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ABSTRACT 
In this study, the aim is to examine the service failures encountered 

in restaurants and the recovery efforts that consumers expect in 

response to service failures in the context of cultural values. A 

qualitative research approach was adopted, and data were 

collected from nine tourist guides through semi-structured 

interviews. Content analysis was used for data analysis. The 

results show that service failures are categorized as (a) failures in 

the kitchen, (b) failures in the presentation of services, and (c) 

general failures while service recoveries are categorized as (i) 

compensatory responses, (ii) empathetic responses, and (iii) 

corrective responses. As the results indicate, Turkish tourists care 

more about failures in the kitchen. Contrary to this, American 

tourists care more about failures in the presentation of services. 

Furthermore, Turkish tourists expect compensatory and corrective 

responses in kitchen-based failures, on the other hand, American 

tourists expect compensatory responses. 

                                                           
1 The abstract of this study was published in the proceeding book of Congress of International Travel 
& Tourism Dynamics-ITTD2020. 
2 Address correspondence to Mustafa Ülker, Department of Tourism Management, Faculty of Tourism, 
Erciyes University, Kayseri, Turkey. E-mail: mustafaulker@erciyes.edu.tr 

Keywords 

service failure 

service recovery 

culture 

restaurant 

tourist guide 

 

Advances in Hospitality and Tourism Research (AHTR)  

An International Journal of Akdeniz University Tourism Faculty 

ISSN: 2147-9100 (Print), 2148-7316 (Online) 

Webpage: http://www.ahtrjournal.org/ 

2021 

Vol. 9 (2) 

390-417 

Article History 

Received 1 April 2021 

Revised 6 September 2021 

Accepted 9 September 2021 

Published online 5 Oct. 2021 

DOI: 10.30519/ahtr.907743 



 Advances in Hospitality and Tourism Research, 9 (2) 

 391 

INTRODUCTION 

It is quite challenging to avoid service failures in food and beverage 

operations due to the main characteristics of services such as perishability, 

inseparability, heterogeneity, and intangibility. In other words, these 

widely known characteristics of services make the business managers get 

stuck in dealing with the service failures and establishing managerial 

processes to overcome the failures. It is stated that 96% of the customers, 

who are not satisfied with the service they receive, do not express their 

dissatisfaction and 91% of them change their preferences on restaurants 

from which they received food and beverage services (Koc, 2019). The 

research findings also indicate that dissatisfied customers exhibit behaviors 

such as complaining, negative WOM (word of mouth), and decision to not 

repurchase. Furthermore, McCollough (2000) emphasizes that customers 

who experience service failures and get a recovery of some sort from the 

organization in return is more satisfied than the ones who have never 

experienced a service failure. This situation is called as the service recovery 

paradox (McCollough, 2000). Studies (Maxham III, 2001; Tax et al., 1998) 

indicate that, regardless of the severity of failure, satisfying service recovery 

plays a key role in establishing long-term relationship with the customers. 

When the literature on service failure and service recovery is 

examined, it is seen that a vast body of knowledge is exist. Koc (2017) states 

that a significant part of the studies in this area has been carried out in 2012 

and beyond. Therefore, it is possible to say, related topics have been 

extensively explored in recent years. It is also revealed that a significant part 

of the studies is carried out on restaurant service failures. An in-depth 

analysis has indicated that a significant part of the studies (Bitner et al., 

1994; Hoffman et al., 1995; Loo et al., 2013; Mack et al., 2000; Warden et al., 

2008; Yang, 2005) focus on service failures experienced in restaurants, and 

it has been gaining more importance and attention from the academic 

circles. For instance, there are studies determining the relationship between 

the severity of failure types and distributive compensatory justice (Hocutt 

et al., 2006), determining the relationship both (a) between service failures 

and customer satisfaction (Fu & Mount, 2007), and (b) between service 

failures and customer complaints (McQuilken & Robertson, 2011).  

There are also some comprehensive studies measuring the impact of 

recovery strategies on revisit intention (Ok et al., 2006; Wirtz & Mattila, 

2004) and loyalty (Leong & Kim, 2002; Ok et al., 2005; Ok et al., 2006; Ro, 

2015). These studies have implications for the further studies as follows; (a) 

examination of the differences between basic failures and other failures 
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(McDougall & Levesque, 1998), (b) evaluation of different restaurant types 

(luxury, casual, family, fast food etc.) (Mack et al., 2000; Poon et al., 2004), 

(c) assessment of service failures and recovery strategies based on various 

factors like gender (Clark et al., 2009), age (Ro, 2015) and characteristics (Ha 

& Jang, 2009; Huang, 2008), (d) carrying out interviews with managers (Loo 

et al., 2013), (e) joint use of qualitative and quantitative techniques  (Hocutt 

et al., 2006), (f) and last, but of course not least, understanding the 

implications of cultural values and differences on the related topic 

(Bambauer-Sachse & Rabeson, 2015a; Kau & Loh, 2006; Mattila, 1999; 

Mattila & Patterson, 2004; Poon et al., 2004).  

Although there is a vast amount of knowledge on service failure and 

service recovery, studies (Li et al., 2011; Pookulangara & Koesler, 2011) 

examining the role of culture in consumer responses to service recovery is 

still scarce. Research findings prove that the tourists’ perceptions of severity 

of service failures and effectiveness of service recoveries may vary by 

different cultures (Patterson et al., 2006). For example, Lorenzoni and Lewis 

(2004) indicate that there are considerable differences in attitudes towards 

service recovery efforts by different nationalities. Similarly, according to 

Duffy et al., (2006) an apology for any failure leads to the satisfaction of 

Chinese and Australians but not to the satisfaction of the Americans. In 

order to contribute to the relevant body of knowledge within the context of 

the background briefly given above, this study focuses on the implications 

of cultural values and cultural differences on service failure and service 

recovery in restaurants. 

