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Abstract

likely to support the four propositions suggesting that the three dimensions of justice theory have a positive effect 

sed study are expected to build on previous research on service recovery by considering the impacts of justice theory 
of traditional marketing strategies for complaint handling in an online marketing context. 
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Resumen

tar la intención de compra de los nuevos clientes potenciales.  En esta investigación se propone un diseño experimen

ten las investigaciones previas sobre el tema, al considerar el impacto de las dimensiones de la teoría de justicia en 

Palabras clave
justicia de procedimiento, justicia interactiva 

present research, as this theory has been used for service 
recovery strategies.

dict the sales of different products, such as books, movies 

nants of consumer preferences and purchase intention 

There is evidence that suggests that dealing effec

ing consumers’ reactions to service failure incidents, 
research examining the role of explanations in mitigat

Introduction

tend to look for information that can assist them in the 

the decision making process, as customers tend to read 
comments about others’ experiences in order to reduce 
uncertainty before they decide to make a purchase. For 

affect future customers and prevent them from making 
a reservation, because the lack of tangibility has impli

dling process is essential for reverting the negative effect 

ory to explain customer perception of the handing of their 
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ing the negative effects of service failure is scant. This 

nies to respond to unfavourable opinions posted on these 

on this theory to study managerial responses to custom
ers’ complaints in a traditional context, it could also help 
to evaluate the impact of responding to negative online 

explore the effects of distributive, interactional and pro
cedural justice of managerial responses to negative online 

on the traditional marketing context, our expected results 
are that justice theory dimensions do have a positive effect 
on purchase intention in the online context.

the propositions. The second section addresses the pro

implications. Finally, the last section is dedicated to con
cluding and shedding light on future research avenues for 
this topic.

Theoretical Framework

a starting point for the propositions. Previous research has 
focused on service recovery strategies and justice theory in 

strategies can also be applied in this context.

viously purchased products or services have become a 
major source of information for consumers. Previous 

tors. Different products such as movies, books, and video 
games have been a subject of research. For example, Del

rate sales forecasting model can be constructed by adding 

might shape consumer’s preferences and purchase inten

to test consumer choices. They found evidence to sup
port the hypothesis that people that tend to consult online 

conducted an experiment that suggested that people usu
ally spent more time considering products that are recom
mended online.

products, taking into consideration the natural charac

companies to manage their account and to respond to 

can be seen as a service recovery effort, and represent an 
opportunity to conduct research in this context.

Despite great interest in complaint handling in many 
studies that focus on traditional marketing, little attention 
has been paid to the online marketing approach. The use 

gested that positive comments have the highest impact 
on consumer demand, and comments about hotel attri
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the highest impact on hotel performance (Philips, Bar

an important aspect of any online marketing strategy. 
For example, research has analysed the impact of man

fore, the concern of the proposed study is to analyse 

tional marketing strategies for complaint handling apply 

 Complaint handling, as one of the service recovery strate
gies, has been explored among academics for many years. 

customers complain, service marketers have found an 
opportunity consisting of the implementation of a service 
recovery strategy to effectively repair the situation and 

dings support the use of justice theory in complaint hand

past events, other people, and implicit and explicit pro
mises. Based on these standards, a person can determine 

contexts, and it has proven to be made up of three dimen

Distributive justice

Distributive justice can be explained in terms of the 
perceived fairness that results from a dispute or negotia

cally regarding service recovery and complaint handling, 
distr

This outcome can come in the form of a refund or dis
count, repairs, exchanges, and other physical incentives. 

of this dimension of justice, customers have reported to 

in the online context, a similar effect could be found. 

by managers offering a response that contains elements 

of the distributive justice, customers may perceive that 

increase the probability to consider the establishment. 

Procedural justice

mers evaluate the procedures, policies, and criteria the 

decision makers use to obtain an outcome in a dispute 

failure is corrected, is one of the major determinants that 

created by other customers. More importantly, the date 

also visible. Therefore, customers can analyse the speed 

managers that respond in a timely manner to negative 

Interactional justice
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truthfulness, provision of an explanation, politeness, sen

that impacts consumers’ post complaint behaviour and 

believe that the offers of an apology, and polite and res

Purchase intention is a very attractive topic for both aca
demics and practitioners. Determining the factors that may 
support or impede customers from actually buying a pro

theory and practice. The shopping orientations or purchase 
intention refers to the general predisposition of consumers 

vious literature reveals that this predisposition may be 

terns, alternative evaluation, and product selection. The 

on variables such as attitudes, interests, and opinions rela

on the traditional marketing context. The authors found 
evidence to suggest that distributive justice, in the major

response that considers elements of distributive justice, 

to address the service failure and, therefore, increase the 
probability of purchase intention. Because the company is 

customers may think positively of such a company. This 

a promise to change or improve the situation in future 

again, may increase not only purchase intention, but also 
the overall perception of the hotel (Treviño & Castaño, 

chase intention, than managerial responses that con
tain procedural and interactional justice elements.

To manipulate the three dimensions of justice the

element for distributive dimension, a different response 
speed as an element of the procedural dimension, and a 
manager’s apology as an element for interactional justice 

gated for traditional service recovery and complaint han

date there is no empirical research that addresses this the

Methodology

sed. Subjects can be randomly divided into three separate 

consider a luxury hotel given that for most customers, 

encountered some hygiene issues in his room that dissa

ducts offered lead to distributive fairness, a fast response 
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contributes to increasing procedural justice perceptions, 
and an apology induces interactional fairness. The mana

ded to the unhappy guest urgently (i.e., making strong 

lly, the third group read the response of the manager that 
offers a sincere apology for the inconvenience caused 

chase intention.
Multiple item scales are proposed to measure each 

travel industry context of this study. All the items should 

that are proposed to measure each dimension. Finally, 

price they pay for a night’s stay at a luxury hotel, includ

Table 1. List of Items for Each Construct

Instrument Items

Distributive Justice

Procedural Justice

Interactional Justice

Purchase Intention

Expected Results and Implications

offer some kind of physical compensation (i.e., a free 

online information to assist them in their decision making 

manager offers physical compensation, like a free night’s 
stay, future potential guests are more likely to believe that 

be supported, interesting implications can be applied in 
the context of digital marketing, particularly in online 

that offering compensation for service failure can repre
sent a valid strategy to mitigate the effects of a nega

to choose those hotels that offer physical compensation 

the issue by offering a timely explanation or sincere apo
logy for the inconvenience. Additionally, if procedural 
and interactional justice also reported positive effects on 

interpersonal treatment and fairness of the procedure are 
important to the service recovery strategy in the online 

research in a traditional physical context. Authors such 

the distributive justice dimension had a greater effect on 

implications for service managers in general and hotel 

call for research that provides insights into the propo
sitions of this paper, as managers can obtain interesting 

that hotel managers should fully understand the differ

ponent. Hotels can consider the compensation strategies 

topic in their strategy can suffer an important loss of 
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Conclusions and Future Research

panies, especially in the tourism industry. Future studies 
can extend this research taking into consideration the 

ponses from management as a service recovery effort 
in the online context. Because management responses 

be helpful to understand customers’ reactions to diffe

be to determine variables that can mediate the relation

they rate the managerial response to a negative online 

dimensions in the same managerial response. Finally, it 
can be interesting to analyse the differences in a simi
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