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Abstract

Companies rarely enjoy hearing bad news, particularly when it comes from dissatisfied customers.
Yet, in the face of continually growing competition and empowerment of customers, it is essential
that companies learn of the problems that are causing their customers distress. In fact, companies
never hear from most of the customers who simply go away unsatisfied, without voicing their
complaints. The tourism and hospitality industries have a number of unique features that make
them especially susceptible. Although several studies treat tourist complaints and general
consumer complaints as the same, Ekiz (2011) reasoned that these unique features demand a new
measurement scale, tourist complaint restraints (TCC scale). Thus, the aim of this study is to
evaluate the effects of TCC on perceptions of justice (justice perceptions in the model) and
commitment to loyalty (loyalty intention) among Chinese tourists in Istanbul, Turkey. To achieve
this aim, 700 questionnaires in Mandarin were printed and distributed around Istanbul’s historic
tourist attractions as a form of purposive sampling. 597 questionnaires were found to be complete,
giving a response rate of 85.3 percent. Structural Equation Modeling analyses indicated that the
proposed seven-factor theoretical model fitted the data reasonably well. Results indicated that the
majority of the hypothesized relationships were supported. In particular, limited communication
on the interactional justice dimension, and unfamiliarity on the procedural and distributive justice
dimension were found to be the most important constraints. Distributive justice was found to have
the strongest effect on loyalty. The implications of these findings will be discussed.

Keywords: tourist complaining constraints, perceptions of justice, intentions of loyalty, Chinese
tourists, Turkey

Introduction

Schoefer and Ennew (2004, p. 83) stressed that “eliminating service failure is utterly impossible,
especially in the tourism industry where the involvement of a number of different parties in service
delivery may increase the potential for failure”. Yet, several studies reported very low percentages
of customer complaints (Hazée, Van Vaerenbergh, & Armirotto, 2017; Maheswaran & Shavitt,
2000; Tax & Chandrashekaran, 1992). This raises the question, why do consumers not complain?
So far, the high cost of complaining has been argued to be the leading reason. The cost may be the
time required to complain, the financial cost of complaining, psychological outlay during
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complaining, or any combination of these, and is likely to affect responses to service failure
encounters (Park & Ha, 2016; Xu & Wu, 2018).

The reasons for not complaining are discussed at length by various scholars. These reasons include;
amount of financial loss (Diener & Greyser, 1978), type of product (Day, 1984), industry (Gilly &
Gelb, 1982), socio-demographic characteristics of dissatisfied consumers (Bourgeois & Barnes,
1979), and personal and psychological factors (Gronhaug & Zaltman, 1981). Also, more recently,
some researchers turned their attention to cultural differences (Lee & Sparks, 2007; Weber, Sparks,
& Hsu, 2017) and argued that consumers’ cultural backgrounds might affect complaining
behavior. All these researchers have provided significant insight into reasons why some unhappy
customers do not complain. However, their results were inconsistent across industries, and some
researchers concluded that complaining behavior might vary for some industries (Tribe, 2008).
Furthermore, variations in individual cases made suggestions of implications almost impossible to
fit all cases (Balaji, Khong, & Chong, 2016; Mousavi & Esfidani, 2013). In addition, the
methodology used in earlier work was criticized (Halstead & Droge, 1991). A specific limitation
for the purposes of this study is that only a handful of these studies focus on tourist complaining
(Ekiz, Au, & Hsu, 2012) in different cultural settings (Ekiz, 2011). A recurring conclusion in the
relevant literature is to call for further investigation (Best & Andreasen, 1977; Moon & Han,
2018). Above mentioned issues created a gap in the understanding of tourism complaining
constraints. Thus, in attempting to understand why tourists choose not to voice their dissatisfaction,
the present study uses the TCC scale (Ekiz, 2011) with actual tourists, the absence of which was a
limitation in the original study. The following section focuses on defining and justifying the factors
Ekiz (2011) developed under the TCC scale. By using this framework, the present study aims to
assess the effects of TCC on perceptions of justice and commitment to loyalty of Chinese tourists
in Istanbul, Turkey.

Literature Review

No matter how hard they try, even the best service companies are not able to eliminate all mistakes
and problems (Karatepe, & Ekiz, 2004). These mistakes, problems or service failures are
performances that fall below customers’ expectations (Hazée et al., 2017; Hoffman, Kelley, &
Rotalsky, 1995). When this happens, a customer either complain or not, mostly latter is the
common outcome. The majority of customer complaint research studied formal complaint actions
or intentions as the major outcome of an unsatisfactory consumption (Bergel & Brock, 2018;
Singh, 1990). However, Halstead and Droge (1991) argued that restricting the definition of service
failure to complaints directed at a seller or third party can be unnecessarily limiting. Therefore,
customer complaint behavior (CCB) can be defined as “A set of multiple (behavioral and non-
behavioral) responses, some or all of which are triggered by perceived dissatisfaction with a
purchase episode” (Singh, 1988, p. 94).

