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Abstract 

Given that developing effective, accountable and transparent institutions are the targets of sustainable 
development goals (SDGs), a shift toward more responsible actions are required for service providers. The 
present study attempts to establish the role of complaint invitation as the service providers’ responsibilities on 
the advancement of customer complaint handling performance. A scenario-based experiment was carried out 
in a retail banking service setting. Two types of the service providers’ response to service failure (invited 
complaint vs. customer-self complaint) are compared in terms of customer perceived justice and satisfaction of 
service recovery. Results from multivariate analysis of variance (MANOVA) suggest that inviting customer 
to complain can result in higher perceived justice and satisfaction than when the complaint is raised by the 
customer. Furthermore, invited complaint has a greater impact on perceived interactional justice and 
satisfaction for customers with low coping potential. This study suggests that understanding the role of 
service provider’s accountability, service managers can more effectively develop and execute customer 
complaint management policy which contributes to business sustainability. 
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1. Introduction 

Sustainability management has become a global challenge for organizations worldwide. The 
Sustainable Development Goals (SDGs) promoted by The United Nations in September 2015 are the 
blueprint to transform the world to a more sustainable future (United Nations, 2015). SDGs encompass 17 
goals with 169 associated targets in achieving the sustainable future for all. Sustainability achievement 
requires all stakeholders’ engagement and collaboration. This brought about the change in the business 
organization’s goals which are redirected from business profit to sustainability (Rakic and Rakic, 2015).  

The present study is involved with the SDGs’ Goal 16, “promote peaceful and inclusive societies for 
sustainable development, provide access to justice for all and build effective, accountable, and inclusive 
institutions at all levels”. More specifically, it centers on the specific targets of Goal 16 to develop effective, 
accountable and transparent institutions at all levels. By the indicator, this target is assessed by the 
proportion of the population satisfied with their last experience of public services (United Nations, 2015). 

In engaging the business organization’s practice to this target of the SDGs, this study takes into 
account the concept of sustainability marketing. As defined by Belz (2006), sustainability marketing 
involves “building and maintaining sustainable relationships with customers, the social environment and 
the natural environment”. Accordingly, this study focuses on maintaining the sustainable relationships 
with customer by fostering the firms’ responsible actions to enhance consumer service experiences which 
are leading to more perception of justice and satisfaction in service failure context.  

Maxham III (2001) suggested that service failure is the real or perceived problem that customer 
experiences during a service encounter. Since service delivery involves number of factors such as the 
employees, customers, service system, and environment, service provider cannot entirely avoid the 
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presence of service failure (Berry, 2016). A substantial amount of research on service failure suggests that 
the poor service experiences are the of cause of negative customer perceptions and behaviours toward 
service providers, such as, negative attitudes (Kumar et al., 2010), negative word-of-mouth and non-
repurchase (Levesque and McDougall, 1996; McCollough, Berry and Yadav, 2000) which can jeopardize 
the business sustainability. 

Considerable research has shown that an effective service recovery can restore the positive 
customer perceptions and behaviour after service failure. The extant service recovery literature has 
recognized customer complaint (Singh, 1988) as an essential input for successful service recovery (Kim, 
Wang and Mattila, 2010; Ro and Mattila, 2015). However, the dependence on the customer complaint has 
become the limitations of service recovery implementation because up to 90% of customers experienced 
service failure do not complain to the service provider (Tax and Brown, 2012). This leaves massive service 
failure unresolved and permits the consumers to remain dissatisfied with the poor service experiences 
thus blocking the business sustainability as discussed earlier. 

To address this issue, the current study attempts to explore the beneficial effects of promoting the 
responsible actions of service provider on customer perceived service recovery efforts. While the literature 
has well documented customer responses to service recovery based on customer-self complaint, no study 
has explored how customers would respond to service recovery if they were invited to complain and that 
complaint leads to service recovery. Building upon complaint handling concept, this research proposes a 
new construct, namely, complaint invitation, as a firms’ responsible action to service failure. The current 
research thus investigates how different conditions of customer complaint affect customer evaluations of 
service recovery. 

