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Abstract

This paper aims to discuss the findings from a study conducted concerning service recovery 

strategies and customer satisfaction among the hotels in Yogyakarta, Indonesia. The hospitality 

industry in Yogyakarta is a booming one and competition in the hotel industry is indeed stiff. To 

reduce the level of service failure in hotels as a result of unsatisfactory services, there is a need 

to identify recovery strategies to rectify and better manage the situation.  

The primary aim of this study is to analyze service recovery strategies and the impact of these 

strategies which consist of compensation, speed of recovery, and apology on service recovery 

satisfaction among hotel guests. A total of 113 respondents participated in this study comprising 

hotel guests in Yogyakarta, Indonesia by way of answering a set of questionnaire. 

Results from the regression analysis showed that compensation, speed of recovery, and apology 

are all influencing factors in customer satisfaction either implemented partially or wholly. 

Furthermore, it is indicated that apology has the biggest impact on customer service satisfaction 

compared to the other recovery strategies.

Keywords: Recovery strategies, compensation, speed of recovery, apology and customer 

satisfaction.

1. INTRODUCTION

Yogyakarta is a cultural city which carries a strong characteristic of ethnic nuance in order to develop and 

maintain their credibility as a target of tourism. For that reason, Yogyakarta strives to bring good service quality 

for their tourists from both domestic and foreign markets, and the hotel industry seems like the industry with the 

PRVW�SRWHQWLDO��0DQ\�IRXU�DQG�¿YH�VWDU�KRWHOV�LQ�<RJ\DNDUWD�KDYH�EHHQ�GHYHORSLQJ�UDSLGO\�ZKLOH�FRPSHWLQJ�WR�EULQJ�

good service quality to their customers. According to Culture Department of Yogyakarta (2006), the total number of 

hotels in Yogyakarta is around 271 (this includes Star and non-star Hotels). This is evidence that the hotel industry 

LV�JDLQLQJ�PXFK�LQWHUHVW�IURP�WKH�PDMRU�EXVLQHVV�SOD\HUV�DQG�EULQJLQJ�KXJH�SUR¿W��EHFRPLQJ�RQH�RI�WKH�JURZLQJ�

industries, alongside the manufacturing and retailing industry.

Kelley and Davis (1994) found that customers who rated service quality highly also had the highest 

expectations for service quality. Their explanation was that organizations that deliver a high level of quality would 

also be expected to deliver a high level of recovery. This service recovery strategy should attract the new customers 

and maintain their own customers so they will be loyal and be committed to a relationship with them. In order for a 
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UHODWLRQVKLS�WR�UHDOL]H��KRWHOV�KDYH�WR�JLYH�WKHLU�XQGLYLGHG�DWWHQWLRQ�DQG�IXO¿OO�FXVWRPHU¶V�H[SHFWDWLRQV�

According to Zeithaml and Bitner (2000), customer satisfaction is customer evaluation of products and 

VHUYLFHV� ZKHWKHU� LW� FDQ� IXO¿OO� FXVWRPHUV¶� VDWLVIDFWLRQ�� 7KHUH� DUH� PDQ\� VWUDWHJLHV� WKDW� ZRXOG� FUHDWH� FXVWRPHU�

satisfaction including providing high level of service quality, attractive service design, good service delivery system, 

and effective communication.  From these strategies, providing high service quality will most suit with customer 

expectations, and ultimately reaching customer satisfaction (Hoffman and Bateson, 1999).  But in reality, only a 

KDQGIXO�RI�KRWHO�JXHVWV�IHHO�VDWLV¿HG�ZLWK�WKH�VHUYLFHV�RIIHUHG�DV�VRPH�RI�WKH�VHUYLFHV�PD\�QRW�EU�XS�WR�WKH�JXHVWV¶�

expectations, even after hotels claim that the best quality of services have been rendered. 

The hotel industry is an industry with high degree of interaction between employees and consumers, making 

it an industry that is prone to occurrences of service failure. In addition, hotels are characterized by continuous 

RSHUDWLRQV� DQG� KLJKO\� ÀXFWXDWLQJ� GHPDQGV�� UHODWLYH� FRQVWDQW� UDWHV� RI� VXSSO\�� ZKLFK� PDNH� VHUYLFH� IDLOXUH� PRUH�

likely to occur than in other industries (Lewis and McCann, 2004). Service failures are inevitable and occur in both 

the process and the outcome of service delivery. They include situations when the service fails to live up to the 

customer expectations (Michel, 2001).

For several examples, the guests would lodge a complaint for slow restaurant service, slow check-in 

RU� FKHFN�RXW�� XQIULHQGO\� DQG� XQKHOSIXO� VWDII�� SRRU� TXDOLW\� IRRG� DQG� EHYHUDJHV�� URRP� QRW� FOHDQHG� WR� FXVWRPHUV¶�

expectations, or incorrect billing. These service failures have been categorized by Bitner et al. (1990) according 

to employee behaviors when failures occur, relating to: the core service; requests for customized service; and 

unexpected employee actions. For the next action, service recovery must be initiated to make some service failure 

correction.

7KHVH�VHUYLFH�UHFRYHULHV�GHWHUPLQH�ZKHWKHU�RU�QRW�WKH�KRWHO�JXHVWV�DUH�VDWLV¿HG�IURP�WKH�UHFRYHU\�VWUDWHJ\�

implied by the hotel management. Service recovery has to consider the types and magnitude of service failures 

experienced by hotel guests, even the characteristics of the hotel guests. So, when service failures happen, the 

service recovery will be different depending on the magnitude of failure.

