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Abstract: Based on the importance of complaint management in customer relationship, this article aims to study the 

influence of response time and time processing on perceived quality and customers’ satisfaction. This research underlines 

the importance of the time variable in the context of complaint about Internet service in the Moroccan SMEs. And it appeals 

the quantitative approach to understand the relationship between the variables. 
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If the transactional marketing is based on neoclassical conception of competition in which price is the decisive variable, 

relationship marketing favors differentiation, especially through quality and customer satisfaction (Rolland, 2005). Complaint 

management fits perfectly into the context of customer relationship management (Smith, Bolton and Wagner, 1999). 

According to Meyer-Waarden and Sabadie (2012), complaint management gives an organization a new chance to retain the 

dissatisfied customer, if this one reacts appropriately. The company should, therefore, provide a complaint management 

system because these complaints are a valuable source of information as a part of continuous improvement of the quality 

process. 

 

Sabadie, Prim-Allaz and Llosa (2006) defined deeply the complaint behavior as a request for information, rectification and 

/ or compensation, from the customer to the organization, after a dissatisfaction incident. Complaint management is an 

opportunity for the company to fix the causes of the problem. 

 

While there is a rich studies about the importance of complaint management, there is a few researches that propose the study 

of the time impact on satisfaction in the context of complaint management. The main contribution of this paper is to 

determine the importance of the temporal dimension in the context of complaint management to satisfy customer. We will 

contemplate the effectiveness of complaint management by taking into consideration time and quality. 

 

I- PROBLEMATIC 
 

Many authors have studied the determinants of complaint satisfaction (Orsingher et al., 2010). They demonstrated the 

relevance of justice theory in explaining the customer satisfaction facing a service incident or expressing dissatisfaction.  

Nowadays, if the customer expresses his dissatisfaction and he does not get the answer expected in due time, he can easily 

go to the competitors or even resort to several steps to damage the image of the company (social medias). In this context, 

we can ask the question: how can the time variable affect the satisfaction in the context of complaint management? 

 

Two central axes guide this research. The first one is to check if the response time influences the satisfaction. The second 

one is to determine if the processing time when fixing a complaint incident influences the satisfaction. This study is structured 

as following: after a review of the literature on key factors in complaint management, we will explain our research model 

and associated assumptions. Then the methodology will be presented, followed by the results. We will end with a discussion 

of these ones. 
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II- CONCEPTUAL FRAMEWORK 
 

A. The Importance of the Complaint’s Treatment 
Complaints represent a signal from the dissatisfied customer who is willing to give the company a chance to keep it. The 

complaint is defined by Jacoby and Jaccard (1981) as an action taken by an individual that involves the communication of 

negative elements concerning a product or service. It expresses a response to dissatisfaction for provided service. Sabadie, 

Prim-Allaz and Llosa (2006) focused on three dimensions of the complaint:- the interactional dimension which analyzes the 

relationship between the customer and the contact staff. 

- the procedural dimension which is reflected by the methods used to receive and deal with the complaint. Several aspects 

of complaint management were mentioned: accessibility, simplicity of the complaint process or response speed. The latter 

is closely linked to the processing time. In this dimension, some works highlight the importance of fast response in order to 

achieve customer satisfaction (Maxham and Netemeyer, 2002). 

- The distributive dimension which is the judgment of the response provided by the company taking into account the 

customer's expectations. 

 

B. Satisfaction 

According to Chumpitaz and Swaen (2004), satisfaction is recognized as a key concept in marketing with a main role in 

business strategy (Honomichl, 1993; Mittal and Kamakura, 2001). According to Seck (2009), satisfaction is closely related to 

the notion of evaluation. It distinguishes two types of evaluation: a specific or transactional evaluation representing an 

immediate post-purchase evaluative judgment and a relational or global evaluation linked to global judgment based on the 

accumulation of experiences during the time. Similarly, other definitions of satisfaction, especially when it comes to a service, 

have been classified into two categories (Renaud 2005), depending on whether they characterize satisfaction as contingent 

on a particular consumption experience (or a particular consumption specific transaction) - transactional satisfaction (Oliver, 

1997 ; Tse and Wilton 1988) ; or as a general assessment based on total purchases and consumption experiences during the 

time - cumulative satisfaction (Fornell 1992, Johnson and Fornell 1991). 

