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THE EFFECT OF INFORMATIONAL AND
INTERPERSONAL JUSTICE TOWARDS
SATISFACTION WITH RECOVERY
SERVICE THROUGH THE ROLE OF
CUSTOMER EMOTION MEDIATION: A
STUDY ON POST-MERGER RURAL
CREDIT BANKS (BPR) IN INDONESIA

Abstract: The research objective is to explore the role of
moving mediation on the influence of informational and
interpersonal justice on satisfaction with service recovery, as
well as broadening the impact of informational and
interpersonal justice on satisfaction with service recovery at
the Rural Bank (BPR) after merger. The data is collected
through surveys of customers who experienced failure of bank
credit services by rural banks (BPR) in the last two years
which amounted to 127 respondents in Yogyakarta,
Indonesia. The data analysis techniques used in this research
are Structural Equation Modeling (SEM). The results of this
study found that emotions (positive and negative emotions)
mediate the influence of informational and interpersonal
justice on satisfaction with service recovery. The results of
this study confirm that informational and interpersonal
justice can increase comfort with a revival of services at BPR
after merger. The results of this study provide a theoretical
contribution to the development of models for service failures
in the Banking Service Industry, especially in the Rural Banks
(BPR) after the merger in Indonesia. Also, the findings of this
study are also useful for the Banking Services Industry as a
strategy model to implement Financial Services Financial
Authority regulations on Consumer protection.).

Keywords: Informational and Interpersonal
Emotion and Satisfaction with Recovery Service

Justice,

evaluation carried out by customers in the
second interaction. Both interactions create

The issue of the expectation discounting
model is an issue that becomes much
concern among academicians  and
practitioners in marketing and consumer
behavior literature (Oliver 1997). The result
of the expectation discounting model is the
first service interaction as the basis of
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an overall service experience. This result
becomes the idea of conventional marketing
that is marginalized into a dynamic process
from the process of service marketing
toward value evaluation of the overall
experience in service (Ballantyne and Varey,
2008). Satisfaction and dissatisfaction
toward a product or service will have an
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impact on behavioral patterns.

Informational justice becomes an important
thing for a company in service recovery
process. Informational justice provides
information on every occurrence of negative
reactions to service performance (Greenberg,
1990; Greenberg 1994). Several studies that
examined informational justice such as the
study from Ambrose et al. (2007) have used
four justice, namely; distributive justice,
procedural justice, interactional justice, and
informational of the organization’s response
toward individual attitudes. Namkung (2008)
tested the application of service evaluation
concept on the issue of justice model
(distributive, procedural, interactional, and
informational justice) on the internal and
external service failures. Some research
result show that informational justice can
increase the satisfaction with service
recovery (Badawi, 2012), Skarlick et al.
(2008) in his findings stated that
informational justice mediates the effect
between  justice toward integrated
interaction. Colquitt (2001), Badawi, et al,
(2017) stated that informational justice has
an effect on satisfaction with service
recovery.

The study of the service failure shows that
the role of interactional justice can explain
the interpersonal if negative results occur in
the service failure process. The study from
Rio-Lanza et al.(2009), stated that three
justice;  distributive,  procedural, and
interactional justice have an effect on
satisfaction. The study from Badawi (2012)
found that interactional justice can increase
the satisfaction with complaint handling in
services. Badawi, et al. (2017) stated that
informational justice has a significant effect
on the satisfaction with service recovery in
banking services. However, some
researchers, such as Thomson and Vivein
(2001), found that interactional justice has
no effect on satisfaction, but it affects
repotronage intention.

Related to the role of customer emotion,
some researchers develop their studies by

