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Abstract: This paper focused on the issues of customer’s trust within the telecommunication industry

in Malaysia. This paper looked into the importance of perceived organisational justices towards
customer trust. In the event of service recovery, it is important for the managers to monitor closely the
current processes (procedural justice), outcomes (distributive justice) and the communication between
employee and customer (interactional justice). This with help the organisation to maintain customer
loyalty and minimize customer switching to a different mobile provider. Primary data is collected
through survey questionnaires from 181 customers who are the major mobile users in the industry.
Likert scales were used and all variables demonstrated good values of consistency. This study found
that, procedural justice, distributive justice and interactional justice are all having significant
relationship towards customer trust. It is an indication that perceived organisational justice is an
important antecedent for customer trust especially during service recovery period.
Keywords: Service Failure, Service Recovery, Perceived Organisational Justice, Customer Trust,
Telecommunication industry

potential customers as well as loss of customer’s trust
[7].

INTRODUCTION

In today’s modern economy, rapid competitive
advantage and technological advancement have made
the organisation to become aware of the importance
of having a good relationship with customers and the
need to increase the customer retention rate [1].
Customer retention is an activity that helps the
organisation to reduce the number of service failure
as a decrease in customer’s retention rate will lead to
the loss of profit, switching service provider and the
loss of trust [2]. Handling dissatisfied and customer
churn are few of the serious problems for the mobile
service provider and it becomes worse every each day
as the annual churn rate ranges from 20 percent to 40
percent for most of the companies within global
telecommunication industry [3, 4, 5 6]. The
customers churn gave a big impact on the
telecommunication industry in term of great deal of
price premium, decreasing in company profit, loss of

Telecommunication industry in Malaysia was found
to be one of the critical areas in customer retention
as to date, it has experienced major development
progress [8]. The telecommunication industry
operations are complicated and vary across markets
within a customer market. In October 2008,
Malaysia has launched the Mobile Number
Portability (MNP) making the Malaysian mobile
telecommunication industry one step forward [9].
The introduction of MNP has increased the rapid
competition amongst the telecommunication
industry as the customers are allowed to change
mobile provider at any time while maintaining their
current mobile number which giving a challenge to
the mobile service provider in retaining their
customers.
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perceived organisational justice on customer’s trust
in the telecommunication industry.

PROBLEM STATEMENT
Service failure is the issues that most organisations
experienced and it is something that completely
avoided [10, 11]. No business organisations could
provide a perfect service system, even the greatest
businesses sometimes suffered from service delivery
problems [12]. The organisation needs to find ways
on how to gain back the trust that they have lost due
to the service failure as trust is difficult to build. The
importance of trust cannot be overlooked because
trust is the critical element in assuring customer
satisfaction, loyalty and purchase intention [13, 14,
15, 16, 17]. The organisation needs to be careful in
handling service failure because customers can
easily lose their trust and spread negative word of
mouth through varied communication channels [18,
19]. It is found that 86 percent of the service failure
event is the most customer’s unforgettable moment.
[20].

LITERATURE REVIEWS
PERCEIVED ORGANISATIONAL JUSTICE
(POJ)
In order to determine the customers’ response after
the service failure, this paper decided to use justice
theory as the main framework in identifying the
service recovery procedures.
Perceived
organisational justice is a significant variable in the
service recovery research that linked to the
customer’s satisfaction with the comprehension of
service failure [8]. Tax and Brown proven that POJ
is the main model applied during the service
recovery strategies and helped to identify the
customer service fairness during the service
recovery [25]. The antecedents of POJ was
described in most research as unidimensional or
multidimensional and in Malaysia and it is found
that past researchers on justice are restricted to
human resources areas.

For the purpose of this study, this paper focused on
the issues of customer’s trust due to trust is an
important element in establishing and maintaining
long-term relationship between organisations and
customers [21]. When the customers lose their trust
with the organisation, they can switch to the other
options available in the industry. As in Malaysia
itself, there were six major mobile service providers
competing in the industry. All these mobile service
providers are regulated by the Malaysian
Communication Multimedia Commission (MCMC).
In 2018, MCMC discovered that there were 49,065
complaints from the customers regarding the quality
of telecommunication in Malaysia [22]. Poor
services in Malaysian telecommunication industry
has led to 35 percent of customer complaints,
content with 16.7 percent, bill and charging with
13.9 percent, poor service coverage with (3.5%). It
is found that, throughout June to December 2018, 90
percent of service providers failed to comply with
the regulation to resolve the customer’s complaint.

