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Abstract

The catering industry takes an extremely important position in the social life. The research
on product harm has received the attention of many scholars, but the current research results
are mostly concentrated on the situation after the crisis occurs, the attitude of the enterprise
itself as well as the enterprise’s harm caused by the crisis. On the basis of the cases of product
harm crises in the catering industry that happened in recent years, this paper puts forward relevant
assumptions, then conducts verification through an experimental questionnaire survey, and studies
the impact of consumers’ involvement on their forgiveness to enterprises in “severe” and “mild”
crises. Through the correlation analysis of the questionnaire and regression analysis, it is
concluded that under the background of severe product harm crisis, advertisements in product
involvement and willing to read articles on consumer reports are positively related to forgiveness.
Under the background of mild product harm crisis, being interested in product description in
product involvement, willing to read articles on consumer reports and willing to compare the
different characteristics of food and beverage brands are positively related to forgiveness. The

research results enrich the theories of related industries.
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Introduction

According to the released data of National
Bureau of Statistics of China, the catering revenue
was increased by 10.8% in 2016 compared
with the previous year. But under the general
trend of recovery of the catering industry, there
are still frequent adverse catering events. For
instance, KFC’s “instant chicken” event in
2012. According to the report, some farms in
Shandong province illegally use antibiotics and
hormones to raise chickens, after taking illegal
drugs, the white chickens will grow 5 Jin in
40 days. These “problematic chickens” are
mainly served to KFC, McDonald’s and other
fast food companies. Once such events occur,
customers will lose their trust in the catering
enterprises, resulting in loss of customers,
decrease of market shares, decline of profits
and damage of brand image and other negative
effects, which will seriously affect the entire
industry and even the entire region. In the
context of product crisis, the product involvement
of consumers can directly affect consumers’
forgiveness of enterprises, change their attitudes
and choices whether to make the purchase.
The product harm crisis of the catering industry
is divided into two categories, one category is
the product harm crisis events related to product
quality, such as illegal cooking oil, etc., and
the other category is the product harm crisis
events irrelevant with product quality.

According to media reports, 19 cases were
related to product quality in 21 crisis management
cases from 2006 to 2016, accounted for 90%

of all. In the product harm crisis of catering

enterprises, the crisis caused by product quality
accounts for the overwhelming majority. The
research scope of this paper only includes the
product harm crisis events related to product

quality.

Literature Review

The research on the issue of crisis manage-
ment in the marketing field initially proceeds
from the product harm crisis. Siomkos & Kurzbard
(1994) considers that product harm crisis refers
to those events that occasionally occur and
are widely publicized about a product has
defects or is dangerous to consumers. Based on
the consensus within the industry, this paper
adopts the definition of Siomkos & Kurzbard
(1994). At present, the research on the harm
of product harm events on enterprise brand
relationship is mainly carried out from the
impact of product harm events on enterprises.
In the early state, Davidson & Worrell (1992)
studied to find that the recall of products in
negative events would cause loss of intangible
brand equity based on customers’ perception.
When Dawar & Pillutla (2000) explored the
reculating effect of the impact of consumer
expectations on brand equity in negative
events, they pointed out that the stronger the
consumer expectations, the smaller the loss
of enterprise brands caused by negative
events; Wang, Chao & Wu (2008) found that
amount of consumption plays a regulating role
in the impact of negative events on brand
equity, for the group with higher consumption

(heavy consumers), the degree of harm of
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negative events to brand equity is relatively
small; Yang, Deng & Fang (2012) found that the
repair strategy adopted by enterprises can
reduce the impact of negative events on brand
equity, and the repair strategy is to influence
brand equity by influencing customers’ perceived
fairness.

The degree of product involvement is
measured mainly from the interest and perfor-
mance of consumers, which belongs to the
antecedents of consumption. In market research,
the degree of involvement is defined as “the
relevance to the object as perceived by a
person based on intrinsic needs, values and
interests” (Zaiehkowskyy, 1985). There are two
main categories of involvement degree. One
is classified by nature, Houston & Rothschild
(1978) distinguished involvement into persistent
involvement and situational involvement for the
first time. The former reflects the consumer’s
persistent attention to a product while the
latter describes the product concern that
arises temporarily in a particular purchase or
consumption situation. The other is classified
according to the object. It can be divided into
product involvement, advertising involvement
and purchase decision involvement. Zaichkowsky
(1985) considered that advertising involvement
refers to consumer’ concern level for advertising,
product involvement means the degree of
emphasis on the subjective perception of the
product as well as the importance of a product
to the individual. According to Lastovicka &
David (1979) product involvement is defined with

