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Justice and Authenticity of Service Recovery

Effects on Customer Behavioral Intention

AMH|2& 2| =0

D20| S o0 DjX|s T Bt AT

—

MHI2 sl=o] BHMI DIYMS FHoR

Eun-Ji Park(8f2X|)*, Chang-Gon Kim(ZZ&-Z)**, Myung-Soo Kim(ZH==)*** Jang-hui Han(SHE}S|)****

Received: December 15, 2014. Revised: January 16, 2015. Accepted: February 13, 2015.

Abstract

Purpose — Satisfaction with service is evaluated according to
customers' subjective judgment. The expected value of customer
service and its evaluations depend on the customers' position.
The customer recognizes two different forms of service levels.
One is satisfaction and the other is dissatisfaction. Customers
who are satisfied want to receive the service in future. However,
those dissatisfied try to change the service. The service provider
tries to improve the service. There are two different service
cycles. One is the successful cycle and the other is the failure
cycle. This study aimed to empirically determine the effects of
the justice and authenticity of service recovery on customer be-
havioral intention through an integrated approach to cognitive
justice and psychological authenticity.

Research design, data, and methodology — Based on a liter-
ature review, justice of service recovery was categorized into
three types: distributive, procedural, and interactive. Then, au-
thenticity was added to obtain four independent variables, along
with recovery satisfaction as a parameter. Behavioral intention,
as an outcome variable, was divided into the repurchase in-
tention and positive word-of-mouth. The model and hypotheses
were created and measurement items were developed. A ques-
tionnaire survey of items concerning the service recovery experi-
ence at family restaurants was conducted on college students
and residents in Gwangju from September 30 to October 31,
2013. A total of 400 copies of the questionnaire were sent out
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and 385 were returned. Respondents answered questions about
the importance of, and satisfaction with service recovery on a
5-point Likert scale. Excluding 174 copies without service failure
experiences and 7 inappropriate copies, 204 copies were ana-
lyzed using SPSS 21.0 for Windows and AMOS 20.0 to de-
termine the reliability and validity of measurements. The hypoth-
eses were tested through a goodness-of-fit analysis.

Results — First, distributive justice positively affected recovery
satisfaction. Second, procedural and interactive justice had no
impact. Third, authenticity positively  affected recovery
satisfaction. Fourth, distributive justice had relatively stronger ef-
fects on recovery satisfaction than authenticity. Fifth, recovery
satisfaction significantly affected repurchase intention and pos-
itive word-of-mouth and it proved effective in mediation. Finally,
additional analysis was performed for descriptive statistics of the
principal variables by various demographic characteristics and sig-
nificant differences were found in gender, occupation, and so on.

Conclusions — This study has academic significance as the
fairness and authenticity of service recovery were investigated to
reveal the effects on behavior. The findings could be applied to
a wide range of service recovery strategies. However, there are
some limitations. First, data was collected only from the resi-
dents of Gwangju and most respondents were aged 20-30.
Future studies should target a wide range of areas and age
groups. Second, because the questionnaire used in this study
targets only convenience family restaurants, the results of this
study cannot be generalized to all services companies. Future
research should be done on a wide range of industries such as
hotels, airlines, and hospitals, and perform a comparison be-
tween sectors.

Keywords: Service Recovery, Justice, Authenticity, Recovery
Satisfaction, Behavioral Intention.
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%2 FS O/X[A =k metM 7[92 AHlA HIlE
HAHg == oz O ENE 2857| sl -s{of ot
MH|A MOz QIgt ol EMEZ ECER E|E2|=
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AMH|A AMif(service failure)@t AH|A  Z|Z(service
recovery)

MH|A Alii(service failure)Zt AH|A DPHOJA| DZHOZ }0]
= ENES 0F7|°H: golst MH|A Ao Z(Weun, Beauty and

Jones 2004), F=3E AMH|AO]| CHSH S0|HO|Lt MH|A X-”_T'_-c‘sl_
= 3¢ Hg“g*OPE 0j2{ EEfel 2F(Won & Cho, 2003) = M
HlA DPHo|Lt ZDbo| CHsHe mzHo| EXAol ZMe ZJE Al

(Heskett, Sasser and Hart, 1990)2 2 Ho|gt 4= °'E|- ore ot

AI=(Gilly and Gelb, 1982; Bitner, Booms, and Tetreault, 1990;
Hoffman, Kelley, and Rotalsky, 1995; Keaveney, 1995; Tax,
Brown and Chandrashekara, 1998; Smith, Bolton and Wagner,
1999; Mueller, Mack, and McMullan, 2003)0| C}4st AHLLE S
MH[A Hojo| 7HE W HOIE CHIEE AES{RHX|TH OFAIIEK|
LX|E Hei= QICh Ol AMH|Ao| EZQ f¥M, HI22(Md, &~
2, O|EM, QHoEY So= QI8 27| CHE -’.‘—‘E.fo MH|A
N X Aol Aol EXWSIEE, 0|F diLte| 7jEez Yuts}
5t7101= ol=0| V| 2Lz = + UCh

<Table 1> Definition of Service Failure

viewpoint researcher definition
Berry and Negligence of the result or the
Parasuraman procedure of service while the
subject of (1991) subject of responsibility is evident.

Negligence of the result or the
Johnston procedure of service without any
(1995) involvement of a subject of

responsibility.

responsibility

Bell and Zemke Failed critically below the
(1987) customer's expectancy.

Gronroos and | Failure to provide the achievement

expectancy Cristian or the utility of the service to the
disconfirmation (1988) customer or the consumer.
theory Parasuraman,
Berry and The achievement of the service is
Zeithaml below the customers tolerance.
(1991)
Heskette, Sasser|Negative emotion of the customer's
and Hart experience about the procedure or
cug.tomer (1990) the result of the service.
emotions and - -
psychology Weun Poor service experience thrgugh
(1997) the customer service causing

dissatisfaction of the customer.

