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influence consumer trust and loyalty. By integrating the literature
on perceived justice in service recovery and brand feedback in
social media communication, this study examines the effect of
brand feedback, procedural justice, and interactional justice in the
company response to customer complaints on potential customer
trust in the brand (brand trust) and customer loyalty toward the
courier service brand. A total of 333 respondents participated in
this survey and confirmed the research model by the PLS-SEM
method as data analysis. The main results include the two-way
interaction effect of brand feedback and procedural justice on
trust and the mediating effect of brand trust on customer loyalty.
However, the interactional justice effect becomes insignificant in
influencing trust and customer loyalty. This study provides
practical implications for courier service companies on how to
effectively respond to customer complaints on social media.
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1. INTRODUCTION

Service companies are immensely contingent on electronic word-of-mouth and negative
eWOM to be eluded (Jalilvand and Samiei, 2012). Especially in social media platforms, harmful
consequences from viral negative word-of-mouth (NeWOM) can seriously impact brand
image and reputation (Hennig-Thurau et al., 2004). The discovery of how service companies
should respond to online complaints has been researched on any internet-based platform
such as digital applications, online review platforms, and google business in the hospitality
industry context (Bhandari & Rodgers, 2017; Sparks et al., 2016; Zinko et al., 2021). Whereas,
online customer complaints may take place on courier service and communication platforms
such as social media. For instance, viral news on Twitter complaining about K-POP
merchandise negligence shipping to Indonesian consumers has evoked significant negative
perceptions toward the courier service industry (Shalihah, 2021). This viral news reminds
Jalilvand and Samiei’s (2012) perspective that complaining on social media could be more
persuasive and strongly influence potential customer perception. In addition, a large number
of consumers and most businesses convey communication with a consumer through social
media platforms (Gunawan et al., 2022). If disregarded, online customer complaints can affect
consumer attitudes toward brands and potentially reduce their loyalty toward the brand
(Jalonen & Jussila, 2016). Related to massive information traffic on social media, negative
electronic word-of-mouth that occurs in courier service is a crucial issue in today's business
challenges.

However, there is only little attention to research on consumer complaint behavior within
electronic word-of-mouth in courier services (Shin, 2020). On the contrary, various research
on complaint behavior within e-commerce affirms the quality of product shipping as the main
trigger of complaint motives in the online customer (Goetzinger et al.,, 2006; Jasper &
Waldhart, 2013; Mandel & Noyes, 2016; Rojhe, 2020). Libo-On and Joefel T (2021) investigate
courier companies and confirm customer service responsiveness as the biggest contributor
to customer satisfaction. Moreover, courier service companies require to navigate today's
logistics environment challenges that demand adaptive customer service strategies
(Daugherty et al., 2019). Furthermore, online consumers have several alternatives to express
their complaints when service failure occurs. They opt for complaining to the seller in an e-
commerce platform or complaining to a third-party eWOM network (Goetzinger et al.,2006).
In today's digital era, consumers easily express their complaints on information technology
platforms such as social media. This situation raises the urgency for courier service companies
to respond to online customer complaints, especially on their social media.

Although responding to consumer complaint on social media raise company urgency,
several studies strengthen the perspective that social media can foster consumer intention
toward loyalty intention if companies appropriately manage interaction with digital
audiences. The literature on handling customer complaints recommends that brands should
properly respond to the complaints, as their responses can influence consumer decisions to
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be loyal or spread negative word of mouth (Gelbrich & Roschk, 2011). Laroche et al (2013)
regard that digital environments are potentially associated with increasing consumer
confidence through communications that might maintain brand loyalty. Besides that, social
media might be an effective tool to reinforce brand loyalty if a company can build consumer
trust (Rialti et al., 2017). However, limited studies investigate brand trust and loyalty as an
effect of company responsive strategy on handling consumer complaints in a digital
environment. Drawing on service recovery literature, several studies in the hospitality context
have validated company-responsive strategy on an online consumer complaint that
influences brand trust and future purchase intention (Bhandari et al.,, 2021; Bhandari &
Rodgers, 2017; Olson & Ro, 2020; Sparks et al., 2016; Zinko et al., 2021). Resolving the
guestion of brand loyalty intention in the negative word-of-mouth setting, Bhandari &
Rodgers (2017a) experimented with brand feedback's effect on increasing brand trust in a
product-related brand context and found the result of consumer trust and loyalty orientation.
Related to the service context, limited research investigates loyalty intention as a behavioral
outcome.

This study contends that potential customers perceive the responsiveness of the company
to online complaints as a manifestation of its service quality commitment that focuses on
building brand trust and loyalty. Thus, this study focuses on how potential customers evaluate
a responsive strategy in handling negative online complaints on social media owned by
courier service companies. More specifically, this study aims to extend consumer perceptions
by integrating justice theory in service recovery literature and brand responsiveness toward
brand trust and customer loyalty formation. This combination is expected to be the novelty
of theoretical understanding within the context of handling customer complaints in the
courier service industry context. There are two expected contributions of this study. First, this
study broadens the understanding of managing customer complaints in social media. Second,
this study also contributes to the literature on customer loyalty strategies.

2. LITERATURE REVIEW
2.1 Customer complaints on social media

According to S. Lee and Cude’s (2012) study, online shoppers could express easier and
more active complaints compared to offline shoppers. Another salient difference between
online and offline shoppers lies in how the information spread. Complaints from online
shoppers would be spread faster, invite more people to interact, and would endure
permanently for longer periods (Jasper & Waldhart, 2013). Unfortunately, negative eWOM
has the propensity to be more persuasive than positive eWOM (Lee et al., 2012; Park & Lee,
2009). Before the massive usage of information technology platforms, service companies
tend to closely handle consumer complaints and mainly interact with two-way interaction.
Hence, the digital environment demands service companies to be more cautious and strategic
in handling customer complaints.