 

Satisfaction has a particular importance in complaint management (Abaaoukide, 2016). Some researchers believe that the 

satisfaction in complaint management can strengthen the relationship between the company and the customer. Indeed, 

Sabadie, Prim-Allaz and Llosa (2006) explained the paradox of complaint management based on the assumption that a 

dissatisfied customer after an incident may be more satisfied and more faithful than a customer who doesn’t have a particular 

problem, provided that the company effectively manages the situation. Therefore, Maxham and Netemeyer (2002) showed 

that satisfaction in this case can be a precedent of the word-of-mouth intent more than global satisfaction. 

 

The complaint management satisfaction will be apprehended in this work as a result of the comparison between the 

subjective experience and expectation (Evrard, 1993, Vanhamme, 2002): the customer uses an evaluative process to compare 

the present effectiveness with the expectation, when the perceived effectiveness is lower than the expectation, it results a 

dissatisfaction and vice versa (Olivier, 1981). 

 

C. Perceived Quality 
Many marketing researches indicate that service quality influences positively satisfaction (Anderson, Fornell and Lehman, 

1994, Parasuraman, Zeithaml and Berry, 1994). Taylor (1992) concluded that perceived quality is an antecedent of 

satisfaction.  

Perceived quality is an overall evaluative judgment of a product or service on the relative superiority of this latter (Rust and 

Oliver, 1994 ; Zeithaml, 1988). 

Parasuraman, Zeithaml and Berry (1985) defined the perceived quality as a gap between expectation and perception of the 

provider effectiveness. Perceived quality, therefore, consists in comparing the customer perception of quality with his 

previous expectation. According to Chumpitaz and Swaen (2004), this definition of perceived quality is very similar to 

satisfaction. However, those concepts are different because of the two following points, among others (Rust and Oliver 

1994; Oliver 1997): 
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- Satisfaction requires that experience with the product or service take place while quality judgment does not necessarily 

require it. 

- Quality is judged by reference to a standard of excellence, which is not necessarily the case of satisfaction (which can be 

judged by reference to expectations or fairness judgments for example). 

Many researchers concluded that the quality is related to the business sector, specifically in services which are intangible 

(Babakus and Boller, 1992; Teas, 1988). Our study is affected by this finding since the complaint management is a part of 

the after-sales service.  

Parasuraman, Zeithaml and Berry in their model SERVQUAL (1985, 1988 and 1991) selected ten, then five dimensions that 

reflect the perceived quality: the reliability, the service, the empathy, the insurance and the presence of tangible elements in 

the service experience. 

Boyer and Nefzi (2009) retained the fact that quality is a multidimensional concept. According to them, the consumer has a 

certain number of desired attributes of the service that he translates in terms of expectations. These attributes relate to both: 

basic service (the resolving problem solution) and peripheral services (used to facilitate access to the basic service). These 

authors, inspired by the model of Sasser, Olson and Wyckoff (1978) concluded that the customer evaluates quality by 

comparing the real attributes with the desired attributes which are: 

- security of the customer. 

- easiness of access to the service. 

- consistency: expressed by the reliability and standardization of the service. 

- attitude of the staff during the interaction provider-customer. 

- variety of services offered. 

- atmosphere where the service takes place. 

- timing: the expected time for the service and its duration. 

So, to evaluate the service quality, the customer can opt for one of the following approaches: by taking only one attribute as 

determining element of the perceived quality (the other attributes imply a minimum level of effectiveness); by establishing a 

scale taking into account all the attributes. 

In this study, we appeal the work of Chumpitaz and Swaen (2004) who believed that all proposed dimensions can be grouped 

together in Grönroos' two-dimensional proposition (1984) which are the technical perceived quality (it refers to the incident 

solution) and the perceived functional quality (or the way in which the service was provided: courtesy, speediness,…). 

 

D. Time in Complaint Management 
Meyronin's work (2012) has emphasized the growing importance of time in services. Among the axes put forward, we have 

the time of the abilities when the company commits itself with precision to keep its promise of service’s delivery in a given 

period of time. In this case, the customer is relieved by the speediness and predictability. He can get organized in the best 

way without having to fear postponing which generates dissatisfaction. There is also the time value with the challenge to 

take care of customers' time. The company should take into account the feeling of lack of time because the customer is 

invaded by a permanent feeling of emergency. For Viard (2015), this is explained by the fact that frustrations increase faster 

than satisfactions. The customer prefers to be able to reserve time because it is the rarest resource. 

