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Abstract: For sustainable development, enterprises need to establish a good relationship with
customers. Existing studies have pointed out that customer voice behavior is beneficial to maintaining
and developing customer–firm relationships. Based on social identity theory, social exchange
theory and self-efficacy theory, we propose a moderated mediation model to analyze the impact
of customer–company identification on customer voice behavior, which includes complaints and
suggestions for service improvement. Data were collected from 487 consumers in the online takeaway
industry. The results show that customer–company identification has a positive impact on both
complaints and service improvement suggestions, and customer commitment plays a mediating
role in these relationships. Customer voice efficacy not only strengthens the positive effect of
customer commitment on complaints and service improvement suggestions, but also strengthens the
indirect effect of customer–company identification on two forms of customer voice behavior. Finally,
theoretical contributions, managerial contributions and future directions are discussed.

Keywords: customer–company identification; customer voice behavior; customer commitment; voice
efficacy; relationship marketing

1. Introduction

In the process of service production and delivery, customers are no longer bystanders; they often
participate in it as “partial employees” [1,2]. In this changing role, customers will not only affect the
production efficiency and service quality of enterprises, but also engage in active voluntary behavior,
such as customer citizenship behavior [1,3].

As a type of customer citizenship behavior [1,4], customer voice behavior has attracted the
attention of scholars. It is well recognized that the voices of consumers can bring a lot of benefits for
enterprises, such as provide opportunities to correct errors [5], help to improve offerings and prevent
future problems [6,7], and contribute to build close relationships between customers and service
providers [8]. At the same time, with the rapid development of the Internet, consumers can choose to
express their voices online. These voices can be shared on many online platforms, including social
media sites, online shopping websites and so on [9]. Besides, the voices that consumers express online
will play an important role in the products and services of enterprises [10,11]. Therefore, customer
voice behavior can be expressed more conveniently in the Internet era, and consumers will be more
willing to engage in voice behavior.

The concept of voice is first proposed by Hirschman [12] and has been developed rapidly in
organizational behavior. Scholars have conducted a lot of research on the definition and classification
of employee voice behavior, and its antecedent variables and outcome variables [13,14]. In the field of
consumer behavior, scholars mainly regard customer voice as a component of customer citizenship
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behavior and refer to it as a type of customer complaining behavior [8,15,16]. Given the increasing
understanding of the importance and connotation of voice behavior, scholars tend to study it as a
multi-dimensional concept [17–19]. Referring to the viewpoint of Liang, Farh and Farh [18] and Béal
and Sabadie [20], this study regards customer voice behavior as a two-dimensional concept: including
consumers’ complaints in dissatisfied situations and suggestions for service improvement. Both
behaviors are regarded as positive and beneficial to the sustainable development of customer–firm
relationships [16,20,21]. However, customers still hesitate to voice complaints or suggestions because
these actions may bring risk and potential loss to them [22,23]. Hence, we need to gain a further
understanding of the factors that can stimulate customer voice behavior.

As an important concept in relationship marketing, customer–company (C–C) identification
reflects the emotional relationship between customers and enterprises, which is a crucial reason that
customers are willing to maintain close relationships with enterprises [24,25]. This kind of emotional
relationship can promote positive behavior on the part of customers, such as helping others, providing
feedback and so on [23,26,27]. We suppose, therefore, that C–C identification can be a predictor of
customer voice.

To date, research on the relationship between C–C identification and customer voice behavior
is scant. Many scholars regard customer voice as a component of customer citizenship behavior in
order to explore the relationship between C–C identification and customer citizenship behavior, but
there is a lack of differentiation on customer voice dimensions and exploration about the underlying
mechanism of these two constructs [16,21]. This paper regards customer voice as a two-dimensional
concept and chooses the online takeaway industry as a research context to explore the relationship
between C–C identification and customer voice behavior.