Source: This Table is written a summary of preceding research
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MH|A Hife] R AFKEE CHYSHH /st UL
Kelly, Hoffman and Davis(1993)2 661712| AOj™E A2 ot
T E Solf, A0YXtRL 02 Ziof wdlshk= MH|A HIiE AlA
B 2t Mo, 0 @7 ftE Al MH|A MSKte| £EES W
S0 2ot Miie| M| JHX|2 2FSI/UCEL A|AH zhH Mozt 1o
7HOI lx*oml QIX|St= Hxo|L} 2hAlof ofot MIfE 2|0|st
T, N7 QT P MIIR D] £ F2 A7 IS Sof
W o won Sof o6 MmiE Sl £ Hus HEX
of HET WSOl O3 A2 HRE ol Hijet 22 M
e 22, S8E S0 ot HilE oo|sict

Keaveney(1995)0f [M}2MH AMH[A AMil= SHA MH|A AlDfQ
MH|A HHEO|Me| Mz 272 4 UCH Sy MH|A ADjEt
MH|A XEH[Of 2tet MY e 2FE O0[5HH, MH|A HE A
i MH|A HE A=A X1|4-Xf b nz4 7to] 4= =Hg Pgo|
AN EHMEL= Al=E O|0|3ICt Blodgett and Tax(1997)= A{H|A
AmE 7217}751 *'uH(outcome failure)} UPHA AlTf(process fail-
ure) 2 REFot0 QUCh ZUHE Hijzt Fi(what)o| HIE|UA=X
of &t oz MAMHAZL HUZE NSZX| 2o =2 2/0|
StH, PEA Aozt O{EA|(how) MSEA=X0f 2ot A2 M
HA MEel e =2 o) st d+E 2o[ojsict L=
Bitner, Booms and Tereanlt (1990)0f [}=MH AMH|A AlIiQt &
O 10 cigt 2utE0|X| Xot CThAY HA| ndo = S0z E0HE
= FYSICt QI Ol MH|A Mufzt ZAapE OfL|2} MH|A
S SO e = O, m2tA DZHo| QIX[A At
2483 KON ._H._WOE MH|A HIfE OofssHof 3FEft A=
MAISt QUCHKImM et al, 2004). MH[A Miijl= 2o E0IES
OF7|otCt. ofst =THEZ <Fig. 1>1t 20| 7|gof| gt 1249
4= E HoE2|1 o Uo7t 1Mol oS Xz = UL
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| Customer Dissatisfaction |

Lack of continuity in
relationship with customer

|

Failure to develop
customer loyalty

Emphasis on attracting new
customers

High customer turnover

H

Source: Schlesinger & Heskett (1991).

<Figure 1> The Cycle of Failure
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| Customer Satisfaction |

Continuity in relationship
with customer

l

Customer loyalty |

Emphasis on customer
loyalty and retention

|

Source: Schlesinger & Heskett (1991).

| Low customer turnover

<Figure 2> The Cycle of Success

[2fM AMH|A AlDE QIS nzZio| EQHEE OIECZ L=
= P82 HtEA] HA|E|0JOf S O|E @It 7[R¥el =S AMH|
A 3|E(service recovery)O|2t BtCE Kelley and Davis(1994)=
MH|A 2|52 MH|A £ XS 2rEs AiE JEs| fIg
7|ge| o2t FoIStICt. H|xzoh MEH0jA, Johnston and
Hewa(1997)= MH|A 3|52 A&KE MH|AE HIEX| E“OE
N dlste 00| =4S 2i5tY| ot MH|A HBXe| e
2t0 3}lom, Bowen and Johnston(1998)2 A{H|A "E'MHE ol
Sl Op7|=l nZHo| EMA HIZE 7§MSH7| {3t 7|¥e| 20|zt
1 SFRICE EESE Miller, Cralghead and Karwan(2000)2 A{H|A Al
mjof| 2 FHES cidste SUES 0ol 2¥N E=E 9*

FHAZ|0 O|E S 1S |XI5H7| T LT %'i%g MH[A

3|20|2t I Er SHH, Hart, Heskett and Sasser(1990)2 A{H|
2 2|50 Cisf ARE MHAE =7 Es Heisto] 129 54
EE JEiol Hdejz k[E3 s= P02t Fogtgien,
Zemke and Bell(1990)2 7|CHO| -‘?'-8'6|-II 25l AH|AZE QIH
ol EUEE MHEo = k|E2|l= 1FEo|2t SHRICH

Zeithaml, Berry and Parasuraman(1993)2 7|CHE&X| O|2&
M5l nZo| X|Z=l QL EY(perceived zone of tolerance)
Ol5t2 HO{Zl MH[A Zuo|| CiEot= AMH|A MSKL 28
HE ANH|A 3|EOo|2t  HOlSIPILCL  Spreng, Gilbert and
Robert(1995)= A{H|A RIES =EME|e XHOIM OfsSt M
H|A Mol Chet n2io| E2EES X257 {12t 7|l st &
S0|2ta Mo|st HiH, Smith, Bolton and Wagner(1999)= A-|I:||ﬁ
52 SEN2|EC g o ZZEel JjEeR 1 QUCE 1
ol [Eh“—WE MH|A HIf7F SASIQGEIE M=Ho2 EUtE E
SASHR| AL MH|A MSKPIF A= 0[2] st Af"‘fort
427t °'Ef m2tA AMH[A AHOjol| CHSjA 2o M=Eol =8

O] QiCt StHEtE 7|2 EXRE AMH|A0| TSt MH|A 2|5 =
HE HAlSoF BiCt
2.2. NH|A

S d(equity) 1} TI7HM(authenticity)

TR HEE MH[A HOiet 3=0 et B2 AHAFSO|
Adams(1963)2| 3™ O|Z(equity theory)2 HIEICZ O|RON
CHGoodwin and Ross, 1990; Kelly and Davis, 1994; Mueller,
Mack, and McMullan, 2003). O|= 3784 O|20| 7|¥e| AMH|A
o|=3t AMo| MH|A 3|=F0f Ciet HoF kel JAE & LIE
Lo Q7| jZ20|CHWalster, Walster and Berschied, 1978).

