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Customer Since 2008, private shopping sites have been amongst the leading business
Complaints, models in the world. However, with the growing number of these
E-Retailing, companies, there are some problems which are declared by the customers
Logistics through online platforms. Hence, this study provides evidence from Turkey
Management, through the examination of the customer complaints from the leading

Private Shopping private shopping sites. In this regard, 1,014 customer complaints were
analyzed for the period of three months (April, May and June 2013) from
the popular online platform “sikayetvar.com”. The findings reveal that
private shopping sites have same types of customer complaints which occur
mainly due to problems in the logistics capabilities of the companies.
However, number of complaints differs significantly according to private
shopping sites and months. This study contributes to literature through
identification of variations in the number and category of complaints across
months and among private shopping sites. Additionally, it provides

JEL Classification  \anacerial implications for private shopping sites to improve the logistics

M10, M31, L84 capabilities and other facilities

1.INTRODUCTION

The term retailing covers all business processes which involve the sale of goods and
services to consumers for personal, family or household use (Berman and Evans, 2004).
Retailing is a key driver of global economy, where the total sales generated by the world’s
ten largest retail companies were $1.25 trillion in 2012 (Deloitte 2014). In retailing,
emerging research issues have been identified as growth of the internet and e-commerce,
branding and customer loyalty, service success strategies, and behavioral issues in pricing
and patronage (Grewal and Levy, 2009). With the adaptation to new digital age, the
consumption choices, tremendous increase in the numbers of internet shoppers and the
acceleration of social media platform have caused significant changes in physical retailing
model (Turkiye Perakendecilik Meclisi Sektor Raporu, 2012). Therefore, development in
direct marketing and technology has enabled retailers to reach customers through
different distribution channels. For instance, catalog shopping and pioneering approaches
such as television infomercials have created new business models, and later paved the
way for e-retailing. This has enabled significant growth in e-retailing and e-retailers.
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According to the e-Marketer, total sales of e-retailing is $1.251 trillion, and is expected to
increase to $2.357 trillion by 2017 (E-Marketer, 2014). These indicators show the growth
of both online markets and competition worldwide. E-retailers are usually classified as
store or non-store based while e-retailer business models focus on the distribution
channel, accessing to the customer and planning merchandise activities. With the
advances in information, communication technologies (ICT) infrastructure and adoption of
new business model, consumers increasingly shop and enhance the share of e-commerce
in the 21st century.

The categories of e-retailers are described as click and mortar retailers, direct retailers,
and virtual retailers. Click and mortar retailers operate as traditional brick and mortar
retailers with an online store that incorporate online marketing options and integrate
online and offline business activities (Dennis, Fenech and Merrilees, 2004). Direct retailers
are the oldest format in three formats, and have a face to face relationship with
customers through a catalogue system or door to door selling. Lastly, virtual retailers are
defined as click only companies, or “pure play” e-retailers which use the internet alone as
a distribution channel, and have no physical store. For instance, Avon is amongst the most
known direct retailers in Turkey (Internet Retailer, 2012; Fortune, 2012) while Amazon is
the most popular and well-known virtual retailer in the world (Kotler and Armstrong,
2006).

The retailing sector, growing in parallel to the Turkish economy, is one of the sectors most
affected by the improvement in digital environment. By transferring to the online
environment, well-known Turkish brands in the retail sector have focused on to
reinvigorate themselves with the benefits of e-commerce (Turkishtime, 2013). This has
also emerged the private shopping sites. Private shopping sites are among the pure play e-
retailers (virtual retailers). According to European e-retailing index (2012), Turkey is the
European market where the rate of pure play players (retailers only use e-commerce sale
channel) is high. 60% of the top leading virtual retailers use only e-commerce sales
channels (Deloitte, 2012). In this regard, the operating principles of private shopping sites
are based on presenting famous brands to consumers at affordable price levels with
limited quantities for a relatively short period of time and especially for website members
(Ayadi, Giraud and Gonzalez, 2013). In Turkey, Markafoni is the first private shopping site
which is established in 2008. After Markafoni, the number of private shopping sites has
increased dramatically. Private shopping sites have achieved serious growth in Turkey not
only in terms of penetration, but also in turnover figures (Ozmen, 2012). They offer to
their web site members highly discounted goods from well-known brands in limited
quantities for a short period of time (Ayadi et al., 2013). Private shopping sites are
reported to be successful and promising to enhance their market share in Turkey
(Turkishtime Arasta, 2014). Considering that retailing is amongst the most diverse and
dynamic sectors, it is challenging to achieve sustainable competitive advantage due to the
increasing number of retailers using similar formats (George, Kumar and Grewal, 2013).
This is also valid for private shopping sites where there is fierce competition among the
players. Therefore, understanding and considering consumers’ perspectives on issues with
the private shopping sites need to be examined. In this regard, the aims of this study are
twofold. Regarding the limited literature on the customers’ complaints with the private
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shopping sites in Turkey, the study wants to provide evidence from Turkey and reveal if
the customer complaints of leading private shopping sites differ from each other.

2.LITERATURE REVIEW

E-retailing is most commonly defined as “the sales of goods and services through internet
or other electronic channels, for personal or household use by customers” (Dennis et al.,
2004). The literature on e-retailing is wide-ranging, but fragmented.

