UNAINTYINTT 1VAITUYHEAITATUAAIAUAITAT UNI TN TIYNGNY 3
Uil 3 auil 3 (9a1As 2560 - Un5IAY 2561)

ad = a a [ v
’JSL‘UaEI‘L!ﬂ’J’]ﬁJNﬂWﬂ’]ﬂlﬂﬂ’]iU’iﬂ’]'ﬁLﬂﬂﬂ’J’]‘Nﬂﬂﬂ

How to Recover Service Failure to Loyalty
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Abstract
In general, customers are likely to tell the good experience from any service only for
few times. But they would spread their words of service failure to many people. In

the same situation, loyal customers would be more tolerance for mistakes.
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Meanwhile the satisfied customers that inexperienced any service failure are more
loyalty to the product than the experienced customers. However those who
experienced the service failure can be satisfied and loyal to the product. In some
cases the experienced customers can be even more loyalty than those satisfied and

inexperience any service failure ones.
Keywords: loyalty, service recovery, Service Recovery Paradox
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