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ABSTRACT 
 
The Internet environment has transformed the concepts of service failure and recovery strategies from a dyadic 
customer-provider focus into a multidimensional web quality scope. In traditional encounters, the research 
spectrum of service failure and recovery strategies is very much developed from a customer service approach, 
and the responsibility of recovery has been traditionally assumed to be something that is assigned to the 
marketer. Studies pay little or no attention to the multidimensional nature of service failures contingent to 
recovery strategies in developing countries. To date, empirical studies have focused on service failures and 
recovery strategies in developed countries. This paper aims to provide some insights on the need for a context-
specific development of recovery programmes and strategies suitable for developing countries. 
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INTRODUCTION 
 
The Internet environment has transformed the concepts of service failure and recovery strategies from a dyadic 
customer-provider focus to a multidimensional web quality scope. In traditional encounters, the research 
spectrum of service failure and recovery strategies is very much developed from a customer service approach, 
and the responsibility of recovery has been traditionally assumed to be something that is assigned to the 
marketer, ceteris paribus (Bitner, Booms & Tetreault, 1990; Maxham & Netemeyer, 2002; Argo, White & Dahl, 
2006; Roggeveen, Tsiros & Grewal; 2012; Sivakumar & Dong, 2014). By contrast, research into online service 
failure and recovery strategies suggests that understanding is limited to the spectrum of customer-website 
interactivity and less on the multidimensional nature of computer-mediated marketing environment (CMME) 
(Hoffman & Nowak, 1996; Ozuem, Howell & Lancaster, 2008). 
 
 CMME views online customer behaviour in a different way to traditional behaviour. Indeed, the online 
environment situates providers in an intense space of market competition, positioning the customer only a click 
away from switching providers in light of service failure (Ozuem, Howell & Lancaster, 2008; Wang, Wu, Li & 
Wang, 2011). The CMME itself, together with the intensity of competition, serves as an indicator of very low 
customer switching and emotional costs (Forbes, Kelley & Hoffman, 2005). Consequently, online customers 
ignore postservice failure interactivity with the provider even though such activity is intended to recognise such 
failure and initiate service recovery. In such circumstances, customers can switch to alternative providers. In this 
fragile online environment, research into service failure and recovery strategies amongst online services has 
received more attention in understanding the causes of service failure rather than in understating customers’ 
perception on service failure (Meuter et al., 2000; Holloway & Beatty, 2003).  
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 A review of studies examines online service failure and recovery strategies from 2002 (Forbes, Kelley 
& Hoffman, 2003; Kuo et al., 2011; Ozuem & Lancaster, 2014). Research into online service failure and 
recovery strategies has succeeded in assigning meaning to online service failures and categorising these into 
typologies (Forbes, Kelley & Hoffman, 2003; Kuo et al., 2011). Other scholars’ attention was directed towards 
examining the online service failure and recovery strategies on lenses of traditional encounters’ antecedents, 
though fewer antecedents are considered in the online failures (Kuo et al., 2011; Wang et al., 2011; Ozuem & 
Lancaster, 2014). Such epistemological orientations limit the potential and opportunities inherent in CMME. 
Understanding service failure depends on individual expectations. Approaching the ontology of customers in the 
service failure and recovery process should be contextual rather than generic and standardised. Within this scope 
of approaching customers, Wang et al. (2011) examined their perceptions based on justice theory. The principles 
of justice theory lay on the equal fairness assessed from all the parties in a society (Mandle, 2009). In service 
recovery, justice is ‘defined as the customer’s assessment of the fairness of the way in which service failures are 
handled’ (Wang et al., 2011, p. 352). Wang et al.’s (2011) study reveals that customer perception of fairness is a 
reflection of the marketer’s behaviour towards the customer. Zhu et al. (2013) sought to understand customer 
perceptions of what causes service failure (such as whether it is the customer’s or the provider’s fault) through 
attribution theory. Recently Ozuem & Lancaster (2014) utilised a constructivist perspective to comprehend 
customer recovery expectations and satisfaction. Studies pay little or no attention to the multidimensional nature 
of service failures contingent to recovery strategies in developing countries. To date, empirical studies have 
focused on service failures and recovery strategies in developed countries. This paper aims to provide some 
insights on the need for a context-specific development of recovery programmes and strategies suitable for 
developing countries.  
 

THEORETICAL FRAMEWORK AND CONTEXT 
 
The term ‘service failure’ has grown in popularity as a terminology used by both scholars and practitioners over 
the last two decades (Ozuem & Lancaster, 2014). Service failure has occurred in numerous research disciplines, 
including production and management (Craighead, Karwan & Miller, 2004), business (Choi & Mattila, 2008), 
marketing (Sivakumar, Li & Dong, 2014), consumer behaviour (Argo, White & Dahl, 2006) and the service 
industry (Chuang, Cheng, Chang & Yang, 2012). Despite the uniqueness of these settings, if analysed together, it 
is clear that service failure is common to a range of commercial settings, and practical solutions must be attained 
to address service failures.  
 