Research in the earlier years of e-retailing focused on the retailers’ perspectives on the
managerial challenges of e-retailing. As for the following stage, between 1990-2000, when
internet was considered a new marketing channel, most research addressed the
adaptation processes of consumers and focused on their buying behavior as well as
experience. The development stages of e-retailing divided into three categories: retailer
perspective, customer perspective and technological perspective, in a content analysis
about e-retailing between 1996-2005 (Doherty and Chadwick, 2006). In the most recent
stage, in which customers have become accustomed to online shopping, the research
focus shifted to web site design, software tools and e-commerce infrastructure (Doherty
and Chadwick, 2006).

With respect to this research focus, it is clear that the penetration of the internet has
influenced both the customers and the business activities. From the customers’ viewpoint,
internet is a less costly way of participating in business activities but from the business
perspective, it is important that their operations incorporate e-retailing to avoid being
excluded from the new marketplace (Valvi and Fragkos, 2012).

In the 21st century, the development of e-retailing and growing competition are forcing
companies around the world to re-examine their logistics activities with the objective of
reducing costs and improving customer service (Gunasekaran et al., 2007). Effective
logistics management is not only a success factor, but also a fundamental condition for e-
retailers because of this new dynamic online marketplace (Marri et al., 2006). In this new
marketing environment, although online shopping allows customers to purchase products
at their convenience and attracts the attention of customers who would be reluctant to
buy in other situations, customer loyalty can ultimately only be achieved by an efficient
logistics system. Obtaining demand, as a one of the function of marketing is created
through product and service, pricing and marketing communications (Tek, 2013). As an
important player in the distribution channel, retailers aim to achieve not only marketing
capability, but also logistics capability through the management of their logistics network.
Therefore, the current high levels of competition lead retailing research to concentrate
not only on marketing, but also on logistics and supply chain management. Although e-
retailing is growing rapidly in the business environment, the literature on this topic is still
limited. On the other hand, e-retailing also needs the combination of an efficient web site
and fulfillment system as well. The web site has a vital role in influencing customers and
providing choices. After the order is placed, the effective fulfillment of the order depends
on the e-retailer’s logistics system. Subsequent purchase decisions of the customer are
influenced by this fulfilment process which involves pre-puchase, during purchase and
post-purchase activities (Kotzab, 2005; Boriihan, 2014). In e-retailing, the e-retailers” web
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site performs as an invisible store for customers, the physical store location is no longer
vital for the e-retailers. The service encounter with the customer is delivery driver (cargo
company) rather than the cashier in the physical store. The e-retailers’ web site acts like
virtual shelves, and should ensure to provide accurate and up-to-date information about
the products and inventory. Physical products still have to be supplied or produced,
stocked, packaged and delivered to the customers. Therefore, logistics expenses have
replaced store-related costs as the main retail expense (Soasta, 2012). In this regard, in
the 21st century logistics has been recognized as a core competence contributing to e-
retailers’” competitiveness, in the new robust marketplace (Maltz et al., 2004; Mottner et
al.,, 2002). Therefore, the e-retailers need advanced retail information systems. The
typical tasks of a retail information system identified as follows (Kotzab, 2005)
merchandise planning, order management, order receipts, invoice control, sales, payment
and inventory control. However, these tasks are managed differently in retailers and e-
retailers. Table 1 summarizes the physical and e-retailing with the logistics perspective.

Table 1: Physical and Internet Retailing: The Logistics Perspective

Physical E-Retailing Key Difference
Network determined by determined by supply  pure play and brick-and
Design logistics costs, chain organization click options are available,
ownership costs and as well as hybrids,
prospective demand depending on skill sets
and history
Search in-store search computer aided few or no physical
inventory tools and limitations on the internet
display capabilities implies need to scale up

inventory capabilities and
subsitute information for
sensory input

Customer self-service except for  seller’s responsibility final service encounter
Logistics large items to buyer’s door shifts from register to
customer’s home.

cost shifts to logistics from
stores.

Source: Maltz, A., Rabinovich, E. and Sinha, R. (2004), Logistics: The key to e-retail success, Supply Chain
Management Review, 8, 56-63.

The prevailing characteristic of e-retailing is its intrinsic need for an efficient and reliable
logistics management, since customers are spread worldwide. End customers’ orders are
much more unpredictable and unstable than in a B2B environment, and demand varies
seasonally or according to special occasions. Compared to physical retailing, in e-retailing
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order size per customer is smaller but the number of transactions is much higher.
Distribution of the products to the highly dispersed customers is much more difficult than
physical retailing, and the average value of shipments is very small, usually less than $50.
Various orders, which combine both fresh food products with limited expiry dates and also
non-food products may involve additional activities, such as (re)packing, consolidation and
cross docking. Customers have high expectations, not only of the prices and quality of
products and services, but also about speed of delivery. They are also aware of the
presence of alternative e-retailers and physical stores (Turban et al., 2010).

Regarding these, according to the literature, apart from the attractiveness of web sites,
improvements in logistics activities such as ordered products, delivery, supply, order
processing, sales return, customer service will all affect success in e-retailing. (Fan et al.,
2013; Holloway and Beatty, 2003; Kayabasi, 2010; Tarn et al., 2003). An important cause
of failure in e-retailing is that technology companies neglect the logistics infrastructure
(Reynolds, 2001).

