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Abstract

This research centers on service recovery and seeks to investigate how service recovery influences the experiential
value following the social customer shopping journey. A total of 243 valid questionnaires were gathered through
online questionnaires and pre-recorded interactive videos of the experiment. Participants were prompted to
immerse themselves in the scenario and respond to subsequent inquiries. The research revealed varying experience
values of service recovery based on different product types in instances where a smart speaker encounters a service
failure.
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1. Introduction

Advancements in science and technology, particularly in information technology, have provided
us with new problem-solving avenues. The rapid growth of artificial intelligence products, like
smart speakers, has led to the seamless integration of human interaction methods into our daily
routines. Through continuous engagement, these technologies can comprehend and adapt to
user behaviors, ultimately enhancing user experiences and offering numerous conveniences in
our lives (Peltier et al., 2023).

Over the last two decades, smart speakers have emerged as the auditory embodiment of
integrated artificial intelligence voice assistants. Through verbal communication with these
assistants, users can activate them using specific keywords, directing commands to be
processed and interpreted in designated locations. Subsequently, these assistants can grasp the
intent behind user commands and deliver tailored responses to fulfill individual needs
effectively (Shum et al., 2018). Presently, smart speaker voice assistants offer users the
capability to place coffee orders at Starbucks and facilitate online Uber bookings, enhancing
convenience in daily tasks.

However, owing to certain technical limitations, these smart speakers may still encounter errors,
potentially leading to disruptions in our routines. For instance, mispronunciations or
environmental noise can lead smart speakers to misinterpret user commands, causing incorrect
comprehension. This misinterpretation can result in service errors or outcomes vastly different
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from what users intended, ultimately culminating in a service failure. While existing research
primarily examines service failures in the restaurant industry (Lewis & McCann, 2004), retail
sector (Holloway & Beatty, 2003), and human and robotic services (Yang et al., 2022), there
remains a scarcity of studies investigating service failures attributable to artificial intelligence.

Therefore, this study primarily focuses on enhancing smart speaker services through
experimental design methods and situational models. It explores the variation in customer
experience value post-shopping journey with smart speakers, incorporating product types as
intervening variables. The aim is to investigate the influence of different product types on the
experience value within the context of smart speaker service recovery.

2. Literature Review

Virtual assistant-enabled smart speakers like Amazon Echo and Google Home have garnered
significant popularity. These devices feature voice recognition systems that allow users to
engage with the speaker in real-time, accessing instant information and enabling remote voice
control for task execution (Yoon et al., 2022). This confluence of features has coined the term
"intelligent voice assistant speaker" (K. Lee et al., 2020). Moreover, smart speakers have started
collaborating with external services like car-sharing services such as Uber and Grab, as well as
Voice Banking by Capital One, enhancing the overall user experience by adding experiential
value (Benlian et al., 2020).

Smart speakers are emerging as a fresh channel for customer-business interactions. Research
suggests that cognitive information strategies prove successful with smart speakers; however,
the key aspect of marketing via smart speakers lies in delivering valuable information to the
user (Smith, 2020). As an instance, Amazon developed a voice application for its smart speaker
Alexa, enabling consumers to utilize smart assistants for tasks like acquiring information and
making product purchases. This technological innovation not only benefits customers by
enhancing their shopping experience but also aids enterprises in gathering valuable data to offer
tailored product recommendations through smart speakers in subsequent interactions.

Holbrook and Schindler (1994) defined experience value as the customer's perception and
preference for product attributes or service performance. They highlighted that value can be
augmented, and consumer objectives can be attained through interactive processes. Holbrook
and Schindler (1994) defined experience value as the customer's perception and preference for
product attributes or service performance. They highlighted that value can be augmented, and
consumer objectives can be attained through interactive processes. Okazaki (2009) emphasizes
that social influence factors within virtual communities have a positive impact on customers'
willingness and intention to participate. Leveraging big data to track customer purchases, smart
speakers can introduce products and services aligned with customer preferences, creating
tailored interaction models for varying customer segments.

