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Study of Scenario Experiment
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ABSTRACT
Because failure occurrence and recovery condition were not often the same. Hence, increase customer postrecovery satisfaction, let
them be willing to return to consume once again and maintain good relationship with firms. The firms should seek recovery
management method of customers expected. So far works which is about service failure and service recovery have had a lot quite,
but prior works explored service failure types or recovery strategies after service failure for the most part, thus, the purpose of this
study was further to examine the impact of the difference service failure types and difference actual remedy cinditions on
postrecovery satisfaction. Furthermore, the study was also to examine the impact difference service failure types on failure
attribution, failure attribution on expected remedy, expected remedy on recovery disconfirmation, recovery disconfirmation on
postrecovery satisfaction and actual remedy on recovery disconfirmation. Subjects in this study was banking industries, which adopts
a 2(service failure type) by 4(actual remedy) between-subjects scenario experiment. The result revealed that postrecovery satisfaction
was not influenced by service failure types, but was significantly influenced by actual remedy, and service failure types was not
interactive effect with actual remedy; difference service failure types were not significantly difference for failure attribution; failure
attribution positively influences expected remedy; expected remedy positively influences recovery disconfirmation; actual remedy was
significantly difference for recovery disconfirmation; recovery disconfirmation negatively influences postrecovery satisfaction.
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