LITERATURE REVIEW 

Service Failure and Service Recovery 

Due to the above mentioned characteristics of services (perishability, 

inseparability, heterogeneity, and intangibility), it seems very difficult for 

businesses to avoid failures in the service process (Hoffman et al., 1995; Ok 

et al., 2005). Service failures occur when the perception of the consumer 

towards the service provided does not meet the expectations of the 

consumer. In addition, service failure may result in negative WOM 

communication and negative behaviors such as leaving the operation, 

voicing complaints, and disloyalty (Ha & Jang, 2009). Therefore, it is stated 

that appropriate and sufficient service recovery plays an important role in 

turning dissatisfied consumers into satisfied ones and maintaining positive 

relations with them (Gilly, 1987; Ha & Jang, 2009). If the recovery effort is 

successful, the consumer will be even more satisfied compared to his/her 
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first time in the operation (Etzel & Silverman, 1981). As mentioned above, 

this situation is called as service recovery paradox. Gilly (1987) and Tax and 

Brown (1998) state that with accomplished recovery efforts there is a 

likelihood that the customer may repurchase, that the negative WOM may 

decrease, and that the profitability of the business may increase. For 

instance, it is stated in a research when operations reduce the failures 

detected by consumers by 5%, their profitability will increase by 85% 

(Reichheld & Sasser, 1990). 

It was supported by research findings that the response of the 

operations to the service failures affects the consumer's perception of the 

service efforts of the operations (Sparks & McColl-Kennedy, 2001). 

Managers and operations should establish good relationships with 

consumers to maintain their position in the market and ensure the 

continuity and loyalty of their consumers. Money spent on compensating 

the service failures may increase the customer satisfaction (Barakat et al., 

2015), leading to profitability in the long run. In this context, it is stated that 

compensating the failure is effective on several counts such as customer 

satisfaction, total quality (Smith et al., 1999), and customer loyalty (Fornell 

& Wernerfelt, 1987; Smith et al., 1999). Service failures and recovery 

responses are very important for tourism managers, employees, and 

customers. Kahneman and Tversky (1979) posit that people care more about 

not losing than winning according to Prospect Theory. Therefore, the 

negative thinking of the consumer may be stronger than the positive 

thinking as a result of the service failure (Koc, 2019). Implementing a 

recovery strategy when there is a service failure offers operations the 

opportunity to influence visitors' future behavior such as revisiting 

(McDougall & Levesque, 1998). Although there is a large body of 

knowledge on the recovery of service failures, it is suggested in studies this 

issue still needs to be investigated in-depth (Lopes & da Silva, 2015).   

Consumers may react harshly to service failures (Smith et al., 1999). 

Therefore, it is possible to assert that the compensatory efforts of the 

business operations are compelling and effective at the same time. Studies 

investigating the severe service failures appear to indicate the importance 

of distributional, interactional and procedural justice (Weun et al., 2004). 

Similarly, when a service failure occurs, customers expect the procedural 

processes to keep on such as talking about the failure and apologizing (Tax 

& Brown, 2000). Naturally, the different socio-cultural, economic and 

geographical characteristics of organizations direct the recovery strategies 

which they offer in response to service failures. For instance, developing 



Ülker et al. 

394 
 

countries rarely use financial service recoveries such as gifts and discounts 

compared to developed countries (Bambauer-Sachse & Rabeson, 2015b). 

If consumers encounter a service failure and there is no recovery 

effort attempted by the organization, this will inevitably bring 

dissatisfaction and negative WOM (Richins, 1983). For this reason, service 

recovery is seen as one of the most important factors to ensure customer 

loyalty (Andreassen, 2000; Tax & Brown, 2000). Therefore, operations that 

adopt effective service recovery policies may urge many customers to visit 

the operation again (Stauss & Friege, 1999). The main purpose of service 

recovery is to provide an appropriate reaction to reduce the defects in 

customer communication caused by the service failure (Ha & Jang, 2009). 

Research shows that dissatisfied consumers mention their dissatisfaction 

around 8 to 10 people, on the other hand one out of every 5 disappointed or 

angry consumers tells about their disappointments or the negative 

situations they met to around 20 people (TARP, 1980). 

It is known that service failures (such as slow service, delivering 

wrong order) are common in restaurants. Studies investigate how 

consumers respond to recovery strategies applied for failures such as non-

edible food (Folkes, 1984), inappropriate meals in restaurant menus (Smith 

et al., 1999), and overcooked food and incorrect bill (Namkung & Jang, 

2010). It may be necessary to wait a while for the food ordered at the 

restaurants (Lewis & McCann, 2004), and long waiting time is known as 

amongst the major service failures. 

Service recovery means taking appropriate and corrective steps for 

the things that are going wrong within the operations (Bailey, 1994). 

Therefore, effective service recovery can positively affect customer 

expectations and behaviors (Hoffman et al., 1995). Studies conclude that 

small gifts, discounts, and credits for future purchases are offered as service 

recovery (Bambauer-Sachse & Rabeson, 2015b). Furthermore, the main 

steps taken by restaurants for service recovery are (a) apologizing, (b) 

offering free of charge, (c) discount, and (d) generating an immediate 

solution. Many studies (Levesque & McDougall, 2000; Yang, 2005) point out 

that operations try to eliminate customer dissatisfaction with behaviors 

such as apologizing, offering food free of charge, and discounts in a possible 

service failure. Service recovery efforts were classified in some studies. In 

this study, the classification developed by Chua et al. (2010) is used. 

Accordingly, service recoveries are as follows: (a) compensatory, (b) 

corrective, (c) empathetic, and (d) no recovery. Compensatory responses 

refer to material responses such as not receiving any payment, offering 
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extra food and beverages for free of charge and discount, corrective 

responses refer to attempts made with the aim of correcting the failure like 

replacing the food or beverage, and empathetic responses refer to actions 

based on empathy like apologizing, making explanation, and management 

intervention. Lastly, no recovery happens when management does not care 

about recovering any failure and customer satisfaction accordingly.  

Building strong relationships with consumers bring along many 

positive behaviors. According to the marketing literature, consumer-

business relationship can be an effective and useful tool in overcoming 

service failures (Gutek et al., 2000), increasing customer loyalty (Mattila, 

2001) and compensating for poor service performance (Mattila, 2001; 

Priluck, 2003). Similarly, Chen and Kim (2019) and Ok et al. (2005) state that 

although service failures negatively affect relations with customers, an 

effective recovery strategy may have a positive impact on attitudes and 

behaviors and therefore, effective recovery strategies may contribute to 

building long-term relationships with customers. Accordingly, studies 

show that the responses of operations to service failures affect their 

relationship with the consumers in a positive manner (Blodgett et al., 1997) 

and reduce the negative feelings caused by failures (Hoffman et al., 1995; 

Maxham III & Netemeyer, 2002). 

Against the background detailed above, there is a natural close 

relationship between service failure, service recovery, customer satisfaction 

and loyalty. In order to avoid the negative consequences of any service 

failure and obtain service recovery, service businesses are required to 

handle service failures in appropriate ways. 