Thus, this paper will verify the importance of POJ in
the customer service areas as there is a lack of study
being conducted within this area. It is discovered
that perceived organisational justice is relevant in
defining the fairness of the customers' perceived
recovery effort. In order for the organisations to
make an effective effort to service recovery, it is
essential if the organisation can first identify the
dimension of justice which consist of three elements
that are procedural, distributive and interactional
justice [26, 27]. Basically, the three dimensions of
justice indicated are linked to organisational policies
and processes (procedural), financial reward
(distributional) and staff relationship and client’s
reaction during the service failure (interactional)
[24, 28].
Procedural Justice (PJ)

Hence, a well-implemented service recovery
strategy is important to gain customer confidence
and trust back after the service failure. Service
recovery is essential for the organisation [23] but
few companies implemented effective service
recovery strategies to bring back dissatisfied
customer to satisfied conditions [24]. Therefore,
this paper aims to examine the influence of

There are several definitions from past literatures in
defining procedural justice. For instance, Choi and
Choi defined procedural justice as the customer’s
perceived fairness in the processes and procedures
used by the organisation in dealing with the
problems arising during the service failure [29]. The
processes and procedures being used can be in the
aspect of accessibility, timing/speed/process
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control, delay and flexibility. Moreover, PJ also can
be defined as customer’s perception on the equity of
the policies and procedures used by the organisaiton
in service recovery that helps to increase customer
satisfaction [26, 30]. Thibaut and Walker in 1975
have introduced the six antecedents of procedural
justice to make sure that customers perceived the
procedures being used within the organisation to be
unbiased, reliable, correct and ethical [31]. The six
elements deemed to be fair when it is acceptable by
customer over time, not biased, precise, containing
strategies for overcoming wrong decisions, adhering
to prevailing morality concepts and considering the
suggestions produced by the affected groups and
implying with the process and decision control.

organisation is fair in the distribution of the
outcomes and treat them well or otherwise, they will
be dissatisfied and loss of confidence with the
organisation [28]. Thus, the following hypothesis is
proposed:
H2: There is a relationship between interactional
justice and customer’s trust
Interactional Justice (IJ)
Interactional justice (IJ) can be referred to the
method and treatment provided by the organisation
in handling service failure [39]. It comprises of the
components of courtesy, politeness and effort used
by the organisation during the phase of service
recovery. Previous researchers have confirmed that
IJ is also related to the customer’s view on equity to
the personal treatment received from the
organisation in regard sincerity, education and
dignity when confronted with service failure [30,
11].

It is found that there is a significantly relationship
between PJ and customer’s trust [32, 33]. It is
because the customer uses PJ views as an alternative
in determining whether they can trust the
organisation and recognise its authority because
procedural fairness beliefs act as an exploration or
mental shortcut for more complex trust judgment
that the process calls the procedural fairness
heuristic [34]. Thus, the following hypothesis is
proposed:

IJ is discovered to be highly related to customer’s
trust because if the company shows a lack of interest
during service recovery effort, the customers will
suffer with adverse feeling and loss of trust [27].
Therefore, the greater the amount of concern
provided by service provider, the more levels of
customer of satisfaction will be [27]. Thus, the
following hypothesis is proposed:

H1: There is a relationship between procedural
justice and customer’s trust
Distributive Justice (DJ)

H3: There is a relationship between distributive
justice and customer’s trust

Distributive justice (DJ) is referred to the customer’s
perceived fairness with the distribution of outcomes
made by the organisation [35, 36]. The DJ is
considered to be fair when it is complying with the
chosen norms of allocation. Choi and Choi
indicated that DJ is the customer’s perceived
fairness of the outcomes used by the organisation
during the recovery effort [29]. It can be in the
forms of discounts, refund and store credits.

Customer Trust
Trust can be referred to the confidence of one party
has in someone and when parties view potentially
high-risk actions as being prudent because of the
belief that their partner will not act opportunistically
[40, 41]. Trust is important in-service organisation
in retaining the relationship between customers and
organisation because customers frequently want to
make a purchase decision before they experience the
service [28]. Normally, the strength and quality of a
relationship relies on the level of trust, as in, the
higher the level of trust, the stronger the relationship
will be [42]. Customers will only learn to trust
companies if the customers contact the employees
and engage in deep acting before the encounter starts

DJ is essential in maintaining a good connection
between the organisation and customers as it
includes the distribution of expenses and benefits
and DJ enables the organisation to correct and
reimburse during the service failure [16, 37]. Chebat
and Slusarczyk proven that DJ has significantly
impact on the customer’s trust, emotion and
customer satisfaction outcomes [38]. It is because
the customer will always anticipate that the
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and consequently feel what they are required to feel
during the encounter [43].

Cronbach Alpha were ranging between 0.6 to 0.8,
therefore it is deemed to be reliable for further
analysis.

It is expected that service failure has influence on
post-recovery trust, commitment and negative word
of mouth and most of the researchers have found that
once the customer perceived negatively about the
service failure in the organisation, it will have an
impact on the customer’s future relationship with a
service organisation [44, 45]. Previous research has
confirmed that trust is one of the interpreters to the
service recovery [25]. Finally, many studies also
have confirmed that when the customer receives a
fair treatment it will help to gain the customer’s trust
towards the organisation [42].