According to social identity theory and social exchange theory [28,29], when customers identify
with a firm, they will regard themselves as part of the enterprise and want to help the enterprise
achieve its goals. This kind of good interaction will stimulate customers’ willingness to maintain this
relationship, which is often called customer commitment [20]. Customers with a sense of commitment
will perform positive actions to maintain a relationship with the enterprise. Thus, we assume
the indirect effect of C–C identification on customer voice behavior can be mediated by customer
commitment. In addition, individual competence differences also can affect customer behavior; we
consider voice efficacy as a moderator to explore the boundary conditions of the relationship between
C–C identification and customer voice behavior.

In summary, this study presents a moderated mediation model to help us understand the
underlying mechanism of C–C identification on customer voice behavior. The model is then tested in
an empirical study. Finally, the paper concludes with a discussion of the results, contributions and
future research directions.

2. Literature Review and Hypotheses

2.1. Customer Voice

The concept of “voice” is initially put forward by Hirschman [12] in economics literature and has
since been developed in organizational behavior literature. Van Dyne and Lepine [30] defined voice
as a positive extra-role behavior, a definition which has been generally recognized in many research
fields. Based on this definition, Liang, Farh and Farh [18] suggested two dimensions of employee voice,
promotive voice and prohibitive voice, which have been applied in many studies. Promotive voice
mainly involves new ideas or suggestions to improve organizational efficiency, while prohibitive voice
indicates expressions of concern about work practices or employee behavior that are not favorable to
the organization.

In early consumer behavior literature, customer voice behavior is regarded as a type of customer
complaining behavior [15]. Customer voice refers to consumers’ complaints to service providers
when they encounter problems in the service process, and it is considered a reflection of customer



Sustainability 2019, 11, 4311 3 of 13

dissatisfaction [8,16]. However, compared with other complaining behaviors (e.g., exit) when customers
encounter dissatisfaction, customer voice provides opportunities for enterprises to correct errors and
retain the customer–firm relationship; therefore, customer voice is regarded as a positive behavior [23,31].
Besides, customers often make suggestions to enterprises which can strengthen the relationship between
the two parties [21,32]. Béal and Sabadie [20] have proposed that suggestions for service improvement
can be regarded as a dimension of customer voice behavior.

Based on the above, this paper divides customer voice behavior into suggestions for improvement
and complaints. First of all, these actions are positive extra-role behaviors on the part of customers,
which is consistent with the definition of employee voice [30]. Secondly, customers participate in the
service process of enterprises as partial employees. The behavior of customers to help enterprises
improve service efficiency through suggestions is an example of promotive voice. When consumer
complaints point out problems which can be detrimental to the development of enterprises, this
behavior is consistent with the implications of prohibitive voice. Therefore, we assume that “promotive
voice” and “prohibitive voice” also exist in the areas of marketing. Specifically, this paper focuses on
customers’ suggestion and complaint behavior.

2.2. Customer–Company Identification

Customers often come into the possession of a sense of identity in the process of interacting with
enterprises. Bhattacharya and Sen [10] defined C–C identification as customers’ perception of the
close relationship between the enterprise and themselves. This perception comes from the comparison
of the customers’ identities with the enterprises’ identities, from which the customer can obtain the
psychological needs of self-identification and influence their consumption behaviors.

According to the theory of social identity [29,33], people tend to define themselves by identifying
with the groups they belong to and will strive to improve the group’s status. The higher the level of C–C
identification, the more likely it is that consumers will consider themselves as part of the organization
and show positive attitudes and behaviors to help the enterprise achieve its goals. For instance, studies
have shown that C–C identification can positively affect customer loyalty and satisfaction [34,35].
C–C identification also positively affects customer purchase behavior [25,36] and customer citizenship
behavior [37,38].