Therefore, customers are likely to encounter some logistics problems during online
shopping. Customer complaints were examined, and classified into 4 groups, as web site
design/interaction, fulfillment and reliability, security and privacy and customer service
(Holloway and Beatty, 2003); In this classification, problems about web site information
quality, web site navigation and ease of use, product selection and prices, shipment
tracking, purchase process, stock availability are considered in the category of web site
design/interaction. Fulfillment and reality problems are about timeliness of the delivery,
order accuracy, delivery condition, billing accuracy and merchandise quality. Credit card
fraud, shared e-mails are about security and privacy and finally service level and return
handling problems are examined in the customer service. It was focused on fulfillment
process and challenges in this process (Tarn et al., 2003). E-fulfillment is mainly concerned
with customer expectations and satisfaction in this new economy. According to this point
of view, due to the nature of differentiated demand, major challenges for B2C e-
commerce includes; prompt delivery, supplier selection, product quality, receiving,
storage, picking, shipping and reverse logistics.

516 customer complaints were examined regarding online shopping from the
www.sikayetvar.com, dividing them into 7 groups (Kayabasi, 2010). The most frequent
logistics problems relate to ordered products, delivery, supply, returns (products and
payments), order processing, customer service and after sales service. A more detailed
examination reveals the main areas of concern are missing items, late delivery, long
supply pending process of ordered products, product returns, unanswered e-mails,
problems about order tracking, late service returns.

The data were collected from an EC customer data base and gathered 5993 customer
complaints data (Fan et al., 2013). Customer complaints were classified into 6 groups as
product defect, packaging errors, compatibility, pricing, customer cognitive differentiation
and delivery delay. Product defects relates to any kind of damage occurring during any
process, for example the delivery process or packaging process. Packaging errors include
the delivery of the wrong product, the loss of the attachments and stolen products.
Compatibility involves information service; lack of product information is a cause of
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customer complaints. Complaints about pricing include producer or dealer discount after
sale, and low price in other channel. Customer cognitive differentiation originates from
the received product not meeting expectations because of inaccurate product images,
purchase of inappropriate products, misleading warranty extension, the unexpected
cancellation of orders, and poor service quality. Finally, delivery delay is caused by
inaccurate customer information and dealer inventory shortage.

According to literature, it is clear that products will only create value if product and
delivery meet customer expectations. The fulfilment process is the most visible part, the
tip of the iceberg. However, there is also a need for e-retailers to examine the hidden part,
the pre-purchase, during purchase and post-purchase stages. Customers’ perception will
be formed by the online shopping experience starting with the entrance to the web site
until the delivery of the product, and after sales operations. Thus, the level of customer
satisfaction will reflect the overall effectiveness of the entire logistics system involved in
the fulfilment process.

Hence, it should be revealed why customer complaints occur. Regarding these, this study
concentrates on the customer complaints targeting the leading private shopping sites in
Turkey. The research design, analysis and results, findings and discussion, limitations and
directions for further research are presented to serve the aims of the study.

3.DATA AND METHODOLOGY

The study aims to identify any variations in the number and category of complaints, across
months and among private shopping sites. An analysis was made of customer complaints
from the popular word of mouth marketing website “sikayetvar.com”. “Sikayetvar.com”
was established in 2001 as the first and leading customer complaints platform in Turkey.
Currently, it has approximately 1.850.000 members and more than 1,300 corporate
members following these customer complaints (Sikayetvar.com, 2015). The analysis was
held for the months of April, May and June 2013. These months were chosen considering
the seasonal impact (reflecting end of winter, spring and start of summer season). In the
research, three leading private shopping sites were selected. The researchers prefered to
use the letters of X, Y, Z not to create any negative image for the private shopping sites.
For the three months period, 1,014 customer complaints were examined. In the selected
sample of the customer complaints, the complainers comprise 49% of female and 51%
male.

There is only one dependent variable, the number of customer complaints. The
independent variables examined are months and private shopping sites. In the light of
previous parts and the variables, three research questions were determined. The
customer complaints are grouped into the following categories: the ordered products
(Holloway and Beatty, 2003; Kayabasi, 2010), delivery complaints (Holloway and Beatty,
2003; Kayabasl, 2010), order processing complaints (Kayabasi, 2010), supply complaints
(Kayabasl, 2010), accessibility to related personnel (Holloway and Beatty, 2003; Kayabasl,
2010), sales returns (Kayabasi, 2010), gift cards and a final category consisting of all
complaints not covered by any of these previous categories. These categories are sub
grouped into different items which are mainly derived from literature (the categories and
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subgroups can be found in Appendix). The content of these categories are presented as
follows:

Ordered Products Complaints: The offered range of products, product mix and depth with
accepted prices enable e-retailers to attract customers and differentiate themselves in the
market. These factors directly relate to order condition, order accuracy and order quality.
Firstly, order condition refers to the absence of damage to the orders, which is essential
for product use by the customer. Order accuracy refers to how closely shipments match
customers’ orders. This means having the appropriate items, in the desired quantity,
without substitutions. Lastly, order quality refers to how well orders conform the product
specifications, how well they function and meet the customers’ needs (Mentzer et al.,
2001).

Supply Complaints: The supply of products on time at an affordable right price is equally
as important as providing a customer-oriented web site. It is essential for e-retailers to
have reliable supply chain partners who are able to provide quality products and materials
on demand. Supply process have to be supported with a back end supply chain
management systems, furthermore order preparation should be automatic and paperless
as much as possible (Tarn et al., 2003).

