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1. MB

AR g AHIAE AlFshe AL 719
E37F Hojok siAInl, A= ARl AlE3gollA
A A, oty EAshH 1 oW ZYgE A
H 2~ AE 98 = gla, 1 A2 AiE A
ek vz oA EZokeA] Z=tilung, 2009).
ZHIARE AR AFARRE op7|E AHI 2 Aduf
o AL A AT W & FHA AAHE 7
Pl =1L, ol= A3t AstE o]ojA AfH|2 A
3AETY] WAE s E AEe 7HA "o
(Jeong et al, 2014; La, 2012). 1= &3}
FIAR] A2~ BEE Sl AnAEe Hg3 4
A Y5& HAast & 9lom, ol A BA
Ao HA A3t 3AAQ IS vxith w2t
Al BAIFAN AR B A2 ko] F83)
f8Rloz AZHY StHeg, Azemi et al, 2019
Weun et al., 2004).

AgPATe] w2 Aujz Aol gk 7199
T3 Bate AHl2 Al AellA] 7HEE 4
7kl BAA s Bt osA7]1A]RKSeo et al,
2017, EaAAR B =8 ARk vES ST}
AN71a An|zele] BAE Adleke $83 ol
o, &% AFE A AHQA 7S FEI
(Ford et al, 2015 Sengupta et al, 2015 Park,
2007). Min et al(2019)¢] AolX% FAAE A
2ol AEAR] AP YEH AMRlAE 7|k 1L
ASoA BS B ZA rlest TSS £ 2]
2= Aol FRl=ATH

A2 Aol Bt A A=
TEE  Adok = 344 o E(Equity Theory)
= HEG Al BT Anlap vkl Bk AT
o]ale.g., Singh and Crisafulli 2016; Tax et al,
199), & shte= Az B A=of A nHA"
o] F8 W ie, AF, 7= 29, T4,

3 Ao

T Huw+w

F4E,

98

Aapetel  BAE qrEskEE ATolteg,
Vazquez-Casielles et al., 2017, Ahn, 2013; Tax et
al,, 1998). HZolls Al Asje] Azl tigh
A S B3l U5 2ol la gdE side] A
H| 2~ BErde A5t A% AlgA 2181 ok
(e.g., Nikbin and Hyun, 2015, Ahn, 2013; Yoon and
Seo, 2006).

B dAqe olld AYATE ZAR, dlo] AH|
2 Ao AZHde AR Bl HZste
Au2zs BEF7|diel T dEe X A2 F
AAFE WHsta WrE ke JAAIE st
1A sk, Al AlgAtel AR|Ake] A7) A3
ol 114 #AE AL T Uv AMEE AHlx
A 2ES AR Ak AFEEES 2
7] 98t 3] AuIzQl Fojakg o] 8 AHzt

HoR ARE $HYL FUE ARE T
Agstel SRS FRRDS 5

ol

b
z,

o
>,

2.1 B Bzlo| &4

TjAkel Azl Ar1AQl A
H|golu} mefo] B8l gk @S Eol7] W
woll 4lE)e} vk e B F4L dAnAR
oA g F8g gllojtkMin et al, 2019
Zhang et al, 2016). 53], thiEe] AulzE 39
A= LFE7] wiol]l Auls wiAE Fokoll gloiA
& W F4E A8 AL 4 /A% f4
o ml$ Zad aaoltheong et al, 2014). o]}
A, 7193 A AEE g2 o] Az
she IAIEES] Aol P waeg, Kinard
and Capella, 2006; Koritos et al., 2014), 22722 A
Hl2: foA% FE2 AP JFs mAER



2 ZET} 7ielo] MH|A ST J|cHet Rl olxle FE

(Kinard and Capella, 2006; Pressey and Mathews,
2000, MBIz AAxe] FE3} PAFEL Az °
Al A=l Jde-S HojFEoh I8Nk ol
Han and Lee(2016)+= #AIFZES 77k BARRE
ozl 22 i #AE dZdsE AR AEE A
AZF Axete] WALE efshaA, dAFES A
A AR LA AEd aEo g Mst
™, ARSA Ao =5 71l el ek 4l
& FAga At

b A FEE M2 ARl e 5535
2 e AHER o]FoR IARAAN AN
(Higher-Order Construct o= Ao 4 3tk
Crosby et al.(1990)2 A2~ hvfjollA FHL} 1
A PA Y= vAE WMFEe] A B3 A
Tl BA FEAE AFG} BEolg= 271 2
o Mdoe=z Aelgly Morgan and Hunter(1994)+=
21g e EQlo] AxgAet FudAe] A FE<
Ash= $83% dolgal FRth

2 ATelA AeEe #A FEo FAAMNEH
M 2lEel o2 AASITE B AT |
7F e} Auj2 FolRl dloldEo] ARl Al
deolehs A Aol doldEs o8k
a0k He w3 o, Crosby et al.(1990)¢]
o3t WAIFAS] FANEH Aol S BER
Zow g7 o]tk

2.2 M|A &ujo] Mzt 2| FE

Auz Ao AzHde A
Hizke] 243t A7s ke
A2 AlgAkel tigk Bt o2
ol gubRo®w Afn|x AiE
e AHIARETE SR
(Weun et al., 2004). =3k 8] AojE @3
of A2 A2 BE A3 A= A

AsE AYEA e aHART 7o) AZaE

Pl 0}

99

AMHI2E Hoh EA4] Brlsta ARl Bl tigk
NEE s 2718t Yoon and Seo, 2006). o]xF A
H| 2 Aofjol] gk SE3 &2 AR ojgs) F
A 7 gehs Ak 98-S skATHTax et
al., 1998), AZgt Aulx Azt SAgS de A
HZh= S & 559 ARl E5E 7]distA
B3, o MuAE AT LHAATE A
2> Bl gk 7|y FolA|A AciMiller et
al., 2000).

7|tho] 2(Prospect Theory)oll WEm AH|AF= A
H|27F BEE B3t Wl o]dRT) AH|x A
AN e 4 o 2 0= 7H5-tHSmith et
al, 1999). o2 <lsf A7 Al A7} LG
< e - Anlx 57 AHES B3l 89 B
BEAE Bt ARk AHE] &8s A
Zkek 4 tkWeun et al, 2004). I2{EE AH]x
A7} LA PR Gl met B =
efof ofm ThFsE Afnla Bxgke] ApdEa A
g=jojok dHSeo et al, 2017, Yoon and Seo,
2000). 13RE op2} AlZgE Afnlx Al 1A Al
Fof] FAZA] G vA| L A2 AFAR] 7
A2t o9 FAle) A4S ZFdtKWeun et

2~z 0
JLEN

al, 2000, olst I Aulz sle] Azbge M)
28T ol 2z, BY, TR ¥ 93S

A EE Ax, 235 AR 2 AFA Alele] A
wAS op7|AIF 4 QitkBerry and Parasuraman,
2004).

A8 Aol wEr Anla A7 HAYYS o,
Aul2 B digh &H|Rke] Z|diA7 S1EE
Hzo) Mz~ HAH el F8FGET FoAA
HEg AHlx durt oS Az 2SS
2HAe] S8 FG e FoRAA Ho| AniAke] A
EEe HA STkl AckSeo et al, 2016
Ock et al, 2016; Hoffman et al., 1995). ©]2{gt o]
2o nigo g o e 7S A & ik

2
A
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Hl : Muls AujE Asi] A= A

ol 7429 &= mE Aotk

i

2.3 Fl2loj Chst 2HA| FEo| A&t

ZRIARE Au)2 AR Q1% 7d) BEYAy) b
APe 7, Ao dds F= A HAFE
gt} <l o] &(Attribution Theory)& 94+ 4¢] A}
A EE d4e] Y0le oy AR ZAS
Foeks zlo] ofel, of9A FElsherlel ot
FH gPdely ARE QIAEHE HEY Hhgo] 2t
2= o]2o|tiQuang et al, 2017). #Ql oo
n2d A5k IAFAE e d¥Me EA-S
9

$oln BT B4 B B ok
A

u:

+ A

¢

£ e EARE WAl 84
Bto g Eel= Aol HtHWeun, 2002).

Johnston and Kim(1994)& #S! ©]&& o]-&3}]
T o] Aol sk Aga} Ao ¢S 74
STt 25 AT Ay w=d #AEL T
AHo] & Aol ARl FE o AxE
s, dujazo] Axd Zle fo] A oA
U #9le] dol=rt U #=9b7] wiitelgtal gAs
o Weun20022 A F437% ARl IFHAE
TR ASATONA, AHlz AlgAkel 2HRF
£ 79 W FAS FAESTE AHlx AE

QAHoIT Ae AOE AR ATl Ut

:|_>:>I
ﬁoﬂ
R
X0,
rr
ol
o

F

[

Hoa : ¥ BAo] 2255 Aul AsjE Bl
AHANHD Ho2 o7 Holth

Hob - WA B0l £85% Anl2: AojE §A4
B 5 G AT WA A 02 of

2 el

2.4 MHIA S77ICHoll Cet 7iole] ol

A2 BEore Aulz Adfo] gk tigo 2 F
A 5o, Al Aol gt EFE Y3}
T AL B stal O%A ZoH A AHIAE
2 F=2(Wu and Lo, 2012), AH]2 Bt tigh
7Iti7b §le AL olgd 7FsAdo] ETHChebat
and Slusarczyk, 2005). 7]tjo]&2d] oJshH An|AE
< 7 Holl AR ZIdE ZHA Ha ] Sl
A AFAE AZEA =, ZIddd AR T
u] $of A} F& Aol vEsta 7 o] 4
7 71l wAA] 2 9= BRI Aol wh
ZItiSivakumar et al., 2014). @b AMu|~ Bt=
A2 Bt i 7l = 7k Yoyt
TEFY odelA HgEooF 4FE F Ut
(Bhandari et al., 2007).

Bettman and Weitz(1983)& =2 A7}
7ol A, WA, A 7hsd allel #
© A%E Hola A9 AWt Y A FE
MY, 94, BA E7Fs3E 8%l ot 9l |

= AR ST FOED ARl Al A
FA7 AL ERss B 743 G5 e

F 719 g F83tHZeelenberg and Pieters,
2004). 53], Awg A4S FA7 7 e o
lo] ARBT = A2 Al gAke] ZRolgkar Q14
shA| Hol 3ol o3k =7 oate} KA dF
S & 7FsAdo] ZtiHan and Sung, 2010). ©]2]sh
Z3te S 27k 394 ARdNE
Hd WA FARlS Al Ha, RAH EYAE sH
H9 93 Ade T Urks FEo bk
Folkes(1984)= An]2 Ao PR o & #A
sh= 735, mlee] Aol gk 7|thel MsE = 3
R dFs vAL YFAJNE s Aol
$HE gl AL 5 ARl AlEAe] 3 ks T
sHA| Htkal sk

Weun(2002)2 7W/NJ1E2 oFst HAIE 23 <
rTh A3k BAAE ALY W A2 EHtol s

4

=

1 rlo

o d
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2 ZET} 7ielo] MH|A ST J|cHet Rl olxle FE

A E 2 e s] ke Fgeknt sheka
% WAl Qe Al Auls A3 A58
FRo|a EQPFEE 94 wiFolgtal X|FaiHe]7]

wEe] 1 ARlsE ARE AR Al AF
A7} o] BAE AXFT FAT Aol ¥ 2
ol A2 4 B ST LS A A
B0 BEAE QAo W A5 A
w27 wRel, Al AZAE BARE Q43
233 44T oA girka AZwths Zleld
olela HYATE Mo e B S &
Falsict

Hea : Aulzs A7lE BPga@AZ) oz
oAP5E, Ml B A Sl FHH I
2 w3 Zolt,

H3b - Arls 318 B4 B7h5R0 5 gl
A WA AR AASE, Aulz By 7]

o) el A Fae T Zeol,

2.5 7Eofl Chst 2l =ut

TR 2HAPE S3ide WES T W 74
E3} ALES g]{— Sl=9 oujsl= Aog
71E AL AT A, giet 5715 AL JRARS
TALTe] AFHQl gt &L
S % ¥33cHBerger, 2014) APAT=
719¢] HAol ¥ vAE Fa% a%1Y
glthe.g., Dijkmans et al., 2015). <fusid, A oﬂ
+ Al 2ol T A2 ATl =Tt FolA|aL
AFoldt Al T Al Fsh =e w
W BuEs Anas By P59 3] 41 AN
2~ A3 x93 TS 817] wEel
Hlee et al., 2017).

Kinard and Capella(2006)0l] ™= A{H]2of thgk
BTt w2 WA e tfF Flo] I5=

RS ARl S Btk E=RE Al AlE

T

L?L

olo. 7
=

ru9
ol
fo
o
Rl
PN O it

B

l->
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2kl azfo] Rt AALGS AL Auls B
8 22 2 A HEZ v, AT 9
5 38 A @S mizIckPark,  2007).
Weun(2002)2 8 4o} sz we AL #
3 7 B A2 T WA FEo] T2
= ARl AulE elfEelal dAEel Zlos F1
o olgAl fld AJEe FAA S HaAE

Aoleka Al
AYATE Falol Mulz AFASE 2RSS

WA FAo] FL5F A ATAL BT v
A WA W Al ddfel thd 691

UAZol s BA| BIF5R Zow W Fhsel
FUh= g0l Jbsst, olefd Ade T BE
o2 olojd & ke =93 2AZ AU A
YATo| ANE HBIHA e BE ML =

<
6]-_’_0]

Hda
42 3%, 7o 3
Hb : Aol wg—
A WD Aoz

ke v Zoltk

o>’

rO

2.6 MH|2 S77(cHet 78 =0t
344 ol&2 MM~ BEE Arished], 183
ZAE Agsteg(eong, 2017; Goodwin and
Ross, 1992) ofe] AFAFolxe Anlx B2 =}
ds 3A49 A Adle., At FR)o=E A
23k tkeg, An et al, 2015). Al Bro) A}
= 270 EUEEE AHAlA] AAE AFE HF
AdES ofulshs 7191 WhH, Aul2 EFRo] 4
MB|z AFAZE Bl Aol g A4S o
o g BAl7| o] #SE AoltkWeun et
al.,, 2004). o3t HPAFE 7|RkO 2, AH| 2 B
o] Az gl Aol gk F ZHLe] W

[€)
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7 FHol| FEE HA= QRlolg= Aol 78
F e, Jeong, 2017; McCollough, 2000).

A, Hiol| gt HPAFEL AH=S] ARE
7oA BT A4 A4S 750 BRIt FobA| A,
A2 A7) 7oA B woka g7k 9ol
BN Aol molAle Aol dvkar At
(Sivakumar et al., 2014). =3}, Kim et al.(2016)2 A]
H| 2> Aol Btol theh 9= o] S0l
FIFS mRIThE AMS AT ol2l’t AdE
< A2 A dgell A A e AlgAke] #
Al F4o] AHIAES] AAZAR AHl2~ BT 7]t

I PIAL TR FFE VA 5 ke =7
A SAS AgstEE o 2L 7He] 7hsst
ot

Hp - zvlzte] Aul Aol g Bk 7

ol 38249 dEe mE Aotk

2.7 27| E&, Mu|& S77(ch, 7

713 Al AN BAE e ARl AlgAl
ek AEe Bl tidh AdAdE AT
L AElz Z)del] TRk IS AskRkBerry,
19%). =3, 1A A2 AlgAke] 7)Aol £-3

HIZRs Wl whEe SAA 7R oot

(Ladhari, 2007). F-9lRtt= w3z} AMu|x A2}

a5 PRIt Park, 2007).

ol AT A= BA FHo| &MY
AH|Z Bl GRS pA|AL o) 7o o]
T e =4 FEs 7hssl skE=, st

o ~a)Fk X~
2E& 7ME FEHE 7 Utk

%o i

Héa : #A FZo] Fo55 Al E77]dol

SAAY FEFS M Aotk

Heb : A Fdo] 255 74 284 ¥
& v Rtk

oPFellA AFg 2+ A zte] #A
TEFL ol <Fig 2-DI} 2tk

o

d

et
23]
r {

m

Hé6b
Fig. 2—1 Research Model

102



2 ZET} 7ielo] MH|A ST J|cHet Rl olxle FE

LB
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3.1 B2 ¥ BEC| §F

o] gl Mulz Aol Azt

A F3} FRle) 2L ek

o>‘
o
N
Ho
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=3
[
>
=y
ox
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AC)
to
1

N

Aetuck vkshd, vl&- T AR
T e ] Afnzo)al A AEA A|lFAte
FAdo] A, Arlz Algaket 1A Y] BERbskar
AR #AE WA 4 27] wiiEo]thKinard
and Capella, 2006).

AiEAle BT 36055 wizsidaL o] FelA '
Hol] BAAste] B0 BrFs3t AEAE A8t
I F 3BFE B ARSI SHARE 94
43%, 443 5T%E AHAISHA] stglem, vole= 20th
42.6%, 400 28.1%, 30t 13.8% 50t o]/ 13.3%, 20
o mRt 2.2%9] AR AR AT =3 2AF
7te sl|ofakE Al AL F BA FHo| =
L FEHIHAE H 590, I 4 HTE 6.00°0=
ey, 2 A7 S g AR #ox
o A FH9 Adee dEsiva Bk 4 3l

!

SEIESS

—1

3.2 B0 S8

27l
oo}

E
X

ER

Z
&

103

2 Crosby et al.(1990)¢] AlQksl@ A9} whEo]
ke 7 845 WA Fdo| tigt FANEeE
Aolsliet. AlZ= Moorman et al.(1992)3% Crosby
et al.(1990)°] AHESIE H=E & A7l
FAT Fol| 473S  Likert 78 H=2 ZH3IHA
o} o] QRS TS Oliver(1997)7} 7dstar
Kang and Ahn 201004 AR83I9E 3E-S
sto] Likert 74 &= A3t

Au) 2~ Ao Weun et al(2004)9] 4328 AT
of Bt=E A% & Likert 78 H=2 S48t

A Bkl Ade] gk dTeE dRE
Weiner(1985)0] A|gtet 37FA|Ge, &A1, A, &
A Mdoz Hosldh B AFoME Al 371
2 A FollA R FAZFsA el gk et
< REFEith divkstd, slojatge] Al A=
A2 02 B2 AlFAtel] o) opr]xEE A9le]
Al Al Edehs AL AR gdvkal ddket
7] W&ot AHlY Blodgett et
al.(1993)0] AHES Fa-& At s
o] & 6%%-2 Likert 74

2P & on

JYBe
Aol
A2 SAS,

A

N

=

AT ol HYSI=E
7 HE2 AR,
Parasuraman et al.(199D)¢] 57 &3 =

D2 Ak Likert 78 HEE

A2~

=

=M
[~

M 3}

4.1 Biol i I EISY Y

7= Anderson and Gerbing(1988)¢] 2¢HA|
Wl i AR AYPEE BT Fo
zrdo] Ayt HriE FRde] A
TEUA BYS AREst £tk =
4% AR oA, FALRAS i A

rH o

fo b 4 omd
NI‘IFN
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So] AT BEAS A, Yukdoz A}
F&nkst dulCronbach’s a)3ke o] &3k

S Askele FEES AASAL =
Ae dgarddES Asliske
AYEES SZPAFER TRl F71=2 A A}

3 At HE A= JAEHE oY <
Table. 4-1.>3} 2t} =4¥W<4=52] Cronbach’s aZk
o HA 0764004 H1 0.958%, HEES QA=
Y& dide gEgh Zlez B 4 9t

Tab. 4—1 Reliability Analysis Result

4, A, Az BT )Y, FReleke 579 A
Wk EHse] ok 53] QolA AT sk
o T FAE A} BEolek 2714 Ao )
dow PAUNES A sigsd, olol tisld
& (Table 4-DolAsh o] ANZEE ART Fo
27 elE aQBNe AAste] uEsel Tt
ZARYe ARSAL B4 A3, mde A=
A550] 53 Ao UEhl, ¥ ATolAY B
A FAE A% BE0T T 1AUH A

25834
&y = Cronbach's o
x| NEgESAD | EEYEMED
B Al g 4 4 4 958
HAEE
o = 3 2 2 951
MH| A HTfo] Mzt 4 4 3 927
=28 3 3 2 764
H 2l
SM7tsd 3 2 2 770
MH|A 23 7|C) 5 4 4 875
T+ HA 4 3 2 938
o] ERIFAYGe, x2=1954 (df=8, p=0.012),

RESMA=0.072, NFI=0.99, NNFI=0.99, CFI=0.99, GFl=
0.98, AGFI=0.94).

O9 ths, SR st 914 adEAe
AAste] W2 LA, AFTESA, BEEA o R

s Aok #4 A (9653 (df=75,
p=0.048), RESMA=0.032, NFI=0.96,  NNFI=0.98,

CF1=0.99, GFI=0.96, AGFI=0.93¢& Jeh} ZHmw
o] AdEE FEREFS B8k et fle A
o7 =L, o] < Table. 4-3>3 o] A
W5E S| YT S5 Hs ey

B S FH3 Zlo= Yepith
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Tab. 4—2 Secondary Confirmatory Factor Analysis of Relationship Quality

- d2A% =
BT HS E8g= TRUST T HEQX t-value
TRUST1 140 - -
e TRUST2 143 04 3251
TRUST4 122 09 13.64
TRUSTS 140 04 3543
o = SATT 134 - -
SAT3 1.29 05 2853
Tab. 4—3 Measurement Model Analysis of Latent Variables
OVISES j;‘j e ii‘f t-value
&= SEV RQ | EXATT | STATT | EXP | WOM f
SEV2 1.53 09 1761
A AlTlo
HHEZFZ”H ] sk 1 09 19.72
SEV4 1.72 09 18.84
WOM2 1.97 1 18.06
S35 T o 2.66 AL 2097
EXP1 1.00 08 13.19
MH|A EXP2 98 07 14.08
237\04 EXP4 132 08 16.84
EXP5 113 08 1444
ATT1 1.78 19 951
AL 115 14 799
ATTS 1.21 10 1160
SR ARl | - T e
TRUST 1.04 07 14.08
AEs SAT 146 08 19.12
4.3 71MHd T FREE BAS AAEth 24 A =
o] HFAYP=e} ARATE FHI TR
2 A9 7K AAE st AFEF dig A= x?=199.13(df =80, p=0.00), RESMA=0.073,
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NFI=0.92, NNFI=0.93, CFI=0.95, GFI=0.91, AGFI=0.87
2zl 2 A3nr) ded Zlos Ry
AL, Tt 22 M A AdE 2RI 5 9
Ak

wA HI, anizke] Aulz Aufo) A7H3E EAl
Aqgrs dAFEAS vk ok 72 A
EIE (#=-0.22, t =-3.37). T3, AH|A} A
22 AlgAete] A FAL A AALFE Au 2
Auje] 91 YAHo)T Al BIFsE Aoz o
2 Zolgk= H2a, H2bE &= JTHH2a : 5=0.59,
=730 / H2b: =017, t=3.19).

H3ol e &HIApPE Al AZAtet BAIE EA
AZ3lal & g, ARl Aujg ghikAola, o
A g Qe ARl BT §A Brbed Aol
3L &7)7] wEe) Al Bl tigk ZiulE FA
AAE Aol 7ME M3 7M. 4847
H3a-& A=l ok(5=0.29, t=3.67), H3b2 7]2=]
ATHB=0.04, t=0.03).

His &RA7E Mul2 AlgAteke] BAFE &
S B4 A4S, Aulz AHE AHlz A

2y
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Impact of Relationship Quality and Attribution on Service Recovery
Expectation and Word of Mouths

Yoon, Sungwook**, Park, Seongil***

ABSTRACT

The relationship quality and recovery of service failures perceived by consumers play an essential
role in affecting the service provider’ s image and sales in terms of the highly involved service
industry. In particular, implementation of successful relationship marketing strategies and effective
recovery of service failures provide greater satisfaction for customers expecting customized services
and reinforce the relationships between the companies and consumers. Based on these previous studies,
this research conducted to find out the causal relationship between the variables influencing service
recovery expectations and word of mouth(WOM) by approaching the severity of service failures from
the perspective of relationship marketing and attribution theory. For the empirical analysis of this
research, we conducted a questionnaire surveys of 360 service users of beauty salons, who have
experienced in high-involvement services, and utilized 333 questionnaires for the final analysis. The
hypothesis was experimented using the Structural Equation Model(SEM), and the results are as follows.

First, we identified that the higher the customer perceived the severity of the service failure, the
lower the quality of the relationship. Second, we verified that service users observed service failure as
a temporary and uncontrollable factor as they distinguished service quality as higher. Third, the
hypothesis that customers recognize service failures as a temporary one has a positive impact on
service recovery expectation level is determined through empirical analysis. Forth, it was figured out
that the higher the perceived quality of the relationship with the service provider, the higher the
service recovery level expected by the consumers. At the same time, the hypothesis that optimism for
service recovery expectation affects positive word of mouth has been verified.

The results of this study help develop the customer-oriented business model of the service
companies. Furthermore, the academic significance in that it suggested a new direction for the
research of high-involvement service marketing.

Keywords . Relationship Quality, Severity of Service Failure, Attribution,, Expectation of Service
Recovery, Word of Mouth
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