
Van Nam MAI, Quoc Nghi NGUYEN, Du Ha Long NGUYEN /  
Journal of Asian Finance, Economics and Business Vol 8 No 8 (2021) 0593–0600 593593

Print ISSN: 2288-4637 / Online ISSN 2288-4645
doi:10.13106/jafeb.2021.vol8.no8.0593

The Impact of Service Recovery on Satisfaction and Word  
of Mouth of International Tourists Towards Homestays:  

An Empirical Study in Vietnam

Van Nam MAI1, Quoc Nghi NGUYEN2, Du Ha Long NGUYEN3

Received: April 30, 2021 Revised: July 08, 2021 Accepted: July 15, 2021

Abstract

Service failures are fairly common these days, and recovering from them is difficult. If service failures are not addressed quickly, the 
service provider may lose revenue and customers. A good service recovery strategy will positively impact the business results of the service 
provider. The study aims to demonstrate the impact of service recovery on the satisfaction and word of mouth of international visitors 
towards homestays in the Mekong Delta, Vietnam. The research data was collected from 320 international visitors who have used services 
at homestays and experienced service failures in the Mekong Delta, Vietnam. Structural equation modeling was applied to analyze the data. 
The result shows that 3 dimensions constitute service recovery which are distributive justice, interactional justice, and procedural justice. 
Most importantly, the study has proved the positive impact of service recovery on both satisfaction and word of mouth of overseas tourists 
towards homestays in the Mekong Delta, Vietnam. The results have stressed the importance of service recovery to tourists’ perceptions 
of service quality and service image. In addition to this, the study suggests that homestay owners should develop risk handling and risk 
prevention plans for their services.

Keywords: Service Recovery, Satisfaction, Word of Mouth, Homestay, Mekong Delta, Vietnam

JEL Classification Code: E66, F63, M31, M52

is a process with the participation of many stakeholders, 
thereby increasing failures (Ennew & Schoefer, 2004). If 
a service failure occurs, the customer will complain and it 
leaves a bad impression on him or her. This may result in 
his or her negative word of mouth (Seiders & Berry, 1998). 
Service failures may occur at any time, hence, service 
managers need to consider and develop appropriate service 
recovery strategies. 

In 2019, the Vietnamese tourism industry achieved many 
important goals. Vietnam has welcomed more than 18 million 
overseas tourists (an increase of 16.2% compared to 2018) 
and 85 million domestic visitors. The total revenue was about 
720.000 billion VND. As a result, Vietnam was rated as one of 
the top 10 countries with the world’s fastest tourism growth. 
The Mekong Delta plays an important role in the above 
achievements. The interlaced systems of rivers and canals 
intersecting with mountains, forests, and islands have formed a 
diverse and unique ecological area called the “Mekong Delta”. 
It borders both the East Sea and the West Sea and is raised with 
fertile alluvium by two main branches of the Mekong River 
(Tien Giang and Hau Giang). The Mekong Delta seems to 
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1. Introduction

All service providers are eager to provide a service 
without any failure, but service failures are unavoidable 
(Ennew & Schoefer, 2004; Gursoy et al., 2007), especially 
for tourism agencies. Eliminating all service failures is 
impossible in the tourism industry because service provision 
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carry all the majestic natural beauty. In recent years, with 
significant growth in the number of international visitors, 
homestay tourism in the Mekong Delta has developed very 
strongly. The image and quality of homestay tourism are 
increasingly improved to meet the needs of international 
tourists. However, service failures still frequently occur 
and sometimes at a severe level. To improve this situation, 
homestay owners always pay attention to fixing service 
failures to gain customers’ satisfaction and positive word 
of mouth. Therefore, this study was conducted to indicate 
the influence of service recovery on international visitors’ 
satisfaction and word of mouth towards homestays in the 
Mekong Delta, Vietnam.

2.  Theoretical Framework and  
Research Hypotheses

2.1. Theoretical Framework

2.1.1. Service Failure

Service failure, simply defined, is service performance that 
fails to meet a customer’s expectations (Hoffman & Bateson, 
1997). Service failure is any error, omission, or incident 
that occurs during the service delivery process. Service 
failure may result from the characteristics of the service or 
psychological factors of individuals engaged in providing 
services (Lewis & Spyrakopoulos, 2001).  Service failure is 
a very common scenario, but recovering from such failures 
is one of the most challenging tasks that management faces. 
There is always a hidden opportunity in a service failure, it 
just depends on the management whether it worsens or can 
set an example of recovery. Therefore, effectively managing 
service failures is very necessary to improve service quality.