The presence of customer complaints in a digital environment, academically known as
negative eWOM, will attract more consumer attention than positive reviews. Critically, coping
strategy mechanisms will exert consumer reaction to negative experiences from service
failure. Gyung Kim et al (2010) argue coping strategies for offline and online complainers tend
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to differ in their reactions. Seeking remedy or compensation tends to be found in offline
complainers while frustration expression tends to be found in online complainers. Hence,
every business must manage cyberspace of consumer opinion, especially negative opinions
(King et al., 2014). Moreover, cyberspace communication may predispose other potential
consumer purchase behavior in product-related contexts (Jaliivand & Samiei, 2012). For
example, negative complaints on social media can reduce consumer loyalty and even
consumers can switch to other brands (Jalonen & Jussila, 2016). A study conducted by Berger
et al (2010) has discovered that online customer complaints can directly decline company
sales. Apart from that, social media become public spaces for potential customers to see
service reviews or complaints (Ortiz et al., 2014). Thus, managing and resolving consumer
complaints in social media is vital for companies nowadays.

2.2 Building brand trust and consumer loyalty by handling consumer complaints

Past studies put the failure in handling negative eWOM communication as a threat to
brand trust and company integrity (van Laer and de Ruyter (2010) but largely pay inattention
to how the company can actively mitigate their reaction to brand trust and future consumer
buying intention (Munzel et al 2016). In terms of responding to negative eWOM, recent
scholars assess consumer evaluation of service company strategy to resolve complaints as the
contribution to purchase intention by trust formation as an intercession. First, Sparks et al
(2016) emphasize that the presence and source of response significantly affect different trust
concerns in online hotel reviews which the trust will affect future buying intention. Second,
Olson and Ro (2020) examine signaling trust from perceived justice of service recovery and
social presence in online communication will improve future buying intention in the hotel
company. Third, Bhandari and Rodgers (2017) examine brand feedback on content attributes
and the causality of a problem identified as trust signaling that affects future buying intention
in a product-related context. Due to potential loyalty formation from trust forming, recent
scholars still neglect how responding to negative reviews can also improve customer loyalty.

The widespread of social media platforms usages, such as Instagram, Facebook, and
Twitter, have substantially contributed to the effectiveness of social interaction because
consumers become central figure (Alhulail et al., 2019; Noori et al., 2016). Consequently,
social media possess a powerful ability to create interactions among customers as well as
brands and customers (Shaari & Ahmad, 2017). Social interaction within social media yields
customer relationship quality improvement (Hajli, 2014) and stimulates buying intention
(Palmatier et al., 2018). Research in the context of negative word-of-mouth interaction in
social media, Munzel et al (2017) confirms adequate responsive strategies will restore
consumer trust because the service provider looks competent to satisfy the consumer.
Moreover, recent research validates loyalty formation from company attempts in building the
interaction that stimulates consumer interest to be engaged and transact with another
consumer (Nadeem et al., 2020). From this viewpoint, this research aims to validate how the
company responsiveness strategy can improve brand trust and loyalty formation.

To validate brand trust and loyalty formation from negative online word-of-mouth, this
study drew on the well-established perceived justice theory in service recovery literature
(Blodgett et al., 1997) and brand participation in the e-WOM process (Bhandari & Rodgers,
2017). The reason to incorporate those theories lies in two aspects. First, Lu et al (2020) argue
customer perception toward service brand interplay the relationship between business
service performance and customer-perceived justice. Second, service recovery in an online
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setting leads to a positive effect on customer-perceived justice. According to Michel et al
(2009), the service recovery procedure demands integrative actions from the company to re-
establish customer satisfaction and loyalty when service failure occurs, and the action also
encourages process recovery that enables the company to learn and act to gain process
improvement. To facilitate an investigation of how to better understand the responsive
strategy and customer service quality within owned social media of the brand, a model of
company response in building trust and loyalty is presented in Figure 1.

Brand
Feedback

H4

Customer
Loyalty

Y

Procedural
Justice

Trust

Interactional
Justice

Figure 1. Research Framework

2.3 Brand feedback

In simple terms, a brand is defined as a characteristic of a product or service in the form
of a name, logo, or slogan that directs differentiation from competitors. Through delivering
the service, brands could also emphasize their promises and trustworthiness to their
customers (Krugman & Hayes, 2019). Previous studies have particularly observed responsive
strategy on online customer complaints (negative eWOM) and found that brand feedback
positively impacted sales and increased consumer attitudes toward purchasing decisions
(Chen et al., 2019; Litvin & Hoffman, 2012). This study conceptualizes brand feedback as the
written response from a company to an online complaint that aims to reaffirm companies
promise to re-satisfy consumers in loss of consumer desire for company services.

In a customer complaint handling study, it is suggested that brands must give well-
respond to customer complaints since careless responses provoke the consumer to spread
negative issues (Gelbrich & Roschk, 2011). When potential customers read previous negative
experiences posted on social media, their trust in the brand will potentially worsen (Moon et
al., 2017). Providing convincing arguments to a re-satisfy consumer may improve company
credibility which in turn amplifies brand trust (Sichtmann, 2007). Thus, this study proposes
the following argument:

H1: A company response that provides a promising brand feedback strategy will significantly
impact brand trust toward a company

2.4 Perceived Justice
Resolving consumer complaints requires companies to carry out service recovery
properly that pay attention to aspects of justice perceived by complainants. A couple of
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consumers who experience service failures tend to judge the service recovery procedure in
the form of perceived justice (Siu et al., 2013). Perceived justice can predispose individual
mentality and action when a company does service recovery (DeWitt et al., 2008). When
interacting with customers, speed and structural considerations are the most important in
resolving service failure (Blodgett et al., 1997; Wirtz & Mattila, 2004). Perceived justice is
commonly used in analyzing the function of service recovery (La & Choi, 2019). Research
shows that perceived justice is a critical factor in the evaluation of recovery performance and
significantly impacts consumer recovery attitude (Sabharwal et al., 2010). There are two
dimensions of perceived justice namely procedural justice and interactional justice.
Procedural justice is a sense of justice received by consumers when making complaints in
accordance with rules and policies emphasizing timing and monitoring. Meanwhile,
interactional justice focuses on personal interactions provided by the employee when
interacting and communicating during the recovery process (Nikbin et al., 2010). Certain ways
are suggested for interactional justice in service recovery, namely respect, interest, courtesy,
listening, empathy, carefulness, effort, explanation, trust, apology, and proper
communication. Previous studies in hospitality and airline delays confirm procedural and
interactional justice affect higher trust in the brand (DeWitt et al., 2008; Olson & Ro, 2020).
Hence, this study proposes the following argument:

H2: A company response that delivers procedural justice will significantly impact brand trust
toward a company

H3: A company response that delivers interactional justice will significantly impact brand trust
toward a company

2.5 Brand Trust and Customer Loyalty

Brand trust could be a vital element in the online environment as the high
unpredictability of consumer behavior. Brand trust includes cognitive and emotional
elements. According to Gefen and Straub (2004), brand trust shows consumer confidence
regarding serviceability in reaching customer expectations. More important, brand trust
could serve as an indicator of success in handling service failure (DeWitt et al., 2008; Gelbrich
& Roschk, 2011). Studies held by Nyffenegger et al (2014) prove brand trust could mitigate
buying risk perception by consumers until they do not hesitate to use more services. Building
brand trust could improve consumer loyalty toward the brand (Lau & Lee, 1999; Villagra et
al., 2021). Brand trust can attract greater value from consumers such as fulfilled satisfaction,
improved image, brand loyalty, and customer loyalty. Thus, this study proposes the following
argument:
Ha: Brand Trust has a positive and significant impact on Customer Loyalty

Customer loyalty refers to personal loyalty or adherence to a product or service, usually
reflected in consistent repeat purchases. Customer loyalty could be a form of behavior actions
taken by customers, not an attitude. According to research conducted by DeWitt et al (2008),
loyal customers have several characteristics, such as a commitment to repurchase the same
product regularly. Two, consumers communicate by word of mouth referring to the products
they use. Third, consumers defend the products they like from their competitors.

3. METHODS

According to figure 1, this study explores two aspects. The first aspect is the direct positive
influence of four responsive strategies namely brand feedback, interactional justice,
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procedural justice, and social presence to create brand trust. The second aspect is the indirect
positive influence of four responsive strategies on customer loyalty when mediated by brand
trust. Both aspects have been researched in handling consumer complaints in an online
review context (Olson & Ro, 2020) and the importance of brand feedback that eventually
affects brand trust (Bhandari & Rodgers, 2017). Aiming to investigate the model of responsive
strategy effect on brand trust and customer loyalty in the context of consumer complaint
behavior on social media owned by courier service brands, this study employs an online
guestionnaire survey to verify the research framework. The subject respondents are
Indonesian consumers who frequently use service delivery providers that maximize social
media platforms in handling customer complaints. This study distributes an online survey
from February to May 2022.

The research framework employs five variables. The definitions of variables were defined
as follows. First, this study adapts Bhandari and Rodgers (2017) for brand feedback as a
responsive strategy. They studied the effect of brand feedback on brand trust and purchase
intention in the context of electronic word-of-mouth (eWOM). Second, this study adapts
Olson and Ro (2020), who study the effect of both strategies to build customer trust, for the
other responsive strategies namely perceived justice. Third, this study combines brand trust
indicators from Bhandari and Rodgers’s (2017) and Olson and Ro’s (2020) studies. The brand
trust focuses on three elements namely reliability, reputation, and superiority. Fourth,
regarding the customer loyalty variable, this study adapts Chou and Lu (2009) who assess
customer loyalty in home-delivery services.

After completing the survey, this study performs data analysis to process the respondent
answers on 5-Likert scale data. This study uses a quantitative approach using the PLS-SEM to
evaluate the research framework and test the hypotheses. The first stage of the PLS-SEM
method measures the reliability and validity of the research framework that describes the
quality of research instruments. F Hair et al (2012) suggest indicator reliability, internal
consistency reliability, convergent validity, and discriminant validity. This study arranges
indicator tests of indicator reliability such as factor loading and internal consistency reliability
such as Cronbach alpha, and composite reliability (CR). Meanwhile, the validity test includes
convergent and discriminant validity. After the data reach reliability and validity, the next step
is the analysis of the structural model using SmartPLS 3.0. The structural model will analyze
Goodness-of-Fit (GoF), Coefficient Determination (R?), Predictive Relevance (Q?), Path
Coefficient, and t-testing with bootstrapping analysis. According to F. Hair et al (2013),
analyzing the structural model aims to measure the strength of the research framework and
pre-determined hypotheses relationship.

4. RESULTS AND DISCUSSION
4.1 Respondent Profile

This study collects a total of 333 questionnaires from February 2022 to May 2022.
According to the research framework, this study has 16 formative indicator constructs and
four path relationships. As suggested by Hair et al (2012), the “ten times rule” system
calculates the minimum sample size by ten times of the maximum number of formative
indicators and several path relationships directed, or in this context, the minimum sample
size is measured by 10 x 20 — 200 samples. To be concluded, 333 questionnaires were
appropriate for further analysis. Table 1 shows the respondent profiles of this study. In gender
respect, 58,6% of respondents are females and the rest are male. In terms of age and
occupation, most of the respondents are under 25 years old and college students.
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Furthermore, research respondents consider moderate users of social media and delivery
services. Most of the respondents spent 3-5 hours per day on social media. Regarding delivery
service usage frequency, almost half of the respondents use it 1-2 times (49,2%) and 3-4 times
(45,9%). The questionnaires are also filled out by entrepreneurs (15%) who use delivery
services on a daily basis.

