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Communication — Important Means of the Complaints
Management

Jana Urdzikova

Abstract:

Purpose of the article: Effective communication in an organization is one of the preconditions of'its operation.
The aim of the article is to point out the communication process in the complaints management, to emphasize
importance of the communication in the business practice and the current state analyze of the communication
in Slovak business subjects. The paper presents the partial results and conclusions of research carried out.
Methodology/methods: The methodology of this study is based on the scientific methods of acquiring and
processing data — observation, questionnaire, interview, qualitative methods (analysis, synthesis, induction,
deduction, comparison, abstraction, etc.); quantitative methods (descriptive statistics such as frequency
analysis, statistical analysis, confidence intervals) and graphical methods.

Scientific aim: The scientific aim of the article is to prove the established differences between business subjects
that are the result of systematic influence (for example quality management system, subject of business,
duration of action in the market).

Findings: The research results have revealed the strengths of business subjects and revealed the areas which
need to be improved. In the first place, they should become aware of the fact that the communication process
necessarily forms the part of the complaints management and is well founded. The positive effect also has
implementation of the existing ISO 9000 series of standards into business practice, which was reflected in a
higher level of complaints management.

Conclusions: Following the knowledge of communication process and its functioning plus awareness of
communication obstacles, it is possible to improve the effectiveness and the result of communication and
by that affect the overall result of claim procedure. Therefore, communication can be considered as very
significant element in the process of complaints and claims handling.
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Introduction

A communication is an important part of every or-
ganisation, institution, or business subject. We com-
municate all the time and constantly send different
stimuli into the environment, whether they are ver-
bal or non-verbal, following impulses from subor-
dinates, colleagues, customers, own thoughts, etc.
Making a complaint or claim can also be considered
a type of communication. It is the situation when
an organisation does not meet the requirements of
their customer, or does not satisfy his needs. This is
how he draws attention to discrepancy of a particu-
lar product and expects solution to this unpleasant
situation, or experience. In this case, it is crucial for
organisation to have functioning complaint manage-
ment which plays important role not only during the
complaint or claim handling process, but also befo-
re and after it. By fulfilling their tasks, complaint
management affects the result of the whole macro
process in an organisation, whose goal is a satisfied
and loyal customer.

1. Communication Process during
Complaint’s Actions

Communication, as a crucial factor of understan-
ding and processes realization, is a very important
means in complaints management where complaints
and claims present certain type of communication
(Figure 1) in the relationship customer — organizati-
on. It is mainly the communication, verbal, nonver-
bal, written or oral, that plays an important role in
the process of complaints and claims handling and
affects the result of the whole process.
Communication is ,,a transaction process of pas-
sing and receiving the information in mutual con-

tact”. (Berryova, 2009; Holkova, Hornak, Cambial,
2000; galgoviéové, Urdzikova, 2012; Heller, 2005).
It takes place in two key levels, macro-organizational
and micro-organizational (Heller, 2005; Berryova,
2009). Macro-organizational level of communicati-
on in complaints management is formed by commu-
nication between the customer, the complainant in
this case, and the organization. Micro-organizational
level of communication takes place within the orga-
nization in complaints and claims handling. Directi-
on and flow of the internal communication should be
carried out upwards, downwards and laterally (hori-
zontally). Communication flow in the organization
is regulated on the ground of explicit and implicit
restrictions that specify who may communicate with
who, how, what about and for what reason.
Communication process in complaints manage-
ment at the macro-organizational level is formed by
the following elements of communication (Salgovi-
¢ova, Urdzikova, 2012, p. 111):
e customer — complainant,
e organization, which offers low-class product or
service related to it,
e way of communication,
o communication channel, medium.

When handling complaints and claims, the infor-
mation, coming from the customer-complainant as
well as from the receiver-organization, presents the
key element of communication chain that is presented
in the Figure 1. Both parties participate in successful
information exchange to the same extent within the
claim process. Customer — complainant is the one
who wants to send certain coded message-complaint
or claim to the organization-particular subject that
offers the low-class product. At first, the customer-
complainant has to transform the information into
the meaningful form, it means to encode and send

MEDIUM, CHANNEL

MESSAGE,
INFORMATION,
CUSTOMER CLAM. DECODING ORGANIZATION
COMPLAINANT ,
COMPLAINT

FEEDBACK

OBSTACLE

Figure 1 Chart of the communication process during the complaint s action.