Service failures can lead to customer dissatisfaction 
or even threaten the survival and development of service 
providers (Weber & Sparks, 2009; Koc, 2017). Service failures 
encourage negative emotions and behavioral intentions of 
customers (Wen & Chi, 2013). These emotions and behaviors 
include dissatisfaction (Koc, 2017), negative word of mouth, 
switching services, increasing costs (Armistead et al., 1995), 
and low productivity of employees (Bitner et al., 1990).

Service failures in the tourism industry are unavoidable. 
It can occur at any time due to the participation of different 
parties such as organizations, individuals, and customers 
(Ennew & Schoefer, 2003). In the tourism industry, service 
failure is costly because the customer tends to switch services 
after encountering a service failure (Bernardo et al., 2013; 
Roschk & Gelbrich, 2014). The consequences caused by 
service failures are serious and are reflected when customers 
complain about the service. Potential customers tend not to 
use the service due to the negative word-of-mouth effect by 
unsatisfied customers. 

2.1.2. Service Recovery

Service recovery refers to the action taken by a service 
provider in an attempt to resolve a problem caused by a 
service failure. When service failures occur, companies 
have an opportunity to recover and make amends for unmet 
customer expectations. Service recovery includes the activities 
associated with resolving service errors and improving 
service quality and customer satisfaction (Miller et al., 2000). 
Service failures are likely to occur in the tourism industry, so 
troubleshooting should be taken into consideration. Service 
providers should find out what to resolve to improve failed 
services. According to Tax and Brown (1998), a good service 
recovery strategy has a positive impact on the business 
performance of the service provider.

2.1.3. Awareness of Justice

Adams (1963) e claimed that in every exchange taking 
place, people tend to consider the inputs and outputs, then 
compare them with others in similar situations. In case 
there is a balance between them, the exchange is considered 
justice, but if the result does not meet the expectation then 
it is said unequal. Awareness of justice refers to the level 
of fairness or rationality of service recovery. Awareness 
of justice is appropriate to be a basis for analyzing service 
recovery processes (Blodgett et al., 1997; Tax et al., 1998; 
Smith et al., 1999; Knox & Oest, 2014). The 3 important 
criteria of justice are Distributive justice (DJ), Procedural 
justice (PJ), and Interactional justice (IJ).

Distributive justice: In the context of service failures, 
distributive justice refers to customers’ perceptions of 
fairness in service recovery results (Holloway & Wang, 
2015). Distributive justice indicates the allocation of tangible 
assets of organizations to improve and compensate for the 
failed services (Del Río-Lanza, 2009). Previous studies 
related to service recovery have measured justice by criteria 
such as fairness, demand, value, and reward of results (Smith 
et al., 1999; Chebat & Slusarczyk, 2005).

Procedural justice: In the context of service recovery, 
procedural justice is customers’ perceptions of fairness in 
some stages of the service recovery process. Procedural 
justice refers to the methods that the service provider uses to 
fix errors that arise in the service delivery process (Del Río-
Lanza, 2009). Previous studies related to service recovery 
have evaluated justice by the following factor, flexibility, 
accessibility, process control, decision control, reaction rate, 
and acceptance of responsibilities (Blodgett et al., 1997; Tax 
et al., 1998; Del Río-Lanza et al., 2009).

Interactional justice: In the context of service recovery, 
interactional justice is the level of customer experience 
on the fairness in the interaction between customers 
and service providers in the process of service recovery  
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(Sparks & McColl -Kennedy, 2001). Previous studies 
related to this topic have assessed interactional justice 
through courtesy, integrity, explanation, empathy, effort, and 
apology (Tax et al., 1998; McColl-Kennedy & Sparks, 2003;  
Del Río-Lanza et al., 2009).