373d O|E0| =M ot J4212 weto| Hust= M F
= EHHI AHEO| HIES WMED ERRIO| 7 SYUTHK|E Hw
oHE'.: XA e B ST FE TERSICHL SHRACE
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(Adams, 1963). 27X 0|22 AUZo| A(F|™ H|wO|Z(social
comparison theory) 22 5t 74Q10| CE AbEfat H|wstS o A
Ot 3785HA| 2 A=710 st X242 HIE2 2 O|F 0T
Ch Ol Atrle| FQut A=E EfQle| Fut A1) HI WS H=
Ho|AM 7|CHELX| O|Z(expectancy disconfirmation theory)lf=
K07} QUCH Oliver and Swan(1989)2 AZHE Eoff 1A=
o AN 37 O|E0| 7|LHELX| O|EELCt ER%t HpEhe
AE HAch 3EHe| HEE2 O FHECE O|FO{TICE Ol
wEHAHREEY M=ol F7|E FHESks 7IF0| J{QI0tct CHEH,
Efolntel Xto|E RIASHAH HOolS0|= Aol Ae?t otH, O
X 2 AR Q7| mjZolct SHX|E 2o M2 Xpdlif
EfQlo| £Qf CHH| AFE=O| H|ZO| ZX| YTty =72 I} 23HES
X|ZtstA E=ICh

SEHO0|ES MHA 2|59 420 HEAH &
Alo| FEst HIE((FH™, AlZh 3®)at 7|¥el 3%
KNS, MHIAME Hlmsta, H[o "o s
HAFTOBOEMN AtAlo| metatA| 7t 3FESHK|IE TESHA EICH
mf Eretol CHat2 3|82 Qlst Mat, 2|=9| nhy
Xreto| #z2g 59| 240|0, 0|0 M2t J%
o, BN 3™, 428N 3-Ee M 7t
%= QICKTax, Brown and Murali, 1975).

2HE 3842 MH[A AIfo| O3t REN 2402 JtAY
ol gt=, FE 52| MH[A 3|Eo| MXAE Aut=0]| el X[ZE
S88e 2l0|stCH(Mattila, 2001). 142 MH|A AIfof CHSHOY
g2 AR 24ar X0l 42 &E 7AF0 210 EfQl
o AZut Hlm¥E M, SHSICHD ol 420 2% 384
= X[Z51A Eloh BAE 3EE2 MHAE FHSEe arEol o
OlM HAt, =g, ™ 3o sy X|ZE 38482 2lolgict
(Thibaut and Walker, 1978). EXtH Z™HMO|Zt X|F Zt0| £
SHSE21ER|2] aPdof CHet Woretn g %= QUCHAlexander and
Ruderman, 1987). AS2t8M ZH0|2t nziat MH|AK|SAHZE
O MTEE0| S HOZ, MH|A 3|29 IHOIM SHSHA Cf
HE 2T o X|ZE SHEE 2l0|$CHBlodgett and
Tax, 1997). &, #2288 ZYI2 AMH|AQl AuE0| HHEA
B, MH|A "X HEYCH D ZR|2te MH|AXSAe| X
of Efe SCO2 Qlgff o] 2FAel ZHEE H= A dYdF
= Jfgo|2tn stCt

ol "olof ChsiM= RS0t olHdE He| dh=Hhl, O]
= TEE0| AKBM YR |Xze E42 7K1 e
ShkE &ofof mat £ £40| Xo|7t 7| mF0|CHDickinson,
2006). Snyder(1979)= TIZ-do|2t EfQILLO| A0 Tt Xt
OE &7/ AXNE W2 E0F= HIZEH0| CHH| == 7HE2
2, FI™st X0l O XIHIE Q|o|siCtn HRICE Harter(2002)=
NEES Atrlel Mz, Zd, 7HK], MEE A0 Xprle| LYTHAEY
of #HAQ WES YXA|F|= AO|Zt Folotict. =D 2F
do|l z=ERMole Al WX HEfE TSt A4
(self-awareness)l} ¥dt= =HE O|F7| ¢t LS 2Ol5t=
A17| =& (self-regulation)2| = 7tX| @47F HskS O|XICtn EQE
C}. Gilmore and Pine(2007)2 ZFI™ME “HA|M(identity)2| ot A
Ef2 Z1t £0| CtEX| g2 HEfatd EUCE CHA| 2, ™Y
olzt o|dE &H=ot7| flof netz[AHLE RYEX| &2, XX =

o [
HE flof EXMst= Aret QEiek= Ao|th

oz
— == 5

>
mgl-o_).i_m O kot A

=
40
o

2.3 3|2 Ot=(recovery satisfaction)1f
25 9O| = (Behavioral intention)