Once services fail and complaints are made, complainers judge the outcome by using a justice
balance in their minds. Austin (1979, p. 127) defined justice as “...the criterion against which the
legitimacy of an act or a social program is judged. . .it refers to procedures governing human affairs,
and/or claims”. Building on a general meaning like this, Tax, Brown, and Chandrashekaran (1998)
proposed a concept of justice comprising three-dimensions; distributive/distributional justice
(concerning decision outcomes), procedural justice (concerning decision-making processes) and
interactional justice (concerning interpersonal behavior in enacting procedures and delivering
outcomes). Only when consumers feel that recovery efforts are just (received a fair recovery), they
can be loyal and their future business can be guaranteed. Oliver (1999, p. 34) defined loyalty as

https.//digitalcommons.usf.edu/globe/vol4/iss1/1
DOI: 10.5038/2640-6489.4.1.1036



Ekiz: How constraints on tourist complaints affect perceptions of justice and intentions of loyalty: Case of tourists from China visiting Turkey

“...a deeply held commitment to re-buy or re-patronize a preferred product/service consistently in
the future, thereby causing repetitive same-brand or same brand-set purchasing, despite situational
influences and marketing efforts having the potential to cause switching behavior”. Building a pool
of loyal customers is a major challenge for all the businesses, yet there are additional issues when
tourism services are considered (Finsterwalder & Tombs, 2018).

Tourism literature in general, and tourist behavior research, in particular, has become a compelling
mixture of issues by using theories originating from other areas of study, such as, anthropology,
psychology, sociology, and marketing. In particular, marketing literature has been heavily relied
upon regarding consumer behavior in the explanation of tourist behavior (Mousavi & Esfidani,
2013; Ozdemir & Yolal, 2016; Tribe, 2008). Huang (2007, p. 247) noted that “...although some
scholars align tourist behavior with consumer behavior or confine the former to the broad scope
of inquiry to the latter, it is obvious that tourist behavior differs from other types of consumer
behavior...”. Although consumer behavior studies have enhanced our understanding of tourist
behavior to a large extent, there has been comparatively fewer studies conducted on tourists’
purchasing behavior (Cohen, Prayag, & Moital, 2014) and even fewer on tourist complaining
behavior (Ekiz et al., 2012; Hui, Ho, & Wan, 2011). Thus, below section defines and presents the
framework of tourist complaint constraints (TCC) by Ekiz (2011).

Limited Time

Morello (2004) proposed that two types of time exist: objective time or clock time; personal time
or mental time, in which people base their understanding of time on subjective measurement norms
drawn from their experience or preferences. During holidays, where time commitments tend to be
flexible, other than the pre-determined start and finish of the holiday, people are likely to lose track
of time (van der Knaap, 1997). However, Swanson and Kelly (2001) noted that time restrictions
are particularly influential in service industries. Time availability has been linked to the propensity
to complain (Morel, Poiesz, & Wilke, 1997), choice of channels (Kotler, Bowen, & Makens, 2010)
and perceptions of justice (Woehler, 2004). By definition, a tourist has limited time available to
spend at a destination. Thus, limited time may affect tourists’ complaining behavior in the sense
that they may simply not have time to complain. Indeed, Cohen (2004) proposed that limitations
on time negatively affect their overall holiday satisfaction. Similarly, Cohen-Hattab and Kerber
(2004) urged that having limited time negatively affects activities that tourists participate in, places
they visit and even their overall holiday satisfaction. Yuksel and Yuksel (2008) noted that within
the limited time spent in a destination, tourists tend to choose the easiest activities to experience a
local culture and to utilize their limited time effectively. McKercher (1998) investigated the effect
of market access on destination choice and found that travelers with limited time will tend to (i)
drive directly to the destination, (ii) select the more proximate of destinations, and (iii) seek
destinations with very strong market access. These findings imply that limited time is a noteworthy
issue affecting tourist decisions. Morley (1990) emphasized that time restrictions during the
holiday experience may affect tourists’ complaining behavior. Ekiz and Au (2009) suggested a
possible relationship between time limitation and justice perceptions among tourists. Based on this
discussion, we propose the following hypotheses:

Hypothesis 1. Limited time, as a constraint on complaining behavior, negatively affects tourists’

(a) interactional justice perceptions, (b) procedural justice perceptions and (c) distributive justice
perceptions.
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Unfamiliarity