 Various industries have been researched by scholars examining service failure and recoveries. These 
industries include fashion (Luo et al., 2012; Ozuem & Lancaster, 2014), the airline industry (Bitner, Booms & 
Tetreault, 1990; Ringberg, Odekerken-Schroder & Christensen, 2007; Bonifield & Cole, 2008; Roggeveen, 
Tsiros & Grewal, 2012; Tshin et al., 2014), medical care (Singh, 1990; Choi & Mattila, 2006), hospitality 
(Bitner, Booms & Tetreault, 1990; Smith, Bolton & Wagner, 1999; Smith & Bolton, 2002; Hess, Ganesan & 
Klein, 2003; Craighead, Karwan & Miller, 2004; Bonifield & Cole, 2008), grocery shopping (Singh, 1990), 
automotive repair (Singh, 1990; Craighead, Karwan & Miller, 2004) and the financial industry (Singh, 1990; 
Maxham & Netemeyer, 2002; Chuang, Cheng, Chang & Yang, 2012). Based on the reach of the analysis, it can 
be argued that the latter industry is perhaps the least researched area. In marketing and digital marketing 
research, online service failures and recovery strategies in financial institutions are the most truncated and 
underdeveloped areas, particularly in developing countries.  
 
 Service failure, as a term, can easily be conceptualised, and the definitions in the literature reflect a 
trajectory of meaning from common ground. Traced back to its early elucidation, Bell & Zemke (1987) stated 
that service failure ‘happens every time our experience of service falls painfully short of expectations’ (p. 32). 
Bell & Zemke (1987) suggested that mismanaging the ‘design and deployment of service with laser-like focus 
on the details’ (p. 32) shapes the fluctuating of expectations, that is, service breakdown, which can be identified 
with two distinct labels. First is ‘annoyance’ embodied by irritated customers facing a slight shortage on what 
they have expected (i.e., a minor service failure) (Bell & Zemke, 1987, p. 33). Second is ‘victimisation’ 
personified by customers encountering a major failure (Bell & Zemke, 1987, p. 33).  
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In terms of ‘customer expectations’, Sivakumar, Li & Dong (2014) proposed that ‘service failure entails negative 
disconfirmation when service performance falls below expectations’ (p. 46). To develop upon this idea, 
Sivakumar et al. (2014) imparted another perspective on service failure as follows: ‘With the inherent 
heterogeneity of services, performance sometimes meets expectations, sometimes falls below expectations 
(“service failure”), and sometimes exceeds expectations (“service delight”)’ (p. 41). The term ‘heterogeneity’ 
used in the abovementioned definition refers to the multiple providers a customer can interface within the 
marketplace. It is therefore important to understand the complexity of behaviour amongst customers interfacing 
with service failures in terms of multiple choices in the market. The focus of Sivakumar et al.’s (2014) study is 
on the frequency, timing, proximity and sequence of service. Frequency is divided into two: concentrated and 
dispersed. The first refers to the failure or delight emerging from a single encounter. The second refers to 
multiple short failures or delights. Timing refers to the momentum of the failure or delight occurrence, whilst 
proximity is the interval amongst the failures or delights. Sequence compares a failure and a delight based on the 
importance of each in terms of their awakening series. Sivakumar et al. (2014) proposed that seriously perceived 
‘service failures’ are those with ‘dispersed breakdowns, long interludes among failures, and failures rather than 
delights situated in the closure of the encounter’ (p. 53–54).  
 
 Yet service failure as a phenomenon is immensely complex and prone to misconceptions and gaps 
reflected in the literature and with some relevance for practitioners. The literature shows that scholars have been 
researching service failure from similar grounds/perspectives. Though research on service failure has enriched 
the literature, there is an unsolved puzzle in the extant research and an additional contribution is a necessity.  
 
 The primary idea that explains this complexity generates specifically from the differences amongst 
customer recovery expectations and that of myopic perception of customers’ standpoints in terms of their 
prospects. In Bell & Zemke’s (1987) delineation, the customer’s expectation is associated with ‘the zone of 
neutrality’ (p.32), that is, the state of equality between ‘what was expected’ and ‘the gain’. When the customer is 
satisfied with the experience, s/he is situated in the ‘delighted zone’ (Bell & Zemke, 1987, p.32). By contrast, 
when the customer is dissatisfied with the experience, s/he will be positioned in the undesirable one. ‘On either 
side of the neutral zone is a memorable experience’ (Bell & Zemke, 1987, p. 32). The neutral zone identified by 
Bell & Zemke (1987) does not provide explanations on how to understand customers’ expectations but rather 
provides the marketer with an overview on the ontological stance that they should take (i.e., the delight zone). 
To develop upon this, the complexity in the nature of ‘self’ broadens when conceptualising service failure in the 
context of ‘the delight experience’, and this proposition has been advanced by authors such as Rust & Oliver 
(2000). Rust & Oliver (2000) expressed a view of the ‘counter customers’ delighters’. The notion articulated in 
Rust & Oliver’s study is that ‘critics have suggested that delighting the customer “raises the bar” of customer 
expectations, making it more difficult to satisfy the customer in the next purchase cycle and hurting the firm in 
the long run’ (Rust & Oliver, 2000, p. 86). Rust & Oliver (2000) also considered the perspectives of the 
customer forgetting the delight. The essence of customers forgetting the delight is that of not increasing the 
expectations of self in the sense that the provider is literally not forced to enhance their service above the 
standards they have already set. If this is the case and customers are not elastic in their choices but rather loyal to 
a single provider, Rust & Oliver (2000) concluded that delighting customers is a smart customer persuasion 
technique (p. 92). Some conceptualise the effect of delight on the customer and the provider based on how 
customers give meaning to delightful experiences. Intrinsically, to the latter group, customers are positioned 
under different perception grounds of delight, emphasising the enigma behind what a delightful experience is for 
a customer. Consequently, it is worth exploring how a provider should interact with a customer and what 
recovery strategy they should provide when service failure occurs. 
 