Source: Salgovicovd — Urdzikovd, 2012, p. 111.
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it as a message containing communication symbols
that are used in certain communication means with
the help of communication media or channels. Once
the receiver-organization has received the message,
he must decode it at first, it means transform it to the
form understandable for him. (Urdzikova, Jakabo-
va, 2011; Urdzikova, 2012; ISO 10001:2007; ISO
10002:2004; ISO 9001:2008)

Quality of the information, or more precisely the
ability to understand the information in complaints
and claims handling, plays a very important role
in the communication process. Information should
meet the following requirements (Ondraskova,
Farkasova, 2006; éalgoviéové, Urdzikova, 2012):

e relevancy — to what extent the complaint contains
particular information,

e accuracy — to what extent facts support the com-
plaint,

e simplicity — eliminate the redundant, vague and
misleading information,

e cxactness — complaint has to contain understan-
dable information, timeliness and frequency of
providing.

Efficiency of communication is very important
in the very process of communication. It is also the
extent to what the intended meaning of the infor-
mation is received and understood (Berryova, 2009,
p- 433). During communication, communication ob-
stacles can occur (noise, barriers and gaps). On the
ground of these obstacles, many problem situations,
misunderstandings, or insufficient information may
occur during the transmission or decoding. These
situations will cause the misunderstanding between
the parties, because the information is garbled. Re-
ceiver-organization will understand the message in a
different way, or the customer-complainant will send
a different message as he intended before. Commu-
nication obstacles affect the efficiency and the result
of the communication to great extent.

Basic obstacles which may occur on the part of
customer — complainant (Urdzikova, 2010):

e unwillingness to supply important information or
its parts by different reasons,

e inappropriate content or the amount of supplied
information, or signals being sent,

e aggressive, vulgar behaviour,

e inappropriatelly, inexactly, vaguely supplied in-
formation,

e lack of active listening, he hears only what he
wants to,

e self-assertion upon any terms,

e usage of inappropriate and vague communication
language etc.

Basic obstacles may also occur on the part of re-

ceiver — organization (Urdzikova, 2010):

e unwillingness to accept the complaint,

e aggressive, arrogant, inappropriate behaviour,

o lack of active listening,

lack of feedback,

e carly appraisal,

e lack of concentration, distraction through own

thoughts or other activities,

time stress,

superiority emphasizing,

incompetency of staff,

inappropriate and inadequate communication

(e.g. interrupting the talk etc.),

e misinterpretation of the information coming from
the complainant,

e not checking the understanding by paraphrasing
or questions,

e disturbing elements of the environment that are
distracting,

e inappropriately, inexactly, vaguely supplied infor-
mation,

e usage of inappropriate and vague communication
language etc.

As in every process, feedback is very important
in claim process as well. Through feedback, the
receiver-organization sends a signal to the sender-
customer-complainant. This signal says that trans-
mission has passed successfully; the message, in-
formation, complaint or claim has been understood
clearly. (Witkowski, 2009; Saniuk, Saniuk, 2009;
Urdzikova, 2010; Saniuk, 2007)

Following the knowledge of communication process
and its functioning plus awareness of communication
obstacles, it is possible to improve the effectiveness
and the result of communication and by that affect the
overall result of claim procedure. Therefore, communi-
cation can be considered as very significant element in
the process of complaints and claims handling.

For that reason, organization should not unde-
restimate communication with the customer and
approach it responsibly through implementation
of communication process with the customer. It
should contain the following (Urdzikova, 2010;
Salgoviéové, Urdzikova, 2012):

e responsibility for communication with the custo-
mer,

e means that should be used in communication with
the customer,

e communication channels and flow of information
for customers,

e customer communication records in writing and
their saving,
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e communication process that is required in case of
complaining and acknowledgement.

Concerning the considerable customer differenti-
ation, it is necessary to work out long-term commu-
nication programmes and select different commu-
nication strategies for individual customer groups,
external as well as internal, even for the individu-
als.

When the customer communication procedure
is not selected properly, or when the customer re-
quirements are not being “heard”, split between the
organization and the customer can occur easily. This
split can consequently become evident through e.g.
complaint about the employee, eventually claim of
the product or services related to it (Ondruskova,
Farkasova, 2006; Urdzikova, 2010; Urdzikova,
Jakabova, 2011). Ignorance or bringing the conflicts
to the boil can lead the organization to economic and
financial problems.

2. The current state of the communication
in Slovak business subjects

A picture of how communication is applied in Slo-
vak business subjects is given by the results of a re-
search carried out in 2009 and 2010 at MTF STU
(Faculty of Material Sciences and Technology of
Slovak University of Technology), Institute of Indu-
strial Engineering, Management and Quality.

