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PALAVRAS-CHAVE

Objective: This study aims to analyze the influence of information access, complaint experience, and complaint
attitudes on complaint behaviour. Complaints are a key indicator of consumer dissatisfaction and serve as a
crucial element in consumer protection.

Design/Method/Approach: A quantitative, cross-sectional research design was utilized, employing an online
survey distributed to 250 undergraduate students selected through convenience sampling. Data were analyzed
using descriptive statistics and Structural Equation Modeling (SEM) with AMOS 22.0.

Originality/Relevance: The study contributes to the understanding of complaint behaviour by integrating
multiple influencing factors, including access to information and previous complaint experiences. It highlights
the interplay between consumer awareness and their willingness to engage in the complaint process.

Main Results/Findings: The study demonstrates significant effects of information access, complaint
experience, and complaint attitudes on complaint behaviour. Additionally, information access and complaint
experience significantly influenced complaint attitudes, reinforcing the importance of knowledge and
confidence in consumer decision-making.

Theoretical Implications: This study enriches the Consumer Complaint Behaviour (CCB) theory by
demonstrating that information access, complaint experience, and attitudes toward complaints directly
influence consumer complaint behaviour.

Managerial Contributions: The findings emphasize the necessity of consumer education to enhance
awareness and confidence in the complaint process. Businesses should provide adequate consumer education
on their products and services, while governments must improve awareness regarding consumer rights and
responsibilities.

RESUMO

Atitude de reclamacgado
Comportamento de reclamagdo
Experiéncia de reclamacdo
Geragdo Z

Acesso a informagdo
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Objetivo: Este estudo tem como objetivo analisar a influéncia do acesso a informagido, da experiéncia com
reclamacdes e das atitudes em relagdo as reclamagdes no comportamento do consumidor.

Desenho/Metodologia/Abordagem: Foi utilizado um desenho de pesquisa quantitativo e transversal, por
meio de uma pesquisa online distribuida a 250 estudantes universitarios selecionados por amostragem por
conveniéncia. Os dados foram analisados usando estatisticas descritivas e Modelagem de Equagdes Estruturais
(SEM) com AMOS 22.0.

Originalidade/Relevancia: O estudo contribui para a compreensdo do comportamento de reclamacdo,
integrando vdrios fatores de influéncia, incluindo o acesso a informacgdo e experiéncias anteriores com
reclamacdes. Destaca a interacdo entre a conscientizagdo do consumidor e sua disposi¢do para se envolver no

processo de reclamacdo.

Principais Resultados/Descobertas: O estudo revela efeitos significativos do acesso a informagdo, da
experiéncia com reclamagdes e das atitudes no comportamento de reclamagdo. Além disso, acesso a informacdo
e experiéncia com reclamagdes influenciaram significativamente as atitudes, reforcando a importancia do
conhecimento e da confianga na tomada de decisdo do consumidor.

Implicagoes Tedricas: Este estudo enriquece a teoria do Comportamento de Reclamagido do Consumidor
(Consumer Complaint Behaviour/CCB) ao demonstrar que o acesso a informacdo, a experiéncia com
reclamagcdes e as atitudes em relacio as reclamacdes influenciam diretamente o comportamento de reclamagao

do consumidor.

Contribui¢des Gerenciais: Os resultados destacam a necessidade de educagdo do consumidor para aumentar
a conscientizacdo e confianga no processo de reclamagdo. Empresas devem fornecer informagdes adequadas
sobre seus produtos e servi¢cos, enquanto governos devem intensificar a conscientizagdo sobre direitos e
responsabilidades do consumidor.

Contribuicdes Sociais/Gerenciais: As reflexdes apresentadas oferecem subsidios para organizadores de
feiras e formuladores de politicas publicas estruturarem iniciativas de laboratérios de inovagdo em feiras de
negocios, ampliando seus beneficios econémicos, sociais e tecnolégicos.
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1. Introduction

Nowadays, needs can be fulfilled through technology because more
diverse products and services are easily accessible to consumers
(Simanjuntak et al,, 2014). Goods and services are essential matters that
human needs and cannot be separated from everyday life. Human needs for
goods and services are increasing rapidly. Convenience and service are very
important attributes for consumers (Maciel et al., 2022). Nevertheless, the
quality of goods and services often does not meet the consumers'
expectations, which lead to dissatisfaction. Dissatisfaction will significantly
influence the behaviour of consumers. The perceived dissatisfaction also
triggers consumers to file complaints. Complaints from consumers reveal
the expressions of consumer dissatisfaction that co-occur. A complaintis one
of the methods used by the customer to show their dissatisfaction that
become the first point of complaint behaviour (Emir, 2011).

According to Hartoyo et al. (2016), complaint behaviour refers to the
actions consumers take to communicate their dissatisfaction when they
experience problems with goods or services. Such behaviour may include
voicing complaints through formal or informal channels, either directly or
through digital platforms. However, research shows that many dissatisfied
consumers still choose not to complain, even when mechanisms are readily
available (Blodgett et al., 1995).

In the current digital era, Generation Z has access to multiple online
complaint channels, such as websites, applications, and social media
platforms. This generation, born between 1995 and 2010, is characterized
by high digital proficiency, a strong orientation toward convenience, and a
preference for quick and effortless interactions (Priporas et al, 2017).
Despite their technological ability, studies indicate that Generation Z often
exhibits low complaint behaviour, a tendency that may stem from their
desire for immediacy and their inclination to switch brands rather than
invest time in formal complaint procedures.

