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Abstract

In today’s fiercely competitive business landscape, companies are increasingly
aware that high - quality service recovery strategies are vital for preserving cus-
tomer satisfaction and loyalty. As customer expectations of services contin-ue to
rise, there is a corresponding decline in their tolerance for service failures. Effec-
tive service recovery extends beyond merely correcting individual service fail-
ures; it represents a long - term approach to customer relationship manage-ment
and brand reputation protection. Against the backdrop of the booming e - com-
merce sector, courier services, as an emerging service domain, have drawn exten-
sive attention from both academic and industry circles regarding the ef-
fec-tiveness of their service recovery efforts. This study delves into the effective-
ness of service recovery strategies. It examines the implementation of recovery
measures across different service sectors and their subsequent impact on
cus-tomer satisfaction and loyalty.
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1. Introduction

In today's business world, service recovery is a key strategy for businesses to
maintain customer satisfaction and loyalty. With market competition intensifying
and consumers' rights awareness growing, companies are paying more attention
to service quality and customer experience. Effective service recovery can not
only mitigate the negative impacts of service failures but also turn crises into
opportunities to enhance customer satisfaction and even exceed expectations.
However, successful service recovery is not easy. It requires a deep understand-
ing of consumer psychology, behavior, and the specific context of service fail-
ures.The background of this study lies in the practical and theoretical develop-
ment of service management. Since the 1980s, scholars have focused on service

failures and recovery strategies. As research deepens, emotions in service recov-

DOI: 10.63313/EBM.9070

118 Economics & Business Management


https://doi.org/10.63313/EBM.9070
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

Shuai Yang. Yuxuan Chen

ery have become more important, with emotional contagion theory offering a
new perspective on emotional interactions between service staff and customers.
Meanwhile, the rapid development of e-commerce and courier services has made
service failures and recovery in the courier sector a new research focus. Attribu-
tion theory of service failures further explains how different types of failures af-
fect customer psychology and behavior, and how recovery measures can improve
customer attitudes and behavior.

This study aims to explore the practical application and effectiveness of service
recovery strategies through case analysis. Drawing on existing literature, espe-
cially the emotional contagion perspective, characteristics of courier services,
and attribution theory, it will analyze service recovery processes in specific cases
and evaluate their impact on customer satisfaction and corporate reputation. The
core research questions are: How can businesses effectively address service fail-
ures through recovery strategies? What is their role in enhancing customer satis-
faction and loyalty? And what insights can successful practices offer to other
companies for developing recovery measures?By addressing these questions, this
study seeks to provide practical strategies for effective service recovery, helping
businesses respond swiftly and appropriately to service failures to maintain and
enhance customer relationships. It also aims to offer theoretical support for con-
sumer rights protection and promote the healthy development of service mar-
kets.

2. Literature Review

Service recovery, a key link in service quality management, is theoretically based
on customer satisfaction theory, Parasuraman’ s Service Quality Gap Model, and
consumer behavior theory. When service failures occur, enterprises can restore
customer satisfaction and fix customer relationships through systematic recovery
actions. Its effectiveness depends on three core elements: timeliness (e.g., the 15
- minute response standard in the airline industry), procedural fairness (trans-
parency of compensation rules), and interactive sincerity (empathic expression
of service staff). Modern service recovery has evolved from problem - solving to a
dual - track repair of "emotion" and "relationship”, requiring simultaneous han-
dling of both obvious service defects and hidden emotional traumas.Emotional
contagion theory reveals the micro - psychological mechanism in the recovery
process: the emotions of service staff influence customers' emotions through
three channels: facial expression, tone of voice, and body language. Empirical
studies indicate that positive emotion transmission can increase customer satis-
faction by 27%, especially in high - frequency contact services like express deliv-
ery, where the emotional regulation ability of service staff directly determines
the acceptance of recovery. This necessitates the establishment of an "emotional
labor" training system to empower front - line employees with emotion manage-
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ment skills.

In - depth analysis based on the Critical Incident Technique (CIT) shows that ser-
vice failures in China’ s e - commerce express delivery are characterized by
three - dimensional problems: logistics system disconnection (42% of failure
cases), improper staff operation (31%), and lack of personalized services (27%).
Attribution theory further deconstructs customer cognition logic. When custom-
ers attribute failures to enterprise - controllable factors (such as management
loopholes), the compensation expectation value is 53% higher than for uncon-
trollable factors (like natural disasters). This confirms the core argument of the
"attribution - expectation" regulation model: internal attribution lowers recovery
expectation thresholds, while external attribution triggers high compensation
demands.