Nevertheless, owing to constraints related to system interface, robots and artificial intelligence
excel in addressing intricate cognitive challenges within service domains but fall short when it
comes to tasks demanding emotional and social skills (Wirtz et al., 2018), thereby leading to
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inevitable service failures (Honig & Oron-Gilad, 2018). Service failure is characterized by a
company's inability to deliver services that align with a customer's criteria or expected level of
service, resulting in unmet customer expectations during service provision (Brodie et al., 2011).
With the rise of service robots alongside human involvement in recent years, errors in service
have become increasingly attributed to these robots as well, contributing to inevitable service
inaccuracies (Pinillos et al., 2016).

Many companies have adopted the creation of detailed action plans aimed at resolving issues,
transforming negative perceptions regarding customer discontent, and securing customer
loyalty through service recovery as a pivotal crisis management strategy (Boshoft, 1997). When
confronted with service breakdowns, numerous businesses frequently employ established
internal communication protocols to address service issues, including strategies like
acknowledging errors, offering apologies, issuing discounts, providing extra services, and more
(Hoffman et al., 1995). For many companies, promptly recognizing and apologizing for
problems represents the simplest and most impactful approach to implementation, as noted by
Tax et al. (1998). Robots in service recovery have increasingly adopted humorous
communication as a vital trait (Tay et al., 2016). Among these, self-defeating humor stands out
as the predominant form, employing self-deprecation to humorously critique oneself or
highlight personal shortcomings, thereby diminishing awkwardness. Consequently, this study
will center on exploring the use of self-deprecating humor as a means to endear oneself to others
by playfully embracing weaknesses and making jokes.

Prior research has underscored the significance of "product type" as a crucial determinant in
service recovery strategies. Holthower and van Doorn (2023) specifically highlights the role of
service robots in mitigating service-related awkwardness based on the particular product
involved. In the context of functional products that prioritize product functionality and service
utility, smart speakers have the potential to enhance customer relations significantly. Smart
speakers can swiftly address and resolve product issues in real time, offering apologies to
customers for any inconvenience caused, as noted by Davidow (2003). Conversely, consumers
exhibit a heightened focus on emotions and feelings when acquiring hedonic products,
emphasizing the significance of emotional experiences during the consumption of such
products. Xu et al. (2018) suggested humor as a vital human element that fosters positive
attitudes. They posited that the interplay of humor and self-deprecation could uplift consumer
emotions and effectively mitigate negative perceptions of brand errors. Consequently, we can
formulate the following hypotheses:

Hypothesis 1: The experience value of service recovery varies when a smart speaker encounters
a service failure under different product types.

Hypothesis 1A: For functional products, smart speakers offer a higher experience value by
using standardized communication as service recovery rather than humorous approaches.

Hypothesis 1B: For hedonic product, smart speakers offer a higher experience value by using
humorous approaches as service recovery rather than standardized communication.
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3. Research Method

Experimential design. This study adopts the method of interactive situation simulation,
including two types of service recovery (standardized communication /humorous
communication), and two types of products (functional /hedonic).It is result in a total of four
groups (2x2) of experimental videos. Therefore, the samples in this study are randomly divided
into four groups.

Scenario of service failure: A service failure occurs when a service provider fails to meet the
expectations of the service recipient (Zeithaml et al., 1990). This can manifest as the enterprise's
inability to deliver the necessary service, deviations from standard procedures, delays, or
providing service below acceptable levels due to various factors (Bitner et al., 1990). Therefore,
this scenario design will focus on the service below acceptable levels. When smart speakers
serve customers, they misunderstand customer needs and provide wrong products and
information to customers, resulting in customer dissatisfaction.