Table 1. Respondent Profiles

Profile Frequency %
Gender
-Female 195 58,6
-Male 138 41,4
Age of respondent
<25 246 73,9
25-35 73 21,9
>35 14 4,2
Occupation
-High-school Student 69 20,7
-College Student 197 59,2
-Employee 52 15,6
-Entrepreneur 15 15
Frequency of using social media
<2 hours per day 64 19,2
3-5 hours per day 217 65,2
6-8 hours per day 41 12,3
> 8 hours per day 11 3,3
Repetitive service usage in the last three months
1-2 times 164 49,2
3-4 times 153 45,9
>5 times 16 4,8

4.2 Empirical Result: Reliability and Validity

Reference of the research framework regards previous studies in designing the
guestionnaire items. Hence, the measurement of indicators within the research model has
reached content validity. In reaching the statistical power of the research model, this study
has to confirm the reliability and validity of all the representative content. The factor analysis
of the five research variables was shown in Table 2. Firstly, the factor loading value which
indicates indicator reliability must be greater than 0.50 (Hulland, 1999) for an acceptable
minimum value or 0.70 to reach the statistical power (Hair et al., 2012). All factor loading of
the research indicator has exceeded 0.70, hence, all indicator strongly indicates all research
variables. Secondly, the minimum requirement of internal consistency reliability in terms of
Cronbach alpha and composite reliability should be greater than 0.7 to confirm variables are
equally reliable (Hair et al., 2011). All research variable has exceeded the minimum
requirement hence research variables are quite reliable.

Regarding the validity of the research model, there are two aspects to be confirmed. First,
the value of average variance extracted (AVE) has exceeded 0.5 (table 2). Regarding AVE, the
research model has indicated convergent validity (Fornell, C., & Larcker, 1981), regarding the
discriminant validity assumption, this study applied Fornell and Larcker's measurement which
measure the square root of AVE of each variable (see table 3).
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Table 2. Factor analysis results: factor loading, cronbach alpha, composite reliability, AVE

Factor Cronbach

Construction . CR AVE
Loading alpha
Brand Feedback 0,784 0.861 0,607
Ignoring customer complaints on social media will 0793
dishonor the brand’s reputation ’
The availability of customer care interaction in
0,797

social media increases my trust in the brand

The availability of brand-sharing activity on social

media makes it easier for customers to share their 0,769
complaints

The availability of active brand communication

0.756
increases the company's credibility

Interactional Justice 0,881 0,918 0,737
Customer care within the brand must provide

clarification regarding customer complaints on 0,820
social media
Customer care within the brand must administer 0871
customer complaints on social media ’
Customer care within the brand must provide a
sincere apology for customer complaints on social 0,878
media
Procedural justice 0,810 0,874 0,635
The brand must quickly handle customer 0.825
complaints on social media ’
Customer care responses should have a fair policy
in responding to customer complaints on social 0,785
media
The brand should have a responsive procedure

0.788

that targeted to resolve customer problem

Brand Trust 0,816 0,879 0,645
Brand looks more reliable if better at handling

. . . 0,808
customer complaints on social media
Brand looks more reputable if better at handling
customer complaints on social media 0,866
Brand looks better than other companies if they
can handle customer complaints on social media 0.721
Customer Loyalty 0,758 0,861 0,675
| will not switch to another delivery service even 0,857
though there are negative issues with the brand ’
| will give a positive review after using the service 0,761

| will recommend others to use brand delivery
service. 0,844




Kania, et al. The Responsive Strategy of Courier Services Companies on Handling Customer ... | 40

The assumption of discriminant validity stipulates in the value of each variable is greater
than the shared variance between other variables. In simple words, the diagonal bold values
(remarked in table 3) must be greater than the value of other variables in the same rows as
well as columns.

Table 3. Discriminant validity (fornell-larcker result)

. Brand Customer Interaction  Procedural
Research Variables Brand Trust . .
feedback Loyalty al Justice Justice
Brand Feedback 0.779
Brand Trust 0.407 0.859
Customer Loyalty 0.501 0.435 0.821
Interactional Justice 0.626 0.295 0.479 0.859
Procedural Justice 0.606 0.459 0.632 0.632 0.797

Note: Diagonal bold values shows the square root of AVE for each variable

4.3 Empirical Result: Structural model

According to Sarstedt et al (2019), the coefficient of determination (R?) indicates a
primary criterion for inner model assessment which represents the amount of variables
variance explained by linked variables. According to Chin et al (2008), the value of the
Determinant Coefficient would be assumed as a weak model if reaches under the value of
0.19; a moderate model if reach the value between 0.20 and 0,40; a strong model if reaches
over 0,40. Table 4 shows that Brand Feedback, Interactional Justice, and Procedural Justice
variables have a moderate category in explaining the variability of brand trust (R?> = 0.270).
Brand Trust also shows the same assumption which shows a moderate category to explain
Consumer Loyalty (R?=0.315), also closer to the moderate value (0.33).

The other indicators of the structural model are predictive relevance (Q?) and goodness-
of-Fit (GoF). The value of predictive relevance (Q?) shows above zero which perceived
predictive relevance as of model compatibility (Hair et al., 2011). GoF aims to determine the
overall quality of the research model (Tenenhaus et al., 2005). GoF and Q? values are reported
in Table 4. F. Hair et al (2011) classify GoF degree into three categories: low (GoF>0.10),
moderate (GoF>0.25), and high (GoF>0.36). The value of GoF considers as high to represent
research quality (GoF=0.439). All predictive relevance (Q?) of brand trust and customer loyalty
variables are considered satisfactory predictive relevance since all values are above zero.