In service recovery context, customers evaluate company’s complaint handling performance 
through an evaluation of justice perception and customer satisfaction (e.g., Chen and Lee, 2018; Tektas, 
2017; Yilmaz, Ari and Gürbüz, 2018).  As customers perceive their ability to deal with service failure 
differently, justice perception and satisfaction with complaint handling may be different across complaint 
situations and perceived capability to cope with service failure. Specifically, this study examines the main 
effect of complaint situation and the effect of interaction between complaint situation and coping potential 
on perceived justice and customer satisfaction. 

This paper first provides the literature review of service failure and service recovery, customer 
complaint, and then introduces the concept of complaint-invitation. This is followed by the literature 
review of service recovery, perceived justice, customer satisfaction, and coping potential. The next section 
depicts the hypothesis development. The description of research methodology, analysis, and results are 
provided. The final section discusses research and managerial implications, limitations of the study, and 
future research avenues. 
  

2. Literature review 
2.1 Service failure and service recovery 

Zero defect is not possible in-service provisions (Hart, Heskett and Sasser Jr, 1989). The occurrence 
of the defect, known as service failure, is a deterioration of the firm-customer relationship. The research 
indicated that service failure causes a range of customer negative experiences, such as, negative emotions, 
complaint, negative word-of-mouth, and exit (e.g., Kalamas, Laroche and Makdessian, 2008; Keaveney, 
1995; McColl-Kennedy and Smith, 2006; Zeelenberg and Pieters, 2004).  

As the preventive action, building up and maintaining service quality are the key activities for 
customer retention (Zeithaml, Berry and Parasuraman, 1996). As the corrective action, service recovery 
activity (Gronroos, 1988) is the key resolutions in recovering customer bad service experience (e.g., 
Crisafulli and Singh, 2016; Lastner et al., 2016). The successful service recovery can lead to the positive 
outcomes following the flaw service encounter, for example, satisfaction, repurchasing, and positive 
word-of-mouth (Gelbrich, 2010; Hennig-Thurau et al., 2004; Matos et al., 2011). Above all, service recovery 
will not be provided without service failure recognition. 
 

2.2 Customer complaint 
Customer response to service failure is explained by consumer complaint behavior. Singh (1988) 

suggested three types of customer response to bad consumption experiences, namely, private response, 
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third-party response, and voice response. Private response involves customers’ actions with party in their 
own network who did not involve in the service problem e.g., negative word-of-mouth communication. 
Third-party response is an action that the customers interact with the party out of personal network and 
did not involve in the service transaction e.g., consumer protection organization. Voice response concerns 
either to voice or to not voice to the service provider. 

Based on the service recovery literature, voice response to the service provider (customer 
complaint) is the only response from customer that provides service provider a chance to take a service 
recovery action (Tax and Brown, 2012). Given that the firm may not recognize service failure by itself, 
customer complaint is the only source that directs to service recovery activity.  

However, consumer complaint research suggested that most of the customers who encountered 
service failure do not report to the service provider. Two thirds of the dissatisfied customers do not 
complain to the service organization (Stephens and Gwinner, 1998). More recently, it has been reported 
that up to nine tenth of the dissatisfied customers do not raise their complaint to the firms (Tax and 
Brown, 2012). As a result, it can be seen that most of service recovery research draw the research model by 
linking service recovery with consumer complaint behavior (e.g., Kim, Wang and Mattila, 2010; Ro and 
Mattila, 2015; Voorhees, Brady and Horowitz, 2006). It would appear that dissatisfied customers who do 
not complain will not receive service recovery and may exhibit other types of negative response, which 
are harmful for developing sustainable relationships.  
 

