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ABSTRACT
Keywords: This paper aims to identify consumers' complaints and future reactions about
Retailing, Discount discount stores, which is one of the growing sectors of recent years in Turkey
stores, Consumer that has one of the fastest developing economies in the world. Data were
behaviour, Consumer collected from the most popular online complaint forum in Turkey. A total of
complaints, Content 921 complaints about three discount stores were examined through manual
analysis content analysis. Findings of the study showed that consumers mostly

complain about the products, personnel and price & payment of discount

Received: 24.02.2021 stores, respectively. Findings also indicated that almost one out of every 4

Accepted: 27.09.2021 complaints were in foods of discount stores. Moreover, the study
demonstrated that the most likely reaction of consumers as a result of their
negative experiences with discount stores is boycotting. In addition,
approximately one in six consumers used photographs to provide evidence of
their complaints. The products of discount stores are the category of
complaints that consumers use photographs most frequently.

1. INTRODUCTION

Understanding and evaluating consumer complaints help firms to understand what should be
considered in customer satisfaction, and develop the right marketing strategies. In this respect,
in recent years, many studies (Khan et al., 2019; Lee and Lee, 2020; Armstrong et al., 2021)
have investigated consumer complaints using some models in the field of marketing. One of
the most popular models was proposed by Day and Landon (1977). The model was expanded
by some authors in time with the addition of predecessors and successors (Bearden and Teel,
1983; Singh, 1988; Huang et al., 2014), and was tested in different sectors. The study conducted
by Heung and Lam (2003) was on hotel restaurant services, the study of Ro (2015) reviewed
the complaints about restaurant services, another study conducted by Garin-Mufioz et al. (2016)
dealt with the telecommunication sector. In addition, the study of Sampaio et al. (2018)

IThis study is extended and revised version of the paper which was presented in the 6. International
Congress on Social, Human and Administrative Sciences.
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conducted on hospitality, the study of Suomi and Jérvinen (2018) conducted on financial sector,
the study of Wang and Alexander (2018) on food supply chain are just a few of them.

Although the model was dealt with so extensively in the literature, the issue of consumer
complaints against discount stores was largely ignored. However, the discount store sector has
developed significantly between 2000-2015 in the world. In this period, the market share of
discount stores is ahead of all European countries with an approximately 3-fold increase in
Turkey (Jacobsen et al., 2017). In this respect, it is important that the complaints of consumers
about discount stores are determined. On the other hand, studies on consumer complaints in the
retailing sector (Huefner and Hunt, 1992; Harrison-Walker, 2001; Park, 2005; Lee et al, 2018)
are more focused on categorizing complaints and ignored consumer reactions. Moreover, there
are several studies conducted in developed markets, for instance Scotland (Broadbridge and
Marshall, 1995), South Korea (Park, 2005; Lee et al., 2018) and USA (Huefner and Hunt, 1992;
Harrison-Walker, 2001; Yang and Peterson, 2002). However, the number of studies regarding
consumer complaints about retailers in developing markets is extremely limited.

In this context, this study aims to unveil consumers’ e-complaints and future reactions about
discount stores, which is one of the fastest growing sectors of the world (Jacobsen et al., 2017)
in Turkey, which hosts one of the most rapidly developing economies in the world (Ant and
Hacaoglu, 2018; pwc.com.au, 2017). Thus, the current study tries to answer three questions:

RQ1: Which features do consumers complain about discount stores?
RQ2: How do consumers react as a result of their dissatisfaction towards discount stores?

RQ3: Which criteria should firms consider in order to ensure higher customer satisfaction in
discount retailing sector in a developing market?

In further parts of the study, discount stores and their characteristics, the Consumer Complaint
Behaviour (CCB) model mentioned in the literature will be discussed, the methodology of the
study will be clarified, the findings of the study will be explained in detail, and the study will
be terminated with the results and discussion parts.

