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Abstract

Service recovery has gained increasing attention in the fields of service marketing.
However, little prior research has attempted to explore service failure from a customer's
psychological perspective. Therefore, this study incorporates “consumer forgiveness,”’an
emerging concept in the service marketing field, in an online transaction setting. We
explore the existence and significance of consumer forgiveness when service failures
occur, examine whether consumer forgiveness is able to enhance people’s willingness to
maintain relationships with service providers, and identify key determinants of consumer
forgiveness. A proposed structural equation model is tested using SmartPLS 3.0 program,
with survey data from a convenience sample comprising of 308 subjects recruited from
Taiwan's largest community websites and forums. Our results indicate that: (1) consumer
forgiveness is influenced by the strength of the relationship (i.e., trust) between firms and
customers, attributions and severity of service failure, and consumer empathy; and (2)
outcome uncertainty and failure duration moderate the relationships between attributions,
severity, empathy and consumer forgiveness. This study not only enhances the extant
consumer forgiveness literature but also provides far-reaching marketing implications for
service providers.

[ Keywords ] e-purchase, service failure, consumer forgiveness, trust, service recovery
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A 1]

B 1960 (g BEHE R IS (N - 25 mURScE 7 ARy ARG IURE - BEE
BEAYEE S AL - FET s Y P H B - ARSI R A HB B TR o RS
) ERIR M TV HE B AR - (EHRRERZ B R A H S - Rpsiedt
FHHE IR E RS - MEEEERAE  BEI AR e E
HERYEE & - TREEAME - RETSEre il - fEpsiEYny EER ) EECEEIE
ARG E S - BHERREYIEER E M 22~ Bl i SR L R R R
HRINERBEYHESE (Holloway and Beatty, 2003) °

IRBSEESRUE 75 - IR RR B —HEFEHEE - e s —E RS
HBE R R PRI B IR R Y - AR R R I 2R % 4= (Hoffman and
Bateson, 2001) < HHILAT &, » AR5 ARAEME BE I SR B L B BE Y B e i - &
[HIER IR R R I VB B AT REE (R 2 2 FHE ~ $2HH#EA% (Mousavi and Esfidani,
2013) » BEPLEE T (WOM) ¥ (Casidy and Shin, 2015; V& & EXEILFH IR -
2013) - EEEEE T HEHAMEE SRS (Keaveney, 1995; MRERA. ~ PREGELE A
BE > 2016) - EERIMITEEER - BUS—EHT R P i SO R A B S E R A
BAZE WA (Fornell and Wernerfelt, 1988) o [K[[t: » BH AR ARSI AR A R DUE FRIERZ
REERFERAHE EER - HEEE R SR - a2 B2 A
HIRRE] - g F R =0 1B T - Rt BE & ERE RE B (Forbes,
Kelley, and Hoffman, 2005) * # AREEH R AR AR - INMETTREIR AT HEERE
o HEERESEZIEL - K - HWHERIEYRENS - e IRE R DL S 3Rl
RHIAH B F R (S BRI BR SR

it 5 RS S RRAHRBRT 78 2 DA 2R Z A FE R i 72%0 0 - SRS (SR AN I st H AR %5 %
SRIETTHEIR ~ WA IRT M= E & H2% (Hart, Heskett, and Sasser Jr, 1990; Buttle and
Burton, 2002; Hocutt, Bowers, and Todd Donavan, 2006; F & EREL R HER » 2013 ; =
B~ ERZAT  BOREEBRMESE - 2012) - AlEFDERIEIHE B L3 | AR AERER
AR R R S R R - B AR R AR AR - HBE B TS R HER - AN iw il HAh
BTG - FERERAGEER (AOntA8e ) 28 - HEER D ERRIERCRIE
1% (Casidy and Shin, 2015) » R P R5 A< BE A E B ke BE Dt H 2 G0 » [AIIRL - B9
TR HH & & LI T A PR R IR iR R -

W EAER R BRI ZE R - SBENBERAE 252 7 S dn iR i - LA
ATRETFAE ISR » NS &H 548 (Buttle and Burton, 2002) » 1155 L& H A EFE LT
FBZFENREHEIFEEEE S E - 52 (Forgiveness) WM& FENL & M/ (B EEH
A IR AR FERE B - TR AT DAREAR AR 7 S G 42 T BA AR B 18 BB (McCullough,
Rachal, Sandage, Worthington Jr, Brown, and Hight, 1998) * Tsarenko and Tojib (2011)
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ZE SRR EIRERY 5 =0 0 BRI IRH T HE H T A (Consumer Forgiveness) ; FIBEE » 78
T BB TAEABRE RIS BN - IRATEF EIra 6 g M BAMR A8 - MHE R "L
R BER B BRI NI FE 0 R A R R e 6 B PRl 1 T e S R SR I R B A
& ° Tsarenko and Tojib (2011) ji¥F & A Ry — T 1 & & 1 S AR A5 U FE BT SRR (Coping
Strategy) * ZudE I FEK I HH—(EME S LRI - (His0R % B BT R AN TERR
G R FEEE A E T HYIEEAZR (Situational Factors) @ 2K T H B BHE AT
HHIYMERIZR © Hannawa, Shigemoto, and Little (2016) HIfE @ LR FZEEME~ F > DA
BT S ML TIHBEEERR T IR RARA GBI - INg2ZE] " FR
SRR~ TibEREl L DI T AREE ) FEREEE - AHEERANE S ER
A RR I TR R R T Bl g - B SRR R R B ST - (3 H e R R s B
FEFF L KRR -

REBHIMNE @ T EERSREMEERIRSAGR%Z - A1 EIHEE 2 (R LR (RS
EIFREEN - B T ERCEE B R - BUAEN TEHE BN - RIRBMEE A
CUEIRE - A REEHE NEE - Rt - AT A ERE TS & B AT B IR %5 A iR s,
Y E SR B R R R (] 7 EE R AR S vl DA RER T BARRIAE S R R 2 IR
BERANEBERZH L 2 DLUHE & H IR /R N D3R KRl 2

i R » AWFFEETE I T s DU B LA EIE 2 RRE - 7F Hannawa
et al. (2016) ZHFFEEIEL T » FEH W K AR L EHAE 5 FF B 1§ Tsarenko and
Tojib (2011) B EMFE-RIEEIRYE RN ZE AL - BREE S TS | AR AR
BHRRIAISGE TR - DI EERER N OHEBR R IREE AE BT
KRR AR ZE RIS HITI AR A » BRCUEER B L T 4 AR PR L iR R
ZNTETR K TR EEERE - AT v RE R BRI EREE N IRBSK
AR EH B B T AR BRI ST - AT B RE TRy i L SR e H A o A R
15 B R REA HH — (T Y R -

