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ABSTRACT

Purpose: This study investigates the relationship between service compensation, consumer sentiment and
revisit intention for service recovery in the Chinese foodservice industry, and the moderating effect of employ—
ee authenticity.

Methods: Data were collected from people who experienced eating out in a city located in central China,
and the hypothesis was verified through multiple regression analysis and hierarchical regression analysis.
Results: The results indicate that the specificity of compensation affects both positive and negative emotions
of customers, and the activeness of compensation also influences positive emotions of customers. Also, em—
ployee autheticity moderates the effect of specificity of compensation on customers’ positive emotions. Both
positive and negative emotions of customers influences revisit intention.

Conclusion: These results show that the role of service compensation is important in service recovery in
the rapidly expanding Chinese foodservice industry. In addition, since the sincerity of employees plays an
important role in maximizing the recovery effect in the process of service recovery, it suggests that it is
important not only to improve services in the quantitative aspect but also in the qualitative aspect through
employee training.
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Figure 1. Research Model
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Table 1. Profiles of Respondents

Classification Frequency %
Male 178 50.1
Gender

Female 177 49.8
20~30 71 20.0
31~40 214 60.2

Age
41~50 35 9.8
Over 50 35 9.8
High School Graduate 106 29.8
Academic Background College Graduate 178 50.1
Graduate School Graduate 71 20.0
Student 143 40.2
Company Employee 141 39.7

Job
Self-employed 36 10.1
Professional 35 9.8
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Classification Frequency %
Below 1 per week 71 20.0
2~4 per week 178 50.1
Frequency of Eating Out
5~7 per week 71 20.0
Over 8 per week 35 9.8
Total 355 100.0

4.2 SYF9] A==} e 24

Aol AE =t B s S48 8 291E4S A8k Cronbach a #t2 7A14FeAH. Table 2.0714

ZA8s S
Wi e} o] wakel TA, BEA, WA 5 uAte 47, avlae] 244 Axek RAH A, ALE 9w
BE SATRNA QA4 0.6 o] ® YElgT, TEH ZE 2919 Cronbach a 342 A 23} 0.8 9]
doz BAEAT.
Table 2. Reliability and Validity of Metrics
Variables Items Factor Loadings | Cronbach’s a
Specific efforts to recover damages 0.898
Specificity of Sufficient compensation for damages 0.836
Compensation 0.934
(S0) Preparation of specific compensation plan 0.835
Clear rewards 0.824
. Voluntary apology and compensation 0.818
Activeness of
Compensation Efforts for prompt compensation 0.788 0.812
A . . .
B0 Compensation before filing a complaint 0.773
Employees are truly sorry 0.893
Employee
Authenticity Employee inquires about sufficiency of compensation 0.872 0.964
EA) Feeling the restaurant's sincerity to recover from failure 0.840
Positive Rewards make me happy 0.918
Emotion The sufficiency of the rewards amazes me 0.892 0.905
(PE) Satisfied with the sufficiency of the compensation 0.810
Reward makes me angry 0.963
Negative Depressed because of reward 0.901
Emotion 0.948
(NE) Reward makes me feel bad 0.884
Compensation disappoints me 0.800
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Variables Items Factor Loadings | Cronbach’s a
Intention to recommend to people looking for a restaurant 0.962
Revisit Want to visit again, judging by the service reward 0.933
Intention Intention to recommend to friends 0.927 0.953
(RD Willingness to visit the restaurant again 0.905
Willingness to visit the restaurant more often 0.899
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Table 3. Correlation Analysis

SC AC EA PE NE RI
SC 1
AC .503" 1
EA .637" .619° 1
PE .b87" 794" 744" 1
NE -.603" -.383" -.688" -.595" 1
RI 654" .592° 27 .640° -.813" 1
#p<0.05
3 Qo] 7S AFelol A FATIE kel BRRAES BH] 913 Pearson FHAFE B8] 5
B AZE ANGY, B4 A7), WS o) AL BT §o14F 52004 §o18 Aew deten] 344
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Table 4. Results of Multi-regression Analysis

Vablen | tvaadle | P SE . t P VIF
(Constant) 001 037 022 982
SC 242 037 241 6.448 000 1.000
o AC 675 037 673 18.012 000 1.000
R’=511, Adi. R’=508, F=183.000, DW=2.201
(Constant) -.005 049 -.105 916
SC -.373 049 -.374 ~7.572 000 1.000
N AC 091 049 091 1.849 065 1.000
R’=.148, Adj. R’=.143, F=30.378, DW=1.919
(Constant) -.001 029 000 1.000
PE 459 029 459 15.977 000 1.000
- NE -.707 029 -.707 -24.61 000 1.000
R’=710, Adj. R?=.708, F=430.464, DW=2.211
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Table 5. Results of Moderating Effect Analysis

modi—
Model Variabl B S.E 2 .
ode ariables B t p R fied R’ F
(Constant) .001 .052 .016 937
1 .058 .055 21.641"
SC 242 .052 241 4.652 .000
(Constant) .001 .048 017 .986
sC 2 SC 242 .048 241 5.026 .000 .195 191 42.455%
! EA 371 .048 370 7.724 .000
PE
(Constant) .001 .048 017 .986
SC 234 .048 234 4.862 .000
3 .202 195 29.364"
EA .388 .049 387 7.919 .000
SC+EA 074 .045 .081 1.660 .098
(Constant) .001 .040 021 .983
1 453 452 290.800"
AC .675 .040 673 17.053 .000
(Constant) .001 .034 .024 .981
AC 2 AC .675 .034 673 19.673 .000 .590 .88 252.107
l EA 371 .034 370 10.824 .000
PE
(Constant) .001 .034 .024 981
AC .665 .039 .663 19.964 .000
3 591 .o87 167.827"
EA 374 .035 373 10.752 .000
AC+EA .025 .047 .021 539 091
(Constant) | -.005 .049 -.105 916
1 .140 137 56.943"
SC -.373 .049 =374 | -7.549 .000
(Constant) -.005 .043 -.121 903
sC 2 SC -.373 .043 -.374 | -8.730 .000 .359 .355 98.015"
) EA -.468 .043 -.468 | -10946 .000
NE
(Constant) -.005 .043 -.122 903
SC -.378 .043 -.379 | -8.814 .000
3 362 .356 65.954"
EA -.457 .044 -.458 | -10480 .000
SC+EA .049 .040 .054 1.239 216

#p<0.01
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Figure 2. Moderating Effect of EA between SC and PE
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