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Examining the Structural Relationship among Service Recovery, Customer Emotional,

Social and Functional Valuein Hotel Industry
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Abstract

The purpose of this work is to elucidate how service recovery, perceived justice and
customer emotional, social and functional value are related, and explores the modulation
effect of this structural relationship. Samples were collected using the questionnaire, which
had been assessed the quality of our measurement efforts by investigating reliability and
validity. The findings are as follows: perceived justice found to be positively affected by
service recovery. Psychology service recovery positively influenced interactive and
processing justice. And tangible service recovery positively affected distributive justice.
Furthermore, customer value found to be affected by perceived justice. Interactive justice
influenced emotional value. Processing justice affected social value. And distributive
justice influenced functional value. Finally, exactly service failure types and attribution
found to be the modulation variables between service recovery and perceived justice. In

practice, hotel managers can hone the relevant service recovery approach and optimize
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investments to increase customer value.
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