2.1.4. Satisfaction

Customer satisfaction is a customer’s evaluation of a 
product or service that meets his or her needs and expectations 
(Zeithaml & Bitner, 2000; Kotler & Keller, 2006). According to 
Baker and Crompton (2000), satisfaction is the emotional state 
of travelers after experiencing the trip. Customer satisfaction a 
measurement used to quantify the degree to which a customer 
is satisfied with a product, service, or experience (Hansemark 
& Albinsson, 2004). Satisfaction is related to the subjective 
assessment of emotion. Thus, satisfaction can be considered 
as a customer’s evaluation of a product or service.

2.1.5. Word of Mouth

Word of Mouth (WOM) is direct verbal communication 
between a receiver and a sender related to a brand, product, or 
service. The receiver is aware that messages from the sender 
are non-commercial (Arndt, 1967). WOM is a form of informal 
communication between two parties involved in evaluating a 
certain product or service (Anderson, 1998). Harrison-Walker 
(2001) suggested that WOM is an informal human activity to 
contact and non-commercially communicate. Besides, it is a 
perception related to a brand, a product, or a service. WOM 
does not include official communication between customers 
and organizations (in the form of complaints or suggestions) 
and from organizations to customers (through promotional 
activities (Mazzaol et al., 2007).

2.2. Research Hypotheses

2.2.1.  Service Recovery Impacts Customers’ 
Satisfaction and Word of Mouth

Service recovery is the action taken by the service 
provider in an attempt to resolve the problem causing the 
service failure. Customer anger or discomfort will be reduced 
as employers act politely, sympathize, and show a strong 
effort to solve the problem (Tax et al., 1998). A successful 
service recovery helps increase customer awareness of 
service quality, thereby leading to positive word of mouth, 
improving their satisfaction and loyalty (Bitner et al., 1990; 
Boshoff, 1999; Michel, 2001). If customers understand 
the organization’s efforts in recovering services, they will 
believe in the organization and leave the positive word of 
mouth (Miller et al., 2000). Therefore, the study proposes the 
following hypotheses. 

H1: Service recovery positively impacts international 
tourists’ satisfaction with homestays; 

H2: Service recovery positively influences international 
tourists’ word of mouth towards homestays.

2.2.2. Satisfaction Impacts Word of Mouth

Customer satisfaction with remedied services has a 
positive effect on their word-of-mouth intentions (Kau & 
Loh, 2006). According to Hui and Wan (2007), if customers 
are satisfied with the service experience, they intend to 
recommend that service to many others. When the service 
recovery reaches a high level, it increases customer 
satisfaction (Zaid et al., 2021). The relationship between 
customers and service providers is greatly improved after 
successful service recoveries, thereby creating customer 
trust and positive word-of-mouth behavior on the service 
(DeWitt & Brady, 2003). Hence, the research hypothesis 
is stated,

H3: Satisfaction with service recovery positively affects 
international tourists’ word of mouth towards homestay 
destinations.

Based on the literature review and research hypotheses 
above, the study used a group discussion (qualitative 
research) with 7 international visitors who have used the 
services and experienced service failures at homestays in the 
Mekong Delta. The results of the discussion help identify 
appropriate scales for the research model (Table 1). Thus, the 
proposed research model is as follows (Figure 1).

3. Methodology

To test the research hypotheses, the analyses include 
assessing the reliability of the scales by Cronbach’s Alpha, 
Exploratory Factor Analysis (EFA), Confirmatory Factor 
Analysis (CFA), and Structural Equation Modeling (SEM). 
Hence, the sample size has to meet the requirements of these 
methods. According to Hair et al. (1998), in EFA, the sample 
size should be at least 50, preferably 100. The observation 
rate on each measured variable should be maximized to 5:1, 
which means that every measured variable requires at least 5 
observations. The SEM method requires a large sample size 
because it is based on the Large-Sample Distribution Theory 
(Raykov & Widaman, 1995). To ensure reliability in testing 
the appropriateness of SEM, the sample size from 100 to 200 
is satisfactory (Hoyle, 1995). Also, Hoelter (1983) suggested 
that the sample size limit in SEM is 200.

Quota sampling was applied to collect the data. 
Demographic criteria (nationality, gender, age, occupation, 
education level) were used to survey the data. The study 
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collected 320 observations through direct interviews. 
Participants are international tourists who have used 
services and encountered service failures at homestays in 
the Mekong Delta. It can be concluded that the sample 
size meets the requirements and ensure reliability for 
model testing.

