general, less or 
the least preferred behaviour way (Kim and Chen, 2010; 
DeFranco et al., 2005; Sujithamrak and Lam, 2005; 
Heung and Lam, 2003), in the study, the third party 
responses was elected as the second option. This 
determination is an important respect of the study. Under 
the light of the related findings, it can possibly be said 
that the tourists visiting the region were able reach the 
customer rights association and/or used the internet 
frequently. 

Another finding obtained from the study is that a 
positive correlation between complaint issues and 
complaint behaviour was determined. The analysis of the 
correlation shows the result that all the complaint issues 
comprised  of  4  basic dimensions:  price  and   payment,  

 
 
 
 
tastiness and quality, equipment and atmosphere, staff 
and service- have been very effective on the complaint 
behaviour. In this context, the complaint factor that has 
the greatest effect on the customer’s neutral and switch 
behaviour (a demand for a change of meal, do not show 
any reaction) is composed of the quality and taste of the 
meal. The second complaint issue that has the greatest 
effect on the neutral and switch behaviour is the price 
and the way of payment. The related results show that in 
the hotel restaurants where the study was conducted the 
basic concerns that led to complaint behaviour were in 
the dimension of the quality of meal and payment. Hence, 
the hotel/restaurant administrators should primarily do 
some improvement work concerning meal quality along 
with determining the price of meal consistent with the 
food quality. In the payment of the meal, in particular, 
credit cards should be accepted and transferring the 
payment to room account should be allowed. When the 
payment is made by foreign currency, the tourists should 
be provided with more convenience. One of the most 
significant effects of the complaint issues on the com-
plaint behaviour is that the price level in hotel restaurants 
and the difficulties faced with during payment along with 
restaurant equipment and the problems with atmosphere 
lead to third party responses in the customers.  

Consequently, the customers notify the related situation 
in the hotel restaurant to the consumer rights asso-
ciations or to the media. This leads to a negative effect 
on the image of the hotel restaurant together with the 
hotel enterprise, decrease concerning the potential sales 
of the hotel enterprise in the future, experience a loss of 
customers especially in the a la carte units. Within this 
context, the hotel and restaurant managers should 
stipulate that the customers who are not satisfied with the 
services may produce much more negative effect for the 
enterprise than may be thought of. In addition, they need 
to set the prices, facilitate payment and prepare the 
atmosphere in the restaurant. Customer satisfaction can 
be gained, on the condition that the problems that lead to 
third party responses are eliminated, will improve the 
behaviour of “positive word of mouth” concerning the 
restaurant services. In one study done on restaurant 
customer complaint behaviour by Su and Bowen (2001), 
it was accentuated that the 56% of the customers who 
did not make any complaints talked to other people about 
their experience and this situation, in fact, is a significant 
factor in the customer satisfaction and loyalty.   

One of the important findings of this study is that 
Turkish, German, Russian and Dutch tourists made 
complaints about different issues. According to one way 
ANOVA test results, in which customer views concerning 
the complaint issues were compared with respect to 
nationalities, it was noted that the most complaints were 
made by Germans while the least complaints were made 
by Russians. The inspection of the customer complaint 
differences with regards to nationalities in detail showed 
that German tourists complained the most about price  



 
 
 
 
and payment, Turkish and Dutch tourists complained less 
about price and payment compared to Germans, the 
Russians complained the least about price and payment. 
Similarly, the German tourists form the most complainant 
group concerning the issues such as taste and quality, 
equipment and atmosphere, personnel and service. 
While, Turkish and Dutch tourists form the less 
complainant group, the Russian tourists form the least 
complainant group. In a study made by Aktaş et al. 
(2009) on the satisfaction levels of the Russian and 
German tourists in Antalya-Alanya region, the authors 
found out that the German tourists were satisfied with 
hotel services, and in this context they were much more 
satisfied with food quality and service quality. Thus, the 
mentioned points make the findings of this study more 
important. Under the light of the findings, it will not be 
wrong to say that compared to the tourists staying in Lara 
and Kundu, the tourists staying in Alanya region were 
provided with more quality food and quality service, or the 
businesses in Alanya region met the needs of the 
German tourist much better. Within this context, the hotel 
and restaurant administrators in Lara and Kundu regions 
need to make some amendments in restaurant services, 
especially in taste and quality issues.  