028 Ot=(customer satisfaction)| 7jEH2 1977 O|=9| Z|A
K| Z|AFQl J. D. PowerZt XtSAH 29| 7|P=2(Q] IO M
ESIHM E8E(7| AZSIY XYol| O|27|MX| B2 7|2l 3
35 Z80|H, 7|y dYeo| #HMA @40|Ct 1z BHEO)| CHY
M= CHst Ho|7l Z=XHSiCt. Westbrook(1980)2 nZHAES X
ZO0|Lt MHIAE FOfStD ZRet Zutof CHSHY 12H0| L2 X0l
HIIE St= Z40|2tn HolStULt Howard and Sheth(1969)= 11
HORE AH| Z@o| ZNE H1, 1780 XpAo| B|4H0f CHsY
HESH EARJACIT =J|l= QXA MEH2tD SHRJACE H|oH
HELO| A Tse and Wilton(1988)2 124 Or=S 1ZHO| AFM 7|Cj
ot HME AME = QIX|E Mutztol AXHEZ HOlSHRICt Bolton
and Drew(1991)= 12 DtEZ 70| Of&let H|EDF 0|0 &8
Sle 242 MawtsozN = Fof Ziketn HosRch A
g =HEg xSt APRXIE JRY=0, Westbrook and
Reilly(1983)2 17 Qt=0|Zt X|FO|L} MH|AZE QIS dat # of
Lzt nZio| Fof HE, A0l Al HEf S THE EE2
2 Qle Rkles Z7EA gt3olatd FolstRIct

otH, Chung(2010)2 PHE2 Ztzio| Agtof WME E7to|7| Ij
20| X|&EHO|X| 2ot 0|22 ZAYo| Qs 8, EErCHE H
oM 07 Bt=Z MH|A FHEO|AML| SHEar 7|y ™Etof CHet 2t
FToz FESIFLCE Od= MHA FHEOIAQl THH0| HHEXOZ
A5t MA|Eo what 7| MEte| PtES HWHsH Eotn 2
QUL ot MH[A KSXZF 02 @7 #=F 0|42 MHAE H|
3 [ 040H=0| O|FO{X|0, 0| S 142 FH= M+
of o|=5 7HK|A EICt

3|2 DtZ(recovery satisfaction)O|Zt MH|A AMilf| = Q0ojLI=
2KHA DH=O|CE CRA| Zef, 2|5 PHEO|ZH MH|A 3|5 To| 7|
oot MH|A 218 29| dut Zto| HnE S+ n2o| Fat& #t
CHS o|0|StCHOliver and Swan, 1989). 3|8 TIE2 MH|A 3|8
O d3p & OtL2t MH[A 2|E9| b, MH|A 4Ife el &
d, 2|20 CHst 00| 7|0 S CHYSH QOolof o3 Jak2 dhe
Ct= oM 024 Stx0| Hish A gt =& 2010 S&SICt
(Ko & Park et al., 2011). 3|82 Ot=9| ZF™XN F 0| Cst AL
= L= EXSHCt Fornell and Wernerfelt(1987)= 2|8 HE2 10
Mol Ol Mot WZZ WSOt FESIRALCL Bitner and
Mary(1990)= 3|5 THE2 0ZHo| Qt=ZbZ SCHSIA|ZICE D HQF
O, Zeithaml and Parasuraman(1990)2 3|& Q=2 17ZHo| A
HlA 222 "Ito| 38& de2 O|RICtn EQUCt ESH Spreng
et al. (1995)= 2|5 BHHZ2 9| IYF0f oot 77X SHE
Ol d&kg DO|XICtn EYS M, Smith, Bolton and Wagner(1999)=
2|E BHEE2 MH[AO0| CHo 0Z40| QA J{Mstn 1z g
ZtAIZICE D FESIGICE

WS ok J|E Dol I A

It

o

=
=)

Ok

HolM Q% 297t Ael, o[zt O|FE Ajzen and
Fishbein(1980)2 B2t Bre SIXIS0| 10| WS 052 23
Faot ZFETEM AF 2= E HAISIUCEL HE ol== I
FHN ¢S olEet Al #S olzo| £ JIX| ¥EE pREC
(Dawn and Thomas, 2004).

BHA dS =2 AZo| Ao 2 FHe o=t 20| 7|
of YRE ZBo| FYS Fe DY WSS Fojnl, ABH US

2 5 = Abks
0
=1

ocoo=2 — oo
#$S 2 I Zo| 2 nA Y

o= Ef BH
0)X|= 02 WES o|0|StCt. Bloemer, Gaby and Kestens(2003)
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S olzo| £ 2212 M0 o, 3¥H ™ ok, =7t
HE X|& o2 EQUYSMH, Yang and Peterson(2004)= X{-10Oj§
o|=ot FFA M o2 HEUCE 2 UFoME S 2=E XY
TOf o|=et HA FHO| F UK ReleE FMSIRACE

KO0 ©|=(repurchase intention)2t 11ZHO| EX X|Z0|L} M
HAE Fofet 20| Y HSO|LE MH|A0| CHSHO BEHEXo=
FOig 750t o =& o|O|sCHSeo & Kim, 2003). &, X+
of o|=o CHSt Olsiet HE2 2ol MOfL; 2HA X|&, +™
O|A S1f BHHATH MA| SOl CHpt CHRte| ZHO|A O|FRO{X| 1
QUCE Mt OZ8o| MFof ol 7|}l IR 8%t 2l At

o
—_

gt & SlLto|CHFishbein and Ajzen, 1975). 7|Q0AH Ql0{A, 7|
T 04 RAE LAl A2 X @2 B0 s of

10%2| H|E HZto| {7t USH(Power and Lisa, 1992), 174
O O|EE 5% E0|= A2 7|Yoi|A 2 25~95%0] Hot= <
o ZIIE Jt¥ 27| mj20|CKSellers, 1993).

2™ (word-of-mouth)2| 7§H2 Whyte(1954)2| AH|XtO| FHHL|
o[-0 ot Ao AZE = B2 OAE SXE0] 2lsiA
Ci¥ot 2hd AF7E ORIV, AH|XIE 7+l ZHRIF Q1 &2t
B 4o 7|8ty 28N 22 BFEEQ HEE HZAFHo=R
wetete OMAE IPgeRE QlAE|n QUCL & FHE 4o 7|
X3t CfH(face to face) F{HL|#H O0|MO|HH(Borgida and Nisbett,
1977), oA o[yt FESHA oM YR [X|l= FHEQ|
SEO[Ct olzfst HojAM FHZ2 YOl OjAHFL|AHO|MIt=
el WHHE oMAFO0|7| WE0 FHel XNFHO| =rCt
(Robertson, Zielinski and Ward, 1984). =5t AX O|EE JIX|
X gf= AW Fof dRXE MSdte dEete FoM FEel A
2|4 9A| 02 =LCHEngel, Blackwell and Kegerreis, 1969).