Scenario of service recovery (standardized /humorous): When a service failure occurs, service
recovery is a specific action to resolve the problem, change the negative customer satisfaction,
and retain the customer(Zemke & Bell, 1990). Common service recovery is divided into four
steps: (1) identify the fault point (2) solve the customer's problem (3) communicate the
classification of service failures (4) consolidate information and improve overall service (Tax
et al., 1998). This scenario design focuses on the part of communication classification service
failures:

Humorous communication - the video mainly focuses on the interaction between smart speakers
and consumers. When consumers find service failure caused by product order item errors and
need to be remedied. Smart speakers communicate with consumers in a humorous and
interesting self-deprecating tone to alleviate consumer anger.

Standardized communication - the video mainly focuses on the service failure caused by
product order item errors during the interaction between smart speakers and consumers.
Customers need the service recovery. Smart speakers first confirm the problem and immediately
admit the mistake, and then use a standardized communication process to apologize to the
consumer in a humane way to alleviate consumer emotions.

Scenario of product types (functional /hedonic): The value proposition of the product can be
divided into functional and hedonic products (Dhar & Wertenbroch, 2000). Hedonic products
provide consumers with more experience, fun and stimulation, while functional products
mainly fulfill consumers with basic functions and needs (Holbrook & Hirschman, 1982). In this
scenario design, books with both functional and hedonistic types will be selected as
experimental products. Text books are representative of functional products for this experiment,
and comics are representative of hedonic products.

Sample and procedure. This study explores the service recovery of smart speakers influence
customer experience value under different product types. Four videos based on interactive
scenario simulations, and samples were randomly collected by distributing questionnaires on
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the Internet. After eliminating invalid questionnaires, such as extreme values and random
answers, there are 243 valid samples. The analysis will use SPSS statistical methods and
manipulation tests to verify the hypotheses. As for the descriptive statistics, there is 119 male
(49.0%) and 124 female (51.0%); the main age distribution is between 30~39 around 30.45%;
in terms of occupation, the service industry is the main group, with a total of 75 people,
accounting for 30.86%. To sum up, the collected samples are roughly in line with the original
target group of this study.

Measurement model assessment. All measures were adapted from literature, and we measured
each item with 7-point Likert-type scales ranging from 1 (strongly disagree) to 7 (strongly
agree). Product types was measured with 8 items and the Cronbach’s a is 0.814. Experiential
value was measured with 17 items and the Cronbach’s a is 0.916. The measurement model
assessment includes reliability and validity tests. As for the reliability, in line with Hair and
others (2019), all the Cronbach’s a is higher than 0.7. It means there is acceptable reliability. In
terms of measuring validity, this study uses the analysis method of construct validity and uses
composition reliability (Composite Reliability, CR) and average variance extracted (Average
Variance Extracted, AVE) as judgment indicators. CR can test internal consistency reliability
and it must be higher than 0.6 (Hair et al., 2019). As for the convergent validity, the AVE must
be higher than 0.5 as well (Fornell & Larcker, 1981). The results of the validity analysis shows
that the CR is between 0.878 and 0.917, and the AVE is between 0.439 and 0.644. Hence, those
are meeting the threshold suggested by the scholar.

4. Finding and Discussion

The research uses single variance analysis by SPSS general linear model to discuss the
hypotheses. First, research on hypothesis 1 is to explore whether experience value of service
recovery varies when a smart speaker encounters a service failure under different product types.
As a result, there is an impact through different types of service recovery to experiential value
of different product types (F=34.846, P=0.00). Therefore, Hypothesis 1 is supported (see
Figure 1).
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Figure 1. The result of Hypothesis 1

Assuming that the H1 A product is a functional product, the smart speaker has better experience
value when a service recovery is standardized communication rather than humorous
communication. As shown in the results of Figure 1, functional products (blue line) have higher
experiential value under standardized communication (recovery mode 2) than humorous
communication (recovery method 1). To sum up, the hypothesis 1a is supported.

