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ABSTRACT 

      Consumers are often dissatisfied from a product they purchased or a service they visited. 

According to studies, over fifty percent of dissatisfied consumers do not complain. There are 

various reasons that consumers do not protest, the most common is that they believe that 

nothing will change even if they do so. Moreover, most consumers consider complaining 

process as a stressful and pointless procedure that requires time and effort. Also, most of 

them are shy to complain, and thus they just leave the service and search for alternatives. 

Consumers that do react towards dissatisfaction, usually complain to the service, refer to 

organizations for consumers’ rights, or speak in negative words within their close 

environment. Online consumers are more often dissatisfied, though complain less than the 

offline consumers. Furthermore, on contrary with offline consumers, they may blame 

themselves for their dissatisfaction, as they by their own chose the specific service/website. 

Complaint opportunistic behaviour is the way that some consumers behave in order to take 

advantage and thus be benefited financially. Most consumers in Cyprus complain 

occasionally, mainly because of impoliteness and when they have to wait for a long time. 

Furthermore, they complain when they have time available and when the problem is serious. 

The services that protest more about are public services and restaurants. Online consumers in 

Cyprus complain less than offline ones and those that protest they do so through e-mail, but 

also face to face method. The main reason that online consumers complain is when they 

receive a different product from the one they ordered. There are cases of consumers that 

behave in opportunistic way, though they do not consist the total of population in Cyprus. 

The most common service that opportunistic behaviour is observed in Cyprus are 

telecommunication services, where for example consumers may break their mobile in order 

the service to fix it for them.  
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I 

INTRODUCTION 

       This research project examines complaint behaviour in Cyprus. Specifically, it 

investigates if consumers in Cyprus have ever been dissatisfied and if they did, why and how 

often they complain. It also explores under which circumstances consumers in Cyprus 

complain and for what reasons they do so. The research is not limited to Cypriots citizens, but 

it also includes other European and non-European ethnicities who are residents in the 

country. Furthermore, the present research aims to compare whether online consumers, 

meaning those who use the internet for their purchases and transactions, have any distinction 

with offline ones, in relation to the complaining process. Finally, it studies the behaviour of 

some consumers who try to take advantage from specific occasions in order to benefit 

themselves, the so-called opportunistic behaviour that we meet it in various conditions. The 

research is an effort to identify such kinds of behaviour in Cyprus.  

      According to existing literature, consumers can often be dissatisfied from a product or 

service. Specifically, one in four customers will face a problem with his/her purchase 

(Πρωτοπαπαδάκης, 2008). Furthermore, dissatisfied consumers might react in various and 

different ways. They might remain silent and passive, meaning do not complain and just 

change brand or service, perhaps because they are embarrassed to complain or because they 

believe that it does not worth the effort. Others might complain in order to earn compensation 

or to give feedback to the organization in order to improved. The methods that they use for 

complaining can be face to face, telephone and written. Other consumers speak negatively  

and spread rumours for a specific company to their close environment, while others refer to 

organizations specialised to consumers’ protection and rights. There are cases that dissatisfied 

consumers can also harm a company by boycotting its products or services to newspapers, 
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internet etc. Most studies have indicated that the majority of consumers do not complain. 

That might happen because of consumers’ psychology at that time. For example, they may 

feel bored or embarrassed to complain. They can even feel anxiety about the complaint 

process or feel sorry for the employee. Others might believe that it does not worth it or 

nothing will change as mentioned above. Significant role in complaint behaviour also have 

the demographics including gender, age, education etc. According to research in America, the 

model of consumer that usually complains is a young, educated and wealthy man. 

(Πρωτοπαπαδάκης, 2008) 

      With the spread of technology more and more people prefer the internet for their 

purchases and transactions as it provides speed, immediacy, convenience and lower prices. 

Online consumers, according to studies, tend to be more demanding than offline, in relation 

to companies’ response to their complaints and therefore there are some online complaint 

forums, where consumers can declare their problem. (Matilla and Mount, 2003) Besides of 

that forums, online consumers also prefer the method of e-mail to complain, however the 

same applies for offline consumers who are shy to complain face to face. (Sujithamrak and 

Lam, 2005) Similar to offline consumers, there are online consumers who do not react 

towards dissatisfaction and according to researchers, the reasons are the same in both 

consumers’ categories. Furthermore, a difference of those two groups is that online 

consumers tend to blame themselves, when they are dissatisfied, as they chose the specific 

website that did not fulfil their expectations. Another difference is that online consumers will 

keep using the internet, on contrary with offline, who usually change something that 

dissatisfied them. (Oliver, 2010) 

       Opportunistic behaviour has been studied in literature, as the behaviour of someone that 

tries to take advantage from companies and services in order to benefited. There are various 

definitions of opportunism and opportunist such as: “one who grasps opportunities, often in 
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an unprincipled way” (Hawkins, 1988, p.568) for opportunism, and it “may not be a chronic 

gold digger, but rather just someone who recognizes an opportunity to take financial 

advantage of a company’s service failure and recovery efforts” (Berry and Seiders, 2008, p. 

34) for the latter. Some occasions where opportunistic behaviour arises are for example, 

employees’ mistakes, company return policies, unreasonable consumers demands etc. 

Opportunistic behaviour can be influenced from demographics too. Studies have indicated 

that men are more demanding than women and that collectivistic culture people are more 

possible to display such behaviours, than those from individualistic cultures. Some types of 

opportunistic behaviour are “wardrobing,” which describes a situation where a consumer 

purchases a product in purpose to return it and ask for refund, while he/she used it (Chu et al., 

1998). There are also “whiners” and “cheaters” where the first tend to complain all the time 

and they always find something negative in products or services, and the latter who might 

create a problem in purpose to gain redress (Πρωτοπαπαδάκης, 2008). Also, “jay” consumers 

whose behaviour depends from service complaint management and has to do with behaviours 

in which consumers complain and report a service or company in purpose (Lovelock, 1994).  

      Overall, while there are many studies related to complaint behaviour in countries all over 

the world, there is not much knowledge for complaint behaviour in Cyprus, offline and online 

consumers, as well as opportunists. The specific research thus is a struggle to identify these 

elements.  

1.1 Statement of the Problem 

      The research problem is consumer behaviour after sale and specifically the non-satisfied 

customer’s behaviour. Consumers in Cyprus use many services every day for their shopping, 

transactions, purchases etc, thus they interact with many employees of such companies and 

they expect to get the best service from them. There are many cases that consumers are 
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dissatisfied of the various services and they feel unhappy, disappointed, angry, and 

sometimes they may be aggressive to other people, employees or managers related to the 

specific service. Some consumers choose to express their disappointment by complain, 

expecting to find their right and to be compensated in some way. Some others, instead, 

choose not to complain and they simply do not visit the specific service again or buy the 

specific product. There are various reasons that some consumers do not complain, and this 

will also be examined and analysed in the research.  

1.2 Aim and Research Objectives  

  The research objectives are: 

i. When and why consumers in Cyprus complain. Precisely, it will be examined under 

which circumstances consumers complain, for what reasons and for which products 

or services they do so. Furthermore, it will be considered if the demographics 

influence the complaining process, as other ethnicities residents in Cyprus will be 

included too in the research. Also, the frequency of complaint, as well as the 

methods that every consumer prefers to protest will analysed. Finally, the emotions 

that consumers have the time they complain. 

ii. Distinguish between online and offline consumers, if it applies. Online consumers 

are those who use the web for their purchases, transactions etc., instead of visiting 

the corresponding services or buy a product from an “actual” store. These types of 

consumers can also be dissatisfied from a web service or a product that 

order/purchase. Thus, it will be examined if online and offline consumers complain 

in the same way or not and which methods they use.  
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iii. Opportunistic complaint behaviour, meaning the behaviour when a consumer seeks 

to benefit, by taking advantage from various circumstances. This research is an 

effort to identify if there are such types of consumers in Cyprus.  

      Chapter II analyses the literature review. Specifically, secondary data included, such as 

books from the European University Cyprus library, academic journals and articles from 

internet sources, regarding the subject of the research. In this way, it will be referred what 

other researchers have studied and explored about the objectives of the specific survey. Later, 

this knowledge will be used to compare the findings of this research. The literature review 

divided in three parts as the objectives of the research: complaint behaviour, online and 

offline consumers and opportunistic behaviour. 

     In the third chapter, the types of methods that are used in the research fields will be 

analysed and specifically the quantitative and qualitative research. Then, the type of 

methodology that has been used for the collection of primary data regarding this research, 

will be explained, as well as the reasons that has chosen.  

     Finally, in the fourth chapter the data of the research will be analysed with the SPSS 

application and its findings will be compared and correlated in relation with existing 

information from literature review. Thus, results and conclusions will be provided.  
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II 

LITTERATURE REVIEW 

       This chapter presents current knowledge related to the subject of this research from other 

surveys and studies. The literature review is divided in three different categories: consumer 

complaint behaviour, online and offline consumers and opportunistic behaviour.  

2.1 Consumer Dissatisfaction and Complaint Behaviour 

2.1.1 Dissatisfaction  

     A customer is considered dissatisfied when he is not satisfied from a product or service 

that he purchased, used, or visited after sale.  Moreover, there are many dissatisfied 

consumers as, according to studies, one in four customers will face a problem with the 

product that he bought (Πρωτοπαπαδάκης, 2008). Consumers’ satisfaction is a subject that 

many researchers have studied, as it is one of the major purposes of business and companies. 

Precisely, if a customer is not satisfied, most probably the firm will lose him. For that reason, 

and especially, due to the continuous opening of new alternatives, thus competitive choices 

(brands , services etc.), many great companies have adopted ‘management of customer 

satisfaction’ (Maxham III, 2001). Furthermore, consumers nowadays have multiple market 

choices and thus they became more selective in their purchases. If something does not satisfy 

them, they will not hesitate to react by complaining and if the problem remains, they may 

easily leave and search for alternatives, as well as share their dissatisfaction with their inner 

circles (Lewis, 1983). In both cases a firm will be harmed not only because of losing 

customers, but also because its reputation will be ruined. Moreover, service failure influences 

customers’ loyalty (Miller, 2000). According to Lewis, (1983) if a company loses its loyal 

clients and tries to find new customers that will cost her five times more in comparison with 

the cost of satisfying existing customers. For those reasons, complaint management has 
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become a significant issue for businesses, as it can contribute not only to the preservation of 

their customers, but also in their profits (McAlister and Erffmeyer, 2003). The Lancaster’s 

hypothesis states that a product causes satisfaction not because of itself, but because of its 

characteristics. For example, the toothpaste does not cause satisfaction or dissatisfaction 

because it simply is a toothpaste, but because by using it consumers can have fresh breath, 

whiter teeth, cavities’ protection etc. Thus, consumers choose to purchase a specific product, 

because of its characteristics and its benefits (Dubois 2000).   

       Satisfaction is especially important to consumers and it therefore consider a major factor 

for the sales and earnings of companies. According to Oliver (2010) satisfaction is: “a 

desirable end state of consumption or patronization; it is a reinforcing, pleasurable 

experience. It obviates the need to take additional redress actions or to suffer the 

consequences of a bad decision and it reaffirms the consumer’s decision-making process” 

(p.4). In a few words if a consumer purchases a product that satisfied him that consider a 

successive purchase, as not all purchases are successful.  

       Furthermore, satisfaction contributes to understand the environment, as through the 

consumption process, consumers find out new information and experience about what they 

like. And that contributes to the improvement of marketplace too (Oliver, 2010). In addition, 

according to the same researcher the consumers’ reaction towards dissatisfaction, especially 

when related with manufacture or retail products is called “hidden agenda”. These reactions 

can be: boycott the product class, the brand and the retailer, as well as complain privately 

(negative word of mouth), demand redress direct form an employee, or indirect from third 

parties and complain in public (e.g. letter to editor). The ways that dissatisfied consumers 

react towards dissatisfaction are further discussed below. 
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    2.1.2 Do customers complain?  

       According to Πρωτοπαπαδάκης, (2008) most research related to consumer complaining 

have indicated that over 50 per cent of dissatisfied consumers do not complain. There are 

various reasons why a consumer chooses not to complain. For example, many of them 

consider the complaining process as a stressful process that requires time, struggle, anxiety, 

fatigue, etc. They also may be bored to write a letter of complaint or feel shy to complain face 

to face or even they do not want to waste time for complaining. In some cases, consumers 

that complained in past to a specific company do not want to complain again as they may be 

characterised as whiners. Another reason that a consumer does not complain is because he 

knows in person the owner of the business that did not satisfy him, and therefore he does not 

want to make him feel bad.  

       Demographics also influence the complaining process, meaning the age, gender,  

education, social class etc. Surveys have shown that customers with high level of education 

and a wealthy income are more likely to complain. (Warland, Hermann, and Willits, 1975). 

For example, in America the standard type of an individual that complain is a young, 

educated, and wealthy man. Most consumers that complain are those who believe that their 

complaints will be heard and thus a solution will be given to their problem. Those that 

believe that nothing will change will not bother to complain at all. For example, many people 

are dissatisfied with public hospitals, but they will not complain because they know that 

nothing will change (Πρωτοπαπαδάκης, 2008). 

      The experience of market research is also a significant factor to the complaining 

behaviour. A consumer that is not aware with the marketplace is less likely to complain, 

though is more possible to refer in private reactions, for example negative word of mouth. 
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That may be the reason why some people feel more confident to demand a redress, while 

others hesitate to do so even if they are highly dissatisfied (Blodgett et al, 1993).  

       Another reason that consumers do not complain is because they discouraged from the 

employee of each company. For example, employee has a negative attitude toward to 

consumer because he is bored of hearing complaints, or he may ask a lot of questions to 

consumer about the product. He also may refuse to take responsibilities for a mistake or 

forward the customer to another employee in order to get rid of him and so on. The most 

common answer that a consumer would hear while complaining is that “this is the company 

policy, and nothing can be done” or consumer will take no answer from his letter or 

complaint call or even promises that will be not implemented. All these factors lead a 

customer to not complain (Πρωτοπαπαδάκης, 2008). 

       Many of the consumers that do complain choose a written way (letter or e-mail) to do so, 

because they did not find any other person to complain, or because they express themselves 

better through writing. Moreover, some use written methods if they want to move legally 

against the business in case of serious problems, for example a purchase of defective car, and 

the company ignore his complaints. In addition, some consumers construct a letter of 

complaint or e-mail, as a second struggle, because the company did not pay attention on their 

first complaint. In a few words, written way of complaint usually used in order to give 

emphasised or when the problem is serious. Some companies provide a questionnaire in their 

e-mail or their website in order to give the opportunity to their customers to express any 

complaint or compliment. In addition, many companies have a special complaint page in their 

website where consumers can upload their complaints, comments or compliments. One of the 

positives of electronic position of complaints is the fast access of data. For example, the 

consumer can choose the ‘complaint’ square and it will quide him in another website with 

options related the product that wants to complain about or the kind of complaint. An 
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example of that is Greek Tourist Organization (ΕΟΤ), which has concluded in their website a 

complaint section where tourists can protest about a bad experience or to denounce a fact 

during their holidays (Πρωτοπαπαδάκης, 2008). 