Cultural Dimension Model 

It is known that tourists’ national cultural backgrounds have important 

implications on their attitudes and behaviors. The quality of the travel 

experience of tourists from various cultural backgrounds is directly related 

to their satisfaction. Therefore, understanding the cultural differences in 

tourist behavior provides an important opportunity for managers in the 

tourism and hospitality industry to differentiate their tourist products and 

enhance their social relations with foreign tourists. Culture is also an 

essential element in behaviors such as eating. In other words, tourists differ 

in the importance they attach to eating and drinking. For instance, a study 

conducted by Sheldon and Fox (1988) indicates that local foods are of the 

primary importance for the British and the Japanese tourists, while the third 

for the Australians and the fifth for the Germans. In addition, tourists differ 
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by eating and drinking habits and foodways. For instance, as Reisinger 

(2009) argue, Americans are fond of fish and chips, while the French 

consume snail apart from other cultures and the Chinese prefer rice mostly. 

Consequently, it is clear to say that although purchasing, preparation, 

serving of food and beverages differ significantly amongst different 

cultures, they are almost stable within a culture. 

Considering the differences in cultural characteristics of customers, 

it is also likely that their reactions to service failures and recoveries differ. 

For this reason, business managers and employees should pay particular 

attention to service failures and service recoveries. It is believed that 

employees add value to their organizations in case that they are willing to 

compensate the failures in an appropriate manner as long as they are 

empowered enough to take necessary actions. In a study conducted in 

Taiwanese hotels (Gilbert & Tsao, 2000), it is stated that the policies of 

“smiling” and “acting by the book” will provide a standard but may fail to 

enhance employees’ abilities to satisfy the needs of customers particularly 

in unexpected situations. In Western culture, a sincere apology can be 

sufficient to gain the loyalty of the customer, though in other culture further 

efforts or measures could be required (Wang & Mattila, 2011). 

In many studies that explain the implications of cultural differences 

on consumer behavior, the Cultural Values Model developed by Hofstede 

(1980) is used frequently as a guiding tool. Studies mainly used Hofstede's 

Model of Cultural Values for investigating visitor satisfaction and 

evaluations (Crotts & Pizam, 2003), service expectations (Stauss & Mang, 

1999) and product usage (de Mooij, 2000). It is stated that identifying 

cultural values provides researchers with the opportunity to group both 

service failures and recoveries (Warden et al., 2008). The cultural values 

model presents a six-dimensional (power distance, uncertainty avoidance, 

individualism, masculinity, long term orientation, and indulgence) 

structure that reflects the national culture. Although the individualism 

dimension is seen as the most used dimension in cultural studies, 

hospitality and tourism researchers state that masculinity, power distance 

and uncertainty avoidance dimensions will be useful in explaining 

behavioral differences (Mueller et al., 2003). 

The first dimension in the cultural values model is the power 

distance. The power distance dimension is associated with the inequality of 

individuals in the society and the levels of authority acceptance (Hofstede, 

2015). In cultures with high power distance, inequality prevails, individuals 

avoid asking questions and they are more sensitive to hierarchy (Leonard 
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et al., 2009, 2012). In addition, it is known that in cultures with high power 

distance scores, people expect more service quality (Crotts & Pizam, 2003) 

and they are more satisfied when they receive recovery such as apologizing 

after a failure (Prasongsukarn & Patterson, 2001).  

Another cultural dimension is individuality. In some societies, 

individualistic behaviors that emphasize the individual are dominant, 

while in some others collectivist behaviors that emphasize the group are 

evident. For example, in collectivist societies, groups are treated like a 

family (Hofstede, 2015). According to the results of the research, it is seen 

that the Western societies have higher level of individuality culture and the 

countries of Eastern and Latin origin have a collectivist culture. 

Karamustafa et al. (2016) concluded that in the societies which adopt 

individualist culture, people spend more on food. Besides, people in 

collectivist cultures have difficulties in expressing their complaints, 

however, they also attach more value to service recovery compared to 

individualist cultures (Prasongsukarn & Patterson, 2001). Consumers from 

countries with individualist culture expect a more personalized service 

(Stauss & Mang, 1999). 

Masculinity is also part of the Cultural Values Model. In societies 

where masculinity prevails, individuals tend to use their powers against 

others (Hofstede, 2015). Femininity means that the power owner is reluctant 

to use power and provide authority. Although the names of the dimensions 

are associated with genders, women can have masculine values, as well as 

men can have feminine ones. It is also stated that the probability of 

expressing dissatisfaction of people in societies dominated by masculine 

culture is high (Crotts & Erdmann, 2002). Avoiding uncertainty, another 

cultural dimension, is associated with anxiety levels of individuals in an 

uncertain situation. It expresses the discomfort experienced by individuals 

in uncertain situations. According to Ford et al. (2003), avoiding uncertainty 

is the fear of individuals when they experience uncertainty. In short, this 

concept can be defined as that people feeling uncomfortable when they face 

unexpected situations. People in cultures with high uncertainty may be 

more disturbed at the breakdown of the system. The long term orientation 

dimension can be defined as the desire of people to delay the satisfaction of 

material, social and emotional needs. Hofstede and Bond (1988) associated 

the long term orientation dimension particularly with the Asian culture. 

While long term oriented cultures attach importance to the future-oriented 

behavior, prudence, and tolerance present and past behaviors are more 

important in societies that adopt short term orientation (Ford et al., 2003). 
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For example, long term oriented customers have low expectations from an 

operation they get service for the first time.   

Within the scope of this study, an evaluation of service failures and 

recoveries experienced in restaurants has been made in the context of the 

Turkish and the American cultures. Turkish and American cultures differ 

in many ways such as family structures and education levels. Considering 

the subject specific to food and beverage habits of these distinct cultures, 

dining out is more common among the American people comparing to the 

Turkish. Some of the reasons for this situation can be understood in the 

context of differences in economic dynamics, family structures and social 

norms of both cultures. Despite this, the rate of eating out has been 

increasing recently in Turkey. Some of the major factors that lead to the 

increase in the rate of eating out in Turkey are as follows (Karamustafa & 

Ülker, 2018); (a) increase in the welfare, (b) increase in leisure time, (c) the 

need of gaining prestige through socialization in the Turkish society, (d) 

women getting more involved in business life and (e) increase in the level 

of education in general. One of the major differences between USA and 

Turkey specific to food and beverage operations is that particularly the fast-

food chain restaurants are more widespread in the USA whereas the 

traditional local food and beverage serving restaurants are in more demand 

in Turkey as well as American types as the effects of globalization increase. 

