ISSN 1229-1889(Print)
ISSN 2287-9005(Online)

J Korean Soc Qual Manag \ol. 47, No.3: 615-630, September 2019
httos.//dx.doi.org/10.7469/JKSAM.2019.47.3.615

=02 LS0M MH|22|5 EAj0] ZHZAME DVHE
7 HZO|=0f 0jxl= A - SOR BHES J|HIC=

4 -

N

skt
1994

-

HER

S

ﬂ
g
o

i

%53} L

o

s
39

o,
e

A Study on the Effect of Service Recovery through Mediating
Customer Forgiveness on Customer Behavior Intention of
Online Shopping Mall - Based On the SOR Model
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ABSTRACT

Purpose: Based on the theory of “Stimulus-Organism-Response” (S-O-R), this thesis takes customer forgive-
ness as a medium variable to explore the impact of merchant service remedy on customer behavior intention
in the context of online shopping service failure. This thesis divides the merchant service remedy into two
dimensions: spiritual recovery and material recovery, and reveals the influence difference of different mer-
chant service remedy methods on customer behavior intention and the mediating role of customer forgiveness.
Methods : 325 questionnaires were distributed and 307 valid questionnaires were collected for data analysis.
The relationship between potential variables is proposed by using Structural Equations Modeling.

Results : The two dimensions of service recovery have significant positive impact on customer forgiveness,
and physical recovery has greater impact on customer forgiveness. In the influence of physical recovery
on customer behavior intention, customer forgiveness is a partial mediating effect. However, in the influence
of spiritual recovery on customer behavior intention, customer forgiveness is a complete mediating effect.
Conclusion : In case of service faults, merchants should take the initiative to provide appropriate physical
recovery and provide spiritual recovery sincerely and patiently. Only in this way can they regain good im-

pression in the hearts of consumers and promote them to improve the quality of service recovery, so as
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to increase their willingness to repurchase Intention and positive word of mouth.

Key Words: Service Recovery, Customer Forgiveness, Customer Behavior Intention
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Table 3-1. List of Measurement ltem

Construct Measure Items Previous‘Stu.dy and
Application
The store gave me a price discount or free gift compensation.
The store handled the free return and exchange of goods. Forbe, Kelley
Physical Recovery | The economic compensation made by the store is enough to cover Hoffman
my loss. (2005)
The store took care of my emotions in response.
The store made a clear apology and explained to me in detail the
reasons for the service failure. Forbe, Kelley
Spiritual Recovery The store sincerely took the responsibility. I—i;gfg?;)n
[ will forgive the shop's mistake.
[ will continue to trust the store.
Customer’s [ will understand its mistakes. Finkel, Rusbult
Forgiveness [ will forgive the store. Kumashiro(2002)
I am still willing to come to the store shopping in the future.
Repurchase If I buy similar products, I will give priority to this store. Dodds
Intention I am willing to become a loyal consumer of this store in the future. | Mnroe,Grewal(1991)
Positive Word of | I will recommend this store to others. Cornin,Brady,Hult(20
Mouth [ will introduce the advantages of this store to others. 00)
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Table 4-1. Demographic Analysis

Profile Category Frequency Proportion(%)
Gender Male 120 39.1
Female 187 60.9
Age Under 18 31 10.1
18-26 123 40.1
27-35 82 26.7
Over 35 71 23.1
Online shopping Experience Less than 1 year 23 7.5
1-2years 45 14.7
3-4years 156 50.8
Over 5 years 83 27
Education High school and below 46 15
junior college education 87 28.3
Undergraduate 163 53.1
Occupation students 124 40.4
Private enterprise 61 19.9
State—owned enterprise 23 7.5
Freelancers/Individuals 40 13
Civil servants/institutions, etc 38 12.4
Foreign Capital/Sino—foreign Joint Venture 32 10.4

B Ao ZF Hxo) AFEE Cronbach’s Alpha AlGE AHE38le] 7AEsllon % Avl= ol Table 4-2
A &A AT E, FAAHC 49 Cronbach’s Alpha A9 25 0.8HT}

4, 31 9
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Table 4-2. Reliability Analysis

. Corrected Item-Total Cronbach's Alpha if ,
Factor Indicator Correlation Ttem Dele tZ d Cronbach's Alpha
, <11 0.741 0.756
gehc‘fvl?y 12 0.664 0.825 0.844
<13 0.732 0.763
- <21 0.661 0.765
sep;:iﬁly 22 0.688 0.74 0.82
<23 0.674 0.753
, ml 0.789 0.781
Fcoitl‘j:ri; m2 0.702 0.861 0.87
m3 0.765 0.805
vil 0.788 0.844
Riiiﬁffe V12 0.785 0.847 0.891
V13 0.788 0.844
I v21 0.773 0.817
V22 0.753 0.838 0.877
Word of Mouth v23 0.769 0.823
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Q

ol B Ao 2

Table 4-3. Exploratory factor analysis Result

Factor

Indicator Repurchase Positive Customer’s Physical Spiritual
Intention Word of Mouth Forgiveness Recovery Recovery

