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1. Introduction

ABSTRACT

Purpose: This study aims to examine the effect of failure severity on
consumer evaluation in the food and beverage industry by analyzing the
roles of perceived responsibility, consumer forgiveness, and repurchase
intention.

Research Method: This study employed a quantitative experimental design
with scenario-based stimuli representing high and low failure severity. Data
were collected through a survey of university students in Indonesia using
non-probability purposive sampling. The study examined the relationships
among failure severity, perceived responsibility, consumer forgiveness, and
repurchase intention. Data were analyzed using Multivariate Analysis of
Variance (MANOVA) and Partial Least Squares Structural Equation Modeling
(SEM-PLS).

Results and Discussion: The findings indicate that failure severity
significantly influences consumer responses across cognitive, affective, and
behavioral dimensions. Higher failure severity increases perceived
responsibility, decreases consumer forgiveness, and reduces repurchase
intention. Perceived responsibility has a positive and significant effect on
consumer forgiveness, suggesting that responsibility acknowledgment may
signal accountability. Consumer forgiveness also positively affects
repurchase intention, indicating that emotional recovery is important in
restoring future purchasing behavior.

Implications: Firms should manage severe service failures through timely,
transparent, and accountable recovery strategies to rebuild trust and
encourage repurchase intention.

Originality: This study contributes to attribution theory by integrating
perceived responsibility, consumer forgiveness, and repurchase intention
into the evaluation of service failure.

Keywords: failure severity; perceived responsibility; consumer forgiveness;
repurchase intention; food and beverage industry.

A brand crisis refers to an unexpected negative event that creates a perception of threat toward a brand,

potentially damaging its relationship with consumers and lowering their evaluations of the brand (Claeys

& Coombs, 2020; Coombs, 2004,

2007; Coombs & Holladay, 2002; Coombs & Tachkova, 2018). Such

crises may arise from a combination of technical failures, employee behavior, and consumer

expectations (Coombs, 2007). Technical failures may include product-harm incidents, service system
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errors, or quality defects that directly harm consumers and diminish brand evaluations (Klein & Dawar,
2004). This issue poses a serious challenge to business sustainability, particularly in the Food and
Beverage (F&B) industry.

The Food and Beverage (F&B) industry is a strategic sector that significantly contributes to
Indonesia’s national economy. According to the official report from Statistics Indonesia (BPS) for the
second quarter of 2025, the accommodation and food service sector recorded a year-on-year growth
rate of 8.04%, making it one of the best-performing sectors among service industries (Badan Pusat
Statistik Indonesia, 2025). This growth indicates rising consumer spending, particularly in the culinary
sector, reflecting a stable short- to medium-term outlook, as it fulfills basic societal needs (Vina, 2025).
Despite this growth, the F&B industry faces substantial challenges, including intense competition,
inefficiencies, environmental concerns, and vulnerability to crises (Hasibuan, 2015; Setiawan, 2019;
Zakiyyah & Fadah, 2020).

To understand brand crisis dynamics, brands must recognize that the intensity of consumer
reactions largely depends on the severity of the failure (Lazarus, 1991; Smith et al, 1999). Failure severity
is defined as the extent to which consumers perceive a failure as a loss (Gelbrich & Roschk, 2011).
According to Lazarus (1991), the greater the gap between expectations and actual experiences, the
stronger the negative emotional responses, making post-crisis behavioral recovery more difficult (Cho
etal, 2017; Moors, 2017). Failure severity is generally categorized into two levels: high and low (Gelbrich
& Roschk, 2011; Smith et al,, 1999; Weun et al.,, 2004).

Situations involving high failure severity tend to intensify consumers’ attribution of
responsibility toward service providers (Castillo et al,, 2026; S. Kim et al,, 2025). Prior studies consistently
show that the severity of failure plays a critical role in shaping consumers’ attributions of responsibility.
The higher the perceived severity, the greater the responsibility assigned to the brand, leading
consumers to place stronger blame on the company (Castillo et al, 2026). In service recovery contexts,
high failure severity further strengthens perceived responsibility, meaning that consumers are more
likely to hold companies accountable when the consequences of the failure are more severe (La & Choi,
2019).

Moreover, high failure severity is associated with stronger negative emotional and behavioral
responses. These responses are often driven by consumer attributions, when the perceived failure is
more severe, negative reactions intensify, and expectations for the brand to take responsibility become
higher (Sarkar et al, 2021; Tengilimoglu, 2025). In line with this, consumers experiencing high failure
severity also develop higher expectations regarding responsibility and service recovery efforts, as they
perceive the brand as more at fault. Consequently, achieving consumer forgiveness becomes more
difficult (Song et al, 2025). In contrast, under low failure severity, consumers tend to regulate their
negative emotions more quickly and engage in cognitive reappraisal, reinterpreting the situation more
rationally, making forgiveness easier to achieve (Struthers et al, 2008). However, in high-failure-severity
situations, consumers are more likely to experience intense emotions such as anger, disappointment, or
fear, making forgiveness difficult even when the brand offers an apology (Gelbrich & Roschk, 2011).