This research is focused on service failures and how to develop service recovery strategies for the hotel 

industry in Yogyakarta. Moreover, there are three topics which will be discussed here. First, the study observed 

service failures that are common to hotel guests. Second, the study investigated recovery strategies that were used 

E\�WKH�KRWHOV��)LQDOO\��WKH�VWXG\�LQYHVWLJDWHG�KRZ�FRPSHQVDWLRQ��VSHHG�RI�UHFRYHU\��DQG�DSRORJ\�LQÀXHQFH�WR�WKH�

FXVWRPHUV¶�VDWLVIDFWLRQ�

2. LITERATURE REVIEW 

2.1. Service Failure

Almost inevitably, service companies (including hotel industry) will fail at some critical incidents no matter 

how good the quality service is. The inseparable and intangible nature of services gives rise to the inevitability of 

IDLOXUHV�RFFXUULQJ��3DOPHU���������)URP�D�FXVWRPHU¶V�SHUVSHFWLYH��D�VHUYLFH�IDLOXUH�LV�DQ\�VLWXDWLRQ�ZKHUH�VRPHWKLQJ�

has gone wrong, irrespective of responsibility. The inseparability of high contact services has a consequence 

that service failures usually cannot be disguised from the customer (Boshoff, 1997). Service failures have been 

categorized by Bitner et al. (1990) according to employee behaviors when failures occur, relating to: the core 

service; requests for customized service; and unexpected employee actions.

There are various consequences of service failure, namely: dissatisfaction (Kelley et.al., 1993); a decline in 

FXVWRPHU�FRQ¿GHQFH��%RVKRII��������%RVKRII�DQG�/HRQJ���������QHJDWLYH�ZRUG�RI�PRXWK�EHKDYLRU��%DLOH\��������

Manila, 2001); customer defection (Keaveney, 1995; Miller et.al., 2000); loss of revenue and increased costs 

(Armistead et al., 1995); and a decrease in employee morale and performance (Bitner et al., 1994).

Service providers should have systems for identifying, tracking, and analyzing service failures. This allows 

management to identify common failure situations (Hoffman, Kelley and Rotalsky, 1995). It allows management 

WR�GHYHORS�VWUDWHJLHV� IRU�SUHYHQWLQJ� IDLOXUHV�RFFXUULQJ� LQ� WKH�¿UVW�SODFH��DQG� IRU�GHVLJQLQJ�DSSURSULDWH� UHFRYHU\�

strategies where failure is unavoidable.
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It is often suggested that a happy customer will leave and convey two or three people about the good 

VHUYLFH��EXW�DQ�XQVDWLV¿HG�FXVWRPHU�ZLOO�SUREDEO\�LQIRUP�D�GR]HQ�SHRSOH�DERXW�D�IDLOXUH��%XVLQHVVHV�FRPPRQO\�ORVH�

to 15% to 20% of their customer base each year (Reicheld and Sasser, 1990). Although customers there are many 

IDFWRUV� WKDW� LQÀXHQFH�FRPSHWLWLRQ�DPRQJ� WKHVH�KRWHOV�� �H�J��EHWWHU�SULFHV��EHWWHU�SURGXFWV�� FKDQJH�RI� ORFDWLRQ���

PLQLPL]LQJ�WKH�QXPEHU�RI�FXVWRPHUV�ZKR�¿QG�WKH�VHUYLFHV�RIIHUHG�GHIHFWLYH�LV�ODUJHO\�FRQWUROODEOH��+RZHYHU��WKHUH�

LV�VWLOO�SOHQW\�RI�HYLGHQFH�WKDW�¿UPV�GR�QRW�WDNH�FRPSODLQWV�IURP�FXVWRPHUV�VHULRXVO\�DQG�WKDW�XQUHVROYHG�FRPSODLQWV�

DFWXDOO\�VWUHQJWKHQ�WKH�FXVWRPHU¶V�QHJDWLYH�IHHOLQJV�WRZDUGV�WKH�FRPSDQ\�DQG�LWV�UHSUHVHQWDWLYHV��+DUW��6DVVHU��

and Hesket, 1990). Organizations need to have in place a strategy by which they can seek to recover from failure. 

2.2. Customer response options to service failures

There are three major courses of action a customer may take in response to a service failure:

��� 7DNH�VRPH�IRUP�RI�SXEOLF�DFWLRQ��LQFOXGLQJ�FRPSODLQLQJ�WR�WKH�¿UP�RU�WR�D�WKLUG�SDUW\�VXFK�DV�D�FXVWRPHU�

advocacy group.

2. Take some form of private action (including abandoning the supplier, switch providers, and negative word 

of mouth).

3. Take no action.

It is important to remember that any one or a combination of any of the alternatives may be pursued by the 

FXVWRPHU��0DQDJHUV�QHHG�WR�EH�DZDUH�WKDW�WKH�LPSDFW�RI�D�GHIHFWLRQ�FDQ�JR�IDU�EH\RQG�WKH�ORVV�RI�WKDW�SHUVRQ¶V�

future revenue stream. Angry customers often tell many other people about their dissatisfaction. 

2.3. Understanding customer responses to service failures

,Q�JHQHUDO��VWXGLHV�RI�FRQVXPHUV�FRPSODLQLQJ�EHKDYLRU�KDYH�LGHQWL¿HG�IRXU�PDLQ�SXUSRVHV�IRU�FRPSODLQLQJ�

v� Obtain restitution or compensation. Consumers often complain to recover some economic loss by seeking a 

refund, compensation, and/or have the service performed again.

v� Vent their anger. Some customers complain to rebuild self-esteem and to vent their anger and frustration. When 

service processes are bureaucratic and unreasonable, or when employees are rude, deliberately intimidating, 

or apparently uncaring, the customer self-esteem, self-worth, or sense of fairness can be negatively affected. 

They may become very angry and emotional.

v� Help to improve the service. When customer are highly involved with a service (e.g.,at a collegean alumni 

association, or the main banking connection) they give the feedback to try and contribute toward service 

improvements.

v� For altruistic reasons. Finally, some customers are motivated by altruistic reasons. They want to spare other 

customers from experiencing the same problems, and they might feel bad if a problem is not highlighted.

&XVWRPHU�VRPHWLPHV�GRQ¶W�ZDQW�WR�FRPSODLQ�EHFDXVH�WKH\�GRQ¶W�ZLVK�WR�WDNH�WKH�WLPH�WR�ZULWH�D�OHWWHU��¿OO�

RXW�D�IRUP��RU�PDNH�D�SKRQH�FDOO��HVSHFLDOO\�LI�WKH\�GRQ¶W�VHH�WKH�VHUYLFH�DV�VXI¿FLHQWO\�LPSRUWDQW�WR�PHULW�WKH�HIIRUW��

&RPSODLQLQJ�EHKDYLRU�FDQ�EH�LQÀXHQFHG�E\�UROH�SHUFHSWLRQV�DQG�VRFLDO�QRUPV��,Q�VHUYLFHV�ZKHUH�FXVWRPHUV�KDYH�

low power, they are less likely to voice complaints. Social norms tend to discourage customer criticism of such 

individuals, because of their perceived expertise.

