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論文摘要： 

本文探討在不同服務失誤的情境之下，顧客對於服務補救的期望是否會有相對應的

方式，以及服務補救是否對顧客滿意度及顧客忠誠度有影響。服務失誤是當企業所提供

的服務無法達到顧客的要求，或是所提供的服務低於顧客的期望時就會發生失誤。服務

補救則是當企業所提供的產品或服務無法達到顧客的期望標準而產生不滿時，企業將採

取補救措施，以彌補顧客的不滿。藉由實驗法的調查，以東海大學學生為研究對象，共

收回 878 份有效問卷，再利用變異數分析方法進行假說的驗證。 

 

本研究主要發現為： 

一、 當顧客遭受服務失誤後，服務補救對於顧客二次滿意度有正面的影響。 

二、 不同服務失誤情境下服務補救的效果，心理性補救是不可或缺的。 

三、 顧客滿意度越高，顧客忠誠度也會越高。 

 

 

關鍵詞：服務失誤、服務補救、顧客二次滿意度、顧客忠誠度 
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Abstract： 

This paper explores under different service failures situations, whether customer 

expectations corresponds with services recovery or not, and the service recovery have an 

impact on customer satisfaction and customer loyalty. Service failure means that the 

companies provided the services couldn’t reach customers' requirements, or the services 

below customer expectations. Service recovery is means when companies provide products 

or services couldn’t reach the standard of customer expectations and let the customers feel 

dissatisfaction, the company will take recovery measures to compensate for their 

dissatisfaction. Through the experimental method of investigation, Tunghai University’s 

students were surveyed and it collected 878 effective samples. Furthermore, the samples 

were analyzed by using one-way ANOVA and two-way ANOVA to test the hypothesis. 

The finding are as followimg: 

1. When the customer suffered a service failure, service recovery have a positive impact 

for post-recovery satisfaction.  

2. The study of service recovery effects under different service failure situation, the 

psychological is indispensable. 

3. The customer satisfaction is higher and the customer loyalty will be higher. 

 

Key words： Service Failure、Service Recovery、Post-Recovery Satisfaction、Customer 

Loyalty 
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