Assuming that the H1B product is a hedonic product, the smart speaker has better experience
value when a service recovery is humorous communication rather than humorous standardized
communication. As shown in the results of Figure 1, hedonic products (green line) have higher
experiential value under humorous communication (recovery mode 1) than standardized
communication (recovery method 2). Consequently, the hypothesis 1b is supported.

5. Conclusion

This study used pre-filmed situational videos and online questionnaires to explore the three-
factor relationship between experiential value, service recovery, and product type in the context
of service failures made by smart speakers. The results show that in the case of service failures
for different product types, different service recovery needs to be used to improve the
experience value. When the product is functional, standardized communication as a service
recovery can bring consumers better experience value. Because standardized communication is
more humane and formally provides product information, it is better to meet the needs of
consumers who pay more attention to the functional level of the product. On the contrary, when
consumers purchase a hedonistic product, they more focus on feelings and entertainment. Smart
speakers can bring better experience value to consumers by using humorous communication to
stimulate positive emotions as a service recovery.
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Implications for theory. With the advancement of science and technology, the development of
smart products is becoming more and more popular. Many people are gradually adopting smart
devices in their daily lives to improve convenience and efficiency. Among them, smart speakers
are widely used, because people can interact with them through dialogue and get a quick
response. In academic research on smart speakers, most of them focus on the discussion of the
interaction between people and smart speakers. However, in terms of service failure, the
existing literature mainly focuses on human or robotic service failure in the catering and hotel
industry (Lewis & McCann, 2004) and the retail industry (Holloway &Beatty, 2003). Therefore,
this study tries to give information about how to address service failure of smart speakers by
combining two types of service recovery (humorous communication and standardized
communication) and two types of products (functional and hedonistic). The study concludes
that the recovery modes and product types have an interactive effect on the experience value
when the smart speaker makes a service failure.

Implications for practice. According to the findings of this study, we suggest practical insights
for enterprises and practitioners in the smart speaker industry. These recommendations aim to
assist companies in making informed decisions regarding product development, service
delivery, and enhancing user experience. The various product types suggested in this study
exhibit an interactive effect when employing different communication methods for service
recovery. Consequently, it is evident that enterprises can develop tailored smart speaker service
recovery strategies based on the distinct product characteristics to enhance customer
satisfaction and loyalty. For instance, in the case of functional products, customers prioritize
practicality and performance. Regarding smart speaker service recovery, enterprises can offer
precise and detailed technical support communication methods tailored to these products to
address any customer issues effectively. Furthermore, offering advice and recommendations on
product usage through smart speakers can enhance product efficiency and boost customer
satisfaction. When it comes to hedonic products, customers focus on the entertainment and
emotional value that the product provides. Regarding smart speaker service recovery,
businesses can address customers' emotional product needs by delivering tailored product
suggestions and engaging interactions. Furthermore, smart speakers can offer entertainment
content or activity details related to the product to deepen the emotional bond customers have
with it, ultimately fostering brand loyalty.

This study employs the Google Nest Mini as the experimental device. Nevertheless, the market
offers alternative smart speaker brands like Apple HomePod mini, Amazon Alexa, and Xiaomi
Xiaoai. Moreover, variations in language usage and participants’ familiarity with specific
brands could influence their preconceived notions, potentially resulting in deviations in the
outcomes. In future research, scholars can use different brands of smart speakers to conduct
experiments to increase the diversity of research.

The gap between the film simulation situation and reality. Due to time and space constraints,
this experiment was designed with the pre-recording of four situational videos. Participants
were asked to imagine themselves experiencing the purchasing scenario while performing the
experiment. This method may not fully capture the authentic purchasing experience or the true
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interactive effects of communicating with a smart speaker, potentially influencing participants'
responses in the questionnaire, for instance: not being able to experience the true tone of the
smart speaker's voice or answer and purchase issues. In the future, if time and space allow, it is
recommended to have participants operate smart speakers in real-life scenarios to reduce
experiential biases. In cases where time and space constraints exist, it is suggested to pre-record
with Al voices or the originally selected smart speaker's tone effects to enhance vividness and
realism.

