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ABSTARCT: In the context of pr esent r esearch,  author  att empts to br idge the gaps in 
the l it eratur e by invest igating perceived just ice dimens ions and to examine whether  
brand image p lays moderating role in the r elat ionships between perceived just ice 
and recovery satisfact ion.  The study is based on pr imary data ,  collected from the 
air  customers in developing country,  India .  The f irst  model of the hierarchica l  
regress ion ana lyses indicated that  a ll three just ice dimens ions of  distr ibutive 
just ice,  procedural just ice,  and interact ional just ice ar e pos it ively r elated to 
recovery satis fact ion,  and the effect  of  distr ibutive just ice on r ecovery satis faction 
was stronger  than interactiona l just ice,  and subsequently,  effect  of  inter actiona l 
just ice on r ecovery satisfact ion was stronger  than procedural justice.  The r esult s  
a lso confirmed that  a ll thr ee interaction terms were s ignif icant,  which shows that  
corporate image p lays a  moderat ing role between perceived just ice dimens ions and 
recovery satisfact ion.   
 
Keywords: Corporate image; distr ibut ive jus tice;  procedural just ice;  interact iona l 
just ice;  Indian aviat ion industry.  
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1. INTRODUCTION 

In the service environment,  it  is  a lmost imposs ib le to provide hass le fr ee 
service round the clock due to unique nature of services.  It  hardly matters how 
exceptiona l the service an organizat ion delivers,  every organizat ion st i l l often 
makes mistakes in meet ing the expectations of more demanding customers,  who 
have a  propens ity to be more demanding and less loya l than ever  before.  It  is  
imposs ib le to ensure hundred percent error  free services to customers due to uniqu e 
nature of services (Bitner ,  1993).  del Rio-Lanza et  a l.  (2009) argue that  even the 
most customer or iented organization with the strongest  quality program is unlikely 
to be able to eliminate all service failures.  Service fa ilur e causes customer  
dissatis fact ion with the service provider ,  and due to that  customers may exit  
si lent ly,  spread a  negat ive word of mouth,  ra ise their  complaints to the operator ,  or  
continue with the same service provider  regardless of their  dissat isfact ion (Kim et  
a l. ,  2009).   

Service Recovery r efers to the act ions taken by a  company in r ejoinder  to a  
service failur e (see Figure 1).  Failur es occur  because of var ious reasons l ike: the 
service may be unava ilable when promised; i t  may be delivered behind schedule or  
too leisurely;  the outcome may be erroneous or  inadequately executed and 
employees  may be discourteous.  All this type of  failur es br ings about negat ive 
feelings and r esponses from customers.  If not r esolved,  then these service failur es  
may r esult  in customers leaving,  t el l ing other  customers about their  negat ive 
experiences and even cha llenging the company through customer’s r ights or  lega l 
ways.  



Investigating the Moderating Role of Corporate Image in the Relationship between Perceived 
Justice and Recovery Satisfaction: Evidence from Indian Aviation Industry 
 

75 

 
Figure 1.  Recovery Paradoxon 

 
Past  research has revea led that ,  resolving customer problem effect ively and 

eff ic ient ly has a  sturdy impact of customer ’s satisfaction,  loyalty and bottom line 
performance.  Therefore,  customers who ex per ience service fa ilur es,  but eventua lly 
satisf ied based on service r ecovery effor ts by the organization,  will be more loya l 
than those whose issues ar e not  r esolved in the due course of t ime.  T he customer s  
who compla in and have their  problems r esolved swift ly,  are much more likely to 
patronage the same service provider  again than those whose compla ints are not  
resolved in t ime.  The customers,  who never  complain are less l ikely to r epatronage.  

Smith and Bolton (2002) addressed service r ecovery as a  moment of  truth for  
the company,  which is decis ive for  gratifying its  customers as well  as corroborating 
its  associations  with them.  Gronroos,  (1988) def ined service r ecovery as the act ions  
an organization takes in order  to r espond to a  service failur e.  Sparks and McColl-
Kennedy (2001) def ined service r ecovery strategies as the strategies practiced by an 
organization and its employees to come back the customer to a  sta te of satisfact ion.  
The f inal goal of service r ecovery is to appease dissatis f ied customers all the wa y 
through apposite act ions in order  to lessen potent ia l harm to customer r elationships  
caused by failur e of services (Ha and Jang,  2009).  