Delivery Complaints: Several market research studies have identified delivery problems as
a major constraint on the growth of home shopping (Fernie and Sparks, 2009). Many e-
retailers use promotions as marketing tools on their websites without establishing the
required backend operations and thus may find it difficult to satisfy customers in terms of
delivery time and product choice. It was pointed out that well designed web sites will be
useless, if the e-retailers cannot deliver the goods (Krueger, 2000).

Order Processing Complaints: Customers and e-retailers interact with each other in online
transactions. Although e-retailers provide self-service mechanisms for customers, these
kinds of technology-based channels or mechanisms generally eliminate the human
interaction, which is considered as a main component of physical retailing (Fan et al.,
2013).

Sales Returns Complaints: Sales returns have become vital as companies make efforts to
maximize the value they create for customers. It has been argued that returns are more
common in e-retailing than in physical retailing due to the lack of opportunity for the
customers to examine the product physically, or get enough reliable and current
information before purchasing (Cooke, 2000; Griffis et al., 2012). The returns mainly
result from product complaints such as wrong item arrival or damaged items, and to a
lesser extent, a change of mind by the customer, or inaccurate delivery details (Tarn et al.,
2003).

Customer Service Complaints: Customer service means a helpful responsive service that
is effective in processing customer inquiries and returns/complaints during or after the
sale (Holloway and Beatty, 2003). According to the literature, when customers perceive a
high level of service recovery effort from the firm, negative perception of the firm is
diminished considerably (Bearden and Teel, 1983; Oliver and Swan, 1989; Oliver, 1997).
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Gift Card Complaints: Gift cards are an alternative non-monetary gift. This promotion
activity (gift cards, coupons and discounts) can help to attract customers and develop
customer commitment and loyalty.

Other Complaints: In this research, a number of complaints were found that were not
covered by any of the above categories, and were therefore categorized under other types
of complaints.

In light of these, the research questions are determined as follows: Research Question 1:
Do the types of customer complaints and private shopping sites differ in terms of number
of complaints?, Research Question 2: Do the types of complaints and months differ in
terms of number of complaints?, Research Question 3: Do the private shopping sites and
months differ in terms of number of complaints? Regarding the research questions, the
research hypotheses are presented as; H;: Private shopping sites and types of customer
complaints differ in terms of number of customer complaints, H,: The types of customer
complaints and months differ in terms of number of complaints, Hs: The private shopping
sites and months differ in terms of number of complaints. In the following section, analysis
and results are presented.

4.ANALYSIS AND RESULTS

Based on the analysis and classification of 1,014 customer complaints from
www.sikayetvar.com concerning the three leading Private Shopping Sites (named as X, Y,
Z) for the months of April, May and June 2013. The findings are presented with descriptive
statistics and hypotheses testing.

4.1 Descriptive Statistics

Figure 1 shows the frequency of customer complaints by gender. The percentage of
gender distribution is approximately equal, but men’s total complaints are slightly higher
suggesting that males are more likely to complain than females.

Figure 1: Frequency of Customer Complaints by Gender

male
female
100 200 300 400 500 600
female male
B Number of Complaints 503 511

Although women use internet for shopping more frequently than men (Bae and Lee,
2011), men tend to complain more frequently than women. Figure 2 shows that shopping
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site Y is the least successful in managing complaints, as it has significantly more than the
other two private shopping sites analyzed in this study.

Figure 2: Percentage of Total Complaints across Private Shopping Sites X,Y and Z

Total Complaints

Ex Hy mz

Additionally, the distribution of types of customer complaints is also presented as a
significant descriptive. Figure 3 displays the frequency of types of customer complaints.

Figure 3: Frequency of Types of Customer Complaints

350
20%
g 300
=
g— 250 | 245%
b 200
B
- 16%
g 150
50 |
=
£ 11% 10%
100
z
£ . 5%
- 50 ¢
g o | [ | [
Complaints
about 5 I Delive Complaints | Complaints Other Accessibility
uRRY ey about Order | about Sales | Customer to Related Gift Cards
Ordered Complaints | Complaints . .
Processing Returns Complaints Personnel
Product(s)
® Types of Complaints 305 241 167 pler) 100 a8 27 19

It should be noted that, the main areas of customer complaints are on ordered products
(30%), supply (24%), delivery (16%), order processing (%11), which account for 80%
percentage of the total complaints (80/20 rule). Other complaints are classified as sales
return (10%), other (5%), customer service (3%) and gift cards (2%). It can be inferred that
effectively managing these 4 main types of customer complaints has the potential to solve
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80% of the total complaints. In this regard, implications for these types of complaints are
provided.

In our research, it is revealed that most frequent complaints on ordered products concern
the delivery of wrong items/missing items, the delivery of poor quality, damaged or
defective products, and the delivery of imitations and second hand products. Moreover,
typical supply complaints examined concern the procurement of ordered products, the
length of the supply pending process, sales of out of stock items and the length of the
time that the ordered products have been held (in stock).

Additionally, delivery delay is the major cause for delivery complaints. Delivery delay is a
common problem in e-commerce because rather than arriving directly from e-retailers to
customers. Order delivery is mainly performed by cargo companies. Late delivery, delivery
that is neglected or wrongly addressed, or delay caused by the cargo companies all lead to
delivery complaints. However, another important area of complaints is order processing
complaints. This category is comprised of order tracking problems, cancellation of orders
without customer knowledge, overdrawing from customers’ credit card, failure to cancel
orders on customer request, withdrawing money from a credit card without processing
the order, sending order confirmation without sending the order itself, and providing
misinformation about the cargo fee.