Different moderators. The moderator in this study is "product types". In future, scholars can
use different moderators to discuss possible linkage between service recovery and experiential
value.

References

Anderl, E., Schumann, J. H., & Kunz, W. (2016). Helping firms reduce complexity in
multichannel online data: A new taxonomy-based approach for customer journeys. Journal of
retailing, 92(2), 185-203.

Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service encounter: diagnosing
favorable and unfavorable incidents. Journal of marketing, 54(1), 71-84.

Boshoff, C. (1997). An experimental study of service recovery options. International Journal
of Service Industry Management, 8(2), 110-130.

Brodie, R. J., Hollebeek, L. D., Juri¢, B., & Ili¢, A. (2011). Customer engagement: Conceptual
domain, fundamental propositions, and implications for research. Journal of Service Research,
14(3), 252-271.

Buvat, J., Taylor, M., Jacobs, K., Khadikar, A., & Sengupta, A. (2018). Conversational
commerce: why consumers are embracing voice assistants in their lives. Capgemini Research
Institute.

Copeland, M. T. (1923). Relation of consumers' buying habits to marketing methods. Harvard
business review, 1(2), 282-2809.

Davidow, M. (2003). Organizational responses to customer complaints: What works and what
doesn’t. Journal of Service Research, 5(3), 225-250.

Dhar, R., & Wertenbroch, K. (2000). Consumer choice between hedonic and utilitarian goods.
Journal of marketing research, 37(1), 60-71.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of marketing research, 18(1), 39-50.

Hamilton, D., McKechnie, J., Edgerton, E., & Wilson, C. (2021). Immersive virtual reality as
a pedagogical tool in education: a systematic literature review of quantitative learning outcomes
and experimental design. Journal of Computers in Education, 8(1), 1-32.

Hoffman, K. D., Kelley, S. W., & Rotalsky, H. M. (1995). Tracking service failures and
employee recovery efforts. Journal of services marketing, 9(2), 49-61.

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption:
Consumer fantasies, feelings, and fun. Journal of consumer research, 9(2), 132-140.

F M I = ho | 1182

Training
FORUM MANAJEMEN & Research
INDONESIA Institute -
JERAMBA ILMU SUKSES

Published by:



International Conference of I COI

Olrganizaltiomal Innovation 2024 2024

® e-ISSN: 3064-6030
Proceedings FMI, Vol 1
23-25 July 2024

Holbrook, M. B., & Schindler, R. M. (1994). Age, sex, and attitude toward the past as predictors
of consumers’ aesthetic tastes for cultural products. Journal of marketing research, 31(3), 412-
422.

Holloway, B. B., & Beatty, S. E. (2003). Service failure in online retailing: A recovery
opportunity. Journal of Service Research, 6(1), 92-105.

Holthower, J., & van Doorn, J. (2023). Robots do not judge: service robots can alleviate
embarrassment in service encounters. Journal of the academy of marketing science, 51(4), 767-
784.

Hong, Y., Chen, P.-Y., & Hitt, L. M. (2012). Measuring product type with dynamics of online
product review variance. Implications for Research and Practice, Proceedings of the 33rd
International Conference on Information Systems (ICIS), Orlando, FL,

Honig, S., & Oron-Gilad, T. (2018). Understanding and resolving failures in human-robot
interaction: Literature review and model development. Frontiers in psychology, 9, 861.

Lam, L. W. (2012). Impact of competitiveness on salespeople's commitment and performance.
Journal of Business Research, 65(9), 1328-1334.

Lewis, B. R., & McCann, P. (2004). Service failure and recovery: evidence from the hotel
industry. International journal of contemporary hospitality management, 16(1), 6-17.

Lu, M., Fengjun, L., Shen, D., & Yijun, Z. (2021). Influence of network celebrity live broadcast
on consumers' virtual gift consumption from the perspective of information source
characteristics. Management Review, 33(5), 319.

