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Abstract 

In recent years, companies have had to continuously pursue higher service quality and maintain customer 

satisfaction because of rising consumer awareness. Due to the special industry attributes of the service industry, 

it is particularly important for the service industry to recover service failures. The purpose of this study is to 

explore how to propose the solutions from the constructs of hotel star ratings, service staff ranks, and service 

failure severity. Eight scenarios were constructed by experimental design, which were performed on the network 

platform to collect data. A total of 320 subjects participated in this study. The results of this study show that hotel 

star rating and service staff rank can affect post-recovery satisfaction. In addition, the three variables of hotel star 

rating, service staff ranking, and service failure severity will affect corporate image. Finally, this study has also 

verified that better post-recovery satisfaction will help improve corporate image. Managerial implications for the 

marketing managers of the hotel industry and directions for future research are also discussed.    

Keywords: hotel ratings, service failure severity, post-recovery satisfaction, corporate image, star ratings, 

service recovery 

1. Introduction 

Due to the popularity of business and improved transportation convenience, the number of visitors to Taiwan for 

tourism or business purposes has increased year by year, and the demand for hotel accommodation has also 

increased. For customers, a product purchase eventually leads to experience and memory; therefore, for hotel 

managers, how to create a deep impression for the guests regarding the service of the hotel, which allows them 

to experience and enjoy the hotel services, is an important issue (Tseng & Chang, 2012). Hotels not only provide 

a comfortable environment for rest and amenities to meet the needs of their guests, depending on the different 

grades and specifications of the hotels, they also offer additional facilities and services that are not core services, 

thereby, enhancing the perceived value and satisfaction of guests (Tsao, 2018).   

Due to the characteristics of intangibility, inseparability, variability, and perishability of the service industry, 

coupled with customer participation in the service delivery process, service failures are unavoidable (Tsao, Hsieh, 

Ye, & Tsai, 2014; Tsao & Jhang, 2019). Since service failures cannot be avoided, a good service recovery 

mechanism has become an important management mechanism to retain customers and avoid customer defection 

(Tsao, 2018). Moreover, with superior service recovery, the customer's overall satisfaction with the service may 

exceed the satisfaction with no failures at all, resulting in a second satisfaction, which shows the importance of 

service recovery in the service industry.   

Knutson (1988) conducted research on the reasons that frequent hotel customers for their choices of hotels and 

becoming frequent guests in the United States. The investigation found that hotel rank was one of the reasons. 

There are many ways of ranking hotels in the world. In Taiwan where the American Automobile Association 

(AAA) system is followed, the star rating system is used to distinguish hotel ranks (Tsao, 2018). Star rating is an 
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objective certification that provides the promise of different quality of goods and services to guests, and also 

represents the price consumers pay for different levels of hotel quality (Ariffin & Maghzu, 2012). Facing the 

same service failure that occurs in different star-rated hotels, consumers will have different levels of 

requirements for recovery. Therefore, this study believes that hotel star rating may affect the effectiveness of 

recovery. In addition, when a service failure occurs, the hotel must dispatch staff to deal with it quickly; however, 

the level of the person who responds to the problem represents the company's attention to the failure, and thus, 

the customer experience. According to the service quality model proposed by scholars, higher-level managers 

will allow consumers to experience higher perceived service quality, which it is bound to expand the gap 5 in the 

model, thus, affecting consumer satisfaction with recovery (Parasuraman, Zeithaml, & Berry, 1988). 

Furthermore, a more serious service failure means that the company must spend more effort to make up for the 

dissatisfaction of consumers; therefore, the severity of the service failure may also affect the effectiveness of 

recovery.   

In the past, most related studies only discussed how service quality affects customer satisfaction, or the remedial 

effect was explored by the attractiveness and gender of service personnel, as based on the perceived justice 

theory (Tsao & Jhang, 2019). There are few researches on the three constructs of hotel rating, personnel rank, 

and service failure severity to explore the relationship between them, post-recovery satisfaction, and corporate 

image. Therefore, this study attempts to explore the benefits of recovery from the attributes of hotels, personnel, 

and erroneous events, and proposes the establishment of an excellent recovery mechanism. It is intended that the 

findings of this study will be of practical help to the hotel industry in its service failure recovery strategies.   