Sparks and McColl-Kennedy (2001) argue that  researchers across the wor ld 
have ut i l ized just ice theory as the ma in  framework for  invest igating service 
recovery procedures in order  to comprehend effect ive service r ecovery more vita l ly.  
According to just ice theory,  perceived justice is a  multi -dimens iona l concept  
compr is ing thr ee dimens ions  namely: distr ibut ive,  procedural,  and interact iona l 
just ice.  Regardless of the r ecent advances  with r efer ence to the effects  of  perceived  
just ice on post -r ecovery satis faction,  there is st i l l need to find out  how r ecover y 
effor ts made by service provider  affect  consequent  customers’  recover y 
satisfact ion.  

del  Rio-Lanza et  a l. ,  (2009) suggested that  there is  a  r ich inter est  in 
explor ing the r elative importance of the dimens ions of perceived just ice on 
recovery satis faction because these dimens ions do not explain r ecovery satisfact ion 
in equal r elative important  manner .  In the f indings  of the study,  authors str essed 
that  there is urgent need to analyze the dimensions of perceived just ice separately 
rather  than aggregate form.  Later ,  s tudy r ecommended cons ider ing role of  
moderating factors  in the r elationships between perceived just ice and recover y 
satisfact ion.  Among these var iables,  they r ecommended studying customers’  image 
about the company’s brand,  and globa l satisfact ion with the company and their  
a t tr ibutions of the causes of the problem. On the other  hand,  regardless of the 
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importance of brand image,  l it t le effor t  has been made to examine the role of brand 
image in r elation to perceived justice r egarding service r ecovery effor ts and 
recovery satisfact ion.                             

Moreover ,  Chebat  and S lusarczyk (2005) examine that  the explicit  effects of  
the thr ee just ice dimensions on customer  loyalty are quite diverse form each other .  
But lit eratur e has not been found r elated to effect  of perceived just ice dimens ions  
on satis faction with service r ecovery.  Maxham and Netemeyer  (2002) invest igated 
the effects of perceived just ice on satisfact ion with service r ecovery,  but they did 
not invest igate the r elative effects of the perceived just ice dimens ions.   

Based on the above background,  current study attempts to br idge the gaps  in 
the l it eratur e by invest igating perceived just ice dimens ions and to examine whether  
brand image p lays moderating role in the r elat ionships between perceived just ice 
and recovery satisfact ion.  
 
2.  LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Service providers  and customers can not avoid the incidents that  take p lace 
during exchange processes.  Consequent ly,  they anticipate flaxen behaviour  from 
each other  and they do their  appraisal based on perceived just ice.  Just ice theory b y 
Adam (1963)  sta tes that  in every exchange that  takes  p lace,  people eva luate the 
inputs against  the outcomes  and compare them with those of others in paralle l  
situations.  In the incident that  there is an equil ibr ium between them,  the exchange 
is cons idered as ‘fa ir ’,  but if the outcomes  do not meet with the person’s  
expectations,  then this results in discr imina tion.  Past  lit erature r elated to service 
failur e and r ecovery has presented substant ial  evidence of  the appropriateness  of  
the concept  of just ice as a  source for  understanding the process  of service recover y 
and its outcomes (Smith et  a l.  1999; Tax,  Br own, and Chandrashekaran,  1998;  
Blodgett  et  a l. ,  1997; Godwin and Ross,  1992).         

