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An examination of the nature of service recovery
within the airline industry and its impact on
customer loyalty

Expansion of the airline market has resulted in an increase of service
failures with a 30% rise in airline complaints in 2015 (Park and Park 2016;
Eilliott 2016). Airlines across the globe have been facing severe
competition from low-cost carriers (Wise Guy Reports 2017) and therefore
retaining customer loyalty after service failures has never been more
critical in the sector (Johan et al. 2014). There has been limited discussion
about how service recovery can be used to rebuild loyalty and improve
customer retention in the airline context (Park and Park 2016). This paper
aims to address the issue of understanding and implementing service
recovery strategies by synthesizing theoretical and empirical knowledge
on service recovery into a clear conceptual framework. The paper
examines the antecedents of successful service recovery and customer
loyalty and applies the proposed framework to the airline industry to
explore how firms are currently managing service recovery.
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INTRODUCTION

It has been argued that service recovery should be the main tool for maintaining
relationships with customers and keeping them satisfied (Hart et al. 1990). Indeed, there
is no denying that successful service recovery is critical in safeguarding customer
loyalty. So why are so many airlines getting it wrong? In an effort to help companies
understand and implement service recovery, this paper proposes a new conceptual
framework, examining the antecedents and highlighting good practice in the airline
industry.

Service Failure

For companies with service-led consumer offerings, it is inevitable that mistakes will be
made and problems will arise. Even the best service companies who focus effort on
quality cannot eliminate errors, due largely to the human involvement aspect of services.
(Hart et al. 1990; Harrison-Walker 2012; Ma 2012). From a consumer point of view,
service failure occurs when the quality and performance of the service does not match
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their expectations (Chahal and Devi 2015). This dissatisfaction of a service encounter
causes customers to experience a range of strong emotional reactions including anger,
frustration, irritation and disappointment (Wetzer et al. 2007).

Many authors agree that a service failure, when left unresolved, is likely to result in
customers engaging in negative word-of-mouth, reassessing their loyalty towards a
company and developing switching behaviour (Smith et al. 1999; Miller et al. 2000; Choi
and Choi 2014). To give weight to the issue, Hocutt et al. (2006) suggested that just one
negative experience of a service can potentially reduce a customer’s satisfaction
permanently.

Service Recovery

When a service failure occurs, the company has an opportunity to engage a service
recovery process and if executed well, can reverse the effects of the failure, returning a
dissatisfied customer to a state of satisfaction (Zemke 1993). Service recovery has been
defined as “the actions of a service provider to mitigate and repair the damage to a
customer that results from the provider’s failure to deliver a service as designed”
(Johnston and Hewa 1997, p. 467). However, this definition does not refer to any specific
intended outcomes of the ‘repair’ during a service recovery. Therefore, a more
comprehensive definition is proposed:

Service recovery is the course of actions by a company designed “to resolve problems,
alter negative attitudes of dissatisfied customers and to ultimately retain these
customers” by “re-establishing customer satisfaction and loyalty after a service failure”
(Miller et al. 2000, p. 38; Michel et al. 2009, p. 253).

It should be noted that this definition is consumer-focused and doesn’t consider the
wider implications of service recovery on the company or its employees, however it is
appropriate for the objective of this paper. It is evident in the literature that there are
various positive outcomes of a successful service recovery. The outcomes most
frequently discussed are positive word-of-mouth intentions, strengthened customer
relationships, deflection of negative word-of-mouth behaviour and reinforced customer
loyalty (Hart et al. 1990; Smith et al. 1999; Hocutt et al. 2006; Michel et al. 2009; Van
Vaerenbergh and Orsingher 2016).

In fact, many studies in the literature suggest that customers who experience
particularly successful service recoveries may go on to demonstrate a higher level of
loyalty towards the company, than if the failure had never occurred (Ha & Jang 2009).
This phenomenon is known as the ‘service recovery paradox’ and led Hart et al. (1990,
p.148) to refer to service recovery as a “profitable art” in their seminal article.