2. Literature Review and Hypotheses 

2.1 Hotel Rating  

The hotel industry is an important part of tourism development. Consumers are not only asking for the safety of 

their accommodations, they also put more emphasis on the hotel atmosphere, style, and rating. There is currently 

no universal standard for hotel rating mechanisms. In order to protect international travelers and allow them to 

obtain more objective and consistent accommodation information during cross-border travel, the World Tourism 

Organization (WTO) and the International Hotel & Resorts Association (IH & RA) have proposed several views 

on the spirit and concept of star ratings to members for reference (Tefera & Govender, 2015; Tsao, 2018). Hotel 

rating systems are not introduced in every country's hotel industry, and even if it is introduced, the attributes or 

rating standards of evaluation units in different countries will vary due to differences in politics, law, economy 

(tax considerations), or culture (customs and values), thus, there are different interpretations of the meaning of 

hotel quality grades in various countries (Yu, 1992; Stapp, 2012; Su & Sun, 2007; Tsao, 2018). Currently, the 

more internationally recognized or cited systems are the American Automobile Association (AAA) system, 

Mobile Travel Guide, Forbes Travel Guide, and the UK rating scheme (Tsao, 2018; Sun & Sun, 2007; Wu, 2011). 

The Ministry of Transportation and Communications (Taiwan) launched a hotel evaluation system based on the 

AAA system in 2015 with the number of stars as the evaluation unit; the lowest level is one star and the highest 

is five stars (Tsao, 2018).  

When consumers choose a hotel, in addition to the price, the attributes of the hotel's brand image and rank are 

symbolic benefits that are also important references (Tsao et al., 2014). Different stars lead the hotel to formulate 

its market segmentation and value positioning, which means to provide different overall service levels to a given 

target market (Tourism Bureau, 2008; Wu, 2011). Generally speaking, higher-ranking hotels represent the hotel's 

commitment to providing quality services to guests and the level of service expected by guests (Bhavani, 2013; 

Ariffin & Maghzi, 2012). The price-quality schema theory believes that price is an important clue that affects 

consumers' perceived quality of products/services, meaning consumers generally believe that the price paid is 

positively related to the quality obtained (Byun & Chatterjee, 2004). Therefore, the higher the star-rated hotels, 

the higher the room rates; higher room rates will also prompt consumers to expect and demand higher quality of 

service (Öğüt & Onur Tas, 2012). Therefore, this study incorporated the hotel star rating into the discussion of 

service recovery.   

2.2 Personnel Rank  

In the hotel industry, when guests have any needs, service personnel are required to provide appropriate and 

reasonable services to guests. Therefore, the role of service personnel in the hotel industry is as critical as the 

role of human blood for the functioning of the body, thus, service personnel is one of the important core elements 

of hotel operations. Compared with other service industries, hotel guests must visit the service site (meaning 

service factory), and must be in full contact with the service provider (including service personnel and physical 

facilities) during the service delivery to obtain the experience; therefore, there is a high degree of contact 
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between service providers and guests during the process of complete service implementation (including failure 

recovery) (Tefera & Govender, 2015; Tsao, 2018). Especially, when a service failure occurs, the hotel must 

dispatch personnel to resolve it as soon as possible. Based on the price-quality schema theory, the rank of the 

person who resolves the failure will affect the customer's expectations of the quality of service recovery (Byun & 

Chatterjee, 2004).   

In addition to serving as the core role in decision-making, senior executives have important tasks for industries 

with service characteristics, such as hiring and selecting low-level employees, education and training, rewards, 

technical support, authorization, and evaluation of performance (Rogg, Schmidt, Shull,& Schmitt, 2001). The 

key to the direction and development of a company is that senior executives make decisions based on the 

company's various resources, which clearly indicate its future development direction (Drucker, 1993). Low-level 

service personnel are often referred to as front-line service personnel; in addition to being intelligent and 

physically fit, this position also requires additional “emotional labor” (Chen, 2009). When customers encounter 

service dissatisfaction, they usually complain to frontline service personnel as soon as possible, and the first-line 

service personnel's good or poor handling of customer complaints or response methods will be an important key 

for customers first impression of a company. Therefore, the attitudes and processes of frontline employees in 

handling incidents of failures will affect customers' perceptions of post-recovery satisfaction and corporate 

image (Hartline & Ferrell, 1996).  

2.3 Service Failure Severity  

Scholars have different definitions of service failure. Palmer, Beggs and Keown‐McMullan (2000) indicated that 

when the customer thinks the service is flawed or irresponsible, it is a service failure. Some studies have 

suggested that when the customer deems that the service has not been performed, delayed, failed, etc., it results 

in a failure to reach the expected level, and is a so-called service failure (Bitner, Booms, & Tetreault, 1990). It is 

known that service failure means the quality of the service delivery process or the end result of the customer's 

subjective perception is lower than the expected service level or lower than the zone of tolerance, which leads to 

dissatisfaction and complaints about the service (Tsao, et al., 2014; Tsao, 2018). Judgment of the severity of a 

service failure may depend on the individual's internal emotions and external context (Hoffman & Kelley, 2000). 