3. g+l 24
3.1 g =¥at A7t UHd

izol 2X2 oIXY I Yol T

Sof ABl2 2l=o] 3TN ZIFHo| n2
g2 UZNO= Aol Tk S 243 9Pl
0% WS bEoR Mu|x 320l 2N X
| SEELE, 8= OE2 ez, ¥S ol=2 Z

ATRYS EESIALK<Fig. 3>).
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<Figure 3> Research Model

2 QR b2 2|50 BYYT X0 Mol WS ol
of Olwet Y2 XX EASHEL 1 80| Ut FHEC
2t NHlA si=o| BN Y| 2% S50 DKl FE

—
= #HEL, sl HO0| Ao AF o0 OjX= s 4

Sob7| 28l ttaa 22 7Hds 2SR
<7td 1> MH[A 3=9] 28d Y TEE2 2= HE 3
(+)e] &= ojE Ao|ct.

<7td 11> ZHIY 5842 25 UH| F+)e s o
Z0|LC}.

<7td 12> 2XY 8482 25 UHN el dgs o
Z0|LC}.

<td 1-3> J=A8H SFE2 == UEY )2l =
ol Zo|ct.

<7td 14> TFE2 =5 UHR F(+)2 L= 0jE Aolct

<7td 2> 3|8 UE2 AF =0 F+el Ses ojE Aok

=
<7t2 21> 2|5 UH2 MO =0 F(+)el JY¥e 0

=

Zolct,

THg 22> 3= BES FHN THO Yo YyS 0/d

Zolct,

3.2 Biso| ZHE Ho| U B

2 gTE MHlA B=o| BHYT THNS 22 SHWLE,
B2 BIEZ OpfEsE, WS oS Fuss HFYUCL S
o SEHtE 2HE IYY, BAY 3N, 4NN I,
x

MEEL W ZHA] XtRISE MAISHReH, ZutHas TO0f 2
Eot 3N AHo| & JHX| KXo HMA|stD 2zt CHsiA 5
H Z|IHE Mz =JSIQCt 2™ Z™M(distributive justice)
2 ‘MHA HIjo CHSt A EHOER MHA 359 MAH

g=ozL MM £F0| BAS W, FEI AN HAS ¥
BNO| BIES TS NSO 3RYoE THHILE

TR B M (procedural justice)S “MHIAE HBEE B,
e, M S Iyl s no| BFsICHn Luls B2
o6t n, ZYABORE MHIAKBAE AH|A M| chof St

Hol H3s BY, ‘MH|IANSAE SAIES A0 X,

= -

‘E0MALs0| HAESH Aoz K2|E'o| 32T o2 FAS}SICt

ASEEXN Z™M(interactional justice)S ‘AH|A 3|29o| 1™
Ol MH[A MSXERH S76HA iE 2UA=710 Cis 1240
e BEE Fostu, FHAFLEE AH|A HIXt= AH]|
& AIfof CHs| 29 AIE &, ‘MH|A MESXHe 2THAEES
SOt BT El=E 2, ‘MHA HISK= STHAREQ
= ol £Mo| HZ Tl IRYCR SRt
Id M(authenticity)2 ‘AlH|A 3|E2E XN&Sts MH|A X|ESX}
L @Ho| YUX|Bto] Csf nzio] L7l= FE'E |,
Y=o EE 28 LHOM TEM0l AR, ‘TIdoM 22
2 25 L, 'YHON REUHRE 25 ), 95 L3
ZHEQl o] 4202 SR
3|2 Ot=(recovery satisfaction)2 ‘AH|A AlDjZ Qlst 0Ot
O] MH|A 3522 QI8 TR0 O|2A E MEf'E FHolstd,
dego2s ‘EUN2| oo T, ‘EXsiZE Zatof] 2=, ™
HHEMOoZ OHE, 7|0 O|e| MH|A 3|8 +=F2| 42T E +d
SISICE XS04 ©|E(repurchase intention)= ‘11ZHO| Ot H|E
Sl MH|AO| CH8 HHEXMoZ 0|8ste{s oA'Z Molstn, =X
RO CRA| HES 950 AT, AHLZSHA 0|8 0|
A, ‘7H40| QIME|CEIE 0|88 2gk0| US| 3IRYCE F
ASHRACE

28X A (positive word-of-mouth)S ‘11ZHO| CHZIE Sof
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o2 Hojotn, SYPRosE AASHH IYHoE T of
go| 9L, ‘KIQISo|A FHE ofgto| UL, KIS HF A
o ofgo| 80| 32goE RAINiCt