In the same way, Bergadaà (2009) highlighted the time subjective dimension: the customer expectation can grow by being 

more demanding through the quest for instantaneous responses.  

In this work, we will focus on the time variable in complaint management through two dimensions: 

- The response time to the complaint; in other words, the time between the expression of dissatisfaction about an incident 

and the company intervention. It translates the time that the customer has to wait before the first step to resolve his problem. 

- The processing time which means the time required to correct the anomaly in question. 

 

E. Conceptual Model 
The response time is the starting point of the relational chain that leads to a positive perception of the complaint treatment. 

The results observed in the literature make it possible to establish the following hypothesis: 

H1: The response time to the complaint influences the perceived functional quality of the complaint management. 
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Referring to the work of Boyer and Nefzi (2009), time spent to fix the incident influences perceived functional quality. This 

allows us to formulate the following hypothesis: 

H2: The processing time influences the functional quality of the complaint management. 

In the context of complaint management, perceived quality is viewed as a direct antecedent to satisfaction (Cronin and 

Taylor 1992; Parasuraman Zeithaml and Berry 1994, Abu Ali and Howaidee 2012). Hence, the following hypothesis can be 

formulated: 

H3: The perceived quality has an influence on the satisfaction in the context of complaint management. 

This hypothesis can be fragmented into two hypotheses, each relating to a particular dimension of perceived quality: 

H3a: The perceived technical quality influences the satisfaction of complaint management. 

H3b: The perceived functional quality influences the satisfaction of complaint management.  

The conceptual model that we seek to confirm is shown in Figure 1. 

 

 

 

 

 

 

 

 

              Source: Ourselves 

Fig. 1: Conceptual model 

 

III- METHODOLOGY 
 

A. Data Collection and Sampling Method 

After our exploratory study about the Telecommunications sector (Abaaoukide, 2016), we noticed that the experiences 

related to the internet service seem to be the worst because there is a physical intervention of the technical service which 

requires a lot of waiting time. 

In terms of market share, Maroc Telecom (the historical operator in Moroccan Telecommunications sector) holds 99.98% 

of ADSL Internet subscriptions at the end of July 2017 (Statistics from the National Telecommunications Regulatory Agency 

2017). But, Maroc Telecom must pay attention to its customers’ satisfaction not to lose them with the rise of its competitors 

and substitutes services. 

So, we decided to apply for a quantitative study in order to validate our conceptual model in the case of Internet service, 

specifically in the context of SME’s complaint management.  

To constitute our sample, we accessed to the customer file of Maroc Telecom, particularly the SMEs’ file in Marrakech. This 

one is composed of 3120 SMEs. The chosen sampling method is not probabilistic, we used reasoned choice (we contacted 

companies likely to agree to participate in this study). At the data collection level, we administered a face-to-face 

questionnaire with 60 managers. 

 

B. Measuring Instrument 
In order to elaborate the questionnaire, we relied on the literature review and the exploratory study carried out through 

interviews (Abaaoukide, 2016). We have formulated a set of items able to grasp the different dimensions of our problem by 

following the steps recommended by the Churchill paradigm (1979). Subsequently, the survey questionnaire was pre-tested 

in order to verify the plausibility of the items before administering it over the period from November to December 2017. 

The research constructs are measured using 5-point Lickert multi-item scales, validated by previous studies. The semantics 

of the response points is associated with the term "satisfaction"; for example, with a scale from "very dissatisfied" to "very 

satisfied". 

 

Satisfaction 

Technical  
Perceived Quality 

Response time 

Functional  
Perceived Quality 

Processing 
Time 

Perceived Quality 

H1 

H2 

H3a 

H3b 
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IV- RESULTS 
 

We present first the characteristics of the SMEs’ managers who participated in this study, then we examine the results on 

the central question of this research. 

 

A. The Characteristics of the Sample 

The managers surveyed came from the tertiary sector with the score of 78.3%, 20% from the secondary sector and 1.7% 

from the primary sector. The sample contains 48.3% of men and 51.7% of women (38.3% are single, 58.3% are married and 

3.3% are widowed). As far as the education is concerned, 95% reported getting an advanced studies and 5% a high school 

studies. 