Distr ibutive justice:  del Rio-Lanza (2009) def ined distr ibutive just ice as the 
assignment of tangib le r esources by the company to r esolve and recompense for  a  
service fa ilur e.  According to Walster  et  a l.  (1973),  when an individua l perceives  
that  benef its have not been allocated equitably;  he/she exper iences distr ess,  which 
in turn mot ivates him/her  to r efurbish the distr ibut ive just ice.  Various authors  
across the world l ike: Godwin and Ross,  (1992);  Hoffman et  a l. ,  (1995);  Smith et  
a l.  (1999) provided evidence based on their  empir ical  studies that  perceived  
fairness of tangib le outcomes have a  posit ive effect  on recovery eva luation.  
Previous l it erature in service r ecovery has  measured distr ibut ive justice with the 
help of f ive var iables,  namely: just ice,  fa irness,  need,  value,  and r eward’ of  
outcomes (Chebat and Slusarczyk,  2005; Wir tz and Matti la ,  2004; Smith et  a l. ,  
1999).  

Procedural Just ice:  del Rio-Lanza,  (2009) def ined procedural just ice as the 
techniques the company uses to dea l with the problems ar ising during service 
delivery in t erms of access ib il ity,  t iming/speed,  process control,  delay and 
flex ib il ity to adapt to the consumers ’ recovery needs.  Moreover ,  according to 
Davidow (2003) procedural just ice includes policies,  procedures,  and tools that  
firms use to support  communication with cus tomers and sp ecif ically,  the t ime taken 
to process compla ints and to arr ive at  a  decis ion.  Matti la  (2001) in the context of  
service r ecovery def ined procedural just ice as the customer ’s percept ion for  the 
several stages of procedures and processes  needed to r ecover  the  failed service.  
Past  lit erature supported s ix sub-dimens ions for  procedural justice l ike;  f lexibil ity,  
access ib il ity,  process control,  decis ion control,  r esponse speed,  and acceptance of  
respons ib il ity (del R io-Lanza,  2009; Tax, Brown, and Chandrashekaran,  1998;  
Blodgett  et  a l. ,  1997;  Thibaut and Walker ,  1975).  

Interactiona l Just ice:  Sparks and McColl-Kennedy (2001) def ined  
interact ional justice in the context of service r ecovery that  the eva luation of  the 
degree to which the customers have exper ienced jus t ice in human interact ions from 
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the employees of service organizat ion dur ing the service r ecovery process.  Findings  
from the past  l it erature suggested s ix sub  dimens ions for  interact ional just ice 
namely; courtesy,  honesty,  offer ing explanations,  empathy,  endeavour ,  and offer ing 
apologies (del R io-Lanza,  2009; McColl-Kennedy and Sparks,  2003; Clemmer,  
1988; Tax et  a l. ,  1998).  Generally,  interact ional just ice focuses  on interpersona l 
interact ions during service delivery process.  

Corporate image: Corporate ima ge may be def ined as perception of an 
organization held in consumer  memory and works as a  f ilt er  which inf luences  the 
percept ion of the operation of the company (Gronroos,  1998; Keller ,  1993).  Dobni 
and Zinkhan (1990) def ined corporate image as the r epresentation of a  brand in the 
consumer ’s mind that  is  l inked to an offer ing.  Keller ,  (1993) argued that  corporate 
image can be seen as a  set  of  percept ions about a  brand the consumer forms  as  
ref lected by brand associations .  According to Ngyun and Lelanc (2001) corporate 
image is r elated to the differ ent  phys ical and behavioural a t tr ibutes of the company,  
l ike;  business name,  architecture,  var iety of goods or  services,  tradit ion,  ideology,  
and to the feeling of quality communicated by each person interact ing with the 
clients of the company.  The corporate brand is intangible in nature and inva luable  
for  the organization.  Robert  and Dowling (2002) argued that  the corporate brand is  
a  valuable intangib le asset ,  that  is  hard to impersonate,  and which may help  
corporation in achieving susta ined super ior  financial performance.  Good brand 
image not only indicates that  the brand has  a  posit ive image but a lso exhib it s a  
higher  level of brand image strength in comparison to other  brands (Kim and Kim,  
2005).  