Failure severity also influences repurchase intention. In cases of low failure severity, consumers
who forgive the brand are more likely to increase their repurchase intention, as they perceive the
incident as tolerable (Patterson et al, 2006). Conversely, in high-failure-severity situations, forgiveness
alone is often insufficient to restore repurchase intention, as consumers continue to perceive risk and
experience a loss of trust, making them more cautious in their future purchase decisions (Tengilimoglu,
2024). In this context, consumer forgiveness serves as a psychological mechanism that links consumers’
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evaluations of the brand'’s response to subsequent behavioral decisions, such as repurchase intention
(Ran et al, 2016; C. Wei et al, 2020). Consumers who reach a level of forgiveness are more likely to
reduce their desire to punish the brand and remain open to maintaining a long-term relationship
(Tsarenko & Tojib, 2015). Repurchase intention becomes vulnerable because consumers directly assess
whether the brand remains trustworthy and whether the perceived risk of repurchasing is still acceptable
(Guang et al,, 2021; Halima et al, 2021). When consumers experience negative outcomes or feel harmed,
they tend to reduce their repurchase intention as a protective mechanism against future risks (Chaudhuri
& Holbrook, 2001).

While previous research has acknowledged the importance of failure severity in shaping
consumer responses and responsibility attribution, most studies have examined these relationshipsin a
fragmented manner, focusing separately on cognitive evaluations, emotional reactions, or behavioral
outcomes. However, in the context of a brand crisis, consumer responses represent an integrated
process involving cognitive, affective, and conative stages simultaneously. Furthermore, prior research
remains limited in explaining how the attribution of responsibility influences consumers' psychological
processes, ultimately affecting consumer forgiveness and repurchase intention, particularly in the Food
and Beverage industry, which is highly vulnerable to service-related crises.

To address this gap, this study integrates attribution theory (Weiner, 1986) with the cognition-
affect-conation model (Lavidge & Steiner, 1961) to provide a more comprehensive understanding of
how consumers process service failure experiences. This integration explains how the attribution of
responsibility, as a cognitive evaluation, triggers emotional responses that subsequently influence
behavioral decisions, such as forgiveness and repurchase intention. Thus, this study not only examines
relationships between variables in isolation but also explores the underlying psychological mechanisms
of consumer responses to brand crises in a more holistic manner.

This study offers both theoretical and practical contributions. Theoretically, it enriches the
literature on service failure and brand crisis by integrating two major theoretical frameworks that have
rarely been combined in prior research, and provides deeper insights into the role of attribution in
consumer psychological processes. Practically, the findings are expected to offer valuable implications
for industry practitioners, particularly in the F&B sector, in designing more effective service recovery
strategies by considering failure severity and how consumers form perceptions of responsibility,
emotional response, and subsequent behavioral decisions following service failures.

The remainder of this paper is organized as follows. Section 2 provides a literature review and
hypothesis development. Section 3 presents the research method and design. Section 4 provides the
results and discussion. Section 5 Concluding Remarks and Recommendations.

2. Literature Review and Hypothesis Development

2.1 Attribution Theory

Attribution Theory explains how individuals interpret the causes of events and how these interpretations
influence their emotional and behavioral responses (Weiner, 1986). Attribution refers to an individual’s
cognitive assessment or judgment regarding the causes of a particular event or situation (Weiner, 1986).
This theory emphasizes that when a failure or violation occurs, individuals actively engage in an
attribution process to determine who is responsible for the event and the extent to which the outcome
could have been controlled or prevented (Weiner, 1986). This attribution process subsequently serves
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as the basis for the formation of moral evaluations, negative emotions, and behavioral responses toward
the party perceived as responsible for the failure.

Attribution theory (Weiner, 1986) focuses on how individuals interpret the causes of events and
how these interpretations influence emotions, motivations, and behaviors. The theory emphasizes three
causal dimensions: locus of causality (internal vs. external causes), stability (whether the cause is
consistent over time), and controllability (whether the cause is under someone's control) (Brun et al.,
2021; Reisenzein, 2014; Yao & Siegel, 2021). The attribution of responsibility significantly influences
consumer perceptions and reactions during crisis situations. When a brand is perceived as responsible
for a crisis, it tends to evoke negative emotions, such as anger, and diminish consumer trust (Chon &
Fondren, 2019; J. W. Kim et al, 2024; Yao & Siegel, 2021). Conversely, attributing responsibility to
external or uncontrollable factors can mitigate blame and negative outcomes (Ji, 2023; Lee & Jahng,
2020). Responsibility attributions directly affect emotions such as sympathy, anger, and guilt, which in
turn influence behaviors like helping, punishing, or withholding support (Sperry & Siegel, 2013).