individual cognition, which can ranges from

indifference to the product to self-identification
of fully engaged in it, rather than defined in
specific to the product. Engel & Blackwell
(1982) put forward that purchase involvement
refers to the extent to which consumers are
concerned about purchase activities. This paper
deals mainly with classification method.
There is no consensus on the definition
of forgiveness in academia. By gathering the
definitions of previous scholars, this study
defines the forgiveness of product harm crisis
as follows: after consumers are offended or
harmed by the crisis event, they give up the
resistant or retaliatory behaviors and show
their understanding of the enterprises that
have suffered the product harm crisis. The
willingness of consumers to forgive is the key
to rebuilding trust after a product harm crisis.
Scholars have carried out relevant theoretical
research and empirical analysis on product harm
crisis and consumers’ willingness to forgive.
Klein & Dawar (2004) drew a conclusion through
empirical research that brand reputation is an
important factor affecting consumers’ forgiveness
and willingness to buy after the product harm
crisis. Through research, Wei & Wei (2011) found
that brand commitment plays an important
role in regulating the relationship between the
responsibility of product harm crisis and the
willingness of consumers to forgive; the higher
the brand commitment level, the smaller the
negative impact of crisis responsibility on
consumers’ willingness to forgive. The empirical
research results of Ren & Jing (2015) indicate

that corporate crisis response after product harm
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crisis positively affects consumers’ willingness
to forgive. Cui, Yang & Li (2015) found that CRS
strategy of product harm crisis has an important
impact on consumers’ forgiveness, and crisis type
plays a significant regulatory role on the effect
of CRS strategy. Qing, Li & Jiang (2014) explored
the formation mechanism of consumers’ reverse
communication behavior in the background of
harm crisis of agricultural products, and found
that the inherent brand cognition of consumers
before the harm crisis is closely related to
the consumer’s reverse behavior, and brand
prejudice and consumers’ anger feelings exert
a significant influence on consumers’ reverse
behaviors. Furthermore, with respect to the
product harm crisis of the catering industry,
Jin & Qian (2018) also studied the substitution
behaviors of consumers, and Zhang & Lin
(2017) investigated the adverse selection of

consumers.

Methods
1. Research Methods

Next, we design a questionnaire for this
study adopted from the aforementioned classic
scales. Verify the hypothesis by analyzing the
consumers of different ages, backgrounds and
regions, and the respondents are from China,
Thailand, the UK and Malaysia. After the
questionnaire design is completed, conduct a
pre-test of the questionnaire, and revise and
perfect the questionnaire. In terms of the pre-test
of the questionnaire, conduct an online survey
on the “WJX.cn” commercial survey platform

and recover valid questionnaires. Then revise

and perfect the questionnaire based on the
pre-test results of the questionnaire, and form
the final questionnaire. Acquire data by issuing
and recovering questionnaires on the spot as
well as distributing questionnaires online, and
verify and correct the hypothesis by using
SPSS22.0 processing data.
2. Research Hypothesis

According to the definition of degree of
involvement, it is adoptable to define the
“relevance” in the definition of involvement
from the perspectives of consumers’ subjective
awakening degree or attention level, the potential
value of products, etc., and thus determine
the degree of involvement. With the behavioral
expressions of consumers while dealing with
the involved objects as the classification basis,
involvement can be divided into product involve-
ment, advertising involvement and purchase
decision involvement. This study mainly deals
with consumers’ product involvement. Generally
speaking, the degree of consumers’ product
involvement is high, which is manifested as
follows: they like reading the instructions of
related products, for example. They like reading
the menu as in the catering industry well as
the detailed description of a restaurant or
enterprise websites; they are willing and fond
of reading consumer reports, such as the
annual consumers’ catering reports, as well as
micro-blog websites and other information
about catering; in respect of the characteristics
of similar brands or similar products, they are
willing to make a comparison; and besides,

they pay attention to the ads of related products;
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when choosing a product, they are willing to
spend time researching instead of randomly
choosing. This paper puts forward the following
hypotheses: the degree of involvement of
catering products exerts a positive influence
on consumers’ forgiveness of enterprises.

H1 Frequently and spontaneously reading
the product instructions exerts a positive impact
on forgiveness.

H2 Frequently and spontaneously reading
consumers’ reports exerts a positive impact on
forgiveness.

H3 Frequently comparing product charac-
teristics while choosing products exerts a
positive impact on forgiveness.

H4 Comparing and paying attention to
catering ads exerts a positive impact on forgive-
ness.

H5 Consuming plenty of time while choosing
a product exerts a positive impact on forgive-

ness.