5HVHDUFK�¿QGLQJV�VKRZ�WKDW�SHRSOH�LQ�KLJKHU�VRFLRHFRQRPLF�OHYHO�WHQG�WR�FRPSODLQ�FRPSDUHG�WR�SHRSOH�LQ�

the lower socioeconomic level. Their better education, higher income, and greater social involvement give them 

FRQ¿GHQFH��NQRZOHGJH��DQG�PRWLYDWLRQ�WR�VSHDN�XS�ZKHQ�WKH\�HQFRXQWHU�SUREOHPV��$OVR��WKRVH�ZKR�FRPSODLQ�WHQG�

to be more knowledgeable about the products in question.

2.4. Service Recovery

If service failure does occur, then what can service providers do to recover? “Service recovery involves 

WKRVH�DFWLRQV�GHVLJQHG� WR� UHVROYH�SUREOHPV��DOWHU�QHJDWLYH�DWWLWXGHV�RI�GLVVDWLV¿HG�FXVWRPHUV�DQG� WR�XOWLPDWHO\�



Service Recovery Strategy And Customer Satisfaction

(Budi Suprapto dan Galang Yunanto Hashym)

121

retain these customers” (Miller et al., 2000, p. 38), and “it includes situations in which a service failure occurs but 

no complaint is lodged by the customers” (Smith et al., 1999, p. 359). Further, Johnston (1994) expresses service 

recovery as to “seek out and deal with service failures” (Johnston, 1994, p. 422): the “seeking out” distinguishes 

UHFRYHU\�IURP�FRPSODLQW�KDQGOLQJ��DV�PDQ\�GLVVDWLV¿HG�FXVWRPHUV�GR�QRW�FRPSODLQ��6HUYLFH�UHFRYHU\�SURFHVVHV�

are those activities in which a company engages to address a customer complaint regarding a service failure 

�6SUHQJ��+DUUHO��DQG�0DFNR\���������7KH�PRVW�LPSRUWDQW�VWHS�LQ�VHUYLFH�UHFRYHU\�LV�WR�¿QG�RXW�DV�VRRQ�DV�SRVVLEOH�

ZKHQ�D�VHUYLFH�KDV�IDLOHG�WR�PHHW�FXVWRPHUV¶�H[SHFWDWLRQV��$�FXVWRPHU�ZKR� LV�GLVVDWLV¿HG�DQG�GRHV�QRW�UHSRUW�

this dissatisfaction to the service provider may never come back, and worse still, may tell friends about their bad 

experience.

Service recovery policies involve actions taken by service providers to respond to service failures (Gronroos, 

2000; Johnston and Mehra, 2002). Both, what is done (e.g. restitution and compensation) and how it is done (i.e. 

HPSOR\HH� LQWHUDFWLRQ� ZLWK� WKH� FXVWRPHU�� LQÀXHQFH� FXVWRPHU� SHUFHSWLRQV� RI� VHUYLFH� UHFRYHU\� �H�J��$QGUHDVVHQ��

2000; Levesque and McDougall, 2000). Justice theory appears to be the dominant theoretical framework applied to 

service recovery (Tax and Brown, 2000), and holds that customers evaluate the fairness of service recovery along 

three factors: outcome, procedural, and interactional fairness (e.g. de Ruyter and Wetzels, 2000; Goodwin and 

Ross, 1992; Smith et al., 1999; Tax et al., 1998).

�����%HQHÀWV�RI�VXFFHVVIXO�VHUYLFH�UHFRYHU\

6XFFHVVIXO�VHUYLFH�UHFRYHU\�KDV�VLJQL¿FDQW�EHQH¿WV��,W�FDQ��HQKDQFH�FXVWRPHUV¶�SHUFHSWLRQV�RI�WKH�TXDOLW\�RI�

WKH�VHUYLFH�DQG�WKH�RUJDQL]DWLRQ��OHDG�WR�SRVLWLYH�ZRUG�RI�PRXWK�FRPPXQLFDWLRQ��HQKDQFH�FXVWRPHUV¶�VDWLVIDFWLRQ��

DQG�EXLOG�FXVWRPHU�UHODWLRQVKLSV��OR\DOW\�DQG�LPSDFW�RQ�SUR¿WV���%LWQHU HW DO�� ����� +DUW HW DO�� ����� 6SUHQJ HW DO��(Bitner et al., 1990; Hart et al., 1990; Spreng et al., 

1995; Michel, 2001).

However, the extent of success may depend on: the type of service (Mattila, 2001); the type of failure 

(McDougall and Levesque, 1999); and the speed of response (Boshoff, 1997). Service recovery can also be poor or 

LQHIIHFWLYH�ZLWK�WKH�FRQVHTXHQFH�WKDW�WKH�FXVWRPHU�LV�OHW�GRZQ�IRU�D�VHFRQG�WLPH��WKLV�PD\�OHDG�WR�ORVV�RI�FRQ¿GHQFH�

in the organization and possible defection, together with the spread of negative word-of-mouth communication.

2.6. Recovery strategies

Actions that service providers take, in response to defects or failures, comprise a combination of 

psychological recoveries and tangible efforts, and have been researched by a number of academics. The critical 

incident technique (or open-ended survey), which allows respondents to highlight any service problem they have 

encountered in order to identify and assess service recovery strategies, has been used by Bitner et al. (1990), 

Kelley et al. (1993), Johnston (1994), Hoffman et al., (1995), Tax et al. (1998), Miller et al. (2000) and Lewis and 

Spyrakopoulos (2001).