Attribution theory suggests that failures with high severity are often associated with critical and
harmful errors, leading to more intense negative evaluations and responses, whereas failures with low
severity are more likely to be perceived as less threatening and relatively harmless (Graham, 2020; Mori
et al, 2011; Wei & Ariffin, 2022). Service providers should prioritize more comprehensive and well-
structured recovery strategies in situations involving high failure severity, as such failures tend to
increase perceived responsibility and trigger stronger negative consumer responses (Chang et al,, 2015;
Sidhu et al, 2023; Wei & Ariffin, 2022). In these cases, recovery efforts should focus on reducing
consumers’ perceptions of responsibility by demonstrating that the failure was not entirely controllable
or stable. In contrast, for low failure severity, relatively simple and prompt recovery efforts may be
sufficient, as consumers are more likely to exhibit greater forgiveness and maintain their intention to
repurchase.

2.2 Repurchase Intention

Repurchase intention refers to a consumer’s likelihood or willingness to purchase a product or service
again based on prior experiences, satisfaction, and other influencing factors. It also reflects the tendency
toward repeated purchasing behavior among consumers who demonstrate commitment to a particular
product or brand (Kavitha et al, 2025; Sugito et al, 2018). It is also described as a behavior driven by
satisfaction with previous purchases, where positive experiences encourage customers to rebuy (Cuong,
2022). Repurchase intention is influenced by factors such as attitudes formed from past experiences,
perceived barriers to switching, variety-seeking tendencies, and cultural differences (Al-Wegaiyan,
2005).

Severe failures tend to amplify negative emotions and dissatisfaction, which can reduce
repurchase intentions unless effective recovery strategies are implemented (Soares & Proencga, 2014;
Ulker & Karamustafa, 2024). Severe crises, such as food safety scandals or other service failures within
the food and beverage industry, tend to evoke stronger negative consumer reactions, including disgust
and immorality judgments, which significantly reduce repurchase intention (Roy et al, 2018; Yu et al,
2021). Low-severity crises tend to have a weaker negative effect on repurchase intention. Consumers
may be more forgiving, especially if the brand employs effective recovery strategies (Istanbulluoglu &
Sakman, 2024; Yu et al, 2023).
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Repurchase intention is a crucial aspect of consumer behavior that reflects a customer's
likelihood to buy a product or service again after their initial purchase. The severity of service failure
impacts forgiveness and subsequent repurchase intentions. Severe failures tend to decrease forgiveness
willingness, but effective recovery strategies can mitigate this effect and restore repurchase intentions
(N. Kim & Ulgado, 2012; Soares & Proencga, 2014; Tengilimoglu, 2025). Additionally, consumer
forgiveness plays a significant role in shaping repurchase intention, especially in contexts involving
service failures or negative experiences (Honora et al, 2024; Lee et al, 2020). When consumers are
willing to forgive, the negative impact of service failures can be mitigated and increasing the likelihood
of continued purchase behavior.

2.3 Failure Severity

Failure severity refers to the extent to which consumers perceive a service failure as serious or impactful
(Weun et al.,, 2004). Failure severity is understood as a subjective evaluation of the perceived impact, in
which low failure severity refers to relatively minor failures with minimal consequences, whereas high
failure severity refers to incidents perceived as serious or harmful, both emotionally and functionally
(Smith et al, 1999). It significantly influences consumer evaluations, emotional responses, and
subsequent behaviors (Sidhu et al, 2023; Sofia et al, 2023). More severe failures are associated with
stronger negative emotions, such as dissatisfaction and anger (Tengilimoglu, 2025; Tran et al, 2016;
Weun et al, 2004). Higher failure severity amplifies negative emotions such as dissatisfaction, regret,
and disappointment, which in turn influence behavioral outcomes (Cho et al, 2017; Riaz & Khan, 2016;
Tengilimoglu, 2025).

Failure severity is considered an important factor because it determines how consumers
interpret a failure, shape their expectations regarding the brand'’s responsibility, and influence the extent
to which the relationship recovery process with consumers can occur (Gelbrich & Roschk, 2011). Process
failures and outcome influence how responsibility is perceived. Severe process failures often require
specific corrective actions to reduce perceived responsibility (Zhang et al, 2025). When customers have
high expectations of service quality, severe failures result in stronger negative reactions and higher
responsibility attribution (Choi & Mattila, 2008; La & Choi, 2019). When failures are severe, customers
expect greater justice, and failure to meet these expectations leads to stronger negative emotions and
blame (Chen et al,, 2021; La & Choi, 2019; Sidhu et al, 2023).

Conversely, low failure severity may reduce the provider's perceived responsibility, as the impact
of the failure is less significant (Cho et al, 2017; C.-Y. Wang et al, 2009). Low failure severity tends to
elicit weaker emotional responses, such as regret or disappointment, which, in turn, reduce the
likelihood that customers attribute responsibility to the provider (Cho et al,, 2017; Ulker & Karamustafa,
2024). This suggests that perceived responsibility can be managed effectively in low-severity contexts.
In this study, failure severity can be regarded as an important antecedent of perceived responsibility, as
differences in the magnitude of failure shape consumers’ judgments.