2. LITERATURE REVIEW
2.1. Discount Stores And Their Characteristics

Although discount stores seem to largely implement supermarket strategies, they constitute a
retailer class that offers products or services to consumers at a low price through keeping
operational costs as low as possible (Levy and Weitz, 2012). The cost advantage plays a vital
role in rising market share of retailers by allowing them to offer products at a lower price to
consumers (Park, 2005). Discounters practice some strategies to achieve this cost advantage
(Bardakci and Baran, 2019). The low price that they offer as a result of these strategies
implemented by discount stores, on the one hand, helps them to increase their market shares
(Jacobsen et al., 2017), and also, brings some concerns on consumers.

Findings (Ailawadi et al, 2001; Baran, 2019; Baran, 2021; Juhl et al, 2006) show that
consumers’ perceived quality towards private-labelled products is lower than in national-
branded products because of their price. Some findings (Orel and Kara, 2014) show that service
quality is a strong variable which has an effect on consumer satisfaction. Although discounters
operate with less staff to decrease operational costs, Major (2018) reported that consumers'
evaluations on the service quality of discount stores are low. The store atmosphere is a crucial
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issue for retailers. In fact, Kotler (1973) emphasized that the store atmosphere is sometimes as
important as the basic products of retailers. Discounters design a simple store atmosphere and
often display products inside the package to reduce their operational costs. However, the in-
store design created by discount stores in this way reasons negatively with the consideration of
consumers. In Major's (2018) report, ALDI was ranked in the twenty-fourth and Walmart
brought up the rear on consumers' atmosphere evaluation among thirty retailers. Finally,
discounters offer consumers limited kind of products compared to other retailers, and a result
of this, they purchase a higher amount of this limited kind of goods from their suppliers and
aim to gain a cost advantage by increasing their bargaining power. At this point, Kahn (1998)
and Chowdhury et al. (2014) found that the variety of products in the retail store affected
consumer satisfaction.

2.2. Consumer Complaint Behaviour Theory

Consumer dissatisfaction is the result of negative experiences about the product purchased or
about the service that does not cover the expectations related to them (Day, 1984). The reactions
of consumers that appear as a result of these negative experiences are defined as Consumer
Complaint Behaviour (CCB) (Singh, 1988). One of the most widely accepted models about
CCB is the model that was proposed by Day and Landon (1977). In the model, the authors
(1977) mentioned three types of CCB as a result of dissatisfaction. In this context, consumers
may not react at any time, may react personally, or show their reactions at the institutional level.
As it is understood from this, dissatisfaction is the main element of the CCB model.

In the CCB model that dissatisfaction is related to the consumer expectations and to the level
of consumer approval for the product in question (Day and Landon, 1977). Consumers transfer
their dissatisfactions, which occur as a result of the failure to cover their expectations and
disapproval for the product, through different channels to their environments or institutions.
Matilla and Wirtz (2004) grouped the channels used to report the complaints under four groups:
face-to-face, via telephone, letter and e-mail, which were mostly used in the pre-Internet period
and which had some disadvantages for consumers. The time costs of the complaints made via
these channels are very high for consumers. In complaints that are made via these channels,
consumers are unlikely to achieve their goals because of difficult access to
individuals/institutions and low probability of affecting institutions, etc. (Day, 1984; Chebat et
al., 2005). Because of these disadvantages, consumers did not complain too much when there
were no online complaint channels (Chebat et al., 2005).

Developing technology presented to consumers online complaining platform as a new
alternative (Istanbulluoglu et al., 2017). Making complaints by using online channels that arose
with the spread of the internet is easier and more effective for consumers than in the preinternet
period. In the preinternet period, consumers had to experience time-consuming situations like
trying to reach by phone, waiting in the automatic telephone system, contacting companies via
letter and waiting for answers. With the social networks that emerged as a result of increasing
intensive internet use, they can easily create contents related with their complaints within
minutes (Grégoire et al., 2015). Moreover, online channels provide access to individuals and
institutions without the limitation of a specific place. Online complaint forums have much more
influence power than preinternet period channels because of their easy availability for
consumers (Goldenberg et al., 2001; Harrison-Walker, 2001; Kim et al., 2015; Balaji et al.,
2016).