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value: conceptualization,
measurement and application in the catalog and Internet shopping environments. Journal of
retailing, 77(1), 39-56.

Mittal, M., & Manocha, S. (2023). " Alexa! What is Voice Commerce?" Examining Consumer
Behavior towards Voice Assistants. International Management Review, 19(2).

Peltier, J. W., Dahl, A. J., & Schibrowsky, J. A. (2023). Artificial intelligence in interactive
marketing: A conceptual framework and research agenda. Journal of Research in Interactive
Marketing(ahead-of-print).

Pinillos, R., Marcos, S., Feliz, R., Zalama, E., & Gémez-Garcia-Bermejo, J. (2016). Long-term
assessment of a service robot in a hotel environment. Robotics and Autonomous Systems, 79,
40-57.

Rofianto, W., Haque, M. G., Sunarsi, D., Purwanto, A., & Sapari, H. S. H. (2021). Cultural
product branding, antecedents, and its implications: a study on the context of indonesian batik.
International Journal Of Social, Policy And Law, 2(2), 37-46.

Shannon, C. E. (1948). A mathematical theory of communication. The Bell system technical
journal, 27(3), 379-423.

Shengyuan, W., & Jianglin, H. (2022). Influence mechanism of different types of e-commerce
streamer attributes on consumers’ purchase: Based on grounded theory and text analysis.

F M I = | 1183

Training
FORUM MANAJEMEN & Research
INDONESIA Institute -
JERAMBA ILMU SUKSES

Published by:



International Conference of I COI

Olrganizaltiomal Innovation 2024 2024

® e-ISSN: 3064-6030
Proceedings FMI, Vol 1
23-25 July 2024

Journal of Beijing University of Posts and Telecommunications (Social Sciences Edition),
24(2), 104,

Shum, H.-Y., He, X.-d., Li, D., Shum, A. H.-y., He, A. X.-d., & Di Li, A. (2018). M Eliza %I
/IR A A S E LR AN FIALE RNk EL. Frontiers, 19(1), 10-26.

Tax, S. S., Brown, S. W., & Chandrashekaran, M. (1998). Customer evaluations of service
complaint experiences: implications for relationship marketing. Journal of marketing, 62(2),
60-76.

Tay, B. T., Low, S. C., Ko, K. H., & Park, T. (2016). Types of humor that robots can play.
Computers in human behavior, 60, 19-28.

Vijayasarathy, L. R. (2002). Product characteristics and Internet shopping intentions. Internet
research, 12(5), 411-426.

Wirtz, J., Patterson, P. G., Kunz, W. H., Gruber, T., Lu, V. N., Paluch, S., & Martins, A. (2018).
Brave new world: service robots in the frontline. Journal of Service Management, 29(5), 907-
931.

Yang, H., Xu, H., Zhang, Y., Liang, Y., & Lyu, T. (2022). Exploring the effect of humor in
robot failure. Annals of Tourism Research, 95, 103425.

Yoon, S.-H., Park, G.-Y., & Kim, H.-W. (2022). Unraveling the relationship between the
dimensions of user experience and user satisfaction: a smart speaker case. Technology in
Society, 71, 102067.

Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1990). Delivering quality service: Balancing
customer perceptions and expectations. Simon and Schuster.

Zemke, R., & Bell, C. (1990). Service recovery: Doing it right the second time. Training: the
Magazine of Human Resources Development, 27(6), 42-49

Zemke, R., & Bell, C. (1990). Service recovery: Doing it right the second time. Training: the
Magazine of Human Resources Development, 27(6), 42-49.

Copyrights

Copyright for this article is retained by the author(s), with first publication rights granted to the
journal.

This is an open-access article distributed under the terms and conditions of the Creative
Commons Attribution license (http://creativecommons.org/licenses/by/4.0/)

F M I = B | 1184

Training
FORUM MANAJEMEN & Research
INDONESIA Institute -
JERAMBA ILMU SUKSES

Published by:



