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analysis, and SMARTPLS 3.0 software measurements, service
recovery significantly and positively impacts brand trust for
customers of international fast-food restaurants in Bandung
City.

INTRODUCTION

In a highly competitive business environment, ensuring customer satisfaction is
paramount to a company's success and continuity, companies must guarantee that the services
provided meet or exceed customer expectations (Perdomo-verdecia et al., 2024). Although the
services provided can provide comfort and satisfaction to customers, there are instances when
the services provided can also cause dissatisfaction, which are referred to as service failures (Ko
et al., 2020). The involvement of humans in service delivery renders avoiding errors in the service
delivery process a challenging endeavor (Wen & Geng-qing Chi, 2013).

In the food service industry, delays or issues with food quality or billing can result in
customer experiences that are perceived to be below expectations (Namkung et al., 2011). These
discrepancies can evoke sentiments of betrayal, with consumer reactions to service failures
encompassing a spectrum of behaviors, including switching providers and disseminating
negative word-of-mouth, as well as retaliatory actions that damage the company's reputation
and profitability (Tan et al., 2021). It is crucial to acknowledge that failures in the service provider
industry can have a profound effect on customer satisfaction and loyalty (Cheng et al., 2019).
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Although service failures can lead to customer dissatisfaction, effective service recovery
can overcome this dissatisfaction and improve customer relationships (Sajtos et al., 2010). This is
contingent on customers perceiving the service recovery as fair; if they do, their previous
satisfaction with the company can be maintained (Chen et al., 2018). Furthermore, effective
service recovery can enhance brand loyalty by 44% in a significant service failure and by 33% in
the case of a minor service failure (Harrison-Walker, 2019).

In food consumption, brand trust represents a critical cognitive aspect that further
enhances consumers' relationship with the brand and strengthens consumers' trust over time
through the accumulation of positive experiences (Porral & Levy-Mangin, 2016). Previous
research has demonstrated that service recovery strategies employed by service providers can
result in positive outcomes, including enhanced brand trust (Kim et al., 2018). The formation of a
positive consumer-brand relationship is contingent upon brand trust, which is influenced by
consumers' previous experiences with a particular brand. This trust protects the brand and the
consumer from uncertainty (Bezbaruah et al., 2022). Brand trust results from a series of prior
experiences and interactions throughout the consumer's developmental trajectory, which can be
described as the consumer's experiential process of learning and feeling over time (Delgado-
Ballester & Munuera-Aleman, 2005; Keller, 2012).

In recent years, the food and beverage sector has emerged as a significant contributor to
manufacturing and economic growth in Indonesia. In the third quarter of 2020, the food and
beverage industry made a notable contribution of 39.19 percent to the gross domestic product
(GDP) of Indonesia's non-oil and gas processing industry (BPS, 2020). A survey conducted by
Hanum et al. (2015) revealed that 69% of urban communities in Indonesia consume fast food. Of
this population, 33% reported consuming fast food for lunch, 25% for dinner, 9% for a snack, and
2% for breakfast. In addition to Indonesia, Bandung has witnessed a notable expansion in the
food and beverage industry. The decline in the incidence of COVID-19 infections and the
revocation of the PPKM have resulted in a return to normalcy in community mobility, thereby
facilitating a gradual recovery of economic activities in this city. The sector that experienced the
most significant growth was accommodation and food services activities, which increased by
13.94 percent compared to the previous year, when it only grew by 1.17 percent (BPS, 2023). The
economy of Bandung City is primarily driven by household consumption. The food, beverage,
and cigarette expenditure represents the largest household consumption component,
amounting to 35.19 percent. This percentage has increased from last year to 34.74 percent (BPS,
2023). The food and beverage sector is a promising business area in Bandung City, with a trend
of positive results and potential for continued growth. This sector offers a profitable opportunity
for business actors in the city, with the number of restaurants in Bandung City increasing
significantly since 2018, with 1,386 restaurants in 2022 (BPS, 2023).

The current market dynamics encourage business actors in the field of fast-food
restaurants to prioritize consumer retention as a means of survival in the face of impending
changes. The quality of service provided by fast food restaurants must be of a high standard if
customers are to be satisfied. This will ensure that all restaurant management and business
actors can maintain and increase the number of customers (Poerwopoespito & Utomo, 2010). If
a company cannot compete effectively, the probability of outlet closures will increase. One
illustrative example is the fast-food restaurant Texas Chicken, which was compelled to close
numerous stores throughout Indonesia. Similarly, Carl's Jr. was on the verge of bankruptcy due
to its inability to compete with its rivals (Kompas, 2023). The international fast-food franchise
sector has not always enjoyed a successful entry into the Indonesian market. Texas Chicken, a
fast-food restaurant franchise from the United States, was forced to cease operations in
Indonesia due to its inability to compete with international franchised fast-food restaurants and
domestic fast-food outlets. The evolution of consumer lifestyles has resulted in a surge in
demand for diverse dining experiences, accompanied by a rapid expansion of the fast food
service industry (Min & Min, 2011). In the context of intensifying market competition, the success
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of a fast-food restaurant is contingent upon its capacity to retain customers by enhancing
customer value or introducing innovative service offerings (Min & Min, 2011). The restaurant
experience comprises a series of service stages, commencing with a greeting from the service
provider, followed by the selection of a table, ordering, receipt, and consumption of food, and
finally, the payment of the bill and departure.

Service failures may occur at any stage of the service encounter (Namkung & Jang, 2010). A
survey conducted by Databoks (2023) indicates that KFC and McDonald's, two prominent
international fast-food chains, are perceived to offer superior customer service compared to
other fast-food restaurants in Indonesia. However, it is important to note that not all customers
have the same experience. Some customers have reported unsatisfactory service at these two
international franchise fast food restaurants. These include instances of food being served late
(Mediakonsumen, 2023), difficulties in making payments (Mediakonsumen, 2022), customer
complaints, and food that is not of an acceptable standard (DetikFood, 2022).

Therefore, it is paramount for service companies to implement a systematic approach to
service failure management, encompassing comprehensive detection and efficacious recovery
strategies. This will facilitate the enhancement of customer satisfaction, thereby positively
impacting business performance (Namkung & Jang, 2010). Developing a robust brand identity is
paramount for businesses, as most companies will inevitably encounter a product or service
failure at some point in time. Such an occurrence can potentially jeopardize the brand's
relationship with consumers (Kaltcheva et al., 2013). Achieving brand trust aims to create
experiences that influence the reciprocal activities between companies and consumers
(Anderson & Narus, 1990). The primary objective of service recovery is to rectify failures and
rebuild customer trust, relationships, and interest in future purchases from the company (Cheng
et al, 2019). Nevertheless, several studies have indicated that many consumers remain
dissatisfied with the service recovery provided (Ma et al., 2020).

LITERATURE REVIEW

Service Recovery

Service recovery is the service providers' effort to manage or resolve service failures (Van
Vaerenbergh et al., 2019). It can be categorized into two types: economic recovery and emotional
recovery. Economic recovery, also called tangible recovery, refers to solving problems by offering
redresses, such as discounts, refunds, or replacements (Zhou et al., 2013). Emotional recovery
also called psychological recovery, refers to intangible compensation, such as apologies and
explanations (Wei et al., 2020).

Service recovery becomes an important step for companies when services fail to meet
customer expectations and must be faced with appropriate actions to correct failures and
reduce customer dissatisfaction simultaneously (Azemi et al., 2019; Jung & Seock, 2017).
Customer experience in getting service recovery or service recovery process consists of three
stages: pre-recovery, recovery, and post-recovery. The first stage, pre-recovery, refers to the time
between learning about a service failure and the customer's interaction with the service provider
to resolve the failure (Anwar & Ozuem, 2022). This stage is about awareness of the service
problem, where communication between the customer and the organization begins to resolve
the problem, and it provides an important foundation for recovery expectations (Gelbrich &
Roschk, 2011).

The recovery stage begins when the service provider and customer make the first contact
and ends when the problem has been satisfactorily resolved or when the customer gives up on
their request due to other failures (Anwar & Ozuem, 2022). This stage is very important in the
service recovery process because it indicates the point at which the service provider should
provide a workable repair solution for the problem. Post-recovery processes cover the time after
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recovery efforts are completed and customers begin to assess their service recovery experience
from the previous phase (Anwar & Ozuem, 2022).

As defined by Wei et al. (2020), service recovery encompasses all company-driven actions
to address customer-perceived service problems; its objective is to alter consumers' negative
post-service evaluations and attitudes while maintaining customer retention. The essence of
service recovery is to deliver justice and fairness to dissatisfied customers, where justice refers
to an individual's evaluative judgment of his or her treatment perceived as fair (Crisafulli & Singh,
2016). Some of the service recovery measures that companies can implement include offering
compensation, apologies, explanations given for service failures, speed of response, showing
empathy, replacing the service or product, refunds, and offering monetary related compensation
such as coupons and discounts (Gelbrich & Roschk, 2011; Guo et al., 2016; Miller et al., 2000;
Mostafa et al., 2014).

This study's measurement of the service recovery variable adopted the concept by Babin
et al. (2020). It consisted of three dimensions: distributive justice, procedural justice, and
interactional justice. Interactional justice is defined as a customer's perceived interpersonal
treatment based on the company employees' behavior (Babin et al., 2020). This encompasses
employees' politeness, dignity, and respect demonstrated through interactions between
customers and employees. Distributive justice is achieved in service recovery when the customer
receives what they were entitled to before the service failure (Cheng et al., 2019). When a
customer perceives the remedy as reasonable and fair, it re-establishes their perception of
distributive justice (Kuo & Wu, 2012; Siu et al., 2013).

For instance, service providers may offer financial or non-financial compensation to
restore customer relationships. Procedural justice involves the established policies and
procedures that customers must follow to pursue fairness (Cheng et al., 2019). As an illustration,
service providers could establish customer-oriented policies and procedures to support
customer communication and encourage customer participation in recovery. Service recovery
literature defines procedural justice as the organization's systematic approach to resolving
issues (Ha & Jang, 2009).

Brand Trust

Huaman-Ramirez & Merunka (2019) define brand trust as the expectation that consumers
have that a brand will consistently fulfill its promises. In conceptual terms, trust may be defined
as an individual's tendency to believe in others' reliability and trustworthiness (Stoltz & Lizardo,
2018). Wen et al. (2019) believe that brand trust is highly dependent on the intensity of nostalgia:
the more nostalgic the consumer, the easier it is to create trust in the brand. Brand trust can be
considered an important component of a consumer's relationship with a company that can
ultimately lead to business success (Mal et al., 2018).

Brand trust is defined as perceptions and expectations based on beliefs regarding a
brand's precise features and traits, which are perceived to be regular, capable, and credible
(Naggar & Bendary, 2017). Consequently, brand trust can be regarded as a pivotal element of the
consumer-retailer relationship and business success (Mal et al., 2018).

Delgado-Ballester et al. (2003) defined brand trust as a consumer's perception of security
in their interaction with a brand. This perception is based on the brand's reliability and
responsibility for the consumer's interests and welfare. The concept of brand trust can be
defined as a psychological disposition of an organism that has been demonstrated to predict
future behavior and intention (Hanaysha, 2022).

This article proposes a two-dimensional definition of brand trust (brand fiability and
intentionality). Brand fiability is the individual's belief that the brand fulfills its value proposition
(Wen et al., 2019). On the other hand, brand intentionality refers to the brand's proactive
commitment to safeguarding consumer interests in emergencies (Wen et al.,, 2019). This can
engender a sense of security and trust, including perceptions of altruism, honesty, and quality.
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Hypothesis Development

Previous research recognizes that an improved understanding of recovery from service
failures is critical to maintaining positive customer and brand relationships in the service
economy. The research results from Kaur et al. (2022) showed that recovery strategies were
associated with exoneration, resentment, and brand trust, but not NWOM. The severity of the
previously experienced service failure and the speed of the service provider's response
moderated the relationship between forgiveness and brand trust. Experts have confirmed the
relationship between service recovery strategies and customer trust in various contexts,
including banking services (Chong & Ahmed, 2018). Service failures can positively impact
companies because customers who experience service failures have the potential to experience
more satisfying experiences with service recovery than customers who have never experienced
service failures (Matos et al., 2007).

Azemi et al. (2019) demonstrated that apologies enhance consumers' trust in service
providers. In the context of food consumption, brand trust represents an important cognitive
aspect that further strengthens consumers' relationship with the brand and builds consumers'
trust over time through the accumulation of positive experiences (Porral & Levy-Mangin, 2016).
Although service providers cannot entirely prevent service failures, they can control and handle
them to retain their customers and increase their satisfaction in the future (Shams et al., 2020).
Service recovery methods implemented by companies can facilitate future repurchase behavior,
positive word-of-mouth, and brand advocacy (Xie & Peng, 2010). Building upon these findings,
this study then investigated the influence of service recovery on brand trust among international
fast-food restaurant consumers in Bandung City.

e H1:Thereis a positive influence of service recovery on brand trust.

METHODS

Data Analysis Method

This research is conclusive, where the research plan uses clear and measurable
measurements of marketing phenomena and applies a quantitative approach. This study
employed the Structural Equation Modeling (SEM) research model to test and estimate causal
relationships by integrating path analysis and factor analysis (Hamid & Anwar, 2019). The
collected data in this study is subsequently analyzed using Smart-PLS to validate the proposed
hypothesis. It was implemented according to Hair et al. (2006), encompassing confirmatory
factor analysis (CFA), validity and reliability analysis, as well as measurement and structural tests.

This study utilized the Cronbach Alpha method to conduct a reliability test. This reliability
test aims to determine the consistency of the questionnaire when measurements are repeated.
Malhotra et al. (2020) stated that a Cronbach Alpha value below 0.6 indicates unsatisfactory
reliability. Thus, for the questionnaire to be regarded as reliable, the Cronbach Alpha value must
exceed 0.6. The outer model encompasses both convergent validity and discriminant validity.

Given that this research is confirmatory, the loading factor values must exceed 0.7 and
have an average variance inflation factor (AVE) greater than 0.5. In addition, the second stage of
the evaluation process, which is conducted to assess the model, is the structural model, also
known as the inner model. The criteria for the components in this inner model are the R-squared
values and significance (Hamid & Anwar, 2019).

Data Collection

The data collection method involved using a questionnaire administered through Google
Forms. This study employed a Likert scale to measure agreement, with a range of five points
from 1 (Strongly disagree) to 5 (Strongly agree) (Malhotra et al., 2020). The research setting was
the international fast food chain outlet. Subsequently, a purposive sampling method was
utilized. This study's criteria sample was international fast food chain outlet consumers who had
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experienced inappropriate and unsatisfactory service during their visits to the international fast
food chain Outlet. The minimum sample size used for this study was based on ten times the
total number of indicators used to measure one construct (Hair et al., 2014).

Variable operationalization

This study's measurement of the Service Recovery variable was adopted the concept by
Babin et al. (2021). It consisted of three dimensions: distributive justice; procedural justice; and
interactional justice. Also This study adapted and modified measurement indicators for the
Brand Trust variable from Wen et al. (2019). The dimensions utilized to assess brand trust in this
study are fiability and intentions, which are also the result of adapting research from Delgado-
Ballester et al. (2003).

RESULTS

Table 1. Respondent Characteristics

I N N
76

Male 35.3%
Gender Female 139 64.7%
19-25 175 81.4%
Age 26-33 40 18.6%
<Rp1.000.000,00 16 7.4%
Rp1.000.001,00-Rp5.000.000,00 118 54.9%
Monthly

Income Rp5.000.001,00- Rp10.000.000,00 66 30.7%

>Rp10.000.000,00 15 7%
Student 127 59.1%
Public Servant 11 5.1%
Occupation Private Employee 63 29.3%
Entrepreneur 14 6.5%

Source: Research Data (2024).

A total of 215 responses were collected, aligning with the targeted demographic
characteristics presented in Table 1. The sample in this study consisted of consumers of
international fast-food restaurants who experienced inadequate service or dissatisfaction with
the service they received at the fast-food restaurant they visited. The sample consisted of 64.7%
females and 35.3 % males, for a total of 215 respondents. College students make up the majority
of respondents (59.1 percent). Based on the age range, the respondents were mostly between
the ages of 19 and 25 years. This age group tends to go to international fast food restaurants in
Bandung City.
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Figure 1 Research Construct Model That Has Been Tested
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Figure 1 depicts the research construct model that has been tested, which comprises two
latent variables. The independent variable, service recovery, is represented by three dimensions,
while the dependent variable, brand trust, is represented by two dimensions. This research
construct is reflective, whereby the latent variables influence how the indicators are measured.

Table 2. The Evaluation Of The Measurement Model Of Variable X
Code Items

LF
(>0.7)

Variable X: Service Recovery
Dimension 1: Distributive Justice

D1 Overall, the outcomes | received from the fast food restaurant were fair 0.835
DJ2 Given the time, money, and hassle, | got fair outcomes 0.847
DJ3 | got what | deserved 0.833
DJ4 The fast food restaurant presented an offer that met my expectations 0.814

Service Recovery (X, Distributive Justice: AVE = 0.693, CR= 0.900, a= 0.852)
Dimension 2: Procedural Justice

PJ1 The fast food restaurant gave me an opportunity to have a say in the | 0.766

handling of the problem

PJ2 In the handing of the failures, the fast food restaurant gave me accurate | 0.805
information
PJ3 In the handling of the failures, the fast food restaurant answered my request | 0.842

in a timely manner

P4 In the handling of the failures, the fast food restaurant was flexible in the way | 0.821

it responded to my concerns

Service Recovery (X, Procedural Justice: AVE = 0.654, CR= 0.883, a= 0.823
Dimension 3: Interactional Justice

1)1 The employees who interacted with me treated me in a polite manner 0.831
)2 The employees who interacted with me gave me detailed explanations and | 0.826
relevant advice
1J3 The employees who interacted with me treated me with respect 0.839
1j4 The employees who interacted with me treated me with empathy 0.850
Service Recovery (X, Interactional Justice: AVE = 0.700, CR= 0.903, a=
0.857)

Source: Research Result using PLS 3 application (2024).
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Table 3. The Evaluation Of The Measurement Model Of Variable Y

Code Items LF
. (>0.7)

Variable Y: Brand Trust
Dimension 1: Brand Fiability

BF1 The fast food restaurant meets my expectations 0.829
BF2 | | feel confident about the fast food restaurant 0.807
BF3 | The fast food restaurant never disappoints me 0.790
BF4 | The fast food restaurant is constant in satisfying my needs 0.802

Brand Trust (Y, Brand Fiability: AVE= 0.652, CR= 0.882, a= 0.822)
Dimension 2: Brand Intentionality

Bl1 The fast food restaurant would be sincere in addressing my concerns 0.811

BI2 The fast food restaurant would be honest in addressing my concerns 0.862

BI3 | could rely on the fast food restaurant to solve problems | might have with | 0.811
the service

Bl4 The fast food restaurant would make every effort to satisfy me 0.816

BI5 The fast food restaurant brand would compensate me in some way for any | 0.828
problems with the service

Brand trust (Y, Brand Intentionality: AVE= 0.682, CR= 0.915, a= 0.883)
Source: Research Result using PLS 3 application (2024).

Based on Table 2 and Table 3 illustrates that all factor loadings surpass the threshold of
0.7. The results of the convergent validity test affirm the validity of all 21 items, including
Distributive Justice, Procedural Justice, Interactional Justice, Brand Fiability, and Brand
Intentionality, as each exhibits a factor loading value exceeding 0.7.

The calculated results show that the overall average variance extracted (AVE) value for
Service Recovery and Brand Trust and their respective dimensions is above 0.50, indicating that
all variables and dimensions remain valid. The reliability test results are considered reliable if the
composite reliability value exceeds 0.70.

Table 2 confirms that research variables and their dimensions have composite reliability
greater than 0.70. All dimensions are also considered reliable, with Cronbach Alpha values
exceeding 0.7.

Table 4. Fornell-Larcker Criterion

‘ BF BI DJ ‘ 1) ‘ PJ
Brand Fiability 0.807
Brand Intentionality 0.793 0.826
Distributive Justice 0.789 0.776 0.832
Interactional Justice 0.789 0.820 0.795 0.837
Procedural Justice 0.758 0.790 0.776 0.771 0.809

Source: Research Result using PLS 3 application (2024).

According to the Fornell-Larcker method, the mean variation between each construct and
its measurement should be greater than the differences between the other constructs (Fornell &
Larcker, 1981). The results indicate that all constructs have good discriminant validity, as the
AVE's square root is greater than all constructs' correlation. Thus, it can be inferred that the data
processing results indicate that all items load higher on the construct compared to other
constructs, demonstrating discriminant validity.
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Table 5. R Square Value
R Square R Square Adjusted \
Brand Trust 0,811 0,810
Source: Research Result using PLS 3 application (2024).

Based on Table 5, The R-Square test results show that the combined effect of Distributive
Justice, Interactional Justice, and Procedural Justice on Brand Trust has an R-square of 0.811,
which means that these variables are able to explain or predict 81.1% of the variation in Brand
Trust. This level of explanation is classified as strong, meaning that only 19.3% of the variance is
caused by factors outside the scope of the study.

Table 6. The Effects of The Structural
Hypothesis Original Sample STDEV T P Result
Sample Mean (M) Statistics Values

(0)

Brand  Trust ->

Brand Fiability 0.931 0.931 0.012 78.664 0.000 Supported

Brand — Trust  =>1, g6, 0.961 0.007 134616 | 0.000 | Supported

Brand Intentionality

Service Recovery -

> Brand Trust 0.901 0.900 0.019 47.445 0.000 Supported

Service Recovery ->

Distributive Justice 0.929 0.929 0.012 76.916 0.000 Supported
i ->

service Recovery > g 0.929 0.015 63.998 | 0.000 |Supported

Interactional Justice

Service Recovery -> | g1 0.915 0.017 52342 | 0.000 |Supported

Procedural Justice

Source: Research Result using PLS 3 application (2024).

Further, Table 6 indicates that all variables positively and significantly influence their
respective dimensions. This suggests that these dimensions can be used to measure each
variable. It also can be seen that the hypothesis tested is supported. Service recovery positively
and significantly affects brand trust, as seen from the positive parameter coefficient of 0.901.
Then, the significant value is 0.000, which is smaller than the 5% alpha level. Then, it is also
known that the T-statistic value of 47.445 is greater than the T-table. This result indicates that the
service recovery variable significantly impacts the Brand Trust variable.

DISCUSSION

The Influence Of Service Recovery On Brand Trust

The study aimed to investigate the impact of service recovery on brand trust among
international fast-food restaurant customers in Bandung City. This study used three dimensions
of service recovery, namely distributive justice, procedural justice, and interactional justice, and
two dimensions of brand trust: brand fiability and brand intentionality. Based on the outer
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model analysis using Smart-PLS 3, the discriminant validity, convergent validity, and reliability
test results indicate that all items for the variables of service recovery and brand trust are valid.

Based on the hypothesis testing (H1) results, service recovery has a positive and significant
effect on brand trust. These results align with research conducted by Gannon et al (2022)
regarding food delivery platforms, which found a positive and significant influence from the
hypothesis proposed, namely the relationship between service recovery and brand trust. The
hypothesis that service recovery affects brand trust was accepted based on the original sample
coefficient being positive at 0.901, a t-statistic value greater than the t table, and a significance
value smaller than the 5% alpha level, indicating a significant effect. When consumers feel more
satisfied with service recovery in terms of fairness, including procedures, distribution, and
interactions, it is more likely that consumers will release negative emotions toward the company
and potentially experience positive emotions (Babin et al., 2021). Implementing excellent service
recovery can be crucial for a brand to increase customer trust. The positive effects of service
recovery will increase trust from customers (Cheng et al., 2019).

CONCLUSION

This study discusses the influence of service recovery on brand trust in the restaurants of
an international fast-food chain in Bandung. The proposed hypothesis was confirmed by the test
results. Based on the above analysis, it can be concluded that to regain trust and demonstrate
the service provider's ability to meet normal relationship expectations, consumers must perceive
sincere apologies, appropriate compensation, and evidence of responsiveness to negative
feedback after a service failure in the service industry. Brand trust and service recovery are
critical concepts for marketing researchers and practitioners as they serve as a vital coping
strategy in the context of service failure recovery. By testing service recovery as a mediating lever
linking justice theory and brand trust, this study aims to address this gap in the marketing
literature.

SUGGESTION

A number of issues have yet to be addressed in this study due to time constraints and
phenomena that have yet to be discovered. Many other related factors have not been discussed
in this study and are expected to be discussed in future research, such as by adding variables to
explore how service recovery affects purchase intention or customer forgiveness. However, this
study is limited in that it focuses only on customers of international fast-food restaurants in
Bandung City. Therefore, the results cannot be generalized. Future research should expand its
scope to include a larger population (regional or national) to obtain more comprehensive results.
Secondly, future research should consider adopting an experimental or longitudinal approach.
Thirdly, to gain a better understanding of the nuances of service outages and service recovery, it
is recommended that additional data be collected from alternative sources using qualitative or
mixed methods. Lastly, future research could experiment with a real-world setting to enrich the
findings.

REFERENCES

Anderson, J. C., & Narus, J. A. (1990). A model of distributor firm and manufacturing firm working
relationships. Journal of Marketing, 54(1), 42-58.

Anwar, S., & Ozuem, W. (2022). An integrated service recovery process for service failures:
insights from systematic review. Qualitative Market Research, 25(4), 433-452.
https://doi.org/10.1108/QMR-12-2021-0147

Azemi, Y., Ozuem, W., Howell, K. E., & Lancaster, G. (2019). An exploration into the practice of
online service failure and recovery strategies in the Balkans. Journal of Business Research,

3530 | Muhammad Daffa Lazuardi, Popy Rufaidah ; The Brand Trust As...



ISSN: 2338-8412 e-ISSN : 2716-4411

94(May), 420-431. https://doi.org/10.1016/j.jbusres.2018.08.035

Babin, B. J., Zhuang, W., & Borges, A. (2021). Managing service recovery experience: Effects of the
forgiveness for older consumers. Journal of Retailing and Consumer Services, 58, 102222.
https://doi.org/10.1016/j.jretconser.2020.102222

Bezbaruah, S., Dhir, A, Talwar, S., Tan, T. M., & Kaur, P. (2022). Believing and acting on fake
news related to natural food: the influential role of brand trust and system trust. British
Food Journal, 124(9), 2937-2962. https://doi.org/10.1108/BFJ-02-2021-0190

BPS. (2020). Produk Domestik Bruto Indonesia Triwulanan 2016-2020. Badan Pusat Statistik,
07130.2002, 98.

BPS. (2023). KOTA BANDUNG DALAM ANGKA Bandung Municipality in Figures 2023. In
Municipality, Badan Pusat Statistik Kota Bandung. BPS-Statistics of Bandung Journal of Visual
Languages & Computing (Issue ISSN:0215.2320.Publication Number:32730.2302). BPS Kota
Bandung/BPS-Statistics of Bandung Municipality.

Chen, T., Ma, K., Bian, X., Zheng, C., & Devlin, J. (2018). Is high recovery more e ff ective than
expected recovery in addressing service failure? — A moral judgment perspective.
Journal of Business Research, 82(92), 1-9. https://doi.org/10.1016/j.jbusres.2017.08.025

Cheng, B. L., Gan, C. C,, Imrie, B. C., & Mansori, S. (2019). Service recovery, customer satisfaction
and customer loyalty: evidence from Malaysia’'s hotel industry. International Journal of
Quality and Service Sciences, 11(2), 187-203. https://doi.org/10.1108/1)QSS-09-2017-0081

Chong, Y. S, & Ahmed, P. K. (2018). When service failure leads to sin: Exploring service
transgression and customer forgiveness in a multi-faith context. Journal of Service Theory
and Practice, 28(4), 410-433. https://doi.org/10.1108//STP-02-2017-0024

Crisafulli, B., & Singh, J. (2016). Service guarantee as a recovery strategy: the impact of guarantee
terms on perceived justice and firm motives. Journal of Service Management, 27(2).

Databoks. (2023). Restoran Cepat Saji yang Memberikan Pelayanan Terbaik Menurut Warga
Indonesia (Januari 2023). Databoks.
https://databoks.katadata.co.id/datapublish/2023/02/20/inilah-restoran-cepat-saji-yang-
memberikan-pelayanan-terbaik-menurut-warga-indonesia

De Matos, C. A, Henrique, J. L., & Alberto Vargas Rossi, C. (2007). Service recovery paradox: A
meta-analysis. Journal of Service Research, 10(1), 60-77.
https://doi.org/10.1177/1094670507303012

Delgado-Ballester, E., Manuera-Alemn, J. L, & Yage-Guilln, M. J. (2003). Development and
validation of a brand trust scale. International Journal of Market Research, 45(1), 7-11.
https://journals.sagepub.com/doi/10.1177/147078530304500103

Delgado-Ballester, E., & Munuera-Aleman, J. L. (2005). Does brand trust matter to brand equity?
Journal of Product and Brand Management, 14(3), 187-196.
https://doi.org/10.1108/10610420510601058

DetikFood. (2022). Pembeli KFC Ini Ngamuk Gegara Fried Chicken Ditaruh di Atas Kertas Baca artikel
detikfood, “Pembeli KFC Ini Ngamuk Gegara Fried Chicken Ditaruh di Atas Kertas”
selengkapnya https://food.detik.com/info-kuliner/d-6185362/pembeli-kfc-ini-ngamuk-gegara-
fried-. https://food.detik.com/info-kuliner/d-6185362/pembeli-kfc-ini-ngamuk-gegara-
fried-chicken-ditaruh-di-atas-kertas

Fornell, C., & Larcker, D. (1981). Evaluating Structural Equation Models with Unobservable
Variables and Measurement Error. Journal of Marketing Research, 18(1), 39-50.

Gannon, M., Taheri, B., Thompson, J., Rahimi, R., & Okumus, B. (2022). Investigating the effects of
service recovery strategies on consumer forgiveness and post-trust in the food delivery
sector. International Journal of Hospitality Management, 107(September), 103341.
https://doi.org/10.1016/j.ijhm.2022.103341

Gelbrich, K., & Roschk, H. (2011). A meta-analysis of organizational complaint handling and
customer responses. Journal of  Service Research, 14(1), 24-43.
https://doi.org/10.1177/1094670510387914

Ekombis Review: Jurnal lImiah Ekonomi dan Bisnis, Vol. 12 No. 4 Oktober 2024 page: 3521-3534| 3531


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Guo, L., Lotz, S. L., Tang, C., & Gruen, T. W. (2016). The Role of Perceived Control in Customer
Value Cocreation and Service Recovery Evaluation. Journal of Service Research, 19(1), 39-
56. https://doi.org/10.1177/1094670515597213

Ha, J., & Jang, S. C. (Shawn). (2009). Perceived justice in service recovery and behavioral
intentions: The role of relationship quality. International Journal of Hospitality
Management, 28(3), 319-327. https://doi.org/10.1016/j.ijhm.2008.12.001

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural
equation modeling (PLS-SEM): An emerging tool in business research. European Business
Review, 26(2), 106-121. https://doi.org/10.1108/EBR-10-2013-0128

Hamid, R. S., & Anwar, S. M. (2019). STRUCTURAL EQUATION MODELING (SEM) BERBASIS VARIAN:
Konsep Dasar dan Aplikasi dengan Program SmartPLS 3.2.8 dalam Riset Bisnis.

Hanaysha, J. R. (2022). Impact of social media marketing features on consumer’s purchase
decision in the fast-food industry: Brand trust as a mediator. International journal of
Information Management Data Insights, 2(2), 100102.
https://doi.org/10.1016/j.jjimei.2022.100102

Hanum, T. S. L., Dewi, A. P, & Erwin. (2015). HUBUNGAN ANTARA PENGETAHUAN DAN
KEBIASAAN MENGKONSUMSI FAST FOOD DENGAN STATUS GIZI PADA REMAJA. Jurnal
Online Mahasiswa, 2(1), 750-758.

Harrison-Walker, L. J. (2019). The critical role of customer forgiveness in successful service
recovery. Journal of Business Research, 95(March 2017), 376-391.
https://doi.org/10.1016/j.jbusres.2018.07.049

Huaman-Ramirez, R., & Merunka, D. (2019). Brand experience effects on brand attachment: the
role of brand trust, age, and income. European Business Review, 31(5), 610-645.
https://doi.org/10.1108/EBR-02-2017-0039

Joseph. Hair, William C. Black, Barry J. Babin, R. E. A. (2006). Multivariate Data Analysis 7th Edition
(pp. 1-761).

Jung, N. Y., & Seock, Y. K. (2017). Effect of service recovery on customers’' perceived justice,
satisfaction, and word-of-mouth intentions on online shopping websites. Jjournal of
Retailing and Consumer Services, 37(September 2015), 23-30.
https://doi.org/10.1016/j.jretconser.2017.01.012

Kaltcheva, V. D., Winsor, R. D., & Parasuraman, A. (2013). Do customer relationships mitigate or
amplify  failure responses? Journal of Business Research, 66(4), 525-532.
https://doi.org/10.1016/j.jbusres.2011.12.031

Kaur, P., Talwar, S., Islam, N., Salo, J., & Dhir, A. (2022). The effect of the valence of forgiveness to
service recovery strategies and service outcomes in food delivery apps. Journal of
Business Research, 147(May 2021), 142-157. https://doi.org/10.1016/j.jbusres.2022.04.020

Keller, K. L. (2012). Understanding the richness of brand relationships: Research dialogue on
brands as intentional agents. Journal of Consumer Psychology, 22(2), 186-190.
https://doi.org/10.1016/j.jcps.2011.11.011

Kim, M. S., Shin, D. J., & Koo, D. W. (2018). The influence of perceived service fairness on brand
trust, brand experience and brand citizenship behavior. International journal of
Contemporary Hospitality Management, 30(7), 2603-2621. https://doi.org/10.1108/]JCHM-
06-2017-0355

Ko, Y. D., Kwag, S. Il, & Oh, Y. (2020). An efficient airline seat reallocation algorithm considering
customer dissatisfaction. jJournal of Air Transport Management, 85(March), 101792.
https://doi.org/10.1016/j.jairtraman.2020.101792

Kompas. (2023). Texas Chicken dan Carl's Jr Tutup Gerai Di Seluruh Indonesia.
https://money.kompas.com/read/2023/08/19/204726726/csmi-tutup-seluruh-gerai-
texas-chicken-di-ri-akibat-terus-merugi

Kuo, Y. F., & Wu, C. M. (2012). Satisfaction and post-purchase intentions with service recovery of
online shopping websites: Perspectives on perceived justice and emotions. International

3532 | Muhammad Daffa Lazuardi, Popy Rufaidah ; The Brand Trust As...



ISSN: 2338-8412 e-ISSN : 2716-4411

Journal of Information Management, 32(2), 127-138.
https://doi.org/10.1016/j.ijinfomgt.2011.09.001

Ma, K., Zhong, X., & Hou, G. (2020). Gaining satisfaction: the role of brand equity orientation and
failure type in service recovery. European Journal of Marketing, 54(10), 2317-2342.
https://doi.org/10.1108/EJM-06-2019-0542

Mal, C. I., Davies, G., & Diers-Lawson, A. (2018). Through the looking glass: The factors that
influence consumer trust and distrust in brands. Psychology and Marketing, 35(12), 936-
947. https://doi.org/10.1002/mar.21146

Malhotra, N. K., Nunan, D., & Birks, D. F. (2020). Marketing Research Applied Insight : Sixth Edition.
www.pearson.com/uk

Mediakonsumen. (2022). Pelayanan McDonald’s Jember Sangat Mengecewakan dan Merugikan
Konsumen. https://mediakonsumen.com/2022/11/24/surat-pembaca/pelayanan-
mcdonalds-jember-sangat-mengecewakan-dan-merugikan-konsumen

Mediakonsumen. (2023). McDonald's Pasirkoja Bandung, Restoran Cepat Saji yang Tidak Cepat Saji.
https://mediakonsumen.com/2023/05/04/surat-pembaca/mcdonalds-pasirkoja-bandung-
restoran-cepat-saji-yang-tidak-cepat-saji

Miller, J. L., Craighead, C. W., & Karwan, K. R. (2000). Service recovery: A framework and empirical
investigation. Journal of Operations Management, 18(4), 387-400.
https://doi.org/10.1016/5S0272-6963(00)00032-2

Min, H., & Min, H. (2011). Benchmarking the service quality of fast-food restaurant franchises in
the USA: A longitudinal study. Benchmarking, 18(2), 282-300.
https://doi.org/10.1108/14635771111121711

Mostafa, R., Lages, C. R., & Saaksjarvi, M. (2014). The CURE scale: a multidimensional measure of
service recovery strategy. Journal of Services Marketing, 28(4), 300-310.
https://doi.org/10.1108/JSM-09-2012-0166

Naggar, R. A. A. El, & Bendary, N. (2017). The Impact of Experience and Brand trust on Brand
loyalty, while considering the mediating effect of brand Equity dimensions, an empirical
study on mobile operator subscribers in Egypt. The Business and Management Review, 9(2),

16-25.
Namkung, Y., &Jang, S. (2010). Service failures in restaurants: Which stage of service failure is the
most critical? Cornell Hospitality Quarterly, 51(3), 323-343.

https://doi.org/10.1177/1938965510364488

Namkung, Y., Jang, S. C. (Shawn), & Choi, S. K. (2011). Customer complaints in restaurants: Do
they differ by service stages and loyalty levels? International journal of Hospitality
Management, 30(3), 495-502. https://doi.org/10.1016/j.ijhm.2010.07.005

Perdomo-verdecia, V., Garrido-vega, P., & Sacrist, M. (2024). An fsQCA analysis of service quality
for hotel customer satisfaction. International Journal of Hospitality Management, 122(June).
https://doi.org/10.1016/j.ijhm.2024.103793

Poerwopoespito, F. O. S., & Utomo, T. A. T. (2010). Menggugah mentalitas profesional & pengusaha
Indonesia (5th ed.). Gramedia Widiasarana Indonesia.
https://books.google.co.id/books?hl=en&Ir=&id=STcye QKutHEC&oi=fnd&pg=PR2&dq=Me
nggugah+mentalitas+profesional+%26+pengusaha+indonesia&ots=e0jOprX5pM&sig=m-
EPqIfOns5DWLcSLMCzrz_kaPU&redir_esc=y#v=onepage&q=Menggugah mentalitas
profesional %26 pengusaha Indo

Porral, C. C., & Levy-Mangin, J.-P. (2016). Food private label brands: the role of consumer trust on
loyalty and purchase intention. British Food Journal, 12(4), 564-578.

Sajtos, L., Brodie, R. J., & Whittome, J. (2010). Impact of service failure: The protective layer of
customer relationships.  Journal  of  Service Research, 13(2), 216-229.
https://doi.org/10.1177/1094670510365357

Shams, G., Rehman, M. A,, Samad, S., & Rather, R. A. (2020). The impact of the magnitude of
service failure and complaint handling on satisfaction and brand credibility in the

Ekombis Review: Jurnal limiah Ekonomi dan Bisnis, Vol. 12 No. 4 Oktober 2024 page: 3521-3534| 3533


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

banking industry. Journal of Financial Services Marketing, 25(1-2), 25-34.
https://doi.org/10.1057/s41264-020-00070-0

Siu, N. Y. M., Zhang, T.J. F.,, & Yau, C. Y. ]. (2013). The Roles of Justice and Customer Satisfaction in
Customer Retention: A Lesson from Service Recovery. Journal of Business Ethics, 114(4),
675-686. https://doi.org/10.1007/s10551-013-1713-3

Stoltz, D. S., & Lizardo, O. (2018). Deliberate Trust and Intuitive Faith: A Dual-Process Model of
Reliance. Journal for the Theory of Social Behaviour, 48(2), 230-250.
https://doi.org/10.1111/jtsb.12160

Tan, T. M., Balaji, M. S., Oikarinen, E. L., Alatalo, S., & Salo, J. (2021). Recover from a service failure:
The differential effects of brand betrayal and brand disappointment on an exclusive
brand offering. Journal of Business Research, 123(October 2019), 126-139.
https://doi.org/10.1016/j.jbusres.2020.09.056

Tax, S. S., Brown, S. W., & Chandrashekaran, M. (1998). Customer Evaluations of Service
Complaint Experiences: Implications for Relationship Marketing. journal of Marketing,
62(2), 60-76. https://doi.org/10.1177/002224299806200205

Van Vaerenbergh, Y., Varga, D., De Keyser, A., & Orsingher, C. (2019). The Service Recovery
Journey: Conceptualization, Integration, and Directions for Future Research. journal of
Service Research, 22(2), 103-119. https://doi.org/10.1177/1094670518819852

Wei, C,, Liu, M. W., & Keh, H. T. (2020). The road to consumer forgiveness is paved with money or
apology? The roles of empathy and power in service recovery. journal of Business
Research, 118(March), 321-334. https://doi.org/10.1016/j.jbusres.2020.06.061

Wen, B., & Geng-qging Chi, C. (2013). Examine the cognitive and affective antecedents to service
recovery satisfaction: A field study of delayed airline passengers. International Journal of
Contemporary Hospitality Management, 25(3), 306-327.
https://doi.org/10.1108/09596111311310991

Wen, T., Qin, T., & Liu, R. R. (2019). The impact of nostalgic emotion on brand trust and brand
attachment: An empirical study from China. Asia Pacific Journal of Marketing and Logistics,
31(4), 1118-1137. https://doi.org/10.1108/APJML-09-2018-0390

Yi Xie, S. P. (2010). How to Repair Customer Trust After Negative Publicity: The Roles of
Competence, Integrity, Benevolence, and Forgiveness. Psychology & Marketing, 30(6), 461-
469. https://doi.org/10.1002/mar

Zhou, Y., Huang, M., Tsang, A. S. L., & Zhou, N. (2013). Recovery strategy for group service
failures: The interaction effects between recovery modes and recovery dimensions.
European Journal of Marketing, 47(8), 1133-1156.
https://doi.org/10.1108/03090561311324255

3534 | Muhammad Daffa Lazuardi, Popy Rufaidah ; The Brand Trust As...