2.3 Complaint invitation 
To address the non-complaint issue, the present study proposes a tool, complaint invitation, to take 

responsibility in turning the unrecognized service failure into a recognized one. Complaint invitation 
serves as a procedure to identify service failure that might happen; and as a result, the service provider 
can provide a proper service recovery actions.  

Accordingly, this study categorizes customer complaint into two types: customer-self complaint 
and invited complaint. First, the customer-self complaint is a normal customer complaint, which is 
generally voiced by dissatisied customers. And second, the invited complaint is a customer complaint, 
which is voiced following the complaint invitaion process. 

 

2.4 Perceived justice 
Effectiveness of service recovery is generally measured by customer satisfaction and behavioral 

responses through the mediation of perceived justice of service recovery (e.g., del Río-Lanza, Vázquez-
Casielles and Díaz-Martín, 2009; Fang, Luo and Jiang, 2013; Kau and Loh, 2006; Matos et al., 2011; Ok, 
2004; Park, 2012; Patterson, Cowley and Prasongsukarn, 2006). 

Theory of perceived justice explains individuals’ reactions to different conflict situations (Blodgett, 
Hill and Tax, 1997). It has largely been used as a theoretical base to understand consumer behavior in 
service failure and service recovery contexts (Chebat and Slusarczyk, 2005; Ha and Jang, 2009; 
McCollough and Bharadwaj, 1992; Patterson, Cowley and Prasongsukarn, 2006; Smith, Bolton and 
Wagner, 1999). Justice perception can explain customers’ evaluation of service recovery (Blodgett, Hill 
and Tax, 1997; McColl-Kennedy and Sparks, 2003); for example, if customers believe they were treated 
fairly, their level of satisfaction and future loyalty will be accordingly high (McColl-Kennedy and Sparks, 
2003). Justice perception includes three dimensions, namely, distributive, procedural, and interactional 
justice (McColl-Kennedy and Sparks, 2003). 

Distributive justice postulates that individuals would evaluate the satisfactoriness of an exchange in 
terms of its fairness as defined by the amount of resources (inputs) given and the appropriateness of the 
gain received (reward or outcome) (McCollough, 1995). Tax, Brown and Chandrashekaran (1998) 
suggested three elements of distributive justice, including equity, equality, and need. Equity is defined as 
“provision of outcomes proportional to inputs to an exchange” (Tax, Brown and Chandrashekaran, 1998). 
Equality is “equal outcomes regardless of contributions to an exchange,” whereas need refers to “outcome 
based on requirements regardless of contributions” (Tax, Brown and Chandrashekaran, 1998). 

Perceived procedural justice refers to perceived fairness of procedure, policies, and criteria in 
providing resolution following service breakdown (Maxham III and Netemeyer, 2002; McCollough, 1995). 
The fair procedure could be perceived through accessibility, speed, process control, flexibility, and delay 
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of methods the service providers perform during service recovery process (del Río-Lanza, Vázquez-
Casielles and Díaz-Martín, 2009). According to Tax, Brown and Chandrashekaran (1998), accessibility 
means “ease of engaging a process,” speed is the “perceived amount of time taken to complete 
procedure,” process control refers to “freedom to communicate views on decision process,” while 
flexibility refers to “adaptability of procedures to reflect individual circumstances”. Delay refers to how 
prompt was the response to solve a problem.  

Perceived interactional justice involves interpersonal treatments individual perceives during the 
problem-solving process (Blodgett, Hill and Tax, 1997). Perceived interactional justice involves manners 
and interactions where the service provider interacts with customers during a service recovery encounter 

(McColl-Kennedy and Sparks, 2003). Tax, Brown and Chandrashekaran (1998) proposed five elements of 
interactional justice, which include “causal account”, “honesty”, “politeness”, “effort” and “empathy. This 
study is supported by del Río-Lanza, Vázquez-Casielles and Díaz-Martín (2009) examination of the 
cellular-telephone sector. They revealed that manners and interactions that affect interactional justice 
include empathy, courtesy, sensitivity, treatment, and employee effort during the service recovery process 

(del Río-Lanza, Vázquez-Casielles and Díaz-Martín, 2009).  
 