Table 4. Structural model : R2, Q2, GoF

Research Variables AVE R? Q2

Brand Feedback 0.607

Social Presence 0.749

Interactional Justice 0.737

Procedural Justice 0.635

Brand Trust 0.645 0.270 0.168
Customer Loyalty 0.675 0.315 0.205
Average score 0.660 0.293

AVE x R? 0.193

GoF = V(AVE x R?) 0.439
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4.3 Empirical Result: Hypothesis Testing Result

The path analysis procedure aims to determine the relationship between variables that
confirm the hypothesis. The bootstrapping method measures the level of significance of path
coefficients presenting the research model. As mentioned by F. Hair et al (2011), a 95%
bootstrap confidence interval using 5000 samples is the procedure to evaluate the path
coefficients in a direct effect relationship. Same with mediation analysis, Zhao et al (2010)
recommend a 95% or 99% confidence interval with 5000 samples to gain better statistical
power. The study presents the direct effect of hypothesis testing in Table 5 and mediating
effect for particular variables in table 6. In table 5, this study shows four hypotheses are
accepted while only one hypothesis is rejected. The relationship between interactional justice
toward brand trust is not significant, hence H; is rejected. Meanwhile, the other responsive
strategies reveal a significant positive effect on brand trust. Hence, this study emphasizes
brand feedback and procedural justice are responsive strategies to influence brand trust in
the delivery service context. This study also confirms a significant positive influence between
brand trust and customer loyalty. Therefore, brand trust in a delivery service company is
important to influence customer loyalty.

Table 5. Hypothesis Testing Result

Path Hypothesis R t P Remark

value values*
Brand Feedback -> Brand Trust H1 0,286 3.389 0.001 Accepted
Interactional Justice -> Brand Trust H2 0,074 1.523 0.128 Rejected
Procedural Justice -> Brand Trust H3 0,674 7.017 0.000 Accepted
Brand Trust -> Customer Loyalty H4 0,261 4.238 0.000 Accepted

* Note : * p<0.05

Further, Table 6 shows the indirect effects of brand trust in mediating responsive
strategies to influence customer loyalty. This study emphasizes that brand trust can mediate
the elements of brand feedback and procedural justice to influence customer loyalty. It
reveals that brand feedback and procedural justice can create customer loyalty if both aspects
create brand trust.

Table 6. Mediating effect of brand trust

Path B t-value p-values* Remark
Brand Feedback-> Brand Trust-> Customer 0.056  2.633 0.009 Accepted
Loyalty
Interactional Justice -> Brand Trust-> Customer -0.036 1.699 0.090 Rejected
Loyalty
Procedural -> Brand Trust-> Customer Loyalty 0.120 3.325 0.001 Accepted

* Note : * p<0.05
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5. DISCUSSION

Overall, the main study result presents strong evidence to support the research
framework for understanding loyalty formation through potential customers™ evaluation of
the responsive strategy to negative comments on social media. Although most of the
hypotheses reveal accepted, except Hs, the most important findings would be the role of
brand feedback, and interactional effect of procedural justice on trust, and the mediating
effect of trust. Thus, this study confirms only two responsive strategies: brand feedback and
procedural justice, demonstrating the underlying mechanism that implies trust and loyalty
formation.

Although many studies struggle to determine the impact of responsive strategy on online
customer complaints, most of the research focuses only on the hospitality industry and its
effect on customer satisfaction or purchase intention (Olson & Ro, 2020; Sparks et al., 2016;
Zinko et al., 2021). Compared to the previous studies, this study provides new perspectives
on trust and loyalty formation which may express different expectations from purchase
intention. Firstly, the finding reveals brand feedback as a responsive strategy on customer
complaints that give an indirect positive effect on customer loyalty through brand trust
mediation. The finding supports previous research conducted by Breitsohl et al (2010) that
argues for a positive effect when customers evaluate brand feedback on customer
complaints. The positive effects lie in brand feedback provided by the company can increase
brand credibility which is also associated with consumer trust (Breitsohl et al., 2010). Another
finding conducted by Bhandari & Rodgers (2017) agrees the presence of brand feedback can
be a sign of the company amplifies its commitment to providing the best services and reducing
negative effects from customer complaints. Therefore, delivering brand feedback can be an
effort made by companies to increase brand trust in services and consumer loyalty afterward.

This study shows that consumer evaluations of brand feedback on online consumer
complaints in the delivery service industry are only seen in procedural aspects. Variable
procedural justice refers to the company's policy in providing feedback such as aspects of
speed, information, and problem-solving. Consumers emphasize whether the procedures
owned by the delivery service company can solve customer problems. On the contrary,
interactional justice showed insignificant results on brand trust. This is contrary to research
conducted by Olson and Ro (2020) which shows that there are positive aspects of
interactional justice variables on brand trust and purchase intention. This finding also
contradicts the research conducted by Wen and Geng-qing Chi (2013) which found a positive
relationship between procedural and interactional justice with customer trust in service
companies. Corroborating these assertions with the current study, it appears that apology
and explanation within the interactional justice perspective for failed service deliveries could
not adequately influence brand trust.

Furthermore, this study also shows that brand trust can play mediating roles between
brand feedback and procedural justice in responding to consumer complaints to influence
customer loyalty. This finding is supported by DeWitt et al (2008) who state that brand trust
may mediate other variables in service recovery studies. Particularly in banking service
recovery strategy, brand trust plays an important mediating role in bridging service recovery
and customer loyalty (Chang & Hung, 2018).
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6. CONCLUSION

In particular, this study contributes to the emerging literature on company responses to
online reviews in three theoretical aspects. First, this study relates to the justice theory in
online review management and service recovery literature and extends it to the brand trust
and customer loyalty context. Second, the results of the study show that the brand feedback
given by the company to online customer complaints has a positive influence on influencing
brand trust and customer loyalty. This study suggests the availability of brand communication
in responding to consumer complaints on social media may influence consumer trust in the
courier service brand. Certainly, responding to consumer complaints on social media must
comply with procedural justice indicated by quick response, fair communication, and
resolving consumer problems. This indicates that customers will pay more attention to
company policies when responding to consumer complaints on social media and to whether
the response can solve the problems targeted. Third, brand trust plays a signal in mediating
responding strategy and customer loyalty. Although interactional justice in company attitudes
such as apology and explanation reveal insignificant to influence brand trust, potential
avenues for future research are still available. This study does not combine justice perception
with the satisfaction factor. Apology and explanation are still necessary when service failure
occurs. In service recovery literature, giving an apology and explaining might be a sign of
company morality. Service recovery that emphasizes company morality will result from
recovery outcomes that include satisfaction, lessening negative word-of-mouth, and
repurchase intention (Ma, Zhong, & Hou, 2020).