H1: High failure severity has a stronger positive effect on perceived responsibility than low failure severity.

Severe failures negatively impact forgiveness intentions, as they amplify perceived betrayal and
emotional harm. Low failure severity is consistently associated with higher consumer forgiveness. Lower
failure severity is associated with higher forgiveness intentions, as severe failures tend to negatively
impact forgiveness (Riaz & Khan, 2016; Tengilimoglu, 2025; Tsarenko & Tojib, 2015). Low failure severity
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is positively correlated with consumer forgiveness, as consumers perceive less betrayal and emotional
harm in such cases (Fan et al, 2026; Liu et al, 2025; Tengilimoglu, 2025; Tsarenko & Tojib, 2015).
Emotional harm plays a critical role in forgiveness. In cases of low-severity failures consumers are more
forgiving, especially when recovery efforts are perceived as fair or involve emotional support (Fan &
Zheng, 2006; Honora et al, 2024; Tengilimoglu, 2025). Conversely, high failure severity tends to reduce
forgiveness and increase negative reactions, such as intentions to retaliate (Riaz & Khan, 2016;
Tengilimoglu, 2025). In this study, failure severity is considered an important antecedent of consumer
forgiveness, as differences in the magnitude of failure shape consumers’ emotional evaluations and
willingness to forgive.

H2: Low failure severity has a stronger positive effect on consumer forgiveness than high failure severity.

Failure severity also influences repurchase intention. Under low failure severity, consumers who have
forgiven the brand are more likely to exhibit higher repurchase intention, as they perceive the incident
as tolerable and manageable (Patterson et al, 2006). At low failure severity, consumers are less
dependent on responsibility and may still exhibit repurchase intentions (Kim & Ulgado, 2012; Sidhu et
al, 2023; Silalahi et al, 2024). Low-severity failures may not evoke strong dissatisfaction, meaning
customers are less likely to switch or spread negative, which could indirectly support repurchase
intentions (Cho et al, 2017; Gurler & Erturgut, 2024). This suggests that minor failures are perceived as
tolerable, allowing for repurchase behavior. Conversely, high failure severity directly reduces repurchase
intentions by increasing dissatisfaction and negative emotions. Customers who perceive a failure as
severe are less likely to repurchase from the service provider (Abdelkader Ali et al, 2026; Swanson &
Hsu, 2011). High failure severity is associated with stronger negative emotions, which further reduce
repurchase intentions and increase the likelihood of revenge behaviors, such as discouraging others
from using the service (Abdelkader Ali et al,, 2026; Tengilimoglu, 2025). In this study, failure severity can
be regarded as an important antecedent of repurchase intention, as differences in the magnitude of
failure shape consumers’ evaluations, emotional responses, and future purchase decisions.

H3: Low failure severity has a stronger positive effect on repurchase intention than high failure severity.

2.4 Perceived Responsibility

Perceived responsibility refers to an individual's belief or perception about their obligation or
accountability for a specific action, outcome, or situation. It often involves attributing responsibility to
oneself or others based on contextual factors, such as authority, social norms, or moral expectations
(Ashburn-Nardo et al, 2020; Brekke et al, 2010; Scholl et al, 2017). Perceived responsibility has a
negative effect on consumer forgiveness particularly in situations involving service or brand failures.
During crises, consumers expect brands to respond in ways consistent with their stated values and
commitments. When brands fail to meet these expectations, consumers tend to attribute greater
perceived responsibility to the brand, which in turn reduces their willingness to forgive (Ekizler et al,
2025; Santos & Casais, 2019).

When consumers perceive a brand or individual as responsible for a failure, their willingness to
forgive decreases. When consumers attribute a high level of responsibility to the brand, their empathy
toward the brand decreases, which in turn reduces consumer forgiveness (Chen et al,, 2022; Wei et al,
2020). This is because perceived responsibility amplifies blame, making it harder for consumers to
empathize or overlook the transgression (Chen et al, 2022; Wang et al,, 2025). In this study, perceived
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responsibility may be considered a significant predictor of consumer forgiveness, as consumers’
perceptions of accountability shape their emotional reactions and willingness to forgive.
H4: Perceived responsibility negatively affects consumer forgiveness.

2.5 Consumer Forgiveness

Consumer forgiveness is a psychological and behavioral process in which consumers overcome negative
emotions and judgments resulting from service failures or brand transgressions, thereby allowing them
to maintain or restore their relationship with the service provider or brand (Hur & Jang, 2019; Lee et al,
2020; Tsarenko & Tojib, 2015). Consumer forgiveness represents a psychological process in which
consumers choose to reduce negative emotions, such as anger, disappointment, and the desire to
punish, following a transgression committed by a brand (Fehr & Gelfand, 2010). In the relationship
between consumers and brands, consumer forgiveness serves as a form of emotion regulation that
helps individuals adaptively view the situation after experiencing dissatisfaction or perceived injustice
(Witvliet et al, 2020).

