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Abstract: Unfair service experiences often lead to negative reactions, but
consumers do not always withdraw right away. This study examines how
consumers rethink unfair service encounters by focusing on consumer alienation,
recovery effort, forgiveness, and fairness perceptions. Using survey data from 482
restaurant customers, the findings show that consumers who feel alienated pay
more attention to how the firm responds after a problem. Strong recovery efforts
reduce feelings of unfairness and increase consumers’ willingness to forgive. The
results also show that recovery effort explains how alienation affects both
forgiveness and fairness judgments. Overall, the study shows that well-handled
recovery efforts can turn negative service experiences into more positive
evaluations and help repair service relationships after unfair treatment.
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