7. REFERENCES

Alhulail, H., Dick, M., & Abareshi, A. (2019). The influence of social presence and trust on
customers’ loyalty to social commerce websites. Advances in Intelligent Systems and
Computing, 843, 1013—-1024. https://doi.org/10.1007/978-3-319-99007-1_94/COVER

Berger, J., Sorensen, A. T., & Rasmussen, S. J. (2010). Positive Effects of Negative Publicity:
When Negative Reviews Increase Sales. Marketing Science, 29(5), 815-827.
https://doi.org/10.1287/MKSC.1090.0557

Bhandari, M., & Rodgers, S. (2017). What does the brand say? Effects of brand feedback to
negative eWOM on brand trust and purchase intentions. International Journal of
Advertising, 37(1), 125—-141. https://doi.org/10.1080/02650487.2017.1349030

Bhandari, M., Rodgers, S., & Pan, P. L. (2021). Brand feedback to negative eWOM messages:
Effects of stability and controllability of problem causes on brand attitudes and purchase
intentions. Telematics and Informatics, 58, 101522.
https://doi.org/10.1016/J).TELE.2020.101522

Blodgett, J. G., Hill, D. J.,, & Tax, S. S. (1997). The effects of distributive, procedural, and
interactional justice on post-complaint behavior. Journal of Retailing, 73(2), 185-210.
https://doi.org/10.1016/50022-4359(97)90003-8



Kania, et al. The Responsive Strategy of Courier Services Companies on Handling Customer ... | 44

Breitsohl, J., Khammash, M., & Griffiths, G. (2010). E-business complaint management:
Perceptions and perspectives of online credibility. Journal of Enterprise Information
Management, 23(5), 653—660. https://doi.org/10.1108/17410391011083083/FULL/PDF

Chang, C. C.,, & Hung, J. S. (2018). The effects of service recovery and relational selling
behavior on trust, satisfaction, and loyalty. International Journal of Bank Marketing,
36(7), 1437-1454. https://doi.org/10.1108/1JBM-07-2017-0160

Chen, W., Gu, B., Ye, Q., & Zhu, K. X. (2019). Measuring and Managing the Externality of
Managerial Responses to Online Customer Reviews. Information Systems Research,
30(1), 81-96. https://doi.org/10.1287/ISRE.2018.0781

Chin, W. W., Peterson, R. A,, & Brown, S. P. (2008). Structural equation modeling in marketing:
Some practical reminders. In Journal of Marketing Theory and Practice (Vol. 16, Issue 4,
pp. 287-298). Routledge . https://doi.org/10.2753/MTP1069-6679160402

Daugherty, P. J., Bolumole, Y., & Grawe, S. J. (2019). The new age of customer impatience: An
agenda for reawakening logistics customer service research. International Journal of
Physical Distribution and Logistics Management, 49(1), 4-32.
https://doi.org/10.1108/1JPDLM-03-2018-0143

DeWitt, T., Nguyen, D. T., & Marshall, R. (2008). Exploring Customer Loyalty Following Service
Recovery: The Mediating Effects of Trust and Emotions. Journal of Service Research,
10(3), 269-281. https://doi.org/10.1177/1094670507310767

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 39-50.

Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-Commerce and the importance of
social presence: experiments in e-Products and e-Services. Omega, 32(6), 407-424.
https://doi.org/10.1016/J.0MEGA.2004.01.006

Gelbrich, K., & Roschk, H. (2011). A Meta-Analysis of Organizational Complaint Handling and
Customer Responses.  Journal of  Service  Research, 14(1), 24-43,
https://doi.org/10.1177/1094670510387914

Goetzinger, L., Park, J. K., & Widdows, R. (2006). E-customers’ third party complaining and
complimenting behavior. International Journal of Service Industry Management, 17(2),
193-206. https://doi.org/10.1108/09564230610656999

Gunawan, A. I., Kania, R., & Tulastri. (2022). Examination of Advertising on Social Media: The
Role of Endorsers in Creating Brand Awareness. Journal of Marketing Innovation (JMI),
2(1). https://doi.org/10.35313/IM1.V211.28

Gyung Kim, M., Wang, C., & Mattila, A. S. (2010). The relationship between consumer
complaining behavior and service recovery: An integrative review. International Journal

DOI: http://doi.org/10.35313/jmi.v3i1.51 |
e-ISSN 2807-8365 |



http://doi.org/10.35313/jmi.v3i1.51

45 | Journal of Marketing Innovation, Volume 3 Issue 1, March 2023, Page 31-49

of Contemporary Hospitality Management, 22(7), 975-991.
https://doi.org/10.1108/09596111011066635

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of
Marketing Theory and Practice, 19(2), 139-152. https://doi.org/10.2753/MTP1069-
6679190202

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial Least Squares Structural Equation
Modeling: Rigorous Applications, Better Results and Higher Acceptance. Long Range
Planning, 46(1-2), 1-12. https://doi.org/10.1016/j.Irp.2013.01.001

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use of partial
least squares structural equation modeling in marketing research. Journal of the
Academy of Marketing Science, 40, 414—433. https://doi.org/10.1007/s11747-011-0261-
6

Hajli, N. (2014). A study of the impact of social media on consumers. International Journal of
Market Research, 56(3), 387-404. https://doi.org/10.2501/1JMR-2014-025

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-
mouth via consumer-opinion platforms: What motivates consumers to articulate
themselves on the Internet? Journal of Interactive Marketing, 18(1), 38-52.
https://doi.org/10.1002/dir.10073

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management research: A
review of four recent studies. Strategic Management Journal, 20(2), 195-204.
https://doi.org/10.1002/(sici)1097-0266(199902)20:2<195::aid-smj13>3.0.co;2-7