Conceptual Framework

Although there are a number of encouraging outcomes of successful service recovery,
this paper will focus on customer loyalty as an outcome, due to its importance in the
airline industry. The framework is based on the Smith et al. (1999) model as one of the
seminal articles in the service recovery literature. It is argued that the framework does
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not consider several important aspects including the affect of existing relationships,
outcomes of recovery satisfaction or the varying strengths of antecedent relationships.
The proposed framework (Figure 1) aims to better conceptualise the service recovery
process with appropriate adaptations to the Smith et al. (1999) model. Drawing from the
proposed framework the paper will argue that perceived justice, perceived failure
severity and relationship depth are the key antecedents to gain successful service
recovery and customer loyalty.
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Figure 1: Conceptual Framework (Harrison 2017)
Loyalty

The construct of loyalty is often discussed in the literature in terms of behavioural and
attitudinal elements (Chaudhuri and Holbrook 2001). Behavioural loyalty is a
customer’s repeat purchase intentions and attitudinal loyalty is the desire of a consumer
to remain in a relationship with a firm (Komunda and Osarenkhoe 2012). Particularly in
service industries, it is argued that company profitability is largely determined by
customer loyalty, which stems from customer satisfaction (Komunda and Osarenkhoe
2012). It is therefore critical for firms to reverse any dissatisfaction that customers feel
following a service failure. The literature strongly suggests that achieving satisfaction
through service recovery rebuilds and even increases customer loyalty (Harris et al.
2006; Gohary et al. 2016). In fact, it has been proven that companies who have effective
service recovery strategies in place obtain higher levels of customer perceived justice,
satisfaction, and loyalty (Homburg and Furst 2005).

Perceived Justice

It is widely agreed that perceived justice is a key factor in consumer evaluations of
service recovery (Tax et al. 1998; Michel et al. 2009) and has been argued to be the
crucial factor that determines whether a customer will remain in a relationship with a
company (Blodgett 1997). Perceived justice refers to the level of ‘fairness’ that
consumers expect to receive following a service failure (Smith et al. 1999; Noone 2012).
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Drawn upon in many service recovery studies, perceived justice is a three-dimensional
construct encompassing distributive justice, procedural justice and interactional justice
(Orsingher et al. 2010).

Distributive justice refers to the level of fairness that a customer perceives in the benefits
and actual outcomes they receive after a service failure (Tax & Brown 1998; Smith et al.
1999). Typically, this could be in the form of monetary benefits including refunds,
discounts and credits or psychological compensations such as apologies and
replacements (Michel et al. 2009; Gelbrich & Roschk 2011). Importantly, distributive
justice has been shown to have the strongest influence on satisfaction with service
recovery (Kumar and Kumar 2012). The airline industry utilises the full range of
distributive justice benefits. For example, a British Airways passenger who complained
about bad service was offered Avios points as compensation (Figure 2). A psychological
technique used by some airlines is to offer a seat upgrade, with an example being
Emirates upgrading a customer who had experienced a service failure (Figure 3).

(9 Gembo

complained directly to @British_Airways
about my bad service and they kindly gave
me 15k Avios points! not all bad

Figure 2: British Airways passenger who complained about bad service was offered
Avios points as compensation.

'e. Haitham Al-Jowhari

Complained about my seat on
flight and they offered me a business class
seat instead, one more reason to love

Figure 3: Emirates upgrading a customer who had experienced a service failure.

Procedural justice is a customer’s perceived fairness of a company’s procedures and
policies that lead to the outcome of service recovery (Blodgett et al. 1994; Tax et al.
1998). Speed of recovery, flexibility and taking responsibility are important aspects of
procedural justice, which affect recovery satisfaction (Tax et al. 1998; Kumar and Kumar
2012). In an example of a customer evaluating an airline’s procedural justice highly, a
Delta customer experienced a minor issue on-board a flight and was offered a free drink
as a gesture of goodwill (Figure 4) and a British Airways customer was satisfied with
their service recovery due in part to procedural timeliness (Figure 5). In fact, a study by
Boshoff (1997) of airline passengers who experienced delayed flights found that
procedural promptness turned dissatisfied customers into loyal customers.
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‘a Lindsey Fox

Thank you @Delta for the world class
customer service. Upgrade didn't print so the
fantastic flight attendant gave me a free drink

NNV
MY

Figure 4: A Delta customer experienced a minor issue on-board a flight and was
offered a free drink as a gesture of goodwill.

’ Larry Wheeler

Airways credit where credit is due,
you resolved my complamt about flight
cancelled incredibly quickly many thanks

‘patonback

Figure 5: A British Airways customer who was satisfied with their service recovery due
in part to procedural timeliness.