Every customer has a tolerance zone for mistakes, and each customer's tolerance zone is different (Grönroos, 

2000). Service recovery becomes more difficult when customers consider this failure to be serious (Mattila, 1999; 

Smith & Bolton, 1998).   

2.4 Post-recovery Satisfaction  

Compared with other service industries, employees in the hotel industry usually have a higher degree of 

involvement when delivering services, resulting in a higher probability of service failures than other service 

industries (Lewis & McCann, 2004; Petzer & Steyn, 2006; Tsao, 2018). Since service failures are inevitable, 

good service recovery mechanisms are important for the recovery of enterprises (Tsao, 2018). Post-recovery 

satisfaction (PRS) refers to the company's response to customer complaints, as well as the process of handling 

problems, and it is a remedial action taken to the substantial damage to customers or loss caused by not meeting 

customer expectations (Hart, Heskett, & Sasser, 1990). Hart et al. (1990) suggested that service failures may not 

necessarily cause customer dissatisfaction; as good failure recoveries can make up for customer dissatisfaction; 

if the recoveries are appropriate, second-time satisfaction can enhance and strengthen customers' long-term 

loyalty relationship with the company (Tsao et al., 2014).   

2.5 Corporate Image 

Image refers to the consumer's subjective perception of the entity, which is the perception and evaluation of 

consumers based on personal values after they receive information. Walters and Paul (1970) indicated that 

corporate image refers to people using friendly, reputable, and reliable adjectives to describe their impression of 

the company. Dowling (1986) argued that image is the relevance generated by people's description, memory, or 

other things; this means it is the final result of a person's beliefs, thoughts, feelings, and impressions on an object. 

Therefore, image is a subjective cognition when people have a special knowledge or opinion about something 

they know. Image can be applied to measure several aspects, including business, brand, individual, product, 

employer, or other. According to the purpose of this study, the dependent variable of is set as corporate image, 

and it was attempted to explore how the effectiveness of failure recovery affect corporate image.   

2.6 Hypothesis Development 

2.6.1 Impact of Star Rating, Personnel Rank, and Service Failure Severity on PRS  

Compared with the hotel's size and location, the star rating system is an objective and complete rating system, as 
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different star ratings can show the overall level of the hotel's software and hardware. This objective rating is 

better than other single or subjective requirements in effectively forming customer expectations (Ariffin & 

Maghzu, 2012). It is pointed out that star rating can be regarded as an explicit service promise, and will affect 

consumers' expectations for service quality. According to the ELM theory, consumers consider a star rating as a 

peripheral cue that helps them consider service quality and form attitudes (Petty & Cacioppo, 1986; Tsao, 2018). 

Some consumers have mentioned that higher-star hotels should provide higher service quality and better 

facilities, thus, they will have a better attitude towards high-star hotels and higher service performance 

expectation (Zeithaml et al., 2006; Ariffin & Maghzu, 2012; Ramanathan & Ramanathan, 2013). Based on the 

above literature, this study believes that the service recoveries of higher-star hotels will make customers more 

aware of good service quality than lower-star hotels, which will help improve customer satisfaction; therefore, 

the following hypothesis is proposed:  

H1: High-star hotels can significantly improve PRS compared to low-star hotels.  

Huppert, Arenson and Evans (1978) presented the concept of the equity theory, as proposed by Adams (1963), 

into the service industry's marketing field. From the perspective of hotel characteristics, customers' perception of 

fairness will be judged according to the overall cost (money, time, physical strength, and psychology) and 

benefits (accommodation experience, hotel image, service, and psychology) of the hotel. Only when customers 

perceive that the overall benefit is greater than or equal to the cost, can they feel fair and satisfied. Blodgett, Hill 

and Tax (1997) expanded the equity theory to service failure handling, in order to understand how customers are 

satisfied with the recoveries provided by the industry after service failures. Since then, scholars have generally 

used the three justice aspects of distributive justice, procedural justice, and interactional justice to discuss issues 

related to service failure and recovery (Goodwin & Ross, 1992; Smith, Bolton, & Wagner, 1999; Tsao, 2018). 

Interactional justice refers to the extent of fair treatment felt by customers when they assess their 

communication and interaction with service personnel during service recovery (Maxham III & Netemeyer, 

2002).   