      Frequently, consumers complain without knowing what to expect from the company or 

service in order to redress or satisfy them. For example, before digital cameras, a student 

gave his camera’s film negatives to a photograph finisher in order to develop them. 

Unfortunately, film’s negatives destroyed through the process and photographs were lost. In 

order to redress the student, the photograph finisher gave him a free roll of film. However, 

that is not satisfy completely the customer, as important pictures such as graduation, birthday 

or important events were lost and could not recovered, and the free roll of film could not 

replace these unique moments of pictures. In this example the company cannot deal with 

expectation but with the satisfaction of consumer, therefore companies must consider which 

solutions will satisfy their customers. Some of them may have unreasonable requirements 

such as another trip to Hawaii, some other may just ask a family photographic session. A 

company may create a list with consumers requests and propose to consumers that do not 

know what to ask for redress. In such cases the company must act in order to please their 

customers (Oliver, 2010). 

        In addition, most of the times, consumers complain because they want a compensation 

to their problem, meaning a replacement of the product and they also may want to hear an 

apologise from the company. Many businesses that take in consideration their customer’s 

complaints try to please them as much as possible, by providing the following: 

 Price reduction or not charge at all  

 Apologise  

 Free product (for example a free airport ticket) 
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 Gift (for example companies in Britain offer perfumes and chocolate boxes)  

 A future voucher 

 Product replacement 

 Money refund 

 Free repair 

 Reassurance that the company took responsibility in order not to happen again the 

same mistake. (Πρωτοπαπαδάκης, 2008) 

 

2.1.3 Types of complaint behaviour   

According to Πρωτοπαπαδάκης, (2008) there are four different ways that a dissatisfied 

consumer usually behaves: 

 He remains quiet, meaning that he will not complain, and he will just change brand or 

service. In some cases, such kind of consumers may keep buying the same product 

because they have not time, or they feel bored to find something alternative.  

 He refers to some organization related to consumer’s protection or consumer’s rights 

etc. In rare occasions he may refer to a lawyer in order to take legal actions against the 

company. 

 He complains and speaks negatively to his inner circle (friends, relatives). It estimates 

that a dissatisfied customer will talk about their problem in 8/10 person of their 

environment, and one of five consumers will discuss with other 20. Also, some 

consumers may publish their complaint.  

 He complains to the company or service with various ways (face to face, telephone, 

written).  
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In addition, according to a research of Case Western University of America, dissatisfied 

consumers can divide in groups, in relation with their reaction when something does not fulfil 

their needs (product or service). These groups are: 

 Voicers. This group will complain immediately to the company or service and usually 

they do not speak with others of their environment until they see that their problem 

has been sold from the company. Such kind of consumers complain because they 

want a direct solution to their problem, but simultaneously through their complaint 

they give feedback to the company. Thus, this group is the most important for a 

company that wishes to be improved. Of course, if a business will not take into 

consideration those complaints, then “voicers” could turn into “activists” customers, 

meaning that they can harm the business by spreading everywhere their bad 

experience and thus spoil the rumour of the company.  

 Passives. This group is the smallest with the fewest representative consumers. In that 

case dissatisfied customers are not complain neither speak negatively to others about 

the business. They may keep consume the specific products until they get tired and 

then turn in other company.  

 Irates. This is the most ‘dangerous’ group as they will not complain to the company 

and they just stop purchase the products. Simultaneously, they spread bad rumours 

about the business or service, and they will probably not turn back to the specific 

products. The reason that ‘Irates’ do not complain is because they believe that nothing 

will change if they do so and they will just lose their time. Also, they may have not 

the mood to get into the complaining process.  

 Activists. Also, a dangerous group for a business, as ‘activists’, that mentioned above, 

not only complain, but if they do not get a response, they will revenge the business. 

Besides that, they speak with the most negative way to their environment, they also 
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refer to boycotted and reports to newspapers, internet etc. For example, a lady 

complained to a dry cleaner shop because they ruined her shirt. When she realised that 

the owner tried to avoid her, she stayed outside the shop and spoke negatively to the 

other customers of the dry-cleaner and she also refer to a radio station to publish her 

bad experience.  

 Whiners. Consumers of that group tend to complain all the time, as they will never be 

satisfied, and they always find something negative in products or services. They also 

reject any solution that the business suggests. These consumers usually waste the time 

of the employees, as they try to please them and as result, they ignore, unwittingly, 

other reasonable customers.  

 Cheaters. In that case, consumers complain always in order to gain something, 

meaning that they find or create problems. They also overreacting or dramatizing 

things, have unreasonable expectations and they even threat employees or owners. For 

example, in America many women that bought expensive dresses return them in store 

a few days after, usually after an event, and they claimed that they just change their 

mind. Of course, it was obvious that the dresses have been used, but the ‘cheaters’ 

women eventually took refund of their money. Such examples are common usually in 

stores with clothes, where customers may destroy on purpose the product or soiled it 

with makeup, in order to take their money back or change it with another product.   

         According to Hirschman (1970) there is a theory about complaining behaviour that 

divides consumer’s behaviour in three categories: exit, voice and loyalty.   

Exit is when consumers choose to change their product or service because they are no longer 

satisfied and start to look for another substitute. Moreover, the exit decision characterised as 

“any attempt at all to change rather than escape from an objectionable state of affairs” 

(Hirschman, 1970, p.30).  
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Voice involves the consumers who decide to complain when something does not fit them. 

They may leave the product or service as well, when they see that nothing changes, but not 

without effort to get what they want.  

Loyal characterised a consumer that is faith to the company and even if he is dissatisfied 

about it, he will not try to find something alternative. He instead continues to purchase, thus 

contributes the specific business, hoping that something may change in the future. The loyal 

consumer tends to be the most passive category.  

     In addition, Day and Landon (1977) have distinguished dissatisfied consumers response in 

two versions, the one of them are either public or private. According to them, consumers will 

“take action” or “take no action”. Those who ‘take action’ could be either a public action, for 

example they complain in order to be compensated, they complain in third people, or they 

can even turn in legal way. Their action can also be a private action, for example speak in a 

negative way to others about the company, thus influence more people, or boycott the 

specific company or brand. On the other hand, consumers that “take no action” are those who 

do not react, when dissatisfied and just endure passively the bad service etc, of a specific 

company. In fact, Day and Landon describe that kind of action as “forget about the incident 

and do nothing at all”.  

       Another similar theory of complaining behaviour is the one of Singh’s (1998), that 

categorised three cases of behaviour:  

Voice, that include direct actions to the person that a consumer is dissatisfied e.g. a 

salesperson, a receptionist etc.  

Private, that can be the spread of negative rumours about a specific product/service, as well 

as exit which is mentioned above, meaning the alteration for another company.  
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Third party, meaning a consumer that refers to organizations specialized to consumers’ 

complaints such as the Better Business Bureau, Consumer’s Protection etc. Third Party can 

also refer to legal actions.  

      Singh and Padya (1991) also divided complaint in behaviour in four categories: exit 

(consumers just leave a service or product and look for alternative), voice and complaint to 

third party organizations as well, and also negative worth of mouth (speak with bad words to 

another people). According to Hunt (1991) complaint behaviour categorised in voice and exit 

as well, but with intensity levels (high, middle and low depended of consumers reactions). On 

the other hand, Hansen, Swan and Powers (1997) added “no action” and “private action” 

complaining behaviour. The first action refers to consumers that do not complain, because 

they probably believe that it is waste of time or they feel bad to do so. Finally, according to 

Oh (2003), voice is divided in two sub-categories: direct (consumers complain immediately 

to the company or service) and indirect (consumers complaint via e-mail, complaining 

questionnaire or cards etc.).  

      Regarding complaint in third party, in Cyprus, there are various non-government 

organizations, that their purpose is to protect consumers in accordance with their health, 

safety, interests and rights. They also care for pure market competition and they achieve that 

by observing market area, the laws and legislations related to consumers, as well as the 

consumers’ updating, in relation with European standards as well. Furthermore, consumers 

can refer to these organizations in order to be informed about their rights, state their 

complaints or report a cheating action. Examples of such organizations are: “Κυπριακός 

Σύνδεσμος Καταναλωτών, Παγκύπρια Ένωση Καταναλωτών και Ποιότητα Ζωής, Υπηρεσία 

Προστασίας Καταναλωτή” etc. There is also a telephone line with no charge (1429) where 

consumers can also report a problem, ask questions or complain and provided by advices and 

general information about consumption issues. Furthermore, these organizations provide 
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friendly settlement between consumers and services differences via arbitration. If the problem 

dos not solved then the case goes to justice (Διαδικτιακή Πύλη Εκε Κύπρου, 2009-2019). 

There is also a website that related to consumers of online communications. Specifically, it 

provides information related to electronic communication services, as well as the opportunity 

for online consumers to complain (ΓΕΡΗΕΤ, 2016).     

 

2.1.4 Consumer’s psychology 

      A significant factor on consumer’s complaining behaviour is consumer’s psychology, 

meaning the various emotions that he may feel the time he complains. In relation to these 

emotions, there are various theories developed such as Cognitive appraisal. This theory is “a 

process through which the person evaluates whether a particular encounter with the 

environment is relevant to his or her well-being, and if so, in what ways” (Folkman et al, 

1986). Moreover, according to Lazarus (1974), emotions are the result of cognitive appraisal, 

but also the phenomenon of coping mechanism meaning. A consumer while a dissatisfying 

sales process evaluates the situation ‘cognitive appraisal’ how stressful is. The result of that 

process can affect the coping strategies of the consumer (Stephens and Gwinner, 1998).  

      According to Lazarus, (1991) emotions arise from primary and secondary cognitive 

appraisals, meaning that primary appraisals refer to goal conflicts, while the latter has to do 

with coping strategies. Furthermore, there are two coping styles: the problem-based coping 

which refer to direct actions to deal with a specific condition, and the emotions-based coping 

refer to indirect actions to deal with emotions. For example, if someone feels anxiety, tries to 

get out of it or blame someone else for his mistake (Folkman and Lazarus, 1988). These two 

behaviour styles are characterised in consumer behaviour study as complaining (problem-

based coping) and non-complaining (emotions-based coping) (Chebat, Davidow and Codjovi, 
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2005). The first behaviour has to do with the direct action of consumer towards a 

dissatisfaction from product or service, while the latter refer to passive consumer’s reaction 

(Menon and Dube, 2004). In addition, a consumer feels dissatisfaction when a product or 

service failed, according to his expectations, for example waiting for a long hour, having a 

bad-cooked meal in a restaurant, impolite staff, loose his luggage because of airline’s fault 

etc. (Stephens and Gwinner, 1998). 

       In addition to emotions research, Yi and Baumgartner (2004) have studied the connection 

of four negative emotions and the strategies to deal with them. These emotions were anger, 

disappointment, regret and worry. From their research it concluded that, consumers adopt 

specific strategies to deal with their various emotions, though research were not held about 

the link between handling methods and complaint behaviours. Nevertheless, it is believed that 

problem-focused strategies are correlated with public reactions, for example complaint to 

third-party factors, as mentioned above, whereas emotion-focused strategies are related with 

negative word of mouth or no response at all (Yuksel, 2008).  

       Stephens and Gwinner, (1998) have stated that external attribution, meaning the 

responsibility of what happened to someone else, causes negative emotions such as anger, 

disapproval and disgust; while internal attribution, meaning ourselves blaming, is the result of 

emotions such as fear and sadness. Anger arises when another person (employee, manager) is 

blamed for a problem that occurs from consumer dissatisfaction (Lazarus, 1999). Moreover, 

consumers tend to be angry most of the times that are complaining, and it is usually the anger 

that led a person to take action in all aspects. Disappointment arises when a situation or a 

result is not the one that be expected, and it is usually related with blaming others 

(Zeelenberg and Pieters, 2004). For example, if a consumer complains about a situation and 

realises that nothing changed, he will feel disappointed and most probably he will not be 

bothered again with the specific concept and turn in substitute. This arises too from the 
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statement of Zeeleberg et all (1998) that said that disappointment is related with the emotion 

of weakness and the desire of go away from a situation. Regret refers to situations where self-

blame is including as well as acceptance of self-mistake (Zeeleberg et al, 1998). In 

complaining behaviour regret is frequently observed, as consumers may feel that emotion in 

two ways: (1) change their mind and do not complain, because they might be in a hurry, and 

(2) they may feel bad because for example they yell at an employee. Also, they may accept 

the responsibility for a mistake that came up, because of their fault which is opposite to 

opportunistic behaviour and ‘cheaters’ customers. Worry has to do with unwanted situations 

and hesitation of what to deal with. For example, if a flight is delayed consumers may feel 

worried but do not know how to deal with. In order to deal with feelings of worry consumers 

may practice self-control and mental disengagement (Yi and Baumgartner, 2004).  

        Culture is a major aspect in the study of consumer buying behaviour and thus in 

consumer complaining behaviour. That is the reason that many researchers tempted to study 

culture, especially in the sector of marketing in order to identify cultural differences. Culture 

influence humans in the way they express their emotions and feelings, as well as the 

understanding of the environment and their personality. It is also important for companies in 

relation with their products, prices, distribution and communication policy. Products such as 

food differ from culture to culture and it is not the same everywhere. For example, in a 

Spanish supermarket the area that covered by olive oil is greater than a British supermarket, 

as olive oil has greater importance in Spanish culture rather than British culture. Olive oil is 

the second most important product in Spain after milk and has great amounts of consumption, 

while ‘ensaimadas’ are completely unknown in Britain. Culture influence not only the 

product itself, but also its appearance, position and the way it is packed e.g. in supermarkets 

(Dubois 2000).    
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       In a research that took place in UK business School of Northumbria University in British 

and East-Asian students showed that most of them would use private ways to complain. In 

library case students said that they would use public ways i.e. speak directly with an 

employee. The option of complain to third party were limited. Results also showed that 

complaints either private or public are preferred more by East-Asian students, while they do 

not prefer third party complaining, perhaps of limited knowledge of such organizations (Hart 

and Coates, 2011). According to Theorelli (1982) Chinese consumers do not know how and 

where to complain, especially the older ages. Su and Bao (2001), indicated that a third of 

their sample consider complaining frequently and express their dissatisfaction. The most 

favourable complaining option for students was e-mail, especially for East-Asian students 

who may not feel comfortable to complain directly to an instructor (Yau, 1988). According to 

(Mattila & Wirtz, 2004), e-mail is used most of the times when they just wish to express their 

disappointment rather than ask for redress. The research also resulted that students preferred 

to discuss their service dissatisfaction with other students, rather than their family and 

friends. Perhaps because other students can help more because they can understand the 

situation. East-Asian students may do not want to worry their family and that is why they did 

not share their problem (Hart and Coates, 2011). 

 

2.2 Online and Offline consumers 

      Nowadays the internet is considered as a serious competitor for companies and services, 

as more and more consumers refer to online sites for purchases of e.g. clothes, instead of 

visiting a actual store. The benefits of buying online are except of low prices, speed as well. 

According to Matilla and Mount, (2003), the internet’s users are more demanding in relation 

to quick response than offline users, regarding complaints. Specifically, there are some 
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forums and pages where consumers can place their complaints online and discuss with other 

consumers their experiences, usually negative.   

      Internet gives the opportunity to consumers to complain online instead of face to face. 