7KH�VWUDWHJLHV�WKH\�LGHQWL¿HG�PD\�EH�FODVVL¿HG�DV��DSRORJ\��FRUUHFWLRQ��HPSDWK\��FRPSHQVDWLRQ��IROORZ�XS��

acknowledgement; explanation; exceptional treatment; and managerial intervention. An apology and correcting the 

problem are usually necessary planks of service recovery. The interventions of senior employees/ management 

were found to be important by Kelley et al. (1993) and Hoffman et al. (1995); but Lewis and Spyrakopoulos (2001) 

DQG�0LOOHU�HW�DO���������LGHQWL¿HG�EHQH¿WV��LI�UHFRYHU\�ZDV�KDQGOHG�E\�IURQW�OLQH�VWDII��$�IXUWKHU�VHW�RI�VWXGLHV��EDVHG�

on scenario research, uses written stories to describe hypothetical service failures, and alternative service recovery 

VWUDWHJLHV�DUH�SUHVHQWHG��UHVSRQGHQWV¶�YLHZV�RQ�WKH�PDJQLWXGH�RI�IDLOXUH�DQG�VDWLVIDFWLRQ�OHYHOV�ZLWK�UHFRYHULHV�DUH�

sought. The effectiveness of recovery strategies (i.e. satisfaction) has been found to relate to: “level of atonement” 

(Boshoff, 1997); the organization taking responsibility for the failure (Boshoff and Leong, 1998); compensation 

(McDougall and Levesque, 1999); type of failure (Smith et al.., 1999); and type of service (Mattila, 2001). 

From the research evidence, it can be concluded that the type and magnitude of service failure depend on 

the industry and service (i.e. outcome- or process-based). Further, the type and effectiveness of service recovery 
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strategies are impacted by: the service (e.g. Mattila, 2001); purpose of purchase (e.g. McDougall and Levesque, 

1999); the failure (e.g. Smith et al., 1999); the magnitude of the failure (Kelley et al., 1993; Smith et al., 1999; 

Michel, 2001; Mattila, 2001); previous experience with an organization (e.g. Tax et al., 1998); and service recovery 

expectations (e.g. Miller et al, 2000).

2.7. Justice Theory

There has been a growing stream of research on the application of organizational justice theories to service 

encounters (Clemmer and Schneider, 1996; Tax et al., 1998). These frameworks enable us to further understand 

the dynamics of the service provider-customer relationship. For example, Blodgett et al. (1997) examined 

FRPSODLQDQWV¶�SHUFHSWLRQV�RI� MXVWLFH�DQG� WKHLU�FRQVHTXHQFHV��7KH\� IRXQG� WKDW�ZKHQ�SHRSOH�SHUFHLYHG� LQMXVWLFH��

they became angry, engaged in negative WOM, and defected from the retailer. A good recovery can turn angry, 

IUXVWUDWHG�FXVWRPHUV�LQWR�OR\DO�RQHV�DQG�PD\�FUHDWH�PRUH�JRRGZLOO� WKDQ�LI� WKLQJV�KDG�JRQH�VPRRWKO\� LQ�WKH�¿UVW�

place (Hart, Sasser, and Hesket, 1990).

The most recent research to explain how customers evaluate service recovery efforts is that of justice 

theory (see, for example, Tax et al., 1998; Smith et al., 1999; Michel, 2001; Mattila, 2001), which comprises three 

dimensions:

1. Distributive justice: the perceived fairness of the outcome (e.g. compensation, repairs, replacement). Tax et 

al. (1998) also highlight the principles of equity, equality and need.

2. Interactional justice: the perceived fairness of the manner in which the customer is treated (e.g. provision of 

an apology). Demonstrations of politeness, concern, honesty, an explanation and the effort put into resolving 

the problem are also important (Tax et al., 1998).

3. Procedural justice: the perceived fairness of the process used to rectify service failure (e.g. speed of response, 

DFFHVVLELOLW\�DQG�ÀH[LELOLW\�RI�WKH�SURFHGXUH��FRPSDQ\�SROLFLHV��

,Q�JHQHUDO��ZKHQ�RUJDQL]DWLRQDO�RXWFRPHV�DUH�XQIDYRUDEOH��SURFHGXUDO�IDLUQHVV�LV�OLNHO\�WR�LQÀXHQFH�SHRSOH¶V�

reactions. In other words, fair procedures make it easier for people to accept layoffs, pay-cuts, smoking bans and 

other types of negative organizational outcomes (Brockner and Wiesenfeld, 1993; Greenberg, 1990, 1994). Sparks 

and McColl-Kennedy (2001) showed that the two-way interaction between procedural and distributive fairness is 

also applicable to consumption settings. In their study, the impact of compensation on post-failure satisfaction was 

dependent on the perceived adherence to company policy.

The research indicates that to recover effectively from service failure an organization must provide a 

fair outcome, with a sincere apology, while taking the blame and acting swiftly. Interactions between the justice 

dimensions mean that failure to deliver on one of them can impact on the total success of the recovery effort.
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               Source: Wirtz and Matilla, 2004.

Figure 1. 

The role of the dimensions of perceived fairness and causal attributions on satisfaction and post-

encounter responses

In sum, the extant literature seems to suggest that compensation is less effective in driving up satisfaction, 

when the other dimensions of fairness are rated poorly. On the other hand, it seems likely that a ceiling effect may 

be observed in a context of excellent recovery procedure and interactive justice. Here, compensation may not be 

QHHGHG�WR�REWDLQ�VDWLVIDFWLRQ��DQG�RU�EH�DEOH�WR�VLJQL¿FDQWO\�IXUWKHU�HQKDQFH�VDWLVIDFWLRQ�ZLWK�WKH�UHFRYHU\��$�ORJLFDO�

conclusion to this line of thought is that compensation should have the strongest impact in a mixed-bag recovery 

situation, where the other two fairness dimensions are not both very positive or both very negative. I propose a 

three-way interaction between interactional, procedural and distributive fairness on service recovery satisfaction 

and subsequent behavioral responses.