Hofstede's (1980) Model of Cultural Values (Chart 1) indicates a 

significant difference between Turkish and American culture. In terms of 

individualism dimension of the model, Turkey has 37 points, while 

America has 91 points. In line with this, the collectivist culture is known to 

dominate the Asia while the West is considered to adopt individualist 

values (Markus & Kitayama, 1991). In collectivist cultures, people consider 

the group as the fundamental component of society rather than the 

individual (Mattila & Patterson, 2004). Individualist cultures adopt 

opposite values. For instance, in the American culture, it may be possible to 

attribute a failure to the individual rather than the group. 

Chart 1. Scores of Turkey and America According to the Cultural Values Model 
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METHODOLOGY 

For the purpose of this study, qualitative research approach was adopted to 

collect the primary data through the interviews conducted with nine tourist 

guides who are expected to have specialist level of knowledge of at least 

two different cultures of the Far Eastern (Turkish) and the Western 

(American), in each of which they were expected to have at least 20 times 

tour experience with at least 10 years of experience. Therefore, the most 

important assumption of this study is that the tourist guides interviewed 

have considerable amount of knowledge regarding both cultures (Caber et 

al., 2018). While determining the tourist guides to be included into the 

interviews, the criteria to guide the tourist groups both with Turkish and 

American cultures were taken into account. 

Data Collection 

In this research, data was collected through the interviews. A semi-

structured interview form used in order not to ignore the different opinions 

that may arise during the interviews and to proceed the interview in line 

with the experiences of the interviewee. The questions in the interview form 

were formed as a result of reviewing the related literature. The interview 

questions were examined by the two different researchers and a draft was 

obtained. Afterwards, the draft was presented to get opinions of the two 

experts who have already worked as tourist guide and still teach in the 

tourism guidance departments of the Turkish universities. Necessary 

adjustments were made in line with the experts’ opinions. The interview 

form consists of three groups of questions. In the first part, there are 

questions to determine the tourist profile visiting the Cappadocia 

destination with their travel, and eating and drinking experiences. In the 

second part, there are questions asked to determine of service failures and 

recovery strategies, which tourists from two different cultures often voice 

during their travel. Finally, in the third part, there are questions regarding 

the demographics of the tourist guides interviewed. 

Selecting the Interviewees 

In qualitative research, in order to make an in-depth examination of the 

events or individuals the participation is kept small and purposive selection 

of interviewees is preferred mostly (Miles & Huberman, 1994). In this study, 

the purposive selection of the interviewees was used, and the participants 

were reached through each other similar to snowball sampling. 

Accordingly, the tourist guides were included in the study on condition that 
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they guided both the Turkish and American tourist groups in the 

Cappadocia Region with the expectation that they had at least 20 times tour 

experience with at least 10 years of experience. Tourist guides selected 

according to these criteria were searched for their contact information and 

an appointment was requested after explaining the aim of the study. All of 

the interviews were conducted on a voluntary basis and the interviews were 

conducted by one of the researchers himself. All interviews were conducted 

between 30.01.2020 and 08.02.2020. In this context, nine tourist guides that 

meet the specified criteria are included in the study as participants. Since 

the number of participants in question is considered to have reached a 

sufficient level for a qualitative study and responses started to be repeated 

and overlapped (Miles & Huberman, 1994), the number of participants was 

considered to be sufficient. Participants who accepted to have an interview 

were first explained the purpose of the study and asked to fill a voluntary 

participation form. The interviews were recorded in case that participants 

give consent. Codes from P1 to P9 were given to the interviewees. The 

duration of the interviews varied between 16 minutes to 33 minutes. The 

interviews lasted 24 minutes on average and 222 minutes in total. The 

records of the interviews were listened to and transcribed, if any, otherwise 

notes taken during the interviews were coded into the word document. 

Analysis 

Within the scope of this study, the interview transcripts were sorted out by 

content analyzes. It is stated that the research approach should be 

determined before the analysis, be it either deductive or inductive (Braun & 

Clarke, 2006). Although there is a rich theoretical background for service 

failure, service recovery and related topics, the approach is inductive in this 

study as the themes and core concepts were derived from the participants’ 

answers directly. Inductive method requires analyzing the raw data 

without having a framework which includes codes and themes that are 

available before conducting the research (Azungah, 2018).  

Coding, determining, and naming of the categories as well as the 

definition of the features related to the categories were the works to be 

fulfilled at this stage. During the coding stage, two different researchers 

made coding based on the interview texts. Then, the coding was compared 

and this phase was ended by reaching a consensus on the issues that 

conflicted. Following this, consensus was reached on the determination and 

naming of categories through discussion.  
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Credibility/Reliability 

In a qualitative research, the credibility is quite an important issue. Some 

steps can be taken to ensure credibility. For example, researchers can 

directly participate in the primary data collection process to ensure the 

credibility of the research. Moreover, detailed information can be given 

about the research and analysis process, examples can be presented through 

direct quotations from the analyzed text, and coding can be done using the 

code scheme (Elo et al., 2014). In this study, in-depth information about the 

method of the research was given, direct quotations were made from the 

interviews in the following part and discussions were made by developing 

a code scheme. 

FINDINGS AND DISCUSSIONS 

According to demographic information regarding the tourist guides 

interviewed, ages of the participants vary between 33 and 65, most of the 

participants have at least undergraduate degree, the duration of the 

guidance varies between 10 years and 43 years, and they predominantly 

have guiding licenses in English. Participants often guide American, 

Turkish, English, German, and Chinese tourists. Some of them are freelance 

guides while some of them are travel agency owners. 