There are various studies and opinions about online complaining. According to Tyreel and 

Woods (2004) most types of complaining behaviour refer to e-complaint, while Oh (2003) 

categorised electronic complaints as indirect voice behaviour, and McDougall and Levesque 

(1999) characterised e-complaints as negative word of mouth behaviour. Furthermore, the 

web forums for complaints can be included in indirect voice, negative word of mouth, third 

party organizations and middle level reprisal. E-complaints can be used not only from 

exclusive web users -online consumers, but also from offline consumers that do not want to 

complain face to face. Thus, they use the web, as an anonymous and confidential way or 

because their face to face complaints were not listened from the authorities (Tyrell and 

Woods, 2004).  

       Another reason that consumers prefer the internet as a way to complain is because they 

feel shy to do so face to face or they do not want tensions (Sujithamrak and Lam, 2005). 

According to Lee and Hu, (2004), many hotels’ customers share their experience from the 

hotel in web sites, hoping that the hotel business will consider their complaint and give 

solutions. The purpose of complaint forums and sites is not to harm companies, but to help 

them in order to improve their quality. Specifically, these sites give the opportunity to 

consumers to name a specific company and then they recommend feedback. With this way, 

they let companies to visit these sites where consumers might refer to their products and 

services, thus making them to give solution in consumers’ problems (Tyrell and Woods, 

2004). These kinds of sites are characterised of two-way communication as consumers state 

their complaints or even suggestions and companies on the other hand can informed about the 

problems that their customers faced and give solutions. The companies thus, evaluated for 
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their complaint management, as well as the solutions provided (Yuksel, 2008). A research 

that took place in Turkey in 2007 aimed to identified whether Turkish that stayed at hotels 

made complaints online. E-forums were used for the research as well. The results showed that 

most hotel customers preferred to discuss their problem on the e-forum instead of 

complaining at the hotel’s staff.  Furthermore, those that did not complain discussed their 

dissatisfaction to others. The study also showed that these forums provide important 

information to consumers (Yuksel, 2008).    

      Furthermore, “hidden agenda” (Oliver, 2010), which mentioned above is observed to 

online product dissatisfaction as well. Online consumers that take no action, meaning that 

they do not complain, they do so for the same reasons with offline consumers who believe 

that complaining is worthless and waste of time. Nonetheless, according to studies, online 

consumers tend to blame themselves when something dissatisfy them, probably because by 

they own chose the specific website to order something or to book tickets etc. That does not 

happen with offline consumers. Another difference with offline consumers is that those who 

purchase from the web, despite their dissatisfaction they keep using internet. Only per cent 

said that they will not use the internet again perhaps because of the risk of finding new 

websites (Oliver, 2010). A research that took place by Tea Leaf Technology Inc. in 2010 

consumers indicated that 41 per cent of 1572 has been dissatisfying from internet purchase. 

An amount expressed their disappointment not online but offline. The 70 per cent complained 

personally, 50 per cent by phone with their close environment, 15 percent refer to third party 

(Better Business Bureau). Those who complained online were an amount of 39 percent on a 

company website, 16 percent on a review website and a seven percent on a blog. The survey 

shows that consumers can complain either online or offline (Yuksel, 2008). 

       According to Cho et al. (2002a), there are differences between online and offline 

consumers regarding complaint behaviour. Offline consumers seek to be more likely to 
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complain rather than online ones. Online consumers would consider more the benefits and 

costs of complaining and they would do so if the company response were late. From 

consumers’ point of view, online complaining is different from offline for example, 

complaining online has lower psychological costs and usually they have a direct response 

(Zaugg, 2006). Cho et al. (2001) said that for online complainants the speed of response is 

more important than offline ones.  

      Offline consumers also use online ways to complain, as internet provides the convenience 

to do so, thus the face to face communication is less famous. Also, because consumers inform 

other consumers in a more public network (Harrison-Walker, 2001). According to Bailey 

(2004), complaint websites categorised in three groups: (a) hate sites that dissatisfied 

consumers refer to specific firms, (b) general complaining websites where consumers can 

discuss their complaints in public and thus companies can consider about, and  (c) websites of 

organizations related to consumer’s rights protection. 

       Another difference between online and offline complainants is the way that both use to 

complain. Online consumers will send an e-mail to express their complaint to a company, 

while offline consumers will use telephone for complaining, write a letter, go face to face or 

visit an organization for consumer’s protection (Lee and Cude, 2011). Furthermore, a 

consumer will choose a complaint method, based on how disappointed he is and on the 

consumption environment. In online purchase area, consumers would choose an online 

complaint website. The advantages of online complaining are that it is easier for consumers 

to use a single channel, they can keep a record for their complaint easier than if they 

complain offline, and online complainants may feel more safe and confident if they use 

online channels than offline. For example, someone that complain online takes his time to 

write his complaint and ask others’ help too, while that is no valid for offline complaints (Lee 

and Cude, 2011).  



 
 

23 
 

        Some studies related to online satisfaction, compared online with offline consumers. 

According to Shankar et al (2003), satisfaction in online consumers has the same value with 

satisfaction in offline consumers. Moreover, corresponding to their research findings online 

consumers’ loyalty to the services were greater that offline ones. Furthermore, Cho, Im, Hiltz, 

& Fjermestad (2002) found that there are less possibilities for online consumers to complain, 

than offline consumers and also online consumers think more the complaining costs. They 

also find that online as well as offline consumers are willing to keep purchasing from a 

specific company if the latter responds satisfactorily to their complaints. Harris, Grewal, 

Mohr, and Bernhardt (2006) found that there are more possibilities for online consumers to 

take the responsibility for a service failure than offline consumers and that the latter were 

more satisfied with the company’s response. Finally, in addition to the previous study, Harris, 

Mohr, and Bernhardt (2006) suggested that as online consumers took the responsibility 

easier, companies and services can give redress more to offline consumers. 

       The spread of technology and internet give the opportunity to consumers to purchase 

from their homes, and to companies and services to manage complaints from homes. Another 

internet’s advantage is anonymity which “may turn out to be the only tool available to 

ordinary people that can level the playing field against corporations and governments that 

might seek to use new data processing and data collection tools in ways that constrain the 

citizen's transactional or political freedom. Thus, their main line of defence against being 

profiled is likely to be anonymous communication or pseudonymous transactions." (Fromkin 

1999, p. 115). According to Sheehan and Hoy (1999) consumers are worried about privacy in 

the web area and that can influence internet participations as well as complaint behaviours.  

      The research of Kehoe, Pitkow and Morton (1997) (procedural justice) showed that 

consumers either online or offline had common requirements towards satisfaction. Both 

online and offline consumers pay attention to speed. Specifically, 25.2 per cent of online 
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consumers mentioned to speed while 20.4 percent indicated it. Another factor was cost which 

seemed to be more important for online consumers rather than offline consumers who paid 

attention more to seriousness. Another result was that not all consumers regarded 

interactional justice as a significant factor of complaint management. Offline consumers 

regarded human interaction as more important. Anonymity seemed to be more important for 

online rather than offline consumers (Harris et al, 2013).  

 

2.3 Opportunistic Behaviour  

        Researchers have studied the issue of “dysfunctional customer behaviour” (Reynolds 

and Harris, 2009), “jay customers” (Lovelock, 1994) and “consumer misbehaviour” 

(Fullerton and Punj, 2004). These studies refer to the cases where consumers attempt to take 

advantage from companies or services. Examples of these actions are “shop lifting, 

intellectual property theft, fraudulent insurance claims, minor coupon abuse or “freeriding,” 

where consumers take advantage of pre-purchase services and information at full-service 

retailers with the intent of actually purchasing later at a discount retailer” (Singley and 

Williams, 1995). They also studied the differences between dysfunctional behaviours such as 

financially and non-financially, impulse and planned, with intention and contrary, 

professional and opportunistic (Fiske et al., 2010). According to Berry and Seiders, (2008), 

opportunistic behaviour is the behaviour that describe consumers who try to take advantage, 

under specific circumstances, in order to be benefit. Circumstances where a consumer might 

behave opportunistically are usually employees’ mistakes, for example wrong prices in a 

store or company return policy. An example of the latter is when consumers purchase a 

product in order to return it and ask for refund while they have used it. That behaviour is 

called “wardrobing,” (Chu et al., 1998). 
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        Moreover, according to (Harris and Reynolds, 2004) opportunism is find in 

“compensation letter writers” meaning some consumers that send letters after they buy a 

product and complain and ask unreasonable redress and demands. Other opportunism cases 

that various researchers have studied are cheat on service promises (WirtzandKum, 2004), 

claiming process after service failure (Wirtz and McColl-Kennedy, 2010), as well as in 

service co-creation (Ple, 2005; Ertimure and Venkatesh, 2010). A sector of opportunistic 

behaviour is consumer claiming behaviour for which little research has been done. Wirtz and 

McColl-Kennedy, (2010) identified opportunistic claiming as a case where consumers seek to 

benefit financially from a service. From their research became that consumers who are 

opportunistic claimers seek to demand more than it is agreed for example to paid, and usually 

they ask for full refund. Furthermore, they studied from which factors opportunistic 

behaviour can be influenced and they found that consumers behave more opportunistically 

when they notice low interaction and distributive fairness. They also studied two factors that 

can influence opportunistic claiming that are the fact whether consumers related or not with a 

company or service’s employers, as well as the size of a company or service. The results were 

that consumers behave opportunistically more with large businesses than small and when 

they do not relate with the owners of a firm rather than they have a long-term relationship.  

       In addition, other factors that contribute to opportunistic behaviour such as consumer’s 

personality, gender culture and morality have studied. Ma and Jaeger (2005), found that in 

Chinese culture assertiveness and competitive behaviour are connected, while Macintosh and 

Stevens (2008) did not. Regarding gender, some researchers indicated that men are more 

demanding unlike with women who are more willing to compromise (Brewer et al., 2002; 

Florea et al., 2003). Regarding culture, studied that took place in Japan, China and South 

America indicated that collectivistic culture’s people are more possible to display such 

behaviours than those from individualistic cultures (Graham, 1993), (Ma, 2007), (Gabrielidis 
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et al., 1997; Pearson and Stephan, 1998). Finally, researches related to morality have shown 

that individuals who have greater levels of morality, seek to be more effective in conflicts 

solutions (Rahim et al., 1999; Chow and Ding, 2002), (Macintosh and Stevens, 2013). 

       Some definitions of opportunistic behaviour are according to Ping (1993), someone that 

tries to take advantage with non-legitimate means. Berry and Seiders define a consumer as 

opportunist as he “may not be a chronic gold digger, but rather just someone who recognizes 

an opportunity to take financial advantage of a company’s service failure and recovery 

efforts” (2008, p. 34). Also, opportunist is “one who grasps opportunities, often in an 

unprincipled way” (Hawkins, 1988, p.568). According to Mazar et al. (2008a) some 

opportunists try to get larger recompense from the one they deserve. Another definition of 

opportunism is “a variety of self-interest seeking, but extends simple self-interest seeking to 

include self-interest seeking with guile.”  (Williamson, 1979, p. 234). There are also various 

categories of opportunism. According to Jap (2001, p. 24), opportunism “overt behaviors 

such as lying, cheating and stealing, as well as subtle behaviors such as dishonouring an 

implicit contract, shirking, failing to fulfil promises, and obligations.” That quote describes 

cases of opportunistic behaviours that related in the relationship of consumers with 

companies. Popov and Simonova (2006) studied three forms of opportunistic behaviour: 

flubbing, negligence, and fraudulence (Elsharnouby and Parsons, 2013).          

    Opportunistic behaviour applies in various ways such as: 

 Exaggerated and false claims (according to Accenture Inc. 2003, the 10 percent of 

people in United States behave like that) 

 Intellectual property stealing (for example in music, cinema and software) 

 Tax cheat, like tax evasion 
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 “wardrobing” which describes the phenomenon of return of products that have been 

used (Harris, 2008) 

 shoplifting (Cox et al., 1993) 

 coupon mis redemption, for example someone who ask for redress by taking 

advantage of service recovery strategies (Harris and Reynolds, 2004) 

 service assurance cheating (Wirtz and Kum, 2004).  
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 III  

METHODOLOGY 

3.1 Research Methods 

       In research there are two main methods that are using: the quantitative and qualitative 

research. The quantitative research includes great sample of population, as well as random 

sampling with questionnaires as a tool. Furthermore, it focuses on quantities, numbers and its 

analysis are statistic, which is provided by the usage of software such as SPSS, Excel and R 

Commander. The great advantage of quantitative research is that its findings are more 

objective and generalised, because of the large samples that are used. The results also 

consider to be more reliable and it provides standardise comparisons and correlations. The 

disadvantages of quantitative research are that it does not offer in-depth results about people 

beliefs and opinions, it cannot explain social phenomena, it cannot always give answers to 

questions such as ‘why’ or ‘how’, and it may not provide a precise result about sample’s 

homogeneity (LUMS Effective Learning, 2016).   

      The qualitative research is more subjective, and it includes in depth interviews, focus 

groups and observations, furthermore it “focus on the description, analysis, definition and 

understanding of social phenomenon, situation and social groups’ characteristics by 

answering to questions ‘how’ and ‘why” (Ιωσηφίδης, 2008, p.21). It is used mainly in 

branches such as anthropology, history and political sciences and it contains participant 

observation and non-participant observation, ethnography, case studies, phenomenology, 

biographies etc. (Miles and Huberman, 1994). The advantages of qualitative research are that 

its results are detail and in depth, it can investigate behaviours that were not predictable, and 

that it is empirical. It can also determine in exact people beliefs about a specific issue. The 

disadvantages are that it contains small samples, it has limitations on comparisons, it depends 
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from researcher’s personal beliefs, and the researcher’s participation might influence the 

characteristics of the subject studied (Ιωσηφίδης, 2008).  

      Overall, the main differences between the two methods are that qualitative research is 

phenomenological, holistic, subjective, inductive, interpretive, exploratory and it provides in 

depth analysis. On the contrary, quantitative is positivist, objective, confirmative and focuses 

on arithmetical results and to variables control (Ιωσηφίδης, 2008).  

3.2 Research Design        

3.2.1 Chosen method   

      For the purpose of the present study, quantitative research was chosen, in order to include 

a large sample of the population living in Cyprus, more information, and thus, in order to 

have an objective result. Also, the purpose was to have a limited in-depth analysis as the 

research aims to the whole and to statistics data. Additionally, in order to have the ability of 

comparisons and correlations of variables. Precisely, random sampling and questionnaires 

were used as a tool.  

3.2.2 Questionnaire design 

     The questionnaire consists of of 17 questions, 14 of those are closed questions with a 

choice of multiple answers in order to give the ability to the interviewee to answer in a quick 

and easy way. The questions were simple and understandable in order to give the ability to 

every individual to participate without specialised skills needed. The interviewees took about 

7 minutes to complete it. In the first part the questions refer to demographics, such as gender, 

age, ethnicity, education and occupation in order to examine if these factors are correlated 

with the complaint behaviour.  
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     In the second part the questions refer to the frequency that people complain and the 

reasons that may led them to protest. Also, information provided about whether people feel 

satisfied or bad the time they complain. Through these questions it will be clarified when and 

why consumers complain, as well as the methods that consumers prefer to use for 

complaining such as face to face, telephone and written by e-mail or letter.  