In addition, customer voice behavior is also a method to help the enterprise. Specifically,
complaint behaviors make enterprises aware of their own shortcomings and give them the opportunity
to make up for these shortcomings. Customer suggestions for service improvement directly provide
specific methods for improving the service efficiency of enterprises. In existing research, Wu and
Tsai [27] have shown that improving C–C identification can increase customer suggestions and positive
complaint behaviors, which are similar with the two dimensions of customer voice. Accordingly, this
study predicts:

Hypothesis 1 (H1). Customer–company identification will be positively related to: (a) suggestions for service
improvement and (b) complaint intentions.

2.3. Customer Commitment

Commitment is usually recognized as the major contribution to maintain a long-term
relationship [39,40]. Many scholars view commitment as a three-component concept in
organizational behavior. The three types of commitment include affective, normative and calculative
commitment [41,42]. In relationship marketing, scholars focus more on the affective level of customer
commitment and define it as consumers’ willingness to maintain an ongoing relationship with a
provider [20,25,43].

Social exchange theory refers to when one party benefits from an interactive relationship, it will
generate psychological motivation to maintain the relationship, and then to perform the behavior
which is beneficial to the other party [28]. The interaction between customers and service providers in
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the process of service production and delivery also belongs to the category of social exchange [44].
Committed customers are more likely to perform cooperative behaviors because they want to build
strong relationship with firms [36,37]. Liu and Mattila [45] also proved that customers with high
affective commitment are more willing to help the enterprise improve its performance. As customer
voice behavior is a positive behavior that is beneficial to firms, we argue that customer commitment
positively affects customer voice behavior, and the positive relationship between customer commitment
and customer voice behavior has been proven in some studies [4,20,23].

C–C identification and customer commitment are often used to explain the relationship between
customers and enterprises; the relationship between these two concepts has also attracted the attention
of many scholars. Studies in organizational behavior have proven that organization identification is a
predictor of employee commitment [46,47]. Research in marketing also indicates that identification is a
key factor in establishing customer commitment [48,49]. Su et al. [25] and Hur, Kim and Kim [37] have
shown that C–C identification positively affects customer commitment through empirical research.

Based on the viewpoint of social identity theory and social exchange theory [28,29], C–C
identification comes from the customers’ perception of the similarity of their identities and the
enterprises’ identities. When customers perceive that their identity characteristics and values are
similar to those of enterprises, they are more likely to equate enterprises with themselves, and to
generate a sense of satisfaction and dependence on their products and service. These emotions can
stimulate customer commitment, and then promote customers’ positive behaviors to continue the
relationship with enterprises.

From the definitions of these two concepts, customer–company identification indicates the
cognition formed by consumers based on their understanding of various characteristics and information
of enterprises. Customers will be willing to help the company when they identify with it, so the
increase in C–C identification will stimulate customer commitment, and customer commitment reflects
the behavior intentions of customers: when customer commitment is stronger, customers are more
willing to express their voice behavior. Therefore, we suppose that customer commitment will play
a mediating role between C–C identification and customer voice behavior. On the basis of these
arguments, this study predicts:

Hypothesis 2 (H2). The relationship between customer–company identification and: (a) suggestions for service
improvement and (b) complaint intentions will be mediated by customer commitment.

2.4. Voice Efficacy

Kish-Gephart et al. [50] initially put forward the concept of “voice efficacy” on the basis of
self-efficacy theory. Based on this idea, Duan et al. [51] developed the concept and defined voice
efficacy as the extent to which individuals believe themselves capable of voicing effectively.

Although customer commitment reflects the willingness of consumers to voice, the voice behavior
can bring risk and potential loss, so consumers may hesitate to voice considering these factors [22,23].
According to self-efficacy theory, individuals believe that they have the ability and skills to control
events in life when they feel a high sense of efficacy [52]. Therefore, when the level of voice efficacy
is high, customers will feel more capable of voicing, so customer behavior intentions can be better
translated into voice behavior. When the level of voice efficacy is low, customers’ expectations of the
positive results of their voice can be reduced, so the positive relationship between commitment and
voice behavior will be weakened.

