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ABSTRACT  

The aim of this study was to test the effect of the Service Recovery Strategies 

on the Satisfaction with the Recovery, as well as testing the effect of Service 

Recovery Strategies on Distributive Justice. The study also aimed to identify 

the effect of Distributive Justice on the Satisfaction with the Recovery, as 

well as the test of the mediation role of Distributive Justice in the relationship 

between Service Recovery Strategies and the Satisfaction with the Recovery. 

The study was applied to a sample of (354) customers of the Internet 

companies in Egypt. Data analyzed using the SPSS program Data, as well as 

the AMOS program to test the quality of compatibility between data 

collected and theoretical data, and the Structural equation modeling to test 

the hypotheses of the study. 

The results of the study showed that, there is a positive significant effect of 

some Service Recovery strategies and Distributive Justice on the Satisfaction 

with the Recovery. Also, there is a positive significant effect of some Service 

Recovery strategies on Distributive Justice. The study also found that the 

Distributive Justice mediated in the relationship between the Service 

Recovery Strategies and the Satisfaction with the Recovery. Based on these 

results was presented a set of recommendations, as well as suggest some 

future studies relevant to the subject of the study.  
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I. INTRODUCTION 

A service failure has become inevitable. Despite the efforts 

of service companies to prevent the failure, they find it 

difficult to prevent all failures [30]. Most of the service 

organizations failed to implement the zero-defect model 

despite its success in the field of the industry because of the 

nature of the service where the delivery of the most services 

require a high degree of human interactions between 

employees and customers, which increases the possibility of 

errors or defects in the service provision process [36]. Given 

the difficulty of preventing the service failure, service 

organizations have tended to use effective strategies to fix this 

failure and reduce its negative impact on customer behavior 

[20]. 

The service recovery is an important area of study, and in 

recent years many studies have been conducted to identify the 

most effective strategies for managing customer complaints 

and the service recovery [14]. A review of past studies 

concerned with the concept of service recovery shows that 

there is a complete agreement among these studies that the 

service recovery strategies take two forms: tangible and 

psychological strategies [32]. On the other hand, there is a 

difference between them about the degree of importance and 

effectiveness of these strategies. Some studies indicate that 

tangible strategies such as compensation and response speed 

have a greater impact than psychological strategies on 

customer satisfaction [10]. Other researchers focus on the 

importance of psychological strategies such as apologizing, 

explanation, listening, and empathy to the success of the 

recovery process [4]-[41]. 

Sometimes, organizations implement effective recovery 

strategies but that may not restore customer satisfaction [11], 

because customers are aware of the injustice of these 

strategies. Tsao [50] notes that the impact of service recovery 

strategies on customer satisfaction depends on their 

awareness of the justice of these strategies [50]. 

Distributive justice is one of the perceived justice 

dimensions that affect customer satisfaction with service 

recovery strategies. The concept of distributive justice refers 

to the end outcome of the service recovery process. In other 

words, did the tangible compensations (outputs) offer by the 

company offset the customer for the costs of the service 

failure [35]. There are differences among researchers about 

the effect of distributive justice on customer satisfaction, as 

some have emphasized the importance of distributive justice 

for increasing levels of customer satisfaction [34]-[46]. 

Unlike many researchers, Chebat & Slusarczyk [8] stated that 
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distributive justice is not essential predictor for the 

satisfaction with the recovery [8]. 

The Internet sector in Egypt is suffering from many 

problems and deficiencies that may lead to low levels of the 

customer satisfaction. Therefore, Internet companies must 

implement service recovery strategies efficiently and 

effectively to maintain customer satisfaction. Based on that, 

the current study is attempting to pursue research efforts 

concerned with the concept of service recovery. This study 

will focus on examining the mediating role of distributive 

justice in the relationship between service recovery strategies 

and the satisfaction with the recovery which applied on 

customers of Internet companies in Egypt. 

 

II. PRIOR LITERATURE AND HYPOTHESES 

A. The Service Recovery Strategies and the Satisfaction with 

the Recovery 

The occurrence of service failure has clear negative effects 

on customer attitudes and behaviors especially when there is 

no quick response from the company to fix this failure [28]. 

In order for service providers to fix a failure, this requires that 

they have systems to identify, tracking and analyzing service 

failures help management identify common and recurring 

failure situations [21]. These systems enable the company to 

take action to prevent common failures, and to design 

appropriate strategies to fix unavoidable failures [40].  

A review of previous studies concerned with the concept 

of service recovery shows that there is a clear difference 

between them about the strategies used to repair service 

failure. Smith et al. [47] model included four main strategies 

for service recovery namely: response speed, initiation, 

apology, and compensation [47]. Also, another study 

indicated that the service recovery needs to implement three 

strategies: compensation, apology, and response speed [3], 

while Harun et al. [18] focused on psychological strategies 

only, such as Explanation, response speed, apology, and 

empathy [18]. 

Corporate adoption of effective service recovery strategies 

not only contributes to the development of marketing 

communications programs but also acts as an effective tool 

for customer retention [2]. Most organizations encourage 

their employees to properly implement service recovery 

strategies because poor performance in service repair may 

multiply the problems instead of solving them, which 

increases the customer's dissatisfaction and increases his 

intention to stop dealing with the service provider [44]. Also, 

Jin et al. [22] study applied to a sample of (570) customers 

who use the Internet to purchase services in USA, concluded 

that high levels of performance in implementing service 

recovery strategies improve customer satisfaction and 

enhance their future behaviors [22]. 

In the same context, the Saputra & Sunarti study applied to 

a sample of (115) customers for a service sector in Indonesia 

confirmed that providing strategies commensurate with the 

size and type of failure contribute to restoring customer 

satisfaction after repairing the service failure [45]. 

Based on the previous studies results the first hypothesis is 

of this study could be formulated as follows: 

 

H1: There is a positive effect of service recovery strategies 

(response speed, explanation, apology, and 

compensation) on the satisfaction with the recovery. 

 

B. The Service Recovery Strategies and Distributive Justice 

The concept of customers’ evaluation of service recovery 

process from a cognitive perspective is termed perceived 

justice [15]. The concept of perceived justice provides an 

important framework for explaining customers’ reactions to 

the company's handling of complaints related to service 

failure. It is also consistent with the service marketing 

literature which emphasizes the importance of effective 

communicating with customers during the service encounter 

[5]. 

The concept of distributive justice as a major dimension of 

perceived justice is derived from social exchange theory and 

equity theory, which emphasize the important role of 

perceived justice in a customers’ evaluation of the exchange 

process [9]. Distributive justice refers to the final and tangible 

outcomes (output) of the service recovery process [26]. It also 

focuses on the customers' perception of the fairness of the 

tangible resources allocated by the firm to rectify and 

compensate for a service failure [35]. 

In the domain of service recovery, the concept of 

distributive justice is related to one of the most important 

service recovery strategies: the financial compensation 

strategy [25]. This is consistent with Smith et al. [47] which 

indicated that compensation positively effects on customers' 

perception of distributive justice [47]. This compensation is 

not limited to a financial loss, but extends to compensate the 

customer for lost time, anxiety, and effort resulting from 

service failure [28]. Compensating the customer for service 

failure increases his awareness of distributive justice and 

reduces his levels of anger and dissatisfaction. Also, it is 

increasing the strength of the relationship between customers 

and service providers [50].  

Bradley & Sparks [7] in their study applied on a sample of 

(461) customers of fast-food restaurants in Queensland, 

Australia found that the customers’ evaluation of the fairness 

depends on the quality and efficiency of the service recovery 

strategies. The study showed that the quality of the 

explanation and the adequate financial compensation led to 

an increase the customer's awareness of the Justice of the 

service recovery process [7]. In the same context, some 

studies have examined the relationship between service 

recovery strategies and perceived justice. These studies 

concluded that there is a significant positive impact of 

implementing effective service recovery strategies on 

customers' perceptions of the fairness of the service recovery 

process [3], [18], [33].  

Most of the results mentioned above have been accessed in 

foreign environments. So, the relationship between service 

recovery strategies and distributive justice needs to be tested 

in the Egyptian context. Based on the past literature the 

second hypothesis is of this study could be formulated as 

follows: 

H2: There is a positive effect of service recovery strategies 

(response speed, explanation, apology, and 

compensation) on distributive justice. 
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C. Distributive Justice and the Satisfaction with the 

Recovery 

The concept of customer satisfaction emerged as an 

inevitable result of the widespread adoption of the marketing 

concept. Maximizing customer satisfaction is the main focus 

of all efforts and strategies pursued by productive and service 

organizations [39]. Throughout the 1980s and the1990s, the 

concept of satisfaction has moved into the literature 

concerned with the service recovery process. This period 

witnessed a focus on customer reactions to service failure and 

their satisfaction with the service recovery strategies [43]. 

The failure of the service provider to fixes the defect 

negatively affects customer attitudes and behaviors, so the 

concept of customer satisfaction gains a lot of attention in the 

context of service recovery [23]. 

The model presented by Oliver & Swan [38] was one of 

the first to the models of customer satisfaction in the context 

of service recovery. This model combined both perceived 

Justice, and expectation disconfirmation to test their impact 

on customer satisfaction. The model focused on one aspect of 

perceived justice, which is distributive justice [38]. The 

customer satisfaction with service recovery has been 

categorized into two types: satisfaction with the outputs of 

service recovery (end outcomes) and satisfaction with the 

service recovery process which refers to the customers’ 

evaluation of the procedures and policies followed in the 

service repair [49]. 

Studies that examined the relationship between perceived 

justice and customer satisfaction in the field of service 

recovery relied on justice theory [42]. This theory indicates 

that the customers’ evaluation of the service recovery process 

is based on their awareness of the fairness of the efforts and 

strategies followed by the firms to fix service failure. These 

studies indicated that there is a direct positive relationship 

between distributive justice and customer satisfaction with 

service recovery (e.g., [13], [27], [29], [37]). 

In the same direction, Migacz et al. [31] study applied on a 

sample of (171) customers of airlines in the United States of 

America to identify the role of perceived justice in improving 

customer satisfaction. The results showed that all dimensions 

of perceived justice (distributive justice, interactional justice, 

and procedural justice) have a significant positive effect on 

customer satisfaction. This study also showed that the effect 

of distributive justice on customer satisfaction is greater than 

other dimensions [31]. The previous study agrees with the 

result of Muhammad [34] study applied to a sample of (453) 

of banking services sector customers in Pakistan. This study 

concluded that the increase of customer satisfaction levels 

after service recovery depends on their awareness of 

distributive justice [34]. Based on the previous studies results 

the third hypothesis is formulated as follows: 

 

H3: There is a positive effect of distributive justice on the 

satisfaction with the recovery. 

 

D. The mediation role of Distributive Justice 

Smith et al. [47] tested a model of service recovery process 

that includes several strategies Used by organizations for 

service recovery. The results indicate that these strategies 

positively effect on customers' perception of justice 

(distributive justice, interactional justice, and procedural 

justice), which in turn positively effect on customer 

satisfaction. This study also indicated that distributive justice 

is mediating the relationship between compensation strategy 

and the satisfaction with the recovery [47]. 

In the same context, a study was conducted of a sample of 

(312) graduate students at an American university to identify 

a nature of the relationship between service recovery 

strategies and customers' future intentions in the presence of 

perceived justice as a mediating variable. The results showed 

that the high levels of service recovery strategies increase 

justice Perceived, which in turn effect on future intentions 

[16]. The previous result is consistent with the Kwon [25] 

study, which indicated that the effect of compensation 

strategy on customer attitudes and behaviors depend on their 

awareness of the fairness of the tangible compensation 

received from the company [25]. Also, the study Bradley & 

Sparks [7] emphasized that distributive justice plays a 

mediating role in the relationship between service recovery 

strategies and the satisfaction with the recovery. 

It should be noted that the mediating role of distributive 

justice in the context of service recovery has not received 

much attention by researchers, especially in the Egyptian 

context, and therefore it needs more study and research. 

Based on the above, the fourth hypothesis of the study can be 

formulated as follows: 

 

H4: The distributive justice is mediating in the relationship 

between service recovery strategies (response speed, 

explanation, apology, and compensation) and the 

satisfaction with the recovery. 

 

III. STUDY METHODS 

A. Study Model 

Based on the review of the previous literature and in order 

to realize the objectives of the current study, a model has been 

developed for the current study. The model shown in the Fig. 

1 shows the relations between the Study variables as follows: 

 

 

Fig. 1. The hypothesized model of the study. 

 

B. Study Population and Sample 

The study population consists of all customers of the 

internet companies in Egypt. The total number of users of the 

Internet service is (7.17) million. A sample of 400 customers 

has been selected. The returned questionnaires were 354, with 

responses of 89%. 

Customers completed the questionnaire which includes 

their assessing of the service recovery strategies, distributive 

Service Recovery 

strategies 

• Response Speed 

• Explanation 

• Apology 

• Compensation 
 

Satisfaction with 

the Recovery 

Distributive 

Justice 

H1 

H4 
H3 

H2 
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justice, and the satisfaction with the recovery. The 

questionnaire was translated into Arabic by the first author, 

and then the accuracy of the translation was checked by a 

professional translator. 

 

C. Measurement  

For the purposes of data collecting and testing of the study 

hypotheses, the questionnaire was prepared using the Likert 

scale of 5 degrees which range from [(5) strongly agree to (1) 

strongly disagree]. 

The service recovery strategies were measured through a 

scale of sixteen statements used by (Mostafa et al. [33]; 

Khashan [23]; Harun et al. [18]; Harrison-Walker [17]). This 

scale covers four strategies of service recovery: Response 

Speed (RSP), Explanation (EXN), Apology (APO) and 

Compensation (COM) (examples include: 1-Did not take long 

to solve the problem, 2-The company provided a convincing 

explanation for the reason of the problem, 3-The company 

apologized for the inconvenience the problem had brought to 

me, 4-The compensation the company provided me to cover 

my financial losses is good). 

The second order confirmatory factor analysis of the scale 

was performed with an acceptable fit (X2/df= 1.362, 

CFI=.972, TLI=.965, RMSEA= .059). The Cronbach’s Alpha 

for the scale is (0.85). 

This study used the scale of Ellyawati et al. [15] to measure 

the distributive justice (DSJ), which consists of four items. 

Examples of the scale items include: (Given the 

circumstances, I feel that the provider offered fair 

compensation). The confirmatory factor analysis of the scale 

was performed with an acceptable fit (X2/df= 1.583, 

CFI=.975, TLI=.951, RMSEA= .067). The Cronbach’s Alpha 

for the scale is (0.73). 

The Satisfaction with the Recovery (SAR) was measured 

through a scale of six items used by Ellyawati et al. [15]. 

Examples of the scale items include: (I am satisfied with the 

way my problem was dealt with and resolved). The 

confirmatory factor analysis of the scale was performed with 

an acceptable fit (X2/df= 1.658, CFI=.963, TLI=.954, 

RMSEA= .062). The Cronbach’s Alpha for the scale is (0.84). 

 

D. Statistical Methods 

In the statistical analysis, the study used the Statistical 

Package for the Social Sciences (SPSS) program and 

Analysis of Moment Structures (AMOS). This study used the 

structural equation model: the confirmatory factor analysis to 

test the quality of the compatibility between the collected data 

and the theoretical data, and the structural model to test the 

study hypotheses. Sobel test was used to test the mediation 

effect of distributive justice [48]. 

IV. RESULTS  

A. Descriptive Statistics 

Table I shows the correlation coefficients of study 

variables, means and standard deviation as follows: 

 

 

 

 

 

TABLE I: MEANS, STANDARD DEVIATIONS AND CORRELATION 

COEFFICIENTS 

Variables  Mean 
Standard 

Deviation 
RSP EXN APO COM DSJ SAR 

RSP 

EXN 

APO 

COM 

DSJ 

SAR 

2.98 

3.09 

3.15 

2.13 

2.36 

2.84 

0.76 

0.86 

0.89 

0.93 

0.75 

0.82 

(0.81) 

**0.64 

**0.55 

**0.40 

**0.48 

**0.59 

 

(0.85) 

**0.62 

**0.41 

**0.41 

**0.57 

 

(0.88) 

**0.38 

**0.42 

**0.49 

 

(0.79) 

**0.65 

**0.64 

 

(0.73) 

**0.72 

 

(0.84) 

**correlation is significant at 0.01. 
Cronbach’s Alpha is shown between brackets. 
 

Table I shows the following: the correlation coefficients 

show that Service Recovery Strategies (Response Speed 

(RSP), Explanation (EXN), Apology (APO) and 

Compensation (COM) are positively correlated with the 

distributive justice (DSJ) and positively correlated with the 

Satisfaction with the Recovery (SAR). The distributive 

justice (DSJ) is positively correlated with Satisfaction with 

the Recovery (SAR). All these correlation coefficients are 

significant at 0.01. 

B. Hypotheses Testing 

The following the Fig. 2 shows the structural model of the 

study: 

 

 
Fig. 2. The structural model of the study. 

 

Table II shows direct and indirect effect between the study 

variables. 

The results of Table II show the following.  

The first hypothesis of the study indicates there is a direct 

positive effect of the service recovery strategies (response 

speed, explanation, apology, and compensation) on the 

satisfaction with the recovery. The results partially support 

this hypothesis, where we Note from the results of Table II 

there is a direct positive effect of response speed on the 

satisfaction with the recovery (β = 0.365, and T= 5.637, and 

P = 0.000), and there is a direct positive effect of 

compensation on the satisfaction with the recovery (β = 

0.271, T= 4.865, and P = 0.002). This means that the higher 

the response speed and compensation, the higher the 

satisfaction with the recovery. Also, the results showed that 

was no significant direct effect of explanation and apology on 

the satisfaction with the recovery. So, the first hypothesis is 
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partially accepted. 

 
TABLE II: RESULTS OF DIRECT AND INDIRECT EFFECTS BETWEEN STUDY 

VARIABLES 

Paths Direct effect 
Indirect 

effect 

Total 

effects 
 

 RSP SAR 0.365 0.104 0.469  

 EXN SAR 0.056 0.006 0.062  

 APO SAR 0.031 0.029 0.060  

 COM SAR 0.271 0.152 0.423  

Value of paths 
Standard 

Coefficient (β) 
Standard 

Error 
CR value 

(T) 
P 

 RSP                SAR 0.365 0.063 5.637 0.000 

 EXN               SAR 0.056 0.054 1.192 0.609 

 APO               SAR 0.031 0.071 0.492 0.744 

 COM                 SAR 0.271 0.052 4.865 0.002 

 RSP        DSJ 0.362 0.062 5.743 0.000 

 EXN        DSJ 0.015 0.079 0.236 0.672 

 APO        DSJ 0.146 0.076 2.375 0.044 

 COM        DSJ 0.529 0.065 7. 952 0.000 

 DSJ        SAR 0.287 0.051 5.465 0.000 

 

The second hypothesis states that there is a direct positive 

effect of the service recovery strategies (response speed, 

explanation, apology, and compensation) on the distributive 

justice. The results partially support this hypothesis where the 

results showed that there is a direct positive effect of response 

speed on the distributive justice (β = 0.362, T= 5.743, and 

P=0.000), and there is a direct positive effect of apology on 

the distributive justice (β = 0.146, T= 2.375, and P= 0.044), 

and there is a direct positive effect of compensation on the 

distributive justice (β = 0.529, T= 7.952, and P = 0.000). This 

means that the higher the response speed, apology, and 

compensation, the higher the Customer perception of 

distributive justice. Also, the results showed that was no 

significant direct effect of explanation on the distributive 

justice. So, the second hypothesis is partially accepted. 

The third hypothesis indicates that there is a direct positive 

effect of the distributive justice on the satisfaction with the 

recovery. The results showed that there is a direct positive 

effect of the distributive justice on the satisfaction with the 

recovery (β = 0.287, T= 5.465 and P = 0.000). This means 

that the higher the distributive justice, the higher the 

satisfaction with the recovery. So, the third hypothesis is 

accepted. 

The fourth hypothesis states that the distributive justice 

mediates the relationship between the service recovery 

strategies (response speed, explanation, apology, and 

compensation) and the satisfaction with the recovery. The 

results partially support this hypothesis, where We Note from 

the results of Table II that there is an indirect positive effect 

of response speed on the satisfaction with the recovery (β = 

0.104), and there is an indirect positive effect of 

compensation on the satisfaction with the recovery (β = 

0.152). Also, the results showed that was no significant 

indirect effect of explanation and apology on the satisfaction 

with the recovery. So, the fourth hypothesis is partially 

accepted. 

To confirm these results, Sobel test was used. The 

mediation role of the distributive justice is achieved when the 

estimated estimates are not less than 0.08 and the value (P) is 

significant. The weighted estimates of the result are equal to 

the multiplying the value of the first path (independent and 

mediator) by the second path (mediator and dependent). This 

result is reflected in Table III obtained from the Sobel Test. 

The standard estimates reached (0.362 x 0.287) = 0.104, 

the value of T = 4.052 and P =0.000), thus the distributive 

justice mediates the relationship between the response speed 

and the satisfaction with the recovery. Also, the standard 

estimates reached (0.529 x 0.287) = 0.152, the value of T= 

4.628 and P= 0.000), thus the distributive justice mediates the 

relationship between the compensation and the satisfaction 

with the recovery. 

 
TABLE III: SOBEL TEST RESULTS FOR THE INDIRECT EFFECTS OF 

DISTRIBUTIVE JUSTICE AS A MEDIATING VARIABLE 

Exogenous  Endogenous Mediation    Estimate  S.E.      C. R  P 

RSP SAR DSJ 0.104 0.026     4.052 0.000 

EXN SAR DSJ 0.006 0.024     0.190 0.849 

APO SAR DSJ 0.029 0.023     1.818 0.070 

COM SAR DSJ 0.152 0.032     4.628 0.000 

 

V. DISCUSSION 

The aim of this study was to test the effect of the service 

recovery strategies on the satisfaction with the recovery, as 

well as testing the effect of service recovery strategies on 

distributive justice. The study also aimed to identify the effect 

of distributive justice on the satisfaction with the recovery, as 

well as the test of the mediation role of distributive justice in 

the relationship between service recovery strategies and the 

satisfaction with the recovery for Internet company customers 

in Egypt.  

The results partially supported the first hypothesis, which 

proved a significant positive effect of some service recovery 

strategies (response speed and compensation) on the 

satisfaction with the recovery. On the other side, the results 

showed that was no significant direct effect of explanation 

and apology on the satisfaction with the recovery. This result 

is logical because it is natural for customers to be more 

interested in the final outputs of the service recovery process 

represented in the speed in repairing service and tangible 

compensation than they are concerned with psychological 

aspects such as apology and explanation.  

This result can be interpreted by that the presence of a 

quick response from service providers to contain the problem 

of internet service failure, fix the defect in a timely, and to 

provide of the tangible compensation to the customer for 

compensate him for the loss caused by the failure of the 

service such as: a reduction in the monthly subscription fee 

for a specific period of time, or doubling the size of the 

subscription with the same current fees For a specific period, 

or any other financial or tangible compensations, Which 

contributes to restoring customer satisfaction. This result is 

consistent with the results of previous studies [1], [12], [19], 

[51] regarding the positive significant effect of both response 

speed and compensation on the satisfaction with the recovery. 

The results of the study also partially supported the second 

hypothesis, which proved a significant positive effect of some 

service recovery strategies (response speed, apology, and 

compensation) on distributive justice. The results also 

showed that the compensation is the strategy most 

influencing on customers' perception of distributive justice. 

This result is consistent with the results of past studies [3], 
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[18], [33]. This result is logical because distributive justice is 

related to the customer’s perception of the fairness of the 

service recovery outcomes represented in solving a problem, 

fixing of service failure, and providing tangible compensation 

to the customer for the loss resulting from this failure. 

Therefore, it is natural that the customer’s obtaining the 

appropriate tangible compensation increases his perception of 

distributive justice. 

As for the significant positive effect of both response speed 

and apology on the distributive justice, this result can be 

interpreted that the customer's obtaining a fair financial 

compensation is not sufficient to create a high awareness of 

distributive justice. But enhancing the customer's perception 

of distributive justice for the service recovery process also 

requires the company to fix the defect as quickly as possible 

(response speed), and to provide an appropriate apology to 

the customer. 

The results also supported the third hypothesis, which 

showed a significant positive effect of distributive justice on 

the satisfaction with the recovery. This result is consistent 

with the results of past studies [24], [29], [37]. This result is 

also consistent with the justice theory which indicates that 

customers' evaluation of service recovery strategies is based 

on their awareness of the fairness of the efforts, procedures 

and final outputs provided by the company to repair the 

service and compensate them for the loss resulting from 

service failure, which in turn positively affects their 

satisfaction. The previous result can be interpreted by the fact 

that the customer's perception of the fairness of the final 

outcomes of the service recovery (distributive justice) 

represented in repairing service failure and obtaining a just 

compensation from the company leads to higher levels of 

customer satisfaction. 

The results of the study also partially supported the fourth 

hypothesis, where the study proved the mediating role of 

distributive justice in the relationship between some service 

recovery strategies (response speed and compensation) and 

satisfaction with the recovery. On the other hand, distributive 

justice did not play the mediating role in the relationship 

between apology, interpretation, and satisfaction with the 

recovery. This result is consistent with the results of previous 

studies [7], [16], [47]. Based on the above mentioned result, 

we can say that increasing the customer's awareness of 

distributive justice contributes to increasing the positive 

impact of service recovery strategies on satisfaction with the 

recovery. In other words, if the customer realizes that the 

service recovery strategies (response speed and 

compensation) are fair, they will be more satisfied with the 

recovery process as a whole. 

 

VI. MANAGERIAL IMPLICATIONS 

The result of the current study indicates the necessity for 

Internet companies to adopt the concept of service recovery 

and use it as a basic means to solve the problems associated 

with providing the service, and to take all measures that help 

to properly implement recovery strategies to ensure that they 

achieve the desired effect. This can be achieved through the 

following: 

− Designing an effective system to detect, track and 

analyze service failures, identify their causes, and then 

identify the failures that can be avoided in an attempt to 

prevent their occurrence in the future, as well as seek to 

recovery from the negative effects of unavoidable 

failures. 

− Selecting and designing service recovery strategies in an 

orderly manner and implementing them according to a 

predetermined plan by taking flexible measures that 

allow employees to adapt those strategies according to 

circumstances of each service encounter. 

− Providing clear and specific instructions (written and 

oral) to help front-line staff in implementing the service 

recovery process and selecting recovery strategies 

commensurate with the size and type of each failure. 

− Follow-up and continuous evaluation of the effectiveness 

and efficiency of service recovery strategies and their 

compatibility with customer expectations and adapting 

those strategies to match the continuous changes in the 

marketing environment. 

The results of this study also indicate that customers’ 

perception of distributive justice during evaluating the service 

recovery process contributes to achieving high levels of 

satisfaction. Therefore, Internet companies must strive to 

create a perception among their customers about the fairness 

of the final outcomes of the recovery process by increasing 

interest in tangible strategies to fix service failures. This can 

be achieved through the following: 

− Allocating appropriate financial budgets for the service 

recovery process that enables the provision of tangible 

compensations to compensate the customer for the 

financial and psychological losses resulting from the 

failure of the service, which in turn contributes to 

creating a high awareness for him of distributive justice. 

Tangible compensations include a reduction in the 

monthly subscription fee for a specific period of time or 

doubling the size of the subscription with the same 

current fees for a specific period or add extra advantage 

and services for free. 

− Providing training programs for front-line staff based on 

simulation of real-life problems that help to give them all 

skills and experiences to enable them to provide quick 

reactions to fix service failure in a short period of time. 
 

VII. LIMITATIONS AND FUTURE RESEARCH 

The current study was applied to the Internet sector in 

Egypt, so there is a difficulty of generalizing the results to 

other sectors or to the same sector in other countries because 

of the different cultures among countries [50]. Therefore, the 

proposed model in the current study can be tested to 

ascertaining its validity in different cultural and application 

environments.  

In this study, Service recovery was measured by four 

strategies. On the other hand, other researchers studied the 

relationship between the service recovery and customer 

satisfaction using six strategies [6]. Consequently, results 

may differ in the case of examining the effect of other service 

recovery strategies on customer satisfaction. 

The present study examined the effect of one type of 

perceived justice (distributive justice) on customer 

satisfaction. However, customer satisfaction is affected by 

other types of perceived justice. So, there is a need to study 
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other dimensions of perceived justice that may directly or 

indirectly affect the relationship between service recovery 

strategies and customer satisfaction such as procedural 

justice, interactional justice, and informational justice. 

This study found that there was no significant effect of 

psychological strategies such as explanation and apology on 

customer satisfaction with service recovery. Future studies 

must therefore be directed to test these relationships for 

validation. 

 

VIII. CONCLUSION 

The results of the current study confirmed that there was a 

positive effect of some service recovery strategies (response 

speed and compensation) and distributive justice on 

satisfaction with the recovery. This leads us to the fact that if 

organizations want to maintain customer satisfaction after 

service failure, they must quickly fix the service failure and 

provide tangible compensation to compensate the customer 

for the loss resulting from this failure, and then create a high 

perception among customers of the fairness of the service 

recovery outcomes. 

The findings also indicated that psychological strategies 

such as apology and explanation for the service recovery had 

no significant impact on customer satisfaction. This explains 

why customer satisfaction levels are low even though Internet 

companies in Egypt use psychological strategies for the 

service recovery. Therefore, companies must pay greater 

attention to tangible recovery strategies. 

This study found a positive effect of service recovery 

strategies on the customer’s evaluation of the fairness of that 

recovery (perceived justice). Based on this, we conclude that 

the customer's perception of the fairness of the service 

recovery process depends mainly on the efficiency and 

effectiveness of the strategies implemented by Internet 

companies to fix service failure. 

The study emphasized the mediating role of distributive 

justice in the relationship between some service recovery 

strategies and satisfaction with the recovery. This indicates 

that customers' perception of distributive justice plays an 

important role in enhancing the positive impact of the service 

recovery strategies on satisfaction with the recovery. 
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