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Explore The Effect of Service Recovery on Satisfaction
- A Case Study of Travel Industry

Student : Ming-Hui Ku Advisors : Dr. Hui-Chung Yeh

Department of Business Administration
National Kaohsiung University of Applied Sciences

Abstract

Under the people's living standards gradually improved, the development of
domestic tourism is also booming gradually, so in the travel agency services is
difficult to achieve zero errors, disputes should travel much attention in order to
reduce customer dissatisfaction. This study mainly intended to explore the effect of
corporate image between travel agencies and travelers’ corporate image,
involvement, failure attribution and service recovery expectation to post recovery
satisfaction, and adopted service failure severity as a manipulating variable to
explore the effect on corporate image and post-recovery satisfaction.

This study employed questionnaire survey method to collect data, and obtained
292 valid copies, and carried data analysis by using the structural equation
modeling (SEM). Research results discovered: corporate image, involvement and
failure attribution possessed positive effect on service recovery expectation; service
recovery expectation had positive effect on post recovery satisfaction. For
manipulating variables, through using the Nested Correlation Model to analyze low
and high locus of service failure severity, it discovered that service failure severity
possessed manipulating effectiveness on the correlation between corporate image
and post recovery satisfaction; moreover, the manipulating effectiveness of hogh
locus of service failure severity is better than low locus of service failure severity.

Keywords: post recovery satisfaction, service recovery expectation, failure severity,
corporate image, involvement, failure attribution
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