Interactional justice refers to a customer’s perception of how they are treated by
employees and the company following a service failure (Tax et al. 1998). Favourable
interactional behaviours include providing explanations, politeness, honesty and
making a genuine effort towards resolution (Gelbrich and Roschk 2011; Choi and Choi
2014). When a consumer perceives they have been treated fairly, there is strong
evidence that their satisfaction with the service recovery will increase (Noone 2012) -
as Figure 6 demonstrates.

‘; Jal Hind
Excellent service...

complaint resolved with utmost care and
compassion.. Best airline .. Will always travel
& recommend

Figure 6: An example of a British Airways consumer who perceives they have been
treated fairly.

Importantly, firms also have an opportunity to enhance perceptions of interactional
justice by being proactive and initiating a recovery, which demonstrates honesty,
forthrightness and empathic respect (Smith et al. 1999). Pro-activeness is particularly
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vital because many dissatisfied customers never complain (Hart et al. 1990) but may still
engage in negative word-of-mouth or exit the relationship (Priluck 2003). This is even
more critical in the airline sector as it has the highest proportion of customers who do
not complain (UKSCI 2015). There is limited evidence of pro-activeness in the airline
industry, however one airline does appear to demonstrate the practice. When there was
a fault with the Wi-Fi on-board a Southwest Airlines flight, not only did the sympathetic
flight attendants give free drinks to the customers, but the company’s systems identified
the service failure and proactively emailed an apologetic refund to the customers. As a
result, one delighted customer claimed that they felt more loyal to the firm (Figure 7).
This is a clear example of an airline considering all aspects of justice theory and the
posited conceptual framework.

WiFi

Dear Renee,

Our records indicate that we experienced some technical difficulties with our inflight WiFi service during
your recent flight, and we apologize for any inconvenience this may have caused. Since your WiFi
session was not representative of the high quality product we are proud to offer, we have refunded the
$8.00 you paid for this service 10 the AMEX ending in

We hope you willl try our inflight WiFi again the next time you are onboard one of our WiFi-enabled
aircraft.

Sincerely,
-Your friends at Southwest Airlines

Figure 7: An example of a Southwest Airlines customer who claimed that they felt more
loyal to the firm.

Perceived Failure Severity

The degree and type of service failure has increasingly been recognised as a key variable
which affects consumers’ response to recovery efforts (Craighead et al. 2004). Indeed,
previous research has indicated how the more severe a failure is in terms of monetary
value, time lost and overall inconvenience to a customer, the more dissatisfied the
customer is with the recovery efforts (Hoffman et al. 1995; Fayos-Gardé et al. 2017).
However, the literature discussing service recovery does not reflect that different
consumers perceive failures differently and is therefore included as ‘Perceived Failure
Severity’ (Nikbin and Hyun 2015). Crucially, companies must recognise the perceived
failure severity for each individual customer if the firm is to form effective responses
(Craighead et al. 2004). It is also important for companies to understand the link
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between perceived failure severity and perceived justice, and outcomes on recovery
satisfaction. For example, monetary compensation in a severe service failure has a
positive effect on satisfaction whereas for minor failures, monetary compensation can

actually be negative as customers can feel guilt due to the inequity of the exchange
(Smith 1999).

Relationship Depth

Smith et al’s (1999) model overlooked the role of existing customer-organisation
relationships. The wider literature states that a customer’s existing relationship with a
firm can affect their evaluation of a service failure and subsequent recovery efforts
(Hedrick et al. 2007). Priluck (2003) posited that relationships can mitigate service
failures, providing a level of insulation for a firm and therefore suggested that
relationship marketing can be used as a tool to overcome service failures. Referring to a
‘halo effect’ over a company that relationships form, Priluck (2003) argued that
relationships, albeit dependent on strength, give firms an increased chance to recover
from a service failure as the customer is more reluctant to defect when they demonstrate
trust and commitment towards a firm. This corroborates Morgan and Hunt's (1994)
commitment-trust theory that trust and commitment act as mediators in a relationship
and produce cooperative behaviours (Hedrick et al. 2007).

However, it has been argued that existing relationships could also exacerbate a service
failure. The more committed a consumer is to a company, the higher their expectations
are likely to be for the recovery efforts because they expect the equity in the relationship
to be maintained (Kelley and Davis 1994; Ma 2012). Conversely, Priluck (2003) argued
that consumers who are invested in a relationship with a firm may not deflect even when
dissatisfied, because of the strength of their relationship. Figure 8 is an example of an
airline customer who demonstrated this. Although the literature is somewhat
contradictory, it emphasises the power that relationships can influence on consumer
evaluations of service recovery (Kelley and Davis 1994). ‘Relationship Depth’ is
therefore an important consideration in the proposed framework.

t Robin Simmons, NBCT

Hey @Delta! Loyal customer here. We @
your airline, but no changing table on plane?
Luckily used this to cover bathroom floor.