yl1 0.853 0.136 0.214 0.166 0.118
yl2 0.821 0.133 0.207 0.226 0.174
y13 0.816 0.141 0.229 0.212 0.184
y22 0.076 0.873 0.121 0.158 0.075
y21 0.152 0.84 0.177 0.151 0.157
y23 0.161 0.83 0.189 0.15 0.173
m3 0.203 0.216 0.833 0.146 0.144
ml 0.262 0.161 0.81 0.182 0.197
m2 0.224 0.17 0.743 0.266 0.2
x11 0.135 0.16 0.228 0.828 0.162
x13 0.213 0.158 0.137 0.824 0.17
x12 0.25 0.175 0.178 0.737 0.172

x21 0.165 0.161 0.027 0.179 0.816
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Factor
Indicator Repurchase Positive Customer’s Physical Spiritual
Intention Word of Mouth Forgiveness Recovery Recovery
x23 0.14 0.102 0.208 0.131 0.805
x22 0.123 0.128 0.254 0.16 0.792
Eigenvalue 2.47 2.449 2.335 2.301 2.263
Variance 16.469 16.328 15.565 15.342 15.089

KMO=0.885 Bartlett Test=2702.624
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Table 4-4. Confirmatory Factor Analysis Result
Factor Indicator Factor Loading CR AVE
Physical x11 0.835
sied 12 0.753 0.848 0.651
Recovery
x13 0.83
Soiritual x21 0.749
piritua <22 0.809 0.821 0.604
Recovery
x23 0.773
R , ml 0.88
ustomer’s m2 0.779 0.873 0.696
Forgiveness
m3 0.841
R N yll 0.848
epurchiase v12 0.855 0.891 0.732
Intention
y13 0.864
Positi y21 0.856
ositive
Word of Mouth y22 0.81 0.878 0.706
y23 0.854

GFI = 0.957, AGFI = 0.935, CFI = 0.989, NFI=0.960,IFI=0.989, TLI=0.985, RMSEA =0.035
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Table 4-5. Correlation Analysis and Discriminant Validity Test between Latent Variables

Factor Physical Spiritual Customer’s Repurchase Positive
acto Recovery Recovery Forgiveness Intention Word of Mouth
Physical 0.807
Recovery
Spirit »
453 0.777
Recovery
Customers 521 473 0.834
Forgiveness
Repurchase 523 4265 564w 0.856
Intention
Positive o
Word of Mouth 4333 .376%x A6 1% .385%x 0.840
#+ P<0.01

46 714 A%
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Table 4-6. Hypothesis Test
Causal Path standgr@zed Unstan_dgrdlzed SE CR. p Hypothesis
coefficients coefficients Supported

Customer's - Physical 0.404 0499 0088 5701 =+  Supported

Forgiveness Recovery

Customer's . Spiritual 0.341 0.43 0.091 4715 ==  Supported

Forgiveness Recovery

Repurchase —— ___ Physical 0.297 0.357 0.088 4068  #=  Supported

Intention Recovery
Repurchase — ___~ Spiritual 0.122 0.15 0.087 1722 0.085 Unsupported
Intention Recovery
Repurchase —— ___~ Customer's 0.392 0.382 0072 5298 s+  Supported
Intention Forgiveness
Positive L Physical
Word of Mouth < Recovery 0.246 0.281 0.091 3.095 0.002  Supported
Positive L Spiritual
Word of Mouth < Recovery 0.15 0.176 0.091 1.923 0.055 Unsupported
Positive ¢——-—  Customer's 0.295 0.273 0.074 3.691  #=  Supported

Word of Mouth Forgiveness
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Table 4-7. Total Effects,Indirect Effects and Direct Effects Result

Bias-Corrected Percentile
95%CI 95%CI
Lower Upper Lower Upper

Standardized
Effect

Total Effects

Spiritual Recovery—Positive Word of Mouth 0.251 0.035 0.469 0.034 0.467
Physical Recovery—Positive Word of Mouth 0.366 0.162 0.575 0.16 0.571
Spiritual Recovery—Repurchase Intention 0.256 0.051 0.459 0.053 0.46
Physical Recovery—Repurchase Intention 0.456 0.245 0.64 0.25 0.641

Indirect Effects

Spiritual Recovery—Customer’s Forgiveness

Positive Word of Mouth 0.101 0.022 0.242 0.013 0.226
Physical Recovery—Customer’s Forgiveness
Positive Word of Mouth 0.119 0.03 0.278 0.017 0.253
Spiritual Recovery%)ustomers. Forgiveness 0.134 0.039 0.992 0.035 0.983
—Repurchase Intention
Physical Recovery—Customer’s Forgiveness 0.158 0.059 0.314 0.05 0.997

—Repurchase Intention

Direct Effects

Spiritual Recovery—Positive Word of Mouth 0.15 -0.084 0.381 -0.087 0.379
Physical Recovery—Positive Word of Mouth 0.246 0.014 0.476 0.014 0.476
Spiritual Recovery—Repurchase Intention 0.122 -0.054 0.319 -0.061 0.312
Physical Recovery—Repurchase Intention 0.297 0.102 0.497 0.101 0.496
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