Consumer forgiveness involves emotional regulation and cognitive appraisal (Tsarenko & Tojib,
2015; Zourrig et al, 2009). Consumer forgiveness is crucial for service providers and marketers to repair
damaged relationships. Forgiveness can lead to positive behavioral intentions, such as a repurchase
decision (Hur & Jang, 2019). When consumers forgive a service failure, they are more likely to rebuild
trust with the service provider, which positively impacts their intention to repurchase (Han et al, 2018;
Wei et al, 2022). The service provider's acknowledgment of mistakes and willingness to take
responsibility have a positive effect on consumer forgiveness, which in turn increases repurchase
intentions. This relationship is stronger when the severity of the service failure is low (Salagrama et al,
2023; Wei et al, 2022). In this study, consumer forgiveness can be regarded as an important antecedent
of repurchase intention, as consumers’ ability to reduce negative emotions and restore positive
evaluations influences their willingness to continue purchasing from the brand.
H5: Consumer forgiveness has a positive effect on repurchase intention.

3. Research Method

This study employed a quantitative research approach using a field-based data collection method
conducted directly at public universities in Indonesia. The experimental design divided participants into
two treatment groups based on the severity of service failure scenarios: high and low. This grouping
was intended to examine differences in consumer responses under varying levels of perceived service
failure severity. The participants in this study were undergraduate students. The selection of
undergraduate students was based on methodological considerations, as this group tends to be
relatively homogeneous in age range, educational background, and cognitive ability (Briggs, 2020; Litten
et al, 2018; Satterwhite et al, 2009). Such homogeneity is beneficial in experimental research because
it helps reduce extraneous variation and increases internal validity (Cook & Rumrill Jr., 2005; Halperin et
al, 2015; Howell, 2006).

In this study, participants were exposed to experimental stimulus scenarios designed to
manipulate the severity of service failure. In the high-failure-severity condition, participants were
presented with a scenario in which a coffee shop made a critical error in preparing a product, resulting
in the consumer experiencing food poisoning and requiring hospitalization. This scenario represents a
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severe failure due to its significant negative consequences on the consumer’s health and safety. In
contrast, in the low failure severity condition, participants were given a scenario where the coffee shop
made a minor service error, specifically causing a delay in preparing the order, leading to the consumer
having to wait longer than expected. This scenario reflects a relatively mild failure with limited impact
on the consumer.

A minimum of 30 participants for each group was targeted, as this number represents the
minimum sample size commonly recommended in experimental studies to obtain more stable and
reliable results, generate data distributions that approximate normality, and facilitate the detection of
significant differences between treatment conditions (Gay et al, 2012). In total, this study included 144
participants, comprising 74 in the high failure severity group and 70 in the low failure severity group.

Data analysis was conducted using two statistical software programs. First, IBM SPSS Statistics
29 was used to perform Multivariate Analysis of Variance (MANOVA) in testing H1, H2, and H3,
particularly to identify differences between the two experimental groups across multiple dependent
variables. Second, SmartPLS 4 was employed to conduct Structural Equation Modeling (SEM-PLS) to test
H4 and H5, which examined the structural relationships among the research constructs.

Table 1. Sample Criteria

Criteria N %
Gender
Male 29 20.1%
Female 115 79.9%
Age (years old)
18 21 14.6
19 69 479
20 50 347
21 4 2.2
22 1 0.7

Source: primary data processed, 2024

By gender, the participants in this study were predominantly female: 115 of 144 (79.9%) were
female and 29 (20.1%) were male. By age, participants were largely 19 years old, totaling 69 individuals
(47.9%), followed by those aged 20 years, with 50 individuals (35.0%). Participants aged 18 years
accounted for 15 individuals (12.5%), those aged 21 years for 4 (2.1%), and those aged 22 years for 1
(0.7%), suggesting that most participants were in the age range of 19-20 years.

4. Results and Discussion

4.1 Analysis Results

Table 2 presents the results of Box's Test of Equality of Covariance Matrices for the three dependent
variables: perceived responsibility, consumer forgiveness, and repurchase intention. The significance
values for all variables are 0.065, which are greater than 0.05 (Hair et al,, 2019). According to Hair et al,
(2019), a non-significant Box's M test indicates that the variance—covariance matrices across groups can
be considered equal, meaning that the assumption of homogeneity of covariance matrices is satisfied.
Therefore, the MANOVA assumption of equal covariance matrices is met, suggesting that the
multivariate analysis can proceed without serious violations.
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Table 3 presents the hypothesis-testing results comparing the high- and low-failure-severity
groups across the three dependent variables. For H1, the mean score of perceived responsibility in the
high failure severity group (M = 10.973) is higher than that of the low failure severity group (M = 9.343).
The difference is statistically significant (F = 16.847, p < 0.001), indicating that consumers tend to
attribute greater responsibility to the company when service failure is perceived as more severe.
Therefore, H1 is supported. For H2, the mean score of consumer forgiveness in the high failure severity
group (M = 9.500) is lower than that of the low failure severity group (M = 10.543). The difference is
statistically significant (F = 10.727, p = 0.001), suggesting that more severe failures reduce consumers’
willingness to forgive the brand. Therefore, H2 is supported. For H3, the mean score of repurchase
intention in the high failure severity group (M = 10.216) is lower than that of the low failure severity
group (M = 11.243). The difference is also statistically significant (F = 11.822, p < 0.001), indicating that
severe service failures weaken consumers’ intention to repurchase. Therefore, H3 is supported.

