Service Science and Management fRSFI2EFE T, 2024, 13(2), 246-254 Hans Y
Published Online March 2024 in Hans. https://www.hanspub.org/journal/ssem
https://doi.org/10.12677/ssem.2024.132030

KXEATESRFMHKEBTERERARR
KRN3R

R, Gy’
RAEKEIH TR ES, il

Wehs H . 20244F2H21H; FHEM: 20244F3H21H; KA H: 20244F3H431H

=

H 3 E 5V B RATE S REMHE T8 Wl R AT AR, VAT FRARREX —FE, R
5 RRITE S AN,  DABCRLIR AN« ASCRI KRR RMVEN R F AN, BF FoAb
BERERE RN, BEBEREBERREES. BEMECESE. TR, RRME SR
RUXHHMBEERE. REKRE, BEEEPNTREMENEIE TROER. &5, A0TRT
BB R B XRISEBR B 7 -

X in

REMTE, BEHE, HEEES

Research on the Influence of Relationship
Norms and Service Recovery Types on
Consumer Forgiveness

Jingjing Zhang®, Chiyin Chen*

Glorious Sun School of Business and Management, Donghua University, Shanghai

Received: Feb. 21%, 2024; accepted: Mar. 21%, 2024; published: Mar. 31%, 2024

Abstract

The relationship norms between consumers and enterprises will affect consumers’ evaluation of
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enterprises and their behaviors. Enterprises can leverage the relationship as a resource to max-
imize the utility of service recovery. This paper incorporates both relationship norms and service
recovery into the model to study consumer forgiveness after recovery. We collected question-
naires through a scenario simulation method and used regression analysis to process the data.
The study found that relationship norms and service recovery types interact with forgiveness and
brand attachment, and brand attachment mediates the effect of relationship norms on forgiveness
willingness. Finally, we discussed the theoretical contributions and practical implications of this
study.
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Figure 1. Research model
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Figure 2. The mean value of forgiveness willingness in different groups

2. FNEHEEREREHENERE

DOI: 10.12677/ssem.2024.132030 251 IR 55 ol 2 RN B


https://doi.org/10.12677/ssem.2024.132030

SRERET

Hrab e

3.5

£

JEK 2

oF

2.5

RAE T RAE TiFl

S 25

Figure 3. The mean value of brand attachment in different groups
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