2 ZAH| M 2013 92 9URH 9 13YUNK| 5UZt SHA|
0 Q12 CHMCZ OH|EAE HAISHR
Ch X222 83 €% 222 4, 22A5If0 HME HEXE
0| 8310 HEXRAIE HAISIAUCL HEXAH= 2013 9F 30
B 108 31Y7X] 3297t 2F X9 Cigtd 2 ARIESS Oy
2 HAEeH, A Y BHE 7IYSEE St AU|7|Y
HZ 0|83t0] O|FO|MLE HEX|E= & 40025 H{=35I0| 3858
(]88 96.3%)7t 2|+, O] & S LHE0| 25=% 752t
MH|A Mot z|=0 et Z™o| giCtn Eet 17425 X Qg
L 2042(2ME 52.9%)7t 2T 240 O|8EIACE. =HE X=
= EHEMI|7|X| SPSS 21.0 for Windows2} F+XEHHAl pEl2l
o220 AMOS 20.02 A3 BEME 43HSIULCE
AW, 2ol ITSAEY £ A ms(YAET 2H
£ metstr| s SPSS 21.0 for WindowsE O|2310{ ElE
(frequency analysis)2 HAISIRICE =M, Mol EIFdE &4
7| @8 SPSS 21.0 for WindowsE 0]|&23d}0] EMN QolBAM
(exploratory factor analysis)S AIA|5IQ 10, Cronbach's o A4+E
AESHY] MEIYS HABSIQUCE AW, 24 Zoto) m2h A 2y
2 gL, £-E o7 2o Y= JHE 2 MEFESIACE Ul
W, =™E= 7ol AZE 28 SPSS 21.0 for WindowsE 0|8
St =2t Oj7f#Ha= Zto| CHE 3| 2A(multiple regression
analysis)E HAISIRD, Of7fH==ot At Zto| 3| EN
(regression analysis)S AA|SIRICE.

I oM A Jjm
x Ot 1x 0x

= d
4. AT 24N
4.1. QIREAEN E

gE2 N STt 2048 F g90| 1073(52.5%), 0490| 97
Y475%) 22 ggo| HE0| =5 &7 LEFRCL A2 20-29
M7} 129%H(63.2%) 22 &2 Hl82 AXYD, o2 30-394
7t 54%H(26.5%), 40-49M17} 17H(8.3%), 50-59M|7} 4B(2.0%) 22
LIEHSCE X212 CHSHd0| 943(46.1%) 22 7+8 HRUYW, Chs2
2 AR 729(35.3%), HEX 145(6.9%), 7|Et 11%(5.4%), T
OH/AMHIAS 108(4.9%), XHBY 3B(1.5%) 22 LIEFLLC,.

<Table 2> Demographic Factors

classification frequency ratio
male 107 52.5
gender

female 97 475

20-29 129 63.2

30-39 54 26.5

age

40-49 17 8.3

50-59 4 20

office worker 72 35.3

private business 3 1.5

specialized job 14 6.9

occupation sales / service 10 4.9
etc 11 5.4

university student 94 46.1

total 204 100

42 EfY L MEE 24

2 70| ArEE ®W===0| LEARS Cid=e2 FdEY
o2, VAT AN EtSMut MEI=E AESIGICE S0
ArBEl HF9| EFdE B RISt MM Q0lEAM
(exploratory factor analysis)2 AA|SIQICE QOIFZHIHO A0
Q018 =Fgl=0 Mt FHEEM(principle component analy-
sis)2 AFESiYion, 202152 ol 7ty =EM2 | +=
s HZB|HYLI0l VARIMIX 2412 O|ZSIRiCt 2t siset o
St Q0I7to| ABEAS LI Q9IF K| 2H(factor loading)e
BHE0l J|EX|Gl 204 BO) Cia B4l 7|Fg H8sjo] 105

0|l &=t ZeAZIC,.

o [m=)
dHol S-G9 g0 et 22l 2o 13742 2
oz PREACE Fel AN SFEE 374

Q'Y
2 & 3Mel gl
EE 1749] 4742 Qolez FEOIAE Ais T Xo|7t

Wotgith X120l ABHSH IYHo| I 21t A
Fao| ) 202 QI Who| ZXE Folo 4
2% BYYLS MHIA NBX2LE WA hY w7t
Chol m2o| Lale P2, BN BHYS MHAS NI
TR, W, WA S Yol ofs @ Sk Lols HE
2 247t Yolsioict et ROIRMS MAS 20t SEXSO|
MBRER BN BAH BYHS SYE A0l ofd siLfel

(o]

Of E kO o

2
k
2
X
0 O

o

0
=0
> Okl O

>

Ean

XN
o

ToO 1 OOoOo [= i)

Hgo= QMstn Sk XS ¥ 4 Uk OjHe ASHEH
HYS IAY FYNT PREE SYE HEO2 2 HoIX/o
Chet =210| IO RICH= NHSATS SWHBICL UF=2 x|
S 4BIEN TYYS BAH IYHO| SePfEeR BE A2
0| BSCHTyler and Bies, 1989). 0[0] & IRA|ME 0SS BiLf
ol Jjgoz Hn N1QQIS WA-4SN TYN o= B

Fogole RolMKO| 05 09l ZYMo| 47 BBo=
FHE/0f 9lof WSO HEXOR YHICID & 4 ULt H2
Qole THNO= YHSCL MaRole SuN x| 3
20} HAE Y| 1) HRO2 THEICL BAY 3YY
ol 3¢ ¥E2 2HjN IYMN 22 XUoE oMstn Y A

r

)

oz YZEICh 2ot Feol igH HAE floto] XY 5849
o 17§ =2 ML, MBefle ‘BEHiY Sz FYSHA

Ch 2ld#H==0] Q0lz4 ZAlb= <Table 3>1t ZLCt
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<Table 3> Factor analysis of exogenous variable

factor
item
1 2 3
interactional justice 2 .805 .320 .047
interactional justice 1 767 .287 116
interactional justice 3 718 416 .228
procedural justice 1 .687 129 .359
procedural justice 2 .587 213 541
authenticity 2 .202 .847 .258
authenticity 1 .329 .820 191
authenticity 3 311 .804 277
authenticity 4 291 .740 .240
distributive justice 1 180 191 .825
distributive justice 3 199 21 .818
distributive justice 2 .054 .246 .798
procedural justice 3 * 498 .267 .658

* . This item will be removed.