Results and Discussion
1. Questionnaire Contents

The questionnaire designed in this study is
divided into three parts. The questionnaire scale
includes a total of five options from “strongly
disagree” to “strongly agree”, and this study
adopts the general five point system of Li Kete
for scoring. The Product Involvement Scale is the
questions to measure consumers’ involvement
in the product, the involvement of consumer
products and the involvement of advertisements,
and it is adapted from Zaichkowsky (1994)

Revised Personal Involvement Inventory (RPII)

Scale; Purchase Involvement is adapted from
Product Involvement (PI) Scale proposed by
Slama & Tashchian (1985). Degree of negative
word-of-mouth is the 7th question, and the
scale is adapted from the studies of East and
other people (2008) who distinguished between
the degrees of negative Internet word-of-mouth
from the purpose of word-of-mouth content,
namely mild negative Internet word-of-mouth
and severe negative Internet word-of-mouth.
It includes a question: in what aspect do you
think the word-of-mouth of the catering brand
belongs to in the above incident? The mild
negative to the severe negative is indicated by
the numbers 1-5. The definition of forgiveness
is in the 8™ question, the question (1) is
adapted from the research of Fesenmaier &
Xiang (2014), the questions (2) and (3) consult
the research of Finkel et al. (2002), and the
questions (4) and (5) refer to the scale of
Siomkos (1999) concerned with measuring the
company’s active recall. Due to the particularity
of catering enterprises, there do not exist recall
behaviors, so the words are changed to some
extent. The question (6) on the measurement
of forgiveness is self-designed.
2. Sample Statistics

Among the surveyed respondents, there
are 242 males, accounting for 45.7% of the
total, and 285 women, accounting for 54.3%
of the total. Therefore, this study has basically
achieved a gender balance.

Among the surveyed respondents, 31 persons
are under 18 years old, taking up 5.9% of the

total population; 225 persons are aged between

H1UN3TUTRIAMAIMAIN TCl (Nguil 1) avnayveaansuasdauaans uasidiggmudoya ASEAN Citation Index (ACI)



Panyapiwat Journal Vol.10 No.2 May - August 2018 65

18 and 25 years old, taking up 42.9% of the
total population; 237 persons are between 26
and 45 years old, taking up 45.1% of the total,
and 32 persons are over 45 years old, taking
up 6.1% of the total. Relatively, the respondents
aged between 18 to 45 years old occupies the
largest proportion among all the investigated
persons, reaching 88% of the total.

Among the surveyed respondents, 18 persons
have no income, making up 3.4% of the surveyed,
143 persons have earned a monthly income

of less than 3000 yuan (RMB), making up 27.2%

3. Correlation Analysis

of the surveyed; 239 persons have earned a
monthly income of between 3000 and 6000 yuan,
making up 45.5% of the surveyed; 104 persons
have earned a monthly income of between
6001 and 12000 yuan, making up 19.8% of the
surveyed; 21 persons have earned a monthly
income of over 12000 yuan, making up 4% of
the surveyed. Among the surveyed respondents,
89.1% persons have the behavior of having
meals outside within the last three months,

10.9% respondents do not have such a behavior.

Table 1 Correlation analysis table between the degree of involvement and forgiveness

Degree of Forgiveness Forgiveness
involvement (Severe) (Mild)
Pearson correlation 1 374" 469"
Degree of
. Significance
involvement 000 000
(Two-tailed)
Pearson correlation 374" 1 483"
Forgiveness
Significance
(Severe) .000 .000
(Two-tailed)
Pearson correlation 469" 483" 1
Forgiveness
. Significance
(Mild) s .000 .000
(Two-tailed)

Source: Author’s calculation

As shown in Table 1, the degree of involve-
ment of products takes on a positive correlation
with whether consumers forgive the enterprise.

In the contexts of severe product harm crisis

and mild product harm crisis, such a relationship
is displayed remarkably, and both present a

positive correlation.
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In the previous paper, it has been analyzed
and verified that the degree of involvement has
a significant positive correlation with consumers’
forgiveness of the enterprise after the occurrence

of product harm crisis. Since this paper is to

analyze the factors after factor analysis, the linear
regression analysis method will be adopted to
analyze independent variables and dependent

variables.

Table 2 Analysis table of the degree of involvement and forgiveness (severe) coefficient

Unstandardized Standard
Model Coefficient Coefficient t Significance
B Standard errors Beta
(Constant) 1.953 .106 18.457 .000
Degree of
341 .037 374 9.236 .000
involvement

Source: Author’s calculation

Table 3 Analysis table of the degree of involvement and forgiveness (mild) coefficient

Unstandardized Standard
Model Coefficient Coefficient t Significance
B Standard Errors Beta
(Constant) 1.649 .098 16.783 .000
Degree of
416 .034 .469 12.129 .000
involvement

Source: Author’s calculation

After the product harm crisis occurs, the
author takes the regression analysis method
to analyze the influence of the degree of
consumers’ involvement in catering products
on their forgiveness of the enterprise. There
are two cases of severe adverse event and

mild adverse event. From the analysis table of

various means of the degree of involvement and
forgiveness (as shown in Table 2 and Table 3),
the significance of the degree of involvement
and forgiveness is <0.05, and thus the two take
on a positive correlation. It is the same in both

mild and severe cases.
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Table 4 Analysis table of sub-item of degree of involvement and forgiveness (severe) coefficient