Its subject matter presented the mapping of the
system security current state concerning the com-
plaints management in terms of business practice in
Slovakia. One of the research parts was the area of
customer communication.

Approximately 400 business subjects on the Slo-
vak market were addressed within the research. The
selection surveyed of respondents wasn’t limited,
it was a random choice, because we had effort to
address the widest possible group of businesses. Re-
turn completed questionnaires was 65.5%.

Concerning the subject of business, the sample
consisted of 45% business subjects of production
character and 55% of those providing services. One
of the important steps was to find out if the business
subjects joining the research built the quality mana-
gement system (QMS) according to the international
standard ISO 9001 (Figure 2).

Research results were obtained with the help of
different scientific methods, SPSS software and
using the comparative analysis they were compared
with the results arising from previous researches that
had formed a part of the research projects realized at
the Institute of Industrial Engineering, Management
and Quality; Faculty of Materials Science and Tech-
nology in Trnava; Slovak University of Technology
in Bratislava, Slovakia.

2.1 The empirical research results

Research results pointed out that only 85% of re-
spondents place great emphasis on the importance
of communication and its influence on the whole
business subject run. 13.3% of respondents place
medium emphasis on it, and there are also business
subjects that place only little or no emphasis at all
on this issue. In communication, it is not possible
to exclude or give priority to any of its two compo-
nents — internal and external communication. Both
are of the same importance to the whole run of the
business subject. That is why neither of them should
be left out.

18% 1

16% A

14% A
12% A

O The certified QMS

10% A
8% A
6% A
4%
2%
0%

Micro
Small
Medium
Micro

Concern

Production character

Small

O Don't build the QMS

Medium

Concern

Providing services

Figure 2 Visualisation of the business subjects from the quality management system point of view. Source: Own work.
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In external communication, attention was paid
to communication with the customer. We found
out that 66.1% of business subjects communicate
with customers regularly during the whole process
beginning with the contract approval and ending
with production and delivery to the customer. At
the same time, they also monitor the feedback. On
closer look at the sample make-up in this answer,
it is clear that 38.3% of the answers came from the
business subjects with certified QMS. When compa-
ring the research results with other results from the
period of years 2003-2005 (Final report, 2005), it is
possible to see some differences. While in 2009 the-
re are 66.1% of the answers, in the period of years
2003-2005 (Final report, 2005) there were 78% of
them. Almost 12% decrease can be seen here. These
numbers show that nearly 34% of business subjects
communicate with their customers partially, e.g.
when signing the contract, passing the product to the
customer, or handling the complaint and claim. In
external communication with customers, business
subjects often prefer personal contact or electronic
mail, internet and telephone.

As it was mentioned before, internal and exter-
nal communications are both of the same impor-
tance to business subject run. Therefore, it is time
now to rivet attention to internal communication.
Results show that almost 70% of business subjects
regularly inform their employees about their goals
to be reached within the department, or more pre-
cisely organisation, and 26% of them only inform
their employees in well-grounded cases. However,
informing the employees on goals is not enough. It
is necessary to inform them on the results of the sol-
ved tasks as well. 60% of business subjects regular-
ly inform their employees on the reached results of
solved tasks and 35% inform them in well-grounded

cases only. They prefer a lot of different forms of
communication, whether individually or combined,
mainly open discussion, meetings, e-mail, intranet
and less often information boards, brochures, inter-
nal magazines or flyers.

In communication, we were interested in whether
the business subjects have worked out regulations or
working processes that set the rules of internal and
external communication. 43.9% of the respondents
stated they had worked out documentation setting
the rules of internal and external communication and
it was fully respected. It is possible to see a little,
about 10% higher increase compared to the period
of years 2000-2002 (Final report, 2002) when 34%
of respondents stated that they had worked out do-
cumentation which was followed, too. Comparison
to the research results from the period of 2003-2005
(Final report, 2005) is useless, because it is not
possible to find out whether these are business sub-
jects that have worked out documentation but they
do not follow it, or they have documentation setting
the rules of communication which is strictly fol-
lowed. Differences in working-out of documentati-
on setting the rules of internal and external commu-
nication can be seen when comparing the answers of
the business subjects with certified QMS and with
no QMS which was also proved when the statistical
analysis had been used.

Importance of the very communication consists in
its effectiveness. Research results show that 38.3%
of organisations do not evaluate the effectiveness
of communication activities, 28.9% of them eva-
luate these only in special and well-grounded cases
and 31.1% of them evaluate communication effecti-
veness regularly.

When drawing the conclusion concerning the
analysis of the present state in the field of commu-

Table 1 Formulation concerning the significance of differences between various categories

of the features in the customer communication.

