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ABSTRACT 

 

Service recovery performance has emerged as an important topic for academicians 

and practitioners over the last two decades. Many studies have attempted to uncover 

the factors that influence the performance of service recovery. The purpose of this 

study is to develop comprehensive conceptual model of the factors that influence 

service recovery performance. An intensive literature review from the available 

studies are reviewed for the development of the research model. Three main 

construct are incorporated in this study i.e. frontline employees (rewards, 

empowerment, teamwork, training, and commitment), organizational strategies 

(compensations, verbal action, leadership, and justice), customers (personality, and 

purchasing experience). The model and its related hypotheses are presented and the 

limitation is discussed. 
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1.          

Introduction/Backgr

ound 

Service recovery performance has emerged as an important topic for academicians 

and practitioners over the last two decades (e.g. Lin, 2011a; Santos and Basso, 2012; 

Kau and Loh, 2006). According to Wilson et al (2012), service recovery performance 

“refers to the actions taken by a corporation or service provider in response to a 

service failure”. The authors describe the role of service recovery performance as 

essential in enabling organizations to create customer satisfaction because the service 

is done by the frontline employees and serve the customer directly. Therefore, the 

literature emphasizes on the role of frontline employees and attribute to them the main 

role in creating good relationship between the organization and its customer because 

frontline employees are the one who delivery the service to customers (Babakus et al. 

2003).  

 

In light of the importance of the role frontline employees, Santos and Basso (2012) 

pointed out that stronger client-company relationships may limit the impact of service 

and recovery failures on customer trust and loyalty. Similarly, Kau and Loh, (2006), 

found that when customers are satisfied with the performance of service recovery, it 

leads them to higher level of trust and positive word of mouth regarding the 

organization.  Therefore, the services that are provided by frontline employees is vital 
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for the company to develop customer satisfaction, loyalty and brand commitment 

(Burmann and Konig, 2011). 

 

  On the other hand, service recovery performance was defined by Andreassen (2000) 

as “the    action an organization takes in order to seek out dissatisfaction and as a 

response to poor service quality i.e. service failure”. This definition emphasizes on the 

role of the organization itself in returning the dissatisfied customer to a state of 

satisfaction. Many researchers support this argument by providing evidence that the 

organization’s strategies are effective tools to develop customer satisfaction after 

service failure (Grewal, Roggeveen and Tsiros, 2008; Magnini and Karande, 2009; Liao 

and Keng, 2013).   

 


