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Abstract: Customer complaint is an expression of dissatisfaction. It can also be described in a
positive sense as a report from a customer providing documentation about a problem with a
product or service. Normally dissatisfied customer with certain services or product will complaint.
Customer’s complaint is actually representing or highlights a problem, whether that’s a problem
with the product, employees or internal processes. Hearing those problems directly from
customers, may improve to prevent further complaints in the future. Research found that
customers’ whose complaints are handled quickly can often turn into loyal customers. In fact, a
study by Harvard Business Review found that customers who have a complaint handled in less
than 5 minutes go on to spend more on future purchases. Customer complaint can become very
profitable when organizations can resolve their problem quickly.
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Introduction

Customers are the substance of success for any business, and if customers are not treated right, the
business can lose its reason for existence (Aminuddin, Don, & Shamsudin, 2020; Hamzah, A. A.,
Shamsudin, 2020; llias & Shamsudin, 2020). If business are not taking care of their customers, or
becomes known for poor customer service, they can expect several things to happen and none of
them are positive for the business (Mokhtar & Shamsudin, 2020; Nur, Nik, & Shamsudin, 2020).
It is important to understand customer dissatisfaction in order to maintain a sustainable business
(Bin et al., 2016), given that the negative effects of customer dissatisfaction in service businesses
may be even greater than the positive effects of satisfaction (Affendy Abu Hassim, Asmat-Nizam,
& Mohd Farid Shamsudin, 2016). Businesses need money to survive. To make money, businesses
need customers (Hamzah & Shamsudin, 2020). Ideally these customers are happy, tell their friends
about you and keep coming back (Davras & Caber, 2019; Gerdt, Wagner, & Schewe, 2019; Liu et
al., 2019; Zhang, Zhang, & Zhang, 2019).

Customer satisfaction is the difference between surviving and thriving (Borishade et al.,
2018; Chicu, Pamies, Ryan, & Cross, 2019). Customer satisfaction is key in creating a long-term
relationship with your customers (Sallaudin Hassan & Shamsudin, 2019; M. F. Shamsudin, Shabi,
& Salem, 2018). If you think back to the dating analogy, going through the sales process is just
like wooing your prospect to turn them into a customer (Razak & Shamsudin, 2019).

Keeping a long term relationship functioning is hard work. business need to keep delivering
value time and time again. Business need to achieve customer satisfaction (Cakici, Akgunduz, &
Yildirim, 2019; Fernandes & Solimun, 2018; Keshavarz & Jamshidi, 2018). 81% of satisfied
customers are more likely to do business with them again if they have a positive experience (Basha,
Mason, Shamsudin, Hussain, & Salem, 2015; Hasim, Shamsudin, Ali, & Shabi, 2018; M. F.
Shamsudin, Ali, Ali, & Shabi, 2019). 95% of customers will “take action” after a negative
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experience like sharing concerns with friends and family, or churning (Abdur Rehman, Osman,
Aziz, Koh, & Awais, 2019; Amoako, Anabila, Asare Effah, & Kumi, 2017; Omoregie, Addae,
Coffie, Ampong, & Ofori, 2019; Quoquab, Mohamed Sadom, & Mohammad, 2019).

Ongoing satisfaction leads to loyalty. Once customers have placed trust in a company and
are assured that the company will continue to deliver high quality products, they will continue to
do business with them (S. Hassan, Shamsudin, & Mustapha, 2019). So once business decided to
keep customers satisfied and build a long term relationship with them, they need to know where
they’re going wrong.

Customer satisfaction is extremely important to business bottom line. Let’s put it into
perspective with numbers. Take the following business, RegalWater, selling drinking water. They
have 100 customers right now. Each of those customer spends $100 per month on average. If
RegalWater customer satisfaction is at 90% a month, they have 90 happy customers who will likely
continue to purchase from them. They also have 10 customers that are unhappy, and 95% of those
might churn. That means RegalWater has $950 of recurring revenue at risk this month. Next
month, things go horribly wrong. Their customer satisfaction is lower at 75%. RegalWater can
expect to lose $2375 of recurring revenue from unhappy customers churning.

