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The effect of relationship quality on customer's

online revenge behaviors upon service failure
"'a survey study on a coffee shop in Damascus"*

Douaa Hasan Arsan
Supervised by Prof. Dr. Raed H. Alsarn”

Abstract

This research aims to determine the importance of service failure
stage in influencing on the future of company and its service history,
retaining its customers or losing them forever, and the importance of
correct dealing with customer, when service failure, to avoid the
catastrophic consequences against the company, in addition to know
the impact of customers' high relationship quality in service sector
(coffee shops) on their retaliatory behaviors via the internet when
service failure. The research community consists admirers and
followers of cafe's page on Facebook. A random sample of them was
100 customers, the most important results were that the level of
relationship quality is very high for the clients, there is a very strong
and direct correlation between relationship quality and customer's
revenge behaviors, and whenever the relationship quality changes by
one unit, the retaliatory behaviors will change by (0.887) in the same
direction.

Keywords: Customer revenge, betrayal, online public complaining,
avoidance behavior, online negative word of mouth.

" Business Administration Department (Marketing).
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'Huang, J .and Chang, C .,(2008), "The Rule of Personality Traits in Online Consumer
Complaint Behavior and Service Recovery Expectation”, Social Behavior and
Personality,36(9): p 1225.

2 Bechwati, N. N., & Morrin, M. (2003). Outraged consumers: Getting even at the expense of
getting a good deal. Journal of Consumer Psychology, 13(4), 440-453.

3 Grégoire, Y., & Fisher, R. J. (2006). The effects of relationship quality on customer
retaliation. Marketing Letters, 17(1), 31-46.
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4 McCullough, M. E., Rachal, K. C., Sandage, S. J., Worthington Jr, E. L., Brown, S. W., &
Hight, T. L. (1998). Interpersonal forgiving in close relationships: Il. Theoretical elaboration
and measurement. Journal of personality and social psychology, 75(6), 1586.

% Croshy, L., Evans, K., & Cowles, D. (1990). Relationship quality in services selling: An
interpersonal influence perspective. Journal of Marketing, 54(3), 68-81.

6 Henning-Thurgau, T. & Klee, A. (1997). The impact of customer satisfaction and
relationship quality on customer retention: A critical reassessment and model development.
Psychologie & Marketing, 14, 737-764, p751.

" Fitness, J. (2001). Betrayal, rejection, revenge, and forgiveness: An interpersonal script
approach. Interpersonal rejection, 73-103.
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3. When Customer Love Turns into Lasting Hate: The Effects of Relationship
Strength and Time on Customer Revenge and Avoidance, 2009: °
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4. Relationship quality determinants and outcomes in retail banking
services: The role of customer experience, 2019**:

10 Grégoire, Y., Tripp, T. M., & Legoux, R. (2009). When customer love turns into lasting
hate: The effects of relationship strength and time on customer revenge and avoidance.
Journal of marketing, 73(6), 18-32.
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1 Fernandes, T., & Pinto, T. (2019). Relationship quality determinants and outcomes in retail

banking services: The role of customer experience. Journal of Retailing and Consumer

Services, 50, 30-41.
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6. Relationships between restaurant attachment, experiential relationship
guality and experiential relationship intentions: The case of single
friendly restaurants in Taiwan 2020%:
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7. Assessing the Effects of Service Quality, Experience Value,
Relationship Quality on Behavioral Intention, 2020™*:
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¥ Wu, H. C., Cheng, C. C., Ai, C. H., & Chen, G. (2020). Relationships between restaurant
attachment, experiential relationship quality and experiential relationship intentions: The case of single
friendly restaurants in Taiwan. Journal of Hospitality and Tourism Management, 40, 50-66.

¥ TRAN, V. D. (2020). Assessing the effects of service quality, experience value,
relationship quality on behavioral intentions. The Journal of Asian Finance, Economics, and
Business, 7(3), 167-175.
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®Dorai, S., Balasubramanian, N., & Sivakumaran, B. (2021). Enhancing relationships in e-
tail: role of relationship quality and duration. Journal of Retailing and Consumer Services, 58,
102293, p3.

®Nataraj, B., & Rajendran, R. (2018). Impact of Relationship Quality on Customer Retention-
A Study with Reference to Retail Banking in India. International Journal of Business &
Information, 13(1).
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7 Cranage, D. (2004). Plan to do it right: and plan for recovery. International Journal of
Contemporary Hospitality Management, p214.

8 Goodwin, C. & Ross, I. (1992). Consumer responses to service failures: influence of
procedural and interactional fairness perceptions. Journal of Business Research, 25(2), 149-
163, p 154.

% McCullough, M. E., Rachal, K. C., Sandage, S. J., Worthington Jr, E. L., Brown, S. W., &
Hight, T. L. (1998). Interpersonal forgiving in close relationships: Il. Theoretical elaboration
and measurement. Journal of personality and social psychology, 75(6), 1586, p124.
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2 Ward, J. C., & Ostrom, A. L. (2006). Complaining to the masses: The role of protest

framing in customer-created complaint web sites. Journal of Consumer Research, 33(2), 220-

230, p223.

2L Sjlverman, George (2004). The Impact of Customer Loyalty on Word of Mouth (WOM)

under different Customer Satisfaction Levels: A Case Study of CPAC Ready Mixed Concrete.

Sasin Journal of Management. (10) : 84-101, p89.
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