 

B. The Results of the Quantitative Study 

In this study, hypotheses will be tested by using the PLS smart analysis. The results of these analyze will be presented as 

following: evaluation of the measurement model, evaluation of the structural model. 

 

1) Evaluation of the measurement model: The measurement model is evaluated on the basis of the following criteria: 

convergent validity and discriminant validity. 

- Convergent validity: The evaluation of the convergent validity is done through two criteria: 

 Factor loading or individual item reliability: For individual item reliability which is the item’s contribution to reflect the 

variable; it should be above 0.7. Our model seems satisfying because each item has a value above 0.7 as shown in the figure 

2. According to this one, we can conclude that the satisfaction variable is explained at the level of 76.3% by the technical 

quality (53.9%) and functional quality (37.6%). This latter is also explained at 61.5% by the response time (60.2%) and 

processing time (23.9%). 

 
Source: Smart PLS 

Fig. 2: The Item Reliability of the Measurement Model 

 

 Composite reliability and AVE: After verifying the reliability of internal consistency, the homogeneity and the coherence 

of the scales are evaluated by two measures which are the Cronbach's Alpha, the composite reliability (Chin, 1998) and the 

average variance Extracted (AVE).  

 

IAETSD JOURNAL FOR ADVANCED RESEARCH IN APPLIED SCIENCES

VOLUME 5, ISSUE 2, FEB/2018

ISSN NO: 2394-8442

http://iaetsdjaras.org/700



 
 

 

 

 

 
Cronbachs 

Alpha 
Rho_A 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Functional Quality 0,929 0,940 0,942 0,700 

Processing Time 0,865 0,878 0,936 0,880 

Response Time 0,909 0,913 0,927 0,647 

Satisfaction 0,865 0,884 0,909 0,716 

Technical Quality 0,849 0,866 0,929 0,868 

Source: Smart PLS 

Table I: Assessment of Reliability and Convergent Validity of the Measurement Model 

 

As shown in Table I, all constructions have sufficient reliability (above 0.7). The results confirm the good convergent validity 

since the mean variance extracted (AVE) is greater than 0.5 for all the variables. 

- Discriminant validity: Which determine if there is or not a tangle between variables. To evaluate the discriminant validity, 

we use two criteria namely the cross loading and the root square of AVE (Fornell-Larcker criteria). 

 Cross loading: This first criteria is confirmed because every single item present the high score in the variable that it 

assumes evaluate than the others variables. Which means that the item reflects really the variable.   

 Latent variable correlation based on Fornell-Larcker criteria: Table II below shows the results of the construction 

correlation for each variable in the model. The correlation must be less than or equal to the square root values of the EVA 

worn diagonally (Gefen et al., 2000). The bold elements in the matrix diagonal, representing the square roots of the AVEs. 

The discriminant validity largely respects the threshold chosen by the authors: the square root of the AVE is superior to 

the correlations between variables. Which means that the variables are dissimilar from each other. 

 

 
Functional 

Quality 

Processing 

Time 
Response time Satisfaction 

Technical 

Quality 

Functional Quality 0,837     

Processing Time 0,646 0,938    

Response Time 0,764 0,676 0,804   

Satisfaction 0,816 0,782 0,776 0,846  

Technical Quality 0,817 0,778 0,718 0,846 0,932 

Source: Smart PLS 

Table II: Latent Variable Correlation Based on Fornell-Larcker Creteria 

 

2) Assessment of Structural Model: According to the Chin (1998) recommendation, we use the resampling or Bootstrap 

method (with a sample of 500) to test the statistical significance of each coefficient. 

The structural model evaluation is based on five tests. The coefficient of determination (R²) effect size (f2) and the index of 

redundancy (Q²) are calculated only for dependent variables in the model not for the exogenous constructs. 

 Coefficient of determination R²: The aim is to evaluate the predictive relevance of latent variables. The coefficient of 

determination R² should be analyzed. According to Chin (1998) if R2 is above 67%, it is high, between 33% and 67% it is 

moderate and inferior to 33% it is low. 

In our case (Table III), R2 for the functional variable quality is moderate but it is high for the satisfaction variable. 

