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Abstract

With the intensification of market competition, service recovery, customer satisfaction and brand
loyalty have been widely concerned by enterprises and become an indispensable part of market-
ing research. Because the service failure can hardly be avoided, remedial effect is more important,
especially for those who wish to maintain service enterprises through the relationship between
customer and brand to improve the performance. They have an urgent need to understand the ef-
fect of brand relationship in different customer response experience after service recovery. The
reason why the customer is loyal to a brand is that the customer can get more value from the con-
tinuous connection with the brand and feel satisfied. Only a satisfactory customer can become a
true brand loyalty. Therefore, the effect of service remedies and customer satisfaction on brand
loyalty is more important. The research of this paper is to find the connotation and relationship of
service remedies, customer satisfaction and brand loyalty.
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Figure 1. The effect of customer satisfaction on brand loyalty under service remedies recovery
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