Another benefit provided by online channels in the CCB model is that it allows consumers to
present evidence to support their complaints. The internet enables consumers to add photos,
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videos, etc. to the contents, which allowed them to use evidence to increase the effect of
consumer complaints (Simonson and Rosen, 2015). Consumers who comment on complaints
use photos to support their claims and provide evidence on some complaint pages.

Day and Landon (1977) indicates that consumers who cannot find solutions to their problems
can show their reactions in different ways. One of the reactions of consumers whose complaint
is not resolved is to boycott the company. Some reports (Drennan, 2011; Grant, 2013) stated
that more than 80% of consumers were more likely to stop shopping from a company that did
not care about customer complaints and did not try to solve them. Consumers can also react to
the company by sharing their negative experiences with their environments (Blogdet,
Wakefield and Barnes, 1995). Maybe, this is the most dangerous consumer response for
companies because two-thirds of the consumers see online reviews as the most reliable sources
following their families and friends (Nielsen, 2015). Moreover, the reviews of experienced
consumers affect the purchasing behaviour of consumers at a significant level (Podnar and
Javernik, 2012). Consumers can apply to companies, or private or public institutions for
compensation and to show their reactions as well. Grégoire et al. (2015) mentioned that
contacting the companies is the best scenario for companies because when the company
eliminates the subject of complaints, it can win the consumer as well as prevent negative word
of mouth. Aside from these, consumers may also react in the form of legal compensations.
Right at this point, the Consumer Arbitration Panel and Consumer Courts are some of the
methods firms can apply (Blodgett et al., 2018).

There are important findings unrolled in previous studies on retailing. Blodgett and Anderson
(2000) expressed that customers largely complain about the products of discount stores
compared to other retailers. Broadbridge and Marshall (1995) found that the most important
causes of consumer dissatisfaction in the electrical goods industry were delays in the
repair/exchange process and poor customer service. Harrison-Walker (2001) exposed that US
consumers mostly complained about the personnel and refunding of a firm in the airline’s
service industry. Huefner and Hunt (1992) showed that consumers complaints on retailers were
with regard to product quality, personnel, service, price & payment and atmosphere in the USA.
Lee et al. (2018) revealed that consumers’ e-complaints were mostly related with payment,
personnel, pricing, product, refund and return policy in the South Korean retail industry. Major
(2018) reported that US consumers mostly complaint about the store atmosphere and service
quality of discount stores. Park (2005) found that personnel, atmosphere and product quality
respectively, were discount store features that consumers mostly complained about. Park
(2005) also mentioned that consumers mostly complained about electrical goods of global
discount stores and it was followed by food and groceries.

In addition to this, there are different results found in several studies about consumers’ future
reactions. Broadbridge and Marshall (1995) revealed that very few consumers did “no action”
when they dissatisfied. Findings of the study also showed that Scottish consumers shared
negative shopping experience with their families or friends, and boycotted the brand or seller
in the retailing industry. Makarem and Jae (2016) found out that consumers would boycott
retailers because of their poor customer service and unfair pricing.

3. METHODOLOGY

The present study, which was designed as a qualitative study, focused on determining the
complaints and responses of consumers about discount stores. The process summarized in
Figure 1 was followed in this study. In this direction, three discount stores (BIM, A101, Sok)
which operate in retailing sector in Turkey were included in the study. These discount retailers
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Included Stores
BIM, A101 and Sok which have the most stores (perakendekulis.com, 2018) and are the
most frequently preferred discount stores in Turkey (Twentfy, 2017)

Platform Selection
sikayetvar.com which is the most popular e-complaint forum in Turkey (Yilmaz et al.,2016)

Determining the Period
December, 2018 (Malhotra, 2004)

Gathering Data
Totally 921 e-complaints (474 A101, 262 BIM, 185 Sok)

Complaint Categorization
Product, Repair, Return, Atmosphere, Personnel, Service, Price & Payment, Consumer-
oriented, Other (Huefner and Hunt, 1992)

Further Consumer Reaction
Boycott, Complaint to the Environment, Complaint to the Business, to Private or Public
Institutions, Applying Legal Authorities for Compensation (Day and Landon, 1977)

Coding by two Judges

/\

Author data coding Coder 2 data coding

\ Validating of coded /

data

Reporting and Inference

were included in the scope of this study for two reasons. Firstly, they have the highest store
numbers with totally more than 20.000 in Turkey (perakendekulis.com, 2018).