Table 1: Interpretation of Observed Variables in the Research Model

Factor Observed Variables Names Scale Reference 
Resources

Distributive 
justice (DJ)

DJ1: The compensation received is fair. Likert 1–5 Tax et al. (1998), 
Smith et al. (1999),
Maxham and 
Netemeyer (2002)

DJ2:  The compensation received is more than expected. Likert 1–5
DJ3:  With the inconvenience of service failures, the results I get are 

satisfactory.
Likert 1–5

DJ4: If I make reasonable requests, I always get satisfactory results. Likert 1–5
DJ5: After the service recovery, I receive what I need. Likert 1–5

Interactional 
justice (IJ)

IJ1:  In the process of service recovery, the homestay staff is always 
polite to me.

Likert 1–5 Tax et al. (1998), 
Smith et al. (1999),
Maxham and 
Netemeyer (2002)

IJ2:  The homestay staff understands exactly the problem(s) I’m 
having.

Likert 1–5

IJ3: The homestay staff always shows me their honesty. Likert 1–5
IJ4: The homestay staff always cares about me. Likert 1–5
IJ5: The homestay staff does what they can to solve my problem(s). Likert 1–5
IJ6:  When dealing with problems, the homestay staff always 

considers my opinion.
Likert 1–5

Procedural 
justice (PJ)

PJ1: The problem is complicated but my complaint is resolved quickly. Likert 1–5 Tax et al. (1998), 
Smith et al. (1999),
Maxham and 
Netemeyer (2002)

PJ2: My complaint is handled promptly. Likert 1–5
PJ3: The process of complaint handling is appropriate. Likert 1–5
PJ4:  In terms of policies and procedures, the staff handles the 

problem fairly.
Likert 1–5

Satisfaction 
(SAT)

SAT1: I am satisfied with the service recovery of the homestay staff. Likert 1–5 Maxham and 
Netemeyer (2002)SAT2:  The homestay response to the service failures is better than I 

expected.
Likert 1–5

SAT3: I now have a positive attitude to this homestay. Likert 1–5
SAT4:  Overall, I am satisfied with what I received after the service 

recovery.
Likert 1–5

Word of mouth 
(WOM)

WOM1:  I will mention the good points in the service recovery of the 
homestay. 

Likert 1–5 DeWitt and Brady 
(2003), Kau and 
Loh (2006), Hui and 
Wan (2007) WOM2:  The service recovery is good, so I will have a positive mouth 

on the homestay.
Likert 1–5

WOM3:  I am satisfied with the service recovery, so I will recommend 
the homestay to others.

Likert 1–5

WOM4:  I will suggest my relatives and friends use this homestay’s 
services.

Likert 1–5

4. Results and Discussion

4.1. Reliability of the Scales

In this study, the Cronbach’s Alpha coefficient was used 
to test the reliability of the scales. The test result in Table 2 
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shows that all scales’ Cronbach’s Alpha coefficients are 
greater than 0.6. The item-total correlation of observed 
variables in all scales is higher than 0.3, so no variable is 
excluded from the research model (Peterson, 1994; Slater, 
1995). Therefore, all observations are satisfactory and can be 
used for the next EFA stage.

4.2. Exploratory Factor Analysis (EFA)

After Cronbach’s Alpha, the EFA analysis was used to 
verify the convergent and discriminant validity of the scales 
(Table 3). The analysis result is achieved as follows: (1) 
Reliability of observations with Factor loading > 0.5; (2) 
Suitability of the model with 0.5 < KMO = 0.927 < 1.0; 
(3) Bartlett’s test on correlation of observations with Sig. = 
0.00 < 0.05; (4) Cumulative variance test reaches 64.03% 
> 50% (Anderson & Gerbing, 1988). Besides, 5 factors are 
formed with Eigenvalue = 1.122 and there is no disturbance 
of observations among factors so that the names of factors 
remain the same.