Day and Landon (1976, p. 264) argued that “...the less knowledgeable [familiar in this case]
consumer will be less able to judge product performance and evaluate the goods and services as
he consumes...also he will be unfamiliar with procedures for seeking redress and in registering
complaints”. In the context of tourism, Wickens (2002) described familiarity as one’s knowledge
of the customs, norms and practices of other social groups. He argued that when a consumer is not
familiar with the purchased service, s/he is less likely to be able to evaluate its performance
(Zeithaml, Bitner, & Gremler, 2006) and will be less likely to be familiar with the procedures for
seeking redress and registering complaints (Reisinger & Turner, 2003). Morel et al. (1997) found
that complaint behavior is associated with familiarity. Given that tourists are mostly unfamiliar
with complaining procedures (Stauss & Seidel, 2004), do not know where and how to complain
(Yuksel & Yuksel, 2008) and are not sure when to expect redress and in what form (Voorhees,
Brady, & Horowitz, 2006), their complaining behavior is likely to be negatively affected (Ekiz and
Au, 2009). This discussion leads to the following hypotheses:

Hypothesis 2a. Unfamiliarity, as a constraint on complaining behavior, negatively affects
tourists’ (@) interactional justice perceptions, (b) procedural justice perceptions and (c)
distributive justice perceptions.

Limited Communication

Communication is integral to human nature and crucially important to people’s everyday social
interaction. Being able to communicate increases the individual’s ability to cope with uncertainty
(such as a failed service), especially during inter-cultural encounters (Kim & Gudykunst, 1988).
Cohen (1992) claimed that limited communication makes any significant social exchange between
tourists and hosts impossible. This includes interactions around provision of services and rectifying
failed services (Finsterwalder & Tombs, 2018). Consequently, when something goes wrong in a
service situation, creating a need for the tourist and host to communicate to report their
dissatisfaction through a complaint complaining or to respond effectively to remedy the problem,
communication becomes even more important (Cohen, 1992; Nam, Baker, Ahmad, & Goo, 2018).
Therefore, not having the ability to communicate with the host when there is a need to convey a
dissatisfying experience, creates a natural barrier (Oz, Ihtiyar, Ahmad, & Ali, 2016; Pearce, 1982).
For these reasons, this study suggests that the more tourists consider limited communication as a
constraint, the more they will be demanding the service provider should go the extra mile and
provide an interactive, by-the-book, fair redress. In line with this discussion, we propose the
following hypotheses:

Hypothesis 3a. Limited communication, as a constraint on complaining behavior, negatively
affects tourists’ (a) interactional justice perceptions, (b) procedural justice perceptions and (c)
distributive justice perceptions.

Limited Involvement

According to Mittal and Lee (1989), involvement occurs when customers spend additional mental
and physical energy to engage with the given service. Involvement plays a key role in explaining
consumer behavior and has been shown to be significantly related to the extent of the decision-
making process (Cohen et al., 2014; Mittal & Lee, 1989), product evaluation (Lovelock, 2000) and
perception building about products and/or services (Cai, Feng, & Breiter, 2004). When consumers
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have limited involvement, they tend to lower their interaction with the company (Park, 1996) and
are more tolerant when faced with problems (Josiam, Kinley, & Kim, 2005). They also tend to
perceive recovery efforts differently (Harrison, 2018; Havitz & Dimanche, 1999). In that respect,
the present study argues that limited involvement creates low numbers of complaints, hence should
be considered a constraint that can affect tourists’ complaining behavior. This study also argues
that the more tourists perceive limited involvement as a constraint, the more they will demand a
personalized recovery action accompanied by fair and appropriate compensation from the service
provider. Further to the above discussion, we propose the following hypotheses:

Hypothesis 4a. Limited involvement, as a constraint on complaining behavior, negatively affects
tourists’ (@) interactional justice perceptions, (b) procedural justice perceptions and (c)
distributive justice perceptions.

Positive Holiday Mood

Currie (1997, p. 884) suggested “...tourists’ behavior often differs from those in the home
environment...individuals remove themselves from their day-to-day environment and place
themselves within a tourism environment...” where they behave differently. This difference could
possibly be explained by their unique psychology, which is typified by their changed social role
and the fact that they are only temporary residents of the travel destination (Casidy & Shin, 2015;
Hosany & Gilbert, 2010). A review of tourism literature revealed that most tourists are determined
to have a positive (Finsterwalder & Tombs, 2018; Liljander & Mattsson, 2002) and hassle-free
(Wood & House, 1991) experience. Similarly, it has been noted that tourists tend to stay positive
(McIntosh, Goeldner, & Ritchie, 2006), playful, relaxed and unconstrained by the rules of their
home country (Yagi & Pearce, 2007) and be tolerant of service failures (Chang, Tsai, Wong, Wang,
& Cho, 2015; White, 2005). In other words, if tourists face a problem, they may be more forgiving
(Ekiz & Au, 2009), evaluate the encounter positively (Casidy & Shin, 2015; Hoffman et al., 1995;
Park & Ha, 2016) and may not complain or be more constructive even if they do complain. This
discussion therefore calls for the consideration of a positive holiday mood as a possible constraint
on tourists’ complaining behavior. Following from the above discussion, we propose the following
hypotheses:

Hypothesis 5a. Being in a positive holiday mood, as a constraint on complaining behavior,
negatively affects tourists’ (a) interactional justice perceptions, (b) procedural justice perceptions
and (c) distributive justice perceptions.

