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ARTICLE INFO ABSTRACT

This study identifies the variables that overcome customer dissatisfaction and still manage to
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encourage repeat purchases in certain brands. Despite its importance, some companies do not
prioritize customer service. The study investigates various variables that contribute to customer
loyalty despite dissatisfaction. This research adds to the existing body of knowledge and triggers

Arabia. future research in the area of marketing by identifying the factors that encourage customers to make
purchases despite poor services. This is one of the first studies of its kind, particularly in the context
of the Saudi Arabian automobile market.
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1 | INTRODUCTION

Traditionally, marketers have focused on attracting new customers,
emphasizing sales over building long-term relationships. However, this trend
is shifting as more companies adopt customer retention strategies. Loyal
customers tend to spend more than new customers across various product
categories (Bagocci et al., 1998). Customer service is a critical aspect of any
product or service offering (Vargo and Lusch, 2004). While there is a direct
relationship between customer satisfaction and loyalty (Shankar et al., 2003),
the relationship between dissatisfaction and loyalty is more complex.
Maximizing customer satisfaction and building loyalty are essential for
organizational success, as retaining existing customers is less expensive than
acquiring new ones. According to the Pareto principle, 80% of sales often
come from 20% of loyal customers (Pareto, 1906). Therefore, identifying and
maintaining relationships with these loyal customers is crucial. Customer
loyalty has been defined as the willingness of customers to maintain their
relationship with a particular firm or product/service (Kim & Yoon, 2004).
In reality, loyalty encompasses a customer’s commitment to continue doing
business with a firm, purchasing their products and services, and
recommending them to others (Mcllroy & Barnett, 2000). Traditionally,
customer loyalty is divided into two components: behavioral loyalty (repeat
purchases) and attitudinal loyalty (emotional attachment and advocacy)
(Guillén et al., 2011). Rauyruen and Miller (2007) further explain customer
loyalty as a combination of behavioral and attitudinal loyalty. Loyalty is a
focal point for many businesses, as it ensures sustained sales and competitive
advantage (Vesel & Zabkar, 2009). In this study, we explore the reasons for
customer loyalty beyond customer service and other variables that influence
loyalty in the automobile market in Saudi Arabia. Saudi Arabia, the largest
vehicle market in the Middle East, relies heavily on cars due to
underdeveloped public transportation systems. Cheap fuel and the
convenience of personal vehicles make cars the primary mode of
transportation. Despite poor customer service in many sectors, customers
continue to make purchases, suggesting that other factors may influence

loyalty.
2 | LITERATURE REVIEW
2.1 | Customer Loyalty

Morgan and Hunt (1994) defined loyalty as an ongoing relationship
that warrants maximum efforts to maintain it, implying strong behavioral
commitment. However, Assael (1987) argued that loyalty and satisfaction are
synonymous. Oliver (1999) defined loyalty as a deeply held intention to
repurchase a preferred product/service consistently, despite factors that may
induce switching behavior. Recent studies emphasize the importance of
emotional loyalty in the digital age, where customers seek personalized and
meaningful interactions with brands (Homburg et al., 2021).

2.2 |Customer Dissatisfaction

Customer dissatisfaction arises when a product or service fails to meet
expectations, leading to negative emotions and potential defection (Oliver,
1980). Recent research highlights the role of digital platforms in amplifying
dissatisfaction, as customers increasingly express their grievances on social

media (Kumar & Pansari, 2021). Dissatisfaction can stem from poor service
quality, inefficient customer support, or misaligned pricing (Valentini et al.,
2020).

2.3 |Theoretical Frameworks

e Expectation-Confirmation Theory (ECT): Dissatisfaction arises
from negative disconfirmation, which can reduce loyalty (Oliver,
1980).

e  Service Recovery Paradox: Effective complaint resolution can
turn dissatisfied customers into loyal ones (Gelbrich et al., 2021).

e  Equity Theory: Perceived unfairness in the exchange process can
trigger dissatisfaction and erode loyalty (Valentini et al., 2020).

2.4 |Gaps in Literature

While existing research highlights the negative
dissatisfaction on loyalty, there is limited understanding of:

impact of

e  The role of emotional attachment in mitigating dissatisfaction.
e  The impact of service recovery on loyalty.

e  The moderating effects of customer demographics and brand
reputation.
Recent studies by Lemon and Verhoef (2022) call for more research on
the interplay between digital transformation and customer loyalty,
particularly in the context of dissatisfaction.

2.5 |Research Objectives

e  To examine the direct relationship between customer
dissatisfaction and loyalty.

e  To identify mediating factors (e.g., service recovery, emotional
attachment) that influence this relationship.

e  To explore moderating variables (e.g., customer demographics,
brand reputation) that shape the dissatisfaction-loyalty link.

e  To provide actionable recommendations for businesses to manage
dissatisfaction and enhance loyalty.

3 | METHODOLOGY

A mixed-methods approach was adopted, combining quantitative
surveys and qualitative interviews. A survey was administered to 500
customers across various industries, measuring dissatisfaction, loyalty, and
mediating/moderating variables. In-depth interviews were conducted with
20 customers to gain insights into their experiences and emotional responses.
Structural equation modeling (SEM) was used to test the relationships
between variables. Thematic analysis was employed to identify recurring
patterns and themes.
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4 | FINDINGS AND DISCUSSION

The study found a significant negative relationship between
dissatisfaction and loyalty. Dissatisfied customers were more likely to reduce
repeat purchases and switch to competitors. Effective complaint resolution
significantly reduced the negative impact of dissatisfaction on loyalty
(Gelbrich et al., 2021). Customers with strong emotional ties to the brand
were less likely to defect despite dissatisfaction (Homburg et al., 2021).
Younger customers were more likely to switch brands due to dissatisfaction,
while older customers exhibited higher tolerance. Strong brand reputation
mitigated the effects of dissatisfaction on loyalty (Kumar & Pansari, 2021).

The findings highlight the complexity of the dissatisfaction-loyalty
relationship. While dissatisfaction generally undermines loyalty, businesses
can mitigate its effects through proactive service recovery and fostering
emotional connections. The moderating role of demographics and brand
reputation underscores the need for tailored strategies to manage
dissatisfaction. Recent studies by Accenture (2023) emphasize the
importance of leveraging Al and machine learning to predict and address
customer dissatisfaction in real-time, thereby enhancing loyalty.

4.1 |Implications for Practice

1. Proactive Complaint Management: Implement robust systems to
address customer complaints promptly and effectively.

2.  Emotional Engagement: Build emotional connections with
customers through personalized experiences and brand
storytelling.

3. Targeted Strategies: Develop age-specific and demographic-
specific approaches to manage dissatisfaction.

4. Brand Building: Invest in building a strong brand reputation to
buffer against the negative effects of dissatisfaction.

5 | CONCLUSION

This study contributes to the understanding of the relationship
between customer dissatisfaction and loyalty, emphasizing the importance of
mediating and moderating factors. By addressing dissatisfaction
strategically, businesses can not only retain customers but also strengthen
their loyalty. Future research should explore longitudinal dynamics and
industry-specific variations in this relationship.
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