involving the role of emotion the research of
service and complaint behavior that centered
on consumer behavior experience, such as
Badawi (2012) in complaint behavior in the
Service Industry, Wells and Lo Sciuto
(1966) in purchase behavior, and Lee et al.
(2007) in marketing. Some research findings
indicate that customer emotions play a role
in mediating the effect of distributive,
procedural, interactional, and informational
justice toward the satisfaction of complaint
handling (Badawi, 2012). The result of the
study from Tronvoll (2007), found that
negative emotion has 97% cases when
experiencing consumer failure experience,
and emotions make a major contribution to
the knowledge of the effect of emotions on
attitudes, satisfaction, characteristics and
tasks, and commitment (Fisher, 2000;
Saavedra and Kwan, 2000) Smith and Bolton
(2002) in their finding stated that strong
emotional reaction can accelerate the service
recovery process and become the basis for
stopping or continuing consumer relations
with the company. The study from Price et
al. (1995) found that the failure of service
transactions would lead to negative
emotional responses. Dube' and Menon
(1998), also highlighted that the important
role of socialization in the formation of
consumer interpersonal  with  service
providers involve emotions. Thus, the
feeling of satisfaction with services is
expected to be broadly influenced by
consistent levels of justice and individual
behavior patterns (Solomon et al., 1985).
This research intends to fill the gap of the
previous research by examining the effect of
informational and interactional justice
toward satisfaction with the service
recovery. This research also wants to
examine the role of customer emotion in
informational and interactional justice
toward the satisfaction with service recovery
in the Rural Bank (BPR) sector after the
merger in Indonesia.
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2. Literature review

2.1. Informational Justice, Customer
Emotion, and Satisfaction with Service
Recovery

In business organization, the application of
justice can be applied to manager, employee,
and stakeholder of the organizations who
view justice as a value that can unite and
provide basic principles that are binding on
all parties who have problems in creating
stable social structure. Informational justice
explains and ratifies the specified procedure.
The procedure explanation  provides
information that is needed to evaluate the
structural aspects of service recovery process
(Colquitt et al., 2001), but the explanation is
consider fair if there is good communication
(BIES et al., 1988), logically relevant
information (Shapiro and Buttner, 1988), and
correctly determined in the absence of power
factors (Folger et al., 1983)

Some researches indicate that an explanation
of procedure in determining information
affects perception of justice (Tyler and
BIES, 1990). The research result from
Badawi (2012) found that perceived
informational justice can reduce customer
emotions. Smith and Bolton (2002) in their
findings stated that strong emotional reaction
can accelerate the process of service
recovery and become the basis to stop or
continue consumer relationship with the
company.

H1 : Perceived informational justice can
reduce consumer emotion in the process of
service recovery.

H2 : Perceived informational justice can
accelerate the satisfaction with service
recovery.

2.2. Interactional Justice, Customer
Emotion, and Satisfaction with Service
Recovery

One of the successes in handling customer
complaints can be reached by building

interpersonal interaction between company
and customer in the process of service
recovery. BIES and Moag (1986) introduced
the construct of interactional justice to
capture the quality of interpersonal
relationship in the process of decision
making as well as distributive and
procedural justice. This construct gets
empirical support for the effect of
interpersonal relationship on attitudes and
behavior (Brockner & Greenberg, 1990;
Greenberg, 1990). Interactional justice
illustrates how people can be treated fair in
the process of service recovery, such as the
attitude of employees who are polite,
empathetic, making effort to handle
complaints, and also the willingness of the
company to explain the complaint process.
Interactional justice is related to the aspects
of communication process between the
sources and recipients of justice, such as
politeness, honesty, and respect (BIES &
Moag, 1986; Tyler & BIES, 1990). It is
because interactional justice is determined
by interpersonal behavior of the management
representative. Interactional justice is also
considered to be related to cognitive,
affective, and behavioral reactions on
management representative, which is direct
supervisor as sources of justice (Cropanzano
& Prehar, 1999; Masterson, et al, 2000).
Several empirical studies examine the
relationship between interactional justice and
emotion (Chebat and Slusarczyk, 2005;
Schoefer and Ennew, 2005). Clemmer and
Schneider (1996) in their research found that
interactional justice has an effect on
emotion. This finding shows that the
involvement of employee interaction can
encourage the satisfaction of complaint
handling.

H3 : Perceived interactional justice can
reduce customer emotion in the process of
service recovery.

H4 : Perceived interactional justice can
accelerate the satisfaction with service
recovery
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2.3. Customer Emotion and Satisfaction
with Service Recovery

Emotion in complaint behavior is the main
element in  understanding  purchase
experience and consumer behavior (Oliver,
1997; Richins, 1997). Emotion is one of the
keys of service recovery performance, which
is satisfaction that is preceded by cognitive
aspect. It is also added that the strength of
customer emotional reaction is used as a
basis to stop or continue consumer
relationship with the company (Smith and
Bolton, 2002). It means that if the resolution
of a customer complaint is resolved properly,
then positive and happy emotional reaction
will occur, and there will be a satisfaction
with the result of complaint handling. On the
contrary, negative emotions will occur when
the complaint handling performance is not in
accordance with what is expected.