In this paper, compensation, response speed, and apology are used to represent the three dimensions 

of perceived fairness, i.e. distributional, procedural, and interactional fairness, respectively. The three fairness 

dimensions are driven by different aspects of the service recovery process. Compensation is effective in restoring 

FXVWRPHUV¶�SHUFHSWLRQV�RI�GLVWULEXWLYH�MXVWLFH��ZKLOH�WKH�VSHHG�E\�ZKLFK�VHUYLFH�IDLOXUHV�DUH�FRUUHFWHG�RU�FRPSODLQWV�

DUH�KDQGOHG�LV�RQH�RI�WKH�PDMRU�GHWHUPLQDQWV�RI�FXVWRPHUV¶�SHUFHSWLRQV�RI�SURFHGXUDO�IDLUQHVV��%ORGJHWW�HW�DO���������

7D[�HW�DO����������)LQDOO\��WKH�SUHVHQFH�RU�DEVHQFH�RI�DQ�DSRORJ\�LV�VWURQJO\�OLQNHG�WR�FXVWRPHUV¶�SHUFHSWLRQV�RI�

interactional justice (Clemmer and Schneider, 1996). 
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Customer
Satisfaction

Recovery Strategy

x Compensation 
(Distributive Justice)

x Speed to recovery 
(Procedural Justice)

x Apology
(Interactional Justice)

Figure 2. 

Proposed model of recovery strategy to customer satisfaction

3. TYPE OF RESEARCH DESIGN

For this research, the author uses the survey method. Survey is a means of questioning the respondents 

via a collection of questions and instructions for both the respondents and the interviewer (Cooper, 2001). The 

respondents of this research are made up of past and present hotel guests in Yogyakarta. Data were collected by 

way of collecting distributed questionnaires to the respondents.

3.1.  Sample and Respondents

6DPSOH�LV�D�VXEVHW�RI�WKH�SRSXODWLRQ��6DPSOLQJ�LV�WKH�SURFHVV�RI�VHOHFWLQJ�D�VXI¿FLHQW�QXPEHU�RI�HOHPHQWV�

from the population, so that the study of the sample and an understanding of its properties or characteristics would 

make it possible to generalize such properties or characteristics to the population elements (Sekaran, 2003). The 

technique that was used to decide the sampling in this research is purposive sampling. The sampling here is 

FRQ¿QHG�WR�VSHFL¿F�W\SHV�RI�SHRSOH�ZKR�FDQ�SURYLGH�WKH�GHVLUHG�LQIRUPDWLRQ��HLWKHU�EHFDXVH�WKH\�DUH�WKH�RQO\�RQHV�

who have it, or conform to some criteria set by the researchers (Sekaran, 2003). The author uses a total of 200 

samples of hotel guests in this research. The author also divides the samples to three categories based on the hotel 

UDQNLQJ��¿YH�VWDUV��IRXU�VWDUV��DQG�WKUHH�EHORZ��

3.3  Data collection method

3.3.1  Primary data

Primary data are data gathered for the research from the actual site occurrence of events. The author uses 

survey method by distributing questionnaires that were related to the research topic in order to collect valid and that were related to the research topic in order to collect valid and 

reliable data. Questionnaire is a preformulated written set of questions to which respondents record their answers, 

XVXDOO\�ZLWKLQ�UDWKHU�FORVHO\�GH¿QHG�DOWHUQDWLYHV��4XHVWLRQDLUHV�DUH�DQ�HI¿FLHQW�GDWD�FROOHFWLRQ�PHFKDQLVP�ZKHQ�

the researchers know exactly what is required and how to measure the variables of interest (Sekaran, 2003). For 

WKH�WKLV�VWXG\��TXHVWLRQDLUH�LV�LGHQWL¿HG�DV�D�PHWKRG�WR�JDXJH�WKH�LQÀXHQFH�RI�FRPSHQVDWLRQ� VSHHG RI UHFRYHU\�, speed of recovery, 

and apology to the service recovery satisfaction.

This research uses closed questionnaire, a style of question where the author giving chance to the 

respondent for answering some question that have several limited answer.. In this research, the questionnaire 

comprise of multiple choice questions and ranking method, where respondents are asked to give a mark (by using 

x or 3) on the statements that best represents their opinion for the multiple choice questions; and for the ranking 

PHWKRG�UHVSRQGHQWV�DUH�DVNHG�WR�UDQN�IURP�EHVW�WR�ZRUVW�RU�¿UVW�WR�ODVW�GHSHQGLQJ�RQ�WKH�TXHVWLRQ�
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7KH�TXHVWLRQQDLUH�LV�GLYLGHG�LQWR�WZR�PDLQ�SDUWV��7KH�¿UVW�SDUW�RI�WKH�TXHVWLRQQDLUH�FRQVLVWV�RI�VRPH�TXHVWLRQV�

which would extract the characteristics of the respondents. The questions consist of gender, age, occupation, and 

income per-month. The second part of the questionnaire consists of questions that would get information about the 

main problem of this research. It is divided into two parts: descriptive study and hypothesis testing.

3.3.2 Secondary data

Secondary data are data that already exist and do not have to be collected by the researcher. According 

Sekaran (2003) secondary data refers to information gathered by someone other than the researcher conducting 

the current study. Secondary data from this research is gathered from journals, articles, textbooks.

3.4  Data Measurements

Measurements of the variables in the theoretical framework is an integral part of the research and an 

important aspect of the research design, because unless the variables are measured in someway, the researcher 

ZLOO�QRW�EH�DEOH�WR�WHVW�WKH�K\SRWKHVLV�DQG�¿QG�DQVZHUV�WR�FRPSOH[�UHVHDUFK�LVVXHV��6HNDUDQ��������7R�PHDVXUH�

the data, the author uses scale; a scale is a tool or mechanism by which individuals are distinguished on how they 

differ from one another on the variables of interest to the study.

,Q�WKH�¿UVW�SDUWV�RI�WKH�TXHVWLRQQDLUH��WKH�DXWKRU�XVHV�D�QRPLQDO�VFDOH��$�QRPLQDO�VFDOH�LV�RQH�WKDW�DOORZV�WKH�

researcher to assign subjects to certain categories or groups. Nominal scale is always used for obtaining personal 

data such as gender or department in which one works (Sekaran, 2003). 7KH�¿UVW�SDUW�RI�WKH�TXHVWLRQQDLUH�FRQVLVWV�

of questions to get the characteristics of the respondents by using nominal scale. 

For the second part of the questionnaire, the author uses Dichotomous Scale, Ranking scale and Likert 

Scale. Dichotomous scale is used to elicit a Yes or No answer. But to do the research analysis, a nominal scale 

is used to get the response and which can be easily measured. Ranking scale uses multiple items to elicit a 

single response.  This Dichotomous and Ranking Scales are usually used for descriptive study. For the purpose of 

measuring the hypothesis, the author uses the Likert scale because Dichotomous and Ranking scales have less 

VLJQL¿FDQFH�WKDQ�WKH�/LNHUW�VFDOH��7KH�/LNHUW�VFDOH�LV�D�YDULDWLRQ�RI�WKH�VXPPDWHG�UDWLQJ�VFDOH��ZKLFK�UDWKHU�WKDQ�MXVW�

asking to agree or disagree, respondents have the option to respond to statements expressed with either favorable 

RU�XQIDYRUDEOH�DWWLWXGHV�WRZDUG�WKH�REMHFW��7KH�VWUHQJWK�RI�DWWLWXGH�LV�UHÀHFWHG�LQ�WKH�DVVLJQHG�VFRUH�DQG�LQGLYLGXDO�

cores may be totaled for an overall attitude measure (Cooper, 2001). On data measurement, primary data usuallyOn data measurement, primary data usually 

poses a the problem answer of the questionaire distributed to the hotel guests. 

4. DATA ANALYSIS

In this part the author analyzes the data that has been collected from the research. To analyze the data there 

DUH�VRPH�VWHSV�WR�IROORZ��¿UVWO\��PHDVXUH�WKH�TXHVWLRQQDLUH�E\�WHVWLQJ�WKHP�XVLQJ�YDOLGLW\�DQG�UHOLDELOLW\��2QFH�WKH�

questionnaire is valid and reliable, the questionnaire is appropriate for the research and can be processed further. 

Secondly, process the data using SPSS 14 version. 

)URP�WKH�����TXHVWLRQQDLUHV�WKDW�ZHUH�GLVWULEXWHG��DOO�UHVSRQGHQWV�¿OOHG�DQG�DQVZHUHG�DOO�TXHVWLRQ�SDUWV�

of the questionnaire. The respondents are categorized into three levels, comprising of hotels guests from every 

FODVV�RI�WKH�KRWHO�LQGXVWU\�LQ�<RJ\DNDUWD��7KH�QXPEHU�RI�UHVSRQGHQWV�DUH����UHVSRQGHQWV��������IURP�¿YH�KRWHOV��

followed by 78 respondents (39%) from 12 four-star hotels, while 58 respondents (29%) from three -star hotels and 

below it are which distributed in 28 hotels in Yogyakarta.

4.1. Service Failures and Recovery Strategy

7DEOH���LGHQWL¿HV�WKDW�IURP�WKH�WRWDO�QXPEHU�RI�����UHVSRQGHQWV�ZKR�KDYH�VHUYLFH�IDLOXUHV�H[SHULHQFH�������

�������UHVSRQGHQWV��KDYH�IHOW�GLVVDWLV¿HG�ZLWK�WKH�VHUYLFH�TXDOLW\�SURYLGHG�DW�WKH�KRWHOV�ZKLOH�WKH\�ZHUH�VWD\LQJ�DW�

WKH�KRWHOV��ZKLOH����UHVSRQGHQWV���������VWDWHG�WKDW�WKH\�ZHUH�IDLUO\�VDWLV¿HG�ZLWK�WKH�VHUYLFHV��:H�FDQ�WKHUHIRUH�

FRQFOXGH�WKDW�PRUH�WKDQ�KDOI�RI�WKH�JXHVWV�GLG�IHHO�GLVVDWLV¿HG�ZLWK�WKH�VHUYLFHV�SURYLGHG�DW�WKH�KRWHOV�GHVSLWH�WKH�
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services were of high quality. This is evident as there were still complaints or dissatisfaction expressed by hotel 

JXHVWV�ZKR�VWD\HG�DW�¿YH�VWDU�KRWHOV�ZKLFK�LQGLFDWHV�WKDW�VHUYLFH�IDLOXUHV�DUH�LQHYLWDEOH�DV�LW�FRXOG�VWLOO�EH�FRPPLWWHG�

by even the most prestigious service providers.

Table 1. 

Number of respondent service failures experience

Service Failures Experience 'LVVDWLV¿HG 6DWLV¿HG

Five stars (64 respondents) 27 37

Four stars (78 respondents) 47 31

Three stars and below (58 respondents) 39 19

Total Respondents (n=200) 113 respondents 87 respondents

Percentage 56.5% 43.5%

        Source: Primary Data (2006)

Table 2 indicates the percentages are well organized in ascending order. The biggest percentage represents 

the biggest complaint for service failures coming from 113 questionnaires distributed to the respondents. The 

biggest service failures are: slow on check-in or check-out with 15 respondents (13.27%); room not clean with 13 

respondents (11.5%); receptionist unfriendly and unhelpful with 10 respondents (8.85%); room facility not working/

not available and items in bathroom not available/missing are same with 9 respondents (7.96%); room service slow 

DQG�XQUHOLDEOH�ZLWK���UHVSRQGHQWV���������DQG�NH\�URRP�DUH�GLI¿FXOW�WR�RSHQ�ZLWK���UHVSRQGHQWV����������

Table 2. 

The critical incident of service failures

Rank Critical Incident Happen Respondents Percentage

1 Slow on check-in or check-out 15 13.27%

2 Room not clean 13 11.50%

3 Receptionist unfriendly and unhelpful 10 8.85%

4 Room facility not working/not available 9 7.96%

5 Items in bathroom not available/missing 9 7.96%

6 Room service slow and unreliable 7 6.20%

7 .H\�URRP�GLI¿FXOW�WR�RSHQ 6 5.31%

8 ,QHI¿FLHQW�VWDII 5 4.42%

9 Variety of food limited 4 3.54%

10 Reservation missing 4 3.54%

11 Gym and/or swimming facilities poor 4 3.54%

12 Slow service in restaurant 3 2.65%

13 Food and beverage not on high quality 3 2.65%

14 Room not ready 3 2.65%

15 Time of facilities leisure poor 3 2.65%

16 Keep waiting for table at breakfast 2 1.77%

17 Bill incorrect 2 1.77%

18 No secure safe for the stuff 2 1.77%

19 Staff untidy in appearance 2 1.77%

20 Staff not knowledgeable about local area (DIY) 2 1.77%

21 Access to business facilities poor 2 1.77%

22 Room keeping unfriendly/unhelpful 1 0.88%

23 Restaurant staff unfriendly/unhelpful 1 0.88%

24 No information about local entertainment event (DIY) 1 0.88%

25 1RW�VXUH�RI�¿UH�HVFDSH�DQG�HPHUJHQF\�ZD\�  0%

 TOTAL 113 100%

 Source: Primary Data (2006)
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Based on table 3, we can identify that from the total number of 113 respondents who have service failures 

experience and already get the recovery from the hotels. Usually, 35 respondents (30.97%) said that majority hotel 

make an apology to the hotel guests for the service failures happen. At second, 27 respondents (23.89%) said that 

the hotels will make speed recovery. On third, usually hotel give compensation to the hotel guests as a strategy to 

recover the service failures happen (21.24% represent 27 respondents). 

For this research, we only focus on the best three service recovery strategies (compensation, speed 

recovery, and apology). Based on descriptive study, it proves that these three strategies are the best way to reduce 

the dissatisfaction of hotel guests for the service failures happen. But descriptive study not strong enough to prove 

WKLV�K\SRWKHVLV��WKDW¶V�ZK\�ZH�VKRXOG�QHHG�K\SRWKHVLV�WHVWLQJ�WR�PDNH�WHVWHG�IRU�WKLV�UHVHDUFK��7KH�DQDO\VLV�RI�WKLV�

WKUHH�VWUDWHJLHV�LQÀXHQFH�WR�WKH�VHUYLFH�UHFRYHU\�VDWLVIDFWLRQ�WRJHWKHU��VLPXOWDQHRXVO\��RU�LQGHSHQGHQW��SDUWLDOO\��

will described on the hypothesis.

Table 3. 

Table of service recovery strategies done

No.

Service recovery 

strategies 3 below 4 stars 5 stars

Respondents 

total Percentage

1 Make an apology 10 16 9 35 30.97%

2 Hotel give compensation 9 10 5 24 21.24%

3 Make speed recovery 9 12 6 27 23.89%

4 Exceptional treatment 2 2 4 8 7.08%

5 Give explanation 6 3 2 11 9.73%

6 Make some correction 3 4 1 8 7.09%

113 100%

        Source: Primary Data (2006)

4.2. Multiple Regression Result

)URP�WKH�FDOFXODWLRQ�E\�XVLQJ�6366������YHUVLRQ�IRU�:LQGRZV��WKH�DXWKRU�XVH�WKH�VLJQL¿FDQFH�OHYHO������RU�

A = 5% to process the data. After that we can get the result of multiple regressions as follows:

Table 4. 

The Result of Multiple Regression

Variable &RHIÀFLHQW t-value

Service recovery satisfaction                                 

Constanta 2.788 15.677

Compensation 0.113 2.708

Speed of recovery 0.153 3.462

Apology 0.185 3.353

Model R-square = 0.387; Adjusted R-square = 0.377 F = 41.183

         Source: Processing Data (2007)

From the previous data which is already valid and reliable, so we try to process the data after we get the 

GDWD� DERXW� WKH� PXOWLSOH� UHJUHVVLRQ� UHVXOW�� )RU� WKH� DQDO\VLV� RI� WKH� ¿UVW� YDULDEOHV� RI� VHUYLFH� UHFRYHU\� VWUDWHJLHV�

�FRPSHQVDWLRQ���ZH�FDQ�VHH�WKDW�FRPSHQVDWLRQ�VKRZ�WKH�VLJQL¿FDQFH�LQÀXHQFH�WR�WKH�VHUYLFH�UHFRYHU\�VDWLVIDFWLRQ�

because t value is greater than t table (DF=196; 5 %). t table shows the result 1.972; so t value is greater than t 

table (2.708 > 1.972). The second variable of service recovery strategies (speed of recovery), also shown t value 

!� W� WDEOH� �������!��������� ,W�PHDQV� WKDW�VSHHG�RI� UHFRYHU\�YDULDEOH�DOVR�VKRZ� WKH�VLJQL¿FDQFH� LQÀXHQFH� WR� WKH�
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service recovery satisfaction. For the apology variable the result of t value is greater than t table (3.353 > 1.972) 

DQG� LW�DOVR�VKRZ�WKH�VLJQL¿FDQFH� LQÀXHQFH� WR� WKH�VHUYLFH�UHFRYHU\�VDWLVIDFWLRQ�� ,W�PHDQV� WKDW�SDUWLDOO\�YDULDEOHV�

VLJQL¿FDQWO\�LQÀXHQFH�WKH�VHUYLFH�UHFRYHU\�VDWLVIDFWLRQ�)RU�WKH�UHVXOW�RI�$GMXVWHG�5�VTXDUH�LV��������,W�PHDQV�WKDW�

the independent variable (compensation, speed of recovery, and apology can explain the changing of dependent 

variable as 37.7% and the rest as 62.3% ( 100% - 37.7%) is explained by the other factor outside that models. 

From the F test that can be inferred that as a whole independent variable (compensation, speed of recovery, 

DQG�DSRORJ\��VLJQL¿FDQWO\�FDQ�LQÀXHQFH�GHSHQGHQW�YDULDEOH��VHUYLFH�UHFRYHU\�VDWLVIDFWLRQ��EHFDXVH�WKH�VLJQL¿FDQFH�

level is less than alpha (0.000 < 0.05). So it means that Ha are accepted, because F value > F table (41.183 > 

2.65).

5. DISCUSSION AND ANALYSIS OF THE ENTIRE FINDINGS

After we make the reliability, validity and test the result by using multiple regression method, the author 

DQDO\]HV� WKH� UHVXOW� RI� WKH� HQWLUH� ¿QGLQJV�� )URP� WKH� UHVXOW� DERYH� ZH� FDQ� VHH� WKHUH� DUH� VLJQL¿FDQFH� LQÀXHQFH�

between three variables (compensation, speed of recovery, and apology) and service recovery satisfaction. It 

means that if the hotel management can applied this three service recovery strategies together or partially it will 

reduce dissatisfaction of the hotel guests caused by service failures happen. The more service recovery strategy 

reduces the dissatisfaction, the less service failures problems happen to the hotel industry.

