19 3 Vol.19, No.3
2011 6 Chinese Journal of Management Science June 2011

:1003- 207(2011)03- 0166- 08
Al 55 I SR JB B A7 28 0 B g T
5 ) SEUEBIT 5T
A

(B8 R A¥ aE#¥IE LR FE  266109)

:F719 : A
1 ( ) 2
20 90 , [10, 11] ,
, ( Service Re- , 20
covery) , 30 (2,13
’ [1- 4 ’
) ) ) Andreassen( 2000) ol
( 1995)lSJ , Andreassen -
tel - Bradburn(1969)
[71 [8] [9] , , 201
, A ndreassen ,
B ( B
), Andreassen(2000)"" \ — , /
:2009- 06— 08; :2011- 04- 05 d
(70772051), reassen
(630819)

(1965-), ( )» , « [14]

Amr



3 : * 167 °

’ 2
, Andreas
sen s 21
s ) ol
’ [20]
M cColl-Kennedy  Sparks(2003) , ,
[15] ’
(Counterfactual Thinking) (A ccount- ,
ability)
Schoefer  Ennew (2005) ,
[ 16] (211,
Chebat  Slusar czy k( 2005) , =2
(ACT)
, 186 , , ( 1):
22
[17]
, (2007) ,
, , Andreassen(2000) ,
s , Andreassen ,
[18]
s Andreassen
, Andreassen( 2000)
; (2007)
(
VS ) ( VS »
) . :



° 168

1R 55 e et
R R

LUkl

IEAME
DR

AR =
BT
- |“

=

MEENTE )
o |8\t

RS MRUG Y

IR 55+ MBS Y
e JEi i
UG
A B
o RRURIIME
N VA TR
VMU ATE

L \H

ii3 WA
W ESREE e
1
, (Recency Effect)
Spreng  Harrel (1995)
[5]
)
, Weiner(2000)
(
( )
) )

HRUEHTE
A i

o
Jei#)
Jimizs
W

H2
H3
(8]
/ ,
H4
3
31
32

[24]

2011



[13,27]

3 .+ 169 -
: ) 3 2 ( )
) - ) ’
( :
),
281 Oliver(1997) , T siros
, , Mittal  (2004)
4 [28,29] 5
, , Boshoff( 1997), Boshoff  Leong( 1998)
[30.31]
1~ 7 Likert
- B s 1 ( )9 7
, ( )
, 4
, 568
, 18 )
33 550 SPSS11. 5
1261 41
Izard 10 ) : Interest ,
Enjoyment Surprise Sadness Anger Disgust ,
Contempt Fear Shame Guilt Westhrook ( 1987) ,
( ) )
. ’ ’



* 170 ° 2011
Cronbacha (321 ;
SPSS11. 5 R 5
Cronbach a 1 (27,33
1 Cronbach a 2
Scale Scale Comp onent
“ Corredal  Alpha if
Mean  Variance 1 2 3 4
Scale Alpha [tem . . Item Total  Item
if ltem i Item . 0 890
Corrdation Deleted
Deleted  Deld ed 0 862
8 8073 8 112 0.6521 0 8084 0 709 ~ 0 441
Q 8309 9 4891 6 1083 0.7987 0 6500 0 879
10 663 6 7919 0. 6421 0 8200
22873 1829 0.4522 0857
0 6174 0 858
2 8382 2 5148 0.4522
50855 1 8524 0.3517 0 828
0 5124
5 7764 1. 2304 0. 3517 0 940
1 8964 1 06%4 0. 6386
0 7643 0 482
1 5600 QO 6439 0. 6386 0. 40
, Hair : Cronbach
a Q 70 ; ,
6 , Cronbach a 0 60, ,
; , Cronbach a , ,
Qa 70, 0. 50
Cronbach a , ,
s Cronbach a
0. 60, 0. 50 4 2
2 2 2
s , SPSS11. 5
2 2 2
, 3
,F
Q 000, 0. 05,
SPSS1L. 5 ; Durbim Watson
KM O D- W 2. 000,
Bartlett s Kaiser s ; R?
KMO : KMO Q7 0. 512,
KMO= Q 751, Bartlett s 50% ,
Q 000, s 40% , 5
R
2 ) Oliver ,
(1993) Smith Ellsworth(1985) - /