Constructs R² Result 

Functional Quality 0,615 Moderate 

Satisfaction 0,763 High 

Source: Smart PLS 

Table III: R2 of the latent variable endogenous 

 Effect size f2: According to Cohen (1988), the f2 in relation to the relevance of the model is wide if it is above 0.35, 

medium between 0.15 and 0.35, small between 0.02 and 0.15 and not relevant if the f2 is less than 0.02. 
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In our case and for all the variables (Table IV), f2 is above 0.02 but it is wide for the technical quality. In the other words, 

the technical quality explains more the satisfaction variable, and the processing time is less significant in explaining functional 

quality. 

 

 
Functional 

Quality 

Processing 

Time 

Response 

Time 
Satisfaction 

Technical 

Quality 

Result 

Functional Quality    0,199  Medium 

Processing Time 0,081     Small 

Response Time 0,511     Large 

Satisfaction       

Technical Quality    0,409  Large 

Source: Smart PLS 

Table IV: Effect size f2 

Testing predictive relevance Q2: The cross-validation redundancy index Q² is in our case above 0 (Table V), so the model 

has a good predictive validity. 

 

 SSO SSE 
Q² (= 1-

SSE/BSP) 

Results 

Functional 

Quality 
420,000 258,599 0,384 

Acceptable 

Processing Time 120,000 120,000   

Response Time 420,000 420,000   

Satisfaction 240,000 117,713 0,510 Acceptable 

Technical Quality 120,000 120,000   

Source: Smart PLS 

Table 5: Q2 index of redundancy 

 

 GoF (goodness of fit): The GoF index has the purpose to account on the study model. It is the global valid PLS model. 

It is obtained on the basis of the geometric mean of the AVE and the average of the R². 

 

GoF = √ [(¯R2) × (¯AVE)] = 0.7247 

 

This index is very satisfying because it is above 0.36 (according to Wetzels, Odekeken-Schroder and Van Open, 2009). It 

confirms the good quality of our model. 

We can conclude that the GoF of this study is broad enough to accept the global PLS model validity. The results obtained 

from PLS make it possible to settle that the validation criteria of the measurement model are well verified. 

 

The hypotheses test: The reliability of the measuring instruments, as well as the adjustment of the global model being 

confirmed, we will now address the results of this study in terms of structural relationship between the variables. This test 

is based on the Path coefficient using P-value (Table VI). The level chosen is 5% which means that in 95% or more of the 

time this relationship might work. 
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Standard 

Beta (β) 

Sample 

Mean 

(M) 

Standard 

Deviation(STDEV) 

Standard Error 

T 

statistics(| 

O/STDEV 

|) 

T-value 

P-

Value 

Decision 

Functional Quality -> 

Satisfaction 
0,376 0,365 0,131 2,879 0,004 

Supported** 

Processing Time -> 

Functional Quality 
0,239 0,244 0,094 2,531 0,012 

Supported* 

Response Time -> 

Functional Quality 
0,602 0,607 0,083 7,234 0,000 

Supported** 

Technical Quality -> 

Satisfaction 
0,539 0,554 0,137 3,948 0,000 

Supported** 

Source: Smart PLS 

Table IV: The global model hypotheses test 

** P<0.01 

* P<0.05 

 

Now, the validation of the structural model will be examined by integrating the role of the mediator variable. We will use 

the method of Preacher and Hayes (2008) by relating the estimation of parameters of the causal model. The Bootstrap 

indirect effect (total effect in the Table VII) confirms that the P-value is less than 0.05. And the Bootstrapped confidence 

interval confirms the existence of mediation because the lower and upper level do not cross the 0. So, we settle that the 

functional perceived quality mediates a relationship between time response and processing time and the latent variable which 

is the satisfaction. 

 

 

Standar

d Beta 

(β) 

Sample 

mean (M) 

Standard 

deviation(STDEV

) 

Standard Error 

T 

statistics(| 

O/STDEV 

|) 

T-value 

P-value 

Decision 

H3a: Functional Quality -> 

Satisfaction 
0,376 0,354 0,136 2,770 0,006 

Supported*

* 

H2: Processing time -> 

Functional quality 
0,239 0,236 0,096 2,503 0,013 

Supported* 

Processing time -> 

Satisfaction 
0,090 0,081 0,043 2,089 0,037 

 

H1: Response Time -> 

Functional Quality 
0,602 0,612 0,084 7,130 0,000 

Supported*

* 

Response Time -> 

Satisfaction 
0,227 0,219 0,095 2,382 0,018 

 

H3b: Technical Quality -> 

Satisfaction 
0,539 0,563 0,140 3,856 0,000 

Supported*

* 

Source: Smart PLS 

Table VII: The Indirect Effect of the Global Model 

** P<0.01 

* P<0.05 

Our research is based on four hypotheses that show the importance of time on satisfaction with the processing of claims. 