When the person performing remedial work is a high-level person, based on interactional justice, this study 

believes that it will help improve the customer's inner feeling and respect, and increase the customer's inner 

perception of justice, which will increase satisfaction. Therefore, this study suggests that when a service failure 

occurs, the level of responding personnel will affect the perception of how much the company values the 

customer; higher-ranking staff will be more helpful than lower-ranking service staff. Therefore, this paper 

proposes the following hypothesis:  

H2: Higher-level service personnel can significantly improve PRS than lower-level service personnel.   

Research has shown that when the severity of service failures is higher, customers are more inclined to negative 

emotions and their satisfaction is lower (Hoffman, Kelley, & Rotalsky, 1995). Distributive justice refers to the 

extent of fair treatment felt by customers for the tangible or substantive outcome of customers' service recovery. 

Based on scholars' arguments, the substantial financial compensation outcomes are varied, such as cash 

discounts, discount coupons, return and exchange, and free commodities (Maxham III & Netemeyer, 2002). If 

the service failure is greater, companies often need to pay more substantial compensation to make up for the 

customer's internal dissatisfaction. Based on the theory of distributive justice, this study believes that large 

service failures require more financial make-up than small failures to improve consumers' inner awareness of 

justice, and it is less easy to improve perceived justice; therefore, this study proposes the following hypothesis:  

H3: The higher the severity of the service failure, the more negative the impact on PRS.  

2.6.2 Impact of Star Rating, Personnel Rank, and Service Failure Severity on Corporate Image  

Nguyen and Leblanc (2001) suggested that the overall perception of customers about corporate entities and 

behaviors is the so-called corporate image. The source of image formation comes from the multiple aspects of 

the company's name, culture, business philosophy, and products/services. The quality of the corporate image is 

also an important indicator for consumers’ behavior to choose a store. In addition to the corporate image of the 

hotel, the star level is another factor affecting consumers’ decision to stay (Tsao, 2018). Customers often have 

high expectations for high-star hotels, meaning they also expect better service; in contrast, while they do not 

have any additional high requirements of low-star hotels, they still need to have their comprehensive basic needs 

met; accordingly, the following hypothesis is proposed:  

H4: High-star hotels can significantly enhance corporate image than low-star hotels.  

Customers' impressions of service personnel are often passed on to the corporate image. Service personnel are 

divided into different levels of employees for the operations of corporate organizations, and low-level service 
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personnel are the main service providers that are often the first company employees to contact with customers. 

Keller (2000) pointed out that employee behavior performance is an important factor affecting customers' 

formation of a good corporate image. High-level service personnel generally play the role of decision-makers 

behind the scenes; however, when they appear on public occasions on behalf of the company, it indicates that 

they attach more importance to the incident, which will be more helpful for improving the corporate image. 

Procedural justice in the justice theory refers to the extent to which customers are aware of the justice of 

recovery policies and procedures during the recovery process. When higher-level personnel have greater 

authority than lower-level personnel, it is conducive to the smooth implementation of the recovery process, and 

helps to improve the customer's perceived procedure justice, which in turn improves the company's good image 

in the customer's mind; hence, this study proposes the following hypothesis: 

H5: Higher-level service personnel can significantly improve corporate image than lower-level service 

personnel.  

According to Richins (1983) on negative word-of-mouth due to customer dissatisfaction, the worse the customer 

feels about service failures and the worse the company's recovery for customers, the greater the amount of 

negative word-of-mouth generated. Dissatisfaction and negative word-of-mouth caused by more serious 

mistakes will cause customers to have a bad perception of the company's image, which will further affect their 

next purchase intention. In terms of the severity of service failures, the companies with relatively good 

reputation are better able to take remedial measures, reduce customer dissatisfaction, and maintain relationships 

with customers when service failures are more moderate; when the service failure is serious, it is difficult to 

recover and prevent customer dissatisfaction, or maintain the relationship with each other, regardless of the 

company's good reputation (Hess, 2008). Therefore, when the service failure is more serious, according to the 

equity theory, the company will definitely need to make more substantial or intangible investment to make up for 

the loss of consumers' internal feelings, which will indirectly and negatively affect consumers' satisfaction with 

the recovery, and thus, affect the corporate image. Accordingly, this paper proposes the following hypothesis:  

H6: The higher the severity of the service failure, the more detrimental to the corporate image.  