4.3. Confirmatory Factor Analysis (CFA)

After the EFA stage, the 5 above factors continue to 
be included in CFA. The analysis result confirms that the 
model is suitable for market data since it is guaranteed as 
follows (Table 4): Chi-square = 356.653; P-value = 0.000 
with 220 degrees of freedom and Chi-square follows the 
degree of CMIN/df = 1.621 < 2 (Carmines & McIver, 
1981). Besides, TLI = 0.954 and CFI = 0.960 are greater 

than 0.9 and RMSEA = 0.044 ≤ 0.08 (Bentler and Bonett, 
1980). Base on the result, the correlation values are all 
less than 1, so the model achieves unidimensionality. The 
standardized regression weights are greater than 0.5 and 
the unstandardized regression weights are statistically 
significant, so the model reaches convergent validity. 
Besides, the correlation coefficient and standard deviation 
are <0.9 so the model gains discriminant validity. The 
result of Composite Reliability (Pc) and Average Variance 
Extracted (Pvc) presented in Table 4 shows that Pc is 
satisfactory, while the Pvc values of “Satisfaction” and 
“Word of mouth” scale are quite low (<0.5). However, 
the Pvc still accepts the value   of 0.4 or higher provided 
that the Pc values must be greater than 0.6 (Fornell & 
Larcker, 1981). Thus, all the scales in the model meet the 
requirements as well as ensure reliability. They are used for 
the next SEM analysis.

4.4. Structural Equation Modeling (SEM)

After the CFA stage, the Structural Equation Modeling 
(SEM) was used to examine the hypothesis of the study. The 
analytical result is presented in Table 5.

Table 5 shows that distributive justice, interactional 
justice, and procedural justice all have statistical significance 
at 1% and have positive standardized regression weights. 
This proves that service recovery is explained by distributive 
justice, interactional justice, and procedural justice.  
The result is consistent with the Equity Theory (Adams, 
1963) and is similar to findings of Blodgett et al. (1997), 

Table 2: Scale Reliability Test Result

Factor Number of Variables Cronbach’s Alpha Minimum Item-Total Correlation

Distributive justice (DJ) 5 0.862 0.639
Interactional justice (IJ) 6 0.866 0.640
Procedural justice (PJ) 4 0.862 0.691
Satisfaction (SAT) 4 0.775 0.546
Word of mouth (WOM) 4 0.780 0.573

Word of mouth

SatisfactionDistributive justice

Procedural justice

Interactional justice

Service recovery

H1(+)

H2(+)
H3(+)

Figure 1: Proposed Research Model
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Tax et al. (1998), Smith et al. (1999), and Knox and Oest 
(2014). It can be implied that when service failures occur, 
international visitors expect to have an appropriate service 
recovery and compensate for both mental and physical 
losses they suffered. Moreover, the service recovery has to 
follow a fast and proper process and should be done based on 
the relationship between staff and tourists with friendliness, 
courtesy, and professionalism.

Based on the result in Table 5, service recovery positively 
affects the satisfaction and positive word of mouth of 
international visitors to homestay destinations. This result is 
similar to studies by Bitner et al. (1990), Boshoff (1999), Michel 
(2001), and Miller et al. (2000). This means when visitors feel 
the efforts to handle service failures of homestay owners or 
staff, they will better evaluate the service quality, increase their 

trust and positive word-of-mouth intentions. Also, the study 
found that satisfaction with service recovery positively affects 
the word of mouth of international visitors. This finding is 
similar to DeWitt and Brady (2003), Kau and Loh, 2006, and 
Hui and Wan (2007). As a result, if the service recovery is at a 
high level and increases tourist satisfaction, the positive word 
of mouth will be improved. This implies that service recovery 
is not only a way to ensure the quality of services as committed 
to customers, but also a strategy to promote the brand image in 
a genuine, honest, and cost-free manner.

5. Conclusion

The study has pointed out that the dimensions included 
in service recovery at homestays in the Mekong Delta  

Table 4: Reliability Test Result

Scale Number of 
Variables

Composite 
Reliability (Pc)

Average Variance 
Extracted (Pvc) Value

Distributive justice (DJ) 5 0.86 0.56

Valid

Interactional justice (IJ) 6 0.87 0.52
Procedural justice (PJ) 4 0.89 0.58
Satisfaction (SAT) 4 0.78 0.46
Word of mouth (WOM) 4 0.78 0.47

Table 5: Test the Relationships among Factors in the Model

Relationships
Unstandardized

Standardized 
Estimated Value P-valueEstimated 

Value Standard Error Critical Ratios

DJ ← SR 1.000 - - 0.789 ***
PJ ← SR 1.133 0.117 9.691 0.859 ***
IJ ← SR 0.904 0.097 9.333 0.829 ***
SAT ← SR 0.602 0.077 7.857 0.744 ***
WOM ← SAT 0.493 0.130 3.794 0.418 ***
WOM ← SR 0.387 0.103 3.757 0.405 ***

Note: ***Significant at a level of 1%.