&l ~ MR R ARER

R |3 2 P £

TR - AEE 5 I 1 A DU R 2 B ) 28 e H & 587 - FEE g /A 2
HEET H RS Y R R P IE B R (Zeithaml, Parasuraman, and Malhotra, 2000) - &
B EREH S & AT B A\ B B EETAR S - BE I PFRIEA Zl ey 2
AL - AL - FTERERRERIE T - T EHE ) BREE R R R BRI
IR (Milne and Boza, 1999) - ARy = SdREZS [ E IR S - ARG TR L& 1114
A Bk 755 R fil A2 B 2 S WEETT 58 & #l . (Wolfinbarger and Gilly, 2001) ° 1F
HaEs gy - IHE R RS R B L ER B R EE B ) - R SRR R g B R AT R
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BRENBET - NEHRE - HSiiZ S\ RMAESR S - Kt - EEIRE AR
fRf - BLEEBE PGS R A - SRR Y < A T B A B R B USR] (Forbes et
al., 2005) * & - HHESHEY) P YIRS R RR T RON B ER AL ZEREEANR] - EIHEHET
R R PR 2 R I i A e P PR R B JRR IR BSR4 U P P R et o J R R
BREEEREEY] - ST B AR BRRFE I T B E G R
RIBt > FEREESEE R T - MRV EREE EN T ARHE B E L ERTRR - SR M
S TEf - IMERYRIRN B EBFR A o

T2~ MRS JEER (Service Failure)

1960 AKX, > Regan BE5C1E(THHEFAm (Journal of Marketing) #$3%— RV X E » 5|
RLEEH AR IS TT PR AU E R - HARTE 1980 FFARGE » A2 2 EH BRI FIRY A EEE
ARSI RE - BFEARSSLE (Service Quality) ~ ARG (Service Encounter)
K 1155 (The Gap Model) 5% » Bitner, Booms, and Tetreault (1990) $H! T —1{[# IR7%
KRRAIMZEHLE - S BB TR AR 5 R iR 2 D E T B AL HE 8 - De Coverly,
Holme, Keller, Thompson, and Toyoki (2002) JR5#5H » BEZ AR ERIEFELRECHIL -
MAELR - MMEZ » A RFESEERBICREEEMARE - BE) B
BRI FEEA R - IR B e O FHE - EEEHN S - BENE
B ARG E R T IENEE -

Ak 755 2 3% RT RE e 8 Bl A K MK Y BT 52 2 0 0 & R A R (Bitner,
Brown, and Meuter, 2000) * 75/ EHEES & A R » AIRERLEE 2 BN R S R
(Hennig-Thurau, Gwinner, Walsh, and Gremler, 2004) ~ BAZ & 92 B {300 7% 18 22 HoA >
251722 5) (McCollough, Berry, and Yadav, 2000) KA1 = 5% 3F (MR8 H 55 -
2016) %555 (AL - HEEME - HERGARONRUERBEREEEMEE
Y o B bt AR 75 R RRAHRBA SCRRERET 2 A 2R - AR IR IS iR E R R © T HIHE
FHERBHAE - [ Er R I E T Rt e P e R — 5 - SO E AT
JEAZ B R ~ N 2 IBRECE -

=~ IHBH G (Consumer Forgiveness)

H AR RERET - BT EgEERE - ERIVArERE - \EpsefaH - Bl
BER B2 T SR RS it - O R R BEAE R N i HY 1% ## (Buttle and Burton,
2002) 3B LEANRG » AT REFFAE L M T B B S G S B SR A R
EE o ORI E A (Forgiveness) W& R RER BRI E BRIV NGRS - &
A S R F B FRERETE # (Judeo-Christian) FERMMK - BIEHNEFELEET
TR R B 7Y (McCullough, Worthington, and Rachal, 1997)  [EVTR - AR R
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—FE T A1 — [ EHKRE | (Cognitive-affective State) * {RIEEIHMEFEHIUESL - (@
e A By AT B L E SRR IE R OB S & (Positive Psychological
Response) (Lopez, Pedrotti, and Snyder, 2018) « EZHIAE /&5 — 1 H #E E A
(Emotion-focused) HJE ¥ TR ME (Coping Strategy) * FEIAFAYNITT R & BIFEEWHIE
MRIE IS AN RS - 75 DARES LR BdJi2 /) (Lazarus and Folkman, 1984) e

TEIE:Z %% » Tsarenko and Gabbott (2006) & i H AR & FH A\ PRS2 807 AP
SEI - FEFIOHE E B IR iR (I R 22 - e AN N B IR T BRI o
2L > Magnini, Ford, Markowski, and Honeycutt (2007) 5857152 & [ i A [ 2 AR5 il
R IHIREFERIZE » Tsarenko and Tojib (2011) HZEESCERIEIRARY =0 » F2HE AR
RFERERE ~ OB BT R th gE AR R AR IS R R R IH B W B s b - IRF
A Ry — T H B B R R AR 15 3Ry SRR S BB — 18 T RIfEESE , - BEHES
TRPFEARTS R iR 12 » WL e IR R E TR AN - 05 [ B8 e - R P A
% FHEFTAEME IR I RERAEEN e R R AR AR TR - BRI
HRE G T B B IR S R R S B AR R RR VIS - 227 Rye, Loiacono, Folck,
Olszewski, Heim, and Media (2001) Z A5 - EREE ST © T RIRFSAR
TR HEEMEIERE - WA RHETR - WELE (LA BB SRR - Bk
B EE TR - A REAEE - 4 -

P9 ~ 52 SN E S T Z i R R

AW EE TR RRIEE AR - AIERHE R EEE TR A
] 2 Atb22%% Hannawa et al. (2016) FrigHise ZHE & E A H 2N R E R
JReBH BE R ARINSE o HFFeer At & OB B rh A\ PR A BB T AR R i g - DR
FER R R E T = - PRPR R AT EIR G R AR BB N i s B A B R (r] - 0
AT FEAE TR N B2 B A T T RR AN bR 7 S T R A Pl B By
7 IR RWE TR BB E WY RE SR - il T RAMREEE , TRk EER
o~ TEHERIU, DI T ARRE, -

(—) BAf% 3% — A 091242 & (Trust)

Bt AT REERSE - SRR R . — - EEEREE
fi 2 A R REME » IRRE(RHE L L IR AR R - BERIEH M B BB fRAREERY
A]ZERZE (Doney and Cannon, 1997) « EEFAKE » B Ry — TAHEEAR KA A
REEG - MRIRE KRG R R 55— 7 Fr BRI T EN M /2 (Anderson and Weitz, 1989) « &
IR IEEH - EEA S REEFEAFNEERENENERE - AiEEEEHEELF]
HESENRGE - B RETEE R SR ERE T @I A B2 EHBEEN
(Doney and Cannon,1997) » AifF5eA7E DL ERGTEERE - DL T IR HEE |, —FAigE
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FRE ARG E AL PR AE R IR RS ~ SEE KRS A B WE B SRR
"TEE AR L T - BFHEIRFREENERE - 25 - HERBEEEE
BZIRE L - FHDURSREDIE & & SR i N AR R AR A o -

AR R RR B BHEE & R — TR RARICE T B - E R B E IR %S iR
B - FDIH &SRR E - DUEEAR B TRt E X - BRI R MU et e 14
HOTE 1B (Kelley and Davis, 1994; Magnini et al., 2007) * & AP BIR A B A
DUERE t=HIRBE 7R - SR E AL TS " RE ) STHRITRIVEIR - fEikit
HIRBATRAESTAERE T~ 2= - S@IERIIFSCthER - BRI S & R R B YIRS - LA
G5 FE R (Kruger and Mostert, 2015; Tuy and Sajtos, 2012) » [R5 THE & & @5 EF
Y IE TH T 22 68 B - T T A 2 S Bl iy S BR B R T AR 5 2 SR (Tax, Brown, and
Chandrashekaran, 1998) » #8152 » JHE FHIE AR (FRomE H g B G EA -
EAEsEEY T - AR Z S E VM - SEEEREYISET R EAE)
sy  REEMHARKFEREAENEZCNEGE B EEEENS
i A B HEE M B aE I EEEE - IR A BRI B R
HIEEE » A DARHERRAZ I H B IRy A1 B b - HIREE & 58 IR = A 38R % A\ B FTER
HUAITTE) » BEIS SRR IR TG R N 2% « IR EER AT ¢
Hl A& FHBANEEREHEEEEARZEALOSE -