ANALYSIS AND DISCUSSION
The data collected in the study was analysed by
using the Statistical Package for Social Sciences
(SPSS) version 22.0. The relationship between
dimensions of justice and customer satisfaction
among complainant was investigated by using the
Pearson Product Moment Correlation Coefficient.
Table 1: Pearson Correlation Coefficient Result
PJ

DJ

IJ

r

0.258

0.413

0.494

p-value

0.000

0.000

0.001

METHODOLOGY
Customer
Trust

This study is a quantitative research that intends to
determine the relationship between perceived
organisational justice and customer’s trust. The
population for this study was students in one of the
public higher education universities in Selangor,
Malaysia. The individual students were chosen as
the unit of analysis they are among the major users
and subscribers of Malaysia mobile phone services
[46]. This study only finalized data from customers
who have experienced service failure that is
associated with the products and services offered by
the organisation. The cross-sectional design was
used and the total numbers of 327 questionnaires had
been distributed. It is discovered that, out of 327
respondents there were 181 respondents who have
made complaint during the service failure. Thus, the
number of samples of this study is only 181.

Strength

Weak

Moderate

Moderate

H1
Supported

H2
Supported

H3
Supported

The result from the analysis shows that there is a
significant relationship between procedural justice
and trust (r=0.258;p<0.001). Thus, H1 is supported.
The result is in line with those of Kau and Loh
whereby procedural justice has a positive
relationship with trust but in the lower impact [47].
Different to Ruyter and Wetzels who in their
research stated that procedural justice has an
influence on customer’s trust during the service
recovery effort which at the same time it helps to
improve scores for service quality, customer
satisfaction, customer loyalty and trust [48].
Previous researchers also stated that procedural
justice is a determinant that influences customer
satisfaction and trust with the services and products
by the organisation to the customer [32, 33]. In
addition, Lind suggested that people use procedural
justice in examining whether or not they can trust the
organisation and accept its authority [34]. The result
was also supported by Casado, Ruiz and Kasper who
in their research had stated that, during the service
recovery effort, the organisation can help to retrieve
back the customer trustworthiness towards their
organisation [49]

Questionnaires were distributed to the students of
different programs in proportion to the number of
students
in
their
respective
programs.
Questionnaires were also distributed in respect to the
types of Malaysia mobile phone services.
Convenience sampling was used as a sampling
technique for this study. The instrument for this
study was a survey questionnaire.
The
questionnaires were adapted from the previous
researchers and five-point likert scale (1-Strongly
Disagree, 2-Disagree, 3-Neutral, 4-Agree and 5Strongly Agree) were used to measure the
customer’s response. The questionnaires were
distributed by hand to each of the selected
respondents involved in this study. The result for

The result from the analysis above also shows that
there is a significant positive relationship between
distributional justice and customer’s trust (r=0.413,
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p<0.001). The result is supported by Kau and Loh
who stated that distributional justice is highly related
to customer’s trust as compared with the other two
justice theories [47]. It is found that the customers
really care about the outcomes that they received
from the organisation after the service failure. If
they found the outcomes to be fair, they will still use
the company’s products and services. Besides,
Clammer also confirmed that distributional justice
has the largest impact on the customer satisfaction
which is trust [50] Previous researchers, Weun,
Beatty and Jones also confirmed that in the overall
customer satisfaction level, distributional justice has
significantly impact the service quality, customer
satisfaction, loyalty and trust [51]. The researchers
also stated that, distributional justice is very
important to the customer even to the lower extent.
In addition, Robbins and Miller also confirmed that
during service recovery, distributional justice has
significantly affects the customer’s reaction [52].

organisation will provide a fair process and
procedures, decision making, accessibility and on
time delivery even after the service failure.
Moreover, the customers believe that the
organisation will provide a fair treatment (politeness
and empathy) and good explanation during the
interaction with the customer on how to overcome
the service failure issues. Furthermore, customers
will spread positive word of mouth if they are
satisfied with the outcomes they received during the
recovery effort and therefore, make them wants to
build a long-term relationship and increase their
trustworthiness towards the organisation.
It is important for all mobile service providers to
consider the essentials of perceived justice in
delivering services or products to their customers
and it should not be overlooked. The managers need
to monitor closely the current processes (procedural
justice), outcomes (distributive justice) and the
communication between employee and customer
(interactional justice). This is important because the
result obtained indicated that perceived customer
dimension of justice may influence the customer’s
trust. Due to that it is hoped that this study can
benefit all companies that experiencing service
failure and find ways on how to make the customer
happy with the products and services being offered
by the organisation.

Finally, the result from the analysis also shows that
there is a significant relationship between
interactional justice and trust (r=0.494, p<0.01).
This finding finds support to Weun et al., that
interactional justice which consists of the apology
determinant can only enhance the score for trust
[51]. This is because when the organisation
apologizes to the customer’s during the service
recovery, it does not inflate the perception of
fairness. It is also supported by Kau and Loh whom
stated that interactional justice has a positive
relationship toward level of customer satisfaction
[47]. It is because the employee has to overcome the
customer’s trust after the service failure and it makes
the customer trust the organisations’ products and
services.

Finally, this study is not without limitations. First,
this study only provide a snapshot of a single
moment in time. Thus, a longitudinal data might
overcome this issue in the future. Second, to ensure
the generalizability of the findings, future research
is recommended to carry out probability sampling
procedures.
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