       In the third part the questions refer to consumers that use the internet for purchases. 

Specifically, it will be investigated if online consumers are dissatisfied from the web services. 

Subsequently, there are questions that indicate for which reasons online consumers may 

complain. Besides the reasons, in the questionnaire included also types of products and 

services that consumers (online and offline) usually complain. Through this question it will 

be examined how important these products and services are to the consumers.   

      Finally, in the fourth part, three open-ended questions with short answers are included. 

The purpose of these questions is to give the opportunity to participants to express themselves 

and provide examples, thus more information. The contents of these questions are: 

i. Whether consumers complain at the same time or later and for which reason. That 

will provide information for complaint methods as well, for example they preferred 

to complain afterwards through telephone.  

ii. If consumers wanted to complain, but eventually did not and for which reasons. That 

will indicate why consumers changed their mind and did not complain, as well as 

their psychological condition at that moment. 

iii. If consumers complain even if they had partly responsible for the problem they 

complained. This question is an effort to investigate whether consumers behave in 

opportunistic way. In the end of questionnaire, questions are provided in relation with 
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the emotions that consumers have when they complain. Thus, important information 

will be provided according consumer’s psychology towards complaint process.  

3.2.3 Sample 

      The sample of population was people that live in Cyprus, not only Cypriots though. In 

this way demographics were included in the research, in order people of other ethnicities 

resident in Cyprus to be compared with Cypriots regarding complaint behaviour.    

    The answered questionnaires collected were a sample of 204 people, included students 

from the European University Cyprus, undergraduate and postgraduate level and of various 

ethnicities. I also collected questionnaires from my family, friends, work and acquaintances 

environment. I chose not to limit the sample only in specific age group, for example students, 

in order to have a more objective result from a real population.  

3.2.4 Fieldwork   

     During the collection of the questionnaires I was greeting the people, asking them politely 

to complete a questionnaire and explaining the subject of the research. I reassured them that 

their answers will be completely anonymous, and I encouraged them to respond sincerely to 

the questions. In most cases I confirmed that it will not take them long time to complete it. 

The collection of questionnaires took also place in the university’s classrooms after the 

permission of my instructors. With the integration of questionnaires, I thanked the 

participators and make sure that I had back all the questionnaires that I shared. Subsequently, 

the counting of answered questionnaires was followed, as well as the data coding.  

3.3 Data analysis 

      Regarding data analysis I used the IBM STATICTICAL PACKAGE FOR THE SOCIAL 

SCIENCES Software (SPSS) which “consider a mature and tried solution for statistical 
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analysis and graphic data display” (Λαμπριανού και Καϊλή, 2011, p. 1). The questions 

uploaded in SPSS as variables in order to be coded, and thus have a statistical analysis. In 

addition, variables were compared and correlated in order to see the relationship among them, 

for example demographics, online and offline complaint behaviour etc.  

      Concerning the open-ended questions, I used qualitative analysis. Precisely, I studied the 

answers that participators gave and made notes regarding the timing of complain (when) and 

reasons of complain (why or why not complain). Furthermore, I noticed methods of 

complain, as well as examples of opportunistic behaviour. Subsequently, I commented the 

answers and ended up in results.  
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IV 

RESULTS 

      This chapter presents the research findings through SPSS software. Specifically, the 

objectives of the research will be analysed, as well as demographics, and subsequently the 

findings will be compared with the existing literature review knowledge. Finally, the results 

from the open-ended questions will be analysed and discussed.  

4.1 Complaint Behaviour   

     The completed questionnaires were 204, and the demographics of the respondents are 

presented on the tables below.  

TABLE 1 

WHAT IS YOUR GENDER? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

MALE 89 43.6 43.6 43.6 

FEMALE 115 56.4 56.4 100.0 

Total 204 100.0 100.0  

  

 

TABLE 2 

WHAT IS YOUR AGE GROUP? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

18-29 142 69.6 69.6 69.6 

30-39 30 14.7 14.7 84.3 

40-49 9 4.4 4.4 88.7 

50-59 14 6.9 6.9 95.6 

60+ 9 4.4 4.4 100.0 

Total 204 100.0 100.0  
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TABLE 3 

WHAT IS YOUR ETHNICITY? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 3 1.5 1.5 1.5 

CYPRIOT 126 61.8 61.8 63.2 

GREEKS 29 14.2 14.2 77.5 

RUSSIANS 6 2.9 2.9 80.4 

FRENCH 5 2.5 2.5 82.8 

OTHER 35 17.2 17.2 100.0 

Total 204 100.0 100.0  

 

  

TABLE 4 

WHAT IS YOUR LEVEL OF EDUCATION? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 1 .5 .5 .5 

SECONDARY EDUCATION 30 14.7 14.7 15.2 

BACHELOR DEGREE 119 58.3 58.3 73.5 

MASTER DEGREE 51 25.0 25.0 98.5 

PHD 3 1.5 1.5 100.0 

Total 204 100.0 100.0  

  

 

TABLE 5 

WHAT IS YOUR OCCUPATION? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 14 6.9 6.9 6.9 

PUBLIC EMPLOYEE 16 7.8 7.8 14.7 

PRIVATE EMPLOYEE 72 35.3 35.3 50.0 

SELF-EMPLOYED 11 5.4 5.4 55.4 

STUDENT 79 38.7 38.7 94.1 

UNEMPLOYED 12 5.9 5.9 100.0 

Total 204 100.0 100.0  
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4.1.1 When and why consumers in Cyprus complain?  

 

TABLE 6 

HAVE YOU EVER BEEN DISSATISFIED WITH PRODUCT OR SERVICE? 

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

YES 185 90.7 90.7 90.7 

NO 19 9.3 9.3 100.0 

Total 204 100.0 100.0  

 

 

The majority of the people that participated in the research said that they have been 

dissatisfied by a product they purchased or a service they visited with a percentage of 90.7%, 

while only a small percentage (9.3%) declared that have never been dissatisfied. This is 

consistency with existing literature that one in four consumers will face a problem with a 

product they purchase (Πρωτοπαπαδάκης, 2008).   

      According to existing knowledge, a dissatisfied consumer can “take action” meaning 

complain or “take no action” meaning remain passive (Day and Landon, 1977) and that it is 

presented in the next chart.  
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CHART 7 

 

 

As the bar chart above indicates, in Cyprus there is a small percentage that never complains 

(3.43%), as well as a small percentage that complain always when dissatisfied (1.47%). 

Furthermore, 24.02% of population complain frequently, while the 29.41% complain 

infrequently. The majority though, declared that they complain occasionally with a 

percentage of 32.35%.  

     It is significant to identify if consumers that do not complain, they do so because they just 

are satisfied, or if there are consumers that are dissatisfied but do not complain. In the table 

that follows the frequency of complaint compared with satisfaction or dissatisfaction level.    
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TABLE 8 

HOW OFTEN DO YOU COMPLAIN? * HAVE YOU EVER BEEN DISSATISFIED WITH PRODUCT OR SERVICE? 

Crosstabulation 

 HAVE YOU EVER BEEN 

DISSATISFIED WITH PRODUCT 

OR SERVICE? 

Total 

YES NO 

HOW OFTEN DO YOU 

COMPLAIN? 

NO ANSWER 
Count 1 18 19 

% of Total 0.5% 8.8% 9.3% 

NEVER 
Count 6 1 7 

% of Total 2.9% 0.5% 3.4% 

INFREQUENTLY 
Count 60 0 60 

% of Total 29.4% 0.0% 29.4% 

OCCASIONALLY 
Count 66 0 66 

% of Total 32.4% 0.0% 32.4% 

FREQUENTLY 
Count 49 0 49 

% of Total 24.0% 0.0% 24.0% 

ALL THE TIME/ALWAYS 
Count 3 0 3 

% of Total 1.5% 0.0% 1.5% 

Total 
Count 185 19 204 

% of Total 90.7% 9.3% 100.0% 

 

 

As we can see, from those who have been dissatisfied, 2.9% do not complain, 29.4% 

complain infrequently and 32.4% complain occasionally. Moreover, 24% complain 

frequently and only 1.5% complain all the time. It is remarkable that there are participants 

who even have been dissatisfied, 6 never complain and 60 complain infrequently. That it is 

consistent with most studies that have found that the dissatisfied consumers in their majority 

do not complain (Πρωτοπαπαδάκης, 2008). On the other hand, in the specific research most 

participants said that they complain occasionally when they are dissatisfied. Thus, it can be 

concluded that consumers in Cyprus are ‘somewhere in between’ regarding the frequency of 

complaint.   
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TABLE 9  

REASONS OF COMPLAINT 

 STRONGLY 
DISAGREE 

DISAGREE NEITHER AGREE OR 
DISAGREE 

AGREE STRONGLY 
AGREE 

PRODUCT/SERVICE    94(46.1%)  

PRICE    64(31.4%)  

LACK OF 
ATTENTION 

   76(37.3%)  

IMPOLITENESS    80(39.2%)  

FEEDBACK   59 (28.9%)   

ENVIRONMENT   63 (30.9%)   

LONG TIME    95(46.6%)  

OTHER    14(6.9%)  

 

 

The table above includes the highest percentages of every category that consumers in Cyprus 

complain about. The majority declared that they agree that they complain about a product or 

service (46.1%), as well as the price of product or service (31.4%). Moreover, the 37.3% said 

that they would complain about lack of attention and the 39.2% about impoliteness. The 

reason that seems to dissatisfy consumers more and lead them to complain is when they wait 

for a long time, as the 46.6% declared that they agree. Smallest percentages neither agree nor 

disagree that they complain in order to give feedback to the company to improved (28.9%). 

The same seems to apply for environment too as the majority (30.9%) are not certain if they 

would complain about. In the category OTHER most participants said that they complain 

about personnel’s rudeness and generally behaviour, as well as incapability and 

incompetency of employees. Moreover, they complain when employees are not aware of a 

product or because of misleading information and “false promises”. A significant reason for 

participants to complain in also bad quality of products or services, as well as 

unprofessionalism. In addition, other reasons that referred were bad technical support, long 

time delivery and restrooms. Also, airlines companies’ bad service that is also finding in 

literature with the example of Stephens and Gwinner, (1998) describing that consumers 

complain when a service failed according to their expectations, for example waiting for a 
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long time or because they lost their luggage because of airline’s fault. Finally, consumers 

stated that they complain when they are in front of bad behaviour from an employee to 

another, as well as because of bad treatments.  

 

TABLE 10 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN?  

 NEVER        INFREQUENTLY  OCCASIONALLY FREQUENTLY  ALL THE 
TIME/ALWAYS  

SUPERMARKET 
(FOOD ETC.) 

75 (36.8%)     

HYGIENE PRODUCTS 82 (40.2%)     

CLOTHES   63 (30.9%)   

ACCESSORIES 55 (27.0%)     

DOCTORS/HOSPITALS 51 (25.0%)   49 (24.0%)  

LECTURERS 67 (32.8%)     

PUBLIC SERVICES    65 (31.9%)  

BANKS   62 (30.4%)   

RESTAURANTS   74 (36.3%)   

OTHER      10 (4.9%)  

 

The table above shows the types of products and services that consumers complain more 

about. The products that complain less are accessories, hygiene products and supermarket 

products, while they complain occasionally about clothes. The services that participants 

complain more often are public services and occasionally banks and restaurants, while they 

complain less for lecturers. In the category OTHER consumers said that they complain more 

about services such as hair salon, gyms, hotels, spa, vacation, car and telecommunication 

services. Also, they protest about recreational areas, such as coffee shops and night clubs, and 

also for airports and airlines services. It is important to mention that regarding doctors and/or 

hospitals services opinions differ, as almost the first half (25.0%) of the population never 

complain about and the other half (24.0%) complain frequently. According to studies, public 

hospitals are an example for those who do not complain, because they know that nothing will 

change even if they do so (Πρωτοπαπαδάκης, 2008). In addition, the question was not 
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determining if is referred to public or private hospitals and doctors, thus participants that said 

that they never complain, probably they visit private hospitals, and those who complain 

frequently, perhaps mean public hospitals. Other factors that may influence the specific result 

are ethnicity and gender which are further discussed in tables 15 and 16.  

CHART 11 

 

 

There are various methods to complain and the majority seems to prefer the face to face 

method (38.2%). The second favourable method is telephone (6.4%), then e-mail (5.9%) and 

last letter with percentage only 2.0%. This indicates that face to face communication is 

preferred by most people, while complain through sending a letter tends to be eliminated. 

Furthermore, a great percentage of consumers use a combination of the above methods to 

complain (37.7%). That can be face to face and telephone, face to face and e-mail, telephone 
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and e-mail or all together. According to researches, the consumers that choose the written 

way to complain either letter or e-mail, are because they express themselves better through 

writing or because they feel shy to complain face to face (Sujithamrak and Lam, 2005). 

Another reason is that some consumers use the written way as a second struggle to complain, 

because their first attempt of complaining did not consider. Furthermore, written way of 

complaint is usually used in order to give emphasised or when the problem is serious 

(Πρωτοπαπαδάκης, 2008).   

 

4.1.2 How do demographics affect consumer complaint behaviour?  

TABLE 12 

 CORRELATIONS 

 HOW 

OFTEN DO 

YOU 

COMPLAIN

? 

WHAT IS 

YOUR 

GENDER? 

WHAT IS 

YOUR AGE 

GROUP? 

WHAT IS 

YOUR 

ETHNICITY

? 

WHAT IS 

YOUR 

LEVEL OF 

EDUCATIO

N? 

WHAT IS 

YOUR 

OCCUPATI

ON? 

HOW OFTEN DO YOU 

COMPLAIN? 

Pearson Correlation 1 -.158* -.022 -.102 .014 -.081 

Sig. (2-tailed)  .024 .754 .147 .843 .248 

N 204 204 204 204 204 204 

WHAT IS YOUR 

GENDER? 

Pearson Correlation -.158* 1 -.062 .053 .071 .067 

Sig. (2-tailed) .024  .380 .452 .310 .342 

N 204 204 204 204 204 204 

WHAT IS YOUR AGE 

GROUP? 

Pearson Correlation -.022 -.062 1 -.134 -.163* -.228** 

Sig. (2-tailed) .754 .380  .055 .020 .001 

N 204 204 204 204 204 204 

WHAT IS YOUR 

ETHNICITY? 

Pearson Correlation -.102 .053 -.134 1 .115 .292** 

Sig. (2-tailed) .147 .452 .055  .102 .000 

N 204 204 204 204 204 204 

WHAT IS YOUR LEVEL 

OF EDUCATION? 

Pearson Correlation .014 .071 -.163* .115 1 -.004 

Sig. (2-tailed) .843 .310 .020 .102  .956 

N 204 204 204 204 204 204 

WHAT IS YOUR 

OCCUPATION? 

Pearson Correlation -.081 .067 -.228** .292** -.004 1 

Sig. (2-tailed) .248 .342 .001 .000 .956  

N 204 204 204 204 204 204 

*. Correlation is significant at the 0.05 level (2-tailed). 
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**. Correlation is significant at the 0.01 level (2-tailed). 