Within the scope of the study, the profiles of the tourists visiting 

Cappadocia, the views of the guides regarding the restaurant experience of 

the tourists, service failures and recovery expectations of tourists was 

examined. First, the data regarding the tourist profile was subjected to 

content analysis and categories were identified as follows: nationalities, 

travel purposes, types of travel, type of accommodation and average 

number overnight stays. The participants state that almost half of the 

tourists coming to the region are foreign visitors particularly from China, 

India, Spain, Hong-Kong, and Taiwan (Table 1). This result is in line with 

the results of some previous studies conducted on the same region 

(Karamustafa & Ülker, 2020; Yılmaz & Özdemir, 2017). Results indicate that 

the tourists mostly visit the region with the motives of having hot-air 

balloon tours, visiting historical places, and entertainment and they mostly 

travel as part of a package tour. This also supports the results of a study 

conducted on the related region (Yılmaz & Özdemir, 2017). In addition, the 

findings show that the types of travel affect the types of establishments 

where they stay. For example, most of the participants state that the tourists 

coming with package tours mostly stay in 4- and 5-star hotels and ones 

those individual tourists prefer boutique hotels mostly. Finally, the average 
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number of overnight stays of the tourists coming to the region is stated as 

two nights. 

Table 1. Profile of Tourists Visiting Cappadocia 

 

Tourists visiting Cappadocia generally prefer local restaurants and 

they are also interested in ethnic and a la carte restaurants (Table 2). In 

addition, tourists keen on local dishes and prefer local foods and beverages 

such as testi kebabı, tandır kebabı, mantı and wine in the region. Findings 

indicate that tourists gather information before having restaurant 

experience and that this information is mostly gathered from tourist guides, 

on-line comments, promotional brochures and hotel staff. Lastly, it is 

understood that tourists are not very curious about food ingredients, and 

they ask about it only when they have religious concerns (like asking for 

kosher). 

Category Quotations 

Nationalities 

“Although it changes temporarily, I can say that mostly Chinese come.” (P3) 

“European countries and USA can be added to the list when compared with the previous years. Last year the number 

of Chinese and Indian tourists increased. There is also a considerable increase in the number of Russian tourists.” (P5) 

“Cappadocia is generally visited by Europeans. Spanish, French, German and Russian come to the region lately. A large 

number of Chinese and Japanese visitors come for a long time.” (P6) 

“There are mostly Chinese tourists in February-March months. In April and May, there are tourists from various 

nationalities. Indians come mostly in May. French and Spanish tourists started to come to the region from Europe. And 

also, there is a considerable number of Romanians.” (P7) 

“Often there are tourists from Asian countries… The majority are Chinese…” (P8) 

“Lately there are tourists from Far East and South America. The majority are from China, Hong Kong, Korea, Columbia 

and Mexico.” (P9) 

Travel purposes 

“In Turkey, the route of İstanbul-Cappadocia-Ephesus is known as the golden triangle. This route is culture route. 

However, culture tourism has decreased considerably recently.” (P1) 

“I can say culture when I think about previous years. But the travel purposes of current tourists are two fold; culture 

and entertainment. Visiting churches and underground cities are some of cultural activities. When we look at 

entertainment activities the balloon tours stand out. Balloon tours have overshadowed cultural tours in recent years…” 

(P5) 

“Cappadocia is the center of Christianity which is an important issue. Many people travel with religious motives. There 

are also church enthusiasts, and they want to visit Göreme Open-Air Museum.” (P6) 

“Cultural mostly, tourists want to travel around the region, and they also have motives for have hot-air balloon tour 

lately” (P7) 

“They generally come with cultural motives. There are hot-air balloon tours held in the region. We can say that they 

come with both cultural and entertainment motives.” (P8) 

“Hot-air balloons have been much sought after recently. Secondly, historical and religious tourism is preferred.” (P9) 

Types of travel 

“Tourists usually come to this destination within a package tour. Cappadocia is not their main destination… Especially 

the tourists coming to Istanbul visit the region afterwards…” (P3) 

“Generally, they come within a package tour. The center of the region is Göreme. When we look there, it is seen that 

individual tourists are predominant.” (P5) 

“They usually come with a package tour because the number of tourists going to Antalya and Pamukkale after 

Cappadocia that is quite high” (P6) 

“The number of individual tourist is rather low, there are generally package tours.” (P7) 

“About 60%-70% of them come within a package tour. The rest are individual tourists.” (P8) 

Types of 

accommodation 

“Those who come within a package tour stay in star hotels, and individual tourists stay in boutique hotels.” (P2) 

“Since there are few rooms in cave type boutique hotels, tourists coming with a group stay in 4- and 5- star hotels.” (P3) 

“Tourist groups usually stay in 3-, 4-, and 5- star hotels, because boutique hotels do not provide enough rooms for 

groups. Boutique hotel owners do not want to sell rooms to groups.” (P7) 

“Those who come with groups want stay in 4- star and 5- star hotels. Individual tourists want to stay in cave hotels.” 

(P8) 

“Cave hotels are the most preferred hotels in Cappadocia. Besides this, 4 and 5-star hotels are preferred in package 

tours.” (P9) 

Average 

number of 

overnight stays 

“It is not more than three days in Cappadocia.” (P3) 

“I think it is two days at most.” (P5) 

“It is 1.8 days in Cappadocia for now, if I am not mistaken.” (P7) 

“It is two days at most.” (P8) 
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Table 2. Restaurant Experiences of Tourists Visiting Cappadocia 

Category Quotations 

Restaurant 

preference 

“Especially conscious tourists prefer local restaurants… They say “I don't want to eat the food I eat in Istanbul”.” 

(P3) 

“They prefer the restaurants where they can eat local food.” (P5) 

“There are restaurants offering food from Chinese and Indian cuisines. Tourists also visit these restaurants.” 

(P5) 

“Tourists generally want to go to local restaurants, but there are not many.” (P7) 

“They usually prefer small restaurants with local dishes.” (P8) 

 “Small and region-specific restaurants are preferred.” (P9) 

Food 

preference 

“Locally, testi kebabı (kebap cooked in a sealed clay pot) and mantı (a ravioli-like dish served with yogurt) are 

preferred. In addition, tourists are curious about tasting regional wines.” (P1) 

“For this region, tandır kebabı (kebap made in tandouri), Nevşehir tava (a type of meat dish baked with vegetables), 

güveç (meat casserole) are generally consumed foods.” (P5) 

“They ask for gözleme (Turkish pancake) and kebabs. They know everything as kebab.” (P6) 

“It is kebab mostly. The most prominent food is testi kebabı for now.” (P7) 

“They mostly prefer meat dishes in the region… Of course, the testi kebabı is famous.” (P8) 

 “Generally, testi kebabı, meat cooked in earthenware pots, and sarma (stuffed vine leaves) are preferred.” (P9) 

Information 

gathering 

 

“They gather information about restaurants. They search for comments on the Internet and ask their guide’s and 

travel agent’s opinions.” (P2) 