According to the research, this RegalWater is putting an additional $95 of recurring
revenue at risk each month for each percentage point of satisfaction they lose. If they have more
customers, who spend more each month, lower customer satisfaction has an even bigger impact
on your business. Every unhappy customer is another hit to the bottom line.

Business brand's reputation is incredibly valuable and not something to lose control.
However, with the internet, business reputation is the first thing to take a hit when they have an
extended streak of bad customer service that can lead to customer dissatisfaction (Ahmad & Scott,
2015; Kossivi, Xu, & Kalgora, 2016; Zimmerman, Liu, & Buck, 2009).

Customers today are quick to write negative reviews online when they have a bad
experience with a company (Kakar, Razig, & Khan, 2017; Likhitkar & VVerma, 2015). In addition
to leaving critical reviews, customers also vent their frustrations on social media for their friends,
family, colleagues, and the entire world to see (Kadir & Shamsudin, 2019; Salem, Shawtari,
Shamsudin, & Hussain, 2016; M. Shamsudin et al., 2015). 95% of respondents said they usually
tell at least one other person about a bad customer experiences with a company, while 54% said
they share it with at least 5 other people.

Conclusion

There is a clear need for any business organizations to look into customer satisfaction as there are
limited number of potential market to be shared against too many competitors. As a business entity,
marketing team should be more focus on understanding their customer needs and wants. Business
need to offer their best products and services that can meet customer needs. Business also need to
offer additional value added in order to attract more customer. Failing in providing the best services
to customer will lead to customer dissatisfied and that is costly.

References:

Abdur Rehman, M., Osman, 1., Aziz, K., Koh, H., & Awais, M. (2019). Get connected with your
Takaful representatives: Revisiting customer loyalty through relationship marketing and
service quality. Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-06-2019-0122

Affendy Abu Hassim, Asmat-Nizam, & Mohd Farid Shamsudin. (2016). SEM Analysis of
Environment Moderation on Market Orientation and Performance . Asia Pacific Journal of



Journal of Undergraduate Social Science and Technology Vol. 2 No. 2(2020)

Social Science Research, 1(1), 1-6. https://doi.org/10.5281/zenodo.2528942

Ahmad, R., & Scott, N. (2015). Fringe benefits and organisational commitment: The case of
Langkawi hotels. Tourism Review, 70(1), 13-23. https://doi.org/10.1108/TR-11-2013-0065

Aminuddin, M., Don, M., & Shamsudin, M. F. (2020). DOES CUSTOMER SATISFACTION
MATTERS ? Journal of Undergraduate Social Science and Technology, 2(1).

Amoako, G. K., Anabila, P., Asare Effah, E., & Kumi, D. K. (2017). Mediation role of brand
preference on bank advertising and customer loyalty: A developing country perspective.
International Journal of Bank Marketing, 35(6), 983-996. https://doi.org/10.1108/1JBM-07-
2016-0092

Basha, M. B., Mason, C., Shamsudin, M. F., Hussain, H. I., & Salem, M. A. (2015). Consumers
Attitude Towards Organic Food. Procedia Economics and Finance, 31(15), 444-452.
https://doi.org/10.1016/s2212-5671(15)01219-8

Bin, A., Ahmad, H., Syafiq, M., Wahit, B., Bin, M. F., & Kadir, B. Bin. (2016). THE EFFECT
OF PRICING, MARKET ACCESS AND CUSTOMER RELATIONSHIP
MANAGEMENT TOWARD SOCIAL MEDIA AND ENTREPRENEURSHIP (SMEs)
GROWTH. Journal of Postgraduate Current Business Research, 1(2), 1-7.