The research result from Chebat and
Slusarczyk (2005) stated that there is the
effect of justice toward loyalty behavior and
is directly mediated by emotions. Rio-Lanza
et al. (2002) showed in his research result
that negative emotion has a negative effect
on the satisfaction with the complaint
handling process. It is also added that
distributive, procedural, and interactional
justice affects toward the satisfaction of
complaint handling. This research result
implies that customers expect companies to
process complaints, solve problems, and
increase satisfaction in of complaint
handling. This finding also suggests that the
involvement of employee interaction in
delivering services is an important value in
the complaint handling process (Oliver,
1997; Richins, 1997).

Fisher (2000) stated that there is a
relationship between recovery, justice, and
emotion effect as a predictor toward
satisfaction with complaint handling. The
findings from  SooCheong  (Shwan)
Namkung and Jang (2007) stated that
service and atmosphere function can
stimulate the positive energy of emotion in
product attributes, such as product quality. It

also stated that response in negative emotion
can mediates the relationship between
service  atmosphere  and  behavioral
performance in the future.

H4 : Customer emotion can increase the
satisfaction with service recovery.

3. Research Method

This research is a causality research that
aims to analyze the presence or absence of
the relationship between variables. The
analysis unit is individuals or customers who
experienced service failures in the credit
product in Rural Bank (BPR) after merger in
West Java and Yogyakarta, Indonesia, which
is 127 respondents. The sampling technique
in this research is using accidental sampling.
The distribution of the questionnaire is done
by: 1) go directly to Rural Bank (BPR) in
each region; and 2) ask customers directly
related to service failure. The data collection
method used in this research is sample
survey research design by collecting on one
sample and one time point (Malhotra, 2004).
The questionnaire is distributed to the
customer of Rural Bank (BPR) in West Java,
which is Kuningan District (in Majalengka,
Cirebon Regency, Cirebon City), Indramayu,
and Yogyakarta. The measurement of the
variable in this research adopted from: (1)
Informational Justice, consists of three
indicators adopted from Colquitt et al.,

(2001), Badawi, et, al (2017); (2)
Interactional Justice consists of four
indicators adopted from Schoefer and
Ennew, (2005), Badawi, (2012); (3)
Customer Emotion, consists of four
indicators adopted Badawi, (2012); (4)

Satisfaction with service recovery, consists
of four indicators adopted from Namkung
and Jang (2007), Badawi, et al (2017). The
scale technique that is used is Likert Scale
ranging from 1 (very strongly disagree) to 5
(very strongly agree). The statistic technique
is using Structural Equation Modeling
(SEM) with AMOS 22. The validity and
reliability test that is found is valid and
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reliable.
4. Data Analysis and Discussion

The profile of the respondents are mostly
men (72.36) and women (27.64%). The age
of the respondents are 20-35 years old
(32.58%), 35 - 45 years old (44,7%), and >
45 years old (31.7%). The education of the
respondents are Elementary School (18%),
Junior High School (38%), and Senior High

Informational
Justice

0,500

-0,383

Customer
Emotion

-0.212

—

0,445
Interactional
Justice

School (43%), and Higher Education (9,7%).
The number of complaints are 1-2 times
(16.2%), 3- 4 times (47.1%), and > 5 times
(49.5%).

Foigure 1 is the result of path analysis with
AMOS 22 software to test the causal
relationship between construct that is used in
the hypothesized path model. The test of the
structural model generally results in fit
indices model.

Satisfaction with
Service
Recovery

Figure 1. The Results of Informational and Interactional Justice, Customer Emotion, and
Satisfaction with Service Recovery Equation Model

