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ABSTRAK  
 

 
Penelitian ini menguji perbedaan pengaruh service failure severity, service recovery 
types, dan service recovery approach terhadap consumer forgiveness pada layanan 

transportasi online menggunakan uji ANOVA. Penelitian ini juga menguji 

pengaruh antara consumer forgiveness terhadap repurchase intention serta efek 

mediasi consumer forgiveness pada service failure severity, service recovery types, 
dan service recovery approach terhadap repurchase intention menggunakan Macro 
PROCESS. Penelitian ini menggunakan desain faktorial 2x2x2 yaitu service failure 
severity (minor vs severe), service recovery types (apology vs monetary), dan 

service recovery approach (warmth vs competence) pada 240 partisipan. Dalam 

penelitian ini, pada main effect ditemukan bahwa service failure severity, service 
recovery types, dan service recovery approach yang berbeda menghasilkan 

perbedaan yang signifikan pada consumer forgiveness. Hasil dari uji main effect 
yaitu minor service failure severity, apology service recovery types, dan warmth 
service recovery approach menghasilkan tingkat yang lebih tinggi terhadap 

consumer forgiveness. Pada interaction effect ditemukan hasil bahwa kombinasi 

service failure severity, service recovery types, dan service recovery approach 
menghasilkan perbedaan yang signifikan pada consumer forgiveness. Hasil dari uji 

interaction effect yaitu interaksi antara minor service failure severity, apology 
service recovery types, dan warmth service recovery approach menghasilkan 

tingkat yang lebih tinggi pada consumer forgiveness dibandingkan dengan interaksi 

variabel manipulasi lainnya. Selanjutnya, pada uji Macro PROCESS didapatkan 

hasil bahwa consumer forgiveness memediasi pengaruh service failure severity, 
service recovery types, dan service recovery approach terhadap repurchase 
intention pada layanan transportasi online.  

Kata kunci: Service failure severity, service recovery types, service recovery 
approach, consumer forgiveness, repurchase intention  
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ABSTRACT 

 

This study examined the differences effects of service failure severity, service 
recovery types, and service recovery approach toward consumer forgiveness on 
online transportation services using ANOVA test. This study also examined the 
effect of consumer forgiveness on repurchase intention and the mediating effect of 
consumer forgiveness on service failure severity, service recovery types, and 
service recovery approach towards repurchase intention using Macro PROCESS. 
This research uses a factorial design 2x2x2 that is service failure severity (minor 
vs severe), service recovery types (apology vs monetary), and service recovery 
approach (warmth vs competence) on 240 participants. In this study, the main effect 
was found that different service failure severity, service recovery types, and service 
recovery approaches resulted in significant differences in consumer forgiveness. 
The results of the main effects test were found that minor service failure severity, 
apology service recovery types, and warmth service recovery approach resulted in 
higher levels of consumer forgiveness. In the interaction effect, it was found that 
the combination of service failure severity, service recovery types, and service 
recovery approach resulted in significant differences in each consumer forgiveness 
and repurchase intention. The results of the interaction effect test were found that 
the interaction between minor service failure severity, apology service recovery 
types, and warmth service recovery approach resulted in higher levels of consumer 
forgiveness compared to the interactions of other manipulation variables. 
Furthermore, the Macro PROCESS test showed that consumer forgiveness 
mediates the relationship between service failure severity, service recovery types, 
and service recovery approach to repurchase intention on online transportation 
services. 

Keywords: Service failure severity, service recovery types, service recovery 
approach, consumer forgiveness, repurchase intention 
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