Table 2. Result for Homogenity Test

Variable Box's Test of Equality of Covariance
Perceived Responsibility 0.065
Consumer Forgiveness 0.065
Repurchase Intention 0.065

Source: Data Processing with SPSS 29, 2026

Table 3. Result for MANOVA Test

Hyphotesis Mean F Sig. Description
H1 Tgﬂ: 19(.)'3%1733 16.847 <0.001 Supported
H2 Tg: 196?5?3 10.727 0.001 Supported
H3 TR: 1(1)512 11.822 <0.001 Supported

Source: Data Processing with SPSS 29, 2026
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Figure 1. Outer Model
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Based on Figure 1, the evaluation of the outer model indicates satisfactory measurement
quality. Following the recommendation of Hair et al, (2019), this study assesses the measurement model
using indicator loadings as the primary criterion for convergent validity; all loadings exceed the
recommended threshold of 0.70, ranging from 0.729 to 0.893. Specifically, the loadings for perceived
responsibility range from 0.872 to 0.893, consumer forgiveness range from 0.851 to 0.880, and
repurchase intention range from 0.729 to 0.864. According to Hair et al,, (2019), indicator loadings above
0.70 indicate that the construct explains more than 50% of the variance in its indicators, thereby
confirming adequate convergent validity, while consistently high loadings also reflect strong internal
consistency and reliability. Overall, these results suggest that the measurement model demonstrates
good validity and reliability, indicating that all constructs are well-established and suitable for further
structural model analysis.

Table 4. Results for Validity and Reliability

Variable Items A AVE CR

PR1 0.872

Perceived Responsibility PR2 0.893 0.773 0.910
PR3 0.884
CF1 0.851

Consumer Forgiveness CF2 0.880 0.748 0.889
CF3 0.867
RI1 0.729

Repurchase Intention RI2 0.864 0.630 0.835
RI3 0.812

Source: Data Processing With Smart PLS 4, 2026

Table 4 presents the results of the validity and reliability assessment for all constructs used in
this study. Convergent validity is evaluated using indicator loadings (A) and Average Variance Extracted
(AVE), while construct reliability is assessed using Composite Reliability (CR). All indicator loadings
exceed the recommended threshold of 0.70, indicating that each item adequately represents its
corresponding latent construct. In addition, all AVE values are above the minimum threshold of 0.50,
thereby confirming adequate convergent validity. Furthermore, all CR values exceed the recommended
threshold of 0.70, with some constructs exceeding 0.90, indicating very good internal consistency.
Overall, these results demonstrate that all constructs meet the criteria for validity and reliability,
suggesting that the measurement model is well-established and suitable for further structural model
analysis.

Table 5. Result for Hypothesis Testing by SEM-PLS

Path Influence B T-Statistics P-value Description
Perceived Responsibility > Consumer
Forgiveness
Consumer Forgiveness = Repurchase
Intention
Source: Data Processing With Smart PLS 4, 2026

0.704 16.481 0.000 Not Supported

0.585 11.131 0.000 Supported

Table 5 presents the results of hypothesis testing using the structural model. The results indicate
that all proposed hypotheses are supported. H4 shows that perceived responsibility has a positive and
significant effect on consumer forgiveness (B = 0.704, t = 16.481, p < 0.001), indicating that higher
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perceived responsibility increases consumers’ willingness to forgive. Furthermore, H5 shows that
consumer forgiveness has a positive and significant effect on Repurchase Intention (B = 0.585, t =
11.131, p < 0.001), suggesting that more forgiving consumers are more likely to repurchase.

4.2 Discussion
4.2.1 Failure Severity on Perceived Responsibility

The results indicate that failure severity has a significant effect on perceived responsibility, as shown by
the higher mean score in the high failure severity group (M = 10.973) compared to the low failure
severity group (M = 9.343), with a statistically significant difference (F = 16.847, p < 0.001). This finding
suggests that when consumers perceive a service failure as more severe, they are more likely to attribute
greater responsibility to the company. In other words, the magnitude of the failure plays an important
role in shaping consumers’ cognitive evaluations regarding who should be blamed.

This finding is consistent with attribution theory, which explains that individuals tend to assign
responsibility based on the perceived cause and severity of a negative event (Brun et al, 2021; Weiner,
1986; Yao & Siegel, 2021). When a failure is perceived as serious, consumers are more likely to believe
that the company had control over the situation and therefore should be held accountable (Chon &
Fondren, 2019; Lee & Jahng, 2020). This aligns with prior studies indicating that more severe service
failures lead to stronger blame attribution toward the firm, as consumers interpret such failures as
preventable and unacceptable.

