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Research Article

Relationship Maintenance Mode of After Service
Failure Recovery: “Stewardship” Perspective

Cheng-Tao LIU

Abstract

This study adopts stewardship-oriented relationship maintenance mode (Hon &
Grunig, 1999; Waters, 2009, 2011) as a theoretical ‘framework in constructing
relationship maintenance strategy of after service failure recovery, as well as
evaluating the impact of this strategy on telationship outcomes between company
and complaining customers. By randemly telephone surveying 239 respondents
aged 18 and above, living in Taiwan, having filed complaints and received responses
from consuming companies, the results not only found strategic considerations of
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“reporting,” “reciprocity”. atid “‘relationship nurturing” that can be used for
constructing relationship mairitenance strategy of after service failure recovery, but
also further found that ‘“reciprocity” is greater than “relationship nurturing” and
“reporting” in generating positive impact on relationship outcome between company

and complainifg customers.
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