 An additional source of complexity in conceptualising service failure is the divergence within findings 
in relation to the effect that the ‘customer-provider relationship’ has on customer expectations and satisfaction 
when a failure awakens and recovery is provided. The lack of agreement around a structured paradigm as to how 
compact the relationship should be between the provider and the customer has led scholars and practitioners to 
debate these issues. Hess et al. (2003) suggested that the customer-provider relationship is complex and that 
customers interested in long-lasting relationships with a provider are more tolerant of failures, have lower 
recovery expectations and allocate failures to less stable ones. They are consequently more satisfied with 
perceptions of recovery (Hess et al., 2003, p. 140). It is suggested here that a more enduring customer-provider 
relationship is a positive outcome, particularly for providers, in the sense that less recovery effort is required. To 
the brilliance of irony, one may say, the sublime matter behind this study is the questioning of self. Are those 
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findings presumptive yet superimpositions of prior studies, or do they reflect the absolute truth of the issue? 
Reiterating some truth in the ambiguity illustrated in the prior twofold question, the authors themselves 
accentuated generalisation of findings as an issue (Hess et al., 2003, p. 141). 
 
 Hess et al. (2003) analysed customer responses to service failures in the context of prior service 
relationships, and Hui, Ho & Wan (2011) considered the issue of customer trust developed in terms of customer-
provider encounter length. The outcome refers to ‘trust’ being the sublime indicator of how customers assign 
meaning whilst justifying responses to service failures. To illustrate this, the authors argue, ‘Our studies show 
that it is not prior relationship per se but rather trust in the service provider that interacts with self-construal to 
influence consumer responses to service failures’ (Hui et al., 2011, p. 74). In contrast to independent customers, 
it was evident that interdependent ones have less intention to switch and complain in the face of process and 
outcome failures, particularly if they trust the provider (Hui et al., 2011, p. 74). This emphasises trust building, 
particularly if the targeted customers are societal interdependent groups (Hui et al., 2011, p. 75). Note that if the 
customers do not complain, there is a downside for the company: that of the provider having tenuous information 
about the customer’s stance towards the firm—an argument underlined when interdependent customers are 
considered (Hui et al., 2011, p. 76).  
 
 Craighead et al. (2004) called the time from failure occurrence to when the provider becomes aware of 
the failure ‘the pre-recovery phase’ (p. 309). Regardless of the attempt of marketers to develop the optimum 
scenario, that is, minimising the pre-recovery phase, and aiming to develop a pure recovery encounter with the 
customers—a concept explained by the literature as the ‘service communality’ (see Ringberg et al., 2007, p.194 
for the original authors of the concept)—they still face a state of unenviable ‘commercial friendship’ (Ringberg 
et al., 2007, p. 194). One possible reason for the prolonged pre-recovery phase can probably be explained by the 
suggestion of Bougie, Pieters & Zeelenberg (2003). They proclaimed that ‘most dissatisfied customers generally 
do not bother to complain’ (Bougie et al., 2003, p. 390). Therefore, it is difficult to conceptualise the customer’s 
stance solely by making assumptions. It can be difficult for service employees to recognise dissatisfaction if the 
customer does not ‘provide’ a readable sign. 
 
 The idea advanced by Bougie et al. (2003) is the understanding of ‘customer’s behavioral responses to 
failed service encounters’ (p. 377) subject to two emotional responses: dissatisfaction and anger. ‘To explain 
dissatisfaction and anger, authors considered the following behavioural responses: switching, complaining, and 
negative word-of-mouth (WOM)’ (Bougie et al. 2003, p. 378). ‘Dissatisfaction was found to be a significant 
predictor’ (Bougie et al. 2003, p.390) of the first response, whilst anger is significant to the entire list of 
responses (Bougie et al. 2003, p.390). The authors suggested that ‘findings appear to be in contrast with earlier 
work’ (Bougie et al. 2003, p. 389) and create room to criticise how we understand the mental scope of customers 
following service failure behavioural responses. What they do not provide is an elaboration of the providers’ 
ability to understand the mental state of the customer. 
 