Figure 8: An example of a Delta Airlines loyal customer.
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CONCLUSION

Based on evidence from the wider literature, the conceptual framework articulates how
successful service recovery is highly rewarding - companies can rebuild loyalty and even
increase loyalty following a service failure. When all three antecedents are fully
considered on an individual customer basis following a failure, an effective recovery
strategy can be carried out to reduce the change of a dissatisfied customer deflecting or
engaging in negative word-of-mouth. The literature confirms that a customer satisfied
with a recovery will likely remain behaviourally and attitudinally loyal to a company.

In a highly competitive environment, airlines should put in place outstanding service
recovery processes to not only benefit from customer retention but also subsequent
positive brand images. Management must recognise and understand that each
customer’s perceptions of service failures can differ greatly and thus the response, with
the antecedents carefully considered, needs to be proactive, reactive and tailored.
Airlines concerned about maintaining efficiency could still ensure a high recovery
success rate if they were to offer two different outcomes for each customer to chose from
as aresolution.

Although the conceptual framework is evidenced by wide reading in the literature, it is
somewhat simplistic in that it views relationship depth as a uni-dimensional construct
while consumers are committed to companies in different ways. The model also does
not include the wider outcomes of service recovery - additional research should assess
how the antecedents impact them. Finally, as the framework is conceptual with no
underpinning empirical data, further research needs to be conducted to test the model
in the airline industry context to ascertain its applicability.

REFERENCES

Blodgett, J.G., Hill, D.J.,, Tax, S, 1997. The effects of distributive, procedural, and
interactional justice on postcomplaint behavior. Journal of Retailing, 73 (2), 185-210.
Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=edselp&AN=S0022435997900038&site=eds-live&scope=site [Accessed 19
November 2017].

Boshoff, C., 1997. An experimental study of service recovery options. International
Journal of Service Industry Management, 8 (2) 110-130. Available from:
https://doi.org/10.1108/09564239710166245 [Accessed 20 November 2017].

Chahal, H. and Devi, P., 2015. Consumer attitude towards service failure and recovery in
higher education. Quality Assurance in Education: An International Perspective, 23 (1),
67-85. Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=eric& AN=E]1054088&site=eds-live&scope=site [Accessed 15 November 2017].

Chaudhuri, A., and Holbrook, B., 2001. The Chain of Effects from Brand Trust and Brand



JOURNAL OF PROMOTIONAL COMMUNICATIONS An examination of the nature of service recovery 157

Affect to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, 65, (2),
81-93.

Choi, B. and Choi, B., 2014. The effects of perceived service recovery justice on customer
affection, loyalty, and word-of-mouth. European Journal of Marketing, 48 (1/2), 108-131.
Available from: https://doi.org/10.1108/E]M-06-2011-0299 [Accessed 24 November
2017].

Craighead, C., Karwan, K. and Miller, J., 2004. The effects of severity of failure and
customer loyalty on service recovery strategies. Production and Operations Management,
13 (4) 307-21. Available from:
http://onlinelibrary.wiley.com/wol1/doi/10.1111/j.1937-
5956.2004.tb00220.x/abstract [Accessed 20 November 2017].

Elliott, C., 2016. Airline Passenger Complaints Soared Last Year. Fortune, 18 February
2016, Available from: http://fortune.com/2016/02/18/airline-complaints-
passengers/ [Accessed 18 November 2017].

Fayos-Gard9,, T., Moliner-velazquez, B., Ruiz-molina, M. and Seri¢, M., 2017. Analysing
the fulfilment of service recovery paradox in retailing. The International Review of Retail,
Distribution and Consumer Research, 27 (4), 369-389. Available from:
http://www.tandfonline.com/doi/full/10.1080/09593969.2017.1309675?scroll=top&
needAccess=true [Accessed 15 November 2017].

Gelbrich K. and Roschk H., 2011. A meta-analysis of organizational complaint handling
and customer responses. Journal of Service Research, 14 (1) 24-43. Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=hjh&AN=57204263&site=eds-live&scope=site [Accessed 19 November 2017].