2.5 Customer satisfaction 
Customer satisfaction has been acknowledged as the key indicator of successful service recovery 

(e.g., Balaji, Roy and Quazi, 2017; Cheung and To, 2017; Petzer, De Meyer-Heydenrych and Svensson, 
2017; Smith, Bolton and Wagner, 1999; Sparks and McColl-Kennedy, 2001; Tektas, 2017).  Previous 
research conceptualized customer satisfaction into two types, namely, satisfaction with service transaction 
and cumulative satisfaction (Johnson, Anderson and Fornell, 1995; Johnson et al., 2001). Vázquez-

Casielles, Suárez Álvarez and Díaz Martín (2010) described transaction-specific satisfaction as an 
evaluation of the current service encounter or service recovery. Cumulative satisfaction is the overall 
satisfaction from all transactions and other experiences; therefore, it reflects the firms’ previous and 
current performance. These two concepts of customer satisfaction are complementary rather than 
competitive (Johnson et al., 2001).  

 

2.6 Coping potential 
Coping potential is defined as the individuals’ evaluation of their own ability to deal with the 

situation (Watson and Spence, 2007). Emotions literature identified coping potential as a determinant of 
helplessness (Lazarus, 1991; Gelbrich, 2010), whereby people in aversive situation with low coping 
potential have helplessness feeling. For example, a subordinate, who has not been promoted, might feel 
helplessness because he has low coping potential to alter the situation (Gelbrich, 2010). Based on the 
literature, it would appear that customers may also assess their ability to cope with the problem in a 
service failure situation. Thus, this can lead to differences in service recovery evaluations. 
 

3. Hypothesis development 
3.1 The effects of complaint situation on perceived justice 

Perceived procedural justice is affected by perception regarding whether service recovery policy 
and process are fair (Maxham III and Netemeyer, 2002). According to invited complaint situation, the 
customer is invited to complain about the poor service encounter. Whereas in customer-self complaint 
situation, the customer identifies service failure and complains to service provider. Goodwin and Ross 
(1990) documented that consumers are likely to perceive a firm that treats them more fairly when they 
assume that employees follow a firm’s procedure rather than the employee’s own decision. To compare 
these two situations, the current study reasons that the fair policy can be perceived more in the invited 
complaint situation. 
 

H1a: Customers in invited complaint group exhibit higher perceived procedural justice than customers in 
customer-self complaint group. 
 

Furthermore, on basis of perceived distributive justice, customers perceive a fair outcome as a result 
of comparable input and outcome in the exchange (Blodgett, Hill and Tax, 1997). It can be predicted that 
the less input produces the more perceived distributive justice. Where the invited complaint takes less 
customer’s input involving energy and effort to complain, the customers spend more energy and effort to 
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voice complaint without an invitation. The next hypothesis proposes that the customers in different 
complaint situations have different levels of distributive justice perception. 
 

H1b: Customers in invited complaint group exhibit higher perceived distributive justice than customers in 
customer-self complaint group. 
 

In terms of interpersonal treatment, the higher perception on the service providers’ honesty and 
empathy can result in higher perceived interactional justice (Blodgett, Hill and Tax, 1997). Contrasting the 
invited complaint and customer-self complaint in terms of service providers’ honesty and empathy, this 
study argues that the customers can recognize the firm’s honesty and empathy more clearly when the firm 
invited them to complain about the dissatisfaction. This leads to the next hypothesis.  
 

H1c: Customers in invited complaint group exhibit higher perceived interactional justice than customers 
in customer-self complaint group. 
 

3.2 The effects of complaint situation on customer satisfaction 
In service recovery context, Stauss (2002) defined complaint satisfaction as the complainers’ 

satisfaction with the firms’ response to their complaint. Previous literature suggested that complaint has 
no main effect on satisfaction. However, under the voice condition with neutral stance of the firms, a 
firm’s concern makes a difference in satisfaction (Sparks and McColl-Kennedy, 2001).  