 In terms of the emotional responses, the complexity in conceptualising service failures is subject to 
debate around two emotional approaches: variance-based and specific emotions (Zeelenberg & Pieters, 2004). 
The first approach typically situates perceptions of customers as either positive or negative, ignoring any 
explanation along this spectrum (Zeelenberg & Pieters, 2004, pp. 445–446). By contrast, the latter approach 
considers literally everything about customer responses, from what they say through to their body language. All 
of these signs reveal much about customer mental perceptions, as illustrated in Zeelenberg & Pieters’ (2004) 
discussions. These authors suggested that a specific emotions approach ‘requires insight into the specific 
antecedents, phenomenology, and consequences of different emotions’ (Zeelenberg & Pieters, 2004, p. 446). 
Zeelenberg & Pieters (2004) questioned the variance-based approach. Instead they argued that customer 
perceptions of failure should be analysed through the specific emotions approach elaborated upon through 
appraisal emotion theory (see Zeelenberg & Pieters, 2004, p. 446 for authors on appraisal emotion theory). They 
suggested that it is this approach that offers theory to comprehend the mental contour of customers. The analysis 
of the specific emotions approach centres on two emotions, namely, regret and disappointment (Zeelenberg & 
Pieters, 2004). They examined four behavioural responses, which they labelled switch, inertia, complaining and 
word-of-mouth based on these emotions. A synopsis of their findings suggests (1) switching and word-of-mouth 
are related to blended regret and disappointment; (2) complaining is related to disappointment although not to 
regret, and this variance is justified by the idea that customers assign their own responsibility to regret 
(Zeelenberg & Pieters, 2004, p. 452); and (3) inertia has a modest relationship with regret and disappointment 
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and can be considered unique in the context of this model (Zeelenberg & Pieters, 2004, p. 453). Complaining is 
perhaps the factor that exerts the greatest influence on mitigating customer perceptions of inertia (Zeelenberg & 
Pieters, 2004, p. 453).  
 
 Early literature relating to service marketing that focuses on analyses of role theory reflects a 
morphology outcome on customers and employees across common and blended responsibilities (Solomon et al., 
1985). That is, not only employees are considered responsible for customer satisfaction, but the customers 
themselves are also considered in such discussions. Based on role theory, customers are more or less considered 
in terms of learned and systematic behaviour, identified as the mindless concept (Solomon et al., 1985, p. 106), 
whereas the position of employees is explained across intra-role congruence, specifically ‘the degree to which 
the service provider’s concept of his/her role accords with the organization’s conception of that role’ (Solomon 
et al., 1985, p. 104) and inter-role congruence, specifically ‘the degree to which provider and client share a 
common definition of service roles (Solomon et al., 1985, p. 104). It follows that the service provider expects 
from customers an equivalent response to prior responses and a change to their behaviour only when a service 
encounter deviation arises (Solomon et al., 1985). The closer the employee is to the intra- and inter-roles, the 
more positive the provider-customer encounter will be (Solomon et al., 1985). The salient interpretations that 
emerge from the abovementioned discussions (see Solomon et al., 1985). are as follows: First, regardless of the 
responsibility of customers, there are no ‘rules’ that spell out an ideal employee-customer interaction, and it is 
the employees’ duty to design and influence service encounters and satisfaction. They must be able to understand 
customer expectations. Second, regardless of the degree to which a customer remains stable from one encounter 
to another, there is always the possibility of deviation, and the difficulty of managing service encounters remains 
problematic.  
 

MANAGERIAL IMPLICATIONS AND CONCLUSION 
 
Omitting employees from service encounter process ‘ingredients’ is a critical issue that can influence the 
treatments of service failure phenomenon (Bell & Zemke, 1987; Bitner et al., 1990). Though research espouses 
the centrality of employee empowerment, it continues to be a salient theme in the literature but one that is 
perhaps overlooked by practitioners. By its very nature, employee empowerment is identified as a form of 
‘knowledge’ and ‘control’ (Bitner et al., 1990, p.82). Knowledge refers to information imparted to employees 
(for example, on service standards, delivery process and service characteristics, amongst others), whereas the 
freedom of employees to make decisions is assigned to ‘control’ (Bitner et al., 1990). Knowledge will help the 
provider understand what is wrong with the service, whereas control will assign the right to recovery decisions to 
the employee (Bitner et al., 1990). The endorsement that ‘‘the customer is always right’’ is not enough (Bitner, 
1990, p.82). In fact, they can be wrong and can even be insulting, according to Bitner et al. (1990, p. 82). Based 
on their arguments, customers can be very unpredictable. Therefore, employees should have adequate knowledge 
and the decision-making freedom to successfully handle the encounter.  
 
 If a chronological examination of studies in this subject is undertaken, a key concern that may arise is 
how to situate, define and discuss failure and service recovery using a selective approach rather than considering 
the two comprehensively. Recently Sivakumar et al. (2014) questioned the researching of service failures 
alongside service recovery. They argued that most of the research approaching service failure focuses on types of 
recovery strategies, antecedents, mediators and recovery consequences (Sivakumar et al. 2014, p.42). Prior to 
this work, to some extent, Choi & Mattila (2008) criticised conceptualisations of service failure in tandem with 
recovery outcomes. A comprehensive approach of service failure and recovery strategy helps scholars justify 
their studies. However, it leaves the literature prone to subjective interpretations of service failure and recovery 
strategy as separate topics. This does nothing to clarify discussions of what is ultimately a complex debate within 
the subject. 
 
 The earlier sections suggest that service failure is highly significant to the provider. However, service 
failures can mitigate negative consequences through effective recovery strategies (Craighead et al., 2004). There 
are arguments that service recoveries can even enhance customer-provider relationships, yet extant ‘research has 
shown that more than half of attempted recovery efforts only reinforce dissatisfaction’ (Casado-Diaz & Nicolau-
Gonzalbez, 2009, p. 1659). Thus, service failure continues to be portrayed within unclear boundaries. 
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Conceptualising service failure and identifying intrinsic recovery strategies to cope with it are useful to assess 
failure types alone so that a better understanding can be provided.  
 

REFERENCES 
 
Argo, J. J., White, K., & Dahl, D. W. (2006) Social Comparison Theory and Deception in the Interpersonal 
Exchange of Consumption Information’, Journal of Consumer Research, 33(1), 99-108.  
 