 

According to researchers, demographics can influence the complaint process meaning gender, 

age, education and occupation (Warland, Hermann, and Willits, 1975). The table above 

indicates whether is a positive relationship between the demographics' variables and the 

frequency of complaint, according to Muijs (2008) guide where: <+/- 0.1 is Weak, <+/- 0.3 is 

Modest, <+/- 0.5 is Moderate, <+/- 0.8 is Strong and >= +/- 0.8 is Very Strong. As it is 

showed, demographics do not significantly influence the frequency of complaint, as the 

correlation is weak. Precisely, in the variable Gender there is a weak relationship, while in the 

variables Age group, Ethnicity, level of Education and Occupation correlation does not exist. 

Thus, the table’s findings are on contrary with existing knowledge that says that 

demographics have an impact on the complaint behaviour.  

 

TABLE 13 

HOW OFTEN DO YOU COMPLAIN? * WHAT IS YOUR AGE GROUP? Crosstabulation 

 WHAT IS YOUR AGE GROUP? Total 

18-29 30-39 40-49 50-59 60+ 

HOW OFTEN DO YOU 

COMPLAIN? 

NO ANSWER 

Count 14 1 2 1 1 19 

% of 

Total 
6.9% 0.5% 1.0% 0.5% 0.5% 9.3% 

NEVER 

Count 4 1 1 1 0 7 

% of 

Total 
2.0% 0.5% 0.5% 0.5% 0.0% 3.4% 

INFREQUENTLY 

Count 43 9 1 4 3 60 

% of 

Total 
21.1% 4.4% 0.5% 2.0% 1.5% 29.4% 

OCCASIONALLY 

Count 44 11 2 7 2 66 

% of 

Total 
21.6% 5.4% 1.0% 3.4% 1.0% 32.4% 

FREQUENTLY 

Count 35 7 3 1 3 49 

% of 

Total 
17.2% 3.4% 1.5% 0.5% 1.5% 24.0% 

Count 2 1 0 0 0 3 



 
 

43 
 

ALL THE 

TIME/ALWAYS 

% of 

Total 
1.0% 0.5% 0.0% 0.0% 0.0% 1.5% 

Total 

Count 142 30 9 14 9 204 

% of 

Total 
69.6% 14.7% 4.4% 6.9% 4.4% 100.0% 

 

 

 

TABLE 14 

HOW OFTEN DO YOU COMPLAIN? * WHAT IS YOUR LEVEL OF EDUCATION? Crosstabulation 

 WHAT IS YOUR LEVEL OF EDUCATION? Total 

NO 

ANSWER 

SECONDAR

Y 

EDUCATIO

N 

BACHELOR 

DEGREE 

MASTE

R 

PHD 

HOW OFTEN DO 

YOU COMPLAIN? 

NO ANSWER 

Count 1 2 12 4 0 19 

% of 

Total 
0.5% 1.0% 5.9% 2.0% 0.0% 9.3% 

NEVER 

Count 0 0 5 2 0 7 

% of 

Total 
0.0% 0.0% 2.5% 1.0% 0.0% 3.4% 

INFREQUENTLY 

Count 0 9 32 19 0 60 

% of 

Total 
0.0% 4.4% 15.7% 9.3% 0.0% 29.4% 

OCCASIONALLY 

Count 0 11 39 13 3 66 

% of 

Total 
0.0% 5.4% 19.1% 6.4% 1.5% 32.4% 

FREQUENTLY 

Count 0 8 30 11 0 49 

% of 

Total 
0.0% 3.9% 14.7% 5.4% 0.0% 24.0% 

ALL THE 

TIME/ALWAYS 

Count 0 0 1 2 0 3 

% of 

Total 
0.0% 0.0% 0.5% 1.0% 0.0% 1.5% 

Total 

Count 1 30 119 51 3 204 

% of 

Total 
0.5% 14.7% 58.3% 25.0% 1.5% 100.0% 

 

As table 14 indicates, the highest percentage of the respondents (19.1%) complain 

occasionally, and another high percentage (14.7%) complains frequently. Both portions of the 
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population have Bachelor Degree, while 1% who complains all the time has Master degree. 

Thus, we can conclude that education might affect complaint process, as individuals with 

higher level of education are more likely to complain than those of secondary education. 

Also, in relation with table’s 13 findings, the highest percentage (21.6%) that complains 

occasionally are consumers of age 18-29. That indicated that individuals of younger age 

complain more often than those of older age. That it is consistent with the studies that said 

that consumers who complain more are those who have high level of education and of young 

age (Πρωτοπαπαδάκης, 2008).  

 
 

TABLE 15 

WHAT IS YOUR ETHNICITY? * FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

(DOCTORS/HOSPITALS) Crosstabulation 

 FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY 

COMPLAIN? 

Total 

NO 

ANSWER 

NEVER INFREQUE

NTLY 

OCCASION

ALLY 

FREQUEN

TLY 

ALL THE 

TIME/ALW

AYS 

WHAT IS YOUR 

ETHNICITY? 

NO 

ANSWER 

Count 0 1 1 1 0 0 3 

% of 

Total 
0.0% 0.5% 0.5% 0.5% 0.0% 0.0% 1.5% 

CYPRIOT 

Count 4 23 26 26 32 15 126 

% of 

Total 
2.0% 11.3% 12.7% 12.7% 15.7% 7.4% 61.8% 

GREEKS 

Count 1 7 5 2 12 2 29 

% of 

Total 
0.5% 3.4% 2.5% 1.0% 5.9% 1.0% 14.2% 

RUSSIANS 

Count 0 3 2 1 0 0 6 

% of 

Total 
0.0% 1.5% 1.0% 0.5% 0.0% 0.0% 2.9% 

FRENCH 

Count 0 1 3 0 1 0 5 

% of 

Total 
0.0% 0.5% 1.5% 0.0% 0.5% 0.0% 2.5% 

OTHER 

Count 1 16 2 9 4 3 35 

% of 

Total 
0.5% 7.8% 1.0% 4.4% 2.0% 1.5% 17.2% 

Total 

Count 6 51 39 39 49 20 204 

% of 

Total 
2.9% 25.0% 19.1% 19.1% 24.0% 9.8% 100.0% 
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The above table indicates whether or not, ethnicity plays a part informing opinions regarding 

the types of products or services people complain about. As we can see most Cypriots 

complain frequently for doctors and hospitals (15.2%), as well as Greeks (5.9%), while most 

Russians (1.5%) never complain about that services. The same applies for other ethnicities, 

while most French (1.5%) complain infrequently. That perhaps leads to the conclusion that 

Cypriots and Greeks are more often dissatisfied related to health sector of their countries, 

contrary to other nationalities who seem to be more satisfied with their doctors and hospitals.   

TABLE 16 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? (CLOTHES)* WHAT IS 

YOUR GENDER? Crosstabulation 

 WHAT IS YOUR GENDER? Total 

MALE FEMALE 

FOR WHICH TYPES OF 

PRODUCTS/SERVICES DO 

YOU USUALLY 

COMPLAIN? 

NO ANSWER 
Count 3 2 5 

% of Total 1.5% 1.0% 2.5% 

NEVER 
Count 26 10 36 

% of Total 12.7% 4.9% 17.6% 

INFREQUENTLY 
Count 25 28 53 

% of Total 12.3% 13.7% 26.0% 

OCCASIONALLY 
Count 20 43 63 

% of Total 9.8% 21.1% 30.9% 

FREQUENTLY 
Count 15 27 42 

% of Total 7.4% 13.2% 20.6% 

ALL THE TIME/ALWAYS 
Count 0 5 5 

% of Total 0.0% 2.5% 2.5% 

Total 
Count 89 115 204 

% of Total 43.6% 56.4% 100.0% 

 

 

Another demographic factor that influence the type of product and services regarding 

complaining was gender. The type that seemed to be influenced more are Clothes, as 

according to the above table women complain more often about clothes rather than men. 

Specifically, 21.1% of women complain occasionally about clothes, 13.2% frequently and 
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2.5% all the time. On the other hand, 12.7% of men said that never complain about that 

product and no one complain all the time.  

 

4.1.3 Consumer’s psychology while complaining 

 

TABLE 17                             

 WHEN I COMPLAIN I FEEL SATISFACTION 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 23 11.3 11.3 11.3 

STRONGLY DISAGREE 28 13.7 13.7 25.0 

DISAGREE 36 17.6 17.6 42.6 

NEITHER AGREE OR 

DISAGREE 
54 26.5 26.5 69.1 

AGREE 52 25.5 25.5 94.6 

STRONGLY AGREE 11 5.4 5.4 100.0 

Total 204 100.0 100.0  

 

This table as well as the one that follows, indicates the emotions that a consumer has the time 

he/she complains. According to the table above most consumers (26.5%) said that they 

neither agree or disagree that they feel satisfaction when they complain, 25.5% agree that 

they feel satisfied and 17.6% disagree with that. Moreover, 13.7% strongly disagree and only 

5.4% strongly agreed that they feel satisfaction. Through these answers we can conclude that 

most consumers in Cyprus partially feel good when they complain, as they express their 

disappointment and expect compensation. On the other hand, they probably do not feel good 

about it for various reasons, which will be analysed below.  
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TABLE 18 

 WHEN I COMPLAIN I FEEL ANXIOUS OR BAD 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 23 11.3 11.3 11.3 

STRONGLY DISAGREE 19 9.3 9.3 20.6 

DISAGREE 37 18.1 18.1 38.7 

NEITHER AGREE OR 

DISAGREE 
63 30.9 30.9 69.6 

AGREE 47 23.0 23.0 92.6 

STRONGLY AGREE 15 7.4 7.4 100.0 

Total 204 100.0 100.0  

 

The above table is the opposite of the previous one, as it shows whether consumers feel 

anxiety and/or bad the time they complain. According with the results the greatest amount 

neither agree or disagree (30.9%), while the second greater (23.0%) agree with that 

statement. Furthermore, 18.1% do not feel anxious or bad when complain, as well as 9.3% 

who strongly disagree. Finally, 7.4% feels very awkward though complaining process. That 

shows that complaining process might be stressful for some people or they may feel sorry 

about the employee they refer. As Πρωτοπαπαδάκης (2008) has studied, some reasons that 

consumers do not complain are because complaining is a stressful process for them. Also, 

according to Yuksel, (2008) consumers do not complain because they feel bad to do so. 

However, the findings of this research conclude that consumers in Cyprus are somewhere in 

between in relation with emotions too, towards complaining process.  

 
TABLE 19   

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 NEVER        INFREQUENTLY  OCCASIONALLY FREQUENTLY  ALL THE TIME/ALWAYS  

POLITE     95 (46.6%)  

PATIENT    66 (32.4%)  

FAIR      79 (38.7%) 

UPSET   82 (40.2%)   

IMPATIENT   60 (29.4%)   

ANGRY   68 (33.3%)   
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IMPOLITE  108(52.9%)     

ARROGANT 120(58.8%)     

INSULTING 128(62.7%)     

OTHER      4 (2.0%)  

 

 

Participants described their character the time they are complaining. According to the table 

above, most consumers are always polite and fair, and frequently patient during the complaint 

process. Furthermore, they are occasionally upset, impatient and angry and most of them said 

that they are never impolite, arrogant and insulting. Participants also said that they can be 

sarcastic and ironic, frustrated, disappointed, but also guilty and ashamed. Finally, some 

stated that they are polite until they time the one that refer to be impolite to him. That 

indicates that consumers can feel various emotions towards complaint process, and it will be 

analysed further in the third part of data analysis.  

 

4.2 Online and Offline Consumer’s Behaviour   

The table below presents the percentage of the respondents that use the internet, as well as 

those who are clearly offline consumers. 

 

TABLE 20 

DO YOU USE THE INTERNET FOR PURCHASES OR TRANSACTIONS? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 2 1.0 1.0 1.0 

YES 156 76.5 76.5 77.5 

NO 46 22.5 22.5 100.0 

Total 204 100.0 100.0  
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TABLE 21 

DO YOU USE THE INTERNET FOR PURCHASES OR TRANSACTIONS? * HAVE YOU EVER BEEN DISSATISFIED WITH A 

TRANSACTION OR A PURCHASE ONLINE? Crosstabulation 

 HAVE YOU EVER BEEN DISSATISFIED WITH A 

TRANSACTION OR A PURCHASE ONLINE? 

Total 

NO ANSWER YES NO 

DO YOU USE THE 

INTERNET FOR 

PURCHASES OR 

TRANSACTIONS? 

NO ANSWER 
Count 1 1 0 2 

% of Total 0.5% 0.5% 0.0% 1.0% 

YES 
Count 1 114 41 156 

% of Total 0.5% 55.9% 20.1% 76.5% 

NO 
Count 44 2 0 46 

% of Total 21.6% 1.0% 0.0% 22.5% 

Total 
Count 46 117 41 204 

% of Total 22.5% 57.4% 20.1% 100.0% 

  

 

The table above, indicates the level of dissatisfaction for both online and offline consumers 

compared with the one of online consumers only. From the 156 (76.5%) online consumers 

114 (55.9%) have been dissatisfied from an online purchase, while 41 (20.1%) have not. That 

shows that a great percentage of online consumers are dissatisfied from online purchases, 

thus there is not actual difference with offline consumers regarding dissatisfaction. 
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The table above shows whether is a difference between online and offline consumers 

regarding frequency of complaint. The majority of offline consumers complain occasionally, 

while online consumers are divided in occasionally and infrequently complaining. Thus, it is 

concluded that offline consumers complain more than online ones and it agrees with studies 

that said that offline consumers complain more than online (Cho et al.,2002a).  

 

TABLE 23 

REASONS OF COMPLAINT (ONLINE CONSUMERS) 

 STRONGLY 
DISAGREE 

DISAGREE NEITHER AGREE OR 
DISAGREE 

AGREE STRONGLY 
AGREE 

ORDERING 
PROCESS 

   46(22.5%)  

ORDER 
DIFFERENCE 

    54 (26.5%) 

PRICE  31 (15.2%)    

DELAYS    48(23.5%)  

PAYMENT 
PROCEDURE 

 35 (17.2%)    

OTHER     11 (5.4%) 

 

TABLE 22 

HOW OFTEN DO YOU COMPLAIN? * DO YOU USE THE INTERNET FOR PURCHASES OR TRANSACTIONS? Crosstabulation 

 DO YOU USE THE INTERNET FOR PURCHASES 

OR TRANSACTIONS? 

Total 

NO ANSWER YES NO 

HOW OFTEN DO YOU 

COMPLAIN? 

NO ANSWER 
Count 1 12 6 19 

% of Total 0.5% 5.9% 2.9% 9.3% 

NEVER 
Count 0 5 2 7 

% of Total 0.0% 2.5% 1.0% 3.4% 

INFREQUENTLY 
Count 0 48 12 60 

% of Total 0.0% 23.5% 5.9% 29.4% 

OCCASIONALLY 
Count 0 48 18 66 

% of Total 0.0% 23.5% 8.8% 32.4% 

FREQUENTLY 
Count 1 42 6 49 

% of Total 0.5% 20.6% 2.9% 24.0% 

ALL THE TIME/ALWAYS 
Count 0 1 2 3 

% of Total 0.0% 0.5% 1.0% 1.5% 

Total 
Count 2 156 46 204 

% of Total 1.0% 76.5% 22.5% 100.0% 
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The table above signifies the reasons why online consumers may complain about. The most 

common reason seems to be when consumers order a specific product and received 

something different, as 26.5% said that they strongly agree. The second most important 

reason is the delays with a percentage of 23.5% saying that they agree. Also, important to 

online consumers is the ordering process, as 22.5% said that they agree to complain about. 