Table 1. The Effect of Dependent and Independent Variable in Structural Model

Relationships Between Variables Standardized | Unstandardized | P_value | Notes
H1 Info_rmasional Customer Emotion -0.383 -3.749 0.000 Significant
Justice '
H2| Interactional Customer Emotion -0.212 2298 0.022 | Significant
Justice '
H3| Customer Satisfaction with -0.367 0.000 | Non-
- . -3.789 L
Emotion Service Recovery Significant
H4| Informational Satisfaction with 0.500 5.954 0.000 | Significant
Justice Service Recovery
H5| Interactional Satisfaction with 0.445 5.438 0.000 | Significant
Justice Service Recovery
In table 1, there are five hypothesis decrease in Customer Emotion can increase

proposed. H1: Perceived informational
justice can reduce Customer Emotion, with
the value of B -0.383 or with P-value 0,000 <
0,05. H2: Perceived interactional justice can
reduce Customer Emotion with the value of
B -0.212 or P-value 0,022< 0,05 H3: The

the Satisfaction with Service Recovery with
the value of B -0.367 or P-value 0,000 <
0,05. H4: Informational Justice can increase
the Satisfaction with Service Recovery with
the value of B 0.500 or P-value 0,00 <0,05.
H5: Interactional Justice can increase the
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Satisfaction with Service Recovery with the

value of 3 0.445 or P-value 0,000 < 0,05.

Table 2. Indirect Effect and Total Effect of Informational and Interactional Justice toward
Satisfaction with Service Recovery through Customer Emotion

Independent Mediation Dependent Variables Indirect Total P-
Variables Variable Effect effect Value
Informational Customer Satisfaction with Service -0.200 -0.633 0.000
Justice Emotion Recovery

Interactional Customer Satisfaction with Service -0.185 -0.506 0.000
Justice Emotion Recovery

Table 2 shows that customer emotion customers. Justice approach is also one of

mediates the effect of informational and
interactional justice toward the satisfaction
of service recovery with the total value of -
0.633 or P-value 0,000 < 0,05 and
interactional justice -0.506 or P-value 0,000
<0,05.

5. Discussion And Conclusion

5.1. Discussion

The result of the model described in Figure 1
and Table 1 show some research findings on
the dynamics of service failure experiences
reflected from the alignment between
expectation and reality in the service
recovery process. The main contribution of
this study is the dynamics of service failure
experience at Rural Bank (BPR) after merger
which becomes major problems that must be
responded quickly by companies with
informational and interactional justice
approaches to create positive emotions for
bank customers. In general, this research
yields findings which show that company in
handling the complaint process can turn the
negative emotion reactions into positive
emotion by providing perceived
informational and interactional justice in the
process of service recovery and can increase
the satisfaction with service recovery. This
finding can explain the importance of justice
(interactional and informational) in the
company response toward the process of
service recovery (customer complaint) in
order to solve the problems faced by

the good strategies to reduce customer
emotions and have an impact on satisfaction
with service recovery.

In particular, this finding is consistent with
the research result from Lazarus (1991)
which confirms that the emergence of
negative emotions is the result of cognitive
assessment of the state of situation.
According to Lazarus (1991), cognitive
assessment can form emotional responses.
This finding also shows that the cognitive
assessment theory in complaint experience is
in accordance with the result of Nyer (1997)
and Badawi (2012). Perceived informational
and interactional justice in the process of
service recovery is a reflection that
represents the dimension of cognitive
assessment that can explain the level of
customer emotional elasticity in the process
of service recovery.

The research result also found that
informational and interactional justice
perceived by customers can reduce the
negative emotions of the customers such as
anger, irritation, feelings of offense, and
disappointment, or in other words, it can
change from negative emotions to positive
emotions, such as feeling happy and proud.
On the contrary, the low level of perceived
justice can increase negative emotion such as
anger, disappointment, and et cetera. This
finding is also consistent to the development
of social psychological theory which
emphasizes that emotion is one of the justice
mediators that is perceived (Mikula et al.,
1998; Greenberg, and Cohen, .1982). The
finding of this research strengthens the
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research result from Badawi (2012) that
informational  justice  perfect justice
dimension as a tool to explain the required
procedures to evaluate structural aspects of
the process of service recovery, especially in
the sector of banking service of Rural Bank
in Indonesia.

In particular, this finding has a theory
implication on informational and
interactional justice, and it has a relatively
similar importance in explaining the
satisfaction with service recovery triggered
by negative emotions to become positive
emotions. In addition, the role of customer
emotion can increase the effect of
informational and interactional justice
toward the satisfaction improvement of
service recovery. For that, the company

managerial  must  provide  balanced
information  through the delivery of
information, adequate information, and

inform the results. These findings have
several benefits that can help to manage by
providing clear information in compensation
offer on handling customer complaints in
terms of (a) preventing an increase of
customer dissatisfaction of the process of
service recovery that is considered by
customers that the bank is not serious in
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