In this study, complaints on sales returns are due to length of time taken to compete the
return process, problems in tracking the return process, failure to provide refunds,
problems with refunds to customers credit cards, the lack of provision for returning the
products, the use of gift cards in lieu of refunds, the limited validity or unsuitability if gift
cards in lieu of refunds, and errors in refunds.

Another category of customer complaint is accessibility to related personnel. The main
areas in this category are not being able to contact to the communication department, not
following up after sending standard e-mails to customers regarding all types of
complaints, ignoring to customers’ e-mails, long delays and the inability of customer
service to resolve customer complaints.

In this research, an additional category of complaints, gift cards are introduced. It is
revealed that the most important complaints concern misinformation, unusable gift cards,
and unloading promotion to the gift card. Lastly, in this research, the customer
complaints which do not fit into any other type of category are placed in a separate
category. The most common of these complaints are unusable mix promotions (not able
to use gift card in combination with other promotions), misinformation about promotions,
some technical problems with web-site, an excessive number of promotional and arrival
emails during the day.

4.2. Hypotheses Testing

After the categorization, the customer complaints were analyzed in the SPSS 20 program.
This dataset consisted of 3 categorized variables (types of complaints, months and firms)
and 1 metric variable (total complaints), therefore Factorial ANOVA was used to find
interactions/differences in terms of number of complaints between private shopping sites
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and types of complaints; types of complaints and months; and private shopping sites and
months.

Table 2: Tests of Between-Subjects Effects

Type lll

Sum of
Source Squares df Mean Square F Sig.
Corrected Model 29656,389° 43 689,683 13,093 ,000
Intercept 25162,722 1 25162,722 477,701 ,000
Private Shopping 7314,028 14 522,431 9,918 ,000
Sites*Types of Complaints
Types of 740,444 14 52,889 1,004 ,476
complaints*Months
Private Shopping Sites 722,889 4 180,722 3,431 ,021
*Months
Error 1474,889 28 52,675
Total 56294,000 72
Corrected Total 31131,278 71

a. R Squared =,953 (Adjusted R Squared = ,880) Dependent Variable: Number of Customer
ComplaintsConfidence Interval : 0,95

As it can be observed from Table 2, there is a significant difference between private
shopping sites and types of customer complaints; and also between private shopping sites
and months. However, there is little variation in the numbers of various types of
complaints across the three months, suggesting relatively stable levels of the different
types of complaints. The differences of private shopping sites or seasonality do not
interact with types of complaints. Additionally, the main types of customer complaints did
not change across the months for all sites, complaints about ordered products, delivery
and supply remained dominant.
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Table 3: Types of Complaints across Private Shopping Sites (X,Y and Z)

95% Confidence
Interval
Lower Upper
Firms Mean Std. Error  Bound Bound
Complaints about Ordered Product(s) 32,333 4,190 23,750 40,917
Delivery Complaints 22,667 4,190 14,083 31,250
Supply Complaints 16,000 4,190 7,417 24,583
X Complains about Order Processing 17,333 4,190 8,750 25,917
Accessibility to Related Personnel 3,667 4,190 -4,917 12,250
Complaints About Sales Returns 8,667 4,190 ,083 17,250
Gift Cards 2,333 4,190 -6,250 10,917
Other Customer Complaints 4,333 4,190 -4,250 12,917
Complaints about Ordered Product(s) 70,000 4,190 61,417 78,583
Delivery Complaints 40,000 4,190 31,417 48,583
Supply Complaints 78,333 4,190 69,750 86,917
Complains about Order Processing 13,333 4,190 4,750 21,917
Y
Accessibility to Related Personnel 9,333 4,190 ,750 17,917
Complaints about Sales Returns 18,333 4,190 9,750 26,917
Gift Cards 2,667 4,190 -5,917 11,250
Other Customer Complaints 1,667 4,190 -6,917 10,250
Complaints about Ordered Product(s) 32,333 4,190 23,750 40,917
Delivery Complaints 22,834 4,190 12,750 32,917
Supply Complaints 24,333 4,190 15,750 32,917
7 Complains about Order Processing 12,000 4,190 3,417 20,583
Accessibility to Related Personnel ,667 4,190 -7,917 9,250
Complaints about Sales Returns 14,000 4,190 5,417 22,583
Gift Cards 2,000 4,190 -6,583 10,583
Other Customer Complaints 10,000 4,190 1,417 18,583

Dependent Variable: Number of Customer Complaints

As it can be observed from Table 3, the three private shopping sites experienced similar
types of problem, but X and Z’s mean of types of complaints are lower than Y’s mean of
types of complaints. Also X and Z’s types of complaints mean values are very close, but Y’s
types of complaints mean value are higher than both two types of complaints value. This
means X and Z manage the customer complaints more effectively than Y.

While the study has three hypotheses, H, and H; are supported while H, is not supported.
Table 4 displays the results of hypothesis testing.
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Table 4: Results of Hypotheses Testing
Hy: Private shopping sites and types of customer complaints differ in

. Supported
terms of number of customer complaints.
H,: The types of customer complaints and months differ in terms of Not
number of customer complaints. Supported
H;: The private shopping sites and months differ in terms of number of

. Supported
customer complaints.