Table 3: Factors Formed from The Exploratory Factor Analysis (EFA)

Sign Observed Variables Factors’ Names

F1 5 variables: DJ1, DJ2, DJ3, DJ4, DJ5 Distributive justice (DJ)
F2 6 variables: IJ1, IJ2, IJ3, IJ4, IJ5, IJ6 Interactional justice (IJ)
F3 4 variables: PJ1, PJ2, PJ3, PJ4 Procedural justice (PJ)
F4 4 variables: SAT1, SAT2, SAT3, SAT4 Satisfaction (SAT)
F5 4 variables: WOM1, WOM2, WOM3, WOM4 Word of mouth (WOM)
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are distributive justice, interactional justice, and procedural 
justice. Most importantly, the study has shown the positive 
impact of service recovery on the satisfaction and positive 
word of mouth of international visitors towards homestays in 
the Mekong Delta. The results have stressed the importance 
of service recovery to tourists’ perceptions of service quality 
and service image. In addition to this, the study suggests 
that homestay owners should develop risk handling and risk 
prevention plans for their services.

References

Adams, J. S. (1963). Towards an understanding of inequity. The 
Journal of Abnormal and Social Psychology, 67(5), 422–436. 
https://doi.org/10.1037/h0040968

Anderson, E. W. (1998). Customer satisfaction and word of 
mouth. Journal of Service Research, 1(1), 5–17. https://doi.
org/10.1177/109467059800100102

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation 
modeling in practice: A review and recommended two-step 
approach. Psychological Bulletin, 103(3), 411–423. https://doi.
org/10.1037/0033-2909.103.3.411

Armistead, C. G., Clark, G., & Stanley, P. (1995). Managing  
service recovery. In: Kunst, P. & Lemming, J. (Eds.). Managing 
service quality (pp. 93–105). London: Paul Chapman Publishing.

Arndt, J. (1967). Role of product-related conversations in the 
diffusion of a new product. Journal of Marketing Research,  
4(3), 291–295. https://doi.org/10.2307/3149462

Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction, and 
behavioral intentions. Annals of Tourism Research, 27(3),  
785–804. https://doi.org/10.1016/S0160-7383(99)00108-5

Bentler, P. M., & Bonett, D. G. (1980). Significance tests and 
goodness of fit in the analysis of covariance structures.  
Psychological Bulletin, 88(3), 588–606. https://doi.
org/10.1037/0033-2909.88.3.588

Bernardo, M., Llach, J., Marimon, F., & Alonso-Almeida, M. M. 
(2013). The balance of the impact of quality and recovery on 
satisfaction: The case of e-travel. Total Quality Management 
& Business Excellence, 24(11–12), 1390–1404. https://doi.org/ 
10.1080/14783363.2013.799327

Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The 
service encounter: diagnosing favorable and unfavorable 
incidents. Journal of Marketing, 54(1), 71–84. https://doi.
org/10.2307/1252174

Blodgett, J. G., Hill, D. J., & Tax, S. S. (1997). The effects of 
distributive, procedural, and interactional justice on post 
complaint behavior. Journal of Retailing, 73(2), 185–210. 
https://doi.org/10.1016/S0022-4359(97)90003-8

Boshoff, C. (1999). Recovsat: An instrument to measure 
satisfaction with transaction-specific service recovery. 
Journal of Service Research, 1(3), 236–249. https://doi.org/ 
10.1177/109467059913005

Carmines, E. G., & Mclver, J. P. (1981). Analyzing Models with 
Unobserved Variables. In: Bohrnstedt, G. W. & Borgatta, E. F. 
(Eds.). Social measurement: Current I=issues (pp. 65–115). 
Beverly Hills, CA: Sage.