The results of this study validate the explanatory model of satisfaction (Figure III). 
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Source: Smart PLS 

Fig. III: The explanatory Model of Satisfaction 

 

2) Results Discussion: Hypotheses H1 and H2: Functional quality 

We remind that hypothesis H1 which postulates that the response time influences the perceived functional quality is 

validated. The estimates obtained show that the response time positively influences the perceived functional quality (β = 

0.602, P<0.001). 

Hypothesis H2 assumes that complaint processing time influences perceived functional quality. The estimates obtained show 

that the relationship between these two variables has a coefficient whose value may be considered as less satisfying than the 

response time (β = 0.239, P<0.05) but the assumption remains valid with a threshold of 5%. We can underline the level of 

explained variance of this model (R² = 61.5%). This shows that the selected exogenous variables are relevant to explain the 

dependent variable (perceived functional quality). 

-Hypotheses H3: Satisfaction: Hypothesis H3a suggests that functional quality influences satisfaction. This hypothesis is also 

validated (β = 0.376, P<0.05). By analyzing the indirect effects of response time and processing time on the satisfaction 

variable, we can conclude that the functional quality is a mediator variable. But its influence to explain the satisfaction is less 

important than the technical perceived quality. 

Hypothesis H3b predicts that the technical quality allows a better satisfaction. This one is validated. Moreover, it has more 

positive impact on satisfaction (β = 0.539, P<0.001). This means that the greater the number of internal links, the easier 

access to external funding will be. 

 

V- CONCLUSION 
 

Our study is based on four hypotheses that show the importance of the time in the complaint management. The results of 

this study validate the explanatory model of satisfaction. We conclude that time response is a stepping stone to satisfy the 

customer in the context of complaint management. 

Perceived quality is very associated to perception and not as it is objectively. Some authors define it as an overall evaluative 

judgment. It thus consists in the confrontation between the customer's perception of the quality delivered and his previous 

expectation concerning the service effectiveness (Grönroos, 1984).  

It is definitely true that perceived technical quality plays a key role in explaining satisfaction. But, it remains insufficient if it 

is not associated to a good perceived functional quality connected to fast response (the customer feels considered).  
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Conversely, functional quality can lead to relatively more negative judgments and behaviors for the company. An incident 

in response time (more than the processing time) would contrast more strongly with expectations, which results in greater 

dissatisfaction according to the principle of disconfirming expectations (Oliver, 1997). Thus, a long response time is not 

assimilated and produces a contrast effect which leads the customer to be more severe and to modify his previous attitude 

(Herr et al., 1983). In addition, demanding customers may be inclined to feel offended if there is an incident related to the 

delay of the technical intervention. When the customer thinks that the company is responsible for the problem and it is slow 

to react and correct the situation, the result is that the quality of the complaint processing is perceived negatively and creates 

dissatisfaction. 

 

If the objective is to increase the satisfaction of the complaint management, a particular interest dedicated to the response 

time and the perceived technical quality is consequently essential, even primordial. Whatever the nature of the correction 

made by the company, it must be done quickly or it would be too late to dispel the dissatisfaction. 

 

Nevertheless, the results of the study have a number of limitations that are related to the population requested. Similarly, 

variables such as industry, level of education are likely to influence results. 

 

Despite these limitations, the results of this research represent opportunities for enrichment and improvement for future 

researches to improve satisfaction in the context of complaint management. Answering such lines of thought is certainly 

relevant for the companies’ actions operating in a high competitive environment. 

 

References 
 

Aaker J., Fournier S. and Brasel S.A, When good brands do bad, Journal of Consumer Research, 2004. 

 

Abaaoukide K., Impact du temps de réponse aux réclamations sur la satisfaction client: cas du secteur des télécommunications au Maroc, 

REMAREM, 3, 15, 2016 

 

Ahluwalia R., How Prevalent Is the Negativity Effect in Consumer Environments?, Journal of Consumer Research, 2002. 