Figurel: Summarized research process of the study

Secondly, approximately 85% of consumers prefer one of these discount stores as a retailer in
shopping activities (Twentify, 2017). The data were collected from sikayetvar.com, which
allows consumers to share publicly-available complaints, and is the most popular complaint
forum in Turkey. Gaur and Kumar (2018) expressed that in human-intensive content analysis,
a relatively small sample is more efficient for scholars. In this context, consumer complaints
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which were shared between 1-31 December on the aforementioned platform were included in
the scope of the study, and a total of 921 complaints were evaluated with the manual content
analysis.

Content analysis, which is a widely used method in marketing research, can be defined as
coding of texts according to categories defined by researchers (Lee et al., 2020; Pilny et al.,
2019). Short and Palmer (2008) mentioned about three types of approaches, namely human
scored system (also called as manuel content analysis), individual word-count system and
computerized system, to classify content analysis in the data coding. Lee et al. (2020) indicated
that the manual content analysis took more time than the other types, and was a method with a
high validity level (Lee et al., 2020). Also, they mentioned that manual content analysis had a
lower reliability level than the other types of content analysis. However, the reliability of
content analysis largely depends on the design of the study and how loyal it is to the defined
process (Gaur and Kumar, 2018). Besides Duriau et al. (2007) specified that when the
researchers need to view latent content, for instance inference meaning, manual content
analysis is a reliable way. In this study manual content analysis method was used by trying not
to ignore any stages of the research process. This system requires manual coding by trained
coders. In this points, researchers should determine coding units (for instance, word, sentence,
paragraph, full text), and coding schemes, and should prepare a coding manual with
descriptions and assignments of each category (Gaur and Kumar, 2018). The current study, full
text was chosen as the coding unit to minimize the possibility of errors in assigning to
categories. In content analysis, researchers can create their own coding schemes (Potter and
Levine-Donnerstein, 1999), or they can create a coding scheme by making use of previous
studies and make a categorization accordingly (Gaur and Kumar, 2018). Using previous studies
help researchers accumulate a consistent mass of information when they are constructing a
coding scheme (Krippendorf, 2004). For this reason, in coding, to classify the consumer
complaints, Huefner and Hunt's (1992) complaint categorization approach was used. In this
respect, consumer complaints were categorized and coded as: (1) product, (2) repairs, (3) return,
(4) atmosphere, (5) personnel, (6) service, (7) prices and payments, (8) consumer-originated
and (9) other.

Then, the reactions of consumers in further periods were evaluated in line with Day and
Landon’s (1977) CCB model. In this model, consumer reactions were categorized and coded
as (1) boycott, (2) complaint to the environment, (3) complaint to the business, private or public
institutions and (4) applying legal authorities for compensation.

After the coding scheme decision, the encoding was manually carried out by author and an
independent encoder who had PhD degree in marketing. In this process, the author gave
detailed information about the aim of the study, coding scheme and subject for content analysis
to the independent coder, and the coding process was started.