5.CONCLUSION AND FURTHER RESEARCH

With the internet being an alternative distribution channel, share of e-commerce has
increased in Turkey as in the world market. In today’s dynamic and fast-paced
environment, retailing formats change rapidly. This research addresses the private
shopping sites as pure play electronic retailers which are the non-store based retail
format. This study examines the customer complaints of the leading private shopping
sites’ in Turkey (named as X,Y,Z) in terms of the interactions/differences between the
types of customer complaints, months and companies. In this research, it is observed that
months and types of customer complaints have no effect on the number of customer
complaints. This result shows that private shopping sites have same characteristics and
same type of managerial problems. Another finding revealed is, the types of customer
complaints differ according to private shopping sites. Additionally, private shopping sites
differentiate according to the months in accordance with number of complaints.

To summarize the results, the private shopping sites have the same types of customer
complaints for each month (April, May, June 2013). However, number of complaints
changes according to the private shopping sites and months. This result clearly shows that
private shopping sites have same insufficiently managed types of complaints.

According to distribution of 1,014 customer complaints, customer complaints on ordered
products (30%), supply (24%), delivery (16%) and order Processing (%11) complaints are
revealed to be the prominent ones. The subsequent ones are sales return (10%), other
(5%), accessibility to related personnel (3%) and gift cards (2%). This indicates that even
though X,Y,Z company are the first three leading company in the private shopping retail
format, they are faced with same types of customer complaints in each month. Besides
that, when the classified groups are examined with their subgroups, it is observed that
these complaints are caused by the inefficient logistics capabilities of the companies.

Regarding the findings, managerial implications are provided to the private shopping sites
to reduce these complaints and increase customer satisfaction. In order to reduce the
percentage of defective and poor quality products, companies should use quality
management through the entire logistics process. Using high quality packaging and
wrapping, providing consistent, adequate labelling of the products, avoiding selling fake or
imitation products will decrease the product quality problems. Moreover, companies
should provide product receipt and guarantee document within package and/or on the
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website. For providing quality products and materials at all time, companies need to have
reliable supply chain partners supported with a back end supply chain management
systems.

Sharing current information with integrated logistics systems such as EDI (Electronic Data
Interchange) between the supply chain partners and companies is vital to reduce the risk
of not procuring the demanded products. Using information technologies, sharing real and
current information in the supply chain partners will also help to diminish the delivery
problems. Offering alternative innovative delivery options such as express delivery (in 3-4
hours, next day), priority delivery (three to four days) and regular delivery (five to ten
days) can be an alternative for the consumers who are eager to pay more for additional
value adding activities. In addition, delivery terms and conditions should be accessed
easily on the website. Also delivery types and periods, cause of late delivery and
information about unsent orders should be given to the customers interactively. After
delivering the order, companies should provide order tracking systems and send order
status notification about cancelations or order confirmation, provide order cancelation
option to the customers with clear information, give more information about shipment
and cargo fee.

Apart from these, if the customers are encountered with a return, they should find clear
and comprehensive information about product return and refund policy on the web site of
the e-retailer. According to this policy, customers must identify their reasons for returning
the item. Using return tracking in this process will help companies and customers to
reduce total time spent in return and repayment process.

If the customers have any problems during the ordering process, they should reach to the
related department personnel quickly. In this regard, companies should provide
interactive call center service and give periodical training to their personnel suitable with
their job description. Furthermore, companies should return message of customer
complaints with accurate answers, reduce the holding time on the phone, stop sending
standard e-mails to the owner of the complaints, provide 7/24 online support systems on
the web site so that customers can write their complaints, questions or suggestions.

In some occasions, companies give gift cards to their customers to increase customers’
loyalty. However, this kind of promotional activities can be difficult to manage. Therefore,
companies should avoid giving missing information about gift card policy, avoid
cancellation of gift card usage in case of product returns, and avoid unloading guaranteed
gift cards to the customers’ accounts. Lastly, other complaints that the companies should
overcome are; using multiple gifts cards at a single purchase transaction, giving right
information about the current campaign and reducing the technical problems of the
website with the supporting systems. As discussed in this study, logistics management is
vital for the private shopping sites due to lack of physical store in their retail format. Their
web sites are like a virtual store presenting all their product and services to their
customers. Hence, especially logistics operations, sufficient infrastructure, payment
systems and the promotional marketing activities are critical success factors for the
private shopping sites. As for future research, more private shopping sites’ customer
complaints can be examined and their types of complaints differences can be revealed.
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Furthermore, classification of customer complaints can be used for the other e-retailing
formats in Turkey. Future research can be conducted to shed light on the private shopping
sites’ rate of replying to the customer complaints (rate of return to customer complaints)
and companies’ success in managing this process. In this study, only one metric variable
(number of complaints) was used in the hypotheses testing while it was the only publicly
available variable. In case of a special agreement between researchers and private
shopping sites, data on other metric variables can be obtained and the scope of the study
can be extended.

415



Journal of Business, Economics & Finance —JBEF(2015), Vol.4 (3) Boruhan , Ersoy, Yumurtaci

REFERENCES

Ayadi, N., Giraud, M. and Gonzalez C., 2013, “An investigation of consumers’ self
control mechanism when confronted with repeated purchase temptations:
Evidence from online private sales,” Journal of Retailing and Consumer Services,
20(2013), 272-281.

Bae, S. and Lee T., 2011, “Gender differences in consumers’ perception of online
consumer reviews,” Electronic Commerce Research, Vol. 11, 201-214.