Complaint experience is another important antecedent of complaint
behaviour. Anggraini (2013) notes that consumers who previously
experienced favourable complaint handling are more confident in the
process and more willing to complain again when encountering future
problems. Positive complaint experiences therefore reinforce consumers’
belief that voicing dissatisfaction is worthwhile and increases the likelihood
that they will take action in subsequent service failures.

The low level of consumer complaint behaviour in Indonesia highlights
significant challenges in the country's consumer protection system.
Research shows that around 42% of consumers do not report issues with
products or services, often due to perceptions that the issue is minor (37%),
lack of awareness about complaint channels (24%), or the complexity of the
process (20%) (Simanjuntak, 2024). This indicates a gap in consumer
engagement and the efficiency of complaint mechanisms. Although
consumer protection laws have been in place for over two decades, the rising
number of complaints suggests systemic issues in handling and resolving
disputes. Key sectors like financial services and e-commerce continue to face
high levels of dissatisfaction, yet complaint mechanisms remain
underutilized by consumers, as reported by the National Consumer
Protection Agency (BPKN) (Kerti, 2023).

Prior literature emphasizes several key antecedents of complaint
behaviour. First, information access plays a critical role in shaping complaint
behaviour because consumers who are well-informed about their rights and
the available complaint channels are more capable of taking action when
dissatisfaction occurs. Regulations such as Indonesia’s Consumer Protection
Law No. 8 of 1999 and international guidelines emphasize transparency as a
way to reduce information asymmetry and strengthen consumers’ ability to
seek redress (Hutagalung, 2024; Black, 2011). Empirical studies also show
that consumers with better access to information, supported by higher
literacy and awareness, are more likely to voice complaints and pursue
resolution when their rights are violated (Nam, 2021; Simanjuntak, 2021).

Second, complaint experience significantly influences consumers'
willingness to complain in the future. When consumers have previously
received fair or satisfactory responses to their complaints, they develop
greater confidence in the effectiveness of voicing dissatisfaction. Studies
show that positive complaint handling increases the likelihood that
consumers will complain again because they expect a successful resolution
(Susskind, 2000). This creates a reinforcing cycle where effective complaint
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management strengthens future complaint behaviour and supports long-
term customer trust and loyalty (Jin, 2010).

Third, attitudes toward complaints play an important role in
determining whether consumers choose to voice dissatisfaction when
service failures occur. Research shows that positive attitudes toward
complaining strongly predict the likelihood of expressing dissatisfaction
because such attitudes shape how consumers evaluate their interactions
with service providers (Bodey & Grace, 2006; Chul-Min et al,, 2003). These
attitudes also act as key mediators that connect personal factors to
complaint intentions, making them a critical component in understanding
complaint behaviour.

This study is grounded in Consumer Complaint Behaviour (CCB) theory,
which explores the factors influencing consumers' actions in expressing
dissatisfaction, such as their access to information, prior complaint
experiences, and attitudes toward filing complaints. The novelty of this
research lies in its comprehensive integration of these three antecedents
into a single analytical framework, allowing a clearer understanding of how
they jointly shape complaint behaviour. By focusing on Indonesian
Generation Z consumers, the study addresses the persistent issue of low
complaint behaviour, a topic that remains insufficiently explored within this
demographic. Furthermore, the examination of both online and offline
complaint mechanisms provides new insights into how young consumers
navigate different channels when voicing dissatisfaction. Therefore, this
study aims to (1) identify and analyze the levels of information access,
complaint experience, attitudes toward complaints, and complaint
behaviour among Generation Z, and (2) examine the influence of information
access, complaint experience, and attitudes toward complaints on complaint
behaviour.

2 Literature review

2.1 Consumer Complaint Behaviour (CCH) Theory

Consumer complaint behaviour originates from their subjective
experience of dissatisfaction. Berceanu (2023) describes this behaviour as a
multifaceted process that arises from dissatisfaction and tends to leave a
lasting impact on the consumer's perception. Similarly, Xu et al. (2021)
highlight the influence of negative emotions as a driving force behind
complaints, particularly in scenarios involving collective service failures.
Emotional responses to dissatisfaction play a pivotal role, as they often
determine whether a consumer decides to express their grievances or opts
to remain silent.

In addition, research indicates that complaint behaviour is shaped by a
combination of personal attributes, cultural influences, and situational
factors. Ekinci et al. (2016) observed that personality traits, such as being
conscientious or open to new experiences, are strong predictors of whether
consumers will voice their dissatisfaction. This underscores the importance
of individual differences in shaping responses to poor experiences. Cultural
norms also play a significant role, as noted by Sann et al. (2020) who found
that individuals from Asian cultures may be less inclined to complain directly
due to societal expectations of maintaining harmony and avoiding
embarrassment.

Complaint behaviour cannot be handled in buying and selling activities
either in goods or services. According to Singh (1988), dissatisfaction leads
to three responses: (1) a voice response seeking compensation from the
seller with no other action; (2) the passive response includes things like
word-of-mouth (WoM) communication or spreading displeasure through
WoM discourse without expressing disappointment to vendors; and (3)
third-party response or participation entails authorities dealing with
customer dissatisfaction, legal bodies, and others.

Recent studies have broadened the understanding of consumer
complaint behaviour. Research shows that emotional responses and
perceived stakes strongly influence consumers' decisions to complain, as
demonstrated by Chebat et al. (2005), who highlighted how emotional
coping shapes active complaint strategies. Cognitive factors such as
perceived cost, perceived benefit, and attitudes toward complaining also
affect complaint intentions, indicating that CCB is shaped by both rational
evaluations and affective processes (Chul-Min et al,, 2003).

The development of digital platforms has further transformed how
consumers express dissatisfaction. Social media and online review channels
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provide accessible spaces for consumers to voice complaints publicly,
influencing how dissatisfaction is communicated and perceived (Yen, 2016).
In addition, organizational responses to complaints affect consumer
satisfaction and loyalty, with perceptions of fairness in procedures,
communication, and outcomes acting as important mediators (Gelbrich &
Roschk, 2010). These findings expand the theoretical foundation of CCB and
strengthen the relevance of examining antecedents such as information
access, complaint experience, and attitudes toward complaints, particularly
among digital-native consumers like Generation Z.

2.2 Relationship of information access and complaint behaviour

According to Rahmawati et al. (2014), information access influences
complaints or intentions positively. Consumers can use information from
their past experiences to evaluate the benefits of using a product, which also
affects whether they choose to complain. Information related to these
products comes from various sources, and the increasing use of
smartphones as information-search tools further increases the possibility of
consumers submitting complaints because smartphones make information
access easier (Frasquet et al,, 2019). However, access to information is still
quite limited for some consumers, and this is because it is not evenly
distributed or still has complex internet access in some locations (Wang et
al, 2019). Therefore, the business actor must provide precise and
transparent information about the products offered and the complaint
process (Cai & Chi, 2018). The first hypothesis is formulated as follows:

H1: Information access has a significant effect on complaint behaviour.
2.3 Relationship of complaint experience and complaint behaviour

Previous complaint experiences significantly influence complaint
behaviour (Bergel & Brock, 2018). Prior experiences provide consumers
with knowledge about the complaint process, increasing the likelihood that
they will complain again when facing similar dissatisfaction. Such
experiences help shape consumers’ attitudes and behaviours by allowing
them to understand how complaints work and what benefits they may
obtain. Consumers develop more positive attitudes toward complaining
when they are familiar with complaint procedures and recognize the value
of expressing dissatisfaction (Arslan, 2020). Repeated experiences of
dissatisfaction also enhance consumers’ willingness to complain and
strengthen their knowledge and communication skills related to complaint
actions.

Consistent with this, Soares et al. (2017) found that previous complaint
experience has a positive impact on complaint behaviour. Experience with
dissatisfaction also influences the strategies consumers use and affects the
effectiveness of complaint actions (Johnen & Schnitta, 2019). Furthermore,
Dyussembayeva et al. (2020) state that greater previous complaint
experience increases consumers’ confidence in filing complaints. This is
supported by Grégoire et al. (2018), who reported a significant positive
relationship between complaint experience and consumer complaint behaviour.
Based on the description, the second hypothesis is formulated as follows:

H2: Complaint experience has a significant effect on complaint behaviour.

et al, 2020). Based on this explanation, the third hypothesis is formulated as
follows:

H3: Attitude towards complaint has a positive effect on complaint behaviour.
2.5 Relationship of information access and attitudes of complaints

Information access refers to the ease with which individuals can obtain
the information they need. Complicated or unclear information can
discourage consumers from submitting complaints when problems arise
(Cai & Chi, 2018). With the advancement of technology and the internet,
consumers today have greater opportunities to search for information to
support their decisions. When dissatisfaction occurs, consumers often seek
additional information from external sources to confirm their evaluations
and understand whether their choices were appropriate (Demirgiines &
Avcilar, 2017). Access to information also enables consumers to compare
products and services more effectively and to learn about available
complaint channels by searching through online networks (Sahin et al,
2017). Information may be obtained through telecommunications media or
various reference groups, and greater exposure to information helps shape
consumers’ attitudes and intentions regarding complaint behaviour.
According to Hosta and Zabkar (2020), the availability of information
supports consumers in taking action, as more information provides more
references for decision-making and strengthens consumer knowledge.

H4: Information access has a significant effect on the attitude towards complaints.
2.6 Relationship of complaint experience and attitude of complaint

Previous complaints experience affected the attitude towards
complaints. Consumers develop more positive complaining attitudes
because they get knowledge from previous complaint experiences
(Wiederhold & Martinez, 2018). The attitude towards complaining becomes
stronger when consumers often have previous experience of dissatisfaction
or complaint experience can understand how to complain, and their
knowledge and communication skills are broader than previous. Consumers
who once tried to complain and get a good response will feel they get
positive learning results (Wiederhold & Martinez, 2018). Customer
complaints are conceptualized as behavioural constructs and the result of a
shopping experience. Therefore, negative aspects of satisfaction, such as
dissatisfaction when complaining, will attract customer loyalty as a form of
disappointment (Izogo & Jayawardhena, 2018). Consumers who get a
terrible reaction from previous complaint experiences, both verbal and non-
verbal, will show disappointment to be more assertive when complaining
about the response obtained (Hogg et al., 2018). Therefore, the attitude of
complaints is also influenced by the experience of consumer complaints.