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on brand image
and purchase intention: An empirical study in the automobile industry in Iran. Marketing
Intelligence and Planning, 30(4), 460-476.
https://doi.org/10.1108/02634501211231946/FULL/PDF

Jalonen, H., & Jussila, J. (2016). Developing a conceptual model for the relationship between
social media behavior, negative consumer emotions and brand disloyalty. Lecture Notes
in Computer Science (Including Subseries Lecture Notes in Artificial Intelligence and
Lecture Notes in Bioinformatics), 9844 LNCS, 134—145. https://doi.org/10.1007/978-3-
319-45234-0_13/FIGURES/1

Jasper, C. R., & Waldhart, P. (2013). Internet and distance channel use and European
consumer complaint behavior. International Review of Retail, Distribution and Consumer
Research, 23(2), 137-151. https://doi.org/10.1080/09593969.2012.746717

King, R. A., Racherla, P., & Bush, V. D. (2014). What We Know and Don’t Know About Online
Word-of-Mouth: A Review and Synthesis of the Literature. Journal of Interactive
Marketing, 28(3), 167-183. https://doi.org/10.1016/J.INTMAR.2014.02.001



Kania, et al. The Responsive Strategy of Courier Services Companies on Handling Customer ... | 46

Krugman, D. M., & Hayes, J. L. (2019). Brand Concepts and Advertising. In Advertising Theory
(pp. 464-478). Routledge. https://doi.org/10.4324/9780203149546-41/BRAND-
CONCEPTS-ADVERTISING-DEAN-KRUGMAN-JAMESON-HAYES

La, S., & Choi, B. (2019). Perceived justice and CSR after service recovery. Journal of Services
Marketing, 33(2), 206-219. https://doi.org/10.1108/JSM-10-2017-0342/FULL/PDF

Laroche, M., Habibi, M. R., & Richard, M. O. (2013). To be or not to be in social media: How
brand loyalty is affected by social media? International Journal of Information
Management, 33(1), 76—82. https://doi.org/10.1016/J.1JINFOMGT.2012.07.003

Lau, G. T., & Lee, S. H. (1999). Consumers’ Trust in a Brand and the Link to Brand Loyalty.
Journal of Market-Focused Management, 4(4), 341-370.
https://doi.org/10.1023/A:1009886520142/METRICS

Lee, M., Rodgers, S., & Kim, M. (2012). Effects of Valence and Extremity of eWOM on Attitude
toward the Brand and Website. Journal of Current Issues & Research in Advertising, 31(2),
1-11. https://doi.org/10.1080/10641734.2009.10505262

Lee, S., & Cude, B. J. (2012). Consumer complaint channel choice in online and offline
purchases. International Journal of Consumer  Studies, 36(1), 90-96.
https://doi.org/10.1111/).1470-6431.2010.00992.X

Libo-On, & Joefel T. (2021). Service Quality Influence on Customer Satisfaction in Courier
Services: A Comparative Study. American International Journal of Business Management
(AlJBM), 4(03), 51-63.

Litvin, S. W., & Hoffman, L. M. (2012). Responses to consumer-generated media in the
hospitality marketplace. Journal of Vacation Marketing, 18(2), 135-145.
https://doi.org/10.1177/1356766712443467

Lu, T. E., Lee, Y. H., & Hsu, J. W. (2020). Does service recovery really work? The multilevel
effects of online service recovery based on brand perception. Sustainability
(Switzerland), 12(17). https://doi.org/10.3390/su12176999

Ma, K., Zhong, X., & Hou, G. (2020). Gaining satisfaction: the role of brand equity orientation
and failure type in service recovery. European Journal of Marketing, 54(10), 2317-2342.
https://doi.org/10.1108/EJM-06-2019-0542

Mandel, R., & Noyes, E. (2016). Survey of experiential entrepreneurship education offerings
among top undergraduate entrepreneurship programs. Education and Training, 58(2),
164-178. https://doi.org/10.1108/ET-06-2014-0067

Michel, S., Bowen, D., & Johnston, R. (2009). Why service recovery fails: Tensions among
customer, employee, and process perspectives. In Journal of Service Management (Vol.
20, Issue 3, pp. 253-273). https://doi.org/10.1108/09564230910964381

DOI: http://doi.org/10.35313/jmi.v3i1.51 |
e-ISSN 2807-8365 |



http://doi.org/10.35313/jmi.v3i1.51

47 | Journal of Marketing Innovation, Volume 3 Issue 1, March 2023, Page 31-49

Moon, S. J., Costello, J. P., & Koo, D. M. (2017). The impact of consumer confusion from eco-
labels on negative WOM, distrust, and dissatisfaction. International Journal of
Advertising, 36(2), 246—271. https://doi.org/10.1080/02650487.2016.1158223

Munzel, A., Kunz, W. H., & Jahn, B. (2017). Serving in a Social Media World - How to React
Online to Negative Word of Mouth. SSRN Electronic Journal, January.
https://doi.org/10.2139/ssrn.2898312

Nadeem, W., Khani, A. H., Schultz, C. D., Adam, N. A., Attar, R. W., & Hajli, N. (2020). How
social presence drives commitment and loyalty with online brand communities? the role
of social commerce trust. Journal of Retailing and Consumer Services, 55.
https://doi.org/10.1016/j.jretconser.2020.102136

Nikbin, D., Ismail, I., Marimuthu, M., & Jalalkamali, M. (2010). Perceived Justice in Service
Recovery and Recovery Satisfaction: The Moderating Role of Corporate Image.
International Journal of Marketing Studies, 2(2), 47-56.
https://doi.org/10.5539/1JMS.V2N2P47

Noori, sami atyaf, Hashim, faizal kamarul, & Yusof, S. A. M. (2016). The Conceptual Relation
of Electronic Word-of-mouth, Commitment and Trust in Influencing Continuous Usage
of Social Commerce. International Review of Management and Marketing, 6(7), 226—
230.