The interaction between customer complaint and the firms’ concerns in McColl-Kennedy, Sparks 
and Nguyen’s study is consistent with the invited complaint process in which service provider shows 
concerns on the potential problem (2011). On the contrary, in the customer-self complaint situation, 
customer may perceive less firm’s concern as the firm shows less concerns on the problem.  Taking 
together, the current study proposes the following hypothesis. 

 

H2: Customers in invited complaint group exhibit higher satisfaction than customers in customer-self 
complaint group. 
 

3.3 The moderating effects of coping potential  
Coping potential explains people’s assessment on their capability to overcome an aversive 

circumstance (Lazarus, 1991). Drawn from Lazarus’s conclusion, in a service failure context, a low coping 
potential refers to low perceived ability to deal with the service problem (1991). Therefore, when 
customers are invited to complain, the low coping potential should interpret service recovery actions 
more positively than the high coping potential. Based on the discussion, the following hypotheses are 
proposed. 

 

H3a: The effects of invited complaint on perceived procedural justice will be higher for low coping 
potential customers than high coping potential customers. 
 

H3b: The effects of invited complaint on perceived distributive justice will be higher for low coping 
potential customers than high coping potential customers. 
 

H3c: The effects of invited complaint on perceived interactional justice will be higher for low coping 
potential customers than high coping potential customers. 
H3d: The effects of invited complaint on satisfaction will be higher for low coping potential customers 
than high coping potential customers. 
 

4. Research methodology 
4.1 Research design 

A scenario-based experiment was conducted in a bank service setting. Using scenario-based 
approach to test research hypotheses is consistent with previous studies on service failure and service 
recovery (e.g., Hazée, Van Vaerenbergh and Armirotto, 2017; Xu, et al., 2014). Smith, Bolton and Wagner  
(1999) suggested that the scenario-based experiment can facilitate the representative service failure and 
recovery situations while reducing some limitations of the retrospective self-report approach, e.g., 
memory lapses and justification tendencies.  
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This study utilizes a 2 (complaint situation: customer-self complaint vs. invited complaint) x 2 
(coping potential: high vs. low) between-subject design. The complaint situation was manipulated by the 
experiment. Coping potential was measured and divided into two subgroups using the median split. 

 

4.2 Scenario development 
The scenarios were developed following procedure suggested by McColl-Kennedy, Sparks and 

Nguyen (2011). A service failure scenario involves an unintentional problem made by the frontline staff. 
After the customer noticed service failure, the bank addressed the mistake based on two different 
complaint scenarios, namely, customer-self complaint and invited complaint. In the customer-self-
complaint scenario, the customer complained to the staff. In the invited complaint scenario, the customer 
complained when the staff checked customer satisfaction following the service delivery and encouraged 
the customer to complain if not satisfied. The same service recovery was provided in both complaint 
scenarios. 
 

4.3 Sample and procedure 
169 students of undergraduate programs at two universities in Thailand participated in the 

experiment. The sample consisted of 43% male, aged 20-25 year. Among them, 100% were regular 
customers of the banks and 52% had a service failure experience similar to the service failure scenario.  

Data collection was conducted in the classroom. The participants were firstly greeted by the 
experimenters. They were then randomly assigned to one of the two complaint scenarios. Next, they were 
instructed to read a scenario and imagine that they were a customer in the scenario and respond to the 
questions that followed.  
 

4.4 Measurements 
Three dimensions of perceived justice and satisfaction measurement scales were adopted from 

Maxham III and Netemeyer (2002). The measurement items of coping potential were adopted from 
Gelbrich (2010). Since all measurement scales were in English, the collaborative translation technique was 
employed to reassure the conceptual equivalence as suggested by Douglas and Craig (2007). 