The role of voice efficacy in promoting employee voice behavior has been confirmed in existing
literature [51,53]. According to the analysis above, customer voice is essentially the derivation of
employee voice behavior in marketing situations. We posit that consumers will be more likely to
participate in suggestion and complaint behaviors when they feel that they have high-level voice
efficacy. Therefore, this study predicts:
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Hypothesis 3 (H3). The relationship between customer commitment and: (a) suggestions for service
improvement and (b) complaint intentions will be moderated by voice efficacy, such that customer commitment
will have a stronger positive relationship with suggestions for service improvement and complaint intentions for
those with high voice efficacy than for those with low voice efficacy.

As mentioned above, customers perform behavior intentions on the basis of cognition, and then
show positive behavior, such as voice behavior. If the indirect effect of C–C identification on customer
voice behavior is mediated by customer commitment, the relationship between customer commitment
and customer voice will be positively moderated by voice efficacy. Therefore, when the level of
voice efficacy is high, the indirect effect of C–C identification on customer voice will be enhanced.
Accordingly, this study predicts:

Hypothesis 4 (H4). Voice efficacy will positively moderate the effect of the mediated relationship between
customer–company identification and: (a) suggestions for service improvement and (b) complaint intentions
through customer commitment.

The theoretical model of this research is shown in Figure 1.
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3. Methodology

3.1. Measurement

All constructs in this model were multiple-item scales adapted from existing scales.
Customer–company identification was assessed using the five-item measurement from Homburg
et al. [54], which was used to measure the identification of customers for travel agencies. Items for
commitment were adapted from Garbarino and Johnson [39], who used a three-item scale to measure
affective commitment. To measure customer voice behavior, we used the well-established scale by Béal
and Sabadie [20] which was adapted from previous research (Chan et al. [55], Kalamas et al. [56]). The
scales of voice efficacy were adapted from Duan, Kwan and Ling [51], who developed a three-item
measurement to explore the relationship between voice efficacy and voice behavior. All the detailed
scales are shown in Appendix A.

We followed the procedures suggested by Mullen [57] to ensure translation equivalence. All of
the measures used seven-point Likert scales (1 = “strongly disagree” to 7 = “strongly agree”).

3.2. Sample

To test the theoretical model, we chose the online takeaway industry as the research context for
this study. As a combination of the Internet and catering, the online takeaway industry has become
the fastest growing industry in China in recent years. Nowadays, the online takeaway market has
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over 300 million consumers and continues to grow rapidly [58]. Consumers can purchase meals, fruit,
and other products online through a mobile app, and the special service staff (usually called “delivery
people”) will deliver the goods to a designated location by the appointed time. There are several
reasons for choosing the online takeaway industry for the research context. First, according to Ahearne
et al. [59], the context characteristics of C–C identification include frequency of product/service usage,
the importance of company offerings to customers, and frequency of customer–company interaction.
These characteristics all perform well in the context of the online takeaway industry. In addition,
consumers can conveniently express their opinions and suggestions about the products and service,
which can promote the intention of voice behavior.

According to the industry market report [58], college students comprise one of the major markets
in the online takeaway industry. This study distributed 536 questionnaires to undergraduate students
in their public courses at a university in China. Excluding the samples that had not used a takeaway
platform, eventually we collected 487 usable questionnaires. The final sample consisted of 264 women
(54.2%) and 223 men (45.8%), including 137 freshmen (28.1%), 151 sophomores (31%), 112 juniors (23%),
and 87 seniors (17.9%). On the frequency of service usage, 74.3% of respondents indicated that they
used a takeaway platform no more than three times a week, while 25.7% of respondents used it at least
four times a week. In terms of the use time with takeaway platforms, 376 (77.2%) respondents noted
that they had been users of takeaway platforms for at least six months, while 111 (22.8%) respondents
had used them for less than half a year.