Chebat, J. C., & Slusarczyk, W. (2005). How emotions mediate 
the effects of perceived justice on loyalty in service 
recovery situations: An empirical study. Journal of Business 
Research, 58(5), 664–673. https://doi.org/10.1016/j.jbusres. 
2003.09.005

Del Río-Lanza, A. B., Vázquez-Casielles, R., & Díaz-Martín, A. 
M. (2009). Satisfaction with service recovery: Perceived justice 
and emotional responses. Journal of Business Research, 62(8), 
775–781. https://doi.org/10.1016/j.jbusres.2008.09.015

DeWitt, T., & Brady, M. K. (2003). Rethinking service recovery 
strategies: the effect of rapport on consumer responses to 
service failure. Journal of Service Research, 6(2), 193–207. 
https://doi.org/10.1177/1094670503257048  

Ennew, C., & Schoefer, K. (2004). Service failure and service 
recovery in tourism: A review. In: Raj, A. (Ed.). Tourist 
behavior: A psychological perspective. New Delhi, India: 
Kanishka Publishers, Distributors.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation 
models with unobservable variables and measurement 
error. Journal of Marketing Research, 18(1), 39–50. https://doi.
org/10.2307/3151312

Gursoy, D., Ekiz, E. H., & Chi, C. G. (2007). Impacts of 
organizational responses on complainants’ justice perceptions 
and post-purchase behaviors. Journal of Quality Assurance in 
Hospitality & Tourism, 8(1), 1–25. https://doi.org/10.1300/
J162v08n01_01

Hair, J. F., Tatham, R. L., Anderson, R. E., & Black, W. C. (1998). 
Multivariate data analysis (5th ed.). Upper Saddle River, NJ: 
Prentice-Hall.

Hansemark, O. C., & Albinsson, M. (2004). Customer satisfaction  
and retention: The experiences of individual employees.  
Managing Service Quality: An International Journal, 14(1), 
40–57. https://doi.org/10.1108/09604520410513668

Harrison-Walker, L. J. (2001). The measurement of word-
of-mouth communication and an investigation of 
service quality and customer commitment as potential 
antecedents. Journal of Service Research, 4(1), 60–75. https://
doi.org/10.1177/109467050141006

Hoelter, J. W. (1983). The analysis of covariance structures:  
Goodness-of-fit indices. Sociological Methods & Research,  
11(3), 325–344. https://doi.org/10.1177/0049124183011003003

Hoffman, K. D., & Bateson, J. E. G. (1997). Essentials of services 
marketing. New York: Dreyden Press. 

Holloway, B. B., & Wang, S. (2015). Service failure and recovery: 
Implications for relationship marketing. In: Morgan, R. M.  
Parish, J. T. & Deitz, J. (Eds.). Handbook on research in relationship 
marketing (pp. 123–152). MA: Edward Elgar Publishing. 

Hoyle, R. H. (1995). Structural equation modeling: Concepts, issues, 
and applications. Thousand Oaks, CA: Sage Publications.



Van Nam MAI, Quoc Nghi NGUYEN, Du Ha Long NGUYEN /  
Journal of Asian Finance, Economics and Business Vol 8 No 8 (2021) 0593–0600600

Hui, T. K., Wan, D., & Ho, A. (2007). Tourists’ satisfaction, 
recommendation, and revisiting Singapore. Tourism 
Management, 28(4), 965–975. https://doi.org/10.1016/ 
j.tourman.2006.08.008

Kau, A. K., & Loh, E. W. Y. (2006). The effects of service recovery 
on consumer satisfaction: a comparison between complainants 
and non‐complainants. Journal of Services Marketing, 20(2), 
101–111. https://doi.org/10.1108/08876040610657039

Knox, G., & Van Oest, R. (2014). Customer complaints and 
recovery effectiveness: A customer base approach. Journal 
of Marketing, 78(5), 42–57. https://doi.org/10.1509/jm. 
12.0317

Koc, E. (Ed). (2017). Service failures and recovery in tourism and 
hospitality: A practical manual. Oxfordshire, England: CABI.

Kotler, P., & Keller, K. L. (2006). Marketing management. 
Englewood Cliffs, NJ: Pearson Prentice Hall.