“Sure. Most of them do research on the Internet and ask us about the location of the restaurant.” (P3)  

“They can get information from reception.” (P6) 

“They definitely gather information. They make decision according to online comments…They get 

recommendations from those who have visited before…Guides or receptionists may also make 

recommendations.” (P7) 

“They usually look at TripAdvisor comments… Sometimes they tell some restaurant names and ask, "which one 

of these can we choose?"” (P8) 

 “The guide’s recommendation is very important here.” (P9) 

Food 

ingredients 

“They ask about the ingredients of food on private tours… At least one tourist in every tour asks me about 

gluten-free food.” (P6) 

“They are not very curious about it actually.” (P7) 

“Indian tourists ask about the ingredients of the dish. They ask in detail because of religious concerns.” (P8) 

“They wonder about the ingredients.” (P9) 

 

Some of the findings are related to service failure perceptions of the 

tourists from two different cultures (Turkish and American culture) (Table 

3). In this section, the main categories are listed as (a) service failures in the 

kitchen, (b) service failures in the presentation of services, and (c) general 

failures. The classification of service failures was made based on the 

information obtained during the industry experiences of the researchers. 

The classification developed by Chua et al. (2010) was used in the 

classification of service recovery efforts. It has been determined that Turkish 

tourists coming to the region mostly voice the service failures in the kitchen 

but give importance to service-related and restaurant-related failures too. 

Some of the service failures in the kitchen can be listed as inadequate 

portion size, improper way of cooking the food, and use of non-local 

products. The most important service failures in the kitchen were 

determined to be “fail to cook food in proper manner”, “food not cooked at 

desired level”, “food served at an appropriate temperature”, “use of non-

local spices”, “use of stale food”, and “inadequate portion size” as voiced 

by the tourists. While Turkish tourist mostly voice their dissatisfaction 

about cooking methods, use of spices and spoiled food related failures, 

American tourists mostly complain about the improper way of cooking, 

food not being served at the right temperature, and inappropriate portion 
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sizes. The results of the study show that both tourist groups care more about 

service failures in the presentation of the services. The most common 

failures are “food not served on time”, “untidy or dirty table setup”, “rude 

behavior of the service staff”, and “guest not seated where s/he wants to”. 

While Turkish tourists regard an unpleasant welcome and not being seated 

in where they want to as a failure, American tourists complain about rude 

behavior of employees, employees with foreign language problems, dirty 

table setup, and inappropriate serving order. Therefore, it can be said that 

while Turkish tourists care more about service failures in the kitchen, 

American tourists care more about service failures in the presentation of 

services. It has been concluded that Turkish tourists are more willing to 

voice failures and are more impatient to complain compared to American 

tourists. As Crotts and Erdmann (2002), and Hofstede (2015) state, in 

societies where masculine culture is dominant, individuals tend to use their 

power against others and they most likely express their dissatisfaction. 

However, the findings of this study indicate that Turkish tourists as the 

representatives of a feminine dominated culture are more willing to voice 

their complaints. Moreover, long term oriented customers have low 

expectations from an operation they get service for the first time. In this 

sense, it was concluded that findings of this study do not support the 

findings of the previous studies. The last main category in this section is 

related to the general failures. In this category, it is understood, both tourist 

groups consider the general cleaning problems and unpleasant smell of the 

restaurant as service failure. 

Another question sought to be answered in the research was which 

service compensations the tourists found more acceptable after service 

failures. Service compensation expectations were categorized as (a) 

compensatory response, (b) empathetic response, and (c) corrective 

response (Table 4) as in Chua et al. (2010). More clearly, tourists find "not 

receiving any payment", "discount", and “offering beverages, desserts, and 

appetizers free of charge” acceptable as compensatory responses. On the 

other hand, it was concluded that “apologizing”, “intervention of 

manager”, and “giving gift” compensations as empathetic responses are 

more acceptable. Finally, corrective responses such as change of the food or 

beverage are expected by tourists. When the compensatory expectations for 

the two different cultures examined in this study are compared, Turkish 

tourists expect compensatory responses such as not receiving any payment, 

discount and desserts or beverages for free of charge; corrective responses 

such as change of the food or beverage; and empathetic responses such as 

management intervention and apologizing.  
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Table 3. Service Failure in Restaurants 

Main 

category 
Sub-category Quotations 

Turkish 

tourists 

American 

tourists 

Service 

failures in the 

kitchen 

Fail to cook food in a proper manner 

“Turkish tourist has eaten testi kebabı and sarma so many times before. Therefore, they can make criticisms like "this dish is undercooked" or 

"overcooked".” (P4) 

“We receive complaints about the taste of the dish and the way it is cooked. There are too many complaints about this issue.” (P5) 

“They want to eat the same kebab that they have eaten in Adana (famous with its kebabs), but they cannot find it in Cappadocia.” (P9) 

✓  

Food not cooked at desired level 

(overcooked or undercooked) 

“They see that meat is not cooked properly at the right degree and say “is this a steak house?.” (P3)  

“The biggest problem of American tourists in general is overcooking or undercooking. The level of cooking they want is very important for them…” (P9) 
 ✓ 

Food served at an inappropriate 

temperature 
“Temperature of food is important for them.” (P7)  ✓ 

Use of non-local spices “Turkish tourists regard it as a failure when they perceive the spices used in food are not local. It affects their palate.” (P1) ✓  

Use of stale food “Turkish tourists figure out if the ingredients used are fresh or not. Therefore, dissatisfaction occurs in case they are not.” (P2) ✓  

Inadequate portion size 

“They complain about inadequacy of portion size.” (P6) 

“They care about the portion of the food. When we visit Ihlara, they eat meatballs in earthenware pot in there. They usually say the portion of food is 

inadequate.” (P7) 

“I received complaints about small portion size. You know they have bigger portions than ours back in America…” (P5) 

✓ ✓ 

Service 

failures in the 

presentation 

of services 

Rude behavior of the service staff 

“American tourist gets angry when his plate is taken before finishing his meal. He counts this as a rude behavior by the operation.” (P2) 

“There are complaints that service staff are saucy…” (P5) 

“They care more about courtesy. They pay regard to attitudes of service staff.” (P8) 

 ✓ 

Failure to meet the guest properly “Sometimes there are some problems with welcoming the guests to restaurants.” (P1) ✓  

Guest not seated where s/he wants to be 

“They are dwelled on that they are not seated where they want although the table is empty.” (P4) 