Perceived just ice and r ecovery satisfact ion: The ma in purpose of service 
recovery effor ts is  to budge a  customer from a state of dissat isfact ion to a  sta te of  
satisfact ion (Zemke,  1993).  Wir tz and Mattila  (2004) specify that  r ecover y 
outcomes,  procedures,  and interact iona l trea tment have a  combined effect  on post -
recovery satisfact ion.  Satisfact ion and future loyalty of customers ar e dependent on 
their  feelings on whether  they have been tr ea ted fa ir ly or  not.  In general,  customer s  
expect a  service r ecovery to be fair  in order  to r ecover  their  satisfact ion and 
loyalty.  Numerous authors have found that  a ll thr ee forms of just ice including 
distr ibut ive justice,  procedural just ice,  interactional just ice have a  pos it ive effect  
on overa ll service r ecovery satis faction (Kim et  a l,  2009; dos Santos and 
Fernandes,  2008; Karande et  a l. ,  2007; Karatepe,  2006; Kau and Loh,  2006;  
Patterson et  a l. ,  2006; Ok et  a l. ,  2005; Smith,  Bolton,  and Wagner ,  1999; Tax et  a l. ,  
1998; Clemmer and Schneider ,  1996;).  These studies were conducted in diff er ent  
service industr ies l ike;  hotel  customers,  mobile phone buyers,  Undergraduat e 
students,  Air l ine passengers.   

On the bas is of  above background,  following hypotheses are proposed in the 
context of pr esent study:  
H1.  There exists a  pos it ive r elationship between perceived just ice and r ecovery 
satisfact ion.   
  H1a.  There exists  a  pos it ive r elationship between distr ibut ive just ice and 

recovery satisfact ion.   
  H1b. There exists a  pos it ive r elationship between procedural just ice and 

recovery satisfact ion.   
  H1c.  There exists  a  pos it ive r elat ionship between interactiona l just ice and 

recovery satisfact ion.   
Perceived just ice,  r ecovery satisfact ion and brand image: Past l it eratur e 

hypothes izes that  corporate image influences customers’ satisfact ion (Andreassen 
and Lindestad,  1998).  Nguyen and Leblanc (2001) argued that  high level of  
corporate image is r elated to a  better  perception of the quality,  bus iness name and 
ideology of an organizat ion.  Good brand image not only indicates that  the brand has  
a  pos it ive image but  a lso shows a  higher  level of  brand image str ength than other  
brands Kim and Kim, (2005).  Thus,  a good corporate image is vita l for  companies.  
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Consumers who build up a  pos it ive mental image of a  brand will have a  propens it y 
towards  high customer  satis faction through a  ha lo effect  where all  things l inked 
with the brand are s imilar ly valenced (Lai et  a l. ,  2009).  The react ion of these typ e 
of situat ions assure consumers that  even if service fa ilur es occur  quite often,  when 
customers have a  pos it ive mental image of a  brand,  they will think that  the 
company will benef it  them in future course of t ime.  Hence,  the effect  of perceived 
just ice due to r ecovery effor ts made by corporate,  who got pos it ive menta l image,  
might have a  stronger  impact on the r ecovery satis fact ion of customers.  In the past  
l it erature r elated to the pr esent  study,  author  did not f ind enough  previous studies,  
who have examined the moderat ing role of  corporate image in r elation to perceived  
just ice in service recovery.  

Therefore,  current r esearch proposes the following hypotheses :  
H2 : The effect  of perceived just ice on r ecovery satis faction is higher  given 
customers have a  pos it ive image of the corporation.   
  H2 a : The effect  of distr ibutive justice on r ecovery satisfact ion is higher  given  

customers have a  pos it ive image of the corporation.   
  H2 b : The effect  of  procedural just ice on r ecovery satisfact ion is higher  given  

customers have a  pos it ive image of the corporation.   
  H2 c : The effect  of interactiona l just ice on recovery satisfact ion is higher  

given customers have a  pos it ive image of the corporation.    
                       

3.  CONCEPTUAL FRAMEWORK OF THE STUDY 
The conceptual framework of this study was hypothes ized according to the 

object ives  of the study and the l it erature consulted for  the pr esent  study (See f igur e 
2).   

