Effects of the Focus on Goals versus Processes of Actions on
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ABSTRACT (max 400 words)

Purpose — The purpose of this paper is to understand how construing actions influences consumers’
perceptions of service recovery efforts. When construing an action, some people focus more on the
goal whereas others focus more on the process. We propose that these individual differences affect
consumers’ perceptions of firms’ service recovery efforts. In particular, consumers having tendency
to focus on the process (rather than the goal) of actions will place more importance on apology than
on compensation.

Methodology — Two studies were conducted to test our prediction. In Study 1, participants read two
scenarios (a restaurant that provide an apology but no compensation, and another restaurant that
provide a compensation but no apology), then answered their likeability of each restaurant. The BIF
(Vallacher & Wegner, 1989) was used to measure participants’ focus on goal vs. process. In Study
2, a survey approach was used to examine naturally occurring responses within the population of
interest (i.e., customers who had experienced a service recovery within a past year). Respondents
were asked to recall a service recovery encounter (gained compensation, but bad service recovery
process and/or did not gain compensation, but good service recovery process) and evaluate the
recovery experience as well as report their focus on the goal or process (measured with the BIF).

Findings — Two studies provide support for our prediction. Individuals who are more likely to
focus on the process (rather than the goal) of actions better evaluate the firms’ service recovery
efforts focusing on process / apology than on compensation.

Research limitations/implications — This paper contributes to the service recovery literature by
shedding light on the role of construal level to service failures. Further studies are needed to show
the underlying processes of these effects.

Practical implications — This paper demonstrates that the effectiveness of service recovery efforts,
compensation and apology in particular, may vary among the individuals. Our findings offer a new
perspective, suggesting that managers should consider the consumers’ construal level implications
when designing service recovery efforts.

Originality/value — Understanding how customers evaluate firms’ service recovery efforts is
important from customer relationship management perspective. However, researches on how firms
respond to a complaint is still limited (Davidow, 2003). This paper aims to fill such research gaps.
In addition, this paper is the first research to empirically show the effect of construal level on
service recovery efforts.
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