The complaint conditions were manipulated by the experiment. The manipulation and realism of 
the scenario were checked by asking three manipulation check questions and one realism check question. 
All questions were measured using seven-point rating scales. 
 

5. Results 
5.1 Manipulation and realism check results  

Manipulation and realism check results indicated that the participants perceive complaint 
conditions correctly. All three manipulation check items demonstrated that participants in invited 
complaint group rate significantly higher score than participants in customer-self complaint group 
(p<0.001). The realism check item showed mean score greater than 5 on the seven-point scale, (M = 5.45, 
SD = 0.05, p<0.001). 

 

5.2 MANOVA results 
The MANOVA results demonstrated the significant interaction effects between complaint situation 

and coping potential on dependent variables (F (4, 162) = 2.59, p < 0.05). The tests of between subject 
effects revealed significant interaction effects on perceived interactional justice, F (1,165) = 7.41, p < 0.05. 
Significant interaction effects on satisfaction were also found, F (1,165) = 4.71, p < 0.05. However, the 
interaction between complaint situations and coping potential did not significantly affect perceived 
procedural justice and distributive justice. Figure 1 and Figure 2 display interaction effects between 
complaint type and coping potential on perceived interactional justice and satisfaction respectively. 
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Figure 1: The interaction effect of complaint situation and coping potential on perceived interactional 
justice 

 

 
 

Figure 2: The interaction effect of complaint situation and coping potential on customer satisfaction 
 
5.2.1 Perceived justice 

The tests of main effects showed that perceived procedural justice (Minvited complaint = 5.15, SD = 0.12, 
Mcustomer-self complaint = 4.46, SD = 0.12, p < 0.001), perceived distributive justice (Minvited complaint = 5.16, SD = 
0.12, Mcustomer-self complaint = 4.56, SD = 0.12, p < 0.001), and perceived interactional (Minvited complaint = 5.15, SD = 
0.11, Mcustomer-self complaint = 4.39, SD = 0.11, p < 0.001) are significantly affected by complaint situations. Thus, 
H1a, H1b and H1c are supported. 

The planned contrasts indicated that in the invited complaint situation, participants with low 
coping potential score significantly higher in perceived interactional justice (Mlow coping potential = 5.26, SD = 
0.16, Mhigh coping potential = 4.81, SD = 0.15, p < 0.05). However, this effect is insignificant for perceived 
procedural justice (Mlow coping potential = 5.08, SD = 0.17, Mhigh coping potential = 5.217, SD = 0.16, p > 0.05) and 
distributive justice Mlow coping potential = 5.05, SD = 0.17, Mhigh coping potential = 5.26, SD = 0.16, p > 0.05). The 
results provide support for H3c, but not for H3a and H3b. 
 

5.2.2 Customer satisfaction  
The MANOVA tests indicated that satisfaction is significantly affected by complaint situation 

(Minvited complaint = 4.875, SD = 0.115, Mcustomer-self complaint = 4.28, SD = 0.11, p < 0.001). This provides support 
for H2. 

In addition, the results of a planned contrast showed that participants in the invited complaint 
situation with low coping potential score satisfaction significantly different from the participants with 
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high coping potential (Mlow coping potential = 5.42, SD = 0.16, Mhigh coping potential = 4.94, SD = 0.15, p < 0.05). 
Therefore, H3d is supported. 
 

6. Discussions and conclusions 
This research extends the service recovery framework by establishing a new perspective on 

customer complaint as a service organization’s accountability in dealing with a service problem to 
promote business sustainability. Following the Goal 16 of SDGs, this study proposes a new concept 
(invited complaint) to promote effective, accountable and transparent institutions at all levels in the 
service failure context. While research on customer complaint has consistently reported that most 
customers with bad service experiences do not complain to service providers (e.g., Smith, Bolton and 
Wagner, 1999; Tax and Brown, 2012), inviting customers to complain represents the firms’ responsibility 
to turn unrecognized service failure into the recognized one. With an implementation of complaint 
invitation process, the unhappy customers would be given an opportunity to complain that leads to an 
appropriate service recovery and results in higher perceived justice and satisfaction. 