Gohary, A., Hamzelu, B. and Pourazizi, L., 1997. A little bit more value creation and a lot
of less value destruction! Exploring service recovery paradox in value context: A study
in travel industry. Journal of Hospitality and Tourism Management, 29, 189-203.

Available from:
http://www.sciencedirect.com/science/article/pii/S1447677016300559  [Accessed
19 November 2017].

Ha, ]., and Jang, S., 2009. Perceived justice in service recovery and behavioral intentions:
The role of relationship quality. International Journal of Hospitality Management, 28 (3),
319-327.

Harris, K.E., Grewal, D., Mohr, L.A., and Bernhardt, K.L., 2006. Consumer responses to
service recovery strategies: The moderating role of online versus offline environment.
Journal of  Business Research, 59(4), 425-431. Available from:
http://www.sciencedirect.com/science/article/pii/S0148296305001529?via%3Dihub
[Accessed 18 November 2017].




JOURNAL OF PROMOTIONAL COMMUNICATIONS An examination of the nature of service recovery 158

Harrison-Walker, L, 2012. The role of cause and affect in service failure. Journal of
Services Marketing, 26 (2), 115-123. Available from:
https://doi.org/10.1108/08876041211215275 [Accessed 22 November 2017].

Hart, C., J. Heskett, and W. Earl Sasser., 2016. The Profitable Art of Service Recovery.
Harvard Business Review, 68 (4), 148-156. Available from:
http://www.hbs.edu/faculty/Pages/item.aspx?num=9145 [Accessed 17 November
2017].

Hedrick, N., Beverland, M. and Minahan, S., 2007. An exploration of relational customers’
response to service failure, Journal of Services Marketing, 21 (1) 64-72. Available from:
http://www.emeraldinsight.com/doi/abs/10.1108/08876040710726301 [Accessed
14 November 2017].

Hocutt, M. A., Bowers, M. R,, and Donavan, D. T., 2006. The art of service recovery: Fact
or fiction? Journal of Services Marketing, 20 (3), 199-207. . Available from:
http://www.emeraldinsight.com/doi/abs/10.1108/08876040610665652?journalCod
e=jsm [Accessed 17 November 2017].

Hoffman, K. D., Kelley, S. W., and Rotalsky, H. M., 1995. Tracking service failures and
employee recovery efforts. Journal of Services Marketing, 9 (2), 49-61. Available from:
http://emeraldinsight.com/doi/abs/10.1108/08876049510086017 [Accessed 20
November 2017].

Homburg, C. and Furst, A, 2005. How organizational complaint handling drives
customer loyalty: an analysis of the mechanistic and the organic approach. Journal of

Marketing, 69 (3), 95-114. Available from:
http://journals.ama.org/doi/abs/10.1509 /jmkg.69.3.95.66367 [Accessed 19
November 2017].

Institute of Customer Service, 2015. UK Customer Satisfaction Index. London: TLF

Research. Available from:
https://www.tlfresearch.com/downloads/UKCSI Exec Summary Jan15.pdf [Accessed
10 November 2017].

Johnston, T. and Hewa, M. 1997. Fixing Service Failures. Industrial Marketing
Management, 26 (5), 467-473. Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=bth&AN=12424932&site=eds-live&scope=site [Accessed 18 November 2017].

Kelley, S. and Davis M., 1994. Antecedents to customer expectations for service recovery.
Journal of the Academy of Marketing Science, 22 (1) 52-61. Available from:
http://journals.sagepub.com/doi/abs/10.1177/0092070394221005 [Accessed 14
November 2017].

Komunda, M., and Osarenkhoe, A., 2012. Remedy or cure for service failure? Effects of
service recovery on customer satisfaction and loyalty. Business Process Management



JOURNAL OF PROMOTIONAL COMMUNICATIONS An examination of the nature of service recovery 159

Journal, 18 (D), 82-103. Available from:
http://www.emeraldinsight.com/doi/abs/10.1108/14637151211215028 [Accessed
18 November 2017].

Ma, ], 2012. Does the customer-firm relationship affect consumer recovery
expectations?, Academy of Marketing Studies Journal. 16 (2), 17-29. Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=bth&AN=77924410&site=eds-live&scope=site [Accessed 22 November 2017].