Bearden, W. O. and Teel, J. E., 1983, “Selected determinants of customer
satisfaction and complaint reports,” Journal of Marketing Research, 20(1), 21-28.

Berman, B. and Evans, J. R., 2004, “Retail Management, A Strategic Approach,” ot
Edition, USA: Pearson Prentice Hall.

Boriihan, G., 2014, “The impact of logistics service quality on customer satisfaction
during the process of order fulfillment in E-Commerce, the associated practices for
online private shopping sites,” PhD Thesis, Institute of Social Sciences, Yasar
University, izmir.

Cooke, J. A., 2000, “The physical challenges of the virtual sale, Logistics
Management and Distribution Report,” 39(10), 67-73.

Deloitte 2012, “European eCommerce assessment 2012 benchmarking the top 200
in online retail,”
https://www2.deloitte.com/content/dam/Deloitte/nl/Documents/consumer-
business/deloitte-nl-european-ecommerce-assessment-2012.pdf.

Deloitte, 2014, “Global powers of retailing,”
http://www?2.deloitte.com/global/en/pages/consumer-business/articles/global-
powers-of-retailing-2014.html .

Dennis, C., Fenech, T. and Merrilees, B., 2004, “E-Retailing,” 2" Edition, USA:
Taylor & Francis Group.

Doherty, N. F and Ellis-Chadwick, F., 2006, “New perspectives in internet retailing:
a review and strategic critique of the field,” International Journal of Retail and
Distribution Management, 34(4/5), 411-428.

E-Marketer, 2014, “Global B2C ecommerce sales to hit $1.5 Trillion this year
driven by growth in emerging markets,”
http://www.emarketer.com/Article/Global-B2C-Ecommerce-Sales-Hit-15-Trillion-

This-Year-Driven-by-Growth-Emerging-Markets/1010575.

416


http://www2.deloitte.com/global/en/pages/consumer-business/articles/global-powers-of-retailing-2014.html
http://www2.deloitte.com/global/en/pages/consumer-business/articles/global-powers-of-retailing-2014.html
http://www.emarketer.com/Article/Global-B2C-Ecommerce-Sales-Hit-15-Trillion-This-Year-Driven-by-Growth-Emerging-Markets/1010575
http://www.emarketer.com/Article/Global-B2C-Ecommerce-Sales-Hit-15-Trillion-This-Year-Driven-by-Growth-Emerging-Markets/1010575

Journal of Business, Economics & Finance —JBEF(2015), Vol.4 (3) Boruhan , Ersoy, Yumurtaci

e Fan, Y. W,, Miao, Y. F. and Wu, S. C,, 2013, “Customer complaints and service
policy in electronic commerce,” South African Journal of Business and
Management, 44(3), 15-19.

e Fernie, J. and Sparks, L., 2009, “Retail Logistics Management, Emerging Issues and
New Challenges in the Retail Supply Chain,” 3™ Edition, London: Kogan Page.

e Fortune, 2012, “Avon: The rise and fall of a beauty icon,”
http://fortune.com/2012/04/11/avon-the-rise-and-fall-of-a-beauty-icon/.

e George, M., Kumar, V. and Grewal, D., 2013, “Maximizing profits for a multi-
category catalog retailer,” Journal of Retailing, 89(4), 374-396.

e Grewal, D. and Levy, M., 2009, “Emerging issues in retailing research,” Journal of
Retailing, 4, 522-526.

e  Griffis, S. E., Rao, S., Goldsby T. J. and Niranjan, T. T., 2012, “The customer
consequences of returns in online retailing: An empirical analysis,” Journal of
Operations Management, 30(2012), 282-294.

e Gunasekaran, A., Ngai, E. W. T. and Cheng, T. C. E., 2007, “Developing an e-
logistics system: a case study,” International Journal of Logistics: Research &
Applications, 10(4), 333-349.

e Holloway, B. B. and Beatty, S. E., 2003, “Service failure in online retailing: a
recovery opportunity,” Journal of Service Research, 6(1), 92-105.

e Internet Retailer, 2012, “E-Retailers,” http://www.internetretailer.com/trends/e-
retailers.

e Kayabasi, A, 2010, “Elektronik (online) alisveriste lojistik faaliyetlere yonelik
miisteri sikayetlerinin analizi ve bir alan arastirmasi,” isletme Arastirmalari Dergisi,
2(2), 21-42.

e Kotler, P. and Armstrong, G., 2006, “Principles of Marketing,” Boston:Prentice-
Hall.

e Kotzab, H., 2005, “Retailing in the context of IT and distribution” in Kotzab, H. and
Bjerre, M. (Eds.), Retailing in a SCM-Perspective, Denmark: Copenhagen Business
School Press.

e  Krueger, M., 2000, “E-fulfillment solutions, Manufacturing Systems,” 18(12), 60-
64.

e  Markafoni (2015), https://www.markafoni.com/cms/biz_kimiz/.

417


http://fortune.com/2012/04/11/avon-the-rise-and-fall-of-a-beauty-icon/
http://www.internetretailer.com/trends/e-retailers
http://www.internetretailer.com/trends/e-retailers

Journal of Business, Economics & Finance —JBEF(2015), Vol.4 (3) Boruhan , Ersoy, Yumurtaci

Maltz, A., Rabinovich, E. and Sinha, R., 2004, “Logistics: The key to e-retail
success,” Supply Chain Management Review, 8, 56-63.