Inter-coder reliability is another crucial issue in content analysis. Scholars can use several
methods such as correlation coefficient, Cohen's kappa or Krippendorf's alpha, to test the
reliability of inter-coder (Neuendorf, 2002) or ratio, which means agreements between coders
relative to the total number of coding decisions (Lee et al., 2020). In this context, the correlation
coefficient should not be 0.7, Cohen’s kappa should not be 0.8, Krippendorf’s alpha should not
be 0.8 (Neuendorf, 2002). In the study correlation coefficient was used to test inter-coder
reliability, and a high correlation coefficient was found (0.87). As the final stage of the research
process, the findings were reported and inferences will be described in the next section.
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4. FINDINGS

The frequencies and percentages for the main categories of complaints, which were obtained
as a result of the content analysis according to the stores, are given in Table 1. As can be seen
in the table complaints about A101 stores account for more than half of the total complaints.
The complaints of the consumers about discount stores were mainly grouped under the
categories as; products, personnel, prices and payments and others (88.7%). The complaints
about the products of the discount stores account for more than 38% of the total complaints,
and the complaints about other issues, complaints about personnel and complaints about prices
and payments follow this. On the other hand, consumers only filed two complaints to discount
stores about repairs.

Table 1: The complaint frequencies of the consumers by main complaint categories

Main Complaint Discount Store ¢ %
Category BIM A101 Sok
Product 138 170 43 351 38.11
Repair 1 1 - 2 0.22
Return 1 17 29 47 5.21
Atmosphere - 6 3 9 0.98
Personnel 48 69 50 167 18.13
Service 12 22 6 40 4.34
Price & Payment 29 56 17 102 11.07
Consumer-oriented 2 2 1 5 0.55
Other 31 131 36 198 21.39
Total 262 474 185 921 100.00

In Table 2, the frequency distribution of consumer complaints is shown according to
subcategories. The consumers complain about the food products of the most discount stores in
these subcategories (70.37%). However, consumers also complained about the rudeness and
disrespect of the discount store personnel (45.51%). Another point that comes to the forefront
in the table is that consumers complained that the prices of the discount stores were high
(25.74%). Among other complaint issues, the highest rate belongs to the deceptive
advertisements and plastic bag charges. The sub-categories of these two complaints account for
approximately half of the “other” category title.

Table 2: The complaint frequencies of consumers by sub-categories

Mam_ Sub-categories Discount stores f Total %
Categories BIM A101  Sok
Foods 115 99 33 247 70.37
Electronic goods 6 28 4 38 10.83
Product Cleaning Stuff 5 3 1 9 2.56
Other 12 40 5 57 16.24
Total 138 170 43 351
Repair Repair 1 1 - 2 100.00
Total 1 1 - 2
Not Accepting Returns 1 13 21 35 74.47
Return i

Difficulty in Returns 4 8 12 25.53
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Total 1 17 29 47
Temperature in the Store - 4 3 7 77.78
Atmosphere Store Arrangement - 2 - 2 22.22
Total - 6 3 9
Disrespectful / Rude 25 30 21 76 4551
Insult / Hurting 3 13 4 20 11.98
Personnel Aggressiveness 1 4 2 7 4.19
Uninterested 6 10 10 26 15.57
Other 13 12 13 38 22.75
Total 48 69 50 167
Complaints about Plastic 7 4 5 16 40.00
Bags
Poor / Slow Service 4 10 1 15 37.50
Service Complaints about Customer ) 4 ) 4 10.00
Services
Other 1 4 - 12.50
Total 12 22 6 40
Inconsistency between
Label and Counter ! 32 3 42 41.58
Price & High Prices 19 5 2 26 25.74
Payment Receiving More Prices 2 13 6 21 20.79
Other 1 6 5 12 11.89
Total 29 56 16 102
Consumer- Consumer-oriented 2 2 1 5 100.00
oriented Complaints
Total 2 2 1 5
Deceiving Advertisements 9 38 9 56 28.28
Charging the Plastic Bags 1 36 1 38 19.19
Other Complaints about E-Store - 29 5 34 17.17
Environmental Problems 7 6 6 19 9.60
Other 14 21 16 51 25.76
Total 31 130 37 198
Total 262 473 185 921

The distribution of the answers that consumers expressed to give against their negative
experiences is given in Table 3. When the table is considered in terms of consumer reactions,
approximately 90% of the consumers will boycott the store or complain to the institution, or a
private or public institution in the following process. The boycott reaction has the highest rate
(54.93%) of the total responses. The reaction to the company, or the private or public
institutions follows the boycott at a rate of approximately 35%. However, the decision of the
consumers to boycott is mostly because of the products of the discount stores and the attitudes
and behaviours of the store staff. The complaints to the institution, or the private or public
institutions are mainly because of the products of the discount stores as well as the problems
that consumers face about returning the goods, and the price and payment.

On the other hand, when Table 3 is evaluated in terms of complaint categories, the reactions of
the consumers in the process will mostly be about the products of the discount stores, often
boycotting them and complaining to the institution, private or public institutions. Again, it is
also seen that consumers will show their reactions to their complaints about personnel by
boycotting the stores.
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Table 3: Frequencies of the future reactions of consumers by complaint categories

) Boycott Complaint to the Environment Complaint to the Business or Applying Legal Authorities for
Complaint Private or Public Institutions Compensation
Categories

BIM __A101 Sok Total BIM _A101 Sok  Total BIM __A101 Sok  Total BIM __A101 Sok Total
Product 17 22 9 48 2 3 - 5 7 16 1 24 1 6 - 7
Repair - - - - - - - - - 1 - 1 - - - -
Return - 4 6 10 - - - - - 3 6 9 - 1 - 1
Atmosphere - - - - - - 1 1 - - - - - - - -
Personnel 9 12 10 31 - 3 1 4 1 4 2 7 - - - -
Service 4 3 - 7 - - - - 1 2 1 4 - - - -
Price & 5 2 - 7 - - - - 1 6 2 9 - - - -
Pavment
Consumer- - - - - - 1 - 1 - - - - - - - -
oriented
Other 3 8 3 14 2 - - 2 3 14 3 20 - 1 - 1

Total 38 51 28 117 4 7 2 13 13 46 15 74 1 8 - 9




The statistics on the use of photographs by the main categories of complaints of consumers are
shown in Table 4 where it is seen that consumers mostly used photographs in complaints about
the products of discount stores (67.72%). When the complaints used in photographs were
considered, it was seen that six out of every seven complaints used in the BIM store were related
to the products. Just like in the BIM and A101 stores, the maximum use of photographs for the
Sok belonged to the category of complaints about the products with 50%. Another interesting
finding in the table is that approximately 22% of the complaints that were made for the A101
store belonged to the bag prices and deceptive advertisement, etc.

Table 4: Use of photograph frequency by main complaint category

Main Complaint Discount Store

f %

Category BIM A101 Sok
Product 48 49 10 107 67.72
Return - 3 1 4 2.53
Personnel 1 2 - 3 1.90
Service 2 2 - 4 2.53
Price & Payment 2 8 2 12 7.59
Consumer-oriented 1 - - 1 0.64
Other 2 18 7 27 17.09
Total 56 82 20 158 100.00

5. CONCLUSION

In the present study, the purpose was to determine the complaints and reactions of consumers
about discount stores. The data consisted of the shares made by consumers in December 2018
at sikayetvar.com, which is one of the popular complaint forums of Turkey. The analysis of the
data was made by using the manual Content Analysis Method, which is commonly used in text
analysis in the context of Huefner and Hunt’s (1992) categories of complaints from stores, and
in the context of the CCB model of Day and Landon (1977), which is used commonly in text
analysis and findings were presented.

5.1. Theoretical/Administerial Recommendations And Limitations

Theoretical implications of the study can be considered from three aspects: categorization of
consumer complaints, consumer reactions and use of evidence. In terms of categorization of
complaints results showed that discount stores’ consumers often complain about the products
of such retailers, supports findings of Blodgett and Anderson (2000). Besides finding of the
present study, like Day and Ash’s (1979) findings, is related with the dissatisfaction of
consumers about the employees of discount stores. Another considerable finding of the study
is that one out of every four consumers who complained about prices and payments stated that
the price of the discount store was high. This result also supported Huefner and Hunt’s (1992)
findings. In the study, the complaints about bag fee in the “other” category are an important
finding in terms of literature. Although plastic bags are offered to consumers for a fee in retail
stores in many countries of Europe, the delivery of the bags for a fee in Turkey has been
implemented since early 2019. The findings suggest that consumers are complaining about this
situation although not at a high rate. The finding supports the finding of Liu and McClure
arguing that consumer complaints are affected by culture (2001).

This study is extended and revised version of the paper which was presented in the 6. International
Congress on Social, Human and Administrative Sciences.
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On the other hand, it is interesting that it was also determined in the present study that
consumers complained very little about the atmosphere and quality of the services of the
discount stores. Simple store design ( Steenkamp and Kumar, 2009) and employing fewer
employees compared to their competitors (Bardakci and Baran, 2019) are some of the cost-
reduction strategies of the discount stores (Steenkamp and Kumar, 2009) and these strategies
reduce perceived quality of the service. However, the findings of the study showed that Turkish
consumers do not complain too much these attributes of discount stores.

In developed markets, some authors (Lee et al, 2018) revealed that consumers mostly complain
about payment, personnel and pricing of retailers, and others (Park, 2005) indicated that
consumers often complained about products of retailers. However in current study, which
conducted in a developing economy, founded that consumers often complained about the food
as a product of discount stores. Moreover in service industry while consumers largely
complained about personnel and refunding (Harris-Walker, 2001) the findings of the current
study, which deals with discount stores as a type of general retailing, exhibited that consumers
complaints vary by industry.

When the study findings were evaluated in the context of the consumer future reactions to
discount stores, despite previous studies (Broadbridge and Marshall, 1995) found that
consumers’ furthest shares were with family and/or friends regarding dissatisfaction in the
electrical goods retailer, in the present study, it was found that more than half of the consumers
who expressed their reactions in the process would boycott the discount stores. Also, findings
showed that approximately 35% of such consumers would transfer their dissatisfactions to the
store, or to private or public institutions. Moreover, while findings of Makarem and Jae (2016)
indicated that consumers boycott retailers due to their poor customer service or pricing, in this
study, it was found that product, personnel and return are most important reasons in terms of
the consumers’ boycott to discount stores.

Findings of the study related to evidence usage supported the assertion of Simonson and Rosen
(2015). Findings presented that one in every six consumers used photographs in complaints as
proofs of their claims. Though this rate does not seem to be high, the value of the finding will
be understood better when it is considered that every negative experience is not suitable for
photographing.

This study also has very important consequences for companies. When it is considered that
nearly 40% of the complaints were related with the products of discount stores, especially food,
it becomes obvious that these companies, which produce products mainly to intermediary firms,
should be more involved in the production. The attitudes and behaviours of the employees of
the discount stores are one of the largely issues consumers complain. For this reason, stores
should act more carefully in the selection and training of employees. In addition, although
discount stores operate at low prices, consumers complain that the prices of these stores are
high. Hence companies must convince consumers that the rising prices are because of the recent
effective exchange rate increases. Another recommendation of the study for managers is about
the deceptive advertisements of discount stores. Discount stores offer consumers surprise
products on certain days (Kumar and Steenkamp, 2007). However, since these products come
to the stores in a limited number, many consumers are unable to buy them, and thus, accuse
discount stores of making deceptive advertisements. Informing consumers about this subject,
for example, with a sign saying “in limited number”, stores may prevent damage to their brands.

1527
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It may be argued that the most important limitation of the study is that the data cover a specific
period. Besides, the study dealt with only 3 stores in Turkey were covered in the study is another
limitation. In future studies, researchers can focus on consumer complaints at different periods
to determine if there are periodic differences in consumer complaints. This study was conducted
in Turkey, which is a developing market researchers can focus on complaints of consumers
about discount stores in underdeveloped or developed markets or on whether consumer
complaints differ in different cultures. Finally, this study dealt with discount stores.
Researchers can determine whether there are differences between the complaints of consumers
in different types of retailers with studies that cover different types of retailers.
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