“Turkish tourists cannot easily accept restaurants’ way of arrangement of tables. They say “I want to sit at this table” or “do I have to sit at the same table 

with group?”.” (P6) 

✓  

Deficiency of foreign language 

“The waiter's inability to communicate with the customer is a big problem.” (P3) 

“I think the most important thing they have trouble is the employees. I don't think the waiters are very good about foreign language… They should be able 

to explain the ingredients of a meal to the tourist…” (P4) 

 ✓ 

Food not served on time 

“They complain a lot about food being served late.” (P2) 

“The food that should normally be served in 10 minutes can be served in 20 minutes when it comes to a Turkish tourist.” (P9) 

“Food not served on time can be a matter of complaint…” (P5) 

“American tourists pay attention to whether the food is served on time or not.” (P1) 

“Sometimes, tourists have already had their meals finished when the staff takes beverage orders.  They also express their complaints on this issue.” (P7) 

✓ ✓ 

Fail to serve beverages in a proper 

manner 
“I remember that once staff served wine before the guest tasted it and the guest said “I should have tasted it before”.” (P5)  ✓ 

Inappropriate serving order “All orders are served at the same time when you go to restaurants with a group.” (P7)  ✓ 

Untidy or dirty table setup 

“Sometimes there are problems with where the fork, knife, napkin, plate are placed.” (P3) 

“Sometimes it can only be possible to take the tour to the restaurant much later than the time we arranged before. Although they set tables before our 

arrival, an oil-drip on the tablecloth causes dissatisfaction.” (P4) 

“First, they look at the table setup. They look at the cleanliness of the table. Cleanliness is important to them… They convey their complaint to us when 

there is dirt on the table.” (P8) 

 ✓ 

General 

failures 

Unpleasant smell in restaurant “The smell in restaurant is another thing that Turkish tourists care about.” (P1) ✓  

Problems related to general cleanliness 
“Cleanliness is another issue. They look at the toilets and think they are inappropriately cleaned.” (P8) 

“They complain about general cleanliness of restaurants. Toilets are an important part of it. 
✓ ✓ 
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Table 4. Service Recovery Expectations in Restaurants 

Main category Sub-category Quotations 
Turkish 

tourists 

American 

tourists 

Compensatory 

responses 

Not receiving any 

payment 

“Offering tea and coffee is not considered sufficient. They demand not to pay for what they have eaten.” (P1) 

“They expect to be exempted from paying.” (P3) 

“Assume that they served burnt food, tourist does not want to make any payment.” (P4) 

 “Turkish tourists generally demand a refund from the restaurant if they don't like the food.” (P6) 

✓  

Discount 

“For sure Turkish tourist expects a discount firstly.” (P2) 

“Turkish tourist does not want to make payment when he is served burnt food.” (P4) 

“Domestic tourists may also want discount.” (P5) 

“If Turkish tourists don't like the food, they say that the restaurant should pay some amount of money back. Some even assert it 

explicitly.” (P6) 

“They rather claim for a discount.” (P8) 

✓  

Offering beverages free 

of charge 

“I was guiding a group of students group on one occasion. They ordered meatballs and chicken. There was confusion with the 

order and students requested the beverages to be free of charge.” (P6) 

“They may ask for an extra beverage.” (P8) 

“They would be quite satisfied with a glass of wine offered for free of charge.” (P2) 

“They want not to pay for the beverages, alcoholic beverages particularly.” (P3) 

“They are very fond of beverages; they expect to be offered a beverage.” (P6) 

 “A little offer after an apology: it could be tea or coffee. They regard it as a big gesture and the failure would be compensated.” (P8)  

“Any offer made to an American tourist would make him satisfied.” (P9) 

✓ ✓ 

Offering dessert free of 

charge 

“Sometimes they expect a dessert to be offered free of charge.” (P8) 

“They like having dessert for free of charge. You can see it in their reactions.” (P4) 

“Restaurants here make some special desserts, offering these desserts can be compensatory.” (P8) 

✓ ✓ 

Offering appetizers free 

of charge 
“He expects an appetizer following meal.” (P3)  ✓ 

Empathetic 

responses 

Apologizing 

“Both tourist groups expect an apology definitely.” (P5) 

“Of course, they wait for an apology.” (P6) 

“They expect the operation to make a verbal compensation with a sincere apology.” (P1) 

“An apology from the heart may be considered important because of the failure.” (P2) 

“They can accept an apology.” (P4) 

“Foreign tourists wait for an apology. An American particularly waits for an apology.” (P6) 

“They rather expect an apology from staff. They can forgive right away.” (P8) 

✓ ✓ 

Intervention of manager “Domestic tourists want the matter to be handled by the manager. They say “call your manager if you cannot handle it”.” (P5) ✓  

Giving gift (e) “It may be effective if the operation gives a gift that does not have a material value.” (P2)  ✓ 

Corrective 

responses 

Change of the food or 

beverage 

“They demand for a change.” (P2) 

“For example, if Turkish tourists order meat and receive it burnt, they ask for a change. It is hard to please Turkish tourists.” (P4) 

“They ask for different food. This is what happens mostly in this kind of situations.” (P7) 

“If there is a problem with the food, they want it to be changed without making it a matter.” (P5)  

“American tourist conveys their complaints by getting in contact with relevant authorities. But they do not attempt it since they are 

in a foreign country. They may demand a change.” (P7) 

✓ ✓ 
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Table 5. Service Failures and Recovery Expectations by Cultures 

Main 

category 
Sub-category 

Service Recoveries 

Expected for Service 

Failures 

Quotations 
Turkish 

tourists 

American 

tourists 

Service 

failures in 

the kitchen 

Fail to cook food in a proper 

manner 

Change of the dish (cor) “S/he may ask for a different food… When it does not come as requested, s/he may request the previous food back...” (P4) ✓  

Offering appetizers free of 

charge (com) 
“S/he expects some extra food to be served for free of charge.” (P3) ✓  

Not receiving any 

payment (com) 
“In this case, s/he either expects not to pay anything or some discount.” (P5) ✓  

Food not cooked at desired 

level (overcooked or 

undercooked) 

Change of the dish (cor) 

“If the food is cold, s/he wants the dish to be changed. S/he wants it at appropriate temperature.” (P5) 

“This is very difficult to compensate. However, the food can be prepared again...” (P1) 

“He wants it to be changed or re-cooked…"I ordered it to be medium, but it is well-done, please change it," he says.” (P3) 

