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                    Abstract
This study aims to fill an important research gap in customer management, namely, the extent to which customer engagement arises as a consequence of an effective complaint-handling strategy. In tackling this question, we offer new insights into service research that may help researchers and managers better understand customer non-transactional behaviors to complaint-handling actions. To test the conceptual framework, we employ self-reported information from a sample of customers who have experienced a service failure in the financial services industry. Findings show that complaint handling will increase not only customer satisfaction with the complaint-handling process but also customer engagement. Satisfaction also plays a mediating effect. Therefore, in the event of a service failure, a proper management of the problem will lead to more engaged customers.
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Appendices
Appendix 1: Descriptive statistics. The scales run from one (totally disagree) to seven (totally agree)

                  	Variables/items
	Total sample

	Mean
	Standard deviation

	PERCEIVED EFFORT (Karatepe 2006)

	 The employee put all his/her energy into resolving my complaint
	3.84
	1.65

	 The employee worked at his/her full capacity to resolve my complaint
	3.56
	1.67

	 The employee strived as hard as he/she could to be successful in resolving my complaint
	3.55
	1.69

	PERCEIVED JUSTICE (DeWitt et al. 2008)

	Distributive justice

	 The solution I received after filing the complaint was fair.
	3.52
	1.71

	 The company gave me what I needed when resolving the problem.
	3.29
	1.67

	Procedural justice

	 The company responded to my needs quickly and fairly.
	3.23
	1.61

	 The company was flexible when dealing with my problem.
	3.27
	1.65

	 Company policies and procedures were appropriate for dealing with my concerns.
	3.47
	1.67

	Interactive justice

	 The company was sufficiently concerned about my problem.
	3.37
	1.53

	 Communication on the part of the company was appropriate.
	3.78
	1.54

	COMPLAINT-HANDLING SATISFACTION (Karatepe 2006)

	 My satisfaction with this company has increased after they resolved my problem properly
	3.24
	1.67

	 My impression of this company has improved after they resolved my problem properly
	3.30
	1.65

	CUSTOMER ENGAGEMENT (Sprott et al. 2009; van Doorn et al. 2010)

	Customer engagement behavior: recommendations

	 I like sharing my experience as a customer of this company with other customers
	3.63
	1.57

	 I will recommend this company’s services to friends and family
	3.39
	1.54

	 I always give my sincere opinion about the company’s services to the company
	3.60
	1.78

	Customer engagement behavior: co-creation

	 I like interacting with the company
	4.47
	1.80

	 I would participate with the company making suggestions or giving ideas to enhance the company’s service
	4.03
	1.51

	 I like helping other customers to resolve doubts regarding this company’s services
	3.76
	1.62






                Appendix 2: Measurement scales (reliability)

                  	Measurement model
	Indicator
	Standardized loading
	Alpha
	Composite reliability index (CRI)
	Average variance extracted (AVE)

	PERCEIVED EFFORT
	PE1
PE2
PE3
	0.863
0.894
0.904
	0.865
	0.917
	0.788

	PERCEIVED JUSTICE
	DJ
PJ
IJ
	0.870
0.895
0.902
	0.867
	0.919
	0.791

	COMPLAINT-HANDLING SATISFACTION
	CHS1
CHS2
	0.934
0.940
	0.862
	0.935
	0.878

	ENGAGEMENT
	REC
CC
	0.939
0.902
	0.823
	0.918
	0.848






                Appendix 3: Discriminant validity for structural model variables

                  	SAMPLE
	VARIABLES
	PERCEIVED EFFORT
	PERCEIVED JUSTICE
	COMPLAINT-HANDLING SATISFACTION
	ENGAGEMENT

	TOTAL
	PERCEIVED EFFORT
	
                              0.887
                            
	 	 	 
	PERCEIVED JUSTICE
	0.461
	
                              0.889
                            
	 	 
	COMPLAINT-HANDLING SATISFACTION
	0.629
	0.618
	
                              0.937
                            
	 
	ENGAGEMENT
	0.559
	0.612
	0.605
	
                              0.921
                            




	The bold values indicate t = 2.58




                Data appearing on the main diagonal are the square roots of the AVE of the variables. The rest of the data represent the correlations between constructs. All correlations are significant p < 0.01 (Fornell and Larcker 1981).
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