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The purpose of this study is to develop an effective service recovery
strategy and to provide practical implications with services marketing managers. There are four
findings in this study. First, service recovery research consists of three areas: customer complaint

behavior, complaint handling, and internal service recovery. Second, services marketing managers
should consider the role of various consumer traits such as attitude toward complaint, market
mavenism, and gender to promote or discourage customer complaint behavior (e.g. complaint to service
providers, negative word of mouth). Third, providing an effective explanation (e.g. sincere
apology) can improve consumer affinity in intercultural service encounters. Finally, service
providers should rely on regulatory focus theory when they choose between apology and compensation
in service recovery situations.
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