“If there is a problem with the food, they want it to be changed.” (P5) 

“They bring a new one. They would never make the guests wait in these kinds of situations. The restaurant wants to change it 

immediately. American tourists also want this change.” (P6) 

✓ ✓ 

Food served at an 

inappropriate temperature 
Change of the dish (cor) “If the food is not served at an appropriate temperature, they demand it to be changed.” (P7)  ✓ 

Inadequate portion size 
Discount (com) “If the portion is small, the operation does not usually favor discounts. However, Turkish tourists explicitly want discount.” (P6) ✓  

Change of the dish (cor) “A little more can be added to the food... Restaurants consider the cost …” (P7) ✓  

Service 

failures in 

the 

presentation 

of services 

Rude behavior of the service 

staff 

Apologizing (e) 

“An apology finds a way around it. “Go on guys, I will receive your orders” kind of approach is not something desired by 

American tourists.” (P5) 

 “It would be more appropriate to apologize. They expect an apology first of all.” (P8) 

 

 
✓ 

Replacement of the staff 

momentarily (e) 

“For example, tourists would be bothered if waiters watch over while they are eating. Waiters control whether they have finished 

meal but tourists are disturbed by this.” (P2) 

“One of the waiters’ rude behavior was recounted to the manager on one occasion and he changed the waiter momentarily.” (P8)  

 ✓ 

Intervention of manager 

(e) 

“Tourists speak out the failure. For example, if he thinks the staff is rude, he may expect the manager to interfere and warn the 

staff about it.” (P4) 
 ✓ 

Guest not seated where s/he 

wants to be 

Offering beverages free of 

charge (com) 

“If there is time for another group to arrive, as a guide, I request my group member to be seated there. Tourists want a drink 

while waiting.” (P6) 
✓  

Food not served on time 

Making explanation (e) “The service staff must explain why the food is served late, or it will be very difficult to compensate.” (P2) ✓  

Not receiving any 

payment (com) 
“If the waiting time increases, s/he wants not to be charged…” (P4) ✓  

Offering beverages free of 

charge (com) 

“Waiting time is an important issue. It is definitely a subject of complaint… It may be appropriate to offer Turkish coffee and 

tea…” (P5) 

“In the case that the food was not served on time, offering beverage for free of charge may be appropriate to compensate the 

failure.” (P1) 

“They may expect a beverage not to be charged.” (P7) 

✓ ✓ 

Offering appetizers free of 

charge (com) 
“If the food was not served on time, they expect the operation to offer appetizers...” (P1)  ✓ 

Untidy or dirty table setup Change of the set up (cor) 

“American tourist thinks “Do they deem us worthy of this service?” It could be dirt on knife or fork or it could be a plate with a 

little crack on the edge, they definitely want it to be changed.” (P4) 

 “They want it to be fixed quickly right after they tell it to the staff or manager.” (P8) 

 ✓ 
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American tourists, on the other hand, expect compensatory 

responses such as beverages, appetizers or desserts for free of charge; 

corrective responses such as change of the food or beverage; and empathetic 

responses such as giving gift and apologizing. Tourist guides, on this issue, 

state that Turkish tourists care more about material value while American 

tourists care more about sentimental value. 

Another issue addressed in the study is which service recovery 

actions will be more effective according to two different cultures (Table 5). 

Service failures are classified as service failures in the kitchen, service 

failures in the presentation of services, and general failures as expressed 

before. Turkish tourists complain more about service failures in the kitchen 

while American tourists express more complaints on service-related 

failures. Some of the prominent service failures in the kitchen expressed by 

Turkish tourists are inadequate portion size and improper way of cooking 

food. Americans, on the other hand, complain more about service failures 

in the presentation of services such as food not being served on time and 

untidy and dirty table setup. When the recovery actions for these types of 

failures are examined, it is clear that Turkish tourists expect compensatory 

(com) and corrective (cor) actions for service failures in the kitchen. To 

illustrate, a Turkish tourist may expect a compensatory response like not to 

make any payment or a corrective response like change of the dish in case 

that the food ordered is not cooked in a proper way. American tourists, on 

the contrary, expect corrective actions more in response to service failures 

in the kitchen. To illustrate, an American tourist may want a change in case 

that food is not served at an appropriate temperature. Therefore, it is 

understood that Turkish tourists expect compensatory actions in response 

to service failures in the kitchen. It is stated, people belonging to collectivist 

cultures value service recovery more (Prasongsukarn & Patterson, 2001). 

Findings of this research show that Turkish tourists who have more 

collectivist values compared to American ones expect recovery more.  

American tourists voice their complaints regarding service failures 

in the presentation of services more when compared to Turkish tourists. For 

instance, American tourists expect empathetic responses (e) such as an 

apology, replacement of the staff momentarily, and intervention of the 

manager in case that the staff behaves in a rude manner. Turkish tourists, 

on the other hand, expect compensatory responses like not making any 

payment and receiving beverages for free of charge and empathetic 

responses like getting an explanation regarding the failure. In general, it can 

be said that Turkish tourists expect compensatory responses for service 
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failures in the presentation of services while American tourists are more 

likely to expect empathetic responses. 

CONCLUSION 

In order to contribute to the relevant body of knowledge, the focus of this 

study was on the implications of cultural values and cultural differences on 

service failure and service recovery in restaurants, hence, the aim was to 

make contribution to the related knowledge accumulation accordingly. In 

order to carry out this study, semi-structured interviews were held with 

tourist guides who previously guided tourists from two different cultures 

(Turkish and American cultures). Tourist guides were included in the 

participant lists as long as they had tour guiding experiences on both 

groups of tourists. 

The first part of the research findings is about determining the profile 

of the tourists visiting the Cappadocia Region. In this sense, almost half of 

the tourists are foreigners. Tourists visit the region with motives of having 

hot-air balloon tours and visiting historical places. Besides, a considerable 

number of the tourists visit the region within a package tour, and this affects 

the choice of establishment they stay. For instance, those who travel within 

a package tour stay at 4- or 5- star hotels while individual tourists mostly 

prefer boutique accommodation enterprises with attractive local ambiances 

which reflects the Central Anatolian Turkish culture.  

In this study, service failure perceptions and service recovery 

expectations of Turkish and American tourists were evaluated based on the 

interviews with tourist guides. According to tourist guides, tourists prefer 

local restaurants mostly, they consume local food like testi kebabı, tