Intern. J. of Research in Marketing 32 (2015) 113–116

Contents lists available at ScienceDirect

Intern. J. of Research in Marketing
journal homepage: www.elsevier.com/locate/ijresmar

Severe service failure recovery revisited: Evidence of its determinants in
an emerging market context
Livia L. Barakat a,1, Jase R. Ramsey b,⁎, Melanie P. Lorenz c,2, Marlusa Gosling d,3
a

Fundação Dom Cabral, Av. Princesa Diana, 760, Alphaville, Lagoa dos Ingleses, 34000-000 Nova Lima, MG, Brazil
Saint Louis University, John Cook School of Business, 3674 Lindell Blvd., St. Louis, MO 63108, USA
University of Alabama, 331 Bidgood Hall, Tuscaloosa, AL 35487-0225, USA
d
Federal University of Minas Gerais, Av. Pres. Antônio Carlos, 6627, 31270-901 Belo Horizonte, MG, Brazil
b
c

a r t i c l e

i n f o

Article history:
First received on August 20, 2014 and was
under review for 1½ months
Available online 11 November 2014
Replication Editor: Eric T. Bradlow
Keywords:
Severe service failure
Perceived justice
Customer satisfaction
Emerging market
Replication

a b s t r a c t
Research on severe service failure underlines the importance of distributive, interactional, and procedural justice
(Weun, Beatty, & Jones, 2004). Since most of the research is based on a developed country context, it is unclear
what drives service failure recovery in severe circumstances in emerging markets. Thus, we replicated the justice
model in the airline industry in Brazil and found differences in the effects of the three justice dimensions. While
interactional justice is important in both contexts, distributive justice is much less relevant in this emerging market, and only procedural justice was able to aide in the failure recovery.
© 2014 Elsevier B.V. All rights reserved.

1. Motivation for replication study
The potential for service failure in the Brazilian airline industry due
to the recent FIFA World Cup was exceptionally high because of an estimated 1 million international fans from 202 countries and 3 million
Brazilian fans traveling to and within Brazil during the tournament
(Passarinho & Mataso, 2014). Airlines that successfully handle these
service failures may be in a more competitive position to win the tremendous amount of business expected for the 2016 Olympics, which
will be held in the same country. Service failure in the airline industry
includes having a ﬂight canceled, overbooked, or delayed. The severity
of the service failure could be particularly acute in a country whose
airports are “famous for its queues and grim cramped concrete structure…and previously ranked among the world's most-hated airports”
(Pearson, 2014, p. 1). Service failure severity has been shown to have
a signiﬁcant inﬂuence on satisfaction, trust, commitment, and negative
word-of-mouth (WOM). Further, customers' justice perceptions appear
to moderate the inﬂuence of service failure severity (Weun, Beatty, &
Jones, 2004).
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The justice literature has produced one stream of research regarding
how ﬁrms can recover from service failure. Perceived justice is an evaluative judgment about the rightness of a person's fate or treatment by
others (Furby, 1986). The three components of justice are distributive
justice (decision outcomes), procedural justice (decision-making procedures), and interactional justice (interpersonal behavior) (Tax, Brown,
& Chandrashekaran, 1998). While the positive direct effect of perceived
justice on customer satisfaction has been well established (Tax et al.,
1998), justice may also have a moderating role in the relationship
between failure severity and customer satisfaction. The interaction between perceived justice and severity has been relatively underexplored
in the literature.
One notable exception, and the study we are replicating was conducted by Weun et al. (2004) who used a clinical experiment to demonstrate that failure severity moderates the perceived justice–customer
satisfaction relationship. The authors found that failure severity had a
direct effect on satisfaction, trust, commitment, and negative WOM.
They also found that severity additionally moderated the relationship
between satisfaction and commitment (but not trust or negative
WOM). Finally, they established that failure severity had a moderating
effect on the relationship between distributive (but not interactional)
justice and satisfaction. The lack of consistency within the general justice literature partially underlies the need for more replications of this
important scenario.
Although research on service failure, recovery, and perceived justice
has advanced, it often relies on data collected in the USA and other
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items). Age, gender, level of education, the objective of the trip (business or leisure), and frequency of travel were used as control variables.
In order to assess the overall model ﬁt, we ran a conﬁrmatory factor
analysis (CFA) with the relevant constructs (severity, distributive
justice, interactional justice, procedural justice, satisfaction, trust,
loyalty, negative WOM, and intent to complain). The measurement
model showed good ﬁt (X2 (629) = 2001.96, p b 0.05, RMSEA = 0.06,
CFI = 0.98, NFI = 0.97, RFI = 0.97). Furthermore, all constructs
reﬂected internal consistency (AVE N 0.50) (Fornell & Larcker, 1981)
and reliability (CRs N 0.80, Cronbach's alpha N 0.70) (Bagozzi & Yi,
1988; Nunnally & Bernstein, 1978) (Appendix A). Discriminant validity
was established since the square root of the average variance extracted
by each construct exceeded the correlation between all pairs of constructs (Fornell & Larcker, 1981) (Correlation matrix and AVE are available upon request).

developed countries. Research in emerging markets has been relatively
neglected even though their cultural and economic differences may inﬂuence perceived justice and its outcomes (Smith, Bolton, & Wagner,
1999). Further, since most service failure studies focus on students
using an experimental design, it is uncertain whether individuals who
have recently experienced a service failure react differently to recovery
attempts by the service provider.
Since the Weun et al. (2004) study, Wang, Wu, Lin, and Wang
(2011) have replicated part of their study with Taiwanese e-tailing clients. They changed the moderating relationship to reﬂect a more causal
relationship between failure severity and loyalty. Thus, while Weun
et al. (2004) used severity as the moderator, Wang et al. (2011) used
the three perceived justices as the moderators. Surprisingly, only
interactional justice was found to signiﬁcantly reduce the negative
direct effect of failure severity on loyalty. Our replication extends the
Wang et al. (2011) study by testing all three justice dimensions as moderators to not only the failure severity–loyalty relationship but also the
failure severity–satisfaction, trust, negative WOM, and intent to complain relationships.
In summary, we attempt to answer the call from Weun et al. (2004,
p. 141) stating that it is “important to replicate these ﬁndings in other
service industries…as well as surveying actual customers experiencing
a service failure and recovery would provide a more realistic setting to
test the hypotheses.” Therefore, we replicated the perceived justice
model within the airline industry by surveying passengers in a
Brazilian airport regarding their perceptions of failure severity, justice,
and satisfaction. In line with Weun et al. (2004), we also included
negative WOM and trust as outcomes of customer satisfaction. We
extend the Weun et al. (2004) study on the failure severity–customer
satisfaction relationship by including all three justice perceptions. We
also included the intent to complain and loyalty as other dependent
variables. Finally, we analyzed the mediating role of customer satisfaction between failure severity and our outcome variables.

3. Method and results
To assess the impact of failure severity on customer satisfaction and
the moderating effects of the three justice dimensions, we conducted a
hierarchical regression analysis (see Table 1). As expected, high service
failure severity was negatively related to customer satisfaction (β =
−0.34, p b 0.001). Next, although all three dimensions of justice had a
positive direct effect on customer satisfaction, the moderation tests
showed that only procedural justice minimized the negative impact of
failure severity on satisfaction (β = 0.08, p b 0.05). While only procedural justice was statistically signiﬁcant at the p b 0.05 level, both distributive (β = 0.07, p N 0.05) and interactional justice (β = 0.05, p N
0.05) were in the predicted direction and relatively close to being
signiﬁcant.
Next, we assessed whether customer satisfaction mediated the service failure severity–negative WOM, loyalty, trust, and intent to complain relationships with the SPSS Process procedure and the Sobel test.
Customer satisfaction mediated the effect of failure severity on the
four dependent variables: loyalty (point estimate = − 0.14, 95% percentile, CI − 0.20 to − 0.08; Z = − 4.22, p b 0.001), trust (point
estimate = − 0.23, 95% percentile, CI − 0.30 to − 0.17; Z = − 6.39,
p b 0.001), negative WOM (point estimate = 0.26, 95% percentile, CI
0.19 to 0.34; Z = 7.04, p b 0.001), and intent to complain (point
estimate = − 0.06, 95% percentile, CI − 0.10 to − 0.03; Z = − 3.48,
p b 0.001). This means that if the service provider can increase customer
satisfaction, then the outcomes will be signiﬁcantly improved.
In order to assess the similarities and differences of our replication
study to the Weun et al. (2004) study, we compared the standardized
Betas (see Table 2). In line with Weun et al. (2004), failure severity
(negatively) and distributive and interactional justice (positively) affected customer satisfaction. Additionally, our results showed that procedural justice had a positive effect on customer satisfaction. Further,
failure severity had a comparable effect on trust and negative WOM.
However, the moderation results revealed that while distributive justice
and interactional justice were important in both contexts, procedural
justice stood out as the most important in the air travel market of an
emerging economy. This is contrary to Weun et al. (2004) and the

2. Procedure
In order to better understand the service failure environment within
the Brazilian airline industry, we ﬁrst conducted an exploratory study
with three focus groups containing ﬁve participants. These results
were used to make adjustments to the selected scales. Next, we collected data from 736 travelers (86% response rate) who had recently experienced a service failure in a Brazilian airport using customer surveys.
We approached passengers that appeared to be over 20 years old and
were ﬂying any of the ﬁve domestic airlines that operated in that airport
(TAM, GOL, TRIP, AZUL, and OCEANAIR). The survey was completed in
the gate area before they boarded their ﬂight. A sample of 589 remained
(80%) after discarding invalid questionnaires (partially or incorrectly
completed).
We measured perceived justice (procedural, interactional, and distributive), failure severity, customer satisfaction, negative WOM, trust,
loyalty, and intent to complain with established scales from the service
marketing literature (see Appendix A for the respective scales and
Table 1
Customer satisfaction regressed on failure severity and justice (β values).
Customer satisfaction
Severity
Distributive justice
Procedural justice
Interactional justice
Distributive justice × severity
Procedural justice × severity
Interactional justice × severity

Model 1

Model 2

Model 3

Model 4

Model 5

Model 6

Model 7

−0.34⁎⁎⁎

−0.29⁎⁎⁎
0.21⁎⁎⁎

−0.33⁎⁎⁎
0.03

−0.25⁎⁎⁎

−0.31⁎⁎⁎

−0.24⁎⁎⁎

−0.33⁎⁎⁎

Notes: ⁎ p b 0.05. ⁎⁎ p b 0.01. ⁎⁎⁎ p b 0.001. n = 589.

0.07

0.28⁎⁎⁎

0.07

0.35⁎⁎⁎

0.19

0.08⁎
0.05