Borishade, T., Kehinde, O., lyiola, O., Olokundun, M., Ibidunni, A., Dirisu, J., & Omotoyinbo,
C. (2018). Dataset on customer experience and satisfaction in healthcare sector of Nigeria.
Data in Brief, 20, 1850-1853. https://doi.org/10.1016/j.dib.2018.06.070

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019). The impact of perceived price justice and
satisfaction on loyalty: the mediating effect of revisit intention. Tourism Review, 74(3),
443-462. https://doi.org/10.1108/TR-02-2018-0025

Chicu, D., Pamies, M. del M., Ryan, G., & Cross, C. (2019). Exploring the influence of the
human factor on customer satisfaction in call centres. BRQ Business Research Quarterly,
22(2), 83-95. https://doi.org/10.1016/j.brq.2018.08.004

Davras, O., & Caber, M. (2019). Analysis of hotel services by their symmetric and asymmetric
effects on overall customer satisfaction: A comparison of market segments. International
Journal of Hospitality Management, 81(May 2018), 83-93.
https://doi.org/10.1016/j.ijhm.2019.03.003

Fernandes, A. A. R., & Solimun, S. (2018). The mediation effect of customer satisfaction in the
relationship between service quality, service orientation, and marketing mix strategy to
customer loyalty. Journal of Management Development, 37(1), 76-87.
https://doi.org/10.1108/JMD-12-2016-0315

Gerdt, S. O., Wagner, E., & Schewe, G. (2019). The relationship between sustainability and
customer satisfaction in hospitality: An explorative investigation using eWOM as a data
source. Tourism Management, 74(December 2018), 155-172.
https://doi.org/10.1016/j.tourman.2019.02.010

Hamzah, A. A., Shamsudin, M. F. (2020). Why Customer Satisfaction Is Important. Journal of
Undergraduate Social Science and Technolog, 2(1). Retrieved from
http://blog.clientheartbeat.com/why-customer-satisfaction-is-important/

Hamzah, A. A., & Shamsudin, M. F. (2020). Reciprocity Theory : Application In Marketing In
Increasing Market Share and Growth Toward Customer Satisfaction and Customer Loyalty.
Journal of Undergraduate Social Science and Technology, 5(1).

Hasim, M. A., Shamsudin, M. F., Ali, A. M., & Shabi, S. (2018). The relationship between sales
promotions and online impulse buying in Malaysia | La relacion entre las promociones de
ventas y la compra por impulso en linea en Malasia. Opcion, 34(Special Is), 295-308.



Journal of Undergraduate Social Science and Technology Vol. 2 No. 2(2020)

Hassan, S., Shamsudin, M. F., & Mustapha, I. (2019). The effect of service quality and corporate
image on student satisfaction and loyalty in TVET higher learning institutes (HLIs). Journal
of Technical Education and Training, 11(4), 77-85.
https://doi.org/10.30880/jtet.2019.11.04.009

Hassan, Sallaudin, & Shamsudin, M. F. M. F. (2019). Measuring the effect of service quality and
corporate image on student satisfaction and loyalty in higher learning institutes of technical
and vocational education and training. International Journal of Engineering and Advanced
Technology, 8(5), 533-538. https://doi.org/10.35940/ijeat.E1077.0585C19

llias, S., & Shamsudin, M. F. (2020). Customer Satisfaction and Business. Journal of
Undergraduate Social Science and Technology, 2(2).

