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Abstract—The aim of every organization is to deliver the
utmost service to the customers. However, in certain
circumstances, it is impossible to provide service with zero
defect. Even the best organizations in the word are unable to
escape from service failure. In recent years, practitioners and
researchers are interested to explore the best measures to
recover from service failure. Numerous studies have been
established to investigate the effect of service recovery on
customer satisfaction. Justice theory is one of the well-known
theoretical foundation that has been referred in service
recovery studies. By means of the same theory which is
represented by distributive justice, procedural justice and
interactional justice as well as their relationships with recovery
satisfaction, this study proposes further investigation on how
these exogenous factors promote or influence brand evangelism.
Brand evangelism represents an extension to word of mouth
communication. This exploration is believed to be the first
incorporating brand evangelism in service recovery context.
The anticipated managerial implications and recommendations
for future research are also discussed in this conceptual paper.

Index Terms—Brand evangelism,
service failure, service recovery.

recovery satisfaction,

I. INTRODUCTION

The aim of every business is to provide the best service to
the customers. However, due to certain circumstances,
error-free service is sometimes difficult to be accomplished.
This situation is referred as service failure. Service failure is
unavoidable and it even happened to multinational
corporations such as Toyota, General Electric and Sony [1].
Service failure is the moment of truth that will test the
relationship between the customer and service provider [2].
Of late, service providers are becoming serious in finding
ways to overcome service failure and they are interested to
know how customers behave after experiencing service
failure, as these behaviors will determine customers’ future
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purchase intentions [3]. This is due to the notion that service
failure may contribute to customer frustration, customer
defection, and negative word of mouth [4].

Service failure is rectifiable by performing service
recovery. A good service recovery will help to develop long
term relationship, fortify loyalty and it may influence positive
behavioral intentions [5]. Extant studies have applied the
concept of justice theory in service recovery which includes
the dimension of distributive justice, procedural justice and
interactional justice. Justice theory has been tested in various
service recovery studies employing field survey or
experimental-based design [6]. Therefore, this study will
incorporate the three dimensions of justice theory to
investigate its effect towards recovery satisfaction.

Preceding studies in service recovery claimed that
recovery satisfaction will influence customers’ intention to
spread positive word of mouth [7]-[9]. These findings
demonstrate that service recovery is imperative to transform
dissatisfied customers to the state of satisfaction. As a result,
satisfied customers will share positive experience with others
and they may act beyond service provider’s expectation.
Those customers are called as brand evangelist. Brand
evangelists are not only spreading positive word of mouth,
however they embrace the brand to the point of dissuading
others from buying competitor’s brand. Therefore, this study
will investigate the influence of recovery satisfaction on
brand evangelism.

The remainder of the paper is organized as follows.
Literature review and propositions are discussed in Section Il.
The proposed conceptual framework is presented in Section
I11. This is followed by conclusion in Section IV. Implication
for manager is described in Section V and finally,
recommendations for future research in Section VI.

Il. LITERATURE REVIEW

A. Service Recovery

Service failure is unpreventable and it can jeopardize
company’s reputation. Thus, an effective service recovery is
vital to handle such situation. The way companies manage
the service failure will determine their level of commitment
towards the relationship that has been established with the
customers. Extant studies indicate that service recovery is
defined as the actions taken by an organization in response to
a service failure which includes all the activities performed to
correct, amend, and replace the losses incurred after the
failure [10]. According to Lewis [11], service recovery is
performed to solve problems at the service encounter before
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customers complain or before they leave with dissatisfaction.
Service recovery is considered as one of the customer
retention strategies [12] which includes apology, urgent
reinstatement, empathy, symbolic atonement and follow-up
[13].

Recently, justice theory has received a considerable
amount of attention in service recovery studies [14]. Justice
theory has been used as the main foundation in the
development of service recovery framework [15]. Justice
theory was established from the equity and social exchange
theory [6]. According to justice theory, customers expect that
the inputs should be equal to the outcomes in every exchange
or transaction [16]. However, inequity will happen if the
outcomes do not meet the expectations of the customers. In
this situation, the inequity is referred as service failure.

Justice theory is represented by three dimensions namely
distributive justice, procedural justice and interactional
justice. Distributive justice is described as the tangible
compensation received by the customer during the service
recovery process [17]. According to Wen and Chi [9],
distributive justice may include discount, refund, amendment,
etc. The compensated amount should be equal to customer’s
loss to satisfy frustrated customers. Additionally, distributive
justice may also be represented in the form of honmonetary
which includes emotions, cost incurred in lodging complaint
and ego benefits [18]. Employees should be trained to handle
frustrated customer’s emotions in the event of service failure.
Dissatisfied customers tend to be emotional and they should
be treated appropriately when service failure occurred.

Procedural justice is defined as the procedures or policies
involved in the service recovery process which includes on
time problem resolution, flexibility in fulfilling customers’
expectations and consistent follow-up to keep customer
update [4]. According to McColl-Kennedy and Sparks [15],
procedural justice is important in indicating whether the
procedures or principles used in making decision are
perceived as fair by the customers. One important component
in procedural justice is the speed or time taken to resolve the
problem [19]. Therefore, it is crucial to ensure that immediate
action is taken to solve customer’s problem. This can be
achieved by having less bureaucracy or red tapes, and
employees should be trained on how to react in service failure
situations.

Interactional justice refers to the communication process
[20] during service recovery which includes the manner
service provider and its employees treat the customers [9].
During service recovery process, the customers expect the
employees to respect them, concern about their problem and
emotions, express sincerity in explaining the causes of the
failure and demonstrate the willingness to help them [9].
Interactional justice can also be referred as human interaction
[17], interpersonal treatment [21], and interpersonal behavior
[22]. Based on the various definitions of interactional justice,
it main focus is still directed to the interaction or
communication process involved in service recovery. Thus, it
proves that two ways communication is critical following
service failure. Therefore, it is crucial to apologize and be
courteous during service recovery [22].

B. Recovery Satisfaction
Customer satisfaction has been a main focus in marketing
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and consumer behavior studies [23]. No companies in the
world can ignore the importance of delivering the best
service to achieve customer satisfaction. Generally, customer
satisfaction is defined as a response to the pleasurable
fulfillment of a consumer’s needs, wants, or desires [24].
Satisfaction is a subjective evaluation of emotions, and
therefore it may lead to positive or negative feeling of
fulfillment [25]. Customer satisfaction is imperative in any
businesses because it can lead to loyalty and positive word of
mouth [26].

In service recovery aspect, customer satisfaction or
recovery satisfaction is defined as a positive status of
emotion as a result of the problem resolution performed by
the service provider [4]. According to Kuo and Wu [27],
recovery satisfaction is different from customers’ satisfaction
with the first service encounter. They argued that recovery
satisfaction is described as the customers’ satisfaction with
the secondary service (corrective action) performed by a
service provider following a service failure. Dissatisfied
customers must be returned to the state of satisfaction due to
the fact that recovery satisfaction will lead to enhanced
overall satisfaction, customer loyalty and positive referrals
towards the company’s brand [7].

Choi and La [7] claimed that service recovery is imperative
given its substantial influence on recovery satisfaction. Most
customers expect that satisfaction will be achieved if the
outcomes of service recovery is fair to their losses [14].
Extant studies have reported that service recovery influences
recovery satisfaction [4], [6], [8], [19], [22], [28].
Additionally, a fair service recovery also will fortify trust and
will lead to positive referrals and re-patronage intentions [9].
Therefore, the following proposition is derived based on the
aforementioned discussion.

P1: Service recovery will affect recovery satisfaction.

As discussed earlier, justice theory will be used in this
service recovery studies. Preceding studies have claimed that
the three dimensions of justice theory influences recovery
satisfaction. Distributive justice was claimed to influence
recovery satisfaction in the studies conducted by
Prasongsukarn and Patterson [21], Maxham and Netemeyer
[8], Kim, Kim [4], and Smith, Bolton [22]. Thus, it
demonstrates that tangible compensation such as refund,
discount, and replacement will help to restore customer
satisfaction. The following proposition is proposed based on
the previous discussion:

P1a: Distributive justice will affect recovery satisfaction.

Procedural justice concerns with the policies and
procedures used during service recovery. A study in airline
industry by Chang and Chang [29] reported that interactional
justice influence recovery satisfaction. Other service
recovery studies by Maxham and Netemeyer [8] and Ok [28]
also suggested that procedural justice influences recovery
satisfaction. The findings demonstrate that fair policies or
procedures can influence the manner customers view service
recovery efforts. Thus, the preceding discussion has led to the
following proposition:

P1b: Procedural justice will affect recovery satisfaction.

Interactional justice is vital in contributing to customer
satisfaction with service recovery. Inadequate interactions
between employees and customers during service recovery
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and poorly implemented service recovery procedures will
lead to low customer satisfaction [9]. A study by Maxham
and Netemeyer [8] found that recovery satisfaction increases
with a rising of interactional justice. The same findings were
also reported in the study conducted by Chang and Chang
[29]. Thus, it shows that effective communication is crucial
during service recovery. As a result, the intended meaning of
the message will be delivered accurately and less time will be
taken to resolve the problems. Based on the previous
discussion, the following proposition is derived:

Pic: Interactional justice will affect recovery satisfaction.

C. Brand Evangelism

Brand evangelism is the extension of word of mouth
communication [30]. According to Becerra and
Badrinarayanan [31], brand evangelism is represented by
three important behaviors which includes purchase intentions,
positive referrals, and oppositional brand referrals. However,
Doss [30] argued that brand evangelism is established based
on three concepts namely consumer brand identification,
brand salience, and opinion leadership. Generally, brand
evangelists are those customers who passionately loyal to one
particular brand, enthusiastically spread positive brand
experience to others, persuade others to purchase the same
brand, and deter others from buying competitor’s brand [32].
Brand evangelism involved passion and emotion, therefore it
is difficult for the competitor to attract their attention [32].

The term ‘brand evangelism’ just evolved in recent years
and the word ‘evangelism’ is used to portray the missionary
component of the passionate behavior of the customers [33].
According to Doss [30], brand evangelism is not merely
about being loyal to a particular brand, however it involves
positive emotional connection that makes the customer
having the tendency to share their experiences with others.
Brand evangelists can reach to the extent of issuing
disparaging comments about rival’s brand [31]. Therefore,
brand evangelists may act as the ‘unofficial’ ambassador to
the brand with the power of moving beyond word of mouth
communication. Extant research claimed that satisfied
customers will tell more than 20 others about their
experiences [31], therefore it demonstrates that the role of
brand evangelists are critical especially with the existence of
social media such as Facebook, Twitter, Instagram, etc.

Service failure may jeopardize the relationship between
brand evangelists and the company. It was claimed that
passionate customers will have the propensity to be the most
passionate opponents when they are dissatisfied with the
brand, which may be expressed by extreme disappointment
and brand retaliation [34]. Therefore, it is critical to pay
attention towards brand evangelists as they may become
anti-brand evangelists [30] in the event of service failure.
Service provider has to recover the service immediately and it
should be equal to the customers’ loss. Customers should be
returned to the state of satisfaction before they become
anti-brand evangelists. In recent years, most studies focuses
on the brand themselves, however less attention has been
devoted to research concerning brand evangelism [30],
particularly in the area of service recovery. Extant studies
claimed that satisfaction with service recovery influences
word of mouth communication [2], [9], [35], [36]. The
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findings can be a guideline in investigating the relationship
between recovery satisfaction and brand evangelism, due to
the notion that brand evangelism is the extension of word of
mouth communication [30]. Thus, based on the preceding
discussion, the following proposition is derived:

P2: Recovery satisfaction will affect brand evangelism.

D. The Mediating Role of Recovery Satisfaction

Recovery satisfaction is expected to mediate the
relationship between service recovery and brand evangelism.
A number of studies claimed that service recovery can
influence recovery satisfaction and subsequently lead to
positive word of mouth [4], [9], [37]. This indicates that
service recovery will not only bring back satisfaction to
frustrated customers, however it also may promote customers
to become brand evangelist. In light of the aforementioned
evidence, the following propositions are developed:

P3: Recovery satisfaction mediates the relationship
between service recovery and brand evangelism.

P3a: Recovery satisfaction mediates the relationship
between distributive and brand evangelism.

P3b: Recovery satisfaction mediates the relationship
between procedural justice and brand evangelism.

P3c: Recovery satisfaction mediates the relationship
between interactional justice and brand evangelism.

I1l. CONCEPTUAL FRAMEWORK

Based on the extensive discussion of the literatures, the
proposed conceptual framework of the study is presented in
Fig. 1. Accordingly, there are three dimensions of justice
theory that will be used in these service recovery studies
which includes distributive justice, procedural justice, and
interactional justice. These three dimensions will be tested in
investigating its effect towards recovery satisfaction.
Subsequently, recovery satisfaction will be further examined
to explore its effect towards brand evangelism. Finally,
recovery satisfaction will be examined to investigate its
mediating effect on the relationship between service recovery
and brand evangelism.

Distributive
Justice

Pmcet.iural Recovery Brand
Justice Satisfaction Evangelism
Interactional
Justice

Fig. 1. Proposed conceptual framework to examine the relationship between
service recovery, recovery satisfaction, and brand evangelism.

IV. CONCLUSION

Service failure is a nightmare for every organization. No
matter how large or small the organizations, service failure is
inevitable and it may tarnish the reputation if nothing is done
to rectify the problems. Therefore, service recovery should be
a culture to every organization. Focus should be given to the
three dimensions of justice theory that have been discussed
earlier. Extant studies have proven that distributive justice,
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procedural justice, and interactional justice influences
recovery satisfaction. Even though customers are sometimes
difficult to be satisfied especially after service failure,
organization should do something to compensate the tangible
and intangible losses of the customers. Service recovery
paradox claimed that recovered customers can be more
satisfied if the organization is able to solve their problems
compared to those customers who never experienced failures.

The incorporation of brand evangelism will contribute new
perspective to service recovery body of knowledge. To the
researchers’ knowledge, no service recovery study has
incorporated brand evangelism to date. Therefore, it is vital
to investigate the influence of recovery satisfaction towards
brand evangelism. While most service recovery studies
investigate the effect of recovery efforts or satisfaction
towards word of mouth intentions, this study will explore the
extension of word of mouth communication, or so called
brand evangelism.

V. IMPLICATIONS FOR MANAGER

Generally, this study is beneficial to employees in any
organizations across the globe. Specifically, this study is
significant to employees in service sectors such as hotel,
restaurant, call center, etc. It is the responsibility of everyone
in the organization to provide the best service to the
customers. In the event of service failure, employees have to
react immediately and managers should always support
employees’ service recovery efforts. Service failure without
resolution will lead to customer defection.

This study is expected to provide significant insights to
managers on the appropriate ways to recover the service.
Managers can consider distributive justice (fair refund,
replacement, coupon, voucher), procedural justice (fair and
flexible policies/procedures), and interactional justice
(effective communication) when recovering from the service
failures. Employees should be emphasized the importance of
service recovery in promoting customer satisfaction and
brand evangelism.

VI.

Service recovery has been one of the well-known areas of
research in service marketing. This area is undeniably
important to practitioners and academicians. A number of
new variables were introduced in preceding studies as a
contribution to the body of knowledge. Perhaps, future
studies may want to explore theories other than justice theory
to be applied in service recovery studies. Additionally, new
variable such as customer personality is suggested to be
incorporated in future research.
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