4. Results

4.1. Reliability and Validity Analyses

We conducted reliability and validity analyses by using SPSS 22.0 and AMOS 23.0. As indicated
in Table 1, all items can be reserved with factor loadings (EFA and CFA) are above 0.5 [60]. The model
is appropriate to the data because the KMO (0.926) is greater than 0.6 [61]. Cronbach’s alpha values for
each of the measures range from 0.829 to 0.931—all are above the 0.70 threshold for good reliability [60].

Table 1. Factor analysis, instrument validity and reliability.

Variables Items M SD % of
Variance

Loadings Cronbach’s
AlphaEFA CFA

Customer–Company Identification
(CCI)

CCI1 5.18 1.167

21.748

0.879 0.860

0.902
CCI2 4.98 1.249 0.835 0.920
CCI3 4.95 1.320 0.782 0.821
CCI4 4.90 1.267 0.813 0.888
CCI5 4.11 1.607 0.770 0.641

Customer Commitment
(CC)

CC1 4.35 1.413
16.150

0.685 0.884
0.900CC2 4.63 1.258 0.607 0.874

CC3 4.25 1.421 0.757 0.843

Voice Efficacy
(VE)

VE1 4.41 1.291
16.008

0.764 0.854
0.931VE2 4.46 1.287 0.851 0.924

VE3 4.45 1.320 0.852 0.943

Suggestions for Service Improvement
(SSI)

SSI1 4.74 1.262
14.815

0.821 0.863
0.927SSI2 4.57 1.311 0.747 0.910

SSI3 4.64 1.319 0.806 0.928

Complaint Intentions
(CI)

CI1 3.90 1.559
14.192

0.760 0.673
0.829CI2 4.43 1.460 0.843 0.845

CI3 4.60 1.405 0.829 0.861

Instrument Total Cumulative (%) 82.912 0.942

KMO 0.926
p-value 0.000

Notes: Item details for each construct are shown in Appendix A; M = mean; SD = standard deviation; EFA=
exploratory factor analysis; CFA = confirmatory factor analysis; KMO = Kaiser-Meyer-Olkin.
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The results in Table 2 indicate a good composite reliability (CR) with all of the values exceeding
0.8. For the evaluation of convergent validity, with all factor loadings exceeding 0.5 and the average
variances extracted (AVE) of each construct exceeding 0.5, the results suggest adequate convergence [60].
As for discriminant validity, all square roots of the AVE are greater than the maximum inter-construct
correlation (Max r), implying proper discriminant validity.

Table 2. Test of discriminant validity, convergent validity and composite reliability.

CR AVE MSV Max r CCI CC VE SI CI

CCI 0.917 0.692 0.599 0.774 0.832
CC 0.901 0.752 0.442 0.665 0.774 0.867
VE 0.934 0.824 0.442 0.665 0.567 0.665 0.908
SSI 0.928 0.811 0.406 0.637 0.560 0.622 0.637 0.901
CI 0.838 0.636 0.341 0.584 0.355 0.405 0.455 0.584 0.797

Notes: CR = composite reliability; AVE = average variances extracted; MSV = maximum shared variance; Max
r = maximum inter-construct correlation; CR > 0.8; AVE > 0.5; MSV < AVE; the square root of the AVE is bold
face diagonal.

Additionally, a set of confirmatory factor analyses (CFA) were used to assess construct validity
through Amos 23.0. As shown in Table 3, the five-factor model provided a reasonable model fit
(χ2 = 476.69, df = 109, CFI = 0.949, TLI = 0.928, RMSEA = 0.051) while the four-factor and three-factor
models fit poorly. The results indicate that the discriminant validity of the five-factor model is
acceptable by comparing the baseline model fit to the fit of other models in Table 3.

Because all items in this study were self-reported, the problem of common variance may exist.
Following the suggestion of Podsakoff et al. [62], we performed a single factor test in CFA. The results
showed a poor model fit (χ2 = 2743.46, df = 119, CFI = 0.636, TLI = 0.533, RMSEA = 0.130), which
indicated that common variance had little influence on this study.

Table 3. Comparison of measurement models.