This paper will explore the following issues by means of cross - industry case
studies (covering airlines, express delivery, and tourism). It will focus on the dif-
ferentiated effects of emotional contagion intensity in high - and low - contact
scenarios, the dynamic regularity of the "failure - attribution - recovery” chain in
express delivery services, and the cultural context - dependent effects (such as
differences in overbooking compensation between the US and China). Addition-
ally, based on the Service Recovery Paradox framework, it will provide empirical

evidence for enterprises to design an "attribution - matching" recovery matrix.

3. Case Selection

This paper examines three typical service recovery cases across different indus-
tries: overbooking disputes in the aviation sector, itinerary breaches in the tour-
ism industry, and express delivery damage cases in the e-commerce logistics
sector. These cases, sourced from reference materials, illustrate the entire pro-
cess from service failure triggers and attribution cognition differences to the im-
plementation of recovery strategies and their impacts. They are representative of

their respective industries and align well with relevant theories.

3.1. Xiao Liming's Case Against China Southern Airlines for Overbook-
ing

On July 21, 2006, Xiao Liming, a reporter from the Legal Daily, purchased a 30% -
off ticket priced at 1,300 yuan for China Southern Airlines' flight CZ3112, sched-
uled to depart for Guangzhou at 20:10 on the same day. Upon arriving at the air-
port to check in, he was informed by the ground staff of China Southern Airlines
that the flight was overbooked and fully occupied, so he could not board. The
ground service company of China Southern Airlines arranged for Xiao to be re-
booked on a flight of Air China. However, when the staff found that the Air China
flight was also delayed, they called Xiao back and rebooked him onto China
Southern Airlines' flight CZ3110, upgrading him to first class free of charge (with
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a ticket price of 2,300 yuan). During the waiting period, Xiao was escorted to the
first-class lounge to rest. At 22:39 on the same day, the plaintiff departed on flight
CZ3110 in first class, nearly three hours after his original departure time. In Sep-
tember 2006, Xiao Liming sued China Southern Airlines Co., Ltd. in Chaoyang
Court.

The disputed "overbooking" refers to airlines selling more tickets than the actual
number of seats on a flight. Due to the possibility of rebooking and transferring
tickets, overbooking does not necessarily result in passengers being unable to board
due to a full flight. Only when the number of passengers who rebook or transfer is
less than the number of over - sold tickets may some passengers be denied boarding.
This ticket - selling method is unfamiliar to the majority of passengers in China. It
was not practiced in China's air transport industry before but has been introduced
in recent years by learning from foreign airlines. The foreign civil aviation industry,
after decades of practice, has established a comprehensive set of "overbooking"
rules. These include informing the public that airline tickets may be oversold, the
method for selecting passengers who give up boarding when overbooking leads to a
full flight, and the compensation standards. In contrast, the use of "overbooking" by
Chinese airlines is almost in a semi - secret state. Even when overbooking results in
a full flight and passengers cannot board, airlines rarely inform them of the true
reason, not to mention compensation. In recent years, incidents where passengers
have been unable to board due to overbooking have often led to intense conflicts
between tourists and airlines at airports.

After extensive research and careful analysis of the legal aspects of the case, Chao-
yang Court delivered its verdict on April 26, 2007. Although the court did not find
the defendant's actions to be fraudulent, it ruled that the defendant had failed to ful-
fill its obligation to inform and held it liable for the corresponding legal responsibili-
ties. The judgment was based on solid legal grounds and aligned with the expecta-
tions of society, thus gaining widespread recognition.

Following the judgment, Chaoyang Court issued judicial recommendations to the
Civil Aviation Administration of China (CAAC) and the defendant, China Southern
Airlines, aiming to regulate overbooking practices and protect consumer rights. In
May 2007, the Transport Department of the CAAC issued a notice on standardizing
ticket overbooking. In December 2007, several airlines, including Shenzhen Airlines,
Hainan Airlines, Sichuan Airlines, and Spring Airlines, announced their overbooking
compensation plans. In January 2008, at the National Civil Aviation Work Confer-
ence, the CAAC declared that airlines with inadequate overbooking service
measures would not be allowed to expand their business scope or establish subsidi-
aries for two years. It was also announced that from July to September 2008, all air-

lines would suspend domestic ticket overbooking.

3.2. A Typical Tourism Complaint Case
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Mr. Xie and two others signed up for a six - day tour of Jiuzhai Red Leaf Season
through a travel agency in Zhongshan, Guangdong. The local guide's poor organiza-
tion led to repeated delays. They often set off before 7:00 a.m. and returned to the
hotel after 9:00 p.m. The original plan was to arrive at Tianfu Airport in Chengdu,
but they were taken to Shuangliu Airport instead, adding an extra hour to the jour-
ney.On October 26, at Songpan Xiangrui Hotel, tourists were required to wait out-
side the restaurant for one hour without prior consent until the pre - ordered meal
for other group members was completed. The tourists lodged a complaint, request-
ing a refund of the penalty fee as per the contract and disciplinary action against
those responsible.

After thorough communication and coordination by the complaint - handling organ-
ization, the travel agency admitted the itinerary was poorly arranged and apolo-
gized. The tourists showed understanding and reached a settlement. The agency
criticized and fined the tour guide, recorded the incident in the guide's evaluation
file, compensated each tourist 300 yuan, and gave each a 200 - yuan travel voucher.
The tourists were satisfied with the outcome.

This complaint highlights the poor quality of tour guide services. The guide failed to
arrange the itinerary properly, lacked empathy and enthusiasm, and had a passive
attitude, all of which negatively affected the tourists' experience. In civil activities,
both parties must adhere to the principles of equality, voluntariness, fairness, and
good faith. According to Article 577 of the Civil Code, if one party fails to perform or
improperly performs contractual obligations, it must bear the responsibility for
breach of contract, such as specific performance, remedial measures, or compensa-
tion. As per the "Tourism Service Quality Compensation Standards," if a tour guide
or leader fails to meet national or industry - set service standards, thereby affecting
service quality, the travel agency must pay the tourist 1% - 5% of the total travel
cost as a penalty.

3.3. Uninsured Parcel Damage: How to Compensate for the Loss ?

In early August 2022, Mr. Wang contacted a courier company to ship over twenty
pairs of shoes due to relocation. Given their long-term cooperation, the courier col-
lected and packed the items per past practice. Mr. Wang provided the shipping ad-
dress and paid via WeChat, with the courier staff placing the order on the shipping
platform. As Mr. Wang didn't supply shoeboxes and the quantity was large, the cou-
rier stacked the shoes during packing. On September 5, 2022, Mr. Wang found the
package damaged upon receipt, with most shoes worn or damaged, and claimed
compensation from the courier company. The company argued that since Mr. Wang
didn't opt for declared value service, they'd compensate 300 yuan per the au-
to-generated Express Service Agreement during ordering. Mr. Wang, however,
claimed the actual value of the shoes was over 6,000 yuan. After failed negotiations,

he sued the company.
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Regarding shipping costs, as the courier company, though fulfilling the transporta-
tion duty, failed to meet the agreement, it should reduce its reward according to Ar-
ticle 582 of the Civil Code. The first-instance court ruled the company compensate
Mr. Wang 744 yuan (three times the shipping cost) for the item loss and refund the
shipping fee. Dissatisfied, Mr. Wang appealed to the second-instance court. After pa-
tient mediation by the judge, both parties reached a settlement with the company
compensating Mr. Wang 1,300 yuan, concluding the case via mediation.

In practice, to reduce operational risks, courier companies often include declared
value clauses in standard contracts or e-waybills. For standard terms, the clause
provider must give notice and explanation. This obligation isn't waived even if the
contracting party should know the clause content. When shippers place orders, cou-
rier companies must highlight and explain these clauses; otherwise, they won't bind
the shipper.

4. Case Analysis

4.1. Core Attribution of Service Failures

1) Airline Overbooking: Lack of System Transparency

Differences in overbooking between Chinese and US airlines highlight procedural
fairness gaps:

a) Information Disclosure: US airlines explicitly state overbooking risks and com-
pensation rules during ticket purchase. In contrast, Chinese airlines often inform
passengers post - purchase, triggering sudden dissatisfaction when passengers are
denied boarding.

b) Compensation Standards: US airlines use delay duration and ticket price as
benchmarks (e.g., offering compensation up to four times the ticket price). In China,
compensation amounts are generally below the ticket's face value and lack clear
standards.

c) Enforcement Practices: US airlines have mandatory mechanisms for compensat-
ing passengers with accommodation and transportation. In practice, Chinese air-
lines often fall short in service quality (e.g., downgrading hotels).

2)Tourism: Systemic and Execution Failures

Tourism service failures show three - tier breakdowns:

a) System Level: Flaws like overloaded itineraries (14 - hour daily schedules) and
failure to notify passengers of airport changes.

b) Personnel Level: Guides fail to manage schedules properly (e.g., forcing tourists to
wait outside) and exhibit negative service attitudes.

c) Control Level: Companies lack mechanisms to guide tourist behavior, allowing
experiences to deteriorate.

3) Courier Services: Loss of Control in Key Operational Links

CIT analysis reveals three types of structural defects:

a) System Failures (42%): Sorting delays, logistics information gaps, and packaging
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damage.

b) Personnel Violations (31%): Delivery errors, rude attitudes, and refusal of special
requests.

c) Rigid Demand Responses (27%): Unilateral exemption clauses in declared - value
services and refusal of customized delivery requests.

4.2. Cross - Industry Remediation Strategies

1) Aviation: System Reconstruction for Procedural Fairness

Chinese airlines draw on US experience to implement systemic remediation:

a) Pre - notification Mechanism: Embedding overbooking probability alerts and
compensation standards in the ticket - purchase interface.

b) Dynamic Compensation Model: Tiered compensation based on delay duration (30%
of ticket price for a 2 - hour delay, 100% for a 4 - hour delay)

c) Service Closure: Mandating accommodation and catering agreements and creat-
ing dedicated complaint channels for denied boarding passengers.

2)Tourism: Dual - Track Emotional and Economic Remediation

Targeting the high - contact nature of tourism services with a compound strategy:

a) Emotional Compensation: Public apologies and downgrading the involved guide's
credit (listing in an industry blacklist).

b) Economic Compensation: Compensating at the maximum rate per the "Travel
Agency Compensation Standards" (5% of tour fee) plus voucher compensation.

c) Front - Line Empowerment: Granting guides on - site decision - making authority
(e.g., issuing 200 - yuan experience compensation vouchers instantly).

3) Courier Services: Technology - Enabled Attribution Balancing

E-commerce logistics firms achieve attribution compromise through four - dimen-
sional upgrades:

a) Process Optimization: Intelligent sorting systems to reduce error rates and
standardized shock - proof packaging.

b) System Transparency: Real - time tracking with less than 100 - meter error and 1
- hour advance arrival alerts.

c) Flexible Responses: Special - needs delivery channels (e.g., charging an extra 5
yuan per package for designated - time delivery).

d)Clause Restructuring: Mandating 30 - second reading of declared - value clauses

during insurance purchase; otherwise, orders cannot be placed.

4.3. Case Validation of Service Recovery Theories

Case commonalities reveal: Successful recovery requires the "Attribution - Matching

Principle":

1. For controllable errors (e.g., tour guide negligence), focus on emotional repair
and personnel punishment.

2. For systemic failures (e.g., overbooking systems), rely on institutional recon-
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struction and standardized compensation.
3.  For technological bottlenecks (e.g., sorting errors), depend on smart upgrades
and process redesign.

Table 1. Verification of Service Recovery Theories

Industry Core Theory Empirical Findings
Procedural Fairness Pre - notification reduced overbooking complaints by
- Theory 63% (2023 data from Beijing Capital International
Aviation . s 2 . .
Airport), confirming the decisive role of information
symmetry.
Two - Factor Motiva- | Emotional compensation (apologies) contributed 32%
Tourism tion Theory and economic compensation 41% to satisfaction im-
provements (Sun et al., 2010).
Attribution Com- After intelligent declared - value clause prompts, the
Courier promise Model declared - value rate rose from 12% to 37%, reducing
cargo damage disputes by 58% (ZTO Express 2022
Annual Report).

5. Results and Discussion

The research found that service recovery strategies are not just emergency
measures, but a key part of managing the relationship between enterprises and
customers. Effective strategies can significantly enhance customer satisfaction,
boost customer loyalty and deliver long - term value for enterprises. Case analysis
shows that customers are satisfied with prompt, fair and empathetic recovery re-
sponses, and this satisfaction directly strengthens their trust in the brand and their
intention to repurchase.

When service failures occur, if a company's recovery actions surpass customer ex-
pectations, they can not only resolve immediate dissatisfaction but also build a posi-
tive image, turning the experience into good word - of - mouth that attracts new
customers. This kind of recovery strategy that exceeds expectations is actually a
strategic investment. By enhancing customer experience quality and strengthening
the emotional bond between customers and the enterprise, it creates a competitive
advantage that's hard to copy. Effective recovery measures can also reduce custom-
er churn rates and lower the cost of acquiring new customers.

In the eyes of customers, an enterprise that can promptly acknowledge and correct
mistakes demonstrates responsibility and professionalism, which are crucial for
building long - term customer relationships. Companies should integrate service
recovery strategies into their overall service quality management. Through contin-
uous training and process optimization, they need to ensure that frontline staff have
the authority and ability to take prompt and effective recovery actions when service
failures happen. Also, enterprises should establish a continuous improvement cycle,
using customer feedback to constantly refine recovery processes and keep recovery
measures in line with customer expectations and needs. The successful implementa-
tion of service recovery strategies will help enterprises build an excellent service
brand image in the market. Through high - quality service and customer satisfaction,

sustainable development and long - term success can be achieved.
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