2.6.3 Relevance between Post-Recovery Satisfaction and Corporate Image  

The corporate image after recovery refers to the customer's recognition of the corporate image after recovery 

when service failures occur (Chen, Chen, Chang, & Wang, 2018). Scholars argue that a high degree of 

satisfaction will reduce the cost of failure of the company, and thus, enhance its reputation. Good remedies not 

only retain dissatisfied customers, but also improve corporate image (Fornell, 1992; Yoo, Park, & MacInnis, 

1998; Clark, Kaminski, & Rink, 1992). Tsao (2018) found that when a company makes mistakes, if the customer 

feels that the treatment process is fair in procedure, interaction, and distribution, the post-recovery satisfaction 

will be improved, and then, customer loyalty (positive word-of-mouth and willingness to repurchase) will be 

improved, and customer defection will be reduced (Tsao, 2018). With the positive word-of-mouth of consumers, 

it is expected that the corporate image will be positively improved. Thus, this paper proposes the following 

hypothesis:   

H7: Post-recovery satisfaction has significant positive impact on corporate image.  

Figure 1 presents the conceptual model of this study, as based on the aforementioned literature and hypotheses. 
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Figure 1. Conceptual research model 

3. Methods 

3.1 Research Design 

Without external intervention, it is usually more difficult to measure the subject's service experience by 

consumer recall, especially when service failures and recovery are involved (Tsao, 2018). To enhance the 

internal validity of the study, this study adopted an experimental design method. By manipulating different 

failure scenarios, the subjects were made to feel like they were in the real situation, in order to observe their most 

intuitive responses to the situation stimulus. This study used a 2 (star rating: high and low) × 2 (personnel rank: 

high and low) × 2 (service failure severity: high and low) between-subject factorial design. Each subject was 

designated to one of eight scenarios for the experiment.   

3.2 Development of Stimuli and Measures Development 

To reach the appropriate subjects, guests who had actually stayed in the hotel were taken as the research subjects 

of this study. According to the research purpose, the experimental scenario was designed with a total of 8 virtual 

scenarios, and the subject filled in the questionnaire after seeing the scenario text. The first part is the description 

of the failure scenarios, including the level of the star rating and the process of the service failure. The second 

part is the description of the recovery scenarios, including the recovery staff (service staff of different ranks). 

After reading the scenarios, the subjects filled in the relevant items of the questionnaire, including post-recovery 

satisfaction and corporate image. An identification question was used in the questionnaire to screen invalid 

questionnaires.  

First, the manipulation of high and low star ratings in this experimental hotel are explained. According to 

previous relevant star literature and Taiwan's evaluation regulations, this study used the factors of Taiwan's star 

hotel evaluation, as published by the Tourism Bureau (2016), with one star () representing low star rating and 

five stars () representing high star rating for the manipulation of hotel star ratings in virtual text. 

Regarding the rank of service personnel, in this study, the rank manipulation of processing personnel was 

performed with front-line service personnel representing low-level positions, and managerial positions 

representing high-level positions (Chen, 2009; Hsieh, 2016). This study is based on the investigations of nine 

failures conducted by previous research for hotel service failures (Pranic & Roehl, 2012; Lewis & McCann, 

2004), which are measured by the severity of the failures. Finally, high-severity failures are represented by "hotel 

smells", and low-severity failures are represented by "incorrect hotel bills".   

PRS is called second-time satisfaction, which refers to the customer's overall satisfaction after remediation by 

the company when a service failure occurs, which is different from the first-time satisfaction obtained when 

customers enjoy the service before the failure occurs (Smith et al., 1999; McCollough, Berry, & Yadav, 2000). 

This study referred to the following five measurement questions to measure PRS, as proposed by the study of del 

Río-Lanza, Vázquez-Casielles & Díaz-Martín (2009): (1) After the hotel recovery, I was satisfied with the way 
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the problem was handled; (2) After the hotel recovery, I was satisfied with the service staff's attitude/method to 

solve the problem; (3) After the hotel recovery, I was satisfied that the problem had been properly responded to; 

(4) After the hotel recovery, I was satisfied with the way the hotel provided recovery; (5) After the hotel recovery, 

I have a better rating for this hotel on the whole. All items were measured using a seven-point Likert-type scale, 

ranging from one (strongly disagree) to seven (strongly agree).  

This study considers corporate image to be the subjective cognition born of the experience, feelings, ideas, and 

interactions between enterprises and consumers, as well as the mutual impacts of such knowledge (Brown & 

Worcester, 1972). This study referred to the following four questions to measure corporate image, as proposed by 

Riordan, Gatewood & Bill (1997): (1) I have a better impression of the hotel; (2) The service attitude of the hotel 

is good and impressive; (3) I think the hotel has a good overall image; (4) I have a positive evaluation of the 

hotel's services. All items were measured using a seven-point Likert-type scale, ranging from one (strongly 

disagree) to seven (strongly agree).  