Not particularly important seems to be prices and the payment procedure as 15.2% and 17.2% 

disagree respectively. In the category OTHER online participants said that they complain 

likewise offline consumers, for misleading information and bad quality of products. 

Furthermore, they protest about online services and companies, such as e-bay, and online 

customer service. Most similar answers were about when they order something and never 

arrived or arrived damaged, as well as when a product is totally different as it is presented in 

the website from which they ordered it.  

TABLE 24 

WHICH METHODS DO YOU USE FOR COMPLAINING? * DO YOU USE THE INTERNET FOR PURCHASES OR TRANSACTIONS? 

Crosstabulation 

 DO YOU USE THE INTERNET FOR PURCHASES OR 

TRANSACTIONS? 

Total 

NO ANSWER YES NO 

WHICH METHODS DO YOU 

USE FOR COMPLAINING? 

NO ANSWER 
Count 2 13 5 20 

% of Total 1.0% 6.4% 2.5% 9.8% 

FACE TO FACE 
Count 0 54 24 78 

% of Total 0.0% 26.5% 11.8% 38.2% 

TELEPHONE 
Count 0 9 4 13 

% of Total 0.0% 4.4% 2.0% 6.4% 

WRITTEN (LETTER) 
Count 0 3 1 4 

% of Total 0.0% 1.5% 0.5% 2.0% 

WRITTEN (E-MAIL) 
Count 0 11 1 12 

% of Total 0.0% 5.4% 0.5% 5.9% 

MORE THAN ONE 
Count 0 66 11 77 

% of Total 0.0% 32.4% 5.4% 37.7% 

Total 
Count 2 156 46 204 

% of Total 1.0% 76.5% 22.5% 100.0% 
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The table above specifies the differences among online and offline consumers in relation with 

the methods of complaint. It seems that both consumers prefer the face to face way to 

complaint, as well as a combination of methods. Online consumers though prefer more to 

send a complaint e-mail rather than offline consumers which is expectable and reasonable. As 

researchers have indicated as well, online consumers complain via e-mail, while offline 

consumers use other methods such as face to face, letter or telephone (Lee and Cude, 2011).  

 

TABLE  25 

REASONS OF COMPLAINT (BOTH) 

 DISAGREE AGREE 

PRICE 31 (15.2%) 64(31.4%) 

DELAYS  48(23.5%) 
95(46.6%) 

Red (online consumers) 

 

A remarkable finding between online and offline consumers is that when it comes to price, 

offline consumers seem to complain more often than online consumers. That may happen 

because online consumers are aware about the prices of products and services that exist in the 

internet and therefore search for low price solutions. On the other hand, whatever related to 

stand-in, meaning long time and delays both consumers agree that they complain about.  

 

4.3 Complaint and Opportunistic Behaviour  

      The open-ended questions followed added in the research to investigate in more detail, 

when consumers complain, the reasons why some consumers do not complain, or what has 

stopped them for complaining, as well as whether opportunistic behaviour among them. In 
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some cases, participants did not answer any or some of the three questions, while they 

completed the rest close-ended questions of the questionnaire. That might be happened, most 

probably because they were bored to answer in more detail the questions, or because they did 

not understand the meaning of them (not very fluent in English). However, perhaps there is 

another reason why participants did not want to answer, especially in the third question, 

because they did not want to admit that they behave in opportunistic way.  

4.3.1 Do you usually complain immediately, or do you do so later? Why?  

       In this question, 123 participants said that they usually complain immediately, while 34 

said that they prefer to complain later and 33 said that they may react in both ways, 

depending from the occasion. Those who complain at the same time they do so for various 

reasons. One common reason is that they generally prefer the face to face conversation, 

meaning that they like immediately and direct behaviours. Moreover, they believe that 

complaining at the time of dissatisfaction is more effective, as the service will pay attention 

to their problem and fix it. Many consumers stated here that they complain immediately, in 

order would be heard, and because they want the best service the company can provide to 

them. Also, some of them do so in a matter of time. They do not want to waste their time or 

need to go back again later to complain, or because they want to solve their problem as soon 

as possible. The time of complaint, for some consumers, also influenced by their feelings, for 

example, some said that they complain immediately because they feel angry. As someone 

said characteristically: “the line has been crossed”. Others stated that they complain at the 

same time because later they may forget, because later it is pointless and because later the 

personnel will pretend that they do not remember the case. There were also case that a 

participant said that he complains immediately, in order to avoid happen the same mistake to 

another consumer. Finally, occupation seems to influence the time of complaining as a 

participant declared that she complains immediately, because she works on a department 
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store and she believes that it is better consumers to complain when they face a problem right 

that time.  

       The consumers who stated that they prefer to complain later was most because of lack of 

time at that specific moment, thus they complain afterwards. Furthermore, some said that 

most of the times complain later because they do so via e-mail, to the website, or phone call, 

thus the methods that a consumer uses to complain influence the time of the protest as well. 

Some similar answers were that consumers complain later, because they want to rethink and 

reconsider and to make sure they are right and then proceed to complain. Also, because they 

want to make sure who has the responsibility of the problem. Another common answer was 

that participants did not complain until they see, if the problem can be fixed and because 

something might be changed. Finally, some prefer to complain later, after they calm down, in 

order not to make things worse, as well as they do not want to insult the employee in front of 

others.  

      There were answers that said that they complain either immediately or later depends from 

available time, as well as the seriousness of the problem. For example, if the problem is 

urgent and significant, they protest the same time, if it has little importance, they do so later. 

In addition to that, the type of product seems to be relevant as well, as consumers complain 

immediately when concerning to service and later when concerning to product. Specifically, 

participants said that when they purchase a product, they use it first at their homes and if they 

realise a problem then they complain about it, whereas if they are dissatisfied form a service 

they protest at that time. An example a consumer provided related to that was clothes for 

product and restaurant for service. Finally, another significant factor was consumer’s attitude 

as some commented that depends on how they feel and how dissatisfied they are in order to 

complain the same time or later.  
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4.3.2 Did you ever want to complain and eventually did not? Why?  

     This question aims to identify for which reasons consumers may change their mind and do 

not complain, while they wanted to. Furthermore, we can investigate some reasons that 

consumers generally do not complain. A very common answer was that they believe that 

even if they complain, nothing would change and that complaining is pointless and 

meaningless. Also, that it is not worth the effort and it will not bring results. In addition, 

many characterised the complaint process as “bureaucratic” and “annoying”, as well as “it 

requires time and make people angry”. That is a very significant finding, as it specifies the 

reasons that consumers do not complain, and it verifies other researches results that show that 

many consumers consider the complaint process as stressful process that requires time, 

struggle, anxiety and fatigue and that nothing will change even if they protest 

(Πρωτοπαπαδάκης, 2008; Yuksel, 2008). In addition, other common answers were that 

participants did not complain because they did not want to “spoil their mood”, did not want to 

waste their time, but also other customers’ time and that they felt bad and anxiety to do so. 

Also, because they were shy or because they did not have enough courage to protest. Many 

participants also commented that they did not complain because they were bored to do so, 

they forgot, they “gave up” and that they regret it. According to the latter, there were plenty 

explanations why consumers regretted to protest, as that they consider that the problem was 

not that serious, or there was a misunderstanding with the service or because there were not 

frustrated any more. Another reason was because they were “shocked” by the way the service 

treated them, whereas trying to complain. That is also agreed with other researches that 

showed that consumers do not complain, because they discouraged from employees when 

they struggle to complain, either because they (employees) have bad attitude, or because they 

refuse to take responsibilities (Πρωτοπαπαδάκης, 2008).  
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      In addition, a common reason why participants did not complain was the ‘employee’ 

factor. There were many comments including that consumers felt sorry for the employee, did 

not want to make him feel awkward, did not want to cause him problems with his employer, 

and that they tried to understand and excuse him. Also, because they knew the owner of the 

specific service in person and did not want to make him feel bad. As Πρωτοπαπαδάκης, 

(2008 ) also studied, a reason that consumers do not complain is because they know the 

owner of a service they do not like, and they do not want to make him feel sad. Employees 

consist another significant matter, as their behaviour towards to an upset consumer who want 

to protest, might influence him not to do so. For example, participants said that there were 

ready to complain, but the personnel were strongly friendly and polite and therefore they did 

not complain. Also, that the behaviour of the employee was appropriate after the incident.  

      Another factor, according to the research is the environment at the specific time when 

someone wishes to complain. Specifically, some responded that they did not complain, 

because many people were there, because of the environment, and because they did not want 

to make a scene in front of other people. In addition, the person that is with the consumer that 

wants to complain influence him/her. For example, a participant said that it is depends of the 

person that is next to him at the moment he wants to complain, and another said that he 

wanted to protest, but his wife disagreed. Thus, he did not complain. For some others, 

significant matter plays the kind of product or service towards complaints, meaning that if 

their price is low, they will not bother to complain, even if they are dissatisfied. As a 

participant commented, complaint process sometimes is not worth the time needed, compares 

to the price of goods and services.  

     Time is also influencing the decision to complain, as similar to the previous question, 

consumers sometimes did not complain just because they are in a hurry, or because it was 

“too late” for them to complain. Also, a participant said that he did not complain, because he 
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made the mistake and did not want to accuse others. That is relevant with the next question 

that refers to such occasions, where some others could exploit it and complain in order to be 

benefited. Finally, another reason that consumers do not complain is the “second chance” 

factor. Some participants declared that they did not complain, because they had already done 

it previous times and the same mistake/problem appears again; therefore, they find an 

alternative instead. A consumer gave the example of a restaurant, where complained once and 

as the mistake appeared again, he just changed restaurant.   

     The participants that said that they always complain when they want to, represent the 

sample of consumers that complain all the time and were fewer. Specifically, they stated that 

they always complain when they are dissatisfied, and that if they want to complain they 

would do so no matter any reasons. Some participators agreed that it is important to tell when 

we are dissatisfied and claim our rights. In addition to that, some declared that they complain 

always when needed, because they want to have exact what they pay for. Finally, another 

reason was that when something dissatisfies them, they want to express it so the service’s 

management will be aware and get improvements. That is also representative with the 

category that consumers complain to give feedback to the company in order to improved. 

4.3.3 Did you ever complain even if you knew that you were at least partly responsible 

for a mistake?   

      This question is a way to identify if consumers in Cyprus behave in opportunistic way. 

Most of the participants (163) declared that they never complain even if they were partly 

responsible for a mistake or problem. In fact, there were cases that some of them react 

towards the question. Specifically, they said that they have never do so with exclamation 

mark and there was an answer of: “no I am not an idiot”. Furthermore, some said that if they 

are responsible, they would not complain, while some others express curiosity by saying “if I 
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am partly responsible why should I drop the employees?” There were though 30 participants 

that answered that they have complain, though they had partly responsibility. Precisely, some 

said that they did so infrequently, but afterwards they apologised and some others that they 

did so but in a friendly – polite way at a hotel. In addition, some stated that they did so in 

order to help the company to improved, and some others because they had half responsibility, 

but the other half part was company’s fault.  

     Furthermore, there was an answer where the participant admitted that he did so sometimes 

by placing a smiley face next to the answer, thus knowing that is a not appropriate behaviour. 

Several participants provided also examples that they complain, whereas they had 

responsibility. For example, at their work, perhaps in order to cover their mistake and 

complain to others, and someone who missed his flight and he complained to the airlines 

company for the long time and line it took to proceed with check in etc. He knew though that 

he was late and that he could go earlier to the airport. Such behaviours seem to exist 

frequently to telecommunication services, as there were several examples that said that it was 

their fault that their mobile broke, but they put the responsibility to the company in order the 

mobile to be fixed it without charge. Also, similar case in order to get an upgraded mobile. 

That types of consumers have been characterised as “cheaters” and “jay” from researchers, 

meaning those who aim to benefited financially from a mistake that themselves caused 

(Lovelock, 1994; Πρωτοπαπαδάκης, 2008).   
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V 

CONCLUSION 

5.1 Summary of Findings  

      Consumers all over the world are often dissatisfied from a product purchased or a service 

visited. There are various ways that dissatisfied consumers react towards dissatisfaction. 

They either remain passive meaning do not react and search for alternatives, or take action, 

meaning complain to the service by face to face, telephone, letter or email, in order to get 

redress. Τhey also refer to third parties meaning organizations for consumers’ protection to 

report a problem and seek their rights. Others speak negatively within their close environment 

about a service, especially when they complained and did not get response. They can even 

harm the company as they may publish their dissatisfaction and boycott the business to 

newspapers, internet etc. There are also consumers that speak in negative way to their 

environment about a service, while they did not try to complain and just stop purchasing its 

products instead.  

       Most studies have indicated that despite their dissatisfaction over 50% of consumers do 

not complain. The most common reason that dissatisfied consumers do not complain is 

because they believe that nothing will change even if they do so. Furthermore, they consider 

complaining as a stressful process that requires time and effort. Other reasons usually are 

because they are either too shy to complain or they find the whole process boring. They even 

may know the owner of a business and do not want to make him feel bad. Moreover, 

consumers do not complain because they are discouraged from the employee, due to their 

effort of complaint. Demographics are also relevant to the complaint process as gender, age, 

education and social class may influence the way people complain. Studies have indicated 

that consumers with higher level of education and income are more likely to protest. 
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Additionally, the knowledge of market can influence the way that consumers complain, as the 

consumers with more market experience complain more than others.  

      Online consumers are those who use the internet for purchases and transactions. Surveys  

have shown that online consumers can feel dissatisfied more frequently from offline 

consumers, though they complain less than the latter, as they consider more the benefits and 

costs of complaining and they would do so if the company response were late. The reasons 

that online consumers do not complain are the same with offline consumers. However, a 

difference between the two types of consumers is that online consumers, unlike with offline 

ones tend to blame themselves when they are dissatisfied, because they choose the specific 

service that disappointed them. Another difference is that online consumers will keep using 

the internet, despite their dissatisfaction, thus their loyalty is greater than offline consumer’s. 

Differences between the two types of consumers observed also regarding the methods of 

complaint. Online consumers use e-mail more frequently to complain, while offline 

consumers complain face to face, through telephone, by writing a letter or visiting an 

organization for consumer’s protection. The e-mail method is also preferred from offline 

consumers who feel shy to complain with a direct way, for example face to face, and also as a 

second struggle of complaint, because the first had not response. Thus, offline consumers 

often use e-mails in order to give emphasis in the company or when a problem is serious.  

