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Abstract

The Article were paper aims to study influence of service recovery and customer
loyalty. Customer satisfaction and trust are our mediator variables. We use the sample size of
480 customers who experienced service failure from Thai hotel chain. We collect data through

online survey on social media, applying non-probability sampling technique. Structural Equation
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Modelling: SEM and descriptive analytics are applied. The result reveals that most of the
samples is female, aged between 31 - 40 years old, working for private company / freelance,
monthly average revenue is between 25,001 and 35,000 baht. The perception of justice in
service recovery is high with the average ([1) of 3.62,3.53,3.45 and 3.44 for interactional
justice, procedural justice, distributive justice and informational justice respectively. Similarly,
the figure for satisfaction, trust and loyalty are relatively high with 3.59, 3.52 and 3.44
respectively. The path coefficients of service recovery for customer satisfaction and trust are
0.938 and 0.90 respectively. While, the path coefficients of customer satisfaction and trust on
customer loyalty are 0.522 and 0.417 respectively. As for the influence of service recovery on
customer loyalty with customer satisfaction and trust as mediator variables, the path
coefficients are 0.49 and 0.375 respectively, and the results are statistically significant at the
0.001 level.
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- Interactional Justices Loyalty

- Informational Justices
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A15197 1 HanITIATIEViA Composite Reliability, Average Variance Explained &g Cronbach’s

alpha
FauUsdidnen #items Composite Average Variance Cronbach’s
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MHuUINTg 12 0.953 0.628 0.939
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Advil Relative Chi — Square (CMIN/DF) <3.00 1.614 fAnunaunau
(Hair et al., 2010)

Awll Goodness of Fit Index (GFI) > 0.90 0.903 fAnunaunau
(Byrne, 2010)

AmYLl Root Mean Square Error of < 0.08 0.052 fpunaunau

Approximation (RMSEA) (Kline, 2010)

A9T Incremental Fit Index (IFI) > 0.90 0.965 fdanunaunau
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Adwll Tucker Lewis Index (TLI) > 0.90 0.959 fAnunaunau
(Hair et al., 2010)
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Journal of the Association of Researchers Vol. 26 No.1 January - March 2021



M5e5ANIANTNIYY Page |139

63 @
=)
79
5 ™ @ @ €
78
@B s o Yo yeo
i 71
59 AT1 SATZ SAT3) @
(&) —=hm g S (™)
B2 oo
65
()—{eit @ - @
.32 atisfactiol @
!
@ Prooedural e
@ Service Customer
Loyalty o
“ ®
(e7)—={IT () o
ﬂ m - 1.
sonair {2 |—~(3)
@ Interacllonal
75 % &1
58 g3 85 & 81 e
(9) 2 Y e N e (@)
74 @
@ IF1
a6
73 7 @ @ @
85
D
83
68
@

AT 2 HANIVAFRUANNAFIUAIETTLAAEUNITIATIET

A131991 3 ANFUUSTAVBLEUN KazAIANURANAINNINIFINYRILLRaFLNTTIATIETedmSY
NFIATIBINANTENY

Path Diagram Path Standard C.R.
Coefficients Errors (t-value)
Satisfaction Service Recovery 0.938 0.063 17.142
Trust Service Recovery 0.900 0.072 16.187
Customer Loyalty Satisfaction 0.522 0.081 7.143
Customer Loyalty —  Trust 0.417 0.072 5.757
Distributive Service Recovery 0.916 - -
Procedural Service Recovery 0.934 0.068 16.460
Interactional Service Recovery 0.984 0.067 16.071
Informational Service Recovery 0.878 0.071 16.108
DJ1 < Distributive 0.792 - -
DJ2 < Distributive 0.761 0.061 17.402
DJ3 < Distributive 0.765 0.058 17.502
PJ1 Procedural 0.804 - -
PJ2 Procedural 0.786 0.043 22.828
PJ3 Procedural 0.836 0.052 20.024
IT1  Interactional 0.735 0.063 16.263
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IF1 < Informational 0.860 0.046 22.174
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