171 -

3
M odel R Adjusted R Square F Change Sig F Change Durbir Watson
0 524 0 263 22 716 0 000 1. 825
0 721 Q512 63 075 0 000 2. 056
0 658 0 423 45 809 0 000 2. 032
Q0 696 Q 475 56 275 0 000 2. 076
HI1 , 4
t
4
Beta t Sig Beta t Sig Beta t Sig Beta t Sig
0 167 3 694 0 000 0 330 8 316 0 000 0 319 7 699 0 000 0 396 9 831 0 000
-018 -3660 0000 -035 -7951 000 -02367 -7926 0000 -02395 -88&6 0 000
0 088 1 916 0 056 0 107 2 883 0 004 0 054 1 362 0174 0 038 L 02 0 307
-0067 -1448 0148 -0048 -1276 0202 -0058 -1439 0 151 0 030 0 82 0 409
0 027 0 558 0577 -0026 -0683 0495 -0081 -1962 0050 -0071 -1 87 0067
0 092 1 694 0091 -0060 - 1345 0179 0 064 1 346 0179 -0005 -0103 0918
0035 0 763 Q0 446 Q0 030 Q0 826 Q 409 0 060 1 529 0127 -0013 -039 072
0 023 Q0 497 Q0 619 Q0 039 1 069 0286 -0002 -0048 0962 0 064 1L 725 0 085
Q0 308 6 047 Q0 000 Q129 3073 Q0 002 0 137 2 993 0 003 0 246 4 910 0 000
4 H1
2
2
) t 5
5
Beta t Sig Beta t Sig Beta t Sig Beta t Sig
0183 4 316 0 000 0 324 8 573 0 000 0 315 7. 756 0 000 0 393 9 88 0 000
-0147 -3193 0001 -0369 -888 000 -02337 -7733 0000 -02395 -9252 0000
0123 3 236 0 001 0117 3 644 0 000 0 089 2 617 0 009 0 030 0 883 0 378
-0043 - 1019 0308 -0046 -1263 027 -0043 -1 141 0 254 0 041 L 165 0 245
0277 6 810 0 000 0 136 4 089 0 000 0 073 1 965 0 050 0 285 7 251 0 000




172 -

2011

H2

H3
, H4
43

B 2

Andreassen(2000)"”

[1]

[4]

[9]

Kelley, S. W., Hoffman, K. D., Davis, M. A.. A
Typology of retail failures and recoveries| J]. Journal of
Retailing, 1993, 69(4): 429- 452.

Schweikhard, S. B., Strasser, S., Kennedy, M. R..
Service recovery in health services organization| J] . H os
pital & Health Services A dministration, 1993, 38(1): 3
- 21

Hoffman, K. D., Kelley, S. W., Rotalsky, H. M..
Tracking service failures and employee recovery efforts
[J]. Journal of Services Marketing, 1995, 9(2/3): 49-
61.

Conlon, D. E., Murray, N. M.. Customer perceptions
of corporate response to product com plaints: the role ex-
planations[ J]. Academy of Management Journal, 1996,
39(4): 1040- 1056.

Spreng, R. A., Harrell, G. D., Mackoy, R. D..
Service recovery: Impact on satisfaction and intentions
[J]. Journal of Services Marketing, 1995, 9(1): 15-
23.

Webster, C., Sundaram, D. S.. Service consumption
critically in failure recovery[ J]. Journal of Business Re-
search, 1998, 41(2): 153- 159.

Andreassen, T. W.. Antecedents to satisfaction with
service recovery [ J]. European Journal of Marketing,
2000, 34(1/2): 156- 175.

Weun, S., Beatty, S. E., Jones, M. A.. The impact
of Service failure severity on service recovery evaluat ions
and postrecovery relationships[J].The Journal of Serv

ices Marketing, 2004, (18): 133- 146.

[J]. ,2006,2(2): 1- 15.

[ 10] Dolen, W. V., Lemmink, J., Mattsson, J. et al. Af

[11]

fective consumer responses in service encounters: The
emotional content in narratives of critical incidents[ J].
Journal of Economic Psychology, 2001, 22(3): 359-
376.

Grace, D., OTCass, A.. An examination of the ante

cedents of repatronize intentions across different retail



* 173 -

[12]

[13]

[ 14]

[15]

[16]

[17]

[ 18]

[19]

[20]

[21]

[22]

store formats| J]. Journal of Retailing and Consumer
Services, 2005, 12: 227- 243.