Bell, C. R., & Zemke, R. E. (1987) Service Breakdown the Road to Recovery’, Management Review, 76(10), 32-
35.  
 
Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990) The Service Encounter: Diagnosing Favorable and 
Unfavorable Incidents’, Journal of Marketing, 54(1), 71-84.  
 
Bonifield, C., & Cole, C. A. (2008) Better Him than Me: Social Comparison Theory and Service Recovery’, 
Journal of the Academy of Marketing Science, 36(4), 565-577.  
 
Bougie, R., Pieters, R., & Zeelenberg, M. (2003) Angry Customers Don’t Come Back, They Get Back: The 
Experience and Behavioral Implications of Anger and Dissatisfaction in Services’, Journal of the Academy of 
Marketing Science, 31(4), 377-393. 
 
Casado-Diaz, A. B., & Nicolau-Gonzalbez, J. L. (2009) Explaining Consumer Complaining Behaviour in 
Double Deviation Scenarios: The Banking Services’, The Service Industries Journal, 29(12), 1659-1668.  
 
Choi, S., & Mattila, A. S. (2008) Perceived Controllability and Service Expectations: Influences on Customer 
Reactions Following Service Failure’, Journal of Business Research, 61(1), 24-30. 
 
Chuang, S. C., Cheng, Y. H., Chang, C. J., & Yang, S. W. (2012) The Effect of Service Failure Types and 
Service Recovery on Customer Satisfaction: A Mental Accounting Perspective’, The Service Industries Journal, 
32(2), 257-271.  
 
Craighead, C. W., Karwan, K. R., & Miller, J. L. (2004) The Effects of Severity of Failure and Customer 
Loyalty on Service Recovery Strategies’, Production and Operations Management, 13(4), 307-321.  
 
Forbes, L. P., Kelley, S. W., & Hoffman, K. D. (2005) Typologies of E-commerce Retail Failures and Recovery 
Strategies’, Journal of Services Marketing, 19(5), 280-292. 
 
Maxham III, J. G., & Netemeyer, R. G. (2002) A Longitudinal Study of Complaining Customers’ Evaluations of  
Multiple Service Failures and Recovery Efforts, Journal of Marketing, 66(4), 57-71. 
 
Meuter, M. L., Ostrom, A. L., Roundtree, R. I., & Bitner, M. J. (2000) Self-service Technologies: Understanding 
Customer Satisfaction with Technology-based Service Encounters’, Journal of Marketing, 64(3), 50-64.  
 
Hess Jr., R. L., Ganesan, S., & Klein, N. M. (2003) Service Failure and Recovery: The Impact of Relationship 
Factors on Customer Satisfaction’, Journal of the Academy of Marketing Science, 31(2), 127-145.  
 
Hoffman, D. L., & Novak, T. P. (1996) Marketing in Hypermedia Computer-mediated Environments: 
Conceptual Foundations, Journal of Marketing, 60(3), 50-68.  
 
Holloway, B. B., & Beatty, Sh. E. (2003) Service Failure in Online Retailing: A Recovery Opportunity, Journal 
of Service Research, 6(1), 92-105. 
 
Hui, M.K., Ho, C. K. Y., & Wan, L. C. (2011) Prior Relationships and Consumer Responses to Service Failures: 
A Cross-cultural Study, Journal of International Marketing, 19(1), 59-81.  
 



42 ©Copyright 2015 by the Global Business and Technology Association, All Rights Reserved. 
 

Kuo, Y., Yen, S., & Chen, L. (2011) Online Auction Service Failures in Taiwan: Typologies & Recovery 
Strategies, Electronic Commerce Research and Applications, 10(2), 183-193.  
 
Luo, J., Ba, S., & Zhang, H. (2012) The Effectiveness of Online Shopping Characteristics and Well-designed 
Websites on Satisfaction, MIS Quarterly, 36(4), 1131-1144.  
 
Mandle, J. (2009) Rawls’s a Theory of Justice: An Introduction, 1st edition, New York: Cambridge University 
Press. 
 
Ozuem, W., Howell, K. E., & Lancaster, G. (2008) Communicating in the New Interactive Marketspace, 
European Journal of Marketing, 42(9/10), 1059-1083.  
 
Ozuem, W., & Lancaster, G. (2014) Recovery Strategies in On-line Service Failure, in Ghorbani, A. (2014): 
Marketing in the Cyber Era: Strategies and Emerging Trends. Hershey, PA: IGI Global.     
 
Ringberg, T., Odekerken-Schroder, G., & Christensen, G. L. (2007) A Cultural Models Approach to Service 
Recovery, Journal of Marketing, 71(3), 194-214.  
 
Roggeveen, A. L., Tsiros, M., & Grewal, D. (2012) Understanding the Co-creation Effect: When Does 
Collaborating with Customers Provide a Lift to Service Recovery?, Journal of the Academy of Marketing 
Science, 40(6), 771-790. 
 
Rust, R. T., & Oliver, R. L. (2000) Should We Delight the Customer?, Journal of the Academy of Marketing 
Science, 28(1), 86-94.  
 
Singh, J. (1990) A Typology of Consumer Dissatisfaction Response Styles, Journal of Retailing, 66(1), 57-99.  
Sivakumar, K., Li, M., & Dong, B. (2014) Service Quality: The Impact of Frequency, Timing, Proximity, and  
Sequence of Failure and Delights, Journal of Marketing, 78(1), 41-58. 
 