L0l o= 2HEa 7o 2, S8 70| thiet 22
g2 & 2719 felez FEEUC. AT

A e, SEH e 32l fele=z
TEOtAE AdtE Cia X0|7h 2SR,

H1eol2 =88 FHe| 371 d=nt M0 Q=2 37 =
O otitel 202 FEE|UL). H=po| RAH FolojA 3784
TH2 ‘0ol HME L MHIA0 st SFHe JEE OE A
oA HEols A=, A0 of== AA40| HF & MHA
of ool gr=Mo= O|8stei= S[XI'2 22t “golstitt. 2Lt
222MS ARt 20t SEAS0| 38N #HL A0 Q=S
=gE 7HEol ot StLte| TiE2 = eIMstn bt= As &
ULt olo = AFOM= OS2 diLfel 7igez 21 H1efl
= 43 o'z FIoIACE M22012 2OIMIE0[ 0.5 Ofd
ol 3|5 BHFO 47 Rz gL Uof BS0| JfgHe=

0

recovery satisfaction 2 278 .859
recovery satisfaction 1 .306 .850
recovery satisfaction 3 334 .844
recovery satisfaction 4 342 737

423. AME|E 2N

Cronbach's a AHl5== 00|A 1 AtO|Q| Z+E ZHX|TH, 10] Z{It2
5 ME|ZJt =8 2|0|oitt. &3 0.6 O[40|H AME|=E =
H3QCHD 7|0, 0.8 O|A0|H AME|=7t IR &2 +F0|2tn
= F UL 2RARMEZ B8 F==st T 5719 B0 C{sto
Cronbach's o A= A&ESH 21, HALY=H 3794 0.867, 7
XA 0909, 2HE Z™A 0843, 3|2 OHE 0904, WS o
09242 ZE BIt BF 088 &35t =2 &9 MEEE
20 Qe Ao =QIZ|RJUCE ME|E FAO| Zit= <Table 5>2f
7H:|.
2+C},

<Table 5> Reliability analysis

the
. number . Cronbach's
variable question
of a
question
When the service provider was
dealing with my complaints,
he(she) showed me a respectful
attitude.
The service provider had a full
procedural apology about the service failure.
-interactional 5 The service provider tried his(her) .867

justice best to resolve my complaint.

The service provider showed a
immediate response about the
service failure.

The service provider had rapidly
handled my complaint.

The service provider's effort toward
the service recovery showed a
great authenticity.

Felt like the service provider
heartfelt attempted to service

authenticity 4 .909
YISOt & = QACH HM22012 ‘2|5 prE oz HESIRICL LY ™ . reco.‘;ery' Jod with
A EHA O olEM Apt < SO} ZiC e service provider provided wit
Q0| Q0124 A= <Table 4>2F ZC| utmost efforts to service recovery.
The service provider's service
<Table 4> Factor analysis of endogenous variable recovery gave a humane feeling.
factor The compensation.that the service
item provider provided was a
1 2 appropriate level.
L distributive The compensation that the service
positive word-of-mouth 2 833 300 justice 3 provider provided gave a satisfied 843
positive word-of-mouth 3 .823 .260 outcome.
- - The service provider gave an
repurchase intention 2 .822 292 enough financial compensation.
positive word-of-mouth 1 818 353 Satisfied with the restaurant's
- : recovery 4 problem solution results. %04
repurchase intention 1 744 .339 satisfaction Satisfied with the restaurant's -
repurchase intention 3 736 .293 complaint handling process.
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Overall, satisfied with the service
recovery standard.
Restaurant's service recovery level
was beyond expectation.
| will recommend this restaurant to
my acquaintance.
| will actively suggest this

restaurant.
. I will always be using this
bghavp ral 6 restaurant. .924
intention

| will spoke positively about this
restaurant to my friend.
| intend to revisit this restaurant.
Even when the price increases, |
will still visit this restaurant.

43. 97 Y YU Tpao| £

Q0IEMS MASH 2T, MEHOR MYl 0|2 Rxe
QARSI LIEGtOLY SRipiel MA 3YMT 4R8N 3
H4o| sifol Qol02 B¢, Auesel KoY olzot 3
N 3 oAl siLfo| Relo2 2Lt o SUHAES J|=o 4
oA B FYA, TR BHY, WY )| 8
S2 TTAOYD, ZIpESE 71EO| oA S ol='2t 1
ol ciagRo= TTASIYCE KT B HEdtol <Fig.
457} 22 $ME A7 WS HAIGHHCE

Distributive Justice

Procedural-Interactional
Justice

{ Recovery Satisfaction H behavioral Intention

Authenticity

<Figure 4> Modified Research Model

T3 g7 2gs HELR AT JtES b 20| MEd

<7td 1> MH[A 2lEo| 8Fd A TEg2 =5 TEo 3§
(+)2 &= olE Ao|Ct

<7td 11> ZHIN 5842 25 UE| Z(+)e S 0jE
Z0|C}.

<td 12> ENdeH 3842 o= UHRY FHe dgS
oj& ZAolct.

<7t 1-3> TF G2 o= WHO| F(+)2 S 0jE AOICt

<t 2> 3|5 UE2 A4S =0 F(+)e Ses olE Aotk

— — —

%3
si= BIZ0| S DXl Aul2 3lso] BEAD Mo
Chet QIR 2obwy| Qo) 312 SHES BAWSE o, £

HIE Y, EA-ASN B, AYNS SYESE HFs]
CISI T2 AS AABIICH<Table 6>). RS SEHel Shui4
Zto| MREAS oUstn), RIS SYBAT SEUSE Mot

