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A B S T R A C T

The study explores the effect of service recovery evaluation of tourists on their positive word-of-mouth (WOM)
intentions. The successive findings from a sample of 20,727 tourists disclose several results. The proposed
conditional model provides additional knowledge to the current literature with respect to accounting for how the
service recovery evaluation of tourists affects positive WOM intentions through overall satisfaction contingent on
household income, and whether the influence of household income on the effect of overall satisfaction on WOM
is conditional on gender.

1. Introduction

The inevitable failures in the service delivery process (Fisk, Brown,
& Bitner, 1993; Hart, Heskett, & Sasser, 1990) have long raised the
importance of the topic of service recovery. Even the best performing
service firms are confronted with service failures, which in turn de-
crease the level of customer satisfaction. Bitner, Booms, and Tetreault
(1990) classified customers' satisfactory and dissatisfactory incident
outcomes into three groups. These are: (1) service delivery system
failures—e.g. “unavailable service”, “unreasonably slow service” or
“other core service failures”, (2) customer needs and requests—e.g.
“special needs”, “customer preferences”, and (3) unprompted and un-
solicited employee actions—e.g. “attention paid to customers”.
Keaveney (1995) stated that nearly 17% of all service-switching in-
cidents are the result of poor service recoveries. On the other hand,
organizations' successful response to service failures can prevent cus-
tomer defection (McCollough, Berry, & Yadav, 2000). Zeithaml and
Bitner, 2000 define service recovery as “…the actions taken by an or-
ganization in response to a service failure” (2000, p.166).

In line with their importance, several aspects of the service recovery
topic have received substantial attention in the services marketing lit-
erature. Antecedents and the consequences of service recovery efforts,
along with the flow of relationships in this process, are well studied
(e.g. Maxham III, 2001; Maxham III & Netemeyer, 2002; Gelbrich &
Roschk, 2011). Gelbrich & Roschk (2011, p.24) in their meta-analysis

state that past studies developed the nomological network of the phe-
nomenon as “organizational responses →justice perceptions →post
complaint satisfaction →customer behavior.”

Research shows that dimensions of justice theory identify dis-
tributive, interactional, and procedural justice as the main antecedents
of satisfaction based on complaint handling (Orsingher, Valentini, & de
Angelis, 2010). In terms of post-complaint satisfaction, some re-
searchers use transaction-specific satisfaction (e.g. Mattila & Patterson,
2004; Smith, Bolton, & Wagner, 1999; Wirtz & Mattila, 2004) and some
use overall satisfaction constructs (e.g. de Matos, Rossi, Veiga, & Vieira,
2009; Maxham III & Netemeyer, 2003; Van Vaerenbergh, Lariviere, &
Vermeir, 2012) in their studies. Moreover, there are studies that have
used each construct separately (e.g. Gelbrich & Roschk, 2011; Maxham
III & Netemeyer, 2002; Smith & Bolton, 2002) or combined (e.g. Kim,
Kim, & Kim, 2009). By means of the consequences of post-complaint
satisfaction, researchers generally investigated customer behavioral
intentions such as positive WOM (e.g. Blodgett, Hill, & Tax, 1997; Wen
& Chi, 2013), loyalty (e.g. Gelbrich & Roschk, 2011) and repurchase
intentions (e.g. Maxham III Maxham III, 2001; Van Vaerenbergh et al.,
2012; Simon, Tossan, & Guesquière, 2015).

In addition, research has found that the relationships in similar
frameworks depend on some third variables called moderators. Some of
the moderators used were emotional intelligence (Gabbott, Tsarenko, &
Mok, 2011), pre-existing brand attitude (Simon et al., 2015) and prior
experience (Tax, Brown, & Chandrashekaran, 1998). Moreover, in
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recent years, there have been studies that have examined the benefits of
collaboration in service recovery with customers which refers to co-
creation of service recovery with customers or co-recovery concept (e.g.
Cheung & To, 2016; Gohary, Hamzelu, & Pourazizi, 2016; Guo, Lotz,
Tang, & Gruen, 2016; Hazée, Van Vaerenbergh, & Armirotto, 2017).

On the other hand, the importance of tourist satisfaction is well
known from the tourism literature. Its consequences and antecedents
have been studied extensively in several tourism settings including tour
operators. Previous researchers have suggested that in general, service
quality and value affect satisfaction, and additionally, satisfaction af-
fects loyalty and future intentions (e.g. Campo & Yague, 2008; Chen &
Chen, 2010; Chi & Qu, 2008; Gallarza & Saura, 2006; Yoon & Uysal,
2005).

Despite recent advances in this area of research, there are still op-
portunities to answer new questions in this framework, especially with
respect to understanding the mechanism or mechanisms by which those
sequences of effects operate. To the best of our knowledge, no empirical
research exists about the extent to which the perceived recovery eva-
luation—success or failure—affected the positive WOM intentions of
customers through perceived overall satisfaction from the service
companies and whether this effect depends on the demographic char-
acteristics of the customers. In order to go one-step ahead in the re-
search area, this research's intention is to provide a deeper under-
standing of the phenomenon to help service managers understand the
customer behavior mechanism. More specifically, the objectives of this
study are to: (1) examine the mediating role of overall satisfaction as an
overall assessment of satisfaction including post-complaint satisfaction
between the service recovery condition and customers' WOM intention,
(2) test the moderating effect of customers' household income level, and
(3) explore the moderating effect of income as dependent upon gender
in this relationship.

2. Conceptual framework

The conceptual framework of this study is depicted in Fig. 1. The
research model builds on the theories and results of prior empirical
studies. The model depicts a framework to account for how the service
recovery evaluation (success or failure) affects positive WOM intentions
through overall satisfaction contingent on income, and whether the
influence of income on overall satisfaction's effect on WOM is condi-
tional on gender.

2.1. Mediating role of satisfaction in the relationship between service
recovery and positive word-of-mouth

This research builds on previous consumer studies on service re-
covery and WOM intention relationships in order to advance a model

that depicts how and when service recovery success or failure affects
WOM intention by consumer satisfaction as an intervening mechanism
linking service recovery→ overall satisfaction→ positive WOM inten-
tion framework. In the conceptual model, overall satisfaction is em-
ployed as a mediating variable, considering its well-known association
with WOM intention (e.g. Anderson, 1998; Oliver, 1980). There is a
consensus that satisfied customers will engage in positive behavioral
intentions (e.g. Anderson & Sullivan, 1993; Zeithaml, Berry, &
Parasuraman, 1996). Empirical research in the literature supports the
link between satisfaction and positive WOM intention (Kim et al., 2009;
Maxham III & Netemeyer, 2002; Wen & Chi, 2013). Additionally, in
their meta-analytic review, de Matos and Rossi (2008) stated that sa-
tisfaction has a large effect on positive WOM. Thus:

H1. Overall satisfaction is an intervening variable in the association
between the perceived service recovery evaluation and positive word-
of-mouth intention.

2.2. Moderators in the service recovery-satisfaction-word-of-mouth
relationship

To identify when this sequence of effects occurs, researchers are also
interested in identifying possible moderators in similar relationship
frames. Researchers have used several different variables as mod-
erators. Gabbott et al. (2011) found that emotional intelligence plays a
moderating role between problem severity and satisfaction and beha-
vioral intentions. Huang (2011) studied the moderating role of brand
equity in the service recovery→ satisfaction→ behavioral intentions
chain. They found evidence for the moderating role of brand equity in
both the service recovery→ satisfaction and satisfaction→ behavioral
intentions links. de Matos et al. (2009) used attitude towards com-
plaining as a moderator between service recovery→ satisfaction and
satisfaction→ repatronage intentions.

There are similar studies which investigate the moderating role of
demographic variables between satisfaction and behavioral intentions
(e.g. Homburg & Giering, 2001; Mittal & Kamakura, 2001; Seiders,
Voss, Grewal, & Godfrey, 2005).

Despite the amount of research on the moderating role of several
different variables between satisfaction and behavioral intentions such
as loyalty, there is limited knowledge about the moderating role of the
demographic characteristics of consumers on the link between service
recovery-satisfaction and satisfaction-word-of-mouth intention. To
contribute to the services literature, two demographic characteristics
(household income and gender) are investigated in this research.

2.2.1. Household income as a moderator
It is assumed that income has an effect on consumer decisions

(Zeithaml, 1985). There are many studies in the literature supporting
this assumption (e.g. Abubakar & Ilkan, 2016; Henrique & Matos, 2015;
Seiders et al., 2005). Additionally, income is known as a demographic
characteristic that affects the consequences of satisfaction. Extant re-
search indicated that income has a moderating effect on the relation-
ship between satisfaction and behavioral intentions (e.g. Seiders et al.,
2005; Walsh, Evanschitzky, & Wunderlich, 2008). For instance, some
studies have found that the association between satisfaction and loyalty
is weaker for consumers with higher incomes (e.g. Homburg & Giering,
2001; Walsh et al., 2008). Additionally, Seiders et al. (2005) report an
association between customer satisfaction and repurchase behavior
dependent on the moderating effect of household income. According to
their findings household income enhances the effect of satisfaction on
repurchase visits and spending. On the other hand, higher-income
consumers tend to generate and consume WOM more than lower-in-
come consumers (Yang, Hu, Winer, Assael, & Chen, 2012). There are
very limited studies about the moderating role of income on the asso-
ciation between satisfaction and WOM. One of the exceptions are the
findings of Walsh et al. (2008). They found evidence for the moderating
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Fig. 1. A conceptual model representing a conditional process model in which
service recovery evaluations effect on word-of-mouth through overall satisfac-
tion as a function of household income moderated by gender.
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role of income on the link between satisfaction and WOM. According to
their findings, the association between satisfaction and positive WOM is
stronger for high-income customers. The other exception is the findings
of Keiningham, Rust, Lariviere, Aksoy, and Williams (2017). According
to their findings the impact of satisfaction on WOM is heterogeneous
and dependent on customer characteristics. With respect to these em-
pirical results, it is expected that:

H2. Tourists' household income will moderate the indirect effect of the
service recovery evaluations on WOM intentions through overall
satisfaction.

2.2.2. Gender as a moderator
In consumer research and marketing, researchers have long been

interested in gender differences. Meyers-Levy and Loken (2015) sum-
marized five gender differences in their comprehensive literature re-
view. In services marketing, Iacobucci and Ostrom (1993) report that
the evaluation of services may be directly affected by the gender of the
evaluator. Their research findings support that the evaluation of core
versus relational aspects of services differ according to the respondent's
gender. In terms of service recovery, several studies find support for the
influence of gender differences on consumer behavior (e.g. Mattila,
2010; McColl-Kennedy, Daus, & Sparks, 2003). Aguilar-Rojas, Fandos-
Herrera, and Flavián-Blanco (2015) argue that in the link between in-
terpersonal justice and WOM, men tend to spread WOM more than
women do. Thus, it is expected that:

H3. Tourists' household income, moderated by gender, will moderate
the overall satisfaction's effect on WOM intentions.

3. Methodology

3.1. Data and measurement

Research data was obtained from a tour operator's customer sa-
tisfaction survey carried out by the tour operator, which was one of the
major players in the tourism industry transporting from Russia and
Eastern European countries to the city of Antalya in Turkey. For ana-
lyzes reported in this paper, the survey data of the tourists visiting one
of the five regions of Antalya between April and October 2012 were
used. A translated version of the questionnaire can be found in ap-
pendix b. The distribution of data by months is shown in Table 1. The
final set of data to test the hypotheses was based on 20,727 tourists who
reported a service problem during the vacation in their responses to the
questionnaire. The company's questionnaire consisted of several parts;
the first and second part of the questionnaire measured customers'
perceptions of the tour operator's services and the hotel in which they
had stayed and it also measured their overall satisfaction with the ho-
tel—“I think the hotel has offered excellent service”—based on five-
point Likert-type scale with 1= “strongly disagree” and 5= “strongly
agree” (M=3.518, SD=1.298, min. = 1, max. = 5, n=20,027). The
fourth part of the survey evaluated several behavioral intentions in-
cluding customers' overall satisfaction—“Overall, I am satisfied with
the service experience which I had with the tour operator” (M=4.091,
SD=0.999, min. = 1, max. = 5, n=20,346)—and WOM intention—
“I would recommend this tour operator to others” (M=4.023,
SD=1.080, min. = 1, max. = 5, n=20,267)—on single items using
the same scale of 1= “strongly disagree” and 5= “strongly agree”. The
final part classified respondents demographically by gender, age, and
income, and situationally by the holiday partner, holiday duration, and
experience.

3.2. Demographic and situational characteristics

The demographic results of 20,727 respondents indicated that
69.1% of respondents were female. Of the five age categories, there

were two major age groups (28–37 and 38–47), with 62.1% of the total.
The 18–27 age group was the third major age category (22.7%).
Monthly household income was measured according to nine categories
varying between “$0–$1000” to “$8001 or more”, increasing by in-
crements of $1000. According to data frequencies, the household in-
come variable was grouped into two (low–high) categories based on its
mean. In terms of household income, most tourists (67.7%) were ca-
tegorized as low income, with monthly income levels ranging between
$0–$3000. The results of the situational characteristics of the re-
spondents indicated that 60.6% of respondents preferred 8–14-day
holiday packages, whereas 37.3% of the tourists preferred 1–7 day
holiday packages. In terms of a holiday partner, the majority of tourists
(94.3%) preferred having a holiday with their families or friends. 5.7%
of the tourists preferred to come alone. It had been the first time for a
service delivery experience with this tour operator for 55.3% of the
tourists. In terms of nationality, the majority of respondents (74.5%)
were Russian (Table 1).

Table 1
Frequency results of the demographic and situational characteristics of parti-
cipants.

Characteristic Categories n % Valid %

Gender Female 14,270 68.8 69.1
Male 6381 30.8 30.9
Sub Total 20,651 99.6 100.0
Missing 76 0.4
Total 20,727 100.0

Age 18–27 4711 22.7 22.7
28–37 8107 39.1 39.1
38–47 4761 23.0 23.0
48–57 2286 11.0 11.0
> 58 862 4.2 4.2
Total 20,727 100.0 100.0

Income Low 8416 40.6 67.7
High 4017 19.4 32.3
Sub Total 12,433 60.0 100.0
Missing 8294 40.0
Total 20,727 100.0

Months April 68 0.3 0.3
May 2712 13.1 13.1
June 3976 19.2 19.2
July 4169 20.1 20.1
August 5917 28.5 28.5
September 3836 18.5 18.5
October 49 0.2 0.2
Total 20,727 100.0 100.0

Country Russia 15,432 74.5 74.5
Kazakhstan 942 4.5 4.5
Ukraine 2702 13.0 13.0
Moldova 245 1.2 1.2
Belarus 642 3.1 3.1
Latvia 201 1.0 1.0
Estonia 146 0.7 0.7
Tatarstan 417 2.0 2.0
Total 20,727 100.0 100.0

Duration 1–7 days 7735 37.3 37.3
8–14 days 12,559 60.6 60.6
15–21 days 433 2.1 2.1
Total 20,727 100.0 100.0

Partner Family/Friends 13,164 63.5 94.3
Alone 792 3.8 5.7
Sub Total 13,956 67.3 100.0
Missing 6771 32.7
Total 20,727 100.0

Experience First time 10,809 52.1 55.3
Second or more 8750 42.2 44.7
Sub Total 19,559 94.4 100.0
Missing 1168 5.6
Total 20,727 100.0
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3.3. Simple mediation model

The main aim of this study was to assess the extent to which the
service provider's failure or success with respect to the service problem
affected the future intentions of tourists on WOM intention through
their satisfaction, and whether the strength of their relationship de-
pends on tourists' household income level. Before testing this model, the
relationship between the service recovery condition (X) and WOM in-
tention (Y) was evaluated by testing the difference between WOM in-
tention means for the success (n=12,054) and failure (n=8213)
groups on service recovery perceptions. The means were 4.33 and 3.57
respectively, and there was a significant difference in mean between
them t(13,167)= 48,580, p < 0.001. In addition, a point-biserial
correlation was performed to determine the relationship between WOM
intention and service recovery condition. There was a negative corre-
lation between the variables which was statistically significant
(rpb=−0.344, n=20,267, p < 0.001). After finding evidence of an
association between the service recovery condition and WOM intention,
a simple mediation analysis using PROCESS 2.13 macro for IBM SPSS
(Hayes, 2013) was performed to empirically test the intervening role of
overall satisfaction between service recovery and WOM intention. In
the analysis HC3 standard error estimator that does not assume
homoscedasticity was used (Hayes & Cai, 2007). The frequencies of
responses whether the respondents experienced a problem or not in the
service delivery process were depicted in Table 2. Approximately 30%
of the respondents (n=20,727) were stated that they had experienced
a problem during their holiday. Additionally in Table 2, the frequencies
of the respondents who had experienced a problem that was success-
fully recovered (n=12,256) or not (n=8471) by the service provider
can be seen. In the research model, the service recovery condition (X)
was used as an independent variable. The participants who indicated
that their problem was resolved by the travel agency were coded as “0”
and the rest were coded as “1” in the data file. The participants' re-
sponses to perceived overall satisfaction measure (M) were used as a
mediator variable. In addition to this measure of overall satisfaction,
responses to WOM intention measure (Y) were used as the dependent
variable in the simple mediator model. Finally, an additional variable
was used as a covariate. This control variable was the measure of hotel
satisfaction (C1). It was used to reduce unexplained variability and
clarify the true effects of the model (MacKinnon, 2008, p. 16). There-
fore, overall tour operator satisfaction and WOM intention were ad-
justed for the effect of hotel satisfaction for the rest of analysis as the
data used in this study was collected from tourists who had stayed at
360 different hotels in the region.

The path diagram in Fig. 2 represents the single-mediator model of
the study (MacKinnon & Dwyer, 1993). In the diagram, “a” coefficient
represents that the difference in two cases by one unit on service re-
covery condition results in how many units of difference on overall
satisfaction from the tour operator. The “b” regression coefficient re-
presents the two participants at the same condition with only a differ-
ence of one unit in their overall satisfaction level, results in how many
unit differences on their word of mouth intention. Product of “a” and
“b” quantifies the indirect effect. “c'” represents the direct effect of

service recovery condition on word of mouth intention while control-
ling the overall satisfaction from the tour operator and hotel.

The descriptive statistics for each variable in the two conditions of
service recovery is depicted in Table 3.

The results of the regression analyses are summarized in Table 4.
They confirmed the mediating role of overall satisfaction in the relation
between service recovery evaluation and WOM intention (Hypothesis
1). There was a statistically significant effect of the service recovery
condition on satisfaction (a=−0.649, p < .001, CI=−0.678–-
0.621). Those who thought that the service recovery process was un-
successful (X=1) were, on average, −0.649 units lower in their
overall satisfaction than those who thought the service recovery process
was successful (X=0). The effect of overall satisfaction with the tour
operator on WOM intention (b=0.791, p < .001, CI =0.778–0.804)
was statistically significant when controlling the service recovery con-
dition and satisfaction from the hotel. Participants with a higher per-
ception of overall satisfaction with the tour operator were estimated to
be more inclined to share their experience through WOM. In other
words, two participants in the same service recovery condition and
equal on hotel satisfaction, yet differing by one unit in their overall
satisfaction, were estimated to vary by 0.791 units in their WOM in-
tention.

The indirect effect of the service recovery condition on WOM in-
tention through overall satisfaction (ab=−0.514, CI= -0.538–-0.489)
was statistically significant. The 95% confidence interval of the indirect
effect was obtained with 10,000 bootstrap resamples by the bias-cor-
rected method. The indirect effect is significant as the confidence in-
terval does not contain zero (Preacher, Rucker, & Hayes, 2007); that is
to say, participants who thought the service recovery condition was
unsuccessful were− 0.514 units lower in their WOM intention through
overall satisfaction while controlling satisfaction from the hotel.

On the other hand, the direct effect of the service recovery condition
on WOM intention when controlling the proposed mediator and the
covariate was also statistically significant (c'=−0.145, p < .001,
CI=−0.167–-0.123). In other words, according to the participants'
position on service recovery evaluation while being equal on overall

Table 2
Frequency results of the service problem occurrence and recovery evaluation.

Condition Categories n % Valid %

Problem occurrence Yes 20,727 30.3 30.3
No 47,792 69.7 69.7
Total 68,519 100.0 100.0

Service recovery Success 12,256 17.9 59.1
Failure 8471 12.4 40.9
Sub Total 20,727 30.3 100.0
Missing 47,792 69.7
Total 68,519 100.0

a=-0.649 b=0.791 

c’=-0.145 Service 

Recovery 
Evaluation (X) 

eM

Overall 

Satisfaction 
(M) 

ey

Word of Mouth 
(Y) 

Covariate 
(C1) 

Fig. 2. Path diagram of analysis results for the simple mediation model.

Table 3
Descriptive statistics for the service recovery conditions of the model variables.

Condition Statistics Word of Mouth
(Y)

Satisfaction (M)

Service recovery success
(X=0)

Mean 4.330 4.387
SD 0.829 0.769

Service recovery failure
(X=1)

Mean 3.573 3.657
SD 1.236 1.131

Overall Mean 4.023 4.091
SD 1.080 0.999
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satisfaction, the units were estimated to differ by −0.145 on WOM
intention.

The total effect of the service recovery evaluation on WOM inten-
tion was β=−0.658, p < .001, CI=−0.689–-0.628. Failure in ser-
vice recovery was associated with a− 0.658 point decrease in WOM
intention.

The significance of both total and direct effects and the drop in the
value of direct effect indicated a partial mediation (Baron & Kenny,
1986). The difference between the total and direct effects was the total
indirect effect through the mediator, with a point estimate of
β=−0.514 (Bootstrap CI=−0.538–-0.489).

3.4. Income as a moderator for the indirect effects of change in the
conditional process

After finding statistical support for the proposed mediation model,
we examined whether the indirect effect of service recovery conditions
on WOM intention, with satisfaction with the tour operator as a med-
iator, differed between low-income or high-income tourists (Hypothesis
2). Our interest was in establishing whether the indirect effect of service
recovery on WOM intention varies systematically as a function of par-
ticipants' household income. In the literature such a model is called a
moderated mediation model which attempts to explain both how and
when a given effect occurs (Muller, Judd, & Yzerbyt, 2005; Preacher
et al., 2007). In addition, Edwards and Lambert (2007) called these
kinds of models first and second stage moderation models. In line with
the statistical method definitions of Hayes (2013, p. 409) the indirect
effect of service recovery conditions on WOM intention through sa-
tisfaction from the tour operator was defined as the product of the
“service recovery evaluation” → “satisfaction” and “satisfaction”→
“WOM intention” effects, each of which was moderated by income. The
monthly income variable was measured on a scale consisting of nine
categories. The variable was divided into two groups from its mean (X
= 2.84). This yielded a dichotomous moderator variable, which was
coded as low income “0” (between $0–$3000) and high income “1”
(above $3000).

The diagram in Fig. 3 represents the statistical model of the study
(Hayes, 2013, p454). This conditional model was also estimated by
using PROCESS 2.13 macro as in the previous model. The estimated
model coefficients, standard errors, and p-values are depicted in
Table 5. The estimated results of the conditional process model revealed
that the interaction between the service recovery evaluation and
household income is statistically significant (p=0.003). In other
words, the effect of the service recovery evaluation on overall sa-
tisfaction was dependent on income. Thus, the respondents' service
recovery evaluation had different effects on their overall satisfaction,
depending of their household income levels (Table 5). The interaction
between overall satisfaction and income is also statistically different
from zero (p=0.015). While controlling for the service recovery eva-
luation, the effect of overall satisfaction on WOM intention was also
dependent on tourists' monthly household income.

In accordance with this result, a conditional indirect effect for two
levels of household income was estimated (Table 6).

Test results related to the equality of the conditional indirect effects
in the two income groups showed evidence of statistical difference as
the 95% bootstrap confidence intervals did not contain zero (Bootstrap
CI=−0.187–-0.053) (Hayes, 2013, p. 412). Hence, the indirect effect
of the service recovery evaluation on WOM intention through overall
satisfaction (H2) differs between the low-income (β=−0.474, Boot-
strap CI=−0.510–-0.439) and high-income (β=−0.591, Bootstrap
CI=−0.652–-0.535) groups. More specifically, the low-income group
has greater tolerance than the high-income group for service recovery
failure through overall satisfaction via WOM intention while control-
ling for hotel satisfaction.

3.5. Income depends on gender as a moderator for the indirect effects of
change in the conditional process

In an effort to elaborate this association, the results led us to ex-
amine the role of gender in this relationship chain. We added gender to
the equation and explored whether income's influence on overall sa-
tisfaction's effect on WOM is conditional on gender (Fig. 1) (Hypothesis
3). The diagram in Fig. 4 represents the statistical model of the study.
This conditional model was estimated using the same macro as the
previous model.

The estimated model coefficients, standard errors, and p-values are
depicted in Table 7. The estimated results of the final conditional
process model of this study revealed that three-way interaction of
overall satisfaction, household income and gender, which allows for the
moderation of satisfaction's effect on WOM by income depending on
gender, is statistically significant (p= .015). The data supported

Table 4
Model coefficients for the service recovery condition simple mediation analysis with covariate.

Antecedent Consequent

M (Overall Satisfaction) Y (Word of Mouth)

Coefficient SE p Coefficient SE p

X (Service Recovery Evaluation) a1 −0.649 0.015 <0.001 c' −0.145 0.011 < 0.001
M (Overall Satisfaction) – – – b 0.791 0.007 < 0.001
Constant i1 3.784 0.024 <0.001 i2 0.565 0.030
C1(Hotel Satisfaction)a f 0.163 0.006 <0.001 g 0.088 0.004 < 0.001

R2= 0.170 R2= 0.627
F(2, 19,495)=1690, p < .001 F(3, 19,494)= 8171, p < .001

a Covariate denotes overall hotel satisfaction.

Service 
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Evaluation (X) 

 (XW)  (MW) 

a
1
=-.600 

-.132 

b1=.791 

Word of Mouth 
(Y) 

ey 
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Satisfaction 
(M) 

eM

Income 
(W) 

Covariate 
(C1) 

b
3
=.035 

b
2
=-.147 a

2
=-.073 a3

=-.116 

Fig. 3. Path diagram of analysis results for the conditional process model.
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income's influence on overall satisfaction's effect on WOM, which is
conditional on gender. Thus, the moderation of overall satisfaction's
effect on WOM by income is itself moderated by gender, while con-
trolling for the service recovery condition and satisfaction from the
hotel.

In accordance with this result, the conditional indirect effect for two
levels of household income dependent on gender was estimated. Test
results of the conditional indirect effects for the two income groups
based on gender showed evidence of statistical significance. None of the
four conditions' 95% bootstrap confidence intervals contained zero (see
Table 8). According to these results, the highest effect size is in males in
the high-income group (β=−0.612, Bootstrap CI=−0.675–-0.552).

4. Conclusion

In this research, the proposed conditional service recovery model
builds on the premise that demographic characteristics can serve as
both a source of valuable information for segmenting consumers and
strategic decision-making in service businesses. Therefore, the focal
point of the research was to explore the moderating effect of demo-
graphic characteristics such as household income on the service re-
covery → overall satisfaction → behavioral intentions relationship
chain. Within this framework, the analyses performed and the three
successive findings revealed new contributions to the services litera-
ture.

This research first explored the intervening role of overall satisfac-
tion in the relationship between the service recovery evaluation and

Table 5
Model coefficients for the conditional process model in figure three.

Antecedent Consequent

M (Overall Satisfaction) Y (Word of Mouth)

Coefficient SE p Coefficient SE p

X (Service Recovery Evaluation) a1 −0.600 0.021 < 0.001 c' −0.132 0.014 < 0.001
M (Overall Satisfaction) – – – b1 0.791 0.010 < 0.001
W (Household Income) a2 −0.073 0.019 < 0.001 b2 −0.147 0.065 0.023
X*W a3 −0.116 0.039 0.003 – – – –
M*W – – – – b3 0.035 0.014 0.015
Constant i1 3.847 0.012 < 0.001 i2 0.586 0.046 < 0.001
C1(Hotel Satisfaction)a 0.161 0.007 0.078 0.006 < 0.001

R2= 0.180 R2= 0.638
F(4, 11,809)= 538, p < .001 F(5, 11,808)= 3185, p < .001

X*W denotes interaction between service recovery evaluation and income.
M*W denotes interaction between overall satisfaction and income.

a Covariate denotes overall hotel satisfaction.

Table 6
Conditional indirect effect sizes for service failure on word of mouth intention at the values of household income.

Mediator Income groups Effect Boot SE Boot LLCI Boot ULCI

Overall satisfaction Low (0) −0.474 0.018 −0.510 −0.439
High (1) −0.591 0.030 −0.652 −0.535

Note: CI= 95% confidence interval for indirect effect. Boot= Bootstrap, SE= standard error, LLCI= Low-level confidence interval, ULCI=Upper-level confidence
interval.
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positive WOM intention. The data has supported the intervening role of
overall satisfaction with the tour operator's services in this relationship
chain. According to the analysis' results, overall satisfaction boosts the
effect of the perceived service recovery evaluation on the positive in-
tentions of tourists. This result revealed that in the tourism sector,
overall satisfaction plays an important intervening role in the effect of
the perceived success of the service recovery process for tour operators
on tourists' positive WOM intentions. According to quantitative analysis
results, it appears that in terms of direct effect, indirect effect has three
and a half times more impact on tourists' positive WOM intentions.

The topic of service recovery in the service industries has long been
of great importance. Even the best performing firms may face service
failures. This research has once again emphasized the importance of
service recovery. However, the dramatic intervening role of overall
satisfaction in this relationship has a non-negligible value for future
intentions. This finding has raised new related research problems. One
of the possible research problems is whether this mechanism has
variability regarding tourists' different levels of household income. In
this context, secondly, the role of income as a moderator in this con-
ditional process can be explored.

When the results of the second analysis are interpreted, it is clear
that with regard to the conditional indirect effect of the service re-
covery evaluation on positive WOM intention through overall sa-
tisfaction, the values of the moderator differ significantly between the
high- and low-income groups. This significant difference is in both the
service recovery → overall satisfaction and the overall satisfaction →
positive WOM intention links. The perception of failure in service re-
covery has a greater negative effect on WOM intention through overall
satisfaction for higher income groups. Perception of failure in the ser-
vice recovery process has a decreasing effect on the positive WOM in-
tention through overall satisfaction. Furthermore, this effect is even
more considerable in higher income groups. In other words, the higher

income level tourists' response to service failures increases the negative
effect on their positive WOM intentions, which in turn may cost the tour
operators a great deal. In contrast, when the tourists' perception of the
service recovery evaluation is successful, the effect is greater in higher
income groups with respect to their WOM intentions. Considering the
importance of positive WOM for the firms, their customers' service re-
covery failure perception may have devastating results for tour opera-
tors who target higher income tourists.

Finally, our efforts to elaborate upon this conditional process have
raised another question. Is it possible that the household income dif-
ference in the association between the overall satisfaction and WOM
intention is gender dependent? In order to answer this research ques-
tion, another variable, gender, was incorporated into the research
model. The result of the final analysis shows statistically significant
evidence that the effect of overall satisfaction on WOM intention con-
tingent on income also depends on gender. More specifically, in the
higher income group, the overall satisfaction's effect on WOM intention
is even higher in males than females.

From a managerial viewpoint, some suggestions may be extra-
polated from the results. First, failure in the service recovery process by
tourism operators results in the tourists' overall satisfaction perception
being diminished. This result is parallel to the findings of Maxham III
(2001). In his research results, effective service recoveries enhance
customer satisfaction which, in turn, supports customer retention.
Keaveney (1995) stated that nearly 17% of all service-switching in-
cidents are the result of unsuccessful service recovery attempts. This
result is another example that emphasizes the importance of the success
of service recovery efforts. On the other hand, the role of perceived
overall satisfaction in this process is non-negligible. Two tourists in the
same service recovery condition and equal on their satisfaction from the
hotel, with a difference of one unit in their overall satisfaction per-
ception level, results in a 0.791 unit difference in their positive WOM

Table 7
Model coefficients for the conditional process model in figure four.

Antecedent Consequent

M (Satisfaction) Y (Word of Mouth)

Coefficient SE p Coefficient SE p

X (Service Recovery Condition) a1 −0.602 0.021 < 0.001 c' −0.132 0.014 < 0.001
M (Overall Satisfaction) – – – – b1 0.795 0.012 < 0.001
W (Household Income) a2 −0.073 0.020 b2 −0.036 0.081 0.658
V (Gender) – – – – b3 0.044 0.092 0.631
X×W a3 −0.113 0.039 0.004 – – – –
M×W – – – – b4 0.011 0.018 0.548
W× V – – – – b5 −0.293 0.134 0.029
M× V – – – – b6 −0.013 0.021 0.526
M×W× V – – – – b7 0.065 0.027 0.015
Constant i1 3.848 0.029 < 0.001 i2 0.569 0.054 < 0.001
C1(Hotel Satisfaction)a 0.161 0.007 < 0.001 0.078 0.006 < 0.001

R2= 0.180 R2= 0.639
F(4, 11,771)= 538, p < .001 F(9, 11,766)=1801, p < .001

X*W denotes interaction between service recovery evaluation and income, M*W denotes interaction between overall satisfaction and income, W*V denotes inter-
action between income and gender, M*V denotes interaction between overall satisfaction and gender, M*W*V denotes interaction between overall satisfaction,
household income and gender.

a Covariate denotes overall hotel satisfaction.

Table 8
Conditional indirect effects of service recovery evaluation on WOM intention at the values of household income depend on gender.

Mediator Income Groups Gender Groups Effect Boot SE Boot LLCI Boot ULCI

Overall Satisfaction Low (0) Female (0) −0.478 0.018 −0.515 −0.443
Low (0) Male (1) −0.471 0.020 −0.510 −0.433
High (1) Female (0) −0.576 0.030 −0.634 −0.519
High (1) Male (1) −0.612 0.031 −0.675 −0.552

Note: CI= 95% confidence interval for indirect effect. LLCI= Low-level confidence interval, ULCI=Upper-level confidence interval.
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intentions; this emphasizes the importance of the tour operators' suc-
cess in the service recovery process. Second, the effect size in this re-
lationship increases negatively in higher income tourist segments. If
those who, in this case, have a monthly household income over 3000
USD, perceive the service recovery as a failure, its effect on both their
overall satisfaction perception and positive WOM intentions through
overall satisfaction significantly decreases in contrast to the tourists
from the lower income group. There is a significant distinction between
the two groups. According to their income level tourists are not
homogenous in their response to service recovery perceptions
throughout this process. This additional knowledge may strengthen
tourism operators' future strategies for service recovery efforts.

4.1. Limitations and future research

Like many similar empirical studies, the research reported here has
some limitations. For instance, this empirical test which was limited in
that overall satisfaction and WOM intention constructs were measured
with only one item. Measurement of the constructs with multiple items

would be ideal. However, this was not possible in this research because
of the company data, which was used. In this empirical study, we
classified consumers' perceptions of service recovery efforts as successes
or failures. Therefore, consumer justice perceptions cannot be elabo-
rated as distributive justice, interactional justice or procedural justice.
Additionally, in terms of attribution theory, consumers who experience
service failures cannot be differentiated according to their attributions
of controllability or stability. Van Vaerenbergh, Orsingher, Vermeir,
and Lariviere (2014) state in their meta-analysis that in terms of the
effect on transaction-specific or overall satisfaction, there is a difference
between controllability attributions or stability attributions. Another
limitation of the study is that grouping household income of re-
spondents who are originated from various countries into high and low
based on nominal values might have influenced the results of the study,
as GDP per capita of these countries that differs to each other. In ad-
dition to these limitations, measurement results may vary in different
cultures or sectors. The limitations stated here can serve as future re-
search opportunities.

Appendix A. Descriptive statistics and correlations of the research variables

Variable n Mean SD r

(1) (2) (3)

Gender (Z) 20,651 – –
Household income (W) 12,433 – –
Service recovery condition (X) 20,727 – –
(1) Overall satisfaction (M) 20,346 4.091 0.999 1
(2) Word of mouth (Y) 20,267 4.023 1.080 0.784* 1
(3) Hotel satisfaction (C) 20,027 3.518 1.298 0.265* 0.303* 1

Note. r denotes Pearson's correlation, * denotes p < .001.

Appendix B. Questionnaire

B.1. Service perception items

Using a scale of [1] strongly disagree to [5] strongly agree; please rate the following aspects of XYZ's services.

− I was pleased with the airline staff.
− I liked the comfort and convenience of the aircraft.
− I was satisfied with the quality of the food and drinks on the plane.
− I was satisfied with the overall cleanliness of the plane.
− I was pleased with XYZ's staff at departure airport.
− I was pleased with XYZ's staff at arrival airport.
− XYZ tried to keep the waiting time for transferring to the hotel to a minimum.
− I was satisfied with the Airport-Hotel-Airport transfer arrangement.
− The transfer clerk was attentive and kind.
− The transfer clerk responded on my wishes and requests on time.
− The transfer clerk was professional enough.
− The transfer clerk demonstrated a trust relationship.
− The information given by the transfer clerk was helpful.
− The hotel guide was attentive and kind.
− The hotel guide responded on my wishes and requests on time.
− The hotel guide was professional enough.
− The hotel guide demonstrated a trust relationship.
− It was always possible to contact with the hotel guide.
− The information given by the hotel guide was helpful.
− I was satisfied with the comfort and physical features of XYZ's vehicles.
− I was satisfied with the overall cleanliness of the vehicles.
− The driver obeyed the traffic rules.
− The general appearance of the driver was good (clothes, affability etc.).
− The driver was attentive and kind.
− The content of the travel book about the country and tours was excellent.
− The info files at the hotel were excellent.
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− The information boards in the hotel were excellent.
− The variety of tours organized by XYZ was excellent.
− The quality of the tours organized by XYZ was excellent.
− The prices of tours organized by XYZ were reasonable.
− How many tours did you participate during your holiday? […]

B.2. Hotel perception items

Using a scale of [1] strongly disagree to [5] strongly agree; please rate the following aspects of your hotel's services.

− The hotel staff was attentive and friendly.
− The hotel staff responded on my wishes and requests on time.
− The hotel staff was professional enough.
− The quality of food and drink at the hotel was perfect.
− The overall atmosphere of the hotel was perfect.
− The design of the hotel rooms was excellent.
− The overall cleanliness of the hotel was perfect.
− The hotel's swimming pool was perfect.
− The animation activities at the hotel were excellent.
− The wellness & spa services at the hotel were excellent.
− The kids services of the hotel was perfect.
− The prices of hotel additional services were reasonable.
− I was pleased that tourists from different countries were at the hotel.
− Waiting time for services in the hotel was normal.
− I am sure that the hotel strived to provide the excellent service.
− I think the hotel has offered excellent service.

Please indicate the importance of the following factors in your preference for XYZ. ([1] not important at all and [5] very important).

− Price
− Advertisements
− Recommendations
− Agency Advice
− Eligibility of Charter Program
− Common sales points
− Reliability

Please rate the following statements using a scale of [1] strongly disagree to [5] strongly agree, about your general XYZ impressions.

− The information given by the agency I bought the holiday package was adequate and correct.
− My holiday with XYZ was worth the money I paid.
− XYZ is a successful tour operator.
− XYZ's overall image is excellent.
− I would recommend this tour operator to others.
− I would prefer XYZ on my next vacation.
− Overall, I am satisfied with the service experience which I had with the tour operator.

The following questions relate to problems you may have experienced on your holiday.

− Have you had any problems during your holiday? (Yes/No)
− If yes, did XYZ's solution satisfy you? (Yes/No)
− If you had a problem, how did you report it? (Orally/Written/I did not)
− Did you use the health insurance service? (Yes/No)
− If yes, are you satisfied with the service? (Yes/No)

B.3. Demographic and situational items

− How many days ago did you make your reservation before you started your holiday?
− Do you shop online? (Yes/No)
− Which TV channels do you often watch?
− Which journals do you read?
− Gender
− Age
− Holiday duration
− Who did you spend your holiday with?
− What is your monthly household income (USD)? 0-1000/1001-2000/2001-3000/3001-4000/4001-5000/5001-6000/6001-7000/7001-8000/
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Over 8000
− Your opinions and suggestions.
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