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ABSTRACT

Thisarticleinvestigateshowcustomers’culturalorientationimpactstheirserviceevaluationswhen
complainingonlineonsocialmedia.Twoseparatescenario-basedexperimentalstudieswereconducted
usingnon-studentsamplesfromtwoculturallydiversecountries(GermanyandIndia).Study1using
83participantsfromGermanyand83fromIndiashowsthatwhencausalexplanationsforservice
failurearegiven, individualistshavehigherperceived justice.Study2with81participants from
Germanyand82fromIndiashows thatwhencognitivecontrol isgiven throughregularupdates
duringservicerecoverytohighuncertaintyavoidanceseekers,theyshowhigherperceivedjustice.The
threeindependentjusticedimensionspositivelyinfluencerecoverysatisfaction,withinformational
justiceshowingthestrongestimpact,followedbyproceduralanddistributivejustice.Thisresearch
thuscontributestothenascentliteratureinsocialmediacomplaining.Managersofonlineservice
organizationscanbenefitfromthesefindingswhendevelopingtheircomplaintmanagementstrategies.
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1. INTRODUCTION

Servicesduetotheirintangibleandheterogeneousnatureareoftendifficulttodeliverwithoutany
fault(Hessetal.,2003)leadingtoinadequateanddeficientservicewhichisknownasservicefailure
(LovelockandQuelch,1983;Maxham,2001).

Theactionsthattheserviceorganizationtakestorespondtotheservicefailuresothattheproblem
is resolved isdefinedasservice recovery(Gronroos,1988;Weunetal.,2004).Awell-managed
servicerecoverybytheserviceorganizationwouldleadtopositivecustomerevaluationsintheform
ofperceivedjusticeandsatisfactionwithservicerecovery(KuoandWu,2012;TaxandBrown,2000).
Satisfactionwithservicerecoveryhasbeenwidelyrecognizedtobeadriverofoverallcustomer
satisfaction,loyalty,word-of-mouthintentandprofitforservicefirms(Bambauer-SachseandRabeson,
2015;delRio-Lanzaetal.,2009;Maxham,2001;Smithetal.,1999).Intoday’sfast-growingdigital
economy,moreandmorecustomersallovertheworldareusingonlineservices(Rosenmayeretal.,
2018;Shopify,2018).BusinesstoConsumer(B2C)onlinesalesin2017grew24.8%over2016to
exceedUS$2.3trillionandisprojectedtoreachUS$4.88trillionby2021(Statista,2018;Shopify,
2018).ChinaaloneaccountedfornearlyhalfoftotalglobalB2Conlinesalesin2017(Researchand
Markets,2018).IndonesiarecordedthefastestgrowthinB2Cecommercemarketwith78%growth
in2017ascomparedto2016.TheothermarketsthatshowedhighgrowthratesareMexico(59%),
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Philippines (51%),China (27%)and India (27%) (PPROGroup,2018).However,online service
providersallovertheworldfacechallengesindeliveringsuperiorcustomerexperiencesandcreate
customerloyaltyasserviceissuesandcustomercomplaintshaverisensharply(Abneyetal.,2017;
Causon,2015;Kumaretal.,2013).Itisevenmorechallengingforthemtorespondtocomplaintsof
customersfromdifferentcultures(Auetal.,2014;PrasongsukarnandPatterson,2012).Thisbecomes
criticallyimportantwhencustomersusesocialmediachannelstolodgetheircomplaintsasitisnow
becomingacommonmethodofpostingcomplaintsworldwide(Bacileetal.,2018;Gunarathneet
al.,2017;OmbudsmanServices,2016).About50%ofallUSconsumerslookforsolutionstotheir
customerserviceproblemsonsocialmedia(PRNewswire,2012).Onlinecomplainingisincreasingly
becomingthenormworldwide;over70%ofIndianinternetusershavecomplainedviasocialmedia
(AmericanExpress,2015).Therapidgrowthinonlinecomplaininggloballyrequiresbothacademic
researchersandmarketingpractitioners tohaveabetterunderstandingof thecustomer’scultural
contextespeciallyof the factors influencingcustomerperceptionsof the firm’sservice recovery
efforts(Senguptaetal.,2018).

Complainingonsocialmediagenerallytakesplaceonapublicplatformwithalargenumber
ofpeoplevirtuallypresenttowitnesstheserviceencounter,itessentiallyevolvesfromone-to-one
communicationbetweencustomerandonline serviceprovider topublic formofcommunication
(SchaefersandSchamari,2016).Consequently,howtheonlinefirmrespondstothecomplainant
willbeobservedbymanymorecustomerswhichinturnwouldaffecttheirevaluationsaboutthe
firm’sbrandimageandreputation(GuandYe,2014;Rosenmayeretal.,2018).Itthereforebecomes
extremelyvitalforonlineserviceproviderstorespondtosuchcomplaintsinamannerthatmaintains
service brand credibility and reduces negative word-of-mouth, while ensuring service recovery
satisfaction(Abneyetal.,2017;Balajietal.,2016;Bougoureetal.,2016).Whileonlineretailersand
neweconomyfirmsareattheforefrontofresolvingcustomerissuesoversocialmedia,evensome
traditionaloldeconomycompanies likeGeneralMotors regularlyusesocialmedia forcustomer
service(TheNewYorkTimes,2014).Thisisfurtherevidencedbytherapidincreaseinthenumber
ofcustomer-responsiveFacebookbusinesspagesto50millionattheendof2015,whichareequipped
withcommunicationtools(Forbes,2015).

Inrecentyears,recognizingtheimportanceofservicerecoveryonsocialmedia,manyglobal
firmshavetheirdedicatedTwitterhandlesforcustomerservicelike@AmazonHelp,@Seamless_Care,
@XboxSupport,@Zappostonameafew.ArecentstudybyTwitterInc.andAppliedMarketing
SciencethatexaminedtherevenuebenefittocompanieswhoprovidecustomerserviceviaTwitter
foundthatcustomerswhogetserviceresolutiononTwitterwerewillingtospendupto20%higher
ontheirnextpurchasesfromthatcompany(Twitter,2016).82%ofcustomerswhohadtheirservice
resolutiononTwitterarelikelytorecommendtheservicetoothers(McKinsey&Company,2015).
Recoveryonsocialmediacanbeacost-effectivesolutionforfirmsasitcostsjustone-sixthofmost
call-center support services (Forbes,2015). In the last tenyears, researchonservice failureand
recoveryinB2Ce-commercehasemergedintheextantliteraturerelatedtoMarketing,Information
SystemsandServiceresearch.However,studiesonservicerecoveryviasocialmediastillremain
scarce(Abneyetal.,2017;Gunarathneetal.,2017).Theliteraturehasbeenfoundtobeevenmore
deficientwhenitcomestoinvestigatingtheimpactofcultureononlineservicefailureandrecovery
(Auetal.,2014;Orsingheretal.,2010;Senguptaetal.,2018).

Asservicefailuresarenegativeandunexpected,customerswouldliketoknowthereasonorcause
fortheeventassuggestedbyattributiontheory(Weiner,2000).Existingstudiesinofflinerecovery
haveshownthatexplanationsimpactevaluationsbymodifyingattributions(Mattila,2006;Bradley
andSparks,2012).Priorresearchhasalsoshownthatserviceissuesandtheirresolutioninonline
settingsisquitedifferentfromofflinesettings(Harrisetal.,2006).Itfollowsthatcustomerfairness
evaluationsofservicerecoveryassociatedwithsuchofflinesettingsmaynotbeapplicabletoonline
settingslikesocialmedia,especiallyinacross-culturalcontext(Lietal.,2017).Moststudiesthat
examinedonlinerecoverystrategieslookedatcompensationandapologywhileexplanationsasa
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recoverystrategyhasbeenoverlooked.Goharyetal.(2016a)foundthatinonlinefailurebutoffline
recovery(telephonecustomersupport),firmsthatinvolvecustomersintherecoveryandgivefailure
explanations,canincreasesatisfaction.Theirpaperdidnotexaminecultureandtheypointedthisout
asanimportantfutureresearchopportunity(Goharyetal.,2016.p.139).Thepresentpaperaims
tobridgethisgapinonlinerecoveryandanswerthecallforresearchfromGoharyetal.(2016).It
doessobyinvestigatinghowcausalexplanationsimpactjusticeandsatisfactionduringsocialmedia
recoveryinacross-culturalcontext.

Priorstudiesinservicerecoveryinanycontexthaverarelyexaminedtheimportanceofcognitive
controlasarecoverystrategywhichisgivinginformationorknowledgetocustomersabouthow
their recovery isprogressing in the formofupdates (Pattersonetal.,2006).This strategycould
be effectively applied to service recovery following a failure as service failures are unexpected
and unforeseen events for customers. This unforeseen characteristic continues for the customer
throughouttheservicerecoveryprocessuntilitscompleted(vanVaerenberghetal.,2018).Providing
informationtocustomersintheformofupdatesduringrecoverywouldgivethemcognitivecontrol
andlikelyimprovetheirserviceevaluations.Recently,Joostenetal.(2017)suggestedresearchersto
examinecognitivecontrolstrategyanditslinktojusticedimensions,specificallyproceduraljustice.
Asthisrecoverystrategyisyetunexploredinonlineandacrosscultures,followingtheirsuggestion
thepresentpaperwilltrytofillthisresearchgapbyinvestigatinginacross-culturalcontexthow
cognitivecontrolimpactsjusticeandsatisfactionduringsocialmediarecovery.Causalexplanation
andcognitivecontrolarebothcost-effectiverecoverystrategiesunlikecompensation,thatcanbeused
byonlineserviceproviders.Althoughrecentstudieshavefoundalinkbetweenjusticeandrecovery
satisfactioninonline,theliteraturestilllacksresearchexaminingtheeffectofinformationaljustice
andproceduraljusticeonrecoverysatisfaction(Goharyetal.,2016a;SinghandCrisafulli,2016).
Thispaperwillspecificallyexaminetheimpactofthesetwojusticedimensions(informationaland
procedural)thusbridgingthegap.

Theresearchobjectivesofthispaperconsideringthecurrentresearchgapisthereforethree-fold:
first, to investigatehowculture impactssocialmediaservicerecovery;second, to investigate the
effectofcausalexplanationsandcognitivecontrolrecoverystrategies;third,tofindouthowrecovery
strategiesimpactinformationalandproceduraljusticeandinturnhowitleadstorecoverysatisfaction.
Thepresentpaperwilltrytoachievetheseobjectivesbycomparingperceptionsofservicerecovery
usingtwodifferentsamplesofparticipantsthatbelongtotwodifferentcultures(GermanandIndian).
Itwouldthusaddresstheliteraturegapandprovideaframeworkforresearchersandpractitioners
interestedinservicerecoveryviasocialmedia.

2. LITERATURE REVIEw

2.1. Service Failure and Service Recovery
Servicesareintangibleandheterogeneousinnatureinvolvingtheservicefirmandoftentimesthe
customer,intheprocessofdeliveringtheservice.Therefore,itisquitedifficulttoalwaysdelivera
faultlessservice(Hessetal.,2003)andcouldleadtothequalityofservicedeliveredbeinginadequate
anddeficientthatistermedasservicefailure(LovelockandQuelch,1983;Maxham,2001).Aservice
failurecanbedefinedasaservicedeliveryperformancethatdoesnotmeettheexpectationsofthe
customerwhich in turngives rise tocustomerdissatisfaction(Maxham,2001).Service recovery
referstotheactionsthattheorganizationortheserviceproviderwouldtaketorespondtotheservice
failuresuchthattheproblemoftheconcernedcustomerisresolved(Gronroos,1988;Weunetal.,
2004).Servicerecoverycanalsobeviewedasabundleofresourceswhichaservicefirmcanusein
responsetotheservicefailure(Kaltchevaetal.,2013;Smith,BoltonandWagner,1999).Managing
servicerecoveryeffectivelyisveryimportantasithasbeenshownthatcustomersevaluateservice
recoverymorecloselythanfirsttimeserviceencountersbecauseoftheiremotionalinvolvementand
thereforethiscanhavehigherimpactoncustomersatisfactionratingsleadingtothembeingmore
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dissatisfiedthantheiroriginaldissatisfactionwiththeservicefailureincaseofpoorrecovery(Berry
andParasuraman,1991).Customerspreferanaccessibleandresponsiveredresshandlingprocedure
inresponsetoservicefailures(OngandTeh,2016).Poorservicerecoveryoftenleadstoswitching
behaviorforcustomersofservicefirms(Keaveney,1995).Conversely,aneffectiveservicerecovery
canleadtoincreasedlevelsofservicesatisfaction(KuoandWu,2012;TaxandBrown,2000).Service
recoverysatisfactionhasbeenfoundtobeanantecedentofoverallcustomersatisfaction,loyaltyand
profitforservicefirms(delRio-Lanzaetal.,2009;Smithetal.,1999).Thus,awell-executedservice
recoveryprogramcannotonlyrestoredissatisfiedcustomers’confidenceinthefirm,butalsorestore
their satisfactionwith the firm’sservices, reinforce loyaltyandgeneratepositiveword-of-mouth
(LopesanddaSilva,2015;TaxandBrown,2000).

2.2. Online Service Recovery
Therehasbeenaquickgrowthworldwideinusageofonlineservicesthathasledtoarapidincrease
inserviceproblemsandcustomercomplaints(Causon,2015;Shopify,2018).Theserviceissuesand
itsresolutioninthisonlinelow-contactmediumisquitedifferentfromoffline(Harrisetal.,2013;
HollowayandBeatty,2003).The lackofhuman interactionand thevital roleof technologyare
majordifferentiatingfactorsascomparedtotraditionalface-to-faceofflinesettings(Orsingheretal.,
2010;Hollowayetal.2005).Moreover,theeaseofexitand/orswitchingmakesservicequalityeven
moreimportantinonlinecomplaining.Evencustomerswhoarenormallyreluctanttocomplainfeel
freetocomplainonlinebecauseofbothphysicalcomfortattheclickofabuttonandrelaxedsocial
factorslikelessembarrassmentandpressure(JasperandWaldhart,2013;OngandTeh,2016).Thus,
onlinecontextshowsuniquecharacteristicsandwarrantsbetterunderstandingoftheantecedentsand
consequencesofrecoverysatisfaction(Bijmoltetal.,2014;Orsingheretal.,2010).

2.3 Justice Theory
Most extant studies examining service recovery situationshave focusedon justice theorywhich
isbasedonsocialexchangetheoryandequitytheory(Abneyetal.,2017;Mazaherietal.,2011).
Existingliteraturehasdocumentedthatcustomersexpectthattheirservicefirmstreatthemfairly
andjustlyincaseofcomplaintresolutions(HoffmanandKelly,2000;Roggeveenetal.,2012).The
justice frameworkproposedbyTaxetal. (1998)states thatduring theservice recoveryprocess,
customersexaminethefairnessoftheprocessfromthreedimensionsnamelyperceivedfairnessof
outcome,perceivedfairnessofinteractionaltreatmentandperceivedfairnessofproceduresgiving
risetodistributive,interactionalandproceduraljusticerespectively(Orsingheretal.,2010).Thereis
alsoafourthdimensionofperceivedjusticecalledinformationaljusticethathasbeenconceptualized
byfurtherseparatinginteractionaljusticeintotwodimensionsnamelyinterpersonaltreatmentand
informational fairness (Colquitt, 2001). Informational justice is specifically concernedabout the
adequacyandtruthfulnessofinformationthatdescribesthereasonsforanunfavorableencounter
(Colquitt,2001;Mattila,2013).

Theactionsthattheserviceprovidertakesduringtheservicerecoveryprocesswouldresultin
thedeliveryofthesefourjusticedimensions.Distributivejusticecanbeperceivedbythecustomer
whentheorganizationtakeseffortstorectifythesituationgenerallybyofferingacompensationor
apology(Smithetal.1999;MayserandWangenheim,2013).Acustomercanperceiveinteractional
justiceiftheservicepersonnelshowpolitenessintheirbehaviorandshowcourtesy,empathyand
respect(vanVaerenberghetal.2012).Similarly, thecustomercanperceiveinformational justice
whenanexplanationisprovidedtoherfortheservicefailure(BradleyandSparks,2012;Goharyet
al.,2016a).Finally,ifcustomersarekeptinformedofwhatishappeningduringtheservicerecovery
process,itwouldimpacttheirperceivedproceduraljustice(ChoiandChoi,2014;Pattersonetal.,2006).

Severalpaststudieshaveshownthatincaseofrecoveriesfromservicefailures,justiceperceptions
havebeenempiricallyfoundtobeanantecedentofrecoverysatisfactionsuchthatjusticeperception
completelymediatestherelationshipbetweenrecoveryattributesofaservicefirmandsatisfactionwith
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servicerecovery(Karandeetal.2007;GelbrichandRoschk,2011).Therefore,“afairperceptionof
organizationalresponsesisanantecedenttoandanecessaryconditionforpost-complaintsatisfaction”
(GelbrichandRoschk,2011,pg.27).Recentresearchhasfoundthatjusticetheoryisrelevantforonline
servicerecoveryasitisforoffline(Abneyetal.,2017).However,mostonlinerecoverystudieshave
neglectedtoexamineinformationaljustice(Goharyetal.,2016).Intheabsenceofdirectinterpersonal
interactionintheonlineservicemedium,theinformationalfairnessoftheserviceencounterwould
likelybemoresalientandrelevanttoaffectconsumerfairnessperceptions.ArecentstudybyGohary
etal.(2016a)hashighlightedtheimportanceofexamininginformationaljusticeinonlinerecovery.
SinghandCrisafulli (2016)pointedout thedeficiencyofstudies thathaveexaminedprocedural
justiceinonlineservicefailureandrecovery.Followingthesuggestionofsuchpreviousresearch,
thispaperusesjusticetheorydimensionsincludinginformationaljusticeandproceduraljusticeto
lookatcustomerevaluationsofservicerecovery.

2.4 Culture and Service Recovery
Servicerecoveryprocessinvolvessocialexchanges,sojusticeperceptionswillbeimpactedbycultural
values(Pattersonetal.,2006).Extantresearchincross-culturalservicerecoveryhasalmostentirely
concentratedonofflineservices(Orsingheretal.,2010;Senguptaetal.,2018).Therapidgrowthof
globalonlineservicesinmulti-culturalsettingsrequirefirmstohaveaclearerunderstandingofthe
customer’sculturalvalues(Greenbergetal.,2008;Ostrometal.,2015).Itisespeciallyimportantto
knowaboutthefactorsinfluencingcustomerperceptionsofthefirm’sservicerecoveryeffortsasthe
impactofculturethatisapplicableinofflineneednotnecessarilybeapplicableforonlinemedium
(Auetal.,2014;Senguptaetal.,2018).Overthepastfewdecades,manyresearchershavestudied
cultureinvariouscontextsbasedonthemodelsprovidedbyHofstede(2001),SchwartzandBilsky
(1987),Trompenaars(1993),ortheGLOBEModel(Houseetal.,2004),amongothers,outofwhich
theHofstedeModelhasbeenthemostwidelyused(MooijandHofstede,2010).Hofstede(2001,
p.9)definescultureas“thecollectiveprogrammingofthemind,whichdistinguishesthemembersof
onegroupofpeoplefromothers.”Priorstudiesincross-culturalservicerecoveryinvolvingrecovery
attributeshavelargelyusedoneormoreculturaldimensionsfromHofstede(1997;2001;2010b)such
ascollectivism-individualism,uncertaintyavoidance,powerdistanceandmasculinity–femininity
(Orsingher et al., 2010; Soares et al., 2007). Collectivism-individualism dimension of Hofstede
(2001)dealswith theextentof interdependenceaculturewouldhaveamongtheirmembers.An
individualwithhighcollectivistorientationwouldgivepreferencetogroupgoalsagainsttheirown
goalsandsuchpeoplewouldoweallegianceto‘ingroups’tolookaftertheminexchangefortheir
loyalty.Uncertaintyavoidancedescribesthedegreetowhichmembersofaculturefeelthreatened
byambiguousorunknownsituations(Hofstede,2001).Individualswithhighuncertaintyavoidance
orientationpreferpredictabilitytoambiguityandtheyarecomfortablewithwrittenrulesandstructure
(Kimetal.,2010).Powerdistancehasbeendefinedas“theextenttowhichthelesspowerfulmembers
ofasocietyexpectandacceptthatpowerisdistributedunequally”(Hofstedeetal.,2010b,p.61).
Cultureswithlowpowerdistancehavelittleinequality;inorganizations,superiorsareopentoinviting
juniorsindecisionmakingwithmoredecentralization.Ontheotherhand,incultureswithhighpower
distancethelesspowerfulpeoplemustdependonthepowerfulforalldecisions.Masculinity-femininity
dimensionrelatestothegenderrolesinasocietyandtheoverlapbetweenthem.Itisconcernedwith
thedegreeofprevalenceofmasculinevalues likeassertivenessandcompetitiveness inasociety
(Hofstede,2001).Thispaperexamines the impactofcultureonservice recoverybyspecifically
lookingintotwooftheculturaldimensionsofHofstede(2001)namelycollectivism-individualism
anduncertaintyavoidance.

2.5 Service Failure, Online Complaining and Recovery in B2C E-Commerce
Manypaststudieshaveexaminedservicerecoverysatisfactioninofflineservicesettingssuchas
restaurants,hotels,resorts,airlines,etc.Recentstudies(particularlyinthepasttenyears)havealso
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investigatedservicerecoveryinB2Ce-commercesettings.Thisemergingandsteadilygrowingstream
of literaturehasexaminedcustomercomplaints inonlineretailingandcustomerservicesaswell
asofflineretailingandcustomerserviceswhereincustomerscomplainedonlinebyemailorsocial
media.Table1showsareviewofstudiesonservicefailureandrecoveryinB2Ce-commercethat
werepublishedduringthepasttenyearsinMarketing,InformationSystemsandServicejournals.
Althoughmoststudiesinthistableemployedsomespecificrecoverystrategy,somestudieswithno
suchspecificstrategywerealsoincludedastheywererelevantforthispaperintermsoftheirstudy
objectivesandfindings.Wenotefromthistablethat15outof23studieshaveusedjusticetheory
thatfurtherunderscoresthefactthatitisthedominantframeworkusedinservicerecoverystudies.
Another importantpoint tonote is thatonly twostudiesoutof these twenty-threeexamined the
impactofcultureintheirpaper.Auetal.(2014)investigatedhowcultureinfluencestheintentionto
complainonlineafterservicefailureforChinesehotels;thepaperdidnotexamineservicerecovery.
Senguptaetal.(2018)investigatedinanonlinecross-culturalcontextabouthowtoapologizeand
whoshouldprovideapologyforservicefailures.Thisclearlyillustratesthedeficiencyinliterature
ofstudiesthathaveinvestigatedcultureinonlinefailureandrecovery.

Intermsofrecoverystrategiesusedinpriorresearch,weseefromTable1thatcompensation
andapologyhavebeenusedbymanystudieswhileafewstudiesdidexamineotherstrategieslike
explanations,customerinvolvementandadaptability.Moststudiesfoundthatbyemployingoneor
morerecoverystrategiesledtopositivecustomerevaluationsintermsofperceivedjustice,recovery
satisfactionandpost-purchaseintentions.

2.6 Causal Explanations and Cognitive Control
Servicefailuresarenegativeandunexpectedeventsforcustomers.Attributiontheoryindicatesthat
peoplewouldwanttoknowthereasonforanynegativeand/orunexpectedevent(Weiner,2000).
Applyingattributiontheorytoservicefailuresituationswouldentailthatcustomerswouldlookfor
anexplanationaboutthecausefortheservicefailure.Extantliteraturehasclassifiedattributionin
threepartsnamelylocusofattributionreferringtothecauseoftheevent,stabilityreferringtothe
persistenceoftheevent,andcontrollabilityindicatingifitcouldhavebeenprevented(Bradleyand
Sparks,2012;Weiner,2000).Priorstudiesinofflineservicerecoveryhavesuggestedthatexplanations
caninfluencecustomerevaluationsbymodifyingattributions(Mattila,2006;BradleyandSparks,
2012).Acausalexplanation,thatis,anexplanationdescribingthecauseofthefailurewouldshift
thelocusofattributionawayfromtheservicefirmandlikelymakethefailureappearuncontrollable
orunpreventabletothecustomer(BradleyandSparks,2012).Thiscouldleadtopositivecustomer
evaluationslikehigherperceivedjusticeorrecoverysatisfaction,withattributionbeingamediator
intherelationshipbetweenexplanationsandperceivedjustice(BradleyandSparks,2012).

Priorresearchinonlinefailureandrecoveryhaverarelyexaminedexplanationsasarecovery
strategywithGoharyetal.(2016a)(seeinTable1)beinganexceptionwhostudiedonlineshopping
failurebutofflinerecovery(phonecalltocustomersupport).TheirpaperusinganIranianstudent
sampleexaminedtheroleofcustomer involvementandfailureexplanationsduringcustomerco-
createdofflineservicerecovery.Thestudyfoundthatinvolvingcustomersduringrecoveryandgiving
explanationsforfailurepositivelyaffectedtheirevaluations.However,theydidnotexaminetherole
ofculturewhichtheypointedoutasanimportantavenueforfutureresearch(Goharyetal.,2016.p.
139).Thepresentpapertriestobridgethisresearchgapbyexamininginacross-culturalcontexthow
causalexplanationsimpactperceivedjusticeandsatisfactionduringsocialmediaservicerecovery.

Cognitivecontrolhasbeendescribedasatypeofcontrolthatenablesanindividualoragroup
toreduceuncertaintyandimposemeaningonevents(Averill,J.,1973;MattilaandCranage,2005).
Itisusuallymanifestedintheformofhavingknowledgeorinformationaboutaparticularevent.As
servicefailuresareunexpectedevents,itislikelythathavingknowledgeorinformationabouthowthe
eventwouldbegettingresolvedwouldgivecognitivecontroltocustomers.Duringservicerecovery,
cognitivecontrolcanbeusedasarecoverystrategybykeepingtheminformedthroughupdatesof
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whatishappeningduringtherecovery(Pattersonetal.,2006).Priorliteratureinservicerecoveryin
anycontexthasseldomexaminedcognitivecontrolasrecoverystrategy.AnotableexceptionPatterson
etal.(2006)foundinofflinerecoverythatprovidingcognitivecontrolresultedinhigherperceived
proceduraljustice.ArecentpaperofJoostenetal.(2017)inofflinerecoveryhasfurthersuggested
servicerecoveryresearcherstousecognitivecontrolasaneffectivestrategyandexamineitslinkto
proceduraljustice.However,inonlinerecoveryacrosscultures,thisrecoverystrategyisyetunexplored.

SinghandCrisafulli (2016)(see inTable1)usingasampleofBritishconsumersforonline
servicerecoveryfoundthatonlineinformationtools(likeonlinehelppages)andcustomizedemail
responsespositivelyimpactedjustice.Ozuemetal.(2017)(seeinTable1)intheirrecentstudyon
Britishfashione-tailingconsumersemphasizedthatpersonalizedcommunicationwithconsumers
(likenon-genericorcustomizedapologies)duringservicerecoveryisnecessary,otherwiseitcould
lead to lower satisfactionandbehavioral intentions.These two recent studies inonline recovery
suggestthatconsumersprefercommunicationduringservicerecoverythatdirectlyaddressestheir
problem,whichindicatestheneedforinformationabouttherecovery.Itwouldthusbeinteresting
toexamineifcognitivecontrolthathadbeeninvestigatedearlierinofflinecontextcanbeappliedto
online,andalsoexaminethecultureeffect.Thispresentstudytriestotideoverthisresearchgapby
investigatinginacross-culturalcontexthowcognitivecontrolimpactsjusticeandsatisfactionduring
socialmediarecovery.Unlikecompensation,bothcausalexplanationandcognitivecontrolrepresent
cost-effectiverecoverystrategythatcanbeemployedbyB2Ce-commercefirms.

2.7. Satisfaction with Service Recovery
Extantliteratureinofflinerecoveryhasfoundtheperceivedjusticedimensionstobeantecedentsof
recoverysatisfaction(delRio-Lanzaetal.,2009;Orsingheretal.,2010;vanVaerenberghetal.,2018).
Manyofthosestudieshaveconceptualizedrecoverysatisfactionastransactionspecificsatisfaction
(Tax et al. 1998) such that the customer evaluates aparticular incident of how the service firm
managedhiscomplaintaftertheservicefailure.Satisfactionwithservicerecoveryhasbeenfoundto
leadtooverallsatisfactionwhichinturnleadstopositivecustomerbehaviorintheformofincreased
repurchaseintentionandpositivewordofmouth(WirtzandMattila2004;GelbrichandRoschk,
2011;vanVaerenberghetal.,2018).Somerecentstudiesinonlinerecoveryhavesimilarlyfoundthe
linkbetweenjusticeandrecoverysatisfaction(Abneyetal.,2017;Bacileetal.,2018;Ghalandari,
2013).However,thereisadeficiencyofstudiesinonlinerecoverythathaveexaminedtheeffectof
informationaljusticeandproceduraljusticeonrecoverysatisfaction(Goharyetal.,2016a;Singhand
Crisafulli,2016).Thispaperwillexaminetheimpactofthesetwojusticedimensions(informational
andprocedural)onrecoverysatisfactioninsocialmediaservicerecovery.

2.8 Gaps in Online Service Failure and Recovery Literature
Basedon this literature review, thepaperhas identified several deficiencieswhich itwill try to
address.Pastresearchersinonlineservicefailureandrecoveryhavepointedoutthelackofresearch
examiningcultureandalsoemphasizedtheneedtoinvestigateexplanationsandcognitivecontrolas
recoverystrategies(Auetal.,2014;Goharyetal.,2016a;Senguptaetal.,2018).Someresearchers
havespecificallysuggestedtostudyhowrecoverystrategiesimpactinformationalandprocedural
justiceandinturnhowitleadstorecoverysatisfaction(Abneyetal.,2017;SinghandCrisafulli,2016).
Thispaperinanonlinecross-culturalcontextinvestigateshowexplanationsandcognitivecontrol
impactjusticeandrecoverysatisfaction.Bydoingso,itwouldaddresstheliteraturegapandprovide
aframeworkforresearchersandpractitionersinterestedincross-culturalonlineservicerecovery.

3. THEORETICAL BACKGROUND AND HyPOTHESES DEVELOPMENT

ResearchononlineservicefailureandrecoveryinB2Csettingshasgrowninthepasttenyearsas
showninTable1.However,thereisstillalackofstudiesthathaveinvestigatedcultureasonlytwoout



Journal of Global Information Management
Volume 28 • Issue 2 • April-June 2020

139

oftwenty-threestudiesinTable1havedoneso.Also,moststudieshaveconcentratedoncompensation
orapologyasrecoverystrategieswhileoverlookingotherstrategieslikeexplanations,personalized
responsesorcustomerinvolvement.Inservicerecoveryliterature(bothofflineandonline)spanning
severaldecades,justicetheoryhasbeenthemostwidelyusedtheorytostudytheimpactofrecovery
strategiesoncustomerevaluations(Orsingheretal.,2010;GelbrichandRoschk,2011).Eveninonline
servicerecoveryresearchinthepasttenyears,itisthemostcommonlyusedtheoryasevidenced
fromTable1(15outof23studiesusedjusticetheory).Somepaststudiesinonlinecontextthathave
examinedtheimpactofservicequalityalongwithservicerecoveryonsatisfactionandloyaltyhave
employedscalesadaptedfromE-S-QUALandE-RecS-QUALofParasuramanetal.(2005).Thesetwo
scalesderivedfromSERVQUAL(Parasuramanetal.,1988,1991)wereusedtoassesswebsiteservice
qualityandcustomerevaluationofserviceencounterswithwebsites(Parasuramanetal.,2005).Some
oftherecentpapersthathaveusedthesescalesareMarimonetal.(2012)whoexaminedtheinfluence
ofe-servicequalityandservicerecoveryonloyaltyforSpanishe-bankingcustomers,andAkinciet
al.(2010)whoevaluatedthee-servicequalityofdifferentTurkishbanks.Thepresentpaperexamines
inonlinefailureandrecoveryhowvariousrecoverystrategiesinfluencecustomerevaluations;itdoes
notspecificallyexaminee-servicequalityanditsimpactonevaluations.Therefore,followingprior
literatureononlineservicefailureandrecoverythathaveexaminedrecoverystrategies,thispaper
usesjusticetheory.Asrecentpriorstudiesinonlinerecoveryhavesuggestedtospecificallyexamine
informationalandproceduraljusticebecauseofitsrelevanceinthiscontextcoupledwiththelackof
suchstudies(Abneyetal.,2017;SinghandCrisafulli,2016),thispaperinvestigatestheimpactof
causalexplanationandcognitivecontroloninformationalandproceduraljustice.

Extantliteraturethathaveinvestigatedcustomercomplainingacrosscultureshavefoundthat
twooutoffiveculturaldimensionsfromHofstede(2001),namelyindividualism-collectivismand
uncertaintyavoidance,haveasignificanteffectoncomplainingbehavior(Bakeretal.,2013;Mattila
andPatterson,2004a).Inthecontextofonlinecomplaining,suchcross-culturalstudiesareextremely
scarceassuggestedbyAuetal.(2014).Theirrecentstudyexaminedthesetwoculturaldimensions
andfoundthatcultureimpactstheintentiontocomplainonline.Followingexistingresearch,this
paper examined individualism-collectivism and uncertainty avoidance in the context of service
recoverybysocialmedia.Moreover,thesetwoculturaldimensionsareparticularlyrelevanttothe
hypothesesofthisresearchasitexaminestheimpactofcausalexplanationsandcognitivecontrol
recoverystrategies(MattilaandPatterson,2004a).

Thispaperlooksatcultureattheindividuallevelbecausemarketingeffortsfocusedoncustomer
characteristicsinsteadofcountrycharacteristicshavehigherprobabilityofsuccessbecauseculture
andcountrymaynotnecessarilycorrespondtoeachotherinallinstances(Leungetal.,2005).In
addition,relationshipsthatholdtrueatthecountrylevelmaynotholdtruewhenappliedasitisatthe
individualleveltoexplainindividualbehavior(Yooetal.,2011;YooandDonthu,2002).Therefore,
followingpreviousresearch,thisstudyexaminesindividualculturaldifferencesassuchstudiesthat
useindividualculturaldimensionsinsteadofnationalityareexpectedtohavewidergeneralization
capabilitythatwouldholdbeyondthecountriesstudiedinthesample(Yooetal.,2011).

Online services, specifically B2C e-commerce is regarded to be an information-intensive
industry(Balajietal.,2016).Thisstudydealswithcomplainingonsocialmedia.Theservicefailure
situationcouldbeforalow-contactservicesettinglikeforane-commercecompany(e.g.Amazon)
oritcouldbeforanofflineservicesettinglikeafashionretailer(e.g.H&M)orhotels(e.g.Marriott).
Ineachcase,thecomplainingtakesplaceonsocialmediawherethereisnoface-to-faceinteraction
betweentheservicefirmandthecomplainingcustomer.Priorresearchhasemphasizedtheneedto
examineinformationaljusticeinsuchsituationsandhasalsopointedoutthatlackofexplanationfor
onlinefailuresisoneofthemajorreasonsforcustomerdissatisfaction,thusunderscoringtheneedto
investigateexplanationsasarecoverystrategy(Goharyetal.,2016a).Followingpreviousresearch,
thispaperexaminestheimpactofcausalexplanationsoninformationaljusticewithindividualism-
collectivismasmoderator.
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Theauthorexpectsthatwhenacausalexplanationisprovidedfortheservicefailure,thedetails
withinthefirm’sresponse,especiallythecontentwithrespecttoitsadequacyandtruthfulness,becomes
importantforfairnessperceptionsresultinginhigherinformationaljusticeforallcustomers.More
specifically,theauthorexpectsthatwhenacausalexplanationforthefailureisprovidedtohighly
individualistcustomers,therewouldbeagreaterincreaseinperceptionsofinformationaljusticeas
comparedtolowerindividualistcustomers.Sinceindividualistsrelymoreoninformationfortheir
decisionmakingthancollectivists,theresearchersexpectthemtousetheadequacyandtruthfulness
ofthecausalexplanationprovided,thuscreatingastrongerpositiverelationshipbetweenexplanations
andperceivedinformationaljustice1asshowninFigure1.

Thus,itishypothesized:

H1:Customerswithhigherindividualistorientationwhenofferedacausalexplanationforservice
failureduringanonlinerecoverywillhaveagreaterincreaseinperceptionsofinformational
justiceascomparedtocustomerswithlowerindividualistorientation.

Very few prior studies have examined cognitive control as a recovery strategy that can be
employedbyservicefirmsbygivinginformationabouttheservicerecoverythroughregularupdates.
Inofflinecontext,Joostenetal.(2017)examineditsimpactonproceduraljusticewhilePatterson
etal.(2006)foundalinkbetweenuncertaintyavoidanceandcognitivecontrol.However,inonline
recoveryacrosscultures,thisrecoverystrategyhasnotbeeninvestigated.Followingpreviousresearch
inofflinecontext,thispaperinvestigatestheimpactofcognitivecontrolonproceduraljusticewith
uncertaintyavoidanceasmoderator.

Socialmediacomplaining,unlikeofflinecontext,takesplaceinthevirtualpresenceofanumber
ofothercustomersandisthussubjectedtothebystandereffect(Gunarathneetal.,2018).Thiscan
impactthefocalcustomer’sdesiretohavecontrolovertherecoveryprocessbymeansofreceiving
specificinformation.Itwouldthusberelevanttofindoutbothfromatheoreticalandmanagerial
perspectivewhatkindofcustomerswouldprefermoreorlesscontrol,fromaculturalstandpoint.
Itislikelythathigheruncertaintyavoidancecustomerspreferpredictabilityoverambiguityandare
moreactiveandsecurity-seekingthanloweruncertaintyavoidancecustomers(Triandis,1995).In
onlinerecovery,ascustomersperformmoreoftheservicethemselvesthaninoffline(Changand

Figure 1. Graphic representation of the research model
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Chin,2011),higheruncertaintyavoidancecustomerswouldwantmorecontrolevenduringtheservice
recoveryprocessandwouldpreferregularupdatessoastominimizeambiguityandunpredictability.
Asthisisspecificallyconcernedwiththeservicerecoveryprocessperse,thispaperexaminesthe
impactonproceduraljustice2asshowninFigure1.

Thus,itishypothesized:

H2:Customerswithhigheruncertaintyavoidanceorientationwhoareprovidedcognitivecontrolover
theservicerecoveryprocessduringanonlinerecoverywillhavehigherperceivedprocedural
justiceascomparedtocustomerswithloweruncertaintyavoidance.

Existing studies in offline and online recovery have found that justice positively impacts
satisfactionwithservicerecovery(Abneyetal.,2017;delRio-Lanzaetal.,2009).However,inonline
recoverytheeffectofinformationaljusticeandproceduraljusticeonrecoverysatisfactionhasscarcely
beenstudied(Goharyetal.,2016a;SinghandCrisafulli,2016).Thispaperexpectsthatinformational
justiceaswellasproceduraljusticewillhaveapositiveinfluenceonrecoverysatisfactioninonline
complaining.The author also expectsdistributive justice3 tohave apositive impacton recovery
satisfactionintheonlinecontext.Thus,itishypothesized:

H3a:Perceivedinformationaljusticewillbepositivelyrelatedtosatisfactionwithservicerecovery
inanonlinecontext.

H3b:Perceivedproceduraljusticewillbepositivelyrelatedtosatisfactionwithservicerecoveryin
anonlinecontext.

H3c:Perceiveddistributivejusticewillbepositivelyrelatedtosatisfactionwithservicerecoveryin
anonlinecontext.

4. METHODOLOGy

4.1 Design
Thisresearchusedexperimentaldesignusinghypotheticalscenariosofservicefailureandrecovery
inanonlineretailingandcomplainingcontextasusingscenarioslowerschancesofbiasesdueto
lapsesinmemoryorrationalizationtendenciesthatarecommoninretrospectiveself-reports(Smith
et al., 1999). In addition, it enables easier operationalizationofmanipulationsby researchers as
comparedtorealservicefailures(Kaltchevaetal.,2013).Theauthortestedthefirsttwohypotheses
by twodifferent studiesusing twosingle factorbetween-subjectsexperimentaldesignwitheach
designhavingaseparatemanipulation.Theservicefailurescenarioisthesameinbothstudiesand
themanipulationsaredoneintheservicerecoveryscenarios.Instudy-1,thepresenceorabsenceof
causalexplanationsismanipulatedwherebyparticipantsaretoldthattheyeitherreceiveordonot
receiveadetailedexplanationaboutthecauseoftheservicefailure.Instudy-2,cognitivecontrol
overtherecoveryprocessismanipulatedwherebyparticipantsaretoldthatthefirmeitherkeptthem
informed(highercognitivecontrol)ordidnotkeeptheminformed(lowercognitivecontrol)during
therecoveryprocess.

4.2 Sample
Inordertomaximizethevariancewithineachofthetwoculturaldimensionsthatarerelevantforour
researchnamelyindividualism-collectivismanduncertaintyavoidance,participantswereselectedfrom
GermanyandIndiaasthesetwocountrieshavecontrastingscoresinHofstede’snationalscores(1991)4.
ParticipantsfromGermanyandIndiawererecruitedfromFigureEight(formerlyCrowdflower),a
crowdsourcingplatform(www.figure-eight.com)thatprovidessurveyparticipantsfrommorethan
100countries.Foreachofthestudies,participantswerepaid0.9USDandittookthemonanaverage
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7-8minutestocompletethemainstudies.AseparatedesignandsamplewereusedtotestH1and
H2thusgivingrisetostudy-1andstudy-2respectively.Theauthorconductedpre-testsandmaintests
separatelyforeachofthetwostudies.TheonlinesurveysoftwaretoolQualtricswasusedtodesign
thequestionnaireandadministerthesurvey(www.qualtrics.com).Forthepre-testforstudy-1,data
wereanalyzedfrom41participantsinGermanyand39fromIndia;forpre-testforstudy-2,datawere
analyzedfrom39participantsinGermanyand39fromIndia.Forthemaintests,instudy-1there
were83participantsfromGermanyand83fromIndia(n=166).(Germansample:77%male;Mage
=32.2years,SD=10.7;Indiansample:79%male;Mage=29.1years,SD=10.2).Forstudy-2,
therewere81participantsfromGermanyand82participantsfromIndia(n=163).(Germansample:
82%male;Mage=31.6years,SD=10.5;Indiansample:85%male;Mage=29.3years,SD=10.3).
Priorliteratureinexperimentalresearchhavepointedouttherequirementofhavingadequatesample
size(BausellandLi,2002;Cohen,1988).Inordertoachievestatisticalpowerforexperimentsto
beanalyzedbyANOVA,itisexpectedthateachexperimentalconditionofthestudyshouldhave
atleast20participants.Consistentwithexistingliteratureonservicerecoveryusingexperimental
design(Mattila,2010;Wan,2013),itwasensuredthatthesamplesizesfrombothcountrieswere
sufficient.Therefore,inboththemainstudiesofthispaper,forthesingle-factor(2-experimental
conditions)studydesignstherewereatleast80participantsfromeachofthecountries(Germany
andIndia),thusfulfillingtheadequatesamplesizerequirement.Samplesforbothstudiesconsisted
ofrespondentsfromawidevarietyofoccupationsandagesasshowninTable2andTable3for
study-1andstudy-2respectively.

Asthisresearchrelatestoonlineshoppingandcomplainingonsocialmediaforservicefailures,
bothstudiesincludedonlythoserespondentsfromGermanyandIndiawhohadshoppedonlineat
leastonceduringthesixmonthspriortothesurvey,andwereactivesocialmediauserswithatleast
oneactivityinthepastonemonthonanyofthesocialnetworkingsites.Table4showstherespondent
characteristicsforbothstudiesintermsoftheironlineshoppingandsocialmediaactivity.

4.3 Procedure
FortheGermanparticipantsthesurveyswerepresentedinGermanlanguage(Deutsch)whilefor
IndianparticipantsthesurveyswerepresentedinEnglish5.Inordertoensureitemequivalencewhich
isimportantformulti-lingualstudies,thequestionnairesforGermanparticipantswereclassically
preparedusingbothforwardandbackwardtranslationbybilinguals.TheEnglishsurveywasforward
translatedbyabilingualwhosemothertonguewasGerman,andthenbacktranslatedbyanother

Table 2. Descriptive statistics for study 1
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bilingualwhosemother tonguewasEnglish(Brislinetal.,1973;Hambleton,1993).Inaddition,
groupdiscussionswereconductedwithnativeGermanspeakerstoensuremeaningequivalenceof
theconceptsandphrasesrelatedtooursurvey.Thesamplingequivalencewasfurtherensuredbythe
factthattheauthorscollecteddatafromparticipantsthatwereequivalentforthisresearch’sobjectives
(WangandMattila,2011).Therefore,samplesfrombothcountriesweresourcedonlyfromFigure
Eightplatform’sLevel3participants(thehighestqualitylevel)toensureminimumdemographic
variancebetweengroups.

Allparticipantswerefirstaskedtoimaginethemselvesinaservicefailuresituationinonline
retailingthatinvolvedthedeliveryofawrongproduct.Thisservicefailurescenariowaschosenas
recentarticlesinacademicliteratureandbusinesspresshavesuggestedthatdeliveryofwrongproduct
likewrongmodelorwrongsizeisquitecommonandoneofthemainserviceproblemsencountered
byonlinepurchasersforwhichtheonlineretailerisdirectlyresponsible(Senguptaetal.,2018;The
Guardian,2014).Theparticipantswereaskedtoimaginethattheypurchasedanelectronicproduct
(laptopcomputer)onlinebutweredelivered thewrongmodel, followingwhich they tweet their
complainttotheofficialTwittercustomerservicehandleofthecompany.Thisservicefailurescenario
thatiscommontoallexperimentalconditionswasfollowedbyrecoveryscenariosintheformof
tweetresponsesfromthecompanythusrandomlyexposingparticipantstothestudymanipulations.In

Table 3. Descriptive statistics for study 2

Table 4.  
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study-1,participantswereeithertoldthattheyreceivedcausalexplanationforthewrongdeliveryof
theproductandwerepromisedaquickreplacementorinthealternateconditiongivennoexplanation
butpromisedquickreplacement.Instudy-2,participantswereeithertoldthattheywouldreceivea
replacementorderandthenthecompanykeptthemupdatedabouttheirorderprocessingstatusthrough
regulartweetsorinthealternateconditiontheywerepromisedareplacementorderbutprovidedno
updates.Subsequently,attheendofthescenarioinbothstudies,allparticipantsreceivetheircorrect
order.Appendix-Bdetailsthescenariosofbothstudies.

4.4 Measures
Appendix-Alistsallthescalesandthemanipulationchecksusedinthestudies.Informationaljustice
ismeasuredusingscalesadaptedfromColquitt(2001),proceduraljusticeusingscalesadaptedfrom
delRio-Lanzaetal.(2009)anddistributivejusticeusingscalesadaptedfromSmithetal.(1999).
RecoverysatisfactionismeasuredusingscalesadaptedfromSmithetal.(1999).11itemsofthe
CVSCALEwereusedtomeasureIndividualism-CollectivismandUncertaintyAvoidance(6items
forIndividualism-Collectivismand5itemsforUncertaintyAvoidance)culturalorientationsatthe
individuallevel(YooandDonthu,2002).Bydoingamediansplit, thesecontinuousvariablesof
culturalorientationswereturnedintocategoricalvariablesofhighandlowIndividualism-Collectivism,
andhighandlowUncertaintyAvoidance.Allthemeasuresdemonstratedgoodscalereliabilitywith
strongCronbach’salpharangingfrom.80to.89forstudy-1andfrom.88to.94forstudy-2(asshown
inAppendix-A)thusexceedingtheacceptedstandards(Nunnally,1978).Asmanipulationcheckfor
study-1,participantswereaskedwhethertheyweregivenanexplanationfortheservicefailure.For
study-2,IaskedthemiftheywerekeptupdatedabouttheirorderstatusonTwitterandcouldpredict
whentheywouldbereceivingtheirorder.Arealismcheckwasdonebyaskingparticipantshow
realistictheyfoundtheproblem.Allscaleswere7-pointLikertscales.

4.5 Results

1. Pre-testStudy-1

Thispretestwasconductedtotestthe‘presenceorabsenceofcausalexplanation’manipulationby
randomlyassigningparticipantstooneofthesetwoconditions.Therandomassignmentwasdone
usingQualtricsforallthestudies.AsthisresearchusedtheonlinesurveysoftwaretoolQualtricsto
administerthesurvey,theauthorusedtheRandomizeroptionoftheSurveyFlowfeaturetorandomly
assignparticipantstooneofthetwoscenariosofthepre-testsandthemaintestsofstudy-1andstudy-2
(QualtricsSupport,2019).ForIndianparticipants,one-wayANOVArevealedthattheyagreedthey
wereprovidedanexplanationinthefirstconditionbutnotinthesecond(Explanations-present=5.05,
Explanations-absent=2.79,F=16.37,p<.001).ForGermanparticipantsalso,one-wayANOVA
revealedthattheyagreedtheywereprovidedanexplanationinthefirstbutnotinsecondcondition
(Explanations-present=5.57,Explanations-absent=1.95,F=58.16,p<.001).

2. Pre-testStudy-2

Thispretestwasconductedtotestthe‘cognitivecontrol-highorlow’manipulationbyrandomly
assigningparticipantstooneofthetwoconditions.ForIndianparticipants,one-wayANOVArevealed
thattheyagreedtheywereupdatedabouttheirorderstatusandcouldpredictabouttheirorderdelivery
thushavinghighercontroloverthesituationinthefirstbutnotinthesecondcondition(Cognitive
control-high=6.00,Cognitivecontrol-low=3.68,F=34.69,p<.001).ForGermanparticipants
also,one-wayANOVAindicatedsimilarresults(Cognitivecontrol-high=6.33,Cognitivecontrol-
low=2.00,F=106.77,p<.001).
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3. Realismcheck

Participants inboth countries agreed that the scenarioswere realistic and reflected real-life
experienceswithonlineshoppingandcomplaining(Study-1:Germany:M=5.63,India:M=5.79;
Study-2:Germany:M=5.02,India:M=5.36).

4. MainStudy-1

Thisstudy tested themoderatingeffectof individualistvalueorientationon the relationship
betweenexplanationsandinformationaljustice.ANOVAresultsshowthattherewasamaineffect
forexplanations(F(1,162)=14.2,p<.001)demonstratingthatparticipantsfeltahighersenseof
informationaljusticewhengivenexplanationfortheservicefailure,irrespectiveoftheirIndividualism-
Collectivismorientation.Therewasalsomaineffect for Individualism-Collectivismorientation
(F(1,162)=33.13,p<.001).

As expected there was a significant interaction between explanations and Individualism-
Collectivism(F(1,162)=4.17,p=.043)suchthatparticipantshighonIndividualism(andlowon
Collectivism)perceivedhigherinformationaljustice(M=5.18,SD=1.16)whenofferedexplanations
thanparticipantslowonindividualism(andhighoncollectivism)(M=3.60,SD=1.63,t(83)=3.82,
p<.01).ThisfindingsupportshypothesisH1thatcustomerswithhigherindividualistorientation
whenofferedanexplanationforservicefailureduringonlinerecoverywillhaveagreaterincreasein
perceivedinformationaljusticeascomparedtocustomerswithlowerindividualistvalueorientation.
Fortheno-explanationcondition(althoughnothypothesized),bothindividualistsandcollectivistshad
similarlevelsofperceivedinformationaljustice(individualists:M=3.41;collectivists:M=3.35;p
>.10).Figure2illustratesperceivedinformationaljusticeforbothconditions.Thisstudyalsofound
significantinteractionbetweenexplanationsandIndividualism-Collectivismonproceduraljustice
(F(1,162)=3.97,p=.047),andalsoondistributivejustice(F(1,162)=3.86,p=.051).

5. MainStudy-2

This study tested the moderating effect of uncertainty avoidance value orientation on the
relationshipbetweencognitivecontrolandproceduraljustice.ANOVAresultsshowthattherewas
maineffectforUncertaintyavoidancevalueorientation(F(1,159)=10.69,p<.002).Therewasno
maineffectforcognitivecontrol(F(1,159)=1.39,p=.241)butasexpectedtherewasasignificant
interactionbetweencognitivecontrolanduncertaintyavoidancevalueorientation(F(1,159)=4.09,
p=.045)suchthatparticipantshighonuncertaintyavoidanceperceivedhigherproceduraljustice
(M=5.71,SD=1.10)whengivencognitivecontrolthanparticipantslowonuncertaintyavoidance
(M=4.74,SD=1.22,t(81)=3.04,p<.01).ThisfindingsupportshypothesisH2thatcustomers
withhigheruncertaintyavoidancevalueorientationwhenprovidedcognitivecontrolovertheservice
recoveryprocesswillhavehigherperceivedproceduraljusticeascomparedtocustomerswithlower
uncertaintyavoidance.Fortheno-cognitivecontrolcondition(althoughnothypothesized),bothhigh
uncertaintyavoidanceandlowuncertaintyavoidanceparticipantshadsimilar levelsofperceived
proceduraljustice(highuncertaintyavoidance:M=3.35;lowuncertaintyavoidance:M=3.21;
p>.10).Figure3illustratesperceivedproceduraljusticeforbothconditions.Theauthoralsofound
significantinteractionbetweencognitivecontrolanduncertaintyavoidanceoninformationaljustice
(F(1,159)=8.605,p=.004),andalsoondistributivejustice(F(1,159)=4.143,p=.043).

6. Impactofjusticedimensionsonrecoverysatisfaction
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For testingH3a,H3bandH3c, thedatawerepooled (n=329)with164participants from
Germanyand165fromIndia.Thesedatawereanalyzedbymultipleregressionanalysis.Forthe
pooleddata,allthethreejusticedimensionsnamelyinformational,proceduralanddistributivejustice

Figure 2. Perceived informational justice as a function of causal explanations and culture

Figure 3. Perceived procedural justice as a function of cognitive control and culture
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werefoundtobesignificantlypositivelyassociatedwithrecoverysatisfaction.Informationaljustice
hadthelargeststandardizedbeta-coefficient(ß=.421,p=.000)followedbyproceduraljustice(ß=
.400,p=.000)anddistributivejustice(ß=.188,p=.000).ThusH3a,H3bandH3caresupported.

5. DISCUSSION AND CONCLUSION

5.1 Theoretical Contribution
Thecombinedresultsofthetwostudiescontributetoacoherentpicture,inwhichtheindividual
culturalorientationofcustomersdeterminetheirrecoveryevaluationsinsocialmediacomplaining.
Thefindingsfromstudy-1concludedthatcustomerswithhigherindividualistvalueorientationwhen
offeredanexplanationforservicefailurewhencomplainingonlinewillhavegreaterinformational
justiceperceptionsandconsequently recoveryperceptionsas compared tocustomerswith lower
individualistvalueorientation.Study-2foundthathigheruncertaintyavoidanceorientatedcustomers
wouldwantmorecontrolevenduringtheservicerecoveryprocessandwouldpreferregularupdates
tominimizeambiguityandunpredictability.Thiswouldpositivelyimpacttheirproceduraljustice
perceptionsandconsequentlyrecoverysatisfaction.

Withthesefindings,thispapercontributestotheliteratureinseveralways.First,thispaperadds
tothelimitedresearchthathaveinvestigatedcultureinonlinefailureandrecovery.Thisdearthof
researchisanareaofconcernasthereisagrowingimpactofcultureonsocialnetworkusageand
onlinebehavioralintentions,thusunderscoringtheneedforcross-culturalstudiesofsocialmedia
servicerecovery(Goharyetal.,2016;PookulangaraandKoesler,2011;Senguptaetal.,2018).Second,
thispaperanswersthecallfrompriorresearcherstoinvestigateunderexploredresearchstrategiesin
onlinerecoverylikeexplanationsandcognitivecontrol(Goharyetal.,2016;Joostenetal.,2017).
Third, prior studies in offline andonline settingshave found differing resultswhen it comes to
findingthestrongestjusticedimensionthatispositivelyrelatedtorecoverysatisfaction(Smithetal.,
1999;Rosenmayeretal.,2018).ThisresearchanswersthecallofresearchersPattersonetal.(2006,
p.273),Goharyetal.(2016a,p.137),andSinghandCrisafulli(2016,p.5)toinvestigatetheimpact
ofjusticedimensions(specificallyinformationalandproceduraljustice)onrecoverysatisfactionfor
onlineservicerecoverycontexts.Thepresentstudyfoundthatinformationaljusticeisthestrongest
predictorofrecoverysatisfactionintheonlinecontext,followedbyproceduralanddistributivejustice.
Thisfindingonthestrongeffectofinformationaljusticesuggeststhatintheabsenceofface-to-face
interactioninonlinesocialmedia,customersprimarilyrelyoninformationwhichbecomescrucial
informingrecoveryevaluations.Thispaperthuscontributestotheverylimitedliteratureaddressing
cross-culturalonlineservicerecoverybyshowingacost-effectivewayofrecoverythroughexplanations
andupdatesonsocialmediatoaculturallydiversegroupofcustomers.

Thepaperalsohastwomethodologicalcontributions.First,theuseofnon-studentsamplesin
boththestudies.Previousresearchinservicerecoveryhassuggestedtheuseofnon-studentsamplesto
increasethegeneralizabilityofthefindingsbyvalidatingitacrossdifferentcustomersegments(Wang
andMattila,2011).Asthestudysamplesconsistedofrespondentsfromawidevarietyofoccupations
andages,thefindingswouldhavegreatergeneralizability.Thesecondmethodologicalcontribution
isthatofusingsamplesofonlinecomplainingcustomersfromGermanyandIndiathathaverarely
beenstudiedinservicesmarketingliterature,andintheprocessansweringthecallforstudyingother
culturalgroupsinservicerecoveryresearchmentionedbyMattilaandPatterson(2004a,p.343).

5.2 Managerial Implications
Thefindingsofthispaperarerelevanttomanagersofglobalonlineserviceprovidershavingmulti-
cultural customers.Socialmedia is transformingcommunicationbetweencustomersandservice
firmsafterservicefailure(Gregoireetal.,2015).Whencustomersworldwidetaketosocialmedia
platformslikeTwitterorFacebooktocomplain,thecommunicationdoesnotremainone-to-onebut
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becomespubliccommunicationthatisvisibletootherusersacrosstheworld(Gunarathneetal.,2018;
SchaefersandSchamari,2016).Also,asmessagescanpropagaterapidlyamongusersofsocialmedia
likeTwitter,complaintscanbeseenandsharedbyusersinveryshorttime(Gunarathneetal.,2018;
Maetal.,2015).Therefore,itisessentialforglobalonlineservicefirmstorespondeffectivelyto
suchsocialmediacomplaintsastheirresponsewouldaffectthefirm’sbrandimageandreputation
(Rosenmayeretal.,2018).Thisisalsoevidencedbytherecentspurtinonlinereputationmanagement
agencieslikeWebiMaxandIgniytethathelpfirmstomonitoronlineuser-generatedcontent(Business
NewsDaily,2019;SinghandCrisafulli,2016).

Asthefindingsshow,providingcausalexplanationsoffailureandkeepingcustomersinformed
duringrecoverycanincreaserecoveryevaluationsforcertaincustomertypes.Bydoingthese,firmsdo
notincuranycostimplicationsunlikeofferingmonetarycompensation,discountsorcoupons.Thus,
onlineservicefirmsneedtobeawareandaccordinglybesensitivetocustomer’sculturalorientation.
ThiscanbeachievedbyhavingeffectiveCustomerRelationshipManagement(CRM)andCustomer
KnowledgeManagement(CKM)systems.WhileimplementingCRMsystemseffectivelybyoffline
retailershasbeensuggestedearlier(Pattersonetal.,2006),effectiveimplementationofCRMand
CKMsystemsbyonlineservicefirmsmightbeevenmorerelevant,andmostofthemwouldalready
havesuchsystemsinplace(Goharyetal.,2016a).Suchfirmswouldthenhavetotaketheinitiative
toincludeculturalorientationofcustomersintotheirexistingsystems.Mostonlineservicefirms
havecustomerdatabasesthatincludetheirpersonalinformation,demographicandpsychographic
details,theirpurchasehistoryandpriorcustomerserviceencounters.Amongthese,demographic
informationrelatedtoethnicitycangiveanindicationofculturalorientation.However,forsuchfirms
topreciselysegmentandtargettheircustomersbasedonculture,theyneedtohavedataabouttheir
individualculturalorientationforamorefine-grainedanalysisasthepresentpaperhassuggested.
ThefirmscanemploysurveyresearchusingCVSCALEtoobtaintheindividualculturalorientation
datathatcanbeaddedtothedemographicinformationinthecustomerprofilesoftheirexistingCRM
andCKMsystems.Tostartwith,thismaybeimplementedforfrequentorhigh-valueshoppersand
thendependingontheresultsmayberolledoutforalargercustomerbase.

Providingexplanationsandupdatesduringrecoverytomulti-culturalcustomersoversocialmedia
couldbeacost-effectivewaytoimproveevaluationsnotonlyfromthecomplainingcustomersbut
alsoimprovebrandimageandreputationforotherexistingandprospectivecustomerswitnessingthe
recovery(EinwillerandSteilen,2015).Withthegrowingnumberofcustomerssharingtheiropinions
aboutbrandsonline,wordofmouthisoftenreferredas‘wordofmouse’(Ozuemetal.,2017,p.99).
Managingsocialmediacomplaintseffectivelycouldgeneratepositivewordofmouth(WOM)while
reducingnegativeWOM,thusenablingfirmstomakethisformofcomplaintmanagementasapart
oftheirWOMmarketingstrategy(Sugathanetal.,2018).

5.3 Limitations and Future Research
Thepresentresearchhasseverallimitationsthatcouldbeanopportunityforfutureresearchersto
investigate.ThispaperusedsamplesofparticipantsfromGermanyandIndiawhowererecruited
fromthe internationalcrowdsourcingplatformFigureEight(formerlyCrowdflower).Thesepaid
participantscorrespondedtothehighestqualitylevel(level3)intheplatformintermsofresponsiveness
andengagement.However, the findings from this samplemaynotbegeneralizable to theentire
communityofGermanandIndianonlineconsumersasboththesecountrieshavealargepopulation
ofonlineusers.Also,usingGermanorIndianplatformsfordatacollection(insteadofinternational)
couldofferdifferentresults,somethingthatfutureresearchcouldlookinto.Also,thisresearchused
samplesofrespondentswhowereactiveonlineshoppers,activesocialmediausersandthosewho
complainedtoservicefirmsonsocialmedia.However,thisresearchdidnotcapturehowfrequently
therespondentscomplained.Futureresearchcouldconsiderthisaspecttoo,astheperceptionsof
respondentswhocomplainedonlyoncecoulddifferfromthosewhohadcomplainedmanytimesand
havebeenexposedtovaryingresponsesfromonlinefirms(e.g.noanswer,lateanswer,insufficient
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answer,etc.).Anotherlimitationofthispaperisthatthestudysampleshadalargepercentageof
male respondents. Recent articles from Indian business press have pointed out the low internet
andsocialmediausageamongIndianwomenwithjust24%offemaleFacebookusersand29%of
overallinternetusers(Statista,2015;TheTimesofIndia,2016).Whilethiscouldexplainthelower
percentageoffemalesintheIndiansamples,futureresearchinthisareacouldexaminesampleswith
higherproportionoffemales.

For the experimental studies, this paper used the service failure scenario of wrong product
deliverybecauseit isconsideredamongthemostcommontypesoffailuresforwhichtheonline
retailerisdirectlyresponsible(Senguptaetal.,2018;TheGuardian,2014).Futureresearcherscould
examineotherservicefailurescenarioslikedamageddelivery,latedeliveryornodelivery.Whilethe
presentpaperconductedrealismcheckstoensurethatthescenariosreflectedrealsituations,future
researcherscouldalsoconductpre-teststospecificallydeterminethemostcommononlineservice
failuresperceivedbyparticipants.Theauthordidnotincluderesponsetimeforcomplaintsasapart
ofrealismcheck,althoughthechecksensuredthatthescenarioswererealisticandreflectedreal-life
socialmediacomplainingexperiences.Thisisbecausethestudyscenariosconformedtorecentreports
inbusinesspresswhichsuggestedthatmostcomplaintsonTwitterarerepliedbyonlineservicefirms
(butmaynotberesolved)withinafewhours(SproutSocial,2018).Futureresearchcanalsoinclude
thisaspectofresponsetimeintotheirrealismcheckforthestudyanalyses.

Thispapermentionsthemechanismthroughwhichcausalexplanationcouldimpactperceived
justice,thatis,throughthemediationofattributionassuggestedbypriorliteratureinofflinerecovery.
However,itdidnotincludeattributionasamediatorintheresearchmodel.Futureresearchersin
onlineservicerecoverycouldexaminetheentiremodelwithattributionasmediator.Theauthorused
multipleregressionanalysistotesttheeffectofthethreeindependentjusticedimensionsnamely
informational,proceduralanddistributivejusticeonrecoverysatisfactionandfoundasignificant
positive association. Future researchers could examine this from a different perspective and use
simultaneousequationsmodelingtoolswhichmaygivedifferentresults.Followingextantliterature
inonlineservicefailureandrecoverythatexaminedrecoveryattributes,thepresentstudyusedjustice
theory.Futureresearchcanalsoexaminee-servicequalityandhowitimpactscustomerevaluations
byusingscalesfromE-S-QUALandE-RecS-QUALofParasuramanetal.(2005).Withthegrowing
importanceofartificialintelligence(AI)inecommerce,futureresearchcanalsoexaminehowAI-
assistedtechnologieslikechatbotscanhelpduringservicerecoverybyinteractingwithcustomers.
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ENDNOTES

1 AlthoughIhypothesizeandtestforinformationaljustice,Ialsotestfordistributiveandproceduraljustice.
2 AlthoughIhypothesizeandtestforproceduraljustice,Ialsotestfordistributiveandinformationaljustice.
3 Although distributive justice was not hypothesized in the studies, I examine its impact on recovery

satisfaction
4 GermanyandIndiascore67and48respectivelyinindividualism-collectivism;65and40respectivelyin

uncertaintyavoidance.
5 TheuseofEnglishasthesurveylanguageinIndiaisappropriateasEnglishisoneoftheofficiallanguages;

2013Pearson-BEISurveycountryrankingsintermsofBusinessEnglishproficiencyrankedIndiaamong
thetop10countriesintermsofbusinessEnglishproficiency(bei.globalenglish.com).
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APPENDIX A

Informational justice(adaptedfromColquitt,2001)
(Study1:Cronbach’sα=.88;Study2:Cronbach’sα=.93)

1. Theexplanationsregardingtheprocedureswerereasonable.
2. TheCustomerCareteamexplainedtheproceduresthoroughly.
3. TheCustomerCareteamcommunicateddetailsinatimelymanner.
4. TheCustomerCareteamwastruthfulintheircommunicationswithme.

Procedural justice(adaptedfromdelRio-Lanzaetal.,2009)
(Study1:Cronbach’sα=.80;Study2:Cronbach’sα=.88)
1.Ithinkthisonlineshoppingsitehasgoodpoliciesandpracticesfordealingwithproblems.
2.Thisonlineshoppingsiteshowedflexibilityindealingwithmyproblem.
Distributive justice(adaptedfromSmithetal.,1999)
(Study1:Cronbach’sα=.85;Study2:Cronbach’sα=.94)
1.TheoutcomeIreceivedwasfair
2.IfeelthatIgotwhatIdeserved.
3.Inresolvingtheproblem,thisonlineshoppingsitegavemewhatIneeded.
4.Thisonlineshoppingsitefoundtherightsolutiontotheproblem.
Recovery Satisfaction (adaptedfromSmithetal.(1999))(Study1:Cronbach’sα=.89;Study2:

Cronbach’sα=.93)
1. Howsatisfiedwouldyoubewiththisonlineshoppingsite’shandlingoftheproblem?
2. IfelttheserviceresponseIreceivedwasgood.
3. IampleasedwiththeserviceIexperienced.
4. Overall,howsatisfiedwouldyoubewithyouronlineshoppingexperienceonthisparticular

occasion?

CULTURAL DIMENSIONS CVSCALE(adaptedfromYooandDonthu(2002))
INDIVIDUALISM-COLLECTIVISM (Study1:Cronbach’sα=.81;Study2:Cronbach’sα=.89)

1. Individualsshouldsacrificeself-interestforthegroup.
2. Individualsshouldstickwiththeirgroupeventhroughdifficulties.
3. Groupwelfareismoreimportantthanindividualrewards
4. Groupsuccessismoreimportantthanindividualsuccess.
5. Individualsshouldonlypursuetheirpersonalgoalsafterconsideringgroupgoals.
6. Grouployaltyshouldbeencouragedevenifindividualgoalssuffer.

UNCERTAINTY AVOIDANCE (Study1:Cronbach’sα=.85;Study2:Cronbach’sα=.88)

1. Itisimportanttohaveinstructionsspelledoutindetail.
2. Itisimportanttocloselyfollowinstructionsandprocedures.
3. Rulesandregulationsareimportantbecausetheyinformmeofwhatisexpected.
4. Standardizedworkproceduresarehelpful.
5. Instructionsforoperationsareimportant.

ManipulationChecks
(1=stronglydisagreeand7=stronglyagree)

1. Theonlineshoppingsiteinformedyouwhytherewasaproblemwithyourorder.
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2. Whileyouwerewaitingforyourcorrectordertoarrive,youwereprovidedregular
updatesaboutyourorderstatusonTwitterandcouldpredictwhenyouwouldbereceiving
yourorder.

APPENDIX B

Servicefailurescenario:(commonforallconditionsforbothstudies)
Imagineyourselfinthefollowingsituation:Yourecentlypurchasedalaptopcomputerbybrowsing
onlineandfindingagooddealonalatestlaptopmodelinanonlineshoppingsiteabcshopping.com.
Youcompletedtheorderprocessandmadetheonlinepayment.Thedeliverytimepromisedwas4-5
businessdays.Youreceiveyourorderwithinfivebusinessdays.However,whenyouunpackityou
findthatitisnotthelatestmodelthatyouhadorderedbutanolderandcheapermodelthatyoudid
notwant.YoubecomeannoyedandimmediatelycontacttheirCustomerCareonTwitterbysending
atweet.
Servicerecoveryscenarios:
Study1
Scenario1
Youreceivedareplytoyourtweetwithinafewhoursfromtheircustomercarewhoofferedyouan
apologyandaskedtheorderdetailsforfollowup.Youtweetedbackyourorderdetails.Theythen
tweetedinformingyouthattheywillreplacethewrongorderwiththecorrectorderwithinfivebusiness
days,freeofanychargesincludingdelivery.Theirtweetalsoprovidedadetailedexplanationaboutthe
causeoftheproblem,whichwasduetoanerrorintheorderprocessingsoftwarethathassincebeen
rectified.Youwaitedthenextfewdaysforyourcorrectordertobedelivered.Onthefourthbusiness
day,youreceivedthereplacementorderofthecorrectmodelofthelaptopcomputerthatyouwanted.
Scenario2
Youreceivedareplytoyourtweetwithinafewhoursfromtheircustomercarewhoofferedyouan
apologyandaskedtheorderdetailsforfollowup.Youtweetedbackyourorderdetails.Theythen
tweeted informingyou that theywill replace thewrongorderwith thecorrectorderwithin five
businessdays,freeofanychargesincludingdelivery.
Therewasnomentionofanyexplanationforthewrongorderdelivery.Youwaitedthenextfewdays
foryourcorrectordertobedelivered.Onthefourthbusinessday,youreceivedthereplacementorder
ofthecorrectmodelofthelaptopcomputerthatyouwanted.
Study2
Scenario1
Youreceivedareplytoyourtweetwithinafewhoursfromtheircustomercarewhoofferedyouan
apologyandaskedtheorderdetailsforfollowup.Youtweetedbackyourorderdetails.Theythen
tweeted informingyou that theywill replace thewrongorderwith thecorrectorderwithin five
businessdays,freeofanychargesincludingdelivery.
Youwaited thenextfewdaysforyourcorrectorder tobedelivered.During this time,youwere
continuouslyprovidedTwitterupdatesofyourorderprocessinganddeliverystatusbythecustomer
careteamsothatyouknewwhatwashappeningtoyourorder.Onthefourthbusinessday,youreceived
thereplacementorderofthecorrectmodelofthelaptopcomputerthatyouwanted.
Scenario2
Youreceivedareplytoyourtweetwithinafewhoursfromtheircustomercarewhoofferedyouan
apologyandaskedtheorderdetailsforfollowup.Youtweetedbackyourorderdetails.Theythen
tweeted informingyou that theywill replace thewrongorderwith thecorrectorderwithin five
businessdays,freeofanychargesincludingdelivery.
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Youwaitedthenextfewdaysforyourcorrectordertobedelivered.Duringthistime,youwerenot
providedanyupdatesofyourorderprocessinganddeliverystatusandthereforeyouwerenotaware
ofwhatwashappeningtoyourorder.Onthefourthbusinessday,youreceivedthereplacementorder
ofthecorrectmodelofthelaptopcomputerthatyouwanted.
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