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A STUDY ON CONSUMER BEHAVIOR POST ONLINE SERVICE FAILURE: 

EXPLORING THE ROLE OF SOCIAL MEDIA 

 

Abstract 

Internet has transformed the way companies conduct and market their business. The concentration 

has now shifted from traditional retailing to technology based online retailing. Service quality such 

as on-time delivery, ease of website navigation has recently gained attention in online 

environment. If the quality of service offered is less than the adequate service expected by the 

customer, there exists a mismatch in actual and desired service which is termed as service failure. 

It leads to customer dissatisfaction and might force customers to switch resulting in revenue loss 

to the service provider.  

Companies are coming up with innovative business models for online retailing to attract more 

customers. Online flash sales are a recent phenomenon where the vendor offers discounts online 

for a short time window. Online flash sales have faced wide discontent due to service failures at 

the pre-purchase stage. Social media has gained centre stage where participants after experiencing 

service failure share their bad experiences online. Failure of service leads to significant costs to 

the firm, such as negative word-of-mouth (WOM) and decrease in purchase intention.  

I aim to understand the role of social media in negative WOM propagation and the process of 

failure attribution in online flash sale. Scant literature was found in this context and hence 

undertake a two prong study to explore the phenomenon. In the first study, I examine consumer-

consumer (sender-receiver dyad) interaction on social media post service failure in an online flash 

sale backdrop. Specifically, I investigate the impact of interpersonal and non-interpersonal WOM 

characteristics of the dyad on receiver’s WOM transmission. I also look at the moderating effect 
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of service provider’s responsiveness in the propagation of WOM. Results of this study show 

community engagement, dispersion, valence, and homophily are predictors of WOM propagation. 

Moreover, service provider responsiveness plays an important role in curbing negative effect of 

positive dispersion. 

In the second study, using attribution theory I examine how the attribution of service failure by 

consumer takes place in online purchase and its impact on re-participation intention. The findings 

show that internal locus of attribution has more negative impact on re-participation intention as 

opposed to external locus of attribution. Secondly, for a deal prone consumer, negative past 

emotion decreases intention to participate in online flash sale. The study has implications for the 

service provider as they can use social media for pre-crises management.  

Keywords: Service failure, Social media, Attribution Theory, Word-of-Mouth, Electronic-

commerce, Flash Sales 
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