3.3 Experimental Procedure and Participants 

In order to meet the purpose of this study, the participants were consumers who had stayed at hotels in the past 

year. The network was used to conduct experiments and collect subject responses. This study used the Wix.com 

web editor to edit the questionnaire and smooth the test flow. The network platforms utilized include Facebook 

and the questionnaire exchange community. The researchers placed the online links of the eight contextual texts 

on the platform, in order to allow the invited participants to freely choose the experimental scenarios. In order to 

reduce sampling bias and make non-random sampling as random as possible, the order of placement of the 

experimental context links on the platform was changed from time to time, thus, the placement of experimental 

context links did not allow the scenario of a certain position to influence researchers' preferences after the 

subject entered the platform.   

After the subjects chose a certain situation link, they entered the stage 1: feeling the service failure. The subjects 

first read the description of the hotel characteristics and the accommodation scenario description (5 stars or 1 star 

manipulation), and then, the service failure scenario description was presented (manipulation of the failure 

severity, high and low). Then, the subjects proceeded to stage 2: the description of recovery process. This stage 

describes the hotel's dispatch of processing staff (manipulation of the level of service staff) for failure handling. 

The third stage is to measure the subject's satisfaction with the recovery results and their perception of the 

corporate image.   

A total of 341 subjects were invited to participate. After confirming 4 screening questions (with accommodation 

experience in the past year and 3 scenario recognition questions), a total of 320 valid questionnaires were 

collected. Among the subjects, 119 (37.2%) were male and 201 (62.8%) were female. The majority were 21-30 

years old, with 204 subjects (63.8%); followed by 31-40 years old, with 34 subjects (10.6%). The education level 

was mostly colleges and universities, with 175 subjects (54.7%); secondly, 79 (24.7%) were the graduate school 

or above. In terms of occupation, most of the subjects were students, with135 students (42.2%), followed by 47 

subjects (14.7%) in the manufacturing industry. In the past year, the number of hotel stays between 1 and 5 was 

the largest, with 283 subjects (88.4%), followed by 6 to 10, with 29 subjects (9.1%).   

4. Analysis and Results 

4.1 Reliability and Validity 

Cronbach ’s alpha of PRS and corporate image were 0.967 and 0.954, respectively, indicating these two 

constructs have a high degree of internal consistency (Wortzel, 1979). Validity refers to the correctness of the 

research model by a measurement tool; that is, the degree to which the measurement tool can accurately measure 

the traits or attributes that need to be truly measured (Wu, 2011). The factor loadings of a total of 9 items for 

both constructs are shown in Table 1, and all are greater than 0.9. As judged by the judgment threshold of greater 

than 0.7, these two constructs are both in conformity with the convergence validity (Hair, Anderson, Tatham, & 

Black, 2009).   
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Table 1. Scale items and measured properties. 

Construct Items Mean S. D. Factor loading Composite reliability Cronbach’s alpha 

PRS 

PRS1 5.106 1.412 0.936 

0.975 0.967 

PRS2 5.303 1.447 0.953 

PRS3 5.369 1.399 0.958 

PRS4 5.263 1.436 0.956 

PRS5 5.125 1.485 0.901 

Corporate image 

CI1 5.075 1.313 0.923 

0.967 0.954 
CI2  5.272 1.281 0.933 

CI3 5.109 1.350 0.946 

CI4 5.231 1.319 0.940 

 

4.2 Hypotheses Testing 

4.2.1 Impact on PRS 

First, the correlation between high and low star ratings and PRS was checked. As shown in Table 2, the average 

mean of five-star PRS is significantly higher than the average mean of one-star PRS (Meanfive-stars = 5.381 > 

Meanone-star = 5.085; t =1.971*), which means the higher the star rating, the greater the improvement in 

satisfaction with service failures. Thus, H1 is supported. Then, the correlation between personnel rank and PRS 

was examined. Table 2 shows that the average PRS of high-level service personnel is significantly higher than 

the average PRS of low-level service personnel (Meanhigh = 5.386 > Meanlow = 5.080; t =2.038*), which verifies 

that the handling of service failures by high-level service personnel helps increase consumer satisfaction. Thus, 

H2 is supported. Finally, the relationship between the severity of the failure and the PRS was examined. It can be 

seen from the data presented in Table 2 that the severity of the failure has not significantly affected the PRS 

(Meanhigh = 5.138 < Meanlow = 5.329; t =-1.268), which means that the severity of the failure had no direct 

impact on post-recovery satisfaction. Consequently, H3 is not supported.  