Effects of Justice Perceptions on Loyalty Intention

Relationships between justice and post-recovery behavior have been investigated extensively
within consumer complaining behavior literature (Lee, 2018). With few exceptions, all researchers
agree that customers expect to, first, receive fair service and, if something go wrong, for their
problems to be solved in a fair manner (Berry, Parasuraman, & Zeithaml, 1994; Tax et al., 1998;
Zemke & Anderson, 2007). Customers who perceive that they have received a fair solution may
consequently feel satisfied, increase their re-patronage and engage in positive WOM (Gursoy,
Ekiz, & Chi, 2006; Harrison, 2018).

A review of the literature on consumer complaining behavior (CCB) shows that justice perception

significantly influences the customer’s satisfaction with a procedure for handling complaints and
increases re-purchase intentions and actual re-purchase, and decreases negative WOM behaviors
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(Gilly & Gelb, 1982; Lovelock, 2000; Mattila, 2001). It is commonly argued that justice
perceptions has significant direct and indirect effects on recovery satisfaction, loyalty to the
company and repurchase intentions. Tax et al. (1998) gave an extensive review of justice literature,
concluding that the three dimensions of justice (distributive, procedural and interactional) have a
significant influence on complainants’ post-recovery behaviors, particularly their intention of
loyalty to the company. These findings are supported by many complainant satisfaction scholars,
(Bergel & Brock, 2018; Gursoy, Ekiz, & Chi, 2007; Wirtz & Mattila, 2004) and word-of-mouth
communication (Kau & Loh, 2006; Yoda & Kumakura, 2007). Based on this significant evidence
within CCB literature, this study assesses the following hypotheses:

Hypothesis 6. Interactional justice perception positively relates to tourists’ loyalty intention.
Hypothesis 7. Procedural justice perception positively relates to tourists’ loyalty intention.
Hypothesis 8. Distributive justice perception positively relates to tourists’ loyalty intention.
Methods

The current study employs the TCC scale developed by Ekiz (2011) in order to implement the
model shown in Figure 1. Additionally, it borrows Gursoy et al.’s (2007) justice constructs and
Davidow’s (2003a) loyalty construct. The questionnaire items were first written in English and
then translated into Mandarin, following the back-translation technique (McGorry, 2000). The
survey elicited responses on a 5-point scale ranging from 5 = strongly agree to I = strongly
disagree (Likert, 1932). Results of a pilot study, conducted on 70 respondents, suggest that no
items in the questionnaire significantly need to be changed or modified.

The sample for this study comprised tourists from Mainland China who visited Istanbul hotels
between June and August 2016. A purposive sampling approach was undertaken for data
collection. Screening questions, i.e. country of origin and whether they had had an unsatisfactory
experience from their hotels during the current trip, were asked to ensure the respondents were
eligible to take part in the research (Ekiz, 2011). The research team distributed the questionnaires
to the respondents in Istanbul’s historic tourist attractions and requested them to fill out the
questionnaires in their own time. 700 questionnaires were distributed, with a total of 597 usable
returns, giving a response rate of 85.3 percent.

Findings

The overwhelming majority of the respondents (87.1%) were living in Mainland China; the
remainder came from Hong Kong (SAR) and from other countries, including the USA and UK.
Slightly more than half of the respondents (54.2%) were men. Just over fifty-three percent were
aged between 28 and 47. Half of the respondents (50.2 %) had college education. Additionally,
the majority reported the purpose of their visit as vacation (76.7%) and this was their first trip to
Turkey (74.4%). Finally, sixty-one percent of the respondents reported an annual income in the
range of 40.000 to 60.000 USD.

Any test utilizing SEM analysis should first confirm the distributional characteristics of the data
at hand via normality test (van de Vijver & Tanzer, 2004). Thus, in order to perform tests of
normality based on the skewness and kurtosis of the observed variables PRELIS 2.70 was used
(Joreskog & Sorbom, 1996). Overall, the results revealed a slight kurtosis and skewness for most
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of the observed variables. To be more specific, the univariate skewness and kurtosis values were -
1.236 and -1.481 respectively and relative multivariate kurtosis value was 1.803. None of these
absolute values of skewness exceeded 2.00, while the absolute values of kurtosis did not exceed
3.00, indicating the data did not appear to deviate extremely from a normal distribution (Nunnally
& Bernstein, 1994).