Nyffenegger, B., Krohmer, H., Hoyer, W. D., & Malaer, L. (2014). Service Brand Relationship
Quality. Journal of Service Research, 18(1), 90-106.
https://doi.org/10.1177/1094670514547580

Olson, E. D., & Ro, H. (2020). Company Response to Negative Online Reviews: The Effects of
Procedural Justice, Interactional Justice, and Social Presence. Cornell Hospitality
Quarterly, 61(3), 312—331. https://doi.org/10.1177/1938965519892902

Ortiz, A. M., Hussein, D., Park, S., Han, S. N., & Crespi, N. (2014). The cluster between internet
of things and social networks: Review and research challenges. IEEE Internet of Things
Journal, 1(3), 206—-215. https://doi.org/10.1109/J10T.2014.2318835

Palmatier, R. W., Dant, R. P., Grewal, D., & Evans, K. R. (2018). Factors Influencing the
Effectiveness of Relationship Marketing: A Meta-Analysis. Journal of Marketing, 70(4),
136-153. https://doi.org/10.1509/JMKG.70.4.136

Park, C., & Lee, T. M. (2009). Information direction, website reputation and eWOM effect: A
moderating role of product type. Journal of Business Research, 62(1), 61-67.
https://doi.org/10.1016/J.JBUSRES.2007.11.017

Rialti, R., Zollo, L., Pellegrini, M. M., & Ciappei, C. (2017). Exploring the Antecedents of Brand
Loyalty and Electronic Word of Mouth in Social-Media-Based Brand Communities: Do
Gender Differences Matter? Journal of Global Marketing, 30(3), 147-160.
https://doi.org/10.1080/08911762.2017.1306899



Kania, et al. The Responsive Strategy of Courier Services Companies on Handling Customer ... | 48

Rojhe, K. C. (2020). Service Failure and Customer Complaints in Online Shopping. Journal of
Xi’an University of Architecture & Technology, Xll, 5485-5492,

Sabharwal, N., Soch, H., & Kaur, H. (2010). Are we satisfied with incompetent services? a scale
development approach for service recovery. Journal of Services Research, 10(1).

Sarstedt, M., Hair, J. F., Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019). How to specify,
estimate, and validate higher-order constructs in PLS-SEM. Australasian Marketing
Journal (AMJ), 27(3), 197-211. https://doi.org/10.1016/J.AUSMJ.2019.05.003

Shaari, H., & Ahmad, I. S. (2017). Brand Resonance Behavior among Online Brand Community.
International Review of Management and Marketing, 7(1), 209-215.

Shalihah, N. F. (2021, October 27). Ramai soal Dugaan Paket Kpop Dibobol, Ini Tanggapan J&T
hingga SiCepat Halaman all - Kompas.com.

Shin, J. G. (2020). Analysis regarding Complaints of Courier Consumers and Workers in the
Parcel Delivery Service by using Topic Model. Journal of Convergence for Information
Technology, 10(2), 39-48. https://doi.org/10.22156/CS4SMB.2020.10.02.039

Sichtmann, C. (2007). An analysis of antecedents and consequences of trust in a corporate
brand. European Journal of Marketing, 41(9-10), 999-1015.
https://doi.org/10.1108/03090560710773318/FULL/PDF

Siu, N. Y. M., Zhang, T. J. F., & Yau, C. Y. J. (2013). The Roles of Justice and Customer
Satisfaction in Customer Retention: A Lesson from Service Recovery. Journal of Business
Ethics, 114(4), 675-686. https://doi.org/10.1007/510551-013-1713-3/METRICS

Sparks, B. A,, So, K. K. F., & Bradley, G. L. (2016). Responding to negative online reviews: The
effects of hotel responses on customer inferences of trust and concern. Tourism
Management, 53, 74-85. https://doi.org/10.1016/j.tourman.2015.09.011

Tenenhaus, M., Vinzi, V. E., Chatelin, Y. M., & Lauro, C. (2005). PLS path modeling.
Computational Statistics and Data Analysis, 48(1), 159-205.
https://doi.org/10.1016/j.csda.2004.03.005

van Laer, T., & de Ruyter, K. (2010). In stories we trust: How narrative apologies provide cover
for competitive vulnerability after integrity-violating blog posts. International Journal of
Research in Marketing, 27(2), 164-174.
https://doi.org/10.1016/J.1JRESMAR.2009.12.010

Villagra, N., Monfort, A., & Sdnchez Herrera, J. (2021). The mediating role of brand trust in the
relationship between brand personality and brand loyalty. Journal of Consumer
Behaviour, 20(5), 1153-1163. https://doi.org/10.1002/CB.1922

Wen, B., & Geng-qging Chi, C. (2013). Examine the cognitive and affective antecedents to
service recovery satisfaction: A field study of delayed airline passengers. International

DOI: http://doi.org/10.35313/jmi.v3i1.51 |
e-ISSN 2807-8365 |



http://doi.org/10.35313/jmi.v3i1.51

49 | Journal of Marketing Innovation, Volume 3 Issue 1, March 2023, Page 31-49

Journal  of  Contemporary  Hospitality =~ Management,  25(3), 306-327.
https://doi.org/10.1108/09596111311310991/FULL/PDF

Wirtz, J., & Mattila, A. S. (2004). Consumer responses to compensation, speed of recovery and
apology after a service failure. International Journal of Service Industry Management,
15(2), 150-166. https://doi.org/10.1108/09564230410532484/FULL/XML

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and truths

about mediation analysis. Journal of Consumer Research, 37(2), 197-206.
https://doi.org/10.1086/651257

Zinko, R., Patrick, A., Furner, C. P., Gaines, S., Kim, M. D., Negri, M., Orellana, E., Torres, S., &
Villarreal, C. (2021). Responding to Negative Electronic Word of Mouth to Improve
Purchase Intention. Journal of Theoretical and Applied Electronic Commerce Research

2021, Vol. 16, Pages 1945-1959, 16(6), 1945-1959.
https://doi.org/10.3390/JTAER16060109



