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A study of Customers’ Reaction to Service Failure , Recovery , and Waiting for
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National Kaohsiung University of Applied Sciences

ABSTRACT

With the effects of internationalization and globalization becoming increasingly
widespread, an attempt to unify the measurements and standards adopted by each
nation becomes ever more important. The SOP of 1SO 9000 (International
Organization for Standardization) is therefore prevalent in developing and developed
countries. This study takes the instrument calibration, a vital element of 1ISO 9000, as
the research focus in order to explore customers’ reactions to service failure,
unsatisfactory service recovery, and Waiting for Service, when the instrument
calibration laboratory is the cause. The experimental design method is utilized to
understand customers’ reactions so that an analysis on coping strategy can be carried
out for companies to more precisely understand customers’ mindset and to retain more
customers under sustainable management.
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