This result highlights that consumer judgment is not only influenced by the occurrence of a
failure but also by its intensity. Minor failures may be tolerated or perceived as situational, whereas
severe failures trigger stronger cognitive responses, leading to higher perceived responsibility (Graham,
2020; Mori et al, 2011; Wei & Ariffin, 2022). This implies that companies must carefully manage high-
severity failures, as they are more likely to damage customer perceptions and increase negative
evaluations. Overall, this finding reinforces the importance of failure severity as a key antecedent of
perceived responsibility, demonstrating that consumers’ attribution processes are highly sensitive to the
magnitude of service failure.

4.2.2 Failure Severity on Consumer Forgiveness

The results indicate that failure severity has a significant effect on consumer forgiveness, as reflected in
the lower mean score for the high failure severity group (M = 9.500) compared to the low failure severity
group (M = 10.543), with a statistically significant difference (F = 10.727, p = 0.001). This finding suggests
that when consumers perceive a service failure as more severe, their willingness to forgive the company
decreases. In other words, higher levels of failure severity reduce consumers’ ability to regulate negative
emotions and extend forgiveness.

This finding is consistent with prior research on consumer forgiveness, which emphasizes that
forgiveness is strongly influenced by the intensity of negative experiences (Riaz & Khan, 2016;
Tengilimoglu, 2025; Tsarenko & Tojib, 2015). Severe failures tend to trigger stronger negative emotions
such as anger and disappointment, making it more difficult for consumers to adopt a forgiving attitude.
In contrast, less severe failures are more likely to be perceived as tolerable, allowing consumers to
recover emotionally and forgive the company more easily (Tengilimoglu, 2025; Tran et al, 2016). In
contrast, less severe failures are more likely to be perceived as tolerable, allowing consumers to recover
emotionally and forgive the company more easily (Fan et al, 2026; Honora et al, 2024; Liu et al,, 2025)
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This result can also be explained through the cognition—affect-conation framework, where
failure severity first influences consumers’ cognitive evaluation, which then shapes their emotional
responses (Weiner, 1986; Yao & Siegel, 2021). When the failure is perceived as highly severe, negative
affect dominates, thereby reducing the likelihood of forgiveness. This indicates that emotional reactions
play a crucial role in determining whether consumers are willing to move past a negative experience.
Overall, this finding highlights that consumer forgiveness is highly sensitive to the perceived severity of
service failure. Companies facing severe service failures must therefore implement more effective
recovery strategies to mitigate negative emotions, as forgiveness is less likely to occur naturally under
such conditions.

4.2.3 Failure Severity on Repurchase Intention

The results indicate that failure severity has a significant effect on repurchase intention, as shown by the
lower mean score in the high failure severity group (M = 10.216) compared to the low failure severity
group (M = 11.243), with a statistically significant difference (F = 11.822, p < 0.001). This finding suggests
that when consumers perceive a service failure as more severe, their intention to repurchase from the
company decreases. In other words, higher failure severity weakens consumers’ behavioral intentions
toward future transactions.

This finding is consistent with prior research indicating that severe service failures can damage
customer relationships and reduce future purchase intentions (Abdelkader Ali et al,, 2026; Tengilimoglu,
2025). When consumers experience significant dissatisfaction, they are more likely to reassess their
relationship with the brand and consider alternative options (Swanson & Hsu, 2011). Severe failures
signal a higher perceived risk, leading consumers to avoid repeating the same negative experience
(Sidhu et al,, 2023; Silalahi et al., 2024).

This result can also be explained through the cognition—-affect-conation framework. Failure
severity influences consumers’ cognitive evaluation of the company, which generates negative
emotional responses such as frustration and disappointment. These negative emotions then translate
into behavioral consequences, particularly a reduced willingness to repurchase. This highlights that
repurchase intention is not only driven by rational evaluation but also by emotional reactions following
a service failure. Overall, this finding emphasizes that the severity of failure plays a critical role in shaping
consumer behavior. Companies must be especially cautious when handling severe failures, as such
failures have a direct and detrimental impact on customers’ future purchase intentions. (Gurler &
Erturgut, 2024; Sidhu et al, 2023).

4.2.4 Perceived Responsibility on Consumer Forgiveness

The results indicate that perceived responsibility has a positive and significant effect on consumer
forgiveness (f = 0.704, t = 16.481, p < 0.001). However, this finding is not consistent with the proposed
hypothesis, which expected a negative relationship between perceived responsibility and consumer
forgiveness. Therefore, H4 is not supported. Despite this inconsistency, the significant positive
relationship provides an important insight into consumer behavior in service failure contexts.