Lewis, B. R., & Spyrakopoulos, S. (2001). Service 
failures and recovery in retail banking: the customers’ 
perspective. International Journal of Bank Marketing, 19(1), 
37–48.  https://doi.org/10.1108/02652320110366481

Maxham III, J. G., & Netemeyer, R. G. (2002). Modeling customer 
perceptions of complaint handling over time: the effects 
of perceived justice on satisfaction and intent. Journal of 
Retailing, 78(4), 239–252. https://doi.org/10.1016/S0022-
4359(02)00100-8

Mazzarol, T., Sweeney, J. C., & Soutar, G. N. (2007). Conceptualizing 
word‐of‐mouth activity, triggers, and conditions: an 
exploratory study. European Journal of Marketing, 41(11/12), 
1475–1494. https://doi.org/10.1108/03090560710821260

McColl-Kennedy, J. R., & Sparks, B. A. (2003). Application 
of fairness theory to service failures and service recovery. 
Journal of Service Research, 5(3), 251–266. https://doi.
org/10.1177/1094670502238918

Michel, S. (2001). Analyzing service failures and recoveries: a 
process approach. International journal of service industry 
management, 12(1), 20–33.

Miller, J. L., Craighead, C. W., & Karwan, K. R. (2000). Service 
recovery: a framework and empirical investigation. Journal of 
Operations Management, 18(4), 387–400. https://doi.org/10. 
1016/S0272-6963(00)00032-2

Peterson, R. A. (1994). A meta-analysis of Cronbach’s coefficient 
alpha. Journal of Consumer Research, 21(2), 381–391. https://
www.jstor.org/stable/2489828

Raykov, T., & Widaman, K. F. (1995). Issues in applied structural 
equation modeling research. Structural Equation Modeling: 

A Multidisciplinary Journal, 2(4), 289–318. https://doi.
org/10.1080/10705519509540017

Roschk, H., & Gelbrich, K. (2014). Identifying appropriate 
compensation types for service failures: A meta-analytic and 
experimental analysis. Journal of Service Research, 17(2), 
195–211. https://doi.org/10.1177/1094670513507486

Seiders, K., & Berry, L. L. (1998). Service fairness: What it is and 
why it matters. Academy of Management Perspectives, 12(2), 
8–20. https://www.jstor.org/stable/4165454

Slater, S. F. (1995). Issues in conducting marketing strategy 
research. Journal of Strategic Marketing, 3(4), 257–270. 
https://doi.org/10.1080/09652549500000016

Smith, A. K., Bolton, R. N., & Wagner, J. (1999). A model of 
customer satisfaction with service encounters involving failure 
and recovery. Journal of Marketing Research, 36(3), 356–372. 
https://doi.org/10.2307/3152082

Sparks, B. A., & McColl-Kennedy, J. R. (2001). Justice strategy 
options for increased customer satisfaction in a services 
recovery setting. Journal of Business Research, 54(3),  
209–218. https://doi.org/10.1016/S0148-2963(00)00120-X

Tax, S. S., Brown, S. W., & Chandrashekaran, M. (1998). Customer 
evaluations of service complaint experiences: Implications for 
relationship marketing. Journal of Marketing, 62(2), 60–76. 
https://doi.org/10.2307/1252161

Tax, S. S., & Brown, S. W. (1998). Recovering and learning from 
service failure. MIT Sloan Management Review, 40(1), 75–88. 
https://sloanreview.mit.edu/article/recovering-and-learning- 
from-service-failure/

Weber, K., & Sparks, B. (2009). The effect of pre-consumption 
mood and service recovery measures on customer evaluations 
and behavior in a strategic alliance setting. Journal of 
Hospitality & Tourism Research, 33(1), 106–125. https://doi.
org/10.1177/1096348008329863

Wen, B., & Chi, C. G. Q. (2013). Examine the cognitive and affective 
antecedents to service recovery satisfaction. International Journal 
of Contemporary Hospitality Management, 25(3), 306–327. 
https://doi.org/10.1108/09596111311310991

Zaid, S., Palilati, A., Madjid, R., & Bua, H. (2021). Impact of 
service recovery, customer satisfaction, and corporate image on 
customer loyalty. The Journal of Asian Finance, Economics, 
and Business, 8(1), 961–970. https://doi.org/10.13106/
jafeb.2021.vol8.no1.961

Zeithaml, V. A. & Bitner, M. J. (2000). Services marketing: 
Integrating customer focus across the firm. New York: Irwin 
McGraw- Hill.