Figure 2.  Framework of study 

 
 
Distr ibutive,  procedural and interact ional just ices will affect  r ecover y 

satisfact ion (H 1 a,  H1 b ,  H 1 c).  Moreover ,  corporate image p lays moderating role 
between the r elationship  between distr ibut ive,  procedural,  and interact iona l just ices  
and recovery satisfact ion (H 2 a,  H 2b ,  H 2 c).  
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4.  RESEARCH METHODOLOGY 
4.1.  Measurement Scales  

Mult ip le it em scales were used to measure each construct  in this study.  
Most ly validated measur ing scales were used with s l ight modif ications to meet the 
object ives of the study.  All the scales under  study were measured on seven point  
Liker t’s scale ranging from ‘strongly disagree” (1) to “strongly agree” (7).  Whereas  
in the case of corporate image,  t hr ee it ems were on seven-point sca le of “Ver y 
Low” and “Very High” and the 4th it em with “Much Worse” and “Much Better ”.  To 
meet the objectives of the study,  distr ibut ive just ice was measured by a  four - it em 
scale adopted from Blodgett  et  a l. ,  (1997)  and Smith et  a l. ,  (1999).  The procedura l  
just ice was  measured by a  four - it em sca le adapted from Blodgett  et  a l.  (1997)  and 
Karatepe (2006).  To measure the interact iona l justice construct ,  we used a  five- it em 
scale adapted from Karatepe (2006),  Smith et  a l. ,  (1999),  and Tax et  a l.  (1998).  The 
recovery satis faction sca le was measured  by a  four - it em scale adapted from 
Maxham and Netemeyer  (2002).  The four-it em sca le for  corporate image was  
adapted from Zeithaml (1988),  and Selnes (1993).  
4.2.  Data Collect ion 

Primary data  were collected from people who travel by air l ines operat ing in 
Indian aviation industry.  The respondents were approached by the r esearcher  at  
a irpor ts a t  the t ime,  when they were wa it ing to board p lane.  The procedure of  
approaching a ir  customers at  t hat  t ime was helpful without having to obta in 
customer  r ecords in advance by r equest ing depar tment  of  Indian aviat ion.  A 
screening question was asked to check if  respondents encounter ed any service 
failur e with air l ine operators dur ing the past  s ix months.  T he structured 
questionna ir e was administer ed among target population by r esearcher  himself .  
Since,  the questionna ir e was adapted form past  studies,  so it  was imperative to t est  
it  for  suitabil ity to Indian context and service industry.  A pilot  study was  
conducted to ascer tain the su itabil ity of the constructs (n=52) in Indian a viation 
industry sett ing.  Reliabil ity check has been performed to know the su itabil ity of the 
construct  for  this industry and context.  After  ascer taining the su itab il ity of the 
study constructs,  the quest ionnair e was administer ed to the customer’s sample s ize 
of 217 r espondents.  S ince p ilot  study result s were in the favour  of the constructs,  
those r esponses were a lso included in the sample.  Out of the 217 collected,  19  
questionna ir es were either  incomplete or  the answers  were found to be unreliab le,  
leaving a  rema ining 198 quest ionna ir es that  were r eta ined for  fur ther  data  analysis.  
4.3.  Demographic Profile 

The structured quest ionnair e used in the study included a  sect ion on 
customer ’s prof ile,  as var ious demographic and other  factors were l ikely t o 
inf luence the customer services offer ed  by the company.  Information on 
demographic and socio-economic features may also be helpfu l to provide services  
effect ively.  A demographic prof ile of the respondents cons isted of age,  gender ,  
mar ita l sta tus,  educat ional qualif ications,  employment sta tus,  and monthly income.  
Among the r espondents 61.4 percent were of  the age group 28 to 40 years,  and 23  
percent of 27  years and below age group.  A good mix of ma le and fema le 
respondents was found in the data  collected compris ing ma les with 52.3 percent and 
fema les with 47.7 percent.  The ma jor ity of the r espondents were marr ied (62.5  
percent),  as percentage of  unmarr ied was 37.5 percent.  There were more pos t  
graduate r espondents (59.6 percent ) than graduate and others.  Moreover  the 
occupat ional var iables showed that  the respondents had ma jor  por tion of  
professiona ls (72.4 percent),  where as the percentage of self employment,  others  
were 19.5 percent,  5.7 percent r espect ively.  In the survey it  was also found that  the 
respondents came from differ ent income backgrounds; a  ma jor  par t  of them (64.7  
percent)  earned more than Rs.40,  000 per  month but  less than Rs.40,  000 were only 
35.3 percent.  
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5.  DATA ANALYSIS AND FINDINGS 

The SPSS software package 17.0 vers ion was used for  analyzing the data  
collected for  this study.  The Microsoft  –Excel software package was also used to 
make some basic computations l ike calculation of  the average va lues,  standard 
deviat ion etc.   
5.1.  Reliability Test 

To test  the r eliab ility of the set  of it ems forming the scale a  measure of  
construct  reliabil ity (Cronbach’s alpha) was  computed.  Cronbach’s alpha is usefu l 
in measuring how well a  set  of  var iables or  it ems measure a  s ingle,  one-
dimens iona l la tent construct .  The alpha values of 0.70  or  gr eater  r epresent  
satisfactory r eliabil ity of the it ems measuring the construct  (dimens ion)  and 
reliabil ity less than 0.60 is considered poor  (Sekaran,  2003).  In the current study,  
Cronbach’s alpha value for  a l l constructs ranges from 0.752 to 0.903 (See tab le 1),  
which ensures that  constructs used for  the study are quite r eliable.  
 
Table 1.  Reliability Analys is Results  

Name of Construct No.  of items Cronbach’s Alpha 
Value 

No.  of Respondents 

Corporate Ima ge 4 0.786 198 
Recovery Satisfact ion 4 0.752 198 
Distr ibutive Justice 3 0.903 198 
Procedural Just ice 3 0.812 198 
Interactiona l Justice 5 0.796 198 

 
5.2. Exploratory Factor Analysis 

Exploratory factor  analys is was per formed in the study to check whether  the 
data  collected are cons istent with the prescr ibed structure.  The r esults for  
exploratory factor  analys is with KMO (0.883),  Bartlet t’s  Test  of Spher icity (Chi -
square 1673.314,  s ignif icance 0.000) proves  that  exploratory factor  ana lys is done 
with the eleven study var iables is effect ive.   

Three factors were extracted us ing the methods of pr incipal component  
analys is.  The thr ee factors extracted from the study var iables explain 77.74% of the 
var iance.  Pr incipal Component Ana lys is using var imax rotation with Ka iser  
Norma lizat ion was employed to f ind the dimens iona lity of the data  set  collected.  
The loadings of the dimensions identif ied in factor  ana lys is were stab le.  Each of  
the var iable loaded high on a  s ingle factor .  The selected factors were based on 
Eigen values equa l to or  gr eater  than 1.00.  Cut -off point  was 0.40 in case of current  
study.  Factor  loadings matr ix is shown in Table 2.  
5.3. Multiple Regression Analysis 

Hierarchical  r egress ion analyses were conducted on the pr imary data  
collected to t est  the study hypotheses.  Moreover ,  same type of r egress ion attempted 
to invest igate the relat ionship between perceived just ice dimens ions and r ecover y 
satisfact ion and the moderating role of corporate image in the r elat ionship between 
perceived just ice and r ecovery satis fact ion.   

The f irst  model of the hierarchical r egress ion ana lyses indicated that  a l l  
thr ee just ice dimens ions of distr ibutive just ice,  procedural just ice,  and interactiona l 
just ice are pos it ively r elated to r ecovery satisfact ion (See the tab le 3) .  This  
pos it ive relat ionship of  perceived just ice dimens ions  with r ecovery sat isfact ion 
supports Hypotheses H 1 a,  H 1 b ,  and H 1 c.  This  model supports the fact  that  the effect  
of distr ibut ive just ice on r ecovery satis faction was stronger  than interact iona l 
just ice,  and subsequent ly,  effect  of interact ional justice on r ecovery satis faction 
was stronger  than procedural just ice.   
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Table 2.  Factor Loadings Matrix 
Factor Loadings Variable 

1 2 3 
Interactiona l Justice1 0.483 .892  
Interactiona l Justice2  .926 0.451 
Interactiona l Justice3 0.513 .808 0.491 

Interactiona l Justice4 0.441 .656  
Interactiona l Justice5 0.411 .585  

Procedural Just ice1  0.511 .770 
Procedural Just ice2  0.421 .611 
Procedural Just ice3 0.433  .823 
Distr ibutive Justice1 .813 0.542  

Distr ibutive Justice2 .883  0.551 
Distr ibutive Justice3 .716 0.472  
 
Table 3.  Multiple Regression Results 

 
Change Statistics 

 
Model 

 
Variable 

 
Beta value 

(Stnd.) 

 
R 

 
R 

Square 

 
Adjusted 
R Square 

 
F Value 

R Square 
Change 

F  
change 

Procedural  Just ice 0.317 

Dist r ibut ive 
Just ice 

0.483 

 
   1  

In teract ional 
Just ice 

0.393 

0.851 0.725 0.708 63.637 0.725 63.637 

 
The second model of the ana lys is invest igated the dir ect  effect  of corporate 

image on r ecovery sat isfact ion.  Results of the study provided evidences of dir ect  
pos it ive impact of corporate image on r ecovery satisfact ion (See the tab le 4 below).   
 
Table 4.  Multiple Regression Results 

 
Change Statistics 

 
Model 

 
Variable 

 
 

Beta value 
(Stnd.) 

 
R 

 
R Square 

 
Adjusted 
R Square 

 
F Value 

R Square 
Change 

F change 

Procedural  Just ice 0.213 

Dist r ibut ive 
Just ice 

0.253 

In teract ional 
Just ice 

0.264 

 
   2  

Corporate Image 0.521 

0.885 0.783 0.771 32.206 .0798 32.206 
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5.4.  Moderation Analys is  
Third model of the study r evea led t he moderating effect  and interact ion 

terms between perceived just ice dimens ions and corporate image (See the table 5) .  
All the thr ee stated hypotheses H 2 a,  H 2b ,  and H 3 c were supported.  It  means  that  in 
all the thr ee dimens ions,  interact ion terms  were s ignif icant,  which shows that  
corporate image p lays a  moderat ing role between perceived just ice dimens ions and 
recovery satisfact ion,  not r ejecting any Hypotheses.  
 
Table 5.  Moderation Analys is Results  

 
Change Statistics 

 
Model 

 
Moderating 

Variable 

 
 

Beta value 
(Stnd.) 

 
R 

 
R 

Square 

 
Adjusted 
R Square 

 
F 

Value R Square 
Change 

F 
change 

Corporate Image X 
Procedural  Just ice 

0.207 

Corporate Image X 
Dist r ibut ive Just ice 

0.712 

 
   3  

Corporate Image X 
In teract ional Just ice 

0.404 

0.926 0.858 0.842 9.897 0.073 9.89
7 

 
6.  DISCUSSION 

The results of the study revea led that  a ll the thr ee dimens ions of perceived  
just ice namely; distr ibut ive just ice,  procedural just ice,  and interactiona l justice ar e 
pos it ively r elated to r ecovery satis faction.  The study model supports the fact  that  
the effect  of distr ibut ive just ice on r ecovery satis faction was stronger  tha n 
interact ional justice.  This finding of the study is cons istent with the past  studies  
conducted by Maxham and Netemeyer ,  (2002),  and Smith,  Bolton,  and Wagner ,  
(1999).  Further  it  was found that  the effect  of interactiona l just ice on r ecover y 
satisfact ion is stronger  than procedural just ice.  The impact of  distr ibut ive just ice 
on r ecovery satis fact ion appears to be stronger  than that  of interact ional just ice,  
which is cons istent with the pr evious f indings of Smith,  Bolton,  and Wagner ,  
(1999) and Maxham and Netemeyer  (2002) .  The momentous role of distr ibut ive 
just ice in inf luencing customer satis fact ion would be supported by fa ir  distr ibut ive 
treatment  in t erms of discounts,  r efunds etc .  that  are important in r etur ning back 
satisfact ion from Indian a ir  customers.  Thus,  management of Indian aviation 
industry should execute an effect ive way of  distr ibut ive justice.  Moreover ,  India n 
aviat ion management should a lso implement an effect ive way of interactiona l 
just ice such as appear ing courteous and r espectfu l,  offer ing apologies,  and showing 
empathy and attent iveness,  s ince interact ion just ice was found an important  
predictor  of r ecovery satis faction in the study.  

Interaction terms of a ll the thr ee dimens ions of the perceived just ice wer e 
found s ignif icant,  which supports the fact  that  corporate image p lays a  moderat ing 
role in the r elationship among all the thr ee dimens ions of perceived just ice.  This  
result  suppor ts the p lea that  corporate image will affect  the effects of procedura l  
just ice on r ecovery satisfact ion.   
6.1.  Managerial Implicat ions Fo The Study  

Present study proposes following key implications for  Indian aviat ion 
management based on the findings : 
  The aviat ion management should focus on training employees to make them 

understand about the aspects of perceived just ice,  the fair  distr ibut ive 
treatment,  interpersonal communication is important to the customers.   

  In order  to increase distr ibutive just ice which had a  stronger  r elationship  
with r ecovery satis fact ion; management of Indian aviat ion should develop  
specif ic monetary compensation guidelines while tra ining both fu ll -t ime and 
par t-t ime employees to quickly and proper ly react  to var ious service failur e 
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situations.  Moreover ,  they need to tra in front desk staff to offer  proper  
arrays of compensations with similar  values and let  their  customers select  
the best  compensat ion.  

  Regarding,  distr ibutive tr eatment tra ining,  they should also employ a  
tra ining program, which specifically i l lustrates  the r eact ions improving the 
interact ional just ice pract ice through teaching how to proper ly tr eat  angry 
and frustrated customers,  with the help of  empathy and apology.  

6.2.  Limitat ions And Future Research 
Like all  other  studies,  this r esearch also suffers from var ious  l imitations ,  

that  curb the generalization of the f indings and provides avenues to the r esearcher s  
for  future r esearch.  S ince the pr esent  study only focused on one service industr y 
(Indian a ir l ine industry) and in a  specif ic developing nat ion,  the r esults  cannot b e 
generalized to other  service sectors and differ ent geographical locat ions.  Hence,  
future r esearch can r eplicate this study in other  service sectors and differ ent  
countr ies to validate the r esults of this study.  Moreover ,  future research may als o 
search few other  moderating var iables in the relationship between perceived just ice 
with service r ecovery and r ecovery satis fact ion.  
   
7.  CONCLUSIONS 

Earlier  research in the ar ea of service r ecovery has helped the r esearchers to 
understand the important  role of perceived justice on r ecovery satis fact ion.  Though,  
the curr ent r esearch fur thermore invest igated the role of corporate image in service 
recovery s ituations.  Current  study attempts to br idge the gaps  in the lit eratur e b y 
investigat ing perceived just ice dimens ions and to examine whether  brand image 
plays moderating role in the r elat ionships between perceived just ice and r ecover y 
satisfact ion.   

The f irst  model of the hierarchical r egress ion ana lyses ind icated that  a l l  
thr ee just ice dimens ions of distr ibutive just ice,  procedural just ice,  and interactiona l 
just ice ar e pos it ively r elated to r ecovery sat isfaction,  and the effect  of  distr ibut ive 
just ice on r ecovery satisfact ion was stronger  than interact ional  just ice,  and 
subsequent ly,  effect  of interact ional just ice  on recovery satisfact ion was stronger  
than procedural justice.  The r esults a lso confirmed that  a l l thr ee interact ion terms  
were s ignif icant,  which shows that  corporate image plays a  moderating rol e 
between perceived justice dimens ions and recovery satis faction.  
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