      Opportunistic complaint behaviour is the situation where a consumer attempts to take 

advantage in order to be benefited, financially or get compensation, most of times without 

appropriate ways. The various types of opportunistic behaviours are: exaggerated and false 

claims, intellectual property stealing, tax cheat, “wardrobing”, shoplifting, coupon mis 

redemption and service assurance cheating. There also two types of consumers “whiners” and 

“cheaters” who behave in opportunistic way. Whiners are those who are never satisfied, and 

they find always something negative in products and services to complain. They also reject 
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any solution that the company suggests and waste the time of employees. Cheaters are the 

consumers that complain always with purpose to gain something. Precisely, they find or 

create problems, exaggerate and have unreasonable expectations in order to be compensated. 

They can even threat employees or owners of a company in order to achieve their purpose.  

      The specific research’s results have adequate similarities with other studies, but also some 

differences. The results from the statistical analysis indicated that most consumers in Cyprus 

have been dissatisfied from a product or service. On contrary with other surveys, consumers 

in Cyprus complain a little further as the majority said that they protest occasionally. The 

demographics seems that do not significantly influence the frequency of complain, except of 

level of education and age. Precisely, those of higher level of education (Bachelor Degree) 

and of young age seem to complain more often and that finding coincides with existing 

literature. Regarding gender, the research findings showed that women complain more about 

clothes than men.  

      The reasons why consumers in Cyprus usually complain are for products or services and 

their prices, lack of attention and impoliteness. The most popular reason that they complain is 

when they wait for a long time. Furthermore, they do not complain much in order to give 

feedback to the company to improved, neither for the environment. Other reasons that 

consumers complain are employees’ rudeness, incapability and incompetency, misleading 

information, and bad quality of products and services. Some of them complain because of bad 

behaviour between one employee to another.  

        In addition, consumers complain more when they have time available and they are not in 

a hurry, and when the problem is serious. Those who complain at the same time are because 

they prefer the face to face communication as it is more effective, and the service will pay 

attention to their problem. They also do so in order not to go back again and because they 
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want a direct and quick solution to their problem. The time of complaint, for some 

consumers, also influenced by their emotions, for example some said that they complain 

immediately because they feel angry and they cannot wait to do so later. Consumers also 

complain immediately in order not to forget and because later it will be pointless. Some 

others complain the same time, because as they said later the employees would pretend that 

they do not remember the case. In addition, some consumers complain immediately in order 

to avoid happen the same mistake to another consumer. Occupation also seems to influence 

the time of complain as consumers who work in a store complain immediately to solve the 

problem, knowing that it is better from their experience. Consumers that complain later do so 

because of lack of time and because they want to consider and think first, in order to see if 

they are right and who has the responsibility for the mistake. Furthermore, they expect to see 

if the problem is solved, or if something changed.  

      Emotions are also relevant with complaint process, as some consumers do not want to 

complain, until they calm down and not make things worse. They also complain later because 

they do not want to insult employees in front of others. Those that complain later are those 

who prefer to complain via e-mail, phone call, or through the website of a company. There 

are consumers that complain both immediately and later depends from the situation, such as 

available time and the seriousness of the problem. If their problem is urgent, they complain 

immediately and if it is not that serious, they complain later. Another factor is the type of 

product, as consumers complain immediately when they are dissatisfied from a service and 

later when it has to do with a product, as many of them want to try first the product on their 

homes and if they find a problem they protest afterwards. Another significant factor is 

consumer’s mood as some commented that depends on how they feel and how dissatisfied 

they are in order to complain the same time or later.  
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      The reasons that consumers do not complain or were willing to complain, but eventually 

changed mind are various. The most common reason is that they believe that nothing will 

change and that complaining is pointless. For many consumers complaint process requires 

time, anxiety, effort and it is bureaucratic. Moreover, they believe that complaining process 

makes people feel bad and angry from two points of view. Many people are also bored and 

shy to complain and that they waste their time, but also other customers’ time. There are also 

consumers who are ready to complain but they regret it because of various reasons. For 

example, they consider that the problem was not that serious, or there was a 

misunderstanding between them and the service and that they were not angry anymore. 

Another reason is the way they were treated from the service or company, while they tried to 

complain. Consumers also do not complain or regret to complain because they feel sorry for 

employees. Precisely, they do not want to make them feel awkward, try to understand, or 

excuse them and do not cause them problems with their employer. In some cases, they 

regretted to complain because the personnel were extremely friendly and polite, and thus they 

calmed down. Another case is because consumers know in person the owner of the company 

dissatisfy them and they do not want to make him feel bad. Consumers also do not complain 

because of the environment that existed the time they wanted to protest, for example many 

people, the person that accompany them etc. For some others, significant matter has the kind 

of product or service towards complaints, meaning that if their price is low, they will not 

bother to complain, even if they are dissatisfied. There are also cases where consumers do not 

complain as they already did once and had not results. Thus, they do not complain again, and 

they look for alternatives. Finally, another reason is that they made a mistake and did not 

want to accuse others. However, there are consumers that complain always when they are 

dissatisfied, as they believe that it is important to protest when we are dissatisfied. Also, in 
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order to get what they paid for and to give feedback to the management of the service and 

thus gets improvements to his service.  

       Most of the consumers prefer to complain face to face or with a variety of methods. 

Those who complain face to face want a direct communication and direct solution to their 

problem as it mentioned above. The consumers that prefer e-mails are more the online 

consumers and those who do not have time to complain immediately, because of lack of time. 

The same applies for telephone method too. In relation to letters, this method is the less 

favourable, perhaps because of the spread and convenience of technology. Therefore, older 

methods tend to disappear.   

      The types of services that consumers in Cyprus complain more often are public services, 

and occasionally restaurants, while they complain less for lecturers. Furthermore, they 

complain about hair salon, gyms, hotels, vacation, car and telecommunication services. Also, 

for airlines services and recreational areas. The types of products that complain less are 

accessories, hygiene and supermarket products. The product that complain more often are 

clothes, especially for women. A significant finding in the research was that regarding 

doctors and hospitals services, consumers are divided in complain never and complain 

frequently. Ethnicity seemed to influence that result as the majority of Cypriots and Greeks 

complain frequently for doctors/hospitals, while Russians and other ethnicities never 

complain about that service. On the other hand, French complain infrequently. Through this 

result we can conclude that Cypriots and Greeks are more dissatisfied with the health sector, 

while the other ethnicities are more satisfied. Furthermore, hospitals and doctors can be an 

example of reasons that consumers do not complain because nothing will change. Also, 

perhaps consumers distinguish private and public hospitals.  
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      Online consumers in Cyprus are often dissatisfied from the internet, though they 

complain less than offline consumers. The reasons that online consumers complain are 

different from offline consumers. The most common reason is when they order a specific 

product and receive a different or damaged product, or never received it. Also, when it is 

totally different as it is presented on the website. Another reason are delays and the ordering 

process, as well as online customer service. Some common reasons with offline consumers 

are misleading information and bad quality of products and services. A major different 

between online and offline consumers regarding to reasons of complaint is price. Precisely, 

offline consumers pay great attention to price than online consumers and they complain more 

than the latter. On the other hand, a similarity between the two types of consumers is that 

both complain about delays and waiting for a long time. In relation with methods of 

complaint, both offline and online consumers prefer to complain face to face, as well as a 

combination of methods. However, online consumers also prefer to send an e-mail to 

complain, more than offline consumers, which is expectable as they are more familiar with 

internet’s selections. Online and offline consumers thus, have distinctions regarding the 

methods and the reasons of complaint, as they have different market field. Their greater 

difference though is that they complain less than offline consumers.  

      Consumers may feel various emotions during the time of complaining. As it mentioned 

above some feel bad or shy and others feel good as they demand their rights and seek redress. 

The results of the research indicated that the majority of consumers in Cyprus neither agree 

or disagree regarding to feelings of satisfaction and anxiety during complaining. In addition, 

the majority of consumers declared that most of times are polite and fair and often polite with 

the person they refer to complain. Furthermore, they are occasionally upset, impatient and 

angry and more rarely impolite, arrogant and insulting. Some consumers can be sarcastic and 

ironic while complain, but there are also some that feel ashamed and guilty. It can be 
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concluded thus, that most consumers do not feel good during the complaint process as it 

causes them feelings of anxiety and annoyance. On the other hand, there are some fewer 

consumers that feel satisfaction the time they complain as they demand their rights and seek 

for compensation.  

       Opportunistic behaviour appears at some cases of consumers in Cyprus. According with 

the results, most of them do not behave in such way as they believe that it is not proper to 

accuse an employee or service for a mistake they caused. On the other hand, there are 

consumers that admitted they complained, even if they were partly responsible in order to be 

benefited, for example in order to get an upgraded mobile. In such case, we meet a “cheater” 

consumer, as it characterised from literature, who broke a product in purpose and complained 

to the service, in order to be benefited. Another example of opportunistic behaviour was a 

consumer that complained to the airline service, because he lost his flight, due to long line to 

the check in point, while he was responsible because he arrived late to the airport. There were 

some cases though, that consumers complain while they were responsible, with purpose to 

help the company to improved, regarding its service to other consumers but also to have an 

easier process from their side as well. Consequently, consumers in Cyprus can behave in 

opportunistic way in order to be benefited most of times financially.  

      In summary, the major difference of the specific research with other surveys is that 

consumers in Cyprus complain more often in comparison with other countries’ consumers, 

although not very often. Also, Cypriots and Greeks complain more about services such as 

hospitals and doctors than other ethnicities, included French and Russians. Otherwise, 

demographics do not influence much complaint behaviour except of age and level of 

education.  
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5.2 Limitations, Recommendations and Future research  

      The research had limitations regarding the ethnicities that participated as there were not 

low context culture’s participants, for example Germans, Finns and Swedish, who are more 

direct regarding complaint process. Thus, a comparison between high and low context 

culture’s consumers could not be implemented. Future research thus, can include study of 

complaint behaviour with more ethnicities low and high context culture, and thus comparison 

of consumers’ mentality regarding complaining. Furthermore, surveys can be applied in 

relation with Cypriots consumers’ behaviour, with a greater sample that include only 

Cypriots participants. Therefore, an observation can take place related to Cypriots 

consumers’ behaviour, as well as their complaint behaviour. In addition, a comparison could 

be included regarding various provinces of Cyprus, investigating thus different habits and 

mentalities of Cypriots from all over the island in relation with complaint behaviour.  
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APPENDICES 

 

A1 QUESTIONNAIRE 

Please circle the answer that best fits you 

1. What is your gender?  

 

a) Male                   b) Female  

 

2. What is your age group?  

 

a) 18-29                                               d) 50-59   

b) 30-39                                               e) 60 and above  

c) 40-49 

 

3. What is your ethnicity?      

    

a)  Cypriot                                          d) French  

b)  Greek                                             e) Other 

c)  Russian  

       

4. What is your level of education? 

 

a) Secondary education                           c) Master degree 

b) Bachelor degree                                  d) PhD degree  

 

5. What is your occupation?    

           

a) Public employee                           d) Student 

b) Private employee                          e) Unemployed  

c) Self-employed  

  

 

6. Have you ever been dissatisfied with a product that you purchased or a service?   

 

a) Yes                  b) No       

 

If NO please proceed to question number 10 

 

7. How often do you complain when you are dissatisfied as a consumer?  

 

a) Never      b) Infrequently     c) Occasionally     d) Frequently   e) All the time/always             
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8. Please indicate with a    the answer that best fits you.  

 

 Strongly 

disagree 

Disagree  Neither 

agree or 

disagree 

Agree  Strongly 

agree  

I complain because of a product 

or service  

     

I complain because of the price of 

a product or service 

     

I complain because of lack of 

attention 

     

I complain because of 

impoliteness  

     

I complain in order to provide 

feedback to the company to help 

them improved  

     

I complain because of the 

environment  

     

I complain when I’m waiting for 

a long time  

     

I complain because of other 

reasons: (please specify) 

     

____________________      

____________________      

____________________      

When I complain I feel 

satisfaction  

     

When I complain I feel anxious or 

bad  

     

 

 

Please circle the answer that best fits you  

9. Which methods do you use for complaining? (it can be more than one) 

 

a) Face to face             b) Telephone           c) Written (letter)    d) Written (e-mail) 

 
 
 

10. Do you use the internet for purchases or transactions?  

 

a) Yes                            b) No  

 

       If NO, please proceed to question number 13 
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11. Have you ever been dissatisfied with a transaction or a purchase that you made 

online?  

 

a) Yes                b) No 

 

        If NO please proceed to question number 13  

 

12. Please indicate with a    the answer that best fits you.  

 Strongly 

disagree 

Disagree  Neither 

agree or 

disagree 

Agree  Strongly 

agree  

I complain when I am dissatisfied 

with the process of online ordering  

     

I complain when there is a difference 

of what I ordered and what I received  

     

I complain because of the prices       

I complain because of delays       

I complain because of the payment 

procedure  

     

I complain for other reasons: (please 

specify)  

     

_____________________________      

_____________________________      

_____________________________      

 

 

13.  For which types of products/services do you usually complain for both online and 

offline purchases? Please indicate with a    the answer that best fits you.  

 Never  Infrequently  Occasionally  Frequently  All the 

time/always  

Supermarket (food 

etc.)  

     

Hygiene products       

Clothes       

Accessories       

Doctors /hospitals        

Lecturers       

Public services       

Banks       

Restaurants       

Other: ___________      

_________________      
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14. Do you usually complain immediately or do you do so later? Why? 

__________________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

                                         

15. Did you ever want to complain and eventually did not? Why? 

__________________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

 

16. Did you ever complain even if you knew that you were at least partly responsible for a 

mistake?  