Another important result of the study is that customer 
complaint behaviours varies according to nationalities. As 
the result of the one way ANOVA test conducted to 
determine the relationship between the nationalities and 
customer complaint behaviours, it was seen that Turkish 
and German tourists preferred voice responses more 
while the Russian and Dutch tourists preferred neutral 
and switch behaviour more. An ordering in customer 
complaint behaviours shows that neutral and switch 
behaviours were chosen the most by German and Dutch 
tourists and private responses were chosen by German 
and Russian tourists the most. In addition, voice 
responses and third party responses were preferred the 
most by the German tourists. It was also concluded that 
in the customer complaint behaviours context, there are 
differences statistically among all nationalities. It was 
determined that the German tourists have the highest 
scores in terms of customer complaint behaviours. The 
greatest factor that customer complaint behaviours vary 
according to nationalities is that the nationalities in 
question own different cultural characteristics. In a study 
on organizations and cultures by Hofstede (1991), the 
author mentioned that there were behavioural differences 
between the eastern cultures that possess collective 
culture and the western cultures that possess individualist 
culture. Customer complaint behaviours of the tourists 
coming from different cultures show remarkable 
differences compared to other cultures (Kim and Lynn, 
2007). For the tourists coming from a collectivist culture 
where the “we-feeling” is dominant; expressing negative 
feelings is regarded as rudeness especially in the public. 
In this context, the tourists that own the collectivist culture 
refrain more  from  the  voice  responses  and  third  party  
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responses (Liu and McClure, 2001, in Kim and Lynn, 
2007). The results gained from the study support this 
case. According to the study results, the Russian tourists 
that own the collectivist culture and relatively the Turkish 
tourists, compared to German and Dutch tourists, pre-
ferred the voice responses less. For nationalities which 
possess individualist culture, everyone is expected to 
take care of themselves (Yüksel et al., 2006) and these 
people who own individualist culture are expected to 
complain more to warn their friends and relatives (Huang 
et al., 1996, in Yüksel et al., 2006). Thus, the Dutch and 
German tourists coming from an individualist culture are 
in general expected to complain more and use the private 
responses and voice responses more. The findings of the 
study, showing that the German and the Dutch tourists 
use voice responses and private responses behaviours, 
also support this case. On the other hand, although the 
German tourists possess an individualist culture, they are 
in the first place in third party responses, which can be 
explained by the fact that German culture is masculine. 
However, the study on complaint behaviours by Yüksel et 
al. (2006) supports the notion that the German tourists 
use third party responses behaviour more and it was 
related with masculinity. Under the light of these results, 
the hotel/restaurant administrators need to develop new 
models taking the cultural differences into the basis in the 
evaluation of customer complaint behaviours and in the 
figuring out the problems. On the other side, they need to 
train the service personnel on managing the 
cultural/national differences. By this way, it will be 
possible to build an effective solution mechanism to 
customer complaints, and in the restaurant enterprise, it 
will be easier to convert the customer complaints into 
customer satisfaction and customer loyalty.  

When the results of the study are evaluated in general, 
for the classification of customer complaint behaviours in 
terms of nationalities, cultural differences can be useful. 
However, when the related literature is searched, it is 
generally seen that the five dimension model, by 
Hofstede, that shows the cultural differences was used. 
The study done in Antalya in Kundu region is, too, ex-
pected to make a contribution to clear out the differences 
in customer complaint behaviours on the basis of 
Hofstede model. In addition to this, since this study in 
question concerning the restaurant services in Turkey is 
one of the few studies about customer complaint 
behaviours, there will be a need to conduct an applied 
study in the future, which investigates the differences 
according to nationalities. In this context, by choosing the 
nationalities of various cultural characteristics, the role of 
cultural differences in customer complaint behaviours and 
the similarities among the different cultures should be put 
forward more clearly.   

Just like other studies done in social sciences, this 
study has some limitations. The first limitation is that as 
the size of the sampling used in this study is relatively 
small, it limits the generalization of  the  research  results.  
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Within this scope, it should be remembered that while the 
study results will make a contribution to the related 
literature and to the administrators, it will be more proper 
to make an evaluation towards the study results. On the 
other hand, as the studies done in Turkey concerning the 
restaurant complaints are few in number, the comparison 
of similar study results was impossible and thus, the 
results were evaluated by mainly comparing the studies 
done in other countries and taking theory into considera-
tion.  Another limitation of this study is that the application 
of the questionnaire concerning complaint behaviours 
was conducted in a certain time period so that the data 
obtained may have taken a shape of the personal 
characteristics of tourists that came to Antalya in this 
mentioned time period. However, in some certain periods 
of the tourism season (for example, high season and low 
season) the tourist profile coming to Antalya may differ 
both in dimensions of age and family structure (married-
single). As a result, it cannot be claimed that the obtained 
results utterly reflect the features of the country where the 
tourists came from. If we take the limitations faced in this 
study into account, it can be said that the current study 
will contribute to the literature and managers on customer 
behaviours. 
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