(=) AAgsBE F — IRAF k7% F 1% (Attributions)

"E{F (Responsibility) ; —FfENIERZF - BB ERER g IR AR E L
=5 BEEZMESE RS A RRIBAE G AR IS AR B E R« T HE
BETEHAE - KRB EFRRBRIRGRIEERSZHILTEERD - IR ERIRE
PR AR o | E GRS SRR RS - B E S U E RS B SR Ry LU AR IS 25
IRAE AR - AR BER AR NRBEER » s RN aTH )
K FTE 3 (Zourrig, Chebat, and Toffoli, 2009a) ° & FH#5 FIET & A R Bl S R
FEER - BT RHBEGHLUES O - B R e R IR E YRR - 2R AT

AR R LB & EERIFEE (Joireman, Grégoire, Devezer, and Tripp, 2013) ©
WEEMFERH - IR A\ BFER R B AT EE B B RS - HE

Ay [ (K S U A B FE (Joireman et al., 2013) © & HE & L EIRSIREEEZ BIL &
MIFSREER  ERE B RZIES  SlEEEE R IWERERE - TP
X #H {8 E B (Aquino, Tripp, and Bies, 2001) » [l BV EAIERE - HEIFFIIHEE &
ERIIIE AL (McCullough et al., 1998) o FIIH AT IFFEERER AT T -

H2 IR AR EH TR IS EELECRELAGBE -

206



NTU Management Review Vol. 30 No. 1 Apr. 2020

(=) FHRIeE F — R k=69 R E M (Severity)

AR5 AR B R BE 1 R 1 T AR B B ARG R E R R AL - P e pe Y — e Rk 5
J& o EHEIRE R REFHE B R E Y - (ARBE AR H B 2 2R R tEoR
(Weun, Beatty, and Jones, 2004) ° & 8 i EAZ LI FHE R E T EELFIEE - 508
F At Y85 (Folkman, Lazarus, Dunkel-Schetter, DeLongis, and Gruen, 1986) ° &
A A A B T VB AL o e R BN G2 I » B8 A B £ ik & B 15 R S (Smith,
Bolton, and Wagner, 1999) - 2% » BEE & @ m & & IRIY E B0 S DLUCRIE _E A7
BEHYFREE - A EEDE A P 52 - DU RES BB EHY & 722 (McColl-Kennedy
and Sparks, 2003) - [t » BAE EAREARAVELSEIE - NMEF B IHE R
KRB - B B HARE N ES K E (Coping Response) © {EARFEARIE iRtk » B
g6 N & Bt m PR PR 5 R B A TRy B m 16w - A 28 AR IS 7 =CA et i e
2 (B fhlGie oe B IR 7S PR (1L 5 P X B2/ (Zourrig, Chebat, and Toffoli, 2009b) ° [fijig L&
JEE Y T A AT RER R 2 F B TP AR AT REME « HHILETIFSRIRER AN T -
H3 B A REHORELTEEERCEZERLAGPE -

(w) ARBHH B & — E®E.2 (Empathy)

1909 3£ B/ (HHEEZZ Edward Titchener #FEFOEFE Ry © T HEABFEHE—E A
IR R EIR - S ZRIFERY T - | it &/ OHEER Davis TRFEHE LR —TER
EENFE - fEH 1980 R FEHE @R Z S TR EFEV R H - F#ELEAR
HIVE R B R 2 B RS - Hor DUBEL U (Perspective Taking) 58 FEAYHY SRS
AW FEAREERT < N - AR RS EryE T ERS/E B E £ - BEE
EIT 228 E P Lo S R BER i A A AN [R] B B — R R R -

FEIHLOERAETE & OEE LIS - FEIRSS It B2 RYBRET - AR E R RIS
HLORZEFRREZEE R - R A B R T REAREAZ RS - IR & R R
HEZE - A eaEEiR S HE BN AR RS - FETE B HE B R EARIEER
B g DUk A B RVEE R E TR R AR ? R E— PR B En "
ftEe] 2

McCullough et al. (1997) FFFEH#EHIEERRS T " E# — RO — &= -
BRIZEEFHEMFEOEZER - EMEANEZENEE - EEERRE —HAIR
R FREIETR - AIREE UG BB R DAV SS - R TR E— PR AL -
B F A REPIIn SR AR T 5 - B0 RIEETT BT YRR AN » LR [RIEE O AT 3 v Y
O BEEENHERCOA - WETRALESE - S EIRB IR E A - EER
FEAE AR 1S R iR B AR 2 A AK5E (Tsarenko and Tojib, 2011) » fEDAIRIE iR FEAHHIE
5= HERERE IR R R e TR - W H SRR B TR
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PG R BN - ETTEAAM RS EG o EVHE E S 2RI A DU AT
BRI A A TG - RE ARG ETER TR - g EHmm
KRG EHEERR - FRIBFETIER N Al DIFF RIS 1S - 1 E (8 B g sl A a @2 B B
B AEE =R R - R E %S (Hannawa et al., 2016) o FHIECE ST SERER
e

H4 R oHEEEROREAEGHE -

i ~ FHEEIE (Repurchase Intention)

i EFEEREE S E e A HE R B E LUk - BEE R ZOHE A
(Selnes, 1993) © Jone and Sasser (1995) Zi5EH R » HEEER HEE EHERIATE
178y » R Er A E N B HE B B  rAE T TP BB - ST R e TR KIS
BER A BN R R E S B Z RIF » I # R R A — 3 T 5 - iy
P E RIS IR AE L B — A RS - T REHE R B RS D R e - BRI
5 HE R R A AR IR [ R AZ R S INRE S 2 P ERE (Oliver, 1981) ©
It A2 i - ERFEEER . "TEEEEASENE o EREEE—
EEFEETAZ S A -

PRI~ AR5 SRR B R A KR B EESZ - Ty T GRS - 1
BB T e R A 55— PR M OE L EURIF I A F] - DU E R E IRt 5E
s JBEITE) - AN TRIRRCETE - #EIR A DUA S E Bh{E #E R & e
15 8 DA R A S T 17] 17 SRk B9 T2 5> B IHG T 170 1% BRI S BE OR 58 T DARI 7 17 i
(Fincham and Beach, 2001) - f&& 2011t - (HHH SRR 2REY IE A& FE T E 0l € 5 R
PRVRIE R ERE R — e R ERRR - RIGEH 2 R ER A & 7] (B A IR 5 2k AR m AR Y
SLIRANANINTE - TEEBRAYBILT » S E S T REEnEE T EERIKR - Bk
iRt EE AR R - AT R T EGER T 5 M AR E RIS R (Enright,
Gassin, and Wu, 1992) o [ S SEM LA ERG IS ] Y2 2 B iR B R (L E AR R E & - 1
AR ERE R - A ORYEREGZ (Emotional Defensiveness) & T
B FEIARRR - TR MR EE U iR 5 52 (i pi A B 6% (Tsarenko and Tojib, 2012) -
FHELEE VI ZR GRS
Hb AEHFAERAHABRTRALEGPE -