__________________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

 

17.  Please indicate with a    the answer that better describes your character when you 

are complaining   

 Never  Infrequently  Occasionally  Frequently  All the 

time/always  

Polite       

Patient       

Fair       

Upset       

Impatient       

Angry       

Impolite       

Arrogant       

Insulting       

Other: 

___________ 

     

 

 

Thank you for your time!!! 
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B1 TABLES  

 

 

REASONS OF COMPLAIN – PRODUCT 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 21 10.3 10.3 10.3 

STRONGLY DISAGREE 3 1.5 1.5 11.8 

DISAGREE 22 10.8 10.8 22.5 

NEITHER AGREE OR 

DISAGREE 
36 17.6 17.6 40.2 

AGREE 94 46.1 46.1 86.3 

STRONGLY AGREE 28 13.7 13.7 100.0 

Total 204 100.0 100.0  

 
 

 

REASONS OF COMPLAIN – PRICE 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 20 9.8 9.8 9.8 

STRONGLY DISAGREE 21 10.3 10.3 20.1 

DISAGREE 42 20.6 20.6 40.7 

NEITHER AGREE OR 

DISAGREE 
41 20.1 20.1 60.8 

AGREE 64 31.4 31.4 92.2 

STRONGLY AGREE 16 7.8 7.8 100.0 

Total 204 100.0 100.0  

 

 

REASONS OF COMPLAIN – ATTENTION 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 21 10.3 10.3 10.3 

STRONGLY DISAGREE 6 2.9 2.9 13.2 

DISAGREE 23 11.3 11.3 24.5 

NEITHER AGREE OR 

DISAGREE 
54 26.5 26.5 51.0 
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AGREE 76 37.3 37.3 88.2 

STRONGLY AGREE 24 11.8 11.8 100.0 

Total 204 100.0 100.0  

 

 

 

REASONS OF COMPLAIN – IMPOLITENESS  

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 21 10.3 10.3 10.3 

STRONGLY DISAGREE 3 1.5 1.5 11.8 

DISAGREE 11 5.4 5.4 17.2 

NEITHER AGREE OR 

DISAGREE 
26 12.7 12.7 29.9 

AGREE 80 39.2 39.2 69.1 

STRONGLY AGREE 63 30.9 30.9 100.0 

Total 204 100.0 100.0  

 

 

 

REASONS OF COMPLAIN – FEEDBACK 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 21 10.3 10.3 10.3 

STRONGLY DISAGREE 16 7.8 7.8 18.1 

DISAGREE 35 17.2 17.2 35.3 

NEITHER AGREE OR 

DISAGREE 
59 28.9 28.9 64.2 

AGREE 47 23.0 23.0 87.3 

STRONGLY AGREE 26 12.7 12.7 100.0 

Total 204 100.0 100.0  
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REASONS OF COMPLAIN – ENVIRONMENT  

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 22 10.8 10.8 10.8 

STRONGLY DISAGREE 17 8.3 8.3 19.1 

DISAGREE 39 19.1 19.1 38.2 

NEITHER AGREE OR 

DISAGREE 
63 30.9 30.9 69.1 

AGREE 53 26.0 26.0 95.1 

STRONGLY AGREE 10 4.9 4.9 100.0 

Total 204 100.0 100.0  

 

 

 

REASONS OF COMPLAIN – LONG TIME 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 21 10.3 10.3 10.3 

STRONGLY DISAGREE 4 2.0 2.0 12.3 

DISAGREE 13 6.4 6.4 18.6 

NEITHER AGREE OR 

DISAGREE 
23 11.3 11.3 29.9 

AGREE 95 46.6 46.6 76.5 

STRONGLY AGREE 48 23.5 23.5 100.0 

Total 204 100.0 100.0  

 

 

REASONS OF COMPLAIN – OTHER 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 177 86.8 86.8 86.8 

NEITHER AGREE OR 

DISAGREE 
1 .5 .5 87.3 

AGREE 14 6.9 6.9 94.1 

STRONGLY AGREE 12 5.9 5.9 100.0 

Total 204 100.0 100.0  
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REASONS OF COMPLAIN (PRICE)                    ONLINE Frequency Percent 

STRONGLY DISAGREE 

OFFLINE 
Valid 

NO ANSWER 7 33.3 

STRONGLY DISAGREE 10 47.6 

DISAGREE 3 14.3 

NEITHER AGREE OR 

DISAGREE 
1 4.8 

Total 21 100.0 

DISAGREE Valid 

NO ANSWER 15 35.7 

STRONGLY DISAGREE 3 7.1 

DISAGREE 12 28.6 

NEITHER AGREE OR 

DISAGREE 
8 19.0 

AGREE 3 7.1 

STRONGLY AGREE 1 2.4 

Total 42 100.0 

NEITHER AGREE OR 

DISAGREE 
Valid 

NO ANSWER 18 43.9 

STRONGLY DISAGREE 7 17.1 

DISAGREE 6 14.6 

NEITHER AGREE OR 

DISAGREE 
9 22.0 

AGREE 1 2.4 

Total 41 100.0 

AGREE Valid 

NO ANSWER 29 45.3 

STRONGLY DISAGREE 1 1.6 

DISAGREE 7 10.9 

NEITHER AGREE OR 

DISAGREE 
10 15.6 

AGREE 15 23.4 

STRONGLY AGREE 2 3.1 

Total 64 100.0 

STRONGLY AGREE Valid 

NO ANSWER 4 25.0 

STRONGLY DISAGREE 1 6.3 

AGREE 2 12.5 

STRONGLY AGREE 9 56.3 

Total 16 100.0 
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REASONS OF COMPLAIN (ONLINE) – ORDERING PROCESS 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 88 43.1 43.1 43.1 

STRONGLY DISAGREE 11 5.4 5.4 48.5 

DISAGREE 20 9.8 9.8 58.3 

NEITHER AGREE OR 

DISAGREE 
22 10.8 10.8 69.1 

AGREE 46 22.5 22.5 91.7 

STRONGLY AGREE 17 8.3 8.3 100.0 

Total 204 100.0 100.0  

 

 

REASONS OF COMPLAIN (ONLINE) –  ORDER DIFFERENCE 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 88 43.1 43.1 43.1 

STRONGLY DISAGREE 2 1.0 1.0 44.1 

DISAGREE 3 1.5 1.5 45.6 

NEITHER AGREE OR 

DISAGREE 
10 4.9 4.9 50.5 

AGREE 47 23.0 23.0 73.5 

STRONGLY AGREE 54 26.5 26.5 100.0 

Total 204 100.0 100.0  

 

 

REASONS OF COMPLAIN (ONLINE) – PRICE 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 88 43.1 43.1 43.1 

STRONGLY DISAGREE 22 10.8 10.8 53.9 

DISAGREE 31 15.2 15.2 69.1 

NEITHER AGREE OR 

DISAGREE 
30 14.7 14.7 83.8 

AGREE 21 10.3 10.3 94.1 

STRONGLY AGREE 12 5.9 5.9 100.0 

Total 204 100.0 100.0  
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REASONS OF COMPLAIN (ONLINE) – DELAYS 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 88 43.1 43.1 43.1 

STRONGLY DISAGREE 1 .5 .5 43.6 

DISAGREE 10 4.9 4.9 48.5 

NEITHER AGREE OR 

DISAGREE 
31 15.2 15.2 63.7 

AGREE 48 23.5 23.5 87.3 

STRONGLY AGREE 26 12.7 12.7 100.0 

Total 204 100.0 100.0  

 

REASONS OF COMPLAIN (ONLINE) – PAYMENT PROCEDURE  

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 88 43.1 43.1 43.1 

STRONGLY DISAGREE 13 6.4 6.4 49.5 

DISAGREE 35 17.2 17.2 66.7 

NEITHER AGREE OR 

DISAGREE 
32 15.7 15.7 82.4 

AGREE 25 12.3 12.3 94.6 

STRONGLY AGREE 11 5.4 5.4 100.0 

Total 204 100.0 100.0  

 

 

REASONS OF COMPLAIN (ONLINE) – OTHER 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 185 90.7 90.7 90.7 

NEITHER AGREE OR 

DISAGREE 
1 .5 .5 91.2 

AGREE 7 3.4 3.4 94.6 

STRONGLY AGREE 11 5.4 5.4 100.0 

Total 204 100.0 100.0  
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                                                    SUPERMARKET 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 6 2.9 2.9 2.9 

NEVER 75 36.8 36.8 39.7 

INFREQUENLTY 57 27.9 27.9 67.6 

OCCASIONALLY 43 21.1 21.1 88.7 

FREQUENTLY 21 10.3 10.3 99.0 

ALL THE TIME/ALWAYS 2 1.0 1.0 100.0 

Total 204 100.0 100.0  

 

 

                                                           HYGIENE PRODUCTS 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 6 2.9 2.9 2.9 

NEVER 82 40.2 40.2 43.1 

INFREQUENTLY 54 26.5 26.5 69.6 

OCCASIONALLY 37 18.1 18.1 87.7 

FREQUENTLY 19 9.3 9.3 97.1 

ALL THE TIME/ALWAYS 6 2.9 2.9 100.0 

Total 204 100.0 100.0  

 

 

                                                              CLOTHES 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 36 17.6 17.6 20.1 

INFREQUENTLY 53 26.0 26.0 46.1 

OCCASIONALLY 63 30.9 30.9 77.0 

FREQUENTLY 42 20.6 20.6 97.5 

ALL THE TIME/ALWAYS 5 2.5 2.5 100.0 

Total 204 100.0 100.0  
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                                                     ACCESSORIES 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 6 2.9 2.9 2.9 

NEVER 55 27.0 27.0 29.9 

INFREQUENTLY 53 26.0 26.0 55.9 

OCCASIONALLY 53 26.0 26.0 81.9 

FREQUENTLY 32 15.7 15.7 97.5 

ALL THE TIME/ALWAYS 5 2.5 2.5 100.0 

Total 204 100.0 100.0  

 
 

                                               DOCTORS/HOSPITALS 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 6 2.9 2.9 2.9 

NEVER 51 25.0 25.0 27.9 

INFREQUENTLY 39 19.1 19.1 47.1 

OCCASIONALLY 39 19.1 19.1 66.2 

FREQUENTLY 49 24.0 24.0 90.2 

ALL THE TIME/ALWAYS 20 9.8 9.8 100.0 

Total 204 100.0 100.0  

 

                                                        LECTURERS  

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 67 32.8 32.8 35.3 

INFREQUENTLY 50 24.5 24.5 59.8 

OCCASIONALLY 46 22.5 22.5 82.4 

FREQUENTLY 26 12.7 12.7 95.1 

ALL THE TIME/ALWAYS 10 4.9 4.9 100.0 

Total 204 100.0 100.0  
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                                                  PUBLIC SERVICES 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 6 2.9 2.9 2.9 

NEVER 18 8.8 8.8 11.8 

INFREQUENTLY 32 15.7 15.7 27.5 

OCCASIONALLY 57 27.9 27.9 55.4 

FREQUENTLY 65 31.9 31.9 87.3 

ALL THE TIME/ALWAYS 26 12.7 12.7 100.0 

Total 204 100.0 100.0  

 
 

                                                            BANKS 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 6 2.9 2.9 2.9 

NEVER 28 13.7 13.7 16.7 

INFREQUENTLY 53 26.0 26.0 42.6 

OCCASIONALLY 62 30.4 30.4 73.0 

FREQUENTLY 38 18.6 18.6 91.7 

ALL THE TIME/ALWAYS 17 8.3 8.3 100.0 

Total 204 100.0 100.0  

 

                                                     RESTAURANTS  

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 20 9.8 9.8 12.3 

INFREQUENTLY 35 17.2 17.2 29.4 

OCCASIONALLY 74 36.3 36.3 65.7 

FREQUENTLY 58 28.4 28.4 94.1 

ALL THE TIME/ALWAYS 12 5.9 5.9 100.0 

Total 204 100.0 100.0  
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                                                            OTHER 

FOR WHICH TYPES OF PRODUCTS/SERVICES DO YOU USUALLY COMPLAIN? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 180 88.2 88.2 88.2 

INFREQUENTLY 3 1.5 1.5 89.7 

OCCASIONALLY 6 2.9 2.9 92.6 

FREQUENTLY 10 4.9 4.9 97.5 

ALL THE TIME ALWAYS 5 2.5 2.5 100.0 

Total 204 100.0 100.0  

 

  

                                                            POLITE 

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 3 1.5 1.5 1.5 

NEVER 1 .5 .5 2.0 

INFREQUENTLY 10 4.9 4.9 6.9 

OCCASIONALLY 27 13.2 13.2 20.1 

FREQUENTLY 68 33.3 33.3 53.4 

ALL THE TIME/ALWAYS 95 46.6 46.6 100.0 

Total 204 100.0 100.0  

 

                                                           PATIENT 

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 5 2.5 2.5 4.9 

INFREQUENTLY 16 7.8 7.8 12.7 

OCCASIONALLY 58 28.4 28.4 41.2 

FREQUENTLY 66 32.4 32.4 73.5 

ALL THE TIME/ALWAYS 54 26.5 26.5 100.0 

Total 204 100.0 100.0  
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                                                              FAIR  

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 2 1.0 1.0 3.4 

INFREQUENTLY 5 2.5 2.5 5.9 

OCCASIONALLY 35 17.2 17.2 23.0 

FREQUENTLY 78 38.2 38.2 61.3 

ALL THE TIME/ALWAYS 79 38.7 38.7 100.0 

Total 204 100.0 100.0  

 

 

                                                          UPSET 

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 4 2.0 2.0 2.0 

NEVER 23 11.3 11.3 13.2 

INFREQUENTLY 45 22.1 22.1 35.3 

OCCASIONALLY 82 40.2 40.2 75.5 

FREQUENTLY 45 22.1 22.1 97.5 

ALL THE TIME/ALWAYS 5 2.5 2.5 100.0 

Total 204 100.0 100.0  

                                                          

 

IMPATIENT 

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 44 21.6 21.6 24.0 

INFREQENTLY 57 27.9 27.9 52.0 

OCCASIONALLY 60 29.4 29.4 81.4 

FREQUENTLY 34 16.7 16.7 98.0 

ALL THE TIME/ALWAYS 4 2.0 2.0 100.0 

Total 204 100.0 100.0  
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                                                          ANGRY  

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 47 23.0 23.0 25.5 

INFREQUENTLY 47 23.0 23.0 48.5 

OCCASIONALLY 68 33.3 33.3 81.9 

FREQUENTLY 35 17.2 17.2 99.0 

ALL THE TIME/ALWAYS 2 1.0 1.0 100.0 

Total 204 100.0 100.0  

 

 

                                                     IMPOLITE  

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE 

COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 108 52.9 52.9 55.4 

INFREQUENTLY 58 28.4 28.4 83.8 

OCCASIONALLY 23 11.3 11.3 95.1 

FREQUENTLY 10 4.9 4.9 100.0 

Total 204 100.0 100.0  

                                                 

 

ARROGANT 

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE 

COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 120 58.8 58.8 61.3 

INFREQUENTLY 46 22.5 22.5 83.8 

OCCASIONALLY 23 11.3 11.3 95.1 

FREQUENTLY 10 4.9 4.9 100.0 

Total 204 100.0 100.0  
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                                                   INSULTING  

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE 

COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 5 2.5 2.5 2.5 

NEVER 128 62.7 62.7 65.2 

INFREQUENTLY 40 19.6 19.6 84.8 

OCCASIONALLY 22 10.8 10.8 95.6 

FREQUENTLY 9 4.4 4.4 100.0 

Total 204 100.0 100.0  

 

 

                                                            OTHER  

HOW WOULD YOU DESCRIBE YOUR CHARACTER WHEN YOU ARE COMPLAINING? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 194 95.1 95.1 95.1 

NEVER 1 .5 .5 95.6 

INFREQUENTLY 1 .5 .5 96.1 

OCCASIONALLY 2 1.0 1.0 97.1 

FREQUENTLY 4 2.0 2.0 99.0 

ALL THE TIME/ALWAYS 2 1.0 1.0 100.0 

Total 204 100.0 100.0  

 

 

DO YOU USUALLY COMPLAIN IMMEDIATELY OR LATER? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 14 6.9 6.9 6.9 

IMMEDIATELY 123 60.3 60.3 67.2 

LATER 34 16.7 16.7 83.8 

BOTH 33 16.2 16.2 100.0 

Total 204 100.0 100.0  
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DID YOU EVER WANT TO COMPLAIN AND EVENTUALLY DID NOT? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 14 6.9 6.9 6.9 

YES 120 58.8 58.8 65.7 

NO 70 34.3 34.3 100.0 

Total 204 100.0 100.0  

 
  

 

 

DID YOU EVER COMPLAIN EVEN IF YOU KNEW THAT YOU WERE PARTLY 

RESPONSIBLE FOR A MISTAKE? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

NO ANSWER 11 5.4 5.4 5.4 

YES 30 14.7 14.7 20.1 

NO 163 79.9 79.9 100.0 

Total 204 100.0 100.0  

 
 

 