Model Factors χ2 df χ2/df CFI TLI RMSEA

Baseline
Model Five factors 476.79 109 4.374 0.949 0.928 0.051

Model 1 Four factors—SSI and CI were combined 804.85 113 7.123 0.904 0.870 0.068
Model 2 Four factors—CCI and CC were combined 823.09 113 7.284 0.902 0.867 0.069

Model 3 Three factors—SSI and CI were combined,
CCI and CC were combined 1150.92 116 9.922 0.857 0.811 0.083

Model 4 All five factors were combined 2743.48 119 23.054 0.636 0.533 0.130

Notes: χ2 = chi-square; df = degree of freedom; CFI = comparative fit index; TLI = Tacker-Lewis index; RMSEA =
root mean square error of approximation.

4.2. Hypotheses Testing

We used hierarchical regression analysis to test Hypotheses 1–3; the results are shown in Table 4.
First, we tested the effects of the independent variable (C–C identification) on the dependent variable
(customer voice). After controlling for the effects of gender, grade, and use frequency, C–C identification
had a significant positive relationship with suggestions for service improvement (β = 0.541, p < 0.01,
Model 2) and complaints intention (β = 0.354, p < 0.01, Model 6). Therefore, Hypothesis 1a and
Hypothesis 1b are supported.

Then, we tested the effect of the independent variable on the mediating variable (customer
commitment). Results show that C–C identification is significantly positively related to customer
commitment (β = 0.768, p < 0.01, Model 10). Finally, after adding C–C identification and customer
commitment into the regression model, customer commitment was positively related to both suggestions
for service improvement (β = 0.465, p < 0.01, Model 3) and complaint intentions (β = 0.326, p < 0.01,
Model 7), and the coefficient of C–C identification to suggestions for service improvement declined
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from 0.541 (p < 0.01) to 0.183 (p < 0.01), while the coefficient of C–C identification to compliant
intentions declined from 0.354 (p < 0.01) to 0.104 (p > 0.05). Based on the results above, customer
commitment partially mediated the relationship between C–C identification and suggestions for service
improvement. Meanwhile, it fully mediated the relationship between C–C identification and complaint
intentions. Thus, Hypothesis 2a and Hypothesis 2b are verified.

Hypothesis 3 proposed the moderating effect of voice efficacy; the interaction items of customer
commitment and voice efficacy were mean-centered. Results showed that the interaction items have
significant effects on both suggestions for service improvement (β = 0.086, p < 0.01, Model 4) and
complaint intentions (β = 0.111, p < 0.01, Model 8). Therefore, Hypothesis 3a and Hypothesis 3b
are supported.

Table 4. Moderated regression analysis.

SSI CI CC

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8 Model 9 Model 10

Gender 0.173 ** 0.086 * 0.079 * 0.080 * 0.004 −0.053 −0.058 −0.053 −0.098 ** 0.014
Grade −0.087 −0.030 −0.022 0.010 −0.028 0.009 0.014 0.043 0.138 * −0.017

UF 0.146 ** 0.031 0.023 0.017 0.128 ** 0.052 0.047 0.040 0.181 ** 0.018
CCI 0.541 ** 0.183 ** 0.146 ** 0.354 ** 0.104 0.076 0.768 **
CC 0.465 ** 0.243 ** 0.326 ** 0.132
VE 0.389 ** 0.339 **

CC × VE 0.086 ** 0.111 **
R2 0.050 0.322 0.408 0.497 0.015 0.132 0.175 0.248 0.050 0.600

∆R2 0.050 0.272 0.086 0.089 0.015 0.117 0.042 0.074 0.050 0.550
F 8.445 ** 57.247 ** 66.43 ** 67.688 ** 2.531 18.38 ** 20.37 ** 22.617 ** 8.556 ** 180.99 **

Notes: UF = use frequency; * p < 0.05, ** p < 0.01.