H5: Complaint experience has a significant effect on the attitude of complaints.
2.7 Research framework
Based on the previous research, the framework is presented in Figure 1.

Figure 1. The research framework

2.4 Relationship of attitudes of complaint and complaint behaviour Access fo
Information

The attitude toward complaints refers to an individual’s tendency to * Rights and H1
seek compensation or resolution when experiencing dissatisfaction with a . g;l\f?gzﬁzlplam \‘
product or service (Wang et al,, 2020). Consumers who are aware of the o Trust
potential consequences of their purchasing decisions tend to develop Complaint
attitudes that help them prevent or address dissatisfaction effectively H4 ;f::'up;:mt ?il.l;;f;esponse
(Zhang et al., 2017). When dissatisfaction occurs, consumers with a more o Affective H3 » Passive Response
positive attitude toward complaining are more likely to look for appropriate e Cognitive * Third Party
channels and assistance to resolve the issue (Lu et al,, 2018). At the same ¢ Conative Response
time, differences in personal assertiveness result in varying levels of HS
complaint intention, where some consumers consistently seek redress while
others remain reluctant even when highly dissatisfied. Prior studies also Complaints T
show that individuals with a favourable attitude toward complaints Experience
demonstrate a greater likelihood of engaging in complaint behaviour (Wang

Source: developed by the authors (2025)
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3. Research methodology

This research was quantitative research with a cross-sectional study
design. The population in this study was undergraduate students who
belonged to Generation Z, namely students born in the birth span of 1995-
2014 and who had previously complained. Besides, there has not been much
research on Generation Z's complaint behaviour. With 27.94 percent of the
population, Generation Z is the most influential generation in Indonesia
(BPS, 2020).

The study involved 295 respondents, of which 250 were retained for
analysis after data cleaning. The sampling method employed was
convenience sampling, targeting respondents who were dissatisfied and had
lodged complaints with goods or service providers. The variables analyzed
in this study consisted of information access, complaint experience, attitudes
of complaints, and complaints behaviour. Information access stands for the
level of agreement on retrieving information and trust from many sources in
the past year. A complaint experience stands for a complaint made before
the last year (last two years) because of dissatisfaction with goods or
services. Attitudes of complaints are cognitive, affective, and conative
aspects of respondents toward complaints. Finally, complaints behaviour
was the frequency of respondents complaining about business-related loss
because of the previous purchase.

The Consumer Complaint Behaviour (CCB) instrument developed by
Singh and Wilkes (1988) was combined with instruments developed by
Simanjuntak and Musyrifah (2016). It consists of 14 indicators: five in the
voice response dimension, four in the passive response dimension, and five
in the third dimension party response dimension.

The scale of the questionnaire to measure complaint behaviour,
information access, complaint experience, and attitude of a complaint was a
four-point Likert scale from a score of 1 (strongly disagree), 2 (disagree), 3
(agree), to 4 (strongly agree). This four-point are used to categorize
respondents’ responses into agreeing and disagreeing. A neutral option was
intentionally omitted to minimize middle-response bias, as respondents
often choose the midpoint as a “safe” or default answer without fully
considering their actual position (Garland, 1991). Using a forced-choice scale
can encourage respondents to provide more decisive evaluations and reduce
non-substantive midpoint selection, which is in line with recommendations
from survey design research (Chyung et al., 2017).

Based on Cronbach's alpha values, the tools used in previous research
and this study are excellent and trustworthy as data collection tools (Table
1).

Table 1: Operational definition and reliability of research instrument

Number of | Cronbach’s
indicators alpha

Operational

definition Source Scale

Variables

The attitude of
complaining was
the cognitive,
affective, and
conative aspects
of respondents'
complaints.

Attitude of
Complaint

Blodgett et al.

(1995) Ordinal 12 0.63

Source: developed by the authors (2025)

Descriptive analysis was used to provide an overview of the
characteristics of respondents (gender, GPA, pocket money per month). This
study's top two boxes and bottom two boxes were analyzed for exogenous
and endogenous variables, including information access, complaints
experience, an attitude of complaints, and complaint behaviour. The
assessment was categorized by the score of each variable on a scale of 0-100
with the following formula:

sample score—minimum score

index = 100

maximum score—minimum score

Referring to Bloom's cut-off point, the index for information access,
complaint experience, the attitude of complaint, and complaint behaviour
was categorized into low (<60), moderate (60.1-79.9), and high (=80).

SEM analysis applied path analysis. Path analysis was used to analyze
the direct and indirect relationship between independent variables
(exogenous) and the dependent variable (endogenous). The benefit of this
analysis model was to explain the phenomenon under study, predict the
value of the dependent variable (Y), the attitude of complaints, and the
complaint behaviour, based on the value of the independent variable (X),
namely information access and complaints experience. SEM analysis was run
using statistical software Analysis of Moment Structures (AMOS) 22.0.

The steps for SEM analysis with AMOS (Byrne, 2016) are (1)
Establishing a Theoretical Model; (2) Developing Model Specifications in
AMOS; (3) Running the Measurement Model (Confirmatory Factor Analysis);
(4) Evaluate the Goodness-of-Fit Model; (5) Assess Construct Reliability and
Validity; (6) Run the Structural Model (Structural Model Analysis); (7)
Perform Model Modification (Modification Indices); (8) Compile
Interpretations.