As the indicator of the Goal 16 of SDGs is the people satisfaction with service experiences (United 
Nations, 2015), the results of this study have ensured that the invited complaint concept incorporates 
sustainability features that increase positive service experiences over the customer-self complaint 
situation. In addition, the positive effects of the invited complaint on service recovery evaluations are 
consistent with recent research in service recovery, suggesting that customers perceive co-creation 
recovery more positively when they are asked by the firm to participate in the co-creation recovery (Xu et 
al., 2014). 

This study also contributes to a better understanding of managerial practice related to the challenge 
of service business sustainability. As part of sustainable development, sustainability marketing is 
achieved through building and maintaining a firm-customer relationship (Belz, 2006; Peattie and Belz, 
2010). In an analogous fashion, the findings of this research demonstrate that following up customer 
satisfaction after service encounter is one of the key steps in building business sustainability. More 
specifically, this research suggests service providers to ensure that the customers satisfy with the service 
and invite them to complain the dissatisfaction. By doing this, the customers will perceive higher fairness 
and will be more satisfied with service recovery.  

Moreover, invited complaint could be used as a strategy to develop sustainable service design for 
customers (Chowdhury and Quaddus, 2016). By inviting customers to complain, service providers can 
monitor and collect customer feedbacks as well as integrate their suggestions to improve the service and 
to ensure effective service delivery. In addition, the key insight derived from the investigation of the 
moderating effects of coping potential on the relationships between complaint situations and service 
recovery evaluations is that, when customers perceive low potential to cope with situations, they would 
perceive higher helplessness (Gelbrich, 2010). Therefore, a complaint invitation can produce more 
interactional justice perception and satisfaction for customers with low coping potential. 

 

7. Limitations and direction for future research 
While this study has made significant contributions to service recovery literature, some limitations 

provide ideas for future research. First, this study was conducted using a scenario-based experiment to 
elicit customer response to the experimental conditions. Although the experimental approach provides 
internal validity, it lacks external validity. The future study may consider using actual service failure 
experiences to test hypotheses. 

Second, undergraduate students were used as the subjects in this study. While the students were 
screened for experience in using financial services consistent with the scenario, they may not be 
representative of the wider population. To increase the representative sample, future studies may use 
non-student subjects to enhance generalizability. 

Third, this research was conducted in only one service context, namely, a retail banking service. 
Therefore, the results may not be applicable to other retail service industries. The future studies may 
consider testing the effects of complaint situations in other industries, for example, restaurants, hotels, and 
airlines. 
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Fourth, this research has addressed the effects of complaint situation on perceived justice and 
customer satisfaction. While the experiment provided a better understanding of customer responses to the 
complaint situations, the current study did not investigate how complaint situations affect other consumer 
behaviors. Future research could examine the effects of complaint situations on behavioral outcomes; for 
instance, repurchase intention, word-of-mouth communication, and switching service provider. 

Furthermore, with regard to the implications for researchers, the findings of this study provide 
potential lines for future research. The favorable effects of complaint invitation on perceived service 
recovery performance leave the question of how emotions involve in this relationship. Research on 
customer negative emotions in service failure context suggested that the negative emotions triggered by 
bad service experience have negative bias on perceived justice toward complaint handling (Tektas, 2017). 
Therefore, the further study on complaint handling should test how the effects of complaint invitation on 
post-complaint behavior vary across different degrees of negative emotions and different specific negative 
emotions. 

Additionally, this research demonstrates that the invited complaint results in higher perceived 
justice and satisfaction than the customer-self complaint. To better understand the effects of complaint 
situation on customer post-complaint behavior, the set of complaint aspects should be refined and 
enriched. Hence, the further research should explore if other aspects of complaint (for example, 
immediate or delayed complaint) lead to different customer evaluations of service recovery. 
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