To further assess the moderated mediating effect, this study used the general path analytic framework
proposed by Edwards and Lambert [63]. The results are shown in Table 5, which indicate the indirect
effect of the mediation model (C–C identification to customer commitment to suggestions for service
improvement) was significantly different between the high voice efficacy group and the low voice efficacy
group (0.255 − 0.057 = 0.198, p < 0.05). The indirect effects of the mediation model (C–C identification to
customer commitment to complaint intentions) was also significantly different between the two groups
(0.398 − (−0.160) = 0.558, p < 0.01). Thus, Hypothesis 4a and Hypothesis 4b are validated.

Table 5. Results of the moderated path analysis.

X (CCI)→M (CC)→ Y (SSI/CI)

Stage Effect

First Second Direct Indirect Total

SSI
High VE (+1 s.d.) 0.646 ** 0.395 ** 0.094 0.255 ** 0.349 **
Low VE (−1 s.d.) 0.542 ** 0.105 0.206 * 0.057 0.263 **

Differences 0.104 ** 0.290 * −0.112 0.198 * 0.086

CI
High VE (+1 s.d.) 0.646 ** 0.616 ** −0.325 ** 0.398 ** 0.072
Low VE (−1 s.d.) 0.542 ** -0.296 ** 0.383 ** −0.160 ** 0.223 **

Differences 0.104 ** 0.911 ** −0.709 ** 0.558 ** −0.151 *

Notes: N = 487, High VE = mean + 1 s.d., Low VE = mean − 1 s.d; X represents independent variable; M represents
mediator; Y represents dependent variable; s.d. = standard deviation; * p < 0.05, ** p < 0.01.

5. Discussion

5.1. General Results

As two dimensions of customer voice behavior, customer complaints and suggestion behavior
often appear in the service process. This paper investigated the relationship between C–C identification
and these customer behaviors on the basis of social identity theory. The results show that there is a
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positive correlation between C–C identification and customer voice behavior, but customer commitment
plays a partially mediating role between customer–company identification and suggestion behavior,
while customer commitment plays a totally mediating role between customer–company identification
and complaint behavior.

Furthermore, we tested the moderating effect of voice efficacy. The results indicate that voice
efficacy has a positive moderating effect on the second stage (customer commitment to customer voice
behavior) and the entire mediating effect in the concept model. The analysis results show that the
degree of voice efficacy’s moderating effect on the two kinds of customer voice behaviors is different;
thus, the positive moderating effect of voice efficacy on customer complaints is stronger. A possible
reason for this is that customers express their dissatisfaction by complaining, but this behavior may
bring punishment to some people (e.g., service staff), and suggestion behavior is intended to express
ideas about improving the service. Thus, complaint behavior may lead consumers to perceive more
risks than suggestion behavior. When the level of personal competence perception is low, consumers
will worry about the possible adverse consequences of complaint behavior and will be afraid to
complain. When voice efficacy is high, this worry must be weakened, and consumers will pay more
attention to the positive results of complaint behavior. As a result, voice efficacy has a more positive
moderating effect on customer complaint behavior than suggestions do.

5.2. Theoretical Contributions

This paper chose two critical variables in relationship marketing (C–C identification and customer
commitment) to explore the relationships between the two concepts and customer voice behavior, and
voice efficacy was selected as moderator in a moderated mediation model. These findings contribute
to the present research in several ways.

First, as a type of customer extra-role behavior, there are few direct studies on customer voice
behavior. Although some scholars have discussed that consumer complaints and useful suggestions
may manifest as customer engagement behaviors [64], we considered these two behaviors as the
dimension of customer voice from a new theoretical perspective. This paper focused on customer
voice behavior as a two-dimensional construct. From the perspective of organizational behavior, these
results theoretically support dividing customer voice behavior into suggestion and complaint behavior.
Furthermore, based on social identity theory, social exchange theory and self-efficacy theory, we
explored the relationship between C–C identification and customer voice behavior and its underlying
mechanism, which extends the current understanding of customer voice.