TCC Dimensions Justice Perception Dimensions

Interactional
Justice

Limited \ Ha
Communication /

Procedural

Limited
Involvement

Positive
Holiday
Mood

Distributive
Justice

Figure 1: Hypothetical model of the study

In evaluating the instrument’s psychometric properties, issues of reliability, dimensionality,
convergent and discriminant validity are investigated. Results of exploratory factor analysis (EFA)
indicated a very good fit, so confirmatory factor analysis (CFA) was employed on collected data
(n = 597) as recommended by research methodology literature (Anderson & Gerbing, 1988). The
LISREL 9.10 package by Joreskog & Sorbom (1996) was used to apply the maximum likelihood
method of estimation, using the covariance matrix as input data. Corrected item-total correlations
were calculated at 0.32 or greater, supporting the convergent validity of the scale (Churchill, 1979;
Kelloway, 1998). The reliability coefficient for each study variable was also computed. At the
aggregate level, an overall Alpha coefficient score of 0.805 was calculated, with reliability
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coefficient scores for the nine factors ranging from 0.748 to 0.863; see Table 1. These findings
show that the cut-off value of 0.70, as recommended by Nunnally (1978), is exceeded for each
coefficient, as was also found in Ekiz’s previous study (Ekiz, 2011).

Table 1. Results of the Confirmatory Factor Analysis

Factors and items CSL Measurement error R’ o
i t Ei t

Unfamiliarity (FAMI) .863
* As a tourist, I feel safer expressing my complaints, if I am in a familiar .82 12.44 1.01 10.05 46
destination.
* When faced with a problem during my holiday, I will be more likely to .80 11.30 1.19 14.88 .52
complain if I know how my complaint will be handled.
* Having knowledge about the destination makes me more confident in 75 14.31 1.12 18.61 52
conveying my unsatisfactory experience(s).
Limited Time (TIME) .807
* If I have a limited amount of time to explain my case to the service .89 15.67 1.33 14.73 .55
provider, I will usually prefer not to complain.
* ] think finding the right contact person to voice dissatisfaction takes a lot .84 13.11 1.78 16.33 51
of time. For this reason, I usually choose not to complain during my
vacation.
* If I feel that resolving the problem will take a long time, I will sometimes .81 12.43 1.46 14.59 48
choose not to complain.
Positive Holiday Mood (HOLI) 831
* During my holiday, I usually forgive service providers when they fail. .82 13.66 1.81 15.80 .53
* I consider myself very forgiving throughout my holiday. .84 14.27 1.30 16.01 .56
* Most of the time, I choose not to complain when I am on holiday. .79 10.24 1.52 13.47 44
Limited Involvement (INVO) 825
* The more money I spend on my vacation, the more likely I am to complain .84 14.35 1.84 13.47 .58
when an issue arises.
* If I spend a lot of effort in planning my holiday, I am more likely to .80 11.07 1.17 15.23 .55
complain if anything goes wrong.
* ] tend to complain more if I am highly involved in my vacation planning. 7 10.86 1.06 10.78 43
Limited Communication (COMM) 798
* It becomes frustrating if the employee(s) cannot understand me while I am .88 16.53 1.44 15.93 57
complaining.
* ] feel more confident in expressing my concerns if the employee(s) can .83 13.71 1.15 14.84 49
speak my language.
Procedural Justice (PROJUST) 174
* ] felt that hotel policies allowed for flexibility in taking care of my .90 15.81 1.38 15.22 .59
complaint.
* ] believe that the university guidelines for listening to and to handling .87 14.02 1.24 12.49 .53
complaints are fair.
* 1 felt that the guidelines, used by the hotel to process my complaint, were .81 10.63 1.12 11.16 .50
fair.
Distributive Justice (DISTJUST) 751
* ] am pretty happy with what the hotel gave me. .89 17.71 1.73 18.46 57
* ] think that the result I got from the hotel was appropriate. .85 14.34 1.66 15.69 .53
* I thought that the hotel solution was definitely acceptable. .80 10.85 1.20 12.30 .50
Interactional Justice (INTJUST) 748
* ] felt like the representative really cared about me. .90 18.55 1.77 16.57 .56
* ] felt that the concern shown by the representative was sincere. .84 14.97 1.52 15.39 .53
* | felt that the representative was very courteous. 81 12.51 1.28 14.20 49
Loyalty (LOYAL) .842
* I will recommend this hotel to someone who seeks my advice. .94 16.05 1.86 18.81 .58
* T will say positive things about this hotel to other people. 91 15.92 1.64 17.84 51
* I will encourage my friends and relatives to stay in this hotel. .88 13.87 1.42 14.27 .50
* I am more likely to patronize this hotel in the future. .83 12.76 1.15 17.80 48
* I will consider this hotel as my first choice to buy accommodation .81 10.58 1.04 17.80 45
services.
Fit indices