SEM analysis has limitations in explaining the predictive power of
models and is particularly sensitive to large sample sizes, which can result
in high chi-square values that may lead to the model not meeting the
goodness of fit criteria. To address this, SEM provides alternative goodness

of fitindicators. RMSEA is commonly used to adjust for the limitations of chi-
Variables Operational Source Scale Number of | Cronbach’s inl | hil ffi icall
definition indicators | alpha square in large samples, while goodness of fit (GOF) measures are typically
applied in combination to assess model suitability.
end Based on the analysis, the GFI value of 0.984 indicates that the model
How often do . . . .
" —— Singh (1988) falls into the excellent fit category, while the AGFI value of 0.844 places the
. and ci1s . . . . .
ki ;Z:E:l: at:tors Simanjuntak | | 070 model within the marginal fit criteria. GFI and AGFI take into account the
Behaviour hrios and : weighted proportions of variances in the sample covariance matrix. Overall,
purchasing losses g‘(‘)‘c‘lygjfah the results confirm that the model meets the GOF criteria, making it suitable
cxperienced for testing theoretical hypotheses. A summary of the model fit criteria is
presented in Table 2.
The level of
agreeability Table 2: Results of model overall fit criteria
gained . Cut-off- n
Information information and Rahmawati et . No Goodness-of-Fit Value Result Conclusion
Ordinal 21 0.89
Access a sense of trust al. (2014)
from various il Root Mean Square Residual (RMR) <0.1 0.021 Good fit
sources in the - .
past year. 28 Goodness Of Fit Indeks (GFI) >0.90 0.984 Good fit
Root Mean Square Error of
: Approximation (RMSEA) SR Wl
Complaints occur . i
D — 4 Adjusted Goodness Fit Of Index 0.80 < AGFI 0.844 Marginal fit
(AGFI) <0.90
. (the last two
Complaint Blodgett et al. .
Baimee || )R (1995) Ordinal | 3 075 5. Incremental Fit Index (IFT) >0.90 0931 Good fit
dissatisfaction
with a good or 6. Normed Fit Index (NFI) DLl 0.9 Marginal fit
service. 0.90
7. Comparative Fit Index (CFI) 20.90 0.928 Good fit
Source: developed by the authors (2025)
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The whole SEM model is an overall structural and measurement
model. The whole SEM model of the study is presented in Figure 2.

Figure 2. Model of SEM

Score
Average
(1-4 scale)

Disagree Agree

No Code (%) (%)

Indicator

Information about consumer
rights and obligations
obtained through internet
media

1 ai01 7.0 93.0 3.56

Information
Access

1) N
Complaint

Attitude of - > Behaviour
Complaint (Y2)
(Y1)

Complaint
Experience
(X2)

Source: developed by the authors (2025)

4 Result

4.1 Respondent characteristics

The characteristics of respondents serve to explain various age and
gender segmentation in terms of complaint behaviour. The results indicated
that the gender of the respondents was dominated by females (76%).
However, based on Table 3, more than half of males have low categorized
complaint behaviour (55.7%), and quite similar with females (54.4%).
Respondents in this study were Generation Z students born after 1995, so
they were in the late adolescence phase and early adulthood. The average
age of respondents in this study was 20.75 years, with the most significant
proportion of age (88.7%) in the category of early adults with an age range
of 20-40 years.

Table 3: Respondent distribution based on gender and age

Complaint Behaviour Category Male (%) Female (%)
Low (<60) 55.7 54.4
Moderate (60.1-79.9) 375 385

High (280) 6.8 7.2

Age Category Percentage (%)

Late Teens (17-19 years) 113

Early Adult (20-40 years) 88.7

Total 100.0

Average + SD 20.75+1.07

Min-Max 17.00-23.00

Source: developed by the authors (2025)
4.2 Information access

Nine out of ten respondents (93%) agreed that consumer rights and
obligations are derived from internet media. In addition, eight out of ten
respondents (83.5%) agreed that the rights and obligations of consumers
are known through family, then from friends/neighbours (76.6%). It
indicated that respondents are Generation Z because they get information
from internet use. After internet media, respondents obtained more
outstanding  information  through reference groups such as
friends/neighbours and family. Table 4 shows the percentage of
respondents' answers grouped based on selecting respondent answers from
each indicator related to information access.

Table 4: Information access indicators

Information about consumer
rights and obligations
obtained through
friends/neighbours

2 ai05 234 76.6 3.14

Information about consumer
rights and obligations 16.5 83.5 BHII3
obtained through the family

3 ai06

How to Complain

Information about how to
complain is obtained from 9.8 90.2 3.41
the internet

Information about how to
complain is obtained from 23.8 76.2 3.09
friends/neighbours

4 ai08

5 ail2

Information about how to
complain is obtained from 18.9 81.1 3.31
the family

6 ail3

Trust

Family of reliable sources of

20 . .
information

ai20 ‘ | 20.0 | 80.0 | S22

Source: developed by the authors (2025)

Most respondents know how to complain from the internet (90.2%),
from family (81.1%), and friends/neighbours (76.2%). It indicated that
respondents are Generation Z who take advantage of the convenience of the
internet. In addition, respondent information was obtained from reference
groups such as friends/neighbours and family who have a strong interaction
with respondents every day.

According to Table 3, most respondents mentioned that family is a
reliable source of information for respondents (80%) compared to media
such as the internet and others. It means that respondents trust more
information obtained from friends/neighbours and family than other
information media such as the internet, print media, and others.

The results revealed that 58.3 percent and 44.5 percent of respondents
are in the moderate category regarding obtaining information access
regarding rights and obligations as consumers and information access on
how to complain. The level of information access about rights and
obligations as consumers and how to make categorical complaints were in
the moderate category. Most respondents got information through the
internet compared to other media. Meanwhile, 44.9 percent of respondents
belonged to the low category in terms of trust in the source of information
obtained. It explained that respondents' confidence in the current media
information was still low.

The overall distribution of respondents’ answers based on the
information access category has the most significant percentage in the
moderate category (42%). For example, table 5 shows that the average index
of information access was 63.99, meaning that respondent belongs to the
moderate category.

Table 5: Information access category

Information Low Moderate High Average Min-max

access (%) (%) (%) &

Right and 26.67-

b b g .21+18.

obligation 29.3 58.3 124 80.21+18.90 100

How to complain 35.7 44.5 19.8 75.76+18.35 33'067-

Trust 449 389 16.3 38.93+12.67 FE
100
39.10-

e
Total 41.7 42.0 16.3 63.99+12.56 93.65

Source: developed by the authors (2025)
4.3 Complaint experience

The complaint experience variable consists of three indicators. This

. Score
No | Code Indicator '(JO;:)agree ?}ir)ee Average complaint experience is a complaint experience that respondents have done
(1-4 scale) before the last year. Therefore, the percentage of respondents’ answers has
Rights and Obligations been grouped according to the number of respondents’ answer selections
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from each indicator item related to the complaints experience. The
description of the variable description of the complaint experience variable
is presented in Table 6.

Based on the distribution of respondents’ answers about the deepening
variables of complaints before the last year, the experience of respondents’
complaints can be said to be still low. Only 63.9% of respondents complained
before the last year (the last two years), and only 46.1% of consumers have
complained many times. It indicates the low behaviour of respondents to
make complaints in the event of a loss.

Table 6: Complaint experience indicators

No Code Indicators Disagree (%) L
(%)
1 pk01 Complaints directly before the last year 59.0 41.0
2 pk02 Complaints before the last year (last two 361 63.9
years)
3 pk03 I have complained many t.lmes before the 53.9 461
last year (more than ten times)

Source: developed by the authors (2025)

The complaint experience consists of three indicators. First, the
complaint experience refers to past complaints carried out by respondents.
The results of the study in Table 7 shows that the average complaint
experience index was 53.55, which is included in the low category. It
indicates the experience of consumer complaints before the past year is still
not so much.

Table 7: Complaint experience category

A Disagree Agree

No Code Indicator (%) (%)

2 sk02 Complain if disappointed 42.7 578

3 k03 Complalnlng/rgquestmg a 506 494
refund/requesting to replace the product

4 k04 Avmd. buymg goods in that place if ever 231 76.9
felt disappointed /harmed

5 KOS Wlthou.t much c9n51derat10n, directly 424 576
complain to business actors

Cognitive

6 k06 Believing that making a complaint makes a 179 821
small change

7 sk07 Believing complex complaint procedures 109 89.1
Believing that complaints through legal

8 sk08 channels or authorities the process will be 18.2 81.8
complicated

9 k09 Do no_t mind if harmed by s.mall things, so 196 80.4
there is no need to complain

Affective

10 sk10 Feel calm if have complained Bill9 68.1

11 kil Feelllng obliged to complain when 245 755
aggrieved

12 sk12 Feel right if have complained 224 77.6

Source: developed by the authors (2025)

Table 8 shows that attitudes of complaints in conative (49.1%) and
cognitive (49.8%) aspects were still categorized as low. Respondents
perceived that the complaint procedure was complicated. It is caused by the
lack of knowledge to file complaints easily and on target. Respondents also
have a shared sense of trust in the impact of complaints. Respondents did

. . not believe that making a complaint could make a change. Overall, 4 out of
Complaint experience category Percentage (%) ; i
10 respondents are low for their complaints. Table 9 shows that the average
Low (<60) 59.7 attitude toward complaint was 65.44, which was included in the moderate
category.
Moderate (60.1-79.9) 33.6
High (280) 6.7 Table 9: The attitude of complaint category
Attitude of Low Moderate High Min-
Total 100 complaint (%) (%) (%) AesesiSh max
A 53.35+19.23 Conative 49.1 37.8 13.1 62.44+16.15 0.
verage .35+19. b ? 6 44116, 100.0
Min-max 22.22-100 Cognitive 49.8 233 269 66.22421.39 13'06;)
Source: developed by the authors (2025) o
Affective 32.5 36.0 314 69.96+23.06 y
100.0
4.4 Attitude of complaint 19.4-
Total 428 30.4 26.9 65.44+17.41 a

The attitude variable will consist of 12 cognitive, affective, and
conative indicators. The percentage of respondents’ answers grouped
according to the number of respondents’ answer selections from each point
of indicators related to attitude will complain presented in Table 7.

Based on Table 8, the distribution of respondents' answers about
attitudes to complaints has the most significant percentage of agrees and the
most in cognitive aspects, namely the trust aspect consisting of respondents
believing that complaining or complaining provides small changes in the
future (82.1%), respondents believe that the complaint procedure is
complicated (89.1%). Furthermore, respondents believe that complaints
through legal procedures are complicated (81.8%). As many as 8 out of 10
respondents admitted that it was okay not to complain because the
disadvantaged were small things. Nevertheless, the conative aspect has a low
percentage of agrees such as making complaints even though goods/services
are cheap (40.6%). It is under the nature of respondents as Generation Z who
do not spread and want to be completed instantly so that respondents easily
ignore to make complaints because they do not want the problem to be more

Source: developed by the authors (2025)
4.5 Complaint behaviour

Based on Table 10, 8 out of 10 respondents in the voice response
dimension choose to contact the call centre, customer service, and complaint
service at the store. This method is considered more accessible and more
convenient to complain directly to business actors so that the availability of
call centres, customer service, and complaint services is considered
necessary for every business actor. The lowest percentage of voice response
variables is in the indicator of complaining or disappointment to the product
purchased when the business person asks for an opinion of 45.1 percent.
Respondents feel the need to submit their complaints when experiencing
dissatisfaction after consuming goods or services even though previously
not asked for an opinion by business actors first.

Table 10: Complaint behaviour indicators

complicated. 7 out of 10 respondents admitted that they would avoid buying - ‘ _— ‘ T ?;s)agree 1(\051;23
in that place if they had been harmed. 2 2
Voice Response
Table 8: The attitude of complaint indicators 1 vrl Must have made a complaint. 293 70.7
No Code Indicator Disagree Agree 2 vr2 Call the store immediately. 16.6 83.4
(%) (%)
. Ask the store where I bought it to take
Conative 3 vr3 care of it. 24.7 758
1 sk01 Complaining even if the goods/services 594 406 4 vrd Contact the call ce.ntre, cu_stomer service, 117 88.3
are cheap consumer complaint service at the store.
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. Disagree Agree

No Code Indicator (%) (%)
Complaining or disappointment about the

5 vr5 product purchased only when the 43.4 56.6
business person asks for an opinion.

Passive Response

6 pré Boycott the store. 329 67.1

7 pr7 Tell frllends and relatives about the bad 208 79.2
experience.

3 pr8 I convinced my friends and relatives not 51.0 49.0
to buy at the store.

9 pro Write m}_f disappointment on a social 220 78.0
networking account

Third-Party Response

10 tpr10 Submlt'my complaint to the consumer 82.7 173
protection agency

11 tpril Report to consumer protection agencies 83.7 163
to warn other consumers

12 tpr12 Complaining through the mass me&':lla 876 12.4
(newspapers) about my bad experience

Source: developed by the authors (2025)

The passive response dimension consists of four indicators. First, as
many as 7 out of 10 respondents felt by telling friends and relatives about
bad experiences experienced due to dissatisfaction in consuming goods or
services. Second, 78 percent of respondents will write about the bad
experience/disappointment on social networking accounts. Third, it is done
to reform the frustration or disappointment, hoping that friends and
relatives do not experience the same thing.

The third-party response consists of five indicators. First, 88 percent of
respondents felt that they did not comply with the statement of taking legal
action to get compensation. Second, respondents feel it will be more
complicated to carry out the process through legal channels if the perceived
losses do not include precious goods or services. Third, as many as 8 out of
10 respondents feel inappropriate when telling their bad experiences or
complaints through mass media (newspapers) because respondents now
consider the era of sophisticated digital and electronic.

Table 11 shows the average index of voice response dimension, which is
80.21. It means that respondents prefer to express their disappointment
directly. It aligns with the distribution of indicators with the most significant
percentage, namely the indicator notifying the store owner directly and
contacting the call centre. The passive response indicator has an average
response of 75.76, meaning that the average index regarding the passive
response was a moderate category. Furthermore, the average index of the
third-party response was 38.93. It indicated that the average index of the
third-party response was still low. Three out of 10 respondents chose not to
complain through the authorities or legal channels. Therefore, the overall
average of complaint behaviour is 64.20 percent. It indicates that the
complaint behaviour was moderate (Table 11).

Table 11: Complaint behaviour category

Complaint Low Moderate High ]
4! -

Behaviour (%) (%) (%) AveragetSD Min-max
Voice response 2il.72 15.2 63.6 80.21+18.90 ig‘oe'%
Passive 30.0 20.0 50.0 75.76+18.35 il
response 100
Third-party 90.0 9.0 1.0 38.93+12.67 S
response 100

Total 54.8 38.2 71 64.20+11.34 iggl'

Source: developed by the authors (2025)
4.6 Hypotheses testing

The SEM model was used to test the hypotheses H1 to H5. Hypothesis
testing can be seen through the p-value; if the p-value is smaller than or
equal to 0.05, it is significant. Table 12 presents the results of the hypothesis

testing of the SEM model.

Table 12: SEM hypotheses test result

Path Coefficient Path Conclusions
Complaint Experience— Complaint Behaviour 0.90 Accept H2
Information access — Attitude of Complaint 0.68** Accept H3
Complaint Experience — Attitude of Complaint 0.45%* Accept H4
The attitude of Complaint - Complaint Behaviour 0.69** Accept H5

*Significant on p<0.05; **significant on p<0.01
Source: developed by the authors (2025)

4.7 Effect of information access on complaint behaviour (H1)

Based on the SEM result, information access significantly affects
complaint behaviour. It can be concluded from the p-value smaller than or
equal to 0.05, which indicates that information access has a significant effect
on the complaint behaviour, so H1 in was accepted. The more information
obtained, the higher the behaviour of consumer complaints since consumers
will be exposed to information about their rights and obligations as
consumers and know how to submit complaints. Furthermore, the more
information consumers obtain, the more references consumers consider in
decision-making (Frasquet et al,, 2019). The development of technology
makes complaints easy to do online, but to do so, consumers must first
educate themselves by reading the product or service description before
deciding to purchase. There are several steps to file a complaint; therefore,
consumers should not be caught off guard if they do not experience losses
(Cai & Chi, 2018). Therefore, the higher the information access held by
consumers will increase the complaint behaviour.

4.8 Effect of complaint experience on complaint behaviour (H2)

In the SEM model, the influence of the complaint experience on
complaint behaviour has a p-value smaller than or equal to 0.05, which
indicates that the complaint experience affects the complaint behaviour. H2
in this study was accepted. It is consistent with the research of Bergel and
Brock (2018), which stated that complaint experiences have a significant
influence on complaint behaviour. Consumers who often experience
dissatisfaction can be able to understand how to complain. The more
consumers experience complaints, and their complaint behaviour will
increase. Instead, consumers with complaint experience will be more
responsive and react appropriately when experiencing dissatisfaction due to
self-confidence (Dyussembayeva et al., 2020).

4.9 Effects of attitudes of complaint on complaint behaviour (H3)

The attitude of complaint affects complaint behaviour significantly with
a p-value smaller than or equal to 0.01. The higher or positive attitude
consumers have, the more the complaints behaviour. It is in line with Wang
et al’s (2020) research that consumers who have a positive attitude toward
complaints are more likely to complain about dissatisfaction. Consumers
who are used to receiving responses based on their circumstances are more
likely to complain (Zhang et al. 2017). Nevertheless, some consumers react
less wearing when experiencing dissatisfaction, one of which is negative
word of mouth. This attitude is a consumer complaint that usually occurs
when the seller does not provide appropriate services or only delivers n-
WOM to relatives (Bergel & Brock, 2018).

4.10 Effect of information access on attitudes of complaints (H4)

Based on the result, the influence of information access on an attitude of
complaints has a p-value of small or equal to 0.01, which indicates that
information access has a significant effect on the attitude of complaints.
Information access will expose individuals to various sources, affecting
attitudes towards complaints. Hosta and Zabkar (2020) stated that the
availability of information would help consumers behave, namely making a
decision. More information means more references that consumers consider

. - when deciding on the attitude of complaints. Consumers with limited

Path Coefficient Path Conclusions X . N o i A
information will find it difficult to complain, so they tend to let or accept it
Information access—> Complaint Behaviour 0.87 Accept H1 when experiencing dissatisfaction. However, access to information is needed
@ RBGI Brazilian Journal of Management & Innovation, Caxias do Sul, Vol.13, N.1, p.70-81, jan./apr. 2026 77



The antecedents of complaint behaviour among Generation Z in Indonesia: role of information access, complaint experience, and attitudes

by everyone to educate themselves before making a purchase and
implement it accordingly (Sahin et al, 2017). Therefore, the increasing
information access, the knowledge to decide their action will increase too.

4.11 Effect of complaint experience on attitudes of complaints (H5)

The result shows the influence of complaint experience on the attitude
of complaints. It indicates that the complaint experience with the attitude
towards complaint has a p-value of small or equal to 0.01. It is in line with
the research of Wiederhold and Martinez (2018), which stated that
complaint experiences influence attitudes of complaints. Consumers with
terrible complaint experiences will be more assertive to respond to their
complaints correctly (Hogg et al., 2018). Consumers develop more positive
complaining attitudes because they get knowledge from previous complaint
experiences (Wiederhold & Martinez, 2018). Therefore, attitudes toward
complaints were also influenced by the experience of consumer complaints.

5 Conclusions

The results of the SEM analysis confirm that all hypothesized
relationships in the proposed model are supported. Information access and
complaint experience both show strong and significant direct effects on
complaint behaviour, demonstrating that well-informed consumers and
those with prior complaint interactions are more likely to voice
dissatisfaction. These two variables also significantly shape consumers’
attitudes toward complaints, indicating that knowledge and previous
experiences influence the evaluation and willingness to engage in the
complaint process. In turn, attitude toward complaints significantly predicts
complaint behaviour, confirming its mediating role in the model. By
integrating the full stages of SEM analysis, this study provides deeper and
more comprehensive conclusions regarding the antecedents of complaint
behaviour. The findings strengthen the theoretical understanding of
consumer complaint behaviour in the digital era and offer empirical
evidence that the combined influence of information access, complaint
experience, and complaint attitudes forms a coherent and robust model of
consumer complaint behaviour.

5.1 Theoretical contribution
This study contributes to the development of Consumer Complaint

Behaviour (CCB) theory by demonstrating that information access,
complaint experience, and attitude toward complaints directly influence
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