Requirement Subject of  Duration of action in Size by number QMS
business the market of employees
Importance of communication and its influence on 3 3 B
the whole business subject run
Documentation setting out the rules for internal and o wn .
external communication
Ensuring customer communication - - -
Inform employees about the objectives to be achieved o * -
Inform employees about the results - - -
* *

Evaluating the effectiveness of communication

Source:

Own work.

Comments: *** Very high significance, ** High significance, * Significance, — Don t significance.
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nication with customers in business subjects on the
Slovak market, we came out from the statistical
analysis results that can be seen in the Table 1. To
find out whether the observed differences are cau-
sed by the accidental effects or they are the result of
systematic influence, we had to test the answers by
x? — test, figure p-factor and use the rule for signifi-
cance examination.

Results in the Table 1 show statistically significant
difference with the level of importance 0.1% in two
categories of class marks during the work-out of the
documentation setting the rules of internal and exter-
nal communication. One of the categories is QMS,
where mainly the business subjects with certified
QMS work out and follow the documentation. This
is a result of the very established and respected QMS
according to the requirements of ISO 9001:2008, be-
cause it also includes the requirement for documenta-
tion. Second category is the size of business subjects
in relation to the number of employees, where the
documentation is worked out and respected mainly
by middle-sized and large business subjects, or more
precisely concerns. With the probability of 99%, it is
possible to state that there is various differentiation of
answers distribution according to how long the busi-
ness subjects have performed their business activities
on the Slovak market.

2.2 Summary - Strenghts and Improvement
Opportunities

Analysis of the present state in the field of commu-

nication with the customer showed the strengths of

business subjects and revealed the areas which need
to be improved.
Strengths arising from the results of the analysis

(Urdzikova, 2010, p. 100):

e Business subjects place great emphasize on com-
munication with their customers, they use it acti-
vely, many of them use it during all the activities
of quality spiral and at the same time, they utilise
different tools of communication. This is consi-
dered a good assumption to customer orientated
business.

e Majority of business subjects, regardless of QMS and
business subject, regularly inform their employees
on goals and results of the department functioning,
or more precisely the business subject.

e Improvement opportunities arising from the re-
sults of the analysis: (Urdzikova, 2010, p. 101)

e Unclear rules of internal and external communi-
cation.

® 12% decrease in the trend of applying the external
communication during all activities of the quality
spiral,

e Revealing of all significant differences when ap-
plying the communication with customers among
the business subjects with certified QMS and
those with no QMS. These differences are also
proved in dependence on how long the business
subjects have performed their business activities
on the Slovak market as well as the different size
of business subjects,

e There are also low levels of informing the
employees on goals that should be reached wi-
thin the business subject. This was proved in bu-
siness subjects operating on the market less than
5 years.

3. Discussions

Despite revealing certain deficiencies in the busine-
ss practise, it is still possible to say that communica-
tion is one of the crucial and effective tools in appli-
cation of customer orientated business. On the one
hand, it enables business subjects to find out about
the needs, expectations and requirements of custo-
mers. On the other hand, it enables these subjects to
gain the feedback from their customers concerning
the products and services quality that will definite-
ly reflect in their aftermarket behaviour (Jakabova,
2004; Witkowski, 2009; Horova, Tausl Prochazkova,
2011; Cambal, Caganova, 2010).

As it may be seen from the research conclusions
(expressed on confidence interval 95%), the busine-
ss subjects on the Slovak market are still supposed
to improve. In the first place, they should become
aware of the fact that the communication process
necessarily forms the part of the complaints mana-
gement and is well founded. The positive effect also
has implementation of the existing ISO 9000 series
of standards into business practice, which was re-
flected in a higher level of complaints management.
Comparison of the researches results showed 10%
decrease in the progress and development of the
businesses as a result of the global economic crisis
(started in September 2008). Businesses are gradu-
ally getting into a recession. It caused that many of
them had to fight with the existential problems.

Conclusion

The aim of the article was to point out the communi-
cation process in the complaints management and to
emphasize importance of the communication in the
business practice. The negative customer experience
with the product quality and services expresses as a
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complaint or a claim. However, successful resolu-
tion of a complaint gives rise to greater customer
satisfaction. This fact becomes evident at the eco-
nomical and financial profit of the organization, as
well.

The paper presents the partial outputs from the
Ph.D. thesis in field of study ,,Production Quality
Engineering”. The Ph.D. thesis was awarded the
,Prize for the Best Student’s Work in the Field of
Quality Management 2010“ Slovak Society for
Quality and as well as MTF STU, too.
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