Smith, A. K., & Bolton, R. N. (2002) The Effect of Customers’ Emotional Responses to Service Failures on 
Their Recovery Effort Evaluations and Satisfaction Judgments, Journal of the Academy of Marketing Science, 
30(1), 5-23. 
 
Smith, A. K., Bolton, R. N., & Wagner, J. (1999) A Model of Customer Satisfaction with Service Encounters 
Involving Failure and Recovery, Journal of Marketing Research, 36(3), pp. 356-372.  
 
Solomon, M. R., Surprenant, C., Czepiel, J. A., & Gutman, E. G. (1985) A Role Theory Perspective on Dyadic 
Interactions: The Service Encounter, Journal of Marketing, 49(1), 99-111. 
 
Tshin, E. Y. H., Tanakinjal, G. H., & Sondoh Jr., S. L. (2014) The Key Dimensions of Online Service Quality: A 
Study of Consumer Perceptions, IUP Journal of Marketing Management, 13(2), 7-18.   
 
Wang, Y., Wu, Sh., Lin, H., & Wang, Y. (2011) The Relationship of Service Failure Severity, Service Recovery  
Justice and Perceived Switching Costs with Customer Loyalty in the Context of E-tailing, International Journal 
of Information Management, 31(4), 350-359. 
 
Zeelenberg, M., & Pieters, R. (2004) Beyond Valence in Customer Dissatisfaction: A Review and New Findings 
on Behavioral Responses to Regret and Disappointment in Failed Services, Journal of Business Research, 57(4), 
445-455. 
 
Zhu, Z., Nakata, C., Sivakumar, K., & Grewal, D. (2013) Fix It or Leave It? Customer Recovery from Self-
service Technology Failures, Journal of Retailing, 89(1), 15-29.  
 
 
 


	Readings Book 1st -Cover Page
	Readings Book 2015 Part 1 - Plus TOC
	GBATA 2015 Reading Book _Final 2
	Porter, M.E., & Fuller, M.B. (1986). Coalitions and Global Strategy.  In: Porter, Michael E. eds. (1986) Competition in Global Industries. Harvard Business School Press.
	Renault Atlas (2013). Available from: http:// renault.com/fr/groupe/chiffres-cles/ [30 April 2014]
	THE IMPACT OF NON–COMPLIANCE TO BUSINESS PROCESSES A CASE OF A SOUTH AFRICAN COMMERCIAL BANK
	John F. Agwa-EjonP Pand A. Vermeulen
	ABSTRACT
	INTRODUCTION
	A BRIEF OVERVIEW OF SOUTH AFRICAN CONSUMER PROTECTION POLICIES
	DEFINING SUSTAINABLE CONSUMPTION
	Prior to the coining of the over-arching term sustainable consumption, more one dimensional concepts like ‘eco-efficiency’ (promoted by the World Business Council for Sustainable Development), and ‘cleaner production’ (adopted by the United Nations E...
	ENABLERS AND CHALLENGES IN THE IMPLEMENTATION OF SUSTAINABLE CONSUMPTION
	Table 2 shows that various stakeholders are involved to ensure sustainable consumption and that government, in particular, is critical to ensuring that sustainability is integrated into consumer protection policies.
	GUIDELINES FOR INCORPORATING SUSTAINABILITY INTO CONSUMER PROTECTION POLICY

	INTRODUCTION
	PROBLEM STATEMENT
	RESEARCH OBJECTIVES
	RESEARCH METHODOLOGY
	DISCUSSION OF RESULTS
	Regression Analysis

	MANAGEMENT IMPLICATIONS AND RECOMMENDATIONS
	Internal product
	Collaborative culture
	Organisational structure

	REFERENCES
	ABSTRACT
	INNOVATION
	ROLE OF INNOVATION IN INDUSTRIAL ENTERPRISES
	All enterprises throughout the world are experiencing what can be legitimately called as revolution. Dealing with rising basic material and energy costs, increased international competition, older technology getting obsolete and new technologies emerg...
	DIVERSITY AND INTER-CULTURAL MANAGEMENT
	HOW TO CREATE INTER-CULTURAL TEAMS
	CHALLENGES FACED BY INTER-CULTURAL TEAMS
	INTER-CULTURAL DIVERSITY IN DIFFERENT SOCIETIES
	MANAGING INTER-CULTURAL DIVERSITY
	INTER-CULTURAL TRAINING
	INTER-CULTURAL MANAGEMENT IN USA, INDIA AND GERMANY
	STUDY OF INNOVATION AND INTER-CULTURAL MANAGEMENT STYLE IN DIFFERENT COUNTRIES, RESULTS AND CONCLUSIONS
	REFERENCES
	Autoeuropa: a worldwide case study
	Supervision of the agreements
	Research Method and Instrument