Westbrook, R. A.. Product/ consumption - based af
fective responses and post purchase processes[ J] . Jour
nal of Marketing Research, 1987, 24(3): 258- 270.
Westbrook, R. A., Oliver, R. L.. T he dimensionalr
ty of consumption emotion patterns and consumer satis
faction| J]. Journal of Consumer Research, 1991, 18
(): 84- 91.

Schwartz, N., Clore, G. L..
and judgments of wellbeing[ J]. Journal of Personality
and Social Psychology, 1983, 64(4): 654- 664.

M cColF Kennedy, J. R., Sparks, B. A.. Counterfac
tual thinking based conceptual model of service recover
y[ J] . Journal of Services Research, 2003, 5 (3): 251-
266.

Schoefer, K.,
service complaint experiences: The role of perceived
justice[ J]. Journal of Service Marketing, 2005, 19(5):
261- 270.

Chebat, J. C., Slusarczyk, W.. How emotions medr

Mood, misattribution,

Ennew, C.. Emotions responses to

ate the effects of perceived justice on loyalty in service
recovery situations: an empirical study[J]. Journal of
Business Research, 2005, 58(5) : 664— 678.

- [J].
,2007,( 8) : 85— 94.
( y[M]. ,2002.
Levesque, T. J., McDougall, G.. Service problems

and recovery strategies: An experiment| J]. Canadian
Journal of Administrative Sciences, 2000, 17(1): 20-
37.

[J]. ,2006, 26( 4) : 55- 59.
[J1].

[ 23]

[24]

[25]

[26]

[27]

[28]

[29]

, 2008, 24(4): 56— 59.
Weiner, B..
motivation from an attributional perspective[ J]. Edu-
cational Psychology Review, 2000, 12(1): 1- 14.
McCollough, M. A., Berry, L. L., Yadav, M. S..

An empirical investigation of customer satisfaction after

Intrapersonal and interpersonal theories of

service failure and recovery[ J]. Journal of Service Re-
search, 2000, 3(2): 121- 137.

Michel, S.. Analyzing service failures and recoveries:
a process approach| J]. International Journal of Service
Industry Management, 2001, 12(1): 20- 33.

Izard, C. E.. Human Emotions[ M]. New York: Ple
num Press, 1977.

Oliver, R. L.. Cognitive, affective, and attribute ba
ses of the satisfaction response[ J] . Journal of Consumer
Research, 1993, 20(3): 418- 430.

Oliver, R. L.. Satisfaction: A Behavioral Perspective
on the Consumer| M].New York, NY: McGraw Hill,
1997.

Tsiros, M., Mittal, V., Ross, W. T. Jr.. The role
of attributions in customer satisfaction: A reexamina

tion[ J] . Journal of Consumer Research, 2004, 31 (2):
476- 483.

[30] Boshoff, C.. An experimental study of service recovery

[31]

[32]

[33]

options[ J]. International Journal of Service Industry
Management, 1997, §(2):110- 130.
Boshoff, C., Leong, J..

and apologizing as dimensions of service recovery: An

Empowerment, attribution

experimental study|[ J]. International Journal of Service
Industry Management, 1998, 9(1): 24— 47.
Carmines, E. G., Zeller, R. A.. Reliability and Va
lidity Assessment[ M]. Thousand Oaks, CA: Sage
Publications, 1979.

Smith, C. A., Ellsworth, P. C.. Patterns of cognr
tive appraisal in emotion[J]. Journal of Personality and
Social Psychology, 1985, 48(4): 813- 838.

An Empirical Research: The Impact of Customer Emotion on Customer Satisfaction in Service Recovery

ZHENG Dan
(College of Cooperatives, Qingdao Agricultural University, Qingdao 266109, China)

Abstract: In the research of customer service recovery satisfaction, this paper introduces emotional varia

bles, proposes a research model including service failure and service recovery as an entire process, adopts

scenario simulation method in the empirical study. The study shows that customer service recovery satis

faction is affected by their post— service recovery emotion instead of their initial emotion. Customers”posr

tive emotion after service recovery has significantly positive impact on their service recovery satisfaction.

Customers’externally attributed negative emotion after service recovery has significantly negative impact on

their service recovery satisfaction.

Key words: service recovery; customers”emotion; service failure; customer satisfaction; positive emotion;

externally attributed negative emotion