7N~ RS ARl B 2 F ik

R — H AR IR R AR EIE P AV B B - R IR (R A i 58 i ok
R4 - (HARFS PR LTS REAE R ER 38 AR R E I PR it AT AR 5wk - RIAT AR
FERIR HIEEZ W= 2 (Boshoff, 1997; Hoffman, Kelley, and Rotalsky, 1995; Tax et al.,

208



NTU Management Review Vol. 30 No. 1 Apr. 2020

1998) HHEEZ -84 (Hart et al., 1990; Halstead, Morash, and Ozment, 1996) - if; JR#EE AR
P EEEFL A A (Hart et al., 1990) = Goodwin and Ross (1992) 575 &
FHEZAZIANFR (BIIRFAR) - TR ESRIKIEIFAR CRIIRB %) -

{HINE B2 16 HA AR5 i ROHE 2R mT REAE B AR S E 2 B 07 » (Bt n] BE 38 A= B AR %5
KERNMBIHE D - BGE R T S wHRE it - 1B & A FTREFEAE T I R
B [EFE S IE (Hoffman et al., 1995) o FHERETHIMERY B RGS I - (HIHEEEE
RARA BT RIS FTE - (EIRGRREELISE 2 pay R T - B3
EART AR5 S A i ity H R By TS IHE B A T RO (RS B B R
(Magnini et al., 2007) °

Kelly and Davis (1994) IR HEUER Ry © " BRps iR 0t & & el i Ak % (Fhlk 2k
ARHETE o {H2 0 R AN i RERZ B i T FEERRURFE I 7 i R 6 R i Ry
FHEAFFER 2 - EEER - BYE - EEEMIEF%EHE (Bhandari, Tsarenko,
and Polonsky, 2007; Casidy and Shin, 2015; Duhachek, 2005) * {EH AW 204 L 28 m 5
Z R RE BERIY AT A - SPIHEE 2 1Y A R ERE R R NE TR
Ko ERRBAR - HEBEEERBEIRE T - FEEE LR R b i -
A REERCHEERE - BYLIEHE - WEBIHEE TR ? FRIEL.ZN - Tsarenko and Tojib
(2011) FRFNIRIFRRBFF AT THYIEEAIZE (Situational Factors) & ¥HHE & A
SRR BE T T IRBRSERAET R, TR R A E R 5 B T RERAER
IR F=RIE SR o AR - fEd R AR R a O FEBRA SRR TR R » T AS SR ) A ot
T2 AR B IRGS wROR A5 v DABT) i Ry B Y W (i BRI ## A 2 (McCollough et al.,
2000; Smith et al., 1999) o RFSHRAGFERBE R T FEEA PR IERRER - 46
TRAZ BRI NRE B ) - MIRGHREEEETE " IR RS EAR G fRoE
TR ARG RIRER 20 o BRI - AT E s 2B - (EEH T RS
RAHEENE ) B T ARR — RO ) AT TR -

(—) #H# &R F#E M (Outcome Uncertainty)

Tsarenko and Tojib (2011) $2 AR KRG SR AN E MEAURL S - B H BTSSR
KHTHEIE R - EIRBRIBRAE LR - HBE B S ERMEFH IR RAIRR - B H
[EFEEL L ARRE - Blodgett, Wakefield, and Barnes (1995) Wff5efaH @ AR5 iRaE 4
% HEEH AR TRER G RAY T RAarE - et MEAviaE - MR TS
ERIEE - MR RS Z OBRA - A5 R - KRR IHE & RE ]
REf R TR B BRI - (Rl — P A i VS U - E SRR RN E M Ry

U IR O B8 AR IRY e Y R e A R U A SR BB A RS AR A R T - SR EE DL
TRV | - ME L - EEEENRRET R - 5 H MR 4 2 Sy Ef
RIFHIREE - BHERISLLLZE TR E CRIMER & 20 1 - HE A ZE

s
i

E=q1

NN
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AR B SR A B AE S E » 1S e/ R # 2 (S0 fE #1842 (Coping Process) 5
TOPRIEE » R AT RENNBE B 5 e A8 (i =) Y T2 BN e i R 22 = S AR T R - AT
AT RERA T ¢

H6a ##ERTHERLRETAQANBRANEEREHITELCEEZIBE

H7a M ERTETHREEQANRBELRRF AL HEELOREZIBE

H8a BRI HEETHEEGFAFMFLARRERAHEZALEEZIZE -

H92 M#ERTHERHRCAQANEAECHATZABREZIHE -

(=) %% — 44 # 8§ M (Duration)

R TRl R A AR S R R i R/ EE Y A 1 Tsarenko and Tojib (2011) 585
FE =2 I R AIRSE » B E RIS iR AT RS RN 2 S K R E i & - W
I EE R SR A T B2 78 - Lazarus and Folkman (1984) HIfEH—1E A 18 H -+
B R R S H R - 2V - REWNEB R EGERE - A5 AR
Z b EFREIR R - T EIRBRRE AR - HEEE A LS TIRAE
H R R T H [a] i B e R TP RS R RIS 5« [RIIEL » & IR R RR R A R A Y IRF
iR - HEBEER R 2B AR EHESERR S G RUR » B R R A R R
SR HEZEE - [ - 35 SeyH 5t & GO RS O B S A2 S hn IR EE - PRI
AT R AT T
H6b kR — B MG aaAGRANEELAEHAETETIREEZIBE -
H7b %R — MM & EGRANRGRROFARHAFEEALEREZIBE -
H8b A H— MM G ERAFRF L RORERHHEELLLEZE -
H9b A#— B MG aQAFRRECHEEZAREREZIPE -

2 MRLEA
— ~ WiFEsRhE
AR AL AT A YL (BER A AT FE 2 T e 280 (20lE 1) - HSErarIEE
AR5 s i ER B M AR5 aR BRI ~ RIEL OB EEAI I (ERTE L - MRS R
AHETENE ~ SRERA KR R (F R S BT B - TH G T S P R R E i AR B L
et s BB (MO T B L -
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————————————————————————————

L fAEER :
 ( mEEE SERAESRT )
» BIRAERER : :
 (HEEERIEME ) | ;

_____________

_____________

Tt EEBMESR

H9a y'HOb (-)

HS5 (+)
HEEER ) — » | HBEEE

EmaMt

_____________

' RRAELRRE

_____________

EHRILEE

' BREERRE ) !
N A

_____________

H4 (+)