 

Table 2. The mean PRS and testing results of three factors 

Dependent variable: PRS Mean (I) Mean (J) Mean difference (I-J) T P 

Star rating 

(I=five stars, J=one star) 

5.381 

(n =160) 

5.085 

(n =160) 
0.296 1.971 0.049* 

Personnel rank 

(I = high, J = low) 

5.386 

(n =160) 

5.080 

(n =160) 
0.306 2.038 0.042* 

Severity of failure 

(I = high, J = low) 

5.138 

(n =160) 

5.329 

(n =160) 
-0.011 -1.268 0.206 

Note: *p<0.05; **P<0.01; ***p<0.001 

 

4.2.2 Impact on Corporate Image 

This section mainly discusses the impact of company recovery on corporate image. First the correlation between 

high and low star ratings and corporate image was checked. As shown in Table 3, the average mean of 5-star 

corporate images is significantly higher than the average mean of 1-star corporate images (Meanfive-stars = 5.355 > 

Meanone-star = 4.989; t =2.682**), indicating that when hotels perform recovery, high-star hotels are more likely 

to enhance corporate image than low-star hotels. Thus, H4 is supported. Regarding the correlation between 

personnel rank and corporate image, Table 3 shows that the average mean of corporate images of high-level 

service personnel is significantly higher than the average mean of corporate images of low-level service 

personnel (Meanhigh = 5.309 > Meanlow = 5.034; t =2.008*), which means the handling of service failure by 

high-level personnel can enhance corporate image. Accordingly, H5 is supported. Then, this study verifies the 

correlation between the severity of the failure and the corporate image. According to the data in Table 3, high 

severity is more detrimental to corporate image than low severity service failures (Meanhigh = 5.023 < Meanlow = 

5.320; t =-2.169*). As learned from the data in Table 3, the service failures of high severity are more detrimental 

to corporate image than service failures of low severity, which means that the severity of the failure will have 

different degrees of impact on corporate image. Consequently, H6 is supported.  



http://ibr.ccsenet.org     International Business Research                    Vol. 13, No. 7; 2020 

64 

 

Table 3. The mean corporate image and testing results of three factors 

Dependent variable:  

corporate image 
Mean (I) Mean (J) Mean difference (I-J) T P 

Star rating 

(I=five stars, J=one star) 

5.355 

(n=160) 

4.989 

(n =160) 
0.366 2.682 0.008** 

Personnel rank  

(I = high, J = low) 

5.309 

(n =160) 

5.034 

(n =160) 
0.275 2.008 0.046* 

Severity of failure  

(I = high, J = low) 

5.023 

(n =160) 

5.320 

(n =160) 
-0.297 -2.169 0.031* 

Note: *p<0.05; **P<0.01; ***p<0.001 

 

4.2.3 Impact of PRS on Corporate Image 

In order to verify the correlation between PRS and corporate image, this study used regression analysis. It can be 

seen from Table 4 that the regression model can explain 61.8% of variation (R2), which exceeds the threshold of 

R2 greater than 0.5, as proposed by scholars, indicating that the fit of this regression model is good (See, et al., 

2010). Table 4 shows that the regression coefficient of PRS is 0.786, and the p value is less than 0.05, indicating 

that the two variables of PRS and corporate image have reached significant positive correlation. It means that the 

more satisfied consumers are with the recovery, the more it will help improve the corporate image. Accordingly, 

H7 is supported.  

 

Table 4. The result of regression analysis 

Dependent variable: Corporate image 

Independent variable Coefficient t-valve p valve  

PRS 0.786 22.660 0.000***  

           
 
                        

Note: *p<0.05; **P<0.01; ***p<0.001 

 

5. Discussion and Conclusions 

5.1 Conclusions 

This study treated guests who had stayed in hotels in the previous year as the research subjects, and used the star 

rating of the hotel, the rank of service staff, and the severity of service failures to explore the impact on 

post-recovery satisfaction and corporate image. The results of this study aim to provide more practical advice to 

the hotel industry from a different perspective than those in the past. The study found that different hotel stars 

have different recovery effects. The recovery by high-star hotels obtains more customer satisfaction than low-star 

hotels, and their image is better improved. From this finding, it can be seen that the higher the star-rated hotel, 

the higher the customer's expected service quality of the company; in order to avoid customer dissatisfaction, the 

high-star hotel must pay more attention to customer service quality and establish a more complete failure 

handling mechanism (Tsao, 2018).  