Iwai & Carvalho (2022) highlights that attributions of responsibility play a critical role in
reconciliation and trust repair. When transgressors take responsibility for their actions, it positively
influences perceptions of their integrity, which can facilitate forgiveness. This suggests that perceived
responsibility may enhance consumer forgiveness by signaling accountability and moral integrity. This
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finding can also be explained through the forgiveness theory, which posits that forgiveness is more
likely to occur when negative emotions are transformed into positive ones (DiFonzo et al, 2020). In this
context, taking responsibility may help reduce negative emotions such as anger and frustration, while
simultaneously fostering positive responses such as empathy and understanding, thereby promoting
consumer forgiveness. Acknowledging responsibility can convey warmth and authenticity, which are
critical for eliciting consumer forgiveness (Luo et al, 2024).

This finding highlights that perceived responsibility does not always function as a purely
negative attribution but can also serve as a strategic mechanism for relationship recovery. When
companies openly acknowledge their role in service failures, they are more likely to rebuild trust and
reduce emotional resistance, ultimately fostering consumer forgiveness. This suggests that in service
recovery contexts, responsibility should not be avoided but rather managed carefully as a signal of
accountability and sincerity. By doing so, a brand can transform negative experiences into opportunities
to restore and even strengthen customer relationships.

4.2.5 Consumer Forgiveness on Repurchase Intention

The results indicate that consumer forgiveness has a positive and significant effect on repurchase
intention (B = 0.585, t = 11.131, p < 0.001). This finding suggests that consumers who are more willing
to forgive a company after a service failure are also more likely to continue purchasing from that
company. Therefore, H5 is supported.

This finding is consistent with prior research emphasizing that forgiveness plays a crucial role
in restoring consumer-brand relationships following negative experiences (Riaz & Khan, 2016;
Tengilimoglu, 2025; Tsarenko & Tojib, 2015). When consumers forgive, they are more likely to release
negative emotions such as anger and disappointment, allowing them to reassess the relationship more
positively (X.-C. Fan & Zheng, 2006; Honora et al,, 2024). As a result, forgiveness becomes an important
emotional mechanism that facilitates continued engagement and future behavioral intentions.
Furthermore, this result can be explained through the cognition—affect-conation framework. Consumer
forgiveness represents an affective response that emerges after cognitive evaluation of the service
failure. When forgiveness is achieved, it reduces negative affect and enables more favorable behavioral
outcomes, particularly the intention to repurchase (Cho et al, 2017; Tran et al, 2016). This indicates that
emotional recovery is a key driver of post-failure consumer behavior.

In addition, this finding aligns with relationship marketing theory, which emphasizes the
importance of maintaining long-term customer relationships. Forgiveness allows consumers to move
beyond negative experiences and maintain their connection with the brand, thereby increasing the
likelihood of repeat purchases (Kim & Ulgado, 2012; Patterson et al, 2006). Without forgiveness,
negative experiences may lead to relationship termination and customer switching behavior (Gurler &
Erturgut, 2024; Silalahi et al,, 2024). Overall, this finding highlights that consumer forgiveness is a critical
determinant of repurchase intention. Companies should therefore focus on strategies that facilitate
forgiveness, such as effective service recovery, transparent communication, and sincere apologies, in
order to retain customers and sustain long-term relationships.
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5. Conclusion

This study examines how the severity of failure influences consumer responses in the F&B industry
through perceived responsibility, consumer forgiveness, and repurchase intention. The findings indicate
that higher failure severity leads consumers to attribute greater responsibility to the service provider,
which in turn affects their emotional reactions. Consumer forgiveness emerges as a key mechanism
shaping post-failure evaluations, mediating the relationship between perceived responsibility and
repurchase intention. When consumers can forgive, they are more likely to maintain a positive
behavioral intention toward the brand. Overall, the study highlights the interconnected roles of
cognitive evaluation and emotional response in shaping consumer behavior after service failure.

The value of this research lies in its contribution to understanding consumer behavior in service
failure contexts, particularly within the F&B industry. From a scientific perspective, this study enriches
the application of Attribution Theory by demonstrating how consumers assign responsibility for service
failures, thereby shaping their emotional responses and subsequent behavioral intentions. In addition,
the study reinforces the cognition—-affect-conation framework by showing that cognitive judgments of
responsibility (attribution) lead to affective responses such as forgiveness, which ultimately influence
conative outcomes like repurchase intention. In practical terms, the findings offer insights for business
practitioners to design more effective service recovery strategies, emphasizing not only operational
improvements but also emotional engagement with customers. This research also underscores the
importance of managing consumer perceptions and emotions to sustain long-term customer
relationships, making it relevant for both managerial decision-making and policy considerations in
service quality management.

This study has several limitations. First, the use of a specific sample context may limit the
generalizability of the findings to broader populations or different service industries. Second, the study
focuses on a limited number of variables, which may not fully capture the complexity of consumer
responses to service failure. Future research is encouraged to incorporate additional factors such as
trust, brand loyalty, or cultural differences to provide a more comprehensive understanding.
Additionally, employing longitudinal designs or experimental approaches could offer deeper insights
into how consumer responses evolve over time. These limitations open opportunities for further
research to expand and refine the current findings.

Statement of Use of Generative Al
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