Marri, H. B., Irani, Z. and Gunasekaran, A., 2006, “E-Commerce and its impact in
logistic management: a state of art,” European and Mediterranean Conference on
Information Systems (EMCIS), Spain.

Mentzer, J. T., Flint, J. D., Tomas, G. and Hult, M., 2001, “Logistics service quality
as segment- customized process,” Journal of Marketing, 65, 82-104.

Mottner, S., Thelen, S., and Karande, K., 2002, “A typology of internet retailing: an
exploratory study,” Journal of Marketing Channels, 10(1), 3-23.

Oliver, R. L. and Swan, J. E., 1989, “Consumer perceptions of interpersonal equity
and satisfaction in transactions: A field survey approach,” Journal of Marketing,
53(2), 21-35.

Oliver, R. L., 1997, “Satisfaction: A behavioral perspective on the consumer,” New
York : McGraw- Hill.

Ozmen, S., 2012, “Ag ekonomisinde yeni ticaret yolu: E-Ticaret,” 4" Edition,
istanbul Bilgi University Publication.

Reynolds, J., 2001, “Logistics and fulfilment for e-Business,” New York: CMP
Books.

Soasta 2012, “Retail best practices performance testing retail web and mobile
properties,” http://cdn.soasta.com/wp/wp-content/uploads/2012/06/Retail-Best-
Practices-PDF.pdf .

Sikayetvar.com (2015), https://www.sikayetvar.com/home/hakkimizda/.

Tarn, J. M., Razi, M. A., Wen, H. J. and Perez, A. A. Jr.,, 2003, “E-fulfillment: the
strategy and operational requirements,” Logistics Information Management,

16(5), 350-362.

Tek, O. B., 2013, “Marketing function and logistics revisited: revised dual sub-
functional model approach,” Logistics and Transport, 2(18), 51-66.

Turban, E., King, D., Lee, J., Liang, T. P. and Turban, D., 2010, “Electronic commerce
2010: A managerial perspective,” 6" Edition, New Jersey: Pearson.

418



Journal of Business, Economics & Finance —JBEF(2015), Vol.4 (3) Boruhan , Ersoy, Yumurtaci

e  Turkishtime, 2013, “Yeni cagda perakende modeli nasil degisiyor?” Ekonomi ve is
Kiltiri Dergisi, 130.

e  Turkishtime Arasta 2014, “Fonlarin kiskacinda E-Ticaret, Alisveris Merkezleri ve
Perakendecileri Dernegi Dergisi,” 16(90), 30-33.

o Tirkiye Perakendecilik Meclisi Sektor Raporu, (2012),
http://www.tobb.org.tr/Documents/yayinlar/2012/PerakendecilikMeclisiSR.pdf.

e Valvi, A. C. and Fragkos, K. C., 2012, “Critical review of the e-Loyalty literature: A
purchase-centred framework,” Electronic Commerce Research,12(3), 331-378.

419


http://www.tobb.org.tr/Documents/yayinlar/2012/PerakendecilikMeclisiSR.pdf

Journal of Business, Economics & Finance —JBEF(2015), Vol.4 (3) Boruhan , Ersoy, Yumurtaci

Appendix 1: Categories of Customer Complaints

. Damaged or defected product delivery
. Delivery of poor quality product
. Delivery of used product (second hand)

ORDERED . Delivery of wrong items (size, color, etc.)

PRODUCT(S) . Delivery of fake products or wrong products

. Sending incomplete order (missing items)

1

2

3

4

5

6

7. Lack of receipt and guarantee document in delivery
8. Overpricing
9. Sending the present receipt to the present owner
1. Supply problem of ordered products

SUPPLY 2. Long supply pending process of ordered products

3. Sales of items that are out of stock

4. Holding the ordered products during the order preparation

. Late delivery of orders

. Unsent orders to the customers

DELIVERY . Delivery of orders to the wrong address

. Lateness of cargo companies in order delivery

. Problems of order tracking

N PR W NP

Cancellation of orders without any prior notification to the
customer

3. Inability to cancel the order by customer request
ORDER

PROCESSING 4. Withdrawing money from credit card although the order process

hasn't finished
5. Overdrawing from a credit card
6. Misinformation on the order status

7. Misinformation about cargo fee (shipment fee)
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Appendix 1 ctd.: Categories of Customer Complaints

SALES
RETURN

OTHER

ACCESSIBILITY
TO RELATED
PERSONNEL

GIFT CARDS

1. Problems about product returns (repackaging, sending by cargo)
2. Long return process
3. Problems during the process of returns tracking

4. Problems during the repayment of returned products to the
customers' credit card

5. No refund

6. Inability of product return

7. Giving gift card instead of refund

8. Giving short term or not usable gift cards instead of refund
9. Refund of wrong products

10. Sending poor quality or different products instead of return
products

11. Inability to return products
12. Unexplained non-refunding
. Unable to use multiple gift cards at a single purchase transaction
. Misleading information on the campaign
. Unable to shop from the website due to technical problems
. Supply problems of multiple products in a single order

. Unable to contact with communication department

1
2
3
4
1
2. Sending standard e-mails to customers for all types of complaints
3. Not responding to customers' e-mails

4. Long waiting time in the line

5. Incapability of customer service to solve the customer complaints
1

. Cancellation of gift card usage in case of product returns which was
purchased with gift card

2. Limited information on gift card usage

3. Not loading guaranteed gift cards to the customers’ accounts
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