Kadir, B., & Shamsudin, M. F. (2019). A case study analysis of typhidot: An example of market-
oriented R &amp; D commercialization in Malaysia. International Journal of Financial
Research, 10(5), 75-81. https://doi.org/10.5430/ijfr.v10n5p75

Kakar, P., Raziq, A., & Khan, F. (2017). Impact of Human Resource Management Practices on
Employee Retention: A Case of Banking Sector in Quetta Baluchistan. Journal of
Management Info, 4(3), 5-11. https://doi.org/10.31580/jmi.v5il1.24

Keshavarz, Y., & Jamshidi, D. (2018). Service quality evaluation and the mediating role of
perceived value and customer satisfaction in customer loyalty. International Journal of
Tourism Cities, 4(2), 220-244. https://doi.org/10.1108/1JTC-09-2017-0044

Kossivi, B., Xu, M., & Kalgora, B. (2016). Study on Determining Factors of Employee
Retention. Open Journal of Social Sciences, 04(05), 261-268.
https://doi.org/10.4236/jss.2016.45029

Likhitkar, P., & Verma, P. (2015). Employee retention: An issue of every business sector.
International Journal of Advanced Research, 3(11), 66-77.

Liu, Y., Song, Y., Sun, J., Sun, C., Liu, C., & Chen, X. (2019). Understanding the relationship
between food experiential quality and customer dining satisfaction: A perspective on
negative bias. International Journal of Hospitality Management, (September), 102381.
https://doi.org/10.1016/j.ijhm.2019.102381

Mokhtar, M. R., & Shamsudin, M. F. (2020). How to keep up with customer ? Journal of
Postgraduate Current Business Research, 5(1).

Nur, N., Nik, S., & Shamsudin, M. F. (2020). The Power of Reciprocity Theory in Marketing.
Journal of Postgraduate Current Business Research, 5(1).

Omoregie, O. K., Addae, J. A., Coffie, S., Ampong, G. O. A., & Ofori, K. S. (2019). Factors
influencing consumer loyalty: evidence from the Ghanaian retail banking industry.
International Journal of Bank Marketing, 37(3), 798-820. https://doi.org/10.1108/1JBM-04-
2018-0099

Quoquab, F., Mohamed Sadom, N. Z., & Mohammad, J. (2019). Driving customer loyalty in the
Malaysian fast food industry: The role of halal logo, trust and perceived reputation. Journal
of Islamic Marketing. https://doi.org/10.1108/JIMA-01-2019-0010

Razak, A. A. A. A., & Shamsudin, M. F. M. F. (2019). The influence of atmospheric experience
on Theme Park Tourist’s satisfaction and loyalty in Malaysia. International Journal of
Innovation, Creativity and Change, 6(9), 10-20.

Salem, M. A., Shawtari, F. A., Shamsudin, M. F., & Hussain, H. I. (2016). The relation between
stakeholders’ integration and environmental competitiveness. Social Responsibility Journal,
12(4), 755-769. https://doi.org/10.1108/SRJ-12-2015-0189

Shamsudin, M. F., Ali, A. M., Ali, A. M., & Shabi, K. S. (2019). Exploratory study of students’



Journal of Undergraduate Social Science and Technology Vol. 2 No. 2(2020)

decision for enrolment at Universiti Kuala Lumpur business school campus. Humanities
and Social Sciences Reviews, 7(2), 526-530. https://doi.org/10.18510/hssr.2019.7262

Shamsudin, M. F., Shabi, K. S., & Salem, M. A. (2018). Role of perceived credibility towards
intention to use of m-commerce. Opcion, 34(Special Issue 16), 276-284.

Shamsudin, M., Mohd Noor, N., Abu Hassim, A., Hussain, H., Salem, M., & Hasim, M. (2015).
Factors lead to customer loyalty in prepaid mobile services. Caspian Journal of Applied
Sciences Research, 4(10).

Zhang, J., Zhang, J., & Zhang, M. (2019). From free to paid: Customer expertise and customer
satisfaction on knowledge payment platforms. Decision Support Systems, 127(March),
113140. https://doi.org/10.1016/j.dss.2019.113140

Zimmerman, A, Liu, X., & Buck, T. (2009). Employee tenure and the nationality of joint
ventures in China. International Journal of Human Resource Management, 20(11), 2271
2291. https://doi.org/10.1080/09585190903239658