_____________

Y RIS
FERIE

1 FR5IZR1EE

T W e S L
bt /UK T E e R - DU 4t i & F 22 Fe8 8l 228 SRR I K
HEESEESR -
(—) HEdaiEa
EFR T EEHERF R FEMPTETT ZEEEE ) - $RA{EET Anderson and
Dedrick (1990) HJRIREEEER — £ 510 - (AFREER " R—EEEEHEE - 32
PP RRHE ) F -
(=) MRF5 RRoYEFF I
EFE T HEEETEHAE KRB EFERBRIRSREEEASELTIER
% AR E RN IRS IR E AR, - SRAEETEBIIRZCEH S Weigmann and Shappell
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(1997) Iy T N B RIZR - EdEF A AT (Human Factors Analysis and Classification
System; HFACS) ; - NZ 2 F1T R FAHRRE L MH - $HEARM R IR AR Z
WS E T - A DA R TR B MR iR A R A — 3 4 15 - (AREEA "R
BRRIBEHEERE AR - BRIEFHERF AR RER , 5 -
(Z) MAFRFRYRER
EFER T HHEETEAE - WERRBHNEE - HIRHEE RS #E R
FH AL, - PRA Tsarenko and Tojib (2012) MRS IR B e M B3k — 35 8 H - (5%
RBIEAH TR R E (BB AR | 55 -
(m) B
EFER TR L FEES B LB AR ECERAN AN [E] O B R Y
fHAZE 5 - TRAEET Davis (1980) H[EIHL L EFR BRI 1 (F R B AL me
It 6 (EREIE - RFREEA T EHEEAZHT - e B EH O RS TRIRE T -
e R F -
() HEHELR
EFER TR RREEAR - HEEEE B SRR R 2 Em - R
F{EET Rye et al. (2001) ZHAEEFR - RIAIIT 2 T KR R AE G238 s i 5 F2 (it
FH—101H - AFREER T R AREIR RS ) & -
(%) BT
EFES TEFEFEE NG B EREE TR ZEA o PR
BET2IEY) « Sfk=E 5T (2009) WHEHERER — It 575 - (AFREEE " KHE
BRI RMIEER S, F -
(k) HERTHELHE
EF Ry T HE kG T TR e RS RS SR DA R AR A2 - R
FH R AZ5] Vitaliano, Russo, Weber, and Celum (1993) FYTHHIFEE &3 - W RIA=
HZ RETEE T I A RE SRE L — 2L 3 TH - (RFREIES " BNE RIS TR H I ER
BRRARAE R TR ) 55 -
() 5K 3RAH B R
EF by T S E B IR REE e AT R IR R, - SRR K
Vitaliano et al. (1993) HIFFEIHETR — 4L 4 15 - (REREEE TS (E RIS KR A RE ]
NS R, 55 -

= A B B 0
AR R VU KA 57« B it RS RUERE 5 & BRI — 4 4 v 38 A= E T
PEIEYD RS - MU ECIEIMAEE (Memory Recall) 2 - R EHHMN S HIE &S S1EH
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PEHEYINY - EEFHRBEARIS LR AR - ARIF5T22% Holloway and Beatty (2003) 1
PEFEZEZIRBRERMTSE - FH T BOERTE o~ T HEEERETRE ) T B AR
A~ TERSERE, o "L E DRHTRE SN KIEER RS AR
B HAZEEANE o Ry T HRR AR SR RS R I Y AR 5 R iR A2 B AN - ARt
FREAINEA] TR GRS B Y IR aR iR o (E R EmEEIE - R EIE S
PR BRI AR & WEEEZE DLl B8 RS A aR 25 44 DA FLAH BE
RS - MUBMEBHEE Z [EEMKTE - 222 DIt 7028 R 287 - BRA Likert ©EE
RE#HEZABHNRIRGAREEN - FEOKREAEEEERZEE -

/g~ BEFERRA

AWIFEETE T RERG P OSBRSS R R E TR RS SR T W EHBEER
RUZIRIFR » RIS E AR i ) o AT e £ G 8T (B2 RN E R R e rs s 2R
Hl - S HUS B B Y e 5 s i i g < BERE AT - SR A BE R AR - DARE R[]
TG AGET AU - WHFEahR S SR E Facebook I F K8 N e K FE 1A
=il (BBS) — 5 AL E Y (PTT) ZAEESIEY) - G FHliEis Y tHR Btz
HF - ETE T HER - B E T S ER S Y ER L B BT B S
AR R Z RIS - SET R £ A — ERUREe SR AR - MRS HE R B i
fE - PRI A RIS IS LS in & T REMRIEE PRI A N I phE e
% WHALSPHAEH IP (B - BREEEE -

il 3

h. ~ BRI
REBVICET am 4 6 B 28 - 2 (EFHANE S 2 ([ B2 8 o RIRIAS R 0%
Ty B 2 RH B B 2 AT - [F DA B R o 5 BL R AR MEAS 18 7230 (Covariance-
based Structural Equation Modeling; CB-SEM) #: % ji7 438 FEAH S = 5 2 AL - R
& Urbach and Ahlemann (2010) Z#5% » DA AES 3 fe/ NS T 15 R BE e 2 AR TR A 1S
F1#25K (Partial Least Squares-SEM; PLS-SEM) U AhfF4%. 2 EEE R 3T 5k - b
% BootStrap 1% » fRHE R E FT AR (Re-sampling) 2 17 B & LR B A = 14
(T-value {8 ) Zf&iET (Bollen and Stine, 1992) » M HIET AT LA 12 H B A E
ZAGSR o DA R AT S A YRR RERE 0 DU 3 P A i E R B R B AR RO - FR
Iz Ah - BER 6-9 MRS S 53 H1 BIER A Hair, Hult, Ringle, and Sarstedt (2013) Fiifg
H . WP ERTE - DL HTVEFERS S (Latent Variables) 7 [KIZ2 53 %4 (Factor Scores) HY /5 =
AU BB eSS B ER X - BRVTER R ET 8 A T rE 2 AR
FE o FEHGEREAIEE -
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E2 ~ BRI ONTELEEEE

— ~ BRA

R FEHEE MG R 308 {7 - 2HPZE 2 EEE DK E G it 52T
1528 - HRTIRGE 2 2 A R IR 2 AR s S 2B &1 56.17% » HERDIHZL -
EHR AR ) TR 21 2 30 B Bl -~ BEE IR R E B A E
el = YA 5 R A8 A - FAE BRI IR R BE NS E 228 AR E A
o 7 HEE R SREUE I g s 2EfS ) T A E A (Hannawa et al., 2016; Tsarenko and
Tojib, 2012) » KAILL » AW FE IR 553 205 (O PR 28 1 - DUAE %8 8 (Dummy
Variable) HTTRRIE (HFHEMNRE 0 EWR 1) - —0HI ARSEEIREEET -

=~ PSR RS

FIEERUE R B EANER 1 Bi3R 2 fi7R » AT -EYERY Cronach’s alpha {5 &k
B E F) 0.7 DL L #Y 2 #£ (Hair, Anderson, Tatham, and Black, 1998) - #f & {8 &
(Composite Reliability; CR) f2%435)5% Fornell and Larcker (1981) 21 0.7 24E » H.
SHIEENRZANEREE 0.7 - B RFIHEEEE - eXE fiH - R
Bagozzi and Yi (1988) AR » IS EHINI B ZENE (Average Variance
Extracted; AVE) ¥ KF2 0.5 & B34 (Discriminate Validity) J5[d * Fornell and
Larcker (1981) a2 #8H B~ 1288 S Al U B9~ 5 AR E R =0 TR A% A% 1 B LAt R T Y
THBE RS - LB (ERE E E 2 PT AR L 8 389 - AR ST A8 1 P AR B AR B0 9 /NI S
g EINER TR - BT X &M E&/ NAEEH R AN E - KRR
FEME o BEAN Rofe B S D P e 3t [E] 5 58 B RE (Common Method Variance;
CMV) » A B 32 ffk Podsakoff and Organ (1986) 7& i% .2 Harman 5 — A F g F 1
(Harman’s One-factor) A THRE - A FBUR LA 8 (EA+ - B — AN
AR 24.12% » (RIATEBERER 71.05% 2 32— » BURAMIE G REFER
TR R AR RE -

=~ EHEE

REERE AR EA —E 2 ERER - ETERREE - WE 2 Fx - B
B (B=0.464, P <0.001) » fRISFEREFE1E (B =-0.068, P < 0.05) + ARH5 K AR ELE 1%
(B =-0.145, P < 0.001) EH[EH( (8 =0.272, P < 0.001) PU{#H F & B BN E B ALY
FHEDE  HHEHBEERENHHBEREEHETZEZ (8=0.598, P<0.001) ' &H 12
fERER 5 $IRKAL - FRETRCREN D - FHRGE R A ENE (B =-0.068, P> 0.05) BLLRHHFL
[ (8 = -0.054, P> 0.05) E M HY (G EEH & & WA E R AR R B A Z B /K
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Rl (EER 6a BA{ERER 6b NERTT » SR a%as B BEA B M T B /KT - (HIF R BLA
WrFEHERm AR B AERT o BRI - FHRGR AT E R B IR AR Em = 1E (B = 0.089, P <
0.05) ~ IRFSEFRBREME (8 = 0.145, P < 0.001) ~ [AIHLL (8 = -0.083, P < 0.05) HiljHZs
FHE AT RARA R B B - (30 7a ~ 8a ~ 9a FRT. o S BRI 6 R 445 O S Bt
HE (8=0.098, P <0.05) ~ friiBEE (8= 0.069, P <0.05) ~ [FH.[ (8=-0.137,
P < 0.001) B2 H R MRARIUZ B E - (R 7b ~ 8b ~ 9b BT - ik 0 fh
TS B B U R B AR ) DU B R B OE S T B RS » HE B
AR R 0451 ; FHIBEERE R 0.358 » @EMSLIEH R E KT 10% 5t B8 37 1Y fig
f&7J (Falk and Miller, 1992) » BE/RAWIZEHY R2 B G2 F /K UE o R AW TR Y
& (Goodness of Fit) £ 0.523 » R Tenenhaus, Vinzi, Chatelin, and Lauro (2005) HYJ
i ERIIEGEEE AR 0.36 I - FRERANE R B MR m BB RO -

R 1 FEBSZFHEEZER (AVE) » 88EE (CR) » FH9SRFHE (AVE) 25
IR EAERI R B

Cronbach’s
CR AVE 1 2 3 4 5 6 7 8

Alpha
1. RFF KR

0.79 0.86 0.60 0.77
RIEREE
2. KERMH XK
KR 0.82 0.88 0.65 0.13 0.81
B
3.7
fE% 0.92 0.93 0.57 -0.23 -0.24 0.75
o
4. BREEFE 0.94 0.96 0.81 -0.24 -0.31 0.60 0.90
5. R #E LR

0.93 0.94 067 0.21 0.34 -043 -045 0.82
AIEREH
6. R8O 0.87 090 060 0.05 0.02 033 0.12 -0.05 0.77
7. i (=] ‘
igﬁm 0.94 095 0.81 -0.25 -042 053 0.73 -0.60 0.08 0.90
8. W KAER

0.89 092 0.79 012 0.39 -0.12 -0.18 0.17 0.05 -0.17 0.89
THEEME

5 T M AR T A T I9EEEIEY (AVE) Z IR
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K2 FERHTEBEEESHNRTE

BRFFIRER SRERFERL

HEE  RIFLR

BN HREER

REREME R R B MEREM FRRRRE EF TREEMH
ACCT_1 0.75 0.09 -0.12 -0.16 -0.22 0.05 -0.21 0.06
ACCT_2 0.69 -0.02 -0.09 -0.16 -0.15 0.09 -0.16 0.05
ACCT_3 0.77 0.12 -0.10 -0.18 -0.13 0.10 -0.21 0.16
ACCT_4 0.87 0.14 -0.23 -0.24 -0.21 0.05 -0.25 0.10
DUR_1 0.00 0.72 -0.12 -0.25 -0.20 0.03 -0.25 0.35
DUR_2 0.04 0.81 -0.20 -0.27 -0.34 -0.01 -0.35 0.36
DUR_3 0.20 0.85 -0.22 -0.23 -0.25 0.02 -0.34 0.29
DUR_4 0.12 0.83 -0.19 -0.26 -0.30 0.05 -0.38 0.29
EMPAT_1 0.08 0.08 0.75 0.00 -0.04 0.23 0.02 0.11
EMPAT_2 0.08 0.04 0.75 0.08 -0.07 0.25 0.04 0.05
EMPAT_3 0.08 0.09 0.79 0.05 0.04 0.25 0.05 0.10
EMPAT_4 0.00 -0.03 0.80 0.14 0.04 0.27 0.08 0.00
EMPAT_5 0.04 -0.07 0.79 0.10 0.09 0.27 0.06 -0.02
EMPAT_6 0.1 0.02 0.76 0.08 0.09 0.24 0.07 0.00
FORGIV_1 -0.16 -0.12 0.25 0.72 0.29 0.33 0.26 -0.14
FORGIV_2 -0.17 -0.26 0.18 0.72 0.38 0.41 0.46 -0.12
FORGIV_3 -0.12 -0.24 0.25 0.82 0.29 0.54 0.45 -0.12
FORGIV_4 -0.13 -0.20 0.17 0.73 0.41 0.48 0.43 -0.10
FORGIV_5 -0.12 -0.13 0.34 0.70 0.36 0.45 0.43 -0.03
FORGIV_6 -0.13 -0.19 0.28 0.81 0.31 0.52 0.42 -0.1
FORGIV_7 -0.20 -0.12 0.19 0.71 0.28 0.46 0.39 -0.04
FORGIV_8 -0.12 -0.10 0.30 0.80 0.34 0.43 0.39 -0.07
FORGIV_9 -0.16 -0.15 0.31 0.81 0.26 0.42 0.34 -0.04
FORGIV_10 -0.20 -0.24 0.18 0.71 0.33 0.42 0.42 -0.13
SEVER_1 -0.18 -0.32 0.38 0.37 0.85 0.01 0.52 -0.12
SEVER _2 -0.25 -0.19 0.42 0.38 0.86 0.05 0.50 -0.07
SEVER_3 -0.26 -0.20 0.41 0.38 0.87 0.02 0.55 -0.10
SEVER_4 -0.16 -0.29 0.31 0.33 0.85 0.03 0.44 -0.18
SEVER_5 -0.16 -0.44 0.34 0.42 0.80 -0.01 0.53 -0.21
SEVER_6 -0.08 -0.26 0.26 0.29 0.75 0.03 0.40 -0.08
SEVER_7 -0.17 -0.26 0.30 0.36 0.73 0.06 0.43 -0.13
SEVER_8 -0.25 -0.33 0.36 0.38 0.82 0.02 0.52 -0.25
REPUR_1 -0.26 -0.34 0.60 0.10 0.43 0.92 0.71 -0.17
REPUR_2 -0.23 -0.30 0.55 0.08 0.40 0.93 0.69 -0.20
REPUR_3 -0.17 -0.27 0.50 0.08 0.38 0.93 0.65 -0.14
REPUR_4 -0.25 -0.24 0.54 0.08 0.42 0.91 0.67 -0.17
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PRIESCER IR CHEE  REAR _ _  HEEN SRR
mREt  BSE TC  mm gomEt COOR = et
REPUR_5 -0.20 -0.23 0.48 0.12 0.40 0.82 0.56 -0.12
TRUST_1 -0.21 -0.34 0.46 0.62 0.46 0.00 0.87 -0.12
TRUST_2 -0.23 -0.34 0.47 0.67 0.50 0.07 0.91 -0.14
TRUST_3 -0.22 -0.38 0.47 0.69 0.55 0.06 0.93 -0.15
TRUST_4 -0.30 -0.41 0.49 0.67 0.61 0.09 0.91 -0.18
TRUST_5 -0.27 -0.40 0.49 0.62 0.56 0.08 0.86 -0.17
UNCERT_1 0.09 0.35 -0.13 -0.15 -0.14 0.01 -0.14 0.95
UNCERT_2 0.12 0.39 -0.10 -0.19 -0.19 0.08 -0.18 0.92
UNCERT_3 0.17 0.32 -0.02 -0.15 -0.16 0.08 -0.18 0.78

BT AREECREENE

AREER
THEEM

eSS EGE

HRREREIE

FRIELERA 0137

1= ==
BREM R =0.451 R>=0.358

0.598***
N ——( mm=E

BRFFLRRAY
BREM

-0.145%%*
-0.083*

0.037

B . REUED

oI

*1{E> 196 P <0.05** 1 t{H> 2.58 ip < 0.01 7 *** I {HE> 3.29; P < 0.001
B 2 PLS S #rfER
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h ~ fGemER R
— ~ WEFEkS

AW FE BT HE EEM RSB YL EE T IR A Bk - REHERRENLZ
I - MR E 2 A T BRSO ERRT - LA R R BRI o B
LN i

B FEAE R - HE B A 2RI - &R - BRRIVE AL
FrEFVUREAIRE - BCRTREE T - 152 (R 22 B s e (15 9 B (R ol
FHRE TSR - BHEA GRS - WS E TS IEHIEEEEEE - &5k
FIEIEIRR - FEARFS AR ANT - REE W HE SRR A IR EVH &b - ¥
FEE R AR PR AR AR (Tax et al., 1998) @ H{SIHE & RES E 1T HETIRB FGR
AT - 3l H AR (S EER S S S AR Y SR o (et SRR A o B
BB AR R RRIRE o SRR TR AT 5 A SRR B R R B AT o 2 B HL IR RO ) (S I
F > 2012) > HEHEERRRGEBLEZFERNDEAKE R ZFmERS - A
RN R AL SR E  NEEEERA T E > Mg#EE Sl IR IR ER
AT D A M FERZ AR TE B AR S K Y B » 2 FRHEEHIER
el BAERE AP Z R LN - AREZEAERTENOHE - FHRIETTHE - H
BEGFEHFEZMBRRREILE - EHRECZ BRI AR AR i 2 R
RS - AN ESEEANE - ABRETTHE - FEOARE R EEEER
[ E o BEESEE O AR SRR A AN DB R RO R 3R - B TR
IR RRRAEG - EivHE A RReF IR R It ZHE - AR SRR et
EIERHIF R -

B AWseEE S TR A SIS #EEA (Emotion-focused) JEH TR
% (Coping Strategy) * HEHIH BT B & i Bl ik FR ARG BERS 2 SL R - e e S )
AMarR - FECARES R AR T - WFEfs REVNHBEERAAREAS - g EN
&V B R PR A 5 2 B - B R R AR RE A B R H B & B RS TR = Y
EXHHIRRE - dERBRARER 2 HAY -

HE > BRI R RGN E MR B Ik 3R Ry R REAR S AT O 7
BREME - ABEREME N A OEHEERRAZVE - IRSARIBLE G5 [3HEE
WNZEA TR S FE - LE - JHE & T S R e (R IR, - 355 7RI I ke
AIRETRIR - DUPEALHIARRITER - ME L HHBEBE IR TR AERFER T
fRRn 2~ RIS E M Ra R El s g B - AIATREER R AR M o AT TR A AU 1S 12
Mk EHER MBS - K& > AR REBEARB R RRAVIERE IR - MHEEAERESTh 2
ARG EEE S BRSNS EE - BTy SO E BRI
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REA G RRRER B » RREEE R FE O HEE RO CHESR L - B
NPT ETH R B A R SR ARRCA] DA B & T 2 Bl 36 5 [R] B SR,

etk o WTFEAG RN IR AR 12 (2 B s T EHE B B I A O 7 KM i iR s (I o
AR HUHIR T RN B B s W (SRR B B A WA MR - 52>
s T P R HEHE AR SRR RS A B A R A
[A] o FEH AT HE R ARy 1 e & (F B i B re T B O ~ WA SR Rt BRI LRI - st &
HAGRIT R R S RORE - ST B AR PR S CR RES S B — DAY M (E -

o WESREER

ZEH S KA LR SRR - SIS R HE R E R SR - B
Ak Z BRI - ST BIR B IRE AR 2 2 A WE TR AV RS - i L&
B A B 1 20 il 228 [ B O T R (A B U T B RIS SE 81 5 E Y
IR G - RAFHE R RIS | NBE RIS - AR — Rt EE
P TR AR EE & B E A B S0 9C - EARME 2 BSRRE Ry i R [ SR 38k
H A A R R s Y R FE HE — R Y B - sl R IR L AR MR Fe 22 DA ZE 2 A
FE R e L » SRR BRET 1 S A S ¥ AR 55 SRR MET T /L ~ AR = % (Hart
et al., 1990; Buttle and Burton, 2002; Hocutt et al., 2006; F 5 EXEHIRHER » 2013 ; =
TS - 2012) 2RI - REREAEHRCLERVHAIE - B RIREHE S L8R - R -
AhfFesensEm AR A - (EHE S OHEE AR R - KETHERRAZEHE X
HENHEHRZANET K » e THREHRFEREINIET K » A aeE—FHlE B G5
R - WALt RS E R E HEE - (B IEE— P R SRR R
SNEARIRIGRIEE EIAN LR - T REEEE B RIS RE M - B
K728 Tsarenko and Tojib (2011) £ Hannawa et al. (2016) 43 BUTE HAIRTFFEE
B R EHE B R W R A B R ROCR M SR BT RCR R A AR TR ETTERE 0 B
{2 SR GRS R S FCM N E B2 R » B2 - MM REHEE TR
Wroez 2% o AL - AR e — R BN EREEE T IR RREEE S E
AR EREHIRIISE - AR SR Z BOERRERC R B I R T iR A5 KR 2 R T -

EBERTE - AFFEalRA ORI A RE HECH B - EEHE & AL H A
AR IR R - RESE B R SE 52 ENHE F N O KA T8 - TG 1R LB N ERAH
FFEHBEE N LT RIIMREE G - AT AR KRR i - e B RGKE
FREVE IR R AALRIFI A » 3 @E U e fReE it - FeEREE RO - W3 R AR R
FHRATR - AU ENR DL SRR - IR ERE E s Z ERE E R 2 E A
EHot - wEIHEEEAEEEERZF - BRI EEEERRA SRR
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H#Hy > HEEHEAZHENZMBCZHET - M52 Tami e e ftE 2 wel
PRG-I ELH S B R A LR IR (R o B - B R AR R YRR
ERIIEL -+ J2 5 - P 75 P i i B 2 = T P R (A S A 7 R P A3 AR - 2t
—K > e A R U AEE A IR FREL AR - ik R ERE - 3 0 KRk
BREE M ~ SRR B I B R P (o E = (A A SR AR B B pR e 2 - (E AT LMRGE SRR Y
TR R M B GR T f - — BRI R AR At - It SR IR (i tERy
HROTRERR S - WD BEE BB GR TN - BRI R DIEE E7E
BAYRAE R SR - PRRRR 8 A (R 28 T RE TR (1L IeH & AH B 1R A8 b B 1Y 5 3 R FH T IRF
f - AGRIE RS S o - AR RS R~ N2k - I - ZHEET
P R 2 B R R RO SE SRR R LA R B R R I - RSP R TR N
REES [RIERYET ] - b A MERY RS Fr B RGR R 2 fRF ] - DAS B Se i o
IR EReEERE - At A AR IR (R wik - DU E P 2 HAY - SRS
R E RO A ER S EEIEMmE R nJRERYIEHE - — HRIR IR A -
RIS AEST R > DA RS R AR S TP HRRE -

=~ WG B R AR Se A 5k

HI o AW TR IS R B2C AU E TR (HE TR R
Wi E B2B HUAZ S8 - B2B BT RYAE SR - (140 B2B HH A B HYEHR AR
B L BN TR ARERII R E A RE R G WS RRE ST B RN E
AT SRS H 2 Afam e IS REE F R B2B A 5 » MR AR BE R ARIERET « H K -
FLAVE —(EFE S S REETE RS A — IS EIRRER - Hrpm] 1 R BEREA ~ Thrd
[l ~ RHABEE T AL (Enright, 1991) » AWFFEE SRAEFER - (5K TR0 R —
{6 P iy AR L O BHIRRE - R 4 HOEAR - BRI T T S A R A R NS R
LT - RETRACREE ~ it &R A FR R ERGEN BT - B5E - BAK
T AT AR Ry R R R P B AL - TREE R T B R EERE FI R R ER () - Worthington and
Scherer (2004) FFEA A ASH - [BEIEER (Emotional Forgiveness) FIATR4H:E
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1. Purpose/Objective

Negative consequences caused by service failures are more severe in online shopping
environments than in traditional commerce. If service failures are not properly handled,
they may lead to customer attrition or even decrease a brand’s reputation. Thus, it is vital
for all service providers to understand the content and nature of service failure in order to
increase customer retention. Past research indicates that ill-treated customers may still
have anger or grievance after they receive sound remedies from service providers.
Obviously, reduction of customer negative emotion and restoration of the relationship
between a firm and its customers after service failure depend on whether consumer
forgiveness plays a pivotal role.

Since consumer forgiveness is an emerging concept in service marketing, there is
very limited understanding of its formation and impact. Moreover, past research on
consumer forgiveness focuses mainly on customers’ psychological cognition, with
situational factors being largely ignored. Taking into account the increasing popularity of
e-commerce, our research explores the concept of consumer forgiveness from a buyer's
psychological perspective in the context of online shopping service failures. We identify
key determinants of consumer forgiveness, investigate the significance and the meaning of
consumer forgiveness, and examine whether consumer forgiveness is able to enhance

people’s willingness to maintain relationships with service providers after service failures.

2. Design/Methodology/Approach
An empirical study is conducted using survey data gathered from a convenience
sample with subjects recruited from Taiwan's largest community websites and forums. A
hypertext link is posted on online shopping, group-buying and other related communities
to give interested respondents the opportunity to fill in the questionnaire. Respondents are
first reminded of their online shopping experience and thoughts over the past 6 months,
and those who have encountered online shopping service failures are asked to complete

the questionnaire (with their IP address recorded to prevent repeat filling of the
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questionnaire). An effective sample composing of 308 respondents is analyzed. A
proposed structural equation model is tested using SmartPLS 3.0, and the proposed

hypotheses are further examined.

3. Findings

Our results indicate that: (1) Consumer forgiveness is affected by four determinants,
namely the strength of the relationship (i.e., trust) between firms and customers, social
cognitive factor (i.e., attributions), severity of service failure, and consumer personality
factor (i.e., empathy); (2) Consumer forgiveness positively influences consumers’
repurchase intention; (3) Outcome uncertainty and failure duration moderate respectively
the effects of attributions, severity of service failure, and empathy on consumer
forgiveness; (4) The relationship between trust and consumer forgiveness is not affected

by situational factors such as outcome uncertainty and failure duration.

4. Research Limitations/Implications

4.1 Research Limitations

(1) This research is developed in the B2C rather than the B2B context. Therefore, our
findings may not be generalizable to the B2B setting. (2) Forgiveness may involve a
consumer’s thoughtful deliberation process. However, to avoid model complexity, our
research regards forgiveness as a person's psychological state. We do not examine
forgiveness from a process perspective. (3) Forgiveness can be divided into emotional
forgiveness and decisional forgiveness. Emotionally forgiving someone does not mean
outright reconciliation. Yet in order to simplify our model, we do not distinguish between
these two kinds of forgiveness. (4) There are various types of service failures in online
shopping. We do not categorize them into subsamples and compare their differences.
Future research can examine how service failure types cause different effects in the

formation of consumer forgiveness.

4.2 Research Implications

By examining service failures from the customer's psychological perspective, this
study not only enhances the extant consumer forgiveness literature but also provides
insightful marketing implications for service providers. Our findings point out the need for

service providers to know more about customers’ psychological demand when service
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failures occur. Service providers should design and adjust their service recovery strategy
when they stand a chance of stimulating consumer forgiveness. They can make use of
limited resources and recoup the potential loss due to service failures if consumer

forgiveness indeed contributes to ongoing customer relationships.

5. Originality/Contribution

Service recovery has gained increasing attention in the fields of service marketing,
but previous studies are predominantly reflective of service providers’ viewpoints. In fact,
we believe service recovery performance can evoke customers’ subjective feelings. Thus
far, hardly any study has explored whether customers will be psychologically forgiving of
firms given their service recovery efforts. Theoretically speaking, recovery efforts in
online shopping may be possibly futile because dissatisfied customers can easily switch to
other service providers when they encounter service failures. Besides, without face-to-face
contact with their customers, online service providers are usually unable to detect service
failures early enough and make timely adjustments.

The attributes of the online environment raise a question: how does service recovery
touch customers’ hearts in online buying settings? This question highlights the need to
investigate consumers’ innermost responses (possibly in the form of leniency or
forgiveness) to online service recovery (e.g., apology or compensation). To address the
aforementioned research void, this paper explores the role of "consumer forgiveness" in
the context of online transactions. We identify key determinants of consumer forgiveness,
pinpoint external factors which moderate the effects of key determinants, and check the
impact of forgiveness on consumers’ repurchase intention given firms’ service recovery
efforts. Quite likely at the forefront of extant research, our model examines whether
consumer forgiveness is the enabler of mended consumer-to-firm relationships when firms
fail to provide promised services in the first place. We believe this paper has provided
marketing insights regarding how to tackle the problem of high customer switching in

online buying situations.
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