This research study sheds some light into the role of distributive, procedural and interactional fairness 

(compensation, speed of recovery, and apology) to the service recovery satisfaction. The three-way interaction on 

satisfaction implies that recovery outcomes, procedural (speed of recovery) and interactional (apology) style jointly 

LQÀXHQFH�FXVWRPHU�SHUFHSWLRQV�IROORZLQJ�D�VHUYLFH�IDLOXUH��DQG�KLJKOLJKWV�WKH�FRPSOH[LW\�RI�VDWLVIDFWLRQ�HYDOXDWLRQV�

LQ�D�VHUYLFH�UHFRYHU\�VHWWLQJ��7KHVH�¿QGLQJV�DUH�ODUJHO\�FRQVLVWHQW�ZLWK�SULRU�UHVHDUFK�LQ�RUJDQL]DWLRQDO�MXVWLFH��H�J��

Brockner and Wisenfeld, 1996; Cropanzano and Folger, 1991) and service recovery (e.g. Sparks and McColl-

Kennedy, 2001; Tax et al., 1998). Further analysis showed that in the absence of compensation, recovery speed 

LQWHUDFWHG�ZLWK�DSRORJ\�RQ�SRVW�UHFRYHU\�VDWLVIDFWLRQ��6SHFL¿FDOO\��RXU� UHVXOWV� LQGLFDWH� WKDW�DQ�DSRORJ\� LV�KLJKO\�

effective when combined with an immediate recovery, while offering an apology with a delayed recovery is less 

powerful. Both interactive and procedural fairness seem to be needed to deliver a satisfying service recovery in 

the absence of compensation. We can say, that these three strategy are effective, but the most effective strategy is 

apology (interactional); then follow by speed of recovery (procedural); then compensation (distributive).

On hotel management training programs should focus on the importance of the interactional and procedural 

dimensions of fairness on customer satisfaction. In other words, front-line employees need to be trained to handle 

hotel guests complaints and dissatisfaction immediately on-the-spot, or offer tangible compensation if necessary. 

Regardless of the recovery speed, hotel guests should be treated with courtesy and respect. Moreover, an apology 

is an integral part of the service recovery process. These recovery skills can be effectively taught via role-playing 

and simulated real-life situations (Hart et al, 2003)

6. CONCLUSION , MANAGERIAL IMPLICATIONS AND LIMITATIONS

6.1 Conclusions

7KH�SXUSRVH�RI� WKLV� UHVHDUFK� LV� WR�REWDLQ�D�FOHDU�XQGHUVWDQGLQJ�DERXW� WKH� LQÀXHQFH�RI� VHUYLFH� UHFRYHU\�

VWUDWHJLHV� �FRPSHQVDWLRQ�� VSHHG� RI� UHFRYHU\�� DQG� DSRORJ\�� DV� D� UHÀHFWLRQ� RI� WKUHH� GLPHQVLRQV� RI� IDLUQHVV�

(distributive, procedural, and interactional) to the customer service satisfaction. The author made a hypothesis on 

how the hotel industry uses the recovery strategy in order to get service satisfaction. Based on the data analysis, 

some conclusions have been made as follows:

��� 6SHHG�RI�UHFRYHU\�DQG�DSRORJ\�DUH�DEOH�WR�LQÀXHQFH�FXVWRPHU�VHUYLFH�VDWLVIDFWLRQ�VLPXOWDQHRXVO\�

��� &RPSHQVDWLRQ�JLYHV�D�VLJQL¿FDQW�LQÀXHQFH�WR�SDUWLDO�FXVWRPHU�VHUYLFH�VDWLVIDFWLRQ��

��� 6SHHG�RI�UHFRYHU\�JLYHV�D�VLJQL¿FDQW�LQÀXHQFH�WR�SDUWLD�FXVWRPHU�VHUYLFH�VDWLVIDFWLRQ�

��� $SRORJ\�JLYHV�D�VLJQL¿FDQW�LQÀXHQFH�WR�FXVWRPHU�VHUYLFH�VDWLVIDFWLRQ�SDUWLDOO\�
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��� $SRORJ\�KDV�WKH�ELJJHVW�LQÀXHQFH�WR�WKH�SDUWLDO�FXVWRPHU�VHUYLFH�VDWLVIDFWLRQ�FRPSDUHG�WR�WKH�RWKHUV��VSHHG�

of recovery and compensation).

6.2. Managerial implication

%DVHG�RQ�WKH�UHVHDUFK�¿QGLQJV��WKHUH�DUH�VRPH�PDQDJHULDO�LPSOLFDWLRQV�WKDW�FRXOG�EH�GUDZQ��7KH�GHVLJQ�RI�

product form is important to gain consumer attention. For that reason managers when producing the new product 

should emphasize on the product form which involves packaging, branding and labeling. For the new products, 

SDFNDJLQJ� VKRXOG� EH� GHVLJQHG� DV� DWWUDFWLYH� DV� SRVVLEOH� LQ� RUGHU� WR� JDLQ� FXVWRPHU¶V� DWWHQWLRQ�� ,QIRUPDWLYH� DQG�

practical labeling gives new product the boost they need to compete with other providers while also creating a brand 

for the product or service. 

6.3. Limitation and recommendations for further study

There are several limitations and recommendations which can be concluded from this research and for the 

EHQH¿W�RI�IXWXUH�UHVHDUFKHV��

1. The cultural context of the study was an Asian setting (especially Indonesian setting). Due to cross-cultural 

differences in attribution processes (e.g. Morris and Peng, 1994), the future study should be extended to other 

cultural contexts; for example in European, American or African setting.

2. For the future research, we should mention other types of service recovery attributes. Exceptional treatment, 

empathy, follow up, giving explanation or correction are the other kinds of service recovery strategies (e.g 

Bitner et al. (1993); Kelley et al. (1993); Johnston (1994), Hoffman et al. (1995); Tax et al. (1998); Miller et al. 

(2000); and Lewis and Spyrakopoulos (2001). 
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