Market Line, 2017. Airlines Global Industry Almanac 2017. London: Market Line.
Available from: https://store.marketline.com/report/mlig1717-01--airlines-global-
industry-almanac-2017/ [Accessed 11 November 2017].

Michel, S., Bowen, D. and Johnston, R., 2009. Why service recovery fails: tensions among
customer, employee, and process perspectives. Journal of Service Management, 20 (3),

253- 273. Available from:
http://www.emeraldinsight.com/doi/abs/10.1108/09564230910964381 [Accessed
18 November 2017].

Miller, J., Craighead, C. and Karwan, K. 2000. Service recovery: a framework and
empirical investigation. Journal of Operations Management, 18 (4), 387-400. Available
from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=edselp&AN=S0272696300000322&site=eds-live&scope=site [Accessed 17
November 2017].

Morgan, R. and Hunt, S., 1994. The Commitment-Trust Theory of Relationship Marketing.

Journal of Marketing, 58 3) 20-38. Available from:
http://www.jstor.org/stable/1252308?seq=1#page scan tab contents [Accessed 14
November 2017].

Nikbin, D. and Hyun, S., 2015. An empirical study of the role of failure severity in service
recovery evaluation in the context of the airline industry. Review of Managerial Science,
9 (4), 731-749. Available from: https://link.springer.com/article/10.1007/s11846-
014-0135-7 [Accessed 14 November 2017].

Noone, M., 2012. Overcompensating for severe service failure: perceived fairness and
effect on negative word-of-mouth intent. Journal of Services Marketing, 26 (5) 342-351.
Available from: https://doi.org/10.1108/08876041211245254  [Accessed 19
November 2017].

Orsingher, C., Valentini, S. and de Angelis, M., 2010. A meta-analysis of satisfaction with
complaint handling in services. Journal of the Academy of Marketing Science, 38 (2) 169-
186. Available from: https://link.springer.com/article/10.1007/s11747-009-0155-
Z [Accessed 19 November 2017].

Park, J. and Park, J., 2016. Investigating the effects of service recovery quality elements
on passengers' behavioral intention. Journal of Air Transport Management, 53, 235-241.



JOURNAL OF PROMOTIONAL COMMUNICATIONS An examination of the nature of service recovery 160

Available from: https://doi.org/10.1016/j.jairtraman.2016.03.003 [Accessed 17
November 2017].

Priluck, R., 2003. Relationship marketing can mitigate product and service failures.
Journal  of  Services @ Marketing 17 (D) 37-52.  Available from:
https://doi.org/10.1108/08876040310461264 [Accessed 19 November 2017].

Smith A.K., Bolton R.N. and Wagner J., 1999 A Model of Customer Satisfaction with
Service Encounters Involving Failure and Recovery. Journal of Marketing Research, 36
(3), 356-372. Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=edsjsr&AN=edsjsr.10.2307.3152082&site=eds-live&scope=site [Accessed 15
November 2017].

Tax, S.S., Brown, S.W. and Chandrashekaran, M., 1998. Customer evaluations of service
complaint experiences: implications for relationship marketing. Journal of Marketing, 62

(2), 60-76. Available from:
http://www.jstor.org.libezproxy.bournemouth.ac.uk/stable/1252161 [Accessed 19
November 2017].

Van Vaerenbergh, Y. and Orsingher, C, 2016. Service Recovery: An Integrative
Framework and Research Agenda. Academy of Management Perspectives, 30 (3), 328-
346. Available from:
http://search.ebscohost.com.libezproxy.bournemouth.ac.uk/login.aspx?direct=true&d
b=bth&AN=117817798&site=eds-live&scope=site [Accessed 20 November 2017].

Wetzer, M., Zeelenberg, M. and Pieters, R., 2007. “Never eat in that restaurant, I did!”:
Exploring why people engage in negative word-of-mouth communication. Psychology
and Marketing, 24 (8), 661-680. Available from:
http://onlinelibrary.wiley.com/doi/10.1002 /mar.20178/abstract [Accessed 15
November 2017].

Wise Guy Reports, 2016. The Global Full-Service Airline Market To 2020. Maharashtra:
Wise Guy Reports. Available from: https://www.wiseguyreports.com/reports/838931-
the-global-full-service-airline-market-to-2020 [Accessed 18 November 2017].

Zemke, R., 1993. The art of service recovery, fixing broken customers and keeping them
on your side. In: Scheuing, E. and William, C., The Service Quality Handbook. New York:
Amacom.