Unstandardized Standard
Model Coefficient Coefficient t Significance
B Standard Errors Beta
(Constant) 1.887 .105 17.921 .000
Q (1) .041 034 061 1.218 224
Q (2) .106 .032 .159 3.359 .001
: Q (3) .006 .033 .009 172 863
Q (4) 195 .033 .280 5.980 .000
Q (5) 012 .029 .020 434 .665

Source: Author’s calculation

In the chart, the question is represented
by Q, such as Q1.According to Table 4, simply
observe the title item of consumers’ degree
of involvement, the significance of Q (2), Q (4)
is <0.05, there exists a significance, and thus
the two take on a positive correlation. The
significance of Q (1), Q (3), Q (5) is all >0.05,

so it is insignificant. That is to say, in the context

of severe product harm crisis, consumers are
willing to read consumers’ reports and the like
in terms of ads in product involvement, which
is positively related to forgiveness. While in
respect of product description, it is not positively
related to forgiveness by comparing with different

brand characteristics and time investment.

Table 5 Analysis table of sub-item of degree of involvement and forgiveness (mild) coefficient

Unstandardized Standard
Model Coefficient Coefficient t Significance
B Standard Errors Beta

(Constant) 1.665 .100 16.721 .000

Q (1) 115 .032 7T 3.622 .000

Q(2) 102 .030 156 3.396 .001

: Q (3) .091 031 146 2.958 .003
Q (4) .057 .031 .085 1.863 .063

Q (5) .048 .027 .079 1.769 077

Source: Author’s calculation
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As shown above, simply observe the title
item of consumers’ degree of involvement,
the significance of Q (1),Q (2), Q (3) is all <0.05,
there exists a significance, and thus the two
take on a positive correlation. The significance
of Q (4), Q (5) is both >0.05, so it is insignificant.
That is to say, in the context of mild product
harm crisis, consumers take interest in product
description in product involvement, are willing
to read consumers’ reports and the like, and
tend to compare the characteristics of different
catering brands, which is positively correlated with
forgiveness. But there is no positive correlation
between advertising and time investment and
forgiveness.

4. Research Results

After the product harm crisis occurs, there
are two cases of severe negative event and
mild negative event. Various means of the
degree of involvement and forgiveness present
a positive correlation. In the context of severe
product harm crisis, consumers are willing to
read consumers’ reports and the like in terms of
ads in product involvement, which is positively
related to forgiveness. While in respect of
product description, it is not positively related
to forgiveness by comparing with different brand
characteristics and time investment. In the
context of mild product harm crisis, consumers
take interest in product description in product
involvement, are willing to read consumers’
reports and the like, and tend to compare the
characteristics of different catering brands,
which is positively correlated with forgiveness.

But there is no positive correlation between

advertising and time investment and forgiveness.

Conclusion

After the product harm crisis occurs, the
degree of product involvement has a positive
impact on consumers’ forgiveness of the enter-
prise. Specifically, the influences of consumers’
degree of involvement on their forgiveness of
the enterprise are not the same in the case of
mild and severe situations. The analysis results
indicate that after the mild crisis, the degree of
involvement as a result of understanding of the
product, reading consumers’ reports, comparing
the characteristics of products as well as other
behaviors can all contribute to consumers’
forgiveness. But advertising exposure does not
increase the degree of consumer forgiveness.
While in a severe crisis, on the contrary, consumers
who watch a large quantity of ads tend to
produce trust in the brand of the enterprise, and
they are more likely to forgive the enterprises.
In the case of a severe crisis, consumers’
familiarity and comparison of products does
not help them forgive the enterprises. Whether
it is mild or severe, consumers who spend
more time in the selection of products do not
agree to forgive the enterprises. Spending more
time, consumers will hope more intensively
that the products they select are perfect, once
a problem appear, consumers are more prone
to fraud, betrayal and other emotions, then it is
more difficult for them to forgive the enterprises.

Catering enterprises should establish a
system for old customers. In order to promote

the operation, many catering enterprises will
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introduce membership cards and so on, and
in the meanwhile, they will make use of
membership cards to promote the distribution
of discount coupons and carry out other
activities. Consumers who are deeply involved
in the products are more likely to forgive the
enterprises, and the catering enterprises should
make more proper use of the channel of
membership cards, and find more customers
with deep involvement in the products. At the
same time, it is wise to promote the knowledge
of products, release consumer reports and other
knowledge that seems to have little relevance
to product promotion by taking advantage of
WeChat Official Account, microblog and other
tools, which can prevent crises before they
emerge. First of all, when studying the impact of

product involvement on customers’ forgiveness,
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