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Abstract. This study investigated the influence of two service recovery
strategies (apology and explanation) on recovery satisfaction. It also analyzed
the role of green practice as a moderating variable on the influence of the two
service recovery strategies on recovery satisfaction. The research design used
was hypothesis testing. Research data was obtained from 40 respondents,
collected using a non-probability method with a purposive sampling technique.
The respondent criteria were environmentally-conscious hotel consumers who
have experienced service failure in the last two years. Data analysis was done
using multiple regression. The research results indicated that apology positively
influenced service recovery satisfaction and green practice had a role as a
moderating variable on the influence of explanation on service recovery
satisfaction. Surprisingly, it turned out that explanation did not directly
influence service recovery satisfaction, and green practice did not moderate the
influence of apology on service recovery satisfaction.

Keywords: Green Practice; Apology; Explanation; Service Recovery
Satisfaction

1 Introduction

Carrying out operational activities in an environmentally conscious manner has become
important for the hotel industry in Indonesia (Erlangga, Rahmafitria, and Rosita, 2016;
Setiawati and Sitorus, 2014) because consumers have begun to realize the importance of
environmental management. As a result, this factor has become one of the considerations in
choosing a hotel (Rosenbaum and Wong, 2015; Setiawati and Sitorus, 2014; Supriadi, 2016).

Unfortunately, environmentally-conscious hotels can also experience service failure.
Indeed, this is sometimes unavoidable in service businesses even though the service providers
try hard to reduce these failures in various ways. Several studies show that service businesses
continuously try to improve their services, and pay attention to service dissatisfaction, service
failures and consumer complaints problems (Blodgett, Bakir, Saklani, and Bachheti, 2015;
Harun, Rokonuzzaman, Prybutok, and Prybutok, 2018; Heidenreich, Wittkowski, Handrich,
and Falk, 2015). The company is even willing to spend a lot of money to fix the failures.

Service failure can drive consumers to convey a negative word of mouth, voice complaints
and ultimately trigger consumers to switch to competitors (Moliner-Velazquez, Ruiz-Molina,
and Fayos-Gardo, 2015). Therefore, service recovery is very important so that relationships
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with consumers can be improved (Azemi, Ozuem, Howell, and Lancaster, 2019; Moliner-
Velazquez et al., 2015), and it acts as a tool to build strong relationships between companies
and customers (Ellyawati, Purwanto, and Dharmmesta, 2012).

Service failure handling can be carried out offline or online (Odoom, Agbemabiese, and
Hinson, 2019). Therefore, it is very important to create a service recovery strategy to satisfy
consumers with the improvements carried out (Azemi et al., 2019). It turns out that not only
the recovery strategy can satisfy consumers, there are also moderating variables that can
influence consumer satisfaction. These variables include the speed of response (Odoom et al.,
2019), negative emotions (Ellyawati et al., (2012), the severity of failure (Weun, Beatty, and
Jones (2004), relationship quality (Grégoire and Fisher, 2008), buyer-seller relationships
(Chou, Hsu, and Goo, 2009) or culture (Wang and Mattila, 2011). Several other studies have
also found that culture (Yani-de-Soriano et al., 2019) and perceived justice can moderate the
influence of recovery strategy on consumer satisfaction (Harun, Rokonuzzaman, Prybutok,
and Prybutok, 2019).

In every service failure, companies generally use several main strategies such as apology,
compensation and explanation. These three strategies in various studies have resulted in
different findings on the influence on consumer satisfaction (Heidenreich et al., 2015; Odoom
et al.,, 2019; Siddiqui and Tripathi, 2010; Song, Sheinin, and Yoon, 2017). Gruber and
Frugone (2011) found apology could be an important strategy in satisfying dissatisfied
consumers, but it was less useful in other studies (Odoom et al., 2019). The role of explanation
as a recovery strategy also generates different opinions.

Diverse opinions on the role of service improvement strategies give rise to the idea that the
reasons why consumers are still not satisfied even though the company has tried to fix these
failures need to be found. For this reason, moderating variables are needed because they have
the possibility to strengthen or weaken the influence of service improvement strategies on
customer satisfaction. One of the variables that can be a moderating variable to achieve
customer satisfaction on service improvement is green practice. Today, consumers are
becoming more concerned about the environment. As a result, their perceptions of companies
that are environmentally conscious also increase. Companies that practice environmentally-
conscious activities have an increasingly strong competitive advantage (Singjai, Winata, and
Kummer, 2018). Green practice becomes one of the important factors to achieve customer
satisfaction (Moser, 2015). In the hotel business, the role of green practice has become the
reason consumers are loyal to the hotel (Assaker, 2020). It leads to the idea of the importance
of green practice in conflict situations such as service failures.

Based on the above findings, this study aimed to measure the influence of apology and
compensation on recovery satisfaction and the role of green practice as a moderating variable
on the influence of these two recovery strategies on consumer satisfaction. The results of this
study are expected to contribute to the field of service marketing management, especially in
developing the theory of service improvement strategies that have been widely researched so
far.

1.1 Research Hypothesis Development

Service recovery is a variety of actions taken to overcome service failures by the company
so that disappointed consumers feel satisfied again (Zeithaml, Bitner, and Grem, 2018). The
company can do several strategies: timelines/promptness, facilitation, redress/compensation,
apology, credibility, attentiveness/empathy, effort, and reparation (Heidenreich et al., 2015;
Li, 2015; Mattila, Cho, and Ro, 2011).



One of the easiest and cheapest service recovery strategies to do is to apologize. It turns
out that an apology can lead to consumer satisfaction if it is done sincerely (Pacheco, Pizzutti,
Basso, and Van Vaerenbergh, 2019). In addition to the apology, consumers also expect the
company to explain why the failure occurs and what service improvements the company will
do. The better the explanation given, the greater the customer satisfaction with the
improvements made (Seawright, Bell DeTienne, Preston Bernhisel, and Hoopes Larson,
2008).

These two strategies are considered important in handling service failure because if
consumers can accept these strategies, their satisfaction level will increase (Heidenreich et al.,
2015; Kazi and Prabhu, 2016; Orsingher, Valentini, and de Angelis, 2010; Pacheco et al.,
2019). It is interesting that apologizing, then explaining what caused the problem and
explaining improvements made by the company can reduce consumer frustration and even
result in consumer satisfaction (Blodgett et al., 2015; Iglesias, Varela-Neira, and Véazquez-
Casielles, 2015; Odoom et al., 2019). Therefore, the hypotheses proposed in this study were:
H1: Apology has a positive influence on recovery satisfaction
H2: Explanation has a positive influence on recovery satisfaction

Currently, it is very important to manage the business in a socially responsible manner to
stakeholders (Lazar, 2017). Several studies have produced findings regarding the benefits of
carrying out business activities concerning the environment; for example, it can increase the
desire to make a purchase (Ekasari, 2018) and make consumers more loyal to the company
(Assaker, 2020). In addition, when consumers see that the company is environmentally
oriented, they are still willing to purchase even though the price of the product or service is
more expensive (Pratiwi and Pratomo, 2018; Trivedi, Patel, and Savalia, 2015). In the end,
this will increase the company’s competitive advantage. (Ulusoy and Barretta, 2016).

Particularly in the hotel business, business management that pays attention to the
environment has increased consumer loyalty. As a result, it becomes the strength in the tight
competition today (Assaker, 2020; Singjai et al., 2018). One study even found that when there
was a conflict between consumers and service providers, companies with good social
responsibility and service improvements were easier to produce customer satisfaction. As a
result, consumers desire to return to visit the service business (La and Choi, 2019). Based on
the results of the above studies, it can be estimated that the implementation of
environmentally-conscious operational or green practice is very likely to moderate consumer
satisfaction on service improvements provided by the company. The explanation above
produced the following hypotheses:

H3: Green practice moderates the influence of apology on recovery satisfaction.
H4: Green practice moderates the influence of explanation on recovery satisfaction.

1.2 Conceptual Framework

When a business fails to deliver services, consumers will be disappointed, likely leaving
the company. It is very important for the company to deliver an apology and explain why the
problem occurred and what improvements the company will make to overcome this problem.
Both of these strategies are expected to result in customer satisfaction for the improvements
made, but this goal cannot necessarily be achieved. One of the variables expected to
strengthen (moderate) the influence of the two strategies is green practice. It is expected that
consumers will more easily forgive and accept explanations when the hotel used is
environmentally conscious. This idea is illustrated in the following framework:
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Fig. 1. Research Conceptual Framework

2 Research Method

The research design used was hypothesis testing (Sekaran and Bougie, 2016). The analysis
units were consumers of green hotels. The data were collected using a cross-sectional method,
namely observations carried out at one specific time, from May to July 2021. Sampling was
carried out using a non-probability sampling method with a purposive sampling technique
(Malhotra, 2015; Sekaran and Bougie, 2016). The criteria determined by the researchers were
(1) individuals who have stayed at a green hotel, (2) individuals who have experienced service
failure from a green hotel, and (3) individuals who have received service improvements from a
green hotel. The minimum number of samples in this study was 30 samples. The ongoing
Covid-19 pandemic condition made it difficult for us to obtain representative samples, and as
a result, we only obtained 40 respondents. Therefore, this study used the multiple regression
analysis method.

The research instruments consisting of apology and explanation variables were measured
using eight statement items adapted from Odoom et al. (2019) and Pacheco et al. (2019),
recovery satisfaction was measured using three statement items adapted from Odoom et al.
(2019), and one moderating variable, namely green practice, was measured using six statement
items adapted from Assaker (2020). The validity of the research instruments was tested using
Pearson’s Correlation, and the reliability of the instruments was tested by looking at the value
of Cronbach’s Alpha. Based on the validity test results, the final result of the significance
value on the four variables was 0.000 < 0.005, respectively, indicating that the statement items
of all variables were valid. On the other hand, based on Cronbach’s alpha, the reliability test of
the four variables had a value above 0.6; thus, the instruments were concluded as reliable.

3 Results and Discussion
3.1 Classical Assumption Test

Multiple regression analysis requires several stages of separate testing. Before conducting
the multiple regression analysis for testing the research hypothesis, some assumptions or
requirements must be met in the regression model. The requirements and assumptions are
proven through a series of classical assumption tests, including normality test, multicollinearity
test, autocorrelation test and heteroscedasticity test.



3.2 Error Normality Test

The normality test is the distribution of data that is close to the normal distribution. This
study uses an approach of exact sig value > 0.05. The results of the normality test for this
study are shown in the following Table 1:

Table 1. Results of Error Normality Test
One-Sample Kolmogorov-Smirnov Test Unstandardized Residual
Exact Sig. (2-tailed) 730
Source: Results of data processing using SPSS 25

From the table above, the calculation results show an exact sig of 0.973 > 0.05. Thus, it
can be concluded that the data error is normally distributed. Therefore, the assumption of
normality is met.

3.3 Multicollinearity Test

The multicollinearity test shows a correlation between two or more independent variables
in the multiple regression model. VIF value of < 10 indicates there is no relationship between
the independent variables. Table 2 shows the results of the multicollinearity test in this study:

Table 2. Results of Multicollinearity Test
Variable VIF
Apology 47.839
Explanation  56.303
Source: Results of data processing using SPSS 25 (attached)

The VIF for the Explanation variable is 56.303 > 10, which indicates the presence of
multicollinearity. It can be concluded that all independent variables, namely apology and
explanation contain multicollinearity.

3.4 Autocorrelation Test

An autocorrelation test can be done by looking at the Durbin Watson value, which will be
compared with the acceptance or rejection criteria made with the dL and dU values. The results
will be determined based on the number of samples in the regression model and the number of
samples in the study. The results of the autocorrelation test for this study is presented in the

following Table 3:
Table 3. Results of Autocorrelation Test
Durbin-Watson

2.346
Source: Results of data processing using SPSS 25 (attached)
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From the above calculation results, the Durbin Watson value is 2.346 and is in an area
where there is no autocorrelation. It can be concluded that the resulting model is free from
autocorrelation problems.

3.5 Heteroscedasticity Test

The heteroscedasticity test is a test to see if the data has unequal variance among the group
members. The heteroscedasticity test is done by looking at the value of sig > 0.05. The results
of the heteroscedasticity test can be seen in Table 4 below:

Table 4. Results of Heteroscedasticity Test
Variable Sig
Apology 0.188
Explanation  0.176
Source: Results of data processing using SPSS 25 (attached)

From the results in the table above, the following results can be obtained:
a. The sig value for the apology variable is 0.188 > 0.05, which indicates no
heteroscedasticity.
b. The sig value for the explanation variable is 0.176 > 0.05, which indicates no
heteroscedasticity.
From the description above, it can be concluded that the assumption of heteroscedasticity
is met since all variables do not contain heteroscedasticity.

3.6 Descriptive Statistics
After the four tests above have been carried out, the descriptive statistics are calculated
from the observed variables using the mean and standard deviation values. Table 5 shows the

result of the descriptive statistics.

Table 5. Results of Descriptive Statistics

Variable Mean _Standard Deviation
Apology 4.256 0.844
Explanation 3.894 0.908
Recovery satisfaction  4.067 0.860
Green practice 4.070 1.016

Source: Results of data processing using SPSS 25 (attached)

Table 5 confirms that the apology variable has an average value of 4.256; this indicates
that most respondents thought the hotel apologizes to consumers sincerely. It is evident from
consumer perceptions that the hotel showed regret and apologized for the inconvenience felt
by visitors. The standard deviation value of 0.848 indicates that the respondents’ answers
varied. The explanation variable has an average value of 3.894. This value indicates that most
respondents think that hotel employees explain well why service failures can occur. It can be
seen that most respondents felt that hotel employees could explain well the reasons, the causal
factors and also the possibilities for failure to occur. The standard deviation value of 0.908
indicates that the respondents’ answers varied.



The recovery satisfaction variable has an average value of 4.067, which indicates that most
respondents were satisfied with the service improvements made by the hotel for the problems
they face. It is evidenced by the perception of visitors who were satisfied with the solutions
provided. They were satisfied with the way the hotel handles complaints from visitors. The
standard deviation value of 0.860 indicates that the respondents’ answers varied.

The last variable is the green practice variable, which has an average value of 4.070. Most
respondents thought that the hotel had carried out its operational activities by paying attention
to the environment. It is following the opinion of visitors that the hotel had used sensors to
turn off the lights when visitors wanted to leave the room, used a card as a key that would
function to turn off, and turned on the electricity in the room, used LED lights in the hotel
room, provided mineral water in gallons at various hotel rooms, and provided soap and
shampoo in dispensers to avoid the use of plastic waste in the hotel environment. The standard
deviation value of 1.016 indicates that the respondents’ answers varied.

3.7 Hypothesis Test
a) Coefficient of Determination

The results of the coefficient of determination test should be close to the value of 1. The
results of the determination coefficient test are shown in Table 6 below:

Table 6. Results of Coefficient of Determination Test
Adjusted R Square
0.512
Source: Results of data processing using SPSS 25 (attached)

The adjusted R-square value of 0.512 indicates that the variation of the independent
variables (apology and explanation) can explain the variation of the dependent variable
(recovery satisfaction) by 51.2%. The rest 48.8% is explained by other independent variables
that influence recovery satisfaction but are not included in the research model.

b) Global Test (F Test)

This analysis is used to determine whether there is a significant relationship or influence of
apology and explanation variables on the recovery satisfaction variable. The condition for the
equal influence of independent variables is the value of sig should be < 0.05. Table 7 shows
the result of the Global Test.

The null hypothesis and the alternative hypothesis can be stated as follows:
Ho: None of the independent variables (apology and explanation) influences recovery
satisfaction.
Ha: There is at least one independent variable that influences the dependent variable.

Table 7. Results of Global Test (F Test)

Sig
0.000
Source: Results of data processing using SPSS 25 (attached)



From the table above, the sig value is 0.000 < 0.05. It can be concluded that there is at least
one independent variable (apology and explanation) that influences recovery satisfaction.

c) t-test (Hypothesis Test)

In the study, the t-test aims to see whether the independent variable individually influences
the dependent variable. Table 8 shows the following results:

Table 8. Results of Hypothesis Test

Hypothesis B Sig Result
H1: apology has a positive influence on recovery satisfaction 1.716  0.018  H1 is supported
H2: explanation has a positive influence on recovery - 0.094 H2 is not
satisfaction 1.124 supported
H3: apology has a positive influence on recovery satisfaction - 0.060 H3 is not
moderated by green practice 0.297 supported

H4: explanation has a positive influence on recovery 0.355 0.042 H4 is supported
satisfaction moderated by green practice
Source: Results of data processing using SPSS 25 (attached)

Hypothesis 1

The first hypothesis examines the influence of Apology on Recovery Satisfaction, where
the null hypothesis (Ho) and the alternative hypothesis (Ha) are as follows:
Hol: Apology does not have a positive influence on recovery satisfaction.
Hal: Apology has a positive influence on recovery satisfaction.

Table 11 shows that the B value in the first hypothesis is 1.716, which theoretically
suggests a positive influence between apology and recovery satisfaction. The p-value is 0.018
< alpha 0.05, which means that statistically there is a significant influence between apology on
recovery satisfaction. It is concluded that apology has a significant positive influence on
recovery satisfaction.

Thus, the deeper the apology made by the hotel regarding the failure experienced by the
customer, the more satisfying the recovery for service failure experienced by the customer will
be. When the hotel shows its regret for the problems that have occurred, consumers feel that
the hotel has responded to their complaints very well so that they are satisfied with the
improvement of hotel services. It supports the framework developed by Abisuga, Wang, and
Sunindijo (2020) that apology will increase consumer satisfaction, increase the desire to
remain as a consumer, and even convey a positive word of mouth. Apologies can even reduce
the consumer’s desire to continue the complaint (Iglesias et al., 2015).

Hypothesis 2

The second hypothesis examines the influence of explanation on recovery satisfaction,
where the null hypothesis (Ho) and the alternative hypothesis (Ha) are as follows:
Ho2: Explanation does not have a positive influence on recovery satisfaction.
Ha2: Explanation has a positive influence on recovery satisfaction.

Table 11 shows that the B value in the second hypothesis is -1.124, which means that there
is a negative influence between explanation on recovery satisfaction (which does not pass the
theory test). The p-value is 0.094 > alpha 0.05, which means that statistically, there is no



significant influence between explanation on recovery satisfaction. Thus, it can be concluded
that there is no positive influence between explanation on recovery satisfaction.

It shows that although the hotel has tried to explain to consumers what caused the service
failure, it turns out that consumers are still dissatisfied with the service improvements made.
Although the results of this study do not support research conducted by Odoom et al. (2019), it
turns out that Iglesias et al. (2015) show that explanations do not succeed in satisfying
consumers.

Hypothesis 3

The third hypothesis examines the influence of Apology on Recovery Satisfaction
moderated by Green Practice, where the null hypothesis (Ho) and the alternative hypothesis
(Ha) are as follows:

Ho3: Apology does not have a positive influence on Recovery Satisfaction moderated by
Green Practice.
Ha3: Apology has a positive influence on Recovery Satisfaction moderated by Green Practice.

Table 11 shows that the B value in the third hypothesis is -0.297, which means a negative
influence between apology and recovery satisfaction moderated by green practice. The p-value
is 0.060 > alpha 0.05, which means that statistically, there is no significant influence between
apology on recovery satisfaction moderated by green practice. Thus, the conclusion is that
green practice does not have a moderating role in influencing apology on recovery
satisfaction.

It shows that consumers who have chosen green hotels are not more satisfied with the
hotel’s apology. For consumers, the position as a green hotel does not make them more
satisfied when the hotel apologizes for the failure.

Hypothesis 4

The fourth hypothesis examines the influence of explanation on recovery satisfaction
moderated by green practice, where the null hypothesis (Ho) and the alternative hypothesis
(Ha) are as follows:

Ho4: Explanation does not have a positive influence on recovery satisfaction moderated by
green practice.

Ha4: Explanation has a positive influence on recovery satisfaction moderated by green
practice.

Table 11 shows that the B value in the fourth hypothesis is 0.355, which means that
theoretically, there is a positive influence between explanation on recovery satisfaction
moderated by green practice. The p-value is 0.042 < alpha 0.05, which means that statistically,
there is a significant influence between explanation on recovery satisfaction moderated by
green practice. Thus, it can be concluded that green practice has a moderating role in
influencing explanation on recovery satisfaction.

Therefore, it can be said that green practice will strengthen or weaken the influence of
explanation on recovery satisfaction. It shows that consumers who choose to stay at green
hotels can finally accept an explanation from the hotel for the failure.



4 Conclusions

Based on the study results, it can be concluded that apology has a positive influence on
recovery satisfaction, but it does not have an influence when moderated by green practice. On
the other hand, explanation does not influence recovery satisfaction, but it does influence
when moderated by green practice.

Managerial Implications

This study concludes the important role of apology in generating customer satisfaction for
service improvements. The hotel needs to improve the hotel employees’ ability to convey a
sincere apology. For this reason, it is necessary to conduct training for hotel employees in
conducting service encounters to show their sincerity in interacting with consumers.
Explanation also has a strong influence when moderated by green practice. Therefore, the
hotel must improve the ability of its employees to provide good explanations, especially those
related to environmentally-conscious practices carried out by the company. Finally, hotels
should strengthen various environmentally-conscious operational activities so that visitors can
immediately feel an environmentally-conscious ambience while staying.

Limitations and suggestions

Respondents in this study are limited to environmentally-conscious hotel visitors. This
particular selection of respondents makes it difficult to obtain respondents. For this reason, it
is recommended for further research to look for service businesses that have become very
popular during the Covid-19 pandemic, such as marketplaces. Furthermore, this study limits
the service recovery strategies on apology and explanation, and only examines green practice
as a moderating variable. For this reason, it is necessary to research various other service
recovery strategies that might influence customer satisfaction, such as speed, effort and
compensation (Ibok, Umana, and Agu, 2012).
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