Anderson E. W., Fornell C. and Rust R. T., Customer satisfaction, productivity, and profitability: differences between goods and services, 

Marketing Science, 16, 2, 1997. 

 

Bergadaà M., Le temps économique et le temps psychologique du voyageur dans un aéroport international, La Revue des Sciences de Gestion,  

n°236, 2009. 

 

Bouder-Pailler D., La conception du temps, variable médiatrice dans le processus motivationnel : application à la consommation de théâtre, 

Université de la Réunion, 1997. 

 

Boyer A. and Nefzi A., La perception de la qualité dans le domaine des services : Vers une clarification des concepts, La Revue des Sciences de 

Gestion, n°3, 2009. 

 

Chumpitaz R. and Swaen V., La qualité comme déterminant de la satisfaction des clients en usiness-tobusiness: une application dans le domaine 

de la téléphonie, 2004. 

 

Djelassi S. and Ferrandi J.M., L'influence de la perception du temps sur l'achat par catalogue, Revue Française de Gestion, no 162, 2006. 

 

Evrard Y., La satisfaction du consommateur : état des recherches, Revue Française du Marketing, 1993. 

 

 

IAETSD JOURNAL FOR ADVANCED RESEARCH IN APPLIED SCIENCES

VOLUME 5, ISSUE 2, FEB/2018

ISSN NO: 2394-8442

http://iaetsdjaras.org/705



 
 

 

 

 

Evrard Y. and Audrain A.F., Satisfaction des consommateurs : précisions conceptuelles, 3ème Journée de Recherche et d’Echanges en Management 

du Tourisme, 2011. 

 

Gentry JW., Ko G. and Stoltman JJ., Measures of personal orientations, 7ème John-Labatt Marketing Research Seminar, Time and Consumer 

Behavior, Quebec University, Montréal, 1991. 

 

Grönroos C., A service quality model and its marketing implications, European Journal of Marketing, n°18, 1984. 

 

Jacoby J. and Jaccard J.J., The sources, meaning and validity of consumer complaint behavior: a psychological analysis, Journal of Retailing, 1981. 

 

Ladhari R., La satisfaction du consommateur, ses déterminants et ses conséquences, Revue de l'Université de Moncton, 36, 2, 2005. 

 

Maxham J.G. and Netemeyer R.G., Modeling customer perceptions of complaint handling over time: the effects of perceived justice on satisfaction 

and intent, Journal of Retailing, 2002. 

 

Meyer-Waarden L., and Sabadie W., Quelles dimensions de la théorie de la justice privilégier pour satisfaire les réclamants: le rôle de la qualité 

de la relation?, XXVIIIème Congrès International de l'Association Française du Marketing, May, 2012. 

 

Nardot C., Temps et comportement du consommateur, GREC, Académie de Verseilles, 2013. 

 

Oliver R.L., Satisfaction: a behavioral perspective on the consumer, McGraw–Hill, 1997.  

 

Parasuraman A., Zeithaml V.A. and Berry L.L., A conceptual model of service quality and implications for future research, Journal of 

Marketing, 49, 1985. 

 

Sabadie W., Prim-Allaz I. and Llosa S., Contribution des éléments de gestion des réclamations à la satisfaction: les apports de la théorie de la 

justice, Recherche et applications en marketing, 2006. 

S 

eck A.M., Qualité de service et satisfaction du client dans un contexte de distribution de services multi-canal : une étude exploratoire dans le secteur 

bancaire, 8th International Marketing Trends Congress, 2009. 

 

Vanhamme J., La satisfaction des consommateurs spécifique à une transaction : définition, antécédents, mesures et modes. Recherche et Applications 

en Marketing, 2002. 

 

Viard J., Une vie longue est une vie de discontinuité, Le Monde, 2015. 

 

Westbrook R. A. and Oliver R. T., The dimensionality of consumption emotion patterns and consumer satisfaction, Journal of Consumer 

Research, 18, 1, 1991. 

IAETSD JOURNAL FOR ADVANCED RESEARCH IN APPLIED SCIENCES

VOLUME 5, ISSUE 2, FEB/2018

ISSN NO: 2394-8442

http://iaetsdjaras.org/706