This study also shows that the level of personnel who deal with mistakes will have different effects on 

customers' perception of recovery; especially, the higher the level of the handler, the higher the degree of 

authorization, and failures can be cleared in a more flexible, real-time, transparent, and efficient manner, and 

customers can know more procedural fairness, which will help improve satisfaction and strengthen the positive 

corporate image (Tsao et al., 2014).   

From the perspective of the research of failures, the different degrees of severity of failures will have significant 

impact on corporate image; that is, when the failure is more serious, even if the recovery is completed, a larger 

failure will still have a serious negative impact on the hotel image than an event with less failure. However, the 

correlation between the severity of the failure and PRS was not confirmed in this study.  
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Finally, this study also confirmed a positive correlation between PRS and corporate image, which means that the 

recovery effect will affect customers' perception and judgment of the company, and it will have significant 

impact on the maintenance and improvement of the corporate image. It can be seen from the above that mistakes 

in the service industry are inevitable, but with good recovery mechanisms, it is still possible to maintain the 

corporate image by creating a second customer satisfaction (McColloug et al., 2000).  

5.2 Marketing Implications and Contributions 

This study offers the following suggestions based on the findings. (1) From the perspective of hotel star rating, if 

a service failure occurs, the recovery measures of high-star hotels will make guests perceive higher satisfaction 

and corporate image than that of low-star hotels. Therefore, for high-star hotels, the training of service personnel, 

the execution of service operations, and the formulation and implementation of fault recovery policies and 

procedures must be more in place and firm. (2) From the perspective of personnel rank, if a service failure occurs, 

high-level service personnel can make guests feel higher satisfaction and better corporate image after recovery 

measures than low-level service personnel. Therefore, for hotels, senior executives must often make inspections 

in the area under their jurisdiction to respond immediately when a failure occurs. (3) From the perspective of the 

severity of the failure, if a service failure occurs, an event with a large failure is more likely to cause consumers 

to have a negative impact on the corporate image than an event with a small failure. Therefore, it is necessary for 

hotels to formulate measures for recovery of failures, while strengthening the education and training of 

employees and simulating situations to enhance employee familiarity and reduce the failure rate. 

5.3 Limitations and Directions for Further Research 

Due to the experimental design used in this study, although we tried to achieve rigorous experimental 

manipulation during the research, we still had the following problems: (1) The quasi-experimental design 

approach was adopted to facilitate the convenience of sample exposure and provide the subjects with a real 

feeling of the experimental environment, thus, this study performed a field experiment to perform the experiment 

and collect subject responses (Wu & Lin, 2001). The location of the field experiment was not in the laboratory, 

thus, we may not have controlled all the variables, which renders the internal effect of the experiment less 

rigorous than the laboratory. (2) The majority of the subjects are students in this study, thus, the application of 

the results may be limited. (3) This study conducted non-random sampling using social websites to recruit 

voluntary participants to join the study. In order to overcome non-random sampling leading to the bias of 

research inference, the eight experimental scenario hyperlinks set in this study were randomly replaced every 

week to minimize the non-random sampling effect (Tsao, 2018). (4) Although three antecedents were included in 

this research model to explore the direct influence on the effectiveness of recovery, we feared that other 

important leading variables or moderators may be ignored.   

Based on the above research limitations or deficiencies, this study proposed several research recommendations 

for reference by future studies. (1) The interaction between the three independent variables can be analyzed in 

the hope of obtaining other different insights from the perspective of interference variables. (2) The handling of 

service failures is full of personnel interactions. With this in mind, this study proposed that emotions (including 

employees and guests) should be included in this research model, in an effort to obtain more valuable and 

practical conclusions and suggestions.  
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Appendix A. Measurement Instruments 

This appendix contains the statements used in the survey. Respondents were asked to what degree they agree or 

disagree with these statements on a seven-point Likert scale. 

Post-recovery satisfaction (adapted from del Río-Lanza, Vázquez-Casielles & Díaz-Martín (2009), α= .908) 

PRS 1  After the hotel recovery, I was satisfied with the way the problem was handled. 

PRS 2  After the hotel recovery, I was satisfied with the service staff's attitude/method to solve the 

problem. 

PRS 3  After the hotel recovery, I was satisfied that the problem had been properly responded to. 

PRS 4  After the hotel recovery, I was satisfied with the way the hotel provided recovery. 

PRS 5  After the hotel recovery, I have a better rating for this hotel on the whole. 

Corporate image (adapted from Riordan, Gatewood & Bill (1997) , α= .917) 

CI1  I have a better impression of the hotel.  

CI2  The service attitude of the hotel is good and impressive.  

CI3  I think the hotel has a good overall image.  

CI4  I have a positive evaluation of the hotel's services.  
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