Second, the results we found contribute to the present research on relationship marketing. This
article has made a pioneering study of the relationship between C–C identification and customer voice
behavior, as well as its specific underlying mechanisms. In addition, we examined the relationship
between C–C identification and customer commitment, which validated the previous opinions [25,48,49]
and will help us to distinguish the relationship between the two concepts.

Third, previous studies have paid less attention to consumers’ personal competence, while voice
efficacy reflects individual perceptions of personal competence. This paper chose voice efficacy as
a moderating variable to explore its moderating effect on the relationship between consumers and
enterprises. The results showed that the difference of individual competence provides a boundary
condition to explain the role of C–C identification. The application of a moderating variable which
responds to individual differences provides a theoretical contribution for future research in marketing.

5.3. Managerial Contributions

The results of this research offer some valuable management implications for enterprises.
According to existing literature, customer complaints and suggestions for service improvement
are useful to enterprises in identifying problems and improving service quality. Both types of customer
voice are considered positive extra-role behaviors on the part of customers [23,27,31]. If enterprises can
make rational use of customer voice, it will be beneficial to improving their competitiveness. Therefore,
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customer resources could be an effective way to improve enterprise performance. Enterprises should
put more effort into promoting customer voice behavior.

Further, the results of this study showed that both C–C identification and customer commitment
have a positive relationship with customer voice, which is consistent with previous studies [4,20,27].
In order to stimulate customer voice behavior, enterprises can consider enhancing consumers’ sense of
identification and affective commitment. For example, improving the corporate image and increasing
the interaction between salespeople and customers can effectively promote customer identification
and commitment [59].

Moreover, efficacy theory indicates that performance accomplishments and vicarious experiences
can affect individual perception of efficacy [52]. Thus, enterprises can enhance customers’ voice
efficacy in two ways. Performance accomplishments refer to the direct experience of an individual;
if enterprises can provide timely feedback following customer complaints, the level of direct experience
will be high for consumers. In addition, publicizing the accomplishments of other consumers can
improve the vicarious experience of individuals.

6. Limitations and Future Directions

Several limitations exist in this study which can provide opportunities for future research. First,
the cross-sectional data used in this research has its objective problems, although the single-factor
test confirmed that common variance exerted little influence on data. Also, the respondents were all
college students, which may cause the problem of generalization. Longitudinal data and multi-source
data can be considered for future research.

Moreover, we chose the online takeaway industry as the research context to test the theoretical
model, which may have some limitations. Whether the model can be applied to other industries and
contexts needs to be confirmed in future research.

Finally, we used intention scales to measure customer voice behavior. Although previous studies
have indicated that intentions may be an acceptable method of measuring consumer behaviors, further
studies could collect actual behavior data.
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Appendix A

Table A1. Measurement scales.

Measures of Core Constructs

Customer–Company Identification

1. I strongly identify with this [company name].
2. I feel good to be a customer of this [company name].
3. I like to tell that I am a customer of this [company name].
4. This [company name] fits well to me.
5. I feel attached to this [company name].

Suggestions for Service Improvement

1. I put a lot of effort into expressing my point of view about what should be the [company
name]’s priorities.

2. I am ready to provide suggestions to the [company name] for improving the service outcomes.
3. I am highly involved in deciding how the services should be provided by the [company name].
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Table A1. Cont.

Measures of Core Constructs

Complaint Intentions

1. If there is a service failure:
2. I would complain to the [company name].
3. I would not hesitate to complain if I think it is warranted to do so.
4. I would ask to talk to my customer adviser to explain the reason of the problem.

Customer Commitment

1. I am proud to be a customer of this [company name].
2. I care about the long-term success of this relationship.
3. I am willing “to go the extra mile” to remain a customer of this [company name].

Voice Efficacy

1. Proactively develop and make suggestions for issues that may influence the [company name].
2. Proactively suggest new projects which are beneficial to the [company name].
3. Proactively voice out constructive suggestions that help the [company name] reach its goals.
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