L Jn din
P

HES LRl ZREASOICH Zto] 2P Re gt 6852 Al
slafetol M QetEol J|F0l 045 MBS0l folt Aoz L}
ERAOD, Ofo] 2} BAMMHAS 685%0ICk Bl Byt

g2 B0, 3719 SqH,s 25 J|EXQ 028 &3F[st0] 2=
oERo| Rolst H(+)el dgg OXle AR Ao, FF
2ol A7|= =HIH SZEPB= 377), T YP= 365), EA+d=
M ZHEPB= 222)9 =22 LIEIRCEL o [OEE0 ZF
00022 ROI=FQl 0.05£LCt Z0}, SAHXFHoZ Ij Folst A
O LIEMRCE Ol¢o| 24 ZutE &3, MH|A 2|50 RU0IA
2HiE S, AHAEE 3P, TEE0| 25 nA49| 3
£ 0F gA| SO0IfICHE Ag 2olg = UCE makM JHY 141,
1-2, 1-32 25 REH|QiCt

<Table 6> Multiple Regression Analysis of Recovery Satisfaction

Factors
Unstandardized |Standardized
Variable Coefficients | Coefficients | ¢ | p-value Research
Hypothesis
B SE Beta
Distributive | - 55 | 046 377 |7.463| 000 | 239°P!
justice H.1-1
P-l justice | .239 | .065 222 [3.691| .000 i'dj’szt
Authenticity | .349 | .054 365  |6.431| .000 i'dj’_‘g
R: .828
Model Rz .685
Summary Modified R% .680
S.E of Estimate: .41288

442, 3% BI50| Y5 o|=0f DXl ¥

%S o=0| YD DX 2B BEO| 2t ANTAS of
27| 9P} WS o2 Fh4z ofn, 8|8 BEg SUHAE
SHB10] sl NS UAISIAC<Table 75).

<Table 7> Simple Regression Analysis of Behavioral Intention Factors

Unstandardize | Standardized
Variable | d Coefficients | Coefficients | ¢ [p-value Research
Hypothesis
B S.E Beta

Recovery | .712 | .056 .666 12.706| .000 | adopt H.2

R: .666

Model Rz 444

Summary Modified R .441
S.E of Estimate: .58317

AmO| Tf=9 Re ZhS 4442 AfR|TfSolAfel ksl 7]
Ol 048 N3jstol ROl o= LIEfton, ofof w2t Sit
Y22 44.4%0|Ch EESAQl B2 HO, SYHL 2|

raux A
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2 66622 7|EX[Q 028 IA ¢3[5l0] AS 2|0 Folo
el g2 OX|ls A2 MU0t =3t {o[=HE0| .000
OS2 RO|+FQ 0.05=CH X0l SAXLE IR ROt HZ
LIEHGCE Olde| &M ANE &3 19| 3|5 U=H0| 2=
s ol GA| FOITICH= AE &g = UL mEkM JHd 2
= EY|QUCE <Table 8>2 Q171 JHdol AF AWE Qoo A
o|ct.

i

<Table 8> Hypothesis Test Result

no hypothesis result
Justice and authenticity of service recovery will
1 : e . . adopt
give a positive impact to recovery satisfaction.
Distributive justice will give a positive impact to
1-1 recovery adopt
satisfaction.
Procedural-interactional justice will give a
1-2 AR . . adopt
positive impact to recovery satisfaction.
13 Authenticity will give a p03|.t|ve impact to adopt
recovery satisfaction.
Recovery Satisfaction will give a positive
2 ) . - . adopt
impact to behavioral intention.
5 28
2 o7E QXN SHMY M2|Y NFMe| SuH 22 &
8l MH|A 2lEo| SFPu TYEO| 2o HS o|=0 O|X|=
dgg MENoR FYsls US 2oz UYL My
o nEZ S MHA 259 3FES 2HH 3TYE, BAH
388, 42HEH IHEY M 7K REez ZRIIUCH, Of
of TYHES F715t0l & 47iel SHE+E 45, 35 o
Zg ez MESIQCh ok FapHaol WE oz s AT
0 E

of ol SHH Tz MESHALE
L AT eSS 2D, HYYES NI 2N &
d& floto, dEX= EHC MHA 7[¢el miRa| A=
Mo ME|A 3|5 B0l et 52 75Ut

= g7E 8ot =5E 22 U AMFE2 O30 2ok JH,
Ml ol=0] Q0] ZHIH S-gnt 2Xrd=H SHE2 25
RO =X IS OjXl= A= LERTE ol2{et Znt=
Mbl|2 g5 S840 o5 BF o] AAE et 7|Ee +
B2 dddpss st ULk F, 7|Y¥2 SUd| MHA A
o7t LOLHR] HEE MM 2A2|E 2| iof StX|2 E7tm|et
MH|& Ao &M= OlF & iMsSts 20| e S5ttt
SIZCL 2|5 mf2{=20] BHHOM =0 Ol 23[2 7| Yo
EUE 145 o nMoz HMekeh £ Qe Stitel 732
82 =+ 7| WEOICh O3 22 AMH[A Hoi7t ZYSCHE, 7|
2 DMO|A ME|~ Hojof CHet St RN EdS MISt

o Qo A X kI

F ot ol MEsH AM2| L4 ZS¢t Ei==2 O[F0{Xot
 Z00|C}. O] &2 10| 2oz O|RO{TICHH 142 23|
MH|~ HIHE FHsty| O|MEL; HE 2 UHHS =2
= A2 7|tfelL.
=M, MEIA 2159 T-Y Al 2l 2R 3¥Hel I
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70| SYYE HEY2E O|RN XD, Y FO| WEE MH|A

$0
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mjo

ol5o] SRds M7Iet dAATIE AACKKIM, 2010). 2 AT
o| Zat HAl dajet =S XIX[eto}. SpX[Th nAHo|A TE8dS
HEols A2 23 212 O] ofLich oA TFEIS T
= A2 MH[A HEAe| TFEA BIRE|7| EO0|Ch. AHA
MRS T8ds STAIZI7| fiEiME FALCH ‘LFEDA T
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2 WRNM RUEHY ALES #5510 US| SEHAMES N
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