	Baveja, S., Singh, J. and Ledingham, D. (2004). From Products to Service: Why is it not so simple? Harvard Management Update 9 (4), 3-5.
	Cohen, M., Agraval, N., Agraval, V. (2006). Winning in the aftermarket. Harvard Business Review, 84 (5), 129-138.
	European Commission (2001).  Study on the impact of future legislative scenarios for motor vehicle distribution on all parties concerned.  Brussels, pp. 223-229.
	Kawohl, J., Evanschitzky, H., Woisetschläger, D., Ahlert, D. (2009).  Towards a measurement of solution orientation: Construct and research directions.  Proceedings of the International Symposium on Service Science, Leipzig.
	Kleine, O., Lay, G., Schneider, R., (2009).  Strategische Planung von Servicekooperationen mit ”Service Chain Management Tools”. wt Werkstattstechnik online, 99 (6), 438-444.
	Klimmer, M. (2010). Vermarktung von Serviceleistungen in der Industrie-Güterbranche. Universität Mannheim.
	Peschl, T. (2010). Strategisches Management hybrider Leistungsbündel. Frankfurt: Lang.
	Radjou, N., Ross, C., Shey, H. (2007). Indian IT Providers Must Reinvent Their Innovation Strategies To Sustain Global Leadership. Forrester Report for IT Professionals, February 28.
	Reckenfelderbäumer, M. (2004). Die Wirtschaftlichkeitsanalyse von dienstleistungsorientierten Geschäftsmodellen als Herausforderung an das Controlling. In: Meier, M. (Ed.). Dienstleistungsorientierte Geschäftsmodelle im Maschinen- und Anlagenbau. Berl...
	Sharma, D., Lucier, C. and Molloy, R. (2002). From Solutions to Symbiosis: Blending with your Customers. Strategy and business, 27 (2), 38-43.
	Stanley, J., Wojcik, P. (2005). Better B2B Selling. McKinsey Quarterly 38 (3), 14-15.
	Ward, Y., Graves, A. (2007). Through life-management: the provision of total customer solutions in the aerospace industry. International Journal of Service Technology and Management, 8 (6), 455-477.
	Woisetschläger, D., Backhaus, C., Michaelis, M. (2009). Solution Selling: Wie der Wandel zum Lösungsanbieter gelingt. In: Borchert, M., Heinen, E., Zühlke-Robinet, K., (Eds.). Systematische Gestaltung von Leistungen und Prozessen im KMU: Voraussetzung...
	The national Tunisian strategy of education for sustainable development
	Part 1: Official education
	Part 2: Awareness and entertainment for sustainable development
	Part 3: Raising environmental awareness and the development of responsible behaviors among the public
	Part 4: Raising environmental awareness in regional and local planification and development
	Perspectives and recommendations

	Strategic View
	Process Identification And Documentation
	Process Oriented Organizational Structure
	Human Resources Management
	Process Oriented Organizational Culture
	Market Orientation
	Supplier Perspective
	Process Oriented Information Technology

	BUSINESS PROCESS ORIENTATION MATURITY MODEL
	SURVEY OF CROATIAN COMPANIES
	Introduction
	Conclusions
	Comparison between the Two POFs
	University of Johannesburg, South Africa

	HEALTH CARE SERVICE QUALITY IN SOUTH AFRICA – A RURAL IN- AND OUTPATIENT PERSPECTIVE
	Johan W de Jager, Stanley Mokhola and Therese Roux
	Tshwane University of Technology, South Africa
	ABSTRACT
	INTRODUCTION
	MARKETING OF HEALTH CARE SERVICES
	Product and Price
	Heath care marketing can be explained by applying the elements of the services marketing mix. Products consist of tangible goods, services or ideas that are offered to a market for attention, purchase, use or consumption, or for satisfying needs (Kotl...
	Place and Physical evidence
	Promotion or marketing communication
	Process and People
	SERVICE QUALITY AND SATISFACTION OF HEALTH CARE SERVICES
	Quality of health care is defined by Palmer (1991) as the production of improved health and satisfaction of a population within the constraints of existing technology, resources and consumer circumstances. Parasuraman, Zeithaml and Berry (1988) descri...
	PURPOSE OF THE RESEARCH
	RESEARCH METHOD
	Measuring instrument
	Sample and data collection
	DATA ANALYSES AND FINDINGS
	The demographic profile of the respondents looks as follows.  Ninety five percent of the respondents do not belong to a medical aid.  The majority of the sample (63%) are in possession of a secondary qualification (grade 8-12). Over 70% of the respon...
	Table 1: Average level of importance
	Responsiveness: Average
	Lower level = rating
	Table 1 indicates the level of importance of the service quality elements measured. It was evident that the assurance construct was overall (total) and distinctively (in- and -out patients) rated the most important construct amongst the six service q...
	Table 2: Average level of perceived performance
	Responsiveness: 
	Alexander Jeney and José G. Hernández
	Universidad Metropolitana, Venezuela
	María J. García and Gilberto J. Hernández
	INTRODUCTION
	ACKNOWLEDGMENTS

	REFERENCES
	CONCLUSIONS AND RECOMMENDATIONS
	REFERENCES

	INTRODUCTION
	RESEARCH APPROACH
	DIFFERENCES BETWEEN BUSINESS MODELS OF THE COMPANY ON FINNISH AND RUSSIAN MARKETS

	The results of our study are presented in accordance with the steps of the SNA Methodology that were selected for the strategic analysis of INB´s IAP, starting with the characterization of the firm´s strategy.
	INB´s Strategy – Step 1
	International Strategic Alliances in the portfolio– Step 3
	University of Lisbon, Portugal
	ABSTRACT
	INTRODUCTION
	RELATIONSHIP BETWEEN EFFECTIVE LEADERSHIP AND LEADERSHIP SELF - EFFICACY
	COMPETENCIES AND THE PARADIGM CHANGE: FROM SCIENTIFIC MANAGEMENT TO KNOWLEDGE MANAGEMENT
	THE DYNAMICS OF TRUST AND EMOTIONAL LEADERSHIP AS LEVERAGE FOR ORGANIZATIONAL PERFORMANCE
	RESULTS

	DISCUSSION AND ANALYSIS OF RESULTS
	CONCLUSION
	REFERENCES
	Isabel Martins and Ana Martins
	Zirve University, Turkey
	Orlando Pereira
	University of Minho, Portugal
	Albino Lopes
	University of Lisbon, Portugal
	INTRODUCTION
	THE PHILOSOPHY OF “BUSINESS WELFARE”
	CONCLUSION
	REFERENCES
	South African Coal Reserves
	Coal Production

	a)  Coal for the Generation of Electricity (Eskom)

	ABSTRACT
	INTRODUCTION
	THEORETICAL FRAMEWORK
	THE NORTH WEST PROVINCE CONTEXT AND BASIS OF THE STUDY

	METHOD
	Participants
	Instrument and procedure
	Biographical data
	Deliberations on change management

	DISCUSSION
	LIMITATIONS

	REFERENCES
	ABSTRACT
	INTRODUCTION
	THEORETICAL FRAMEWORK
	SOUTH AFRICAN CONTEXT AND BASIS OF THE STUDY

	METHOD
	Participants
	Instrument and procedure

	RESULTS
	Biographical data
	Deliberations on school projects managed by departmental agents
	LIMITATIONS

	REFERENCES
	METHODS
	INNOVATION, INTERNATIONALIZATION AND KNOWLEDGE EXCHANGE IN GLOBAL HIGH-TECH MERGERS AND ACQUISITIONS
	ABSTRACT
	INNOVATION, INTERNATIONALIZATION, LEADERSHIP AND KNOWLEDGE MANAGEMENT AND EXCHANGE IN TECHNOLOGY CONTEXTS
	GLOBAL HIGH-TECH MERGERS AND ACQUISITIONS
	LESSONS FOR LEADERSHIP IN INTERNATIONAL TECHNOLOGY-RELATED ACQUISITIONS
	REFERENCES

	RELATIONAL POLITICAL STRATEGIES IN THE ARABIAN GULF: IMPLICATIONS OF THE INFLUENCE-BASED SYSTEMS OF REWARDS FOR BUSINESS INTERNATIONALIZATION FROM EMERGING ECONOMIES
	ABSTRACT
	INTRODUCTION
	RELATIONAL POLITICAL STRATEGY (RPS), MULTINATIONAL COMPANIES (MNC) AND FAMILY BUSINESSES
	RESEARCH SETTING
	CONTRIBUTIONS, EMPIRICAL DEVELOPMENT AND RESEARCH IMPLICATIONS
	REFERENCES

	David E. Pérez and José G. Hernández
	Universidad Metropolitana, Venezuela
	María J. García and Gilberto J. Hernández
	INTRODUCTION
	ACKNOWLEDGMENTS

	REFERENCES
	INTRODUCTION
	DECSIONS AROUND ENTREPRENEURIAL ENTRY
	ABSTRACT
	INTRODUCTION
	DECISIONS, MOTIVES AND HEURISTICS
	INCOME AND COSTS: AN OPPORTUNITY-CAPITALS FRAMEWORK
	AN ENTREPRENEURIAL DECISION HEURISTIC
	IMPLICATIONS AND CONCLUSIONS
	REFERENCES
	PROPOSED RESEARCH METHODOLOGY
	VIRTUAL DMZ – EXPERIMENTAL TEST BED
	DATA ANALYSIS
	DISCUSSION, CONCLUSION AND LIMITATIONS
	OPTIMIZATION AND EFFICIENT PORTFOLIOS THROUGH THE LENS OF OVERREACTION STRATEGY
	INTRODUCTION
	LITERATURE REVIEW
	METHODOLOGICAL PROCEDURES
	ANALYSIS AND DISCUSSION OF RESULTS
	CONCLUSIONS
	Therefore in terms of voting outcome, the DPP secured 114 MPs, followed by the MCP on 27, the UDF with 17 and 1 MP each for AFORD, MAFUNDE and the MPP.  The rest of the members of parliament were elected to the National Assembly as independent candid...
	Results of voting outcomes
	Source: MALAWI ELECTORAL COMMISSION 2009 "Summary of Successful Candidates by Gender and Affiliation for 2009 General Elections",

	THE FUTURE IS UNPREDICTABLE AND RISK CANNOT BE PLANNED FOR
	Taleb, N.N. (2013, April 20). How to Live in a World we don’t Understand. Available from: https://www.youtube.com/watch?v=iEnmjMgP_Jo
	Wiseman, A. (2015) International Educational Innovation and Public Sector Entrepreneurship http://www.comparative-education.com/published-international-educational-innovation-and-public-sector-entrepreneurship/ accessed February 2015.
	THE RELATIONS BETWEEN ENTREPRENEURIAL ORIENTATION, ORGANIZATIONAL LEARNING AND ORGANIZATIONAL PERFORMANCE OF SMALL ENTERPRISES


	2015 GBATA Book Author Index