¥2/ df =275

GFI (goodness of fit index) = .95

AGFI (adjusted goodness of fit index) = .94

CFI (comparative fit index) = 91

NNFI (non-normed fit index) = .90

RMSEA (root mean square error of approximation) = .035

RMR (root mean square residual) = .077

Notes: CSL = completely standardized loadings, Overall Cronbach’s a = .805, All loadings are significant at p <.01.
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According to the results of the completely standardized factor loadings (CSL), there was no item
with a CSL score lower than the recommended 0.40 cut-off value (Nunnally, 1978). Table 1 shows
the measurement error, t-values and coefficient of determination (R?) scores. Millan and Esteban
(2004) reported R? scores as a relative measure of fit for each structural equation. Moreover, Hair,
Money, Samouel, and Page (2007) recommended the deletion of items whose R? scores are lower
than 0.40. Since all the values are above 0.40 there was no need to omit any items from the analysis.

Initially, results of the CFA indicated a reasonable fit of the nine-factor model to the data based on
a number of fit statistics (such as; ¥y*/df = 2.75, GFI = .95, AGFI = .94, CFI = .91, NNFI =.90,
RMSEA = .035 and RMR = .077). Although x*/df value is one of the most important fit indices,
there is no consensus on the acceptable level. For instance, Byrne (1998) argued that the value
should be low and supported a rather conservative less-than-two criterion, whereas Nunnally and
Bernstein (1994) noted that any value between 2 and 5 is an acceptable level. Thus, 2.75 is
considered an indication of a good fit. This therefore, allows us to conclude that the study model
with nine constructs and 28-items is appropriate to describe the collected data and serves as a well-
fitting scale for this study (Joreskog & Sorbom, 1996; Kelloway, 1998).

In order to evaluate discriminant validity, Pearson product-moment correlations were calculated.
To do this, composite scores were calculated for each factor by averaging item scores for that
factor. The highest correlation occurred between distributive justice and loyalty factors (0.54), and
the lowest was found between positive holiday mood and distributive justice (0.12). Bauer, Falk
and Hammerschmidt (2006) highlighted the need for utilizing rather conservative Fornell/Larcker
tests while assessing the discriminant validity of newly developed or comparatively new scales.
The average variance extracted estimate (AVE) was calculated to explain the overall amount of
variance in the indicators accounted for by the respective construct (Fornell & Larcker, 1981).
Values equal to or greater than 0.45 are viewed as reasonable (Netemeyer, Bearden, & Sharma,
2003), thus the overall 0.59 is acceptable. For the measurement model, the AVE for all nine factors
ranged from 0.46 to 0.63, exceeding the threshold level of 0.45 (Fornell & Larcker, 1981).

Construct validity is evaluated through tests of convergent validity and discriminant validity
(Schwab, 1980). Convergent validity demonstrates whether items are able to measure the construct
that they are supposed to and can be assessed from the t-value of each indicator (Hair et al., 2007).
Table 1 shows that all indicators of the scale have a significant t-value at the level of 0.01 (£ 1.96),
and 28 indicators of completely standardized factor loadings range between 0.75 and 0.95. Based
on these estimates, the convergent validity of the measurement scale was established (Nunnally &
Bernstein, 1994). Overall, these results indicated a good fit of data, with each indicator showing
convergent and discriminant validity and reliability within its respective construct. This therefore
provided additional support for the structural integrity of the study model (Anderson & Gerbing,
1988; Bauer et al., 2006).

The hypothesized relationships were tested using path analysis (Joreskog & Sorbom, 1996). The
empirical results demonstrate that 16 out of 18 hypothesized relationships were supported, the
exceptions being hypotheses 3¢ and 4b. Consistent with Ekiz (2011) and Ekiz et al. (2012) the
TCC dimensions were found to be negatively related to the underlying justice dimensions. Thus,
the hypotheses 1 to 5a, b and c are accepted. Moreover, three justice perceptions had a strongly
significant effect on loyalty so hypotheses 6, 7 and 8 are accepted as well. A careful examination
of Table 2 reveals that TCC dimensions jointly explain 49.1%, 44.0% and 41.5% of the variance
in interactional, procedural and distributive justice, respectively. Moreover, justice dimensions
collectively explained 60.4% of the variance in loyalty.
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Table 2. Results of the Path Analysis

Standard T-values
Parameter Estimates (ML)

I. Impact on interactional justice

Hla: FAMI — INTJUST 0.51 10.94
H2a: TIME— INTJUST 0.50 9.17
H3a: HOLI — INTJUST 0.53 13.10
H4a: INVO — INTJUST 0.46 6.85
H5a: COMM — INTJUST 0.60 14.04

Explained variance (R?) = 0.491
I1. Impact on procedural justice

Hlb: FAMI — PROJUST 0.59 13.46
H2b: TIME — PROJUST 0.55 10.54
H3b: HOLI — PROJUST 0.39 5.12
H4b: INVO — PROJUST 0.23 1.88%*
H5b: COMM — PROJUST 0.57 11.83

Explained variance (R?) = 0.440
III. Impact on distributive justice

Hlc: FAMI — DISTJUST 0.56 11.77
H2c: TIME — DISTJUST 0.54 9.18
H3c: HOLI — DISTJUST 0.24 1.92%*
H4c: INVO — DISTJUST 0.38 4.62
H5c: COMM — DISTJUST 0.47 7.19

Explained variance (R?) = 0.415
IV. Impact on loyalty

H6: INTJUST — LOYAL 0.65 19.14
H7: PROJUST — LOYAL 0.61 14.38
HS8: DISTJUST — LOYAL 0.71 24.42

Explained variance (R?) = 0.604
Notes: * indicates that the related hypothesis is not supported by the data

Discussion and Conclusions

“Tourism is considered to be a complex and multi-faceted industry that depends heavily on human
involvement” (Ekiz, 2011, p. 286). This increases the likelihood of the tourist experiencing
problems during their holiday experiences (Finsterwalder & Tombs, 2018; Oz et al., 2016; Witt &
Moutinho, 1994). Thus, eliminating service failure is impossible within the tourism industry (Xu
& Wu, 2018), so it is crucial for companies in the tourism industry to learn the factors that prevent
tourists from voicing their complaints (Ekiz, 2011). Therefore, this research aims to examine the
effects of tourist complaint constraints on justice perceptions and loyalty intentions of Chinese
tourists in Istanbul, Turkey. To do so, this paper replicates Ekiz et al.’s (2012) methodology. It is
argued in this study that the unique characteristics of tourism add more constraints to those already
discussed within CCB literature, including the cost of complaining, the negative attitude towards
complaining, the significance of problems, and the unwelcoming attitude of the company toward
complaints (Ekiz & Au, 2011).

The evaluation of the results provided evidence that all TCC dimensions had significant negative
relationships with justice perceptions, apart from the relationship between the /imited involvement
and procedural justice and holiday mood and distributive justice perceptions. More specifically,
the results gave significant empirical evidence of the relationship between limited time and justice
perceptions. This result indicates that respondents demand fair compensation, particularly when
feeling they have limited time. Being already in a restrained condition makes them more
demanding; in other words, makes them expect a fair recovery (Chan, Lee Ada, & Elise, 2016;

https.//digitalcommons.usf.edu/globe/vol4/iss1/1
DOI: 10.5038/2640-6489.4.1.1036



Ekiz: How constraints on tourist complaints affect perceptions of justice and intentions of loyalty: Case of tourists from China visiting Turkey

Ekiz, 2010). This result indicates that tourists expect hotels to recover the failure particularly when
time is an issue for them.

As for unfamiliarity, the results indicate significant empirical evidence for the relationship between
unfamiliarity and justice perceptions. This means, the more tourists regard unfamiliarity as a
constraint the more they demand the hotel should have pre-established guidelines that regulate
recovery efforts and secondly, they expect the hotel representative to follow those guidelines
(Kelley, Hoffman, & Davis, 1993; Lee, 2018). This result indicates that hotel guests rely on hotel
guidelines and try to compensate for their lack of knowledge and/or experience by demanding that
the hotel should set and follow standard and appropriate procedures.

Results revealed significant empirical evidence for the relationship between [limited
communication and justice perceptions. Thus, tourists expect the hotel representative to go the
extra mile, spend considerable effort to find a way of communication and be very courteous (Ekiz,
2009). This result indicated that hotel guests, who have difficulties in communicating their
problems, expect the hotel to tear down the communication barriers and provide a fair service.

As for limited involvement, the results give partial empirical evidence for the relationship between
limited involvement and justice perceptions, except procedural justice. This indicates that tourists
demand fair compensation, even if they are not highly involved in planning their holidays. In other
words, having limited involvement does not make them less demanding in asking for fair
compensation (Ekiz, 2010). Even though the hypothesized relationship between limited
involvement and procedural justice was not statistically significant (H4b), still tourists demand a
fair treatment.

As for the last TCC dimension, results related to holiday mood provided partial empirical evidence.
More precisely, the relationships between positive holiday mood and interactional procedural
justice were significant, while distributive justice was below the recommended cut-off value
(H3c). The more tourists are in positive holiday mood, the more they demand interactive and
personal recovery action from the company. In other words, they expect the hotel representative
to be very courteous and spend considerable effort to find a fix for any problem that may have
occurred (Ekiz & Au, 2009).

Finally, results of the analyses provided significant empirical evidence to support the overall
relationship between justice perceptions and loyalty intentions. The evidence supports the
expectation that when faced with a service failure, tourists demand a fair recovery to keep them
loyal to the company. This result aligns with the findings of several scholars within the reviewed
justice literature (Chang et al., 2015; Choi & Choi, 2014; Gursoy, McCleary, & Lepsito, 2007). In
more detail, the link between distributive justice and loyalty intention appears to be the strongest.
It indicates that fair compensation of what has been lost during the failure is the most important
expectation of hotel guests. This result is consistent with those of Teo and Lim (2001) and Tax et
al. (1998), who reported distributive justice-related issues such as compensation, as the most
important justice dimension affecting post-recovery intentions. Distributive justice is followed by
interactional and procedural justice, which shows that guests want hotels to recover their service
failures not only by providing full compensation (Chebat & Slusarczyk, 2005), but also by
following established procedures in a respectful, sincere and empathetic manner (Choi & Choi,
2014; de Ruyter & Wetzels, 2000).
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Practical Implications

There are a number of managerial and theoretical implications from this study. First, Chinese
tourists are increasingly important to the Turkish economy; thus, Turkish tourism officials, like
those in other destinations, need to understand patterns of Chinese tourists’ behavior in order to
gain a greater share of the tourism market (Chan, et al., 2016; Li, 2016; Moon & Han, 2018). In
practical terms, understanding constraints which limit tourist complaints implies several actions.
Because of the barrier created by limited communication, managers and officials in the tourist
industry should make greater efforts to hire speakers of Chinese and possibly provide Chinese
language training. In this way, the communication skills of frontline employees will be improved,
and this, in turn, will encourage Chinese tourists to discuss their complaints. It would also be
helpful for tourism officials to make detailed information available to make Chinese tourists
familiar with appropriate procedures; informing tourists of how and where to voice their discontent
will encourage them to make their feelings known. Although managers cannot extend the time
their guests are able to stay in their holiday destination, it is important for them to devise ways to
deal effectively with complaints in the time which is available. To extend this time, managers
could possibly use the internet to extend their guest relations services beyond the holiday itself, to
reduce the effects of time constraints. They should also ensure that their guests are aware of the
hotel’s system for handling complaints and that this system works efficiently; such an assurance
would encourage guests to report problems that otherwise would not be reported.

The literature review and primary data collection both find that customers’ responses tend to be
related to their level of involvement. This means that their decision to make a complaint or accept
the situation depends on how strongly involved they feel. This indicates that managers should pay
attention to making guests feel more engaged in their holidays by providing greater interaction and
constant feedback. For example, Wirtz and Mattila (2004) emphasized that considerable sums of
public money are expended on engaging guests in designing services and recovering them. A final
suggestion for managers is that they should proactively identify potential problems, regardless of
any holiday mood which may leave them disinclined to protest: silence does not always imply
contentment. For this reason, managers should endeavor to make it as easy as possible to register
a complaint without spoiling the guests’ holiday moods. Taken as a whole, awareness of these
constraints will assist managers in minimizing the effect of service breakdowns and adapting their
companies’ processes for managing complaints without discouraging guests from expressing their
grievances. This is consistent with the findings of a number of other researchers who emphasized
that research into tourist behavior (Ozdemir & Yolal, 2016), especially complaint behavior, should
form a key component of service companies’ strategic and operational plans, for these plans to
achieve success. Reducing the constraints will bring the companies a little closer to correcting the
problem and, therefore, keeping their guests, avoiding negative word-of-mouth and cutting
customer turnover (Kotler et al., 2010; Tax et al., 1998).

Theoretical Implications

In terms of theoretical implications, this paper most important contribution is its evidence that that
tourist complaints are different from general customer complaints (Ekiz & Au, 2009; Yagi &
Pearce, 2007). In addition, the use of the scale developed by Ekiz (2011) to measure TCC fills a
gap which has hitherto existed; this tailor-made scale is specific to the tourism industry and its
applicability is demonstrated in this paper. This study fulfills Ekiz’s wish that his 2011 study
should be replicated with genuine tourists, rather than the graduate students used in his 2011
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research and other studies (Ekiz, 2011); the current study targeted Chinese tourists visiting
Istanbul, Turkey.

Limitations

Interpretation of this study should bear in mind several limitations. First, it concentrated on
development of the TCC scale, without considering possible causal relationships between
dimensions of TCC and other constructs. Therefore, constructs such as organizational responses
(Gursoy et al., 2007), perceptions of justice (Chebat & Slusarczyk, 2005), overall satisfaction
(Zeithaml et al., 2006), intention to repurchase (Davidow, 2003b), and word-of-mouth intention
(Swanson & Kelly, 2001) could lead to further insights. A second limitation is the dependence on
purposive sampling. Probabilistic sampling would lead to greater confidence in the generalizability
of the results. Finally, it would be helpful to assess the extent of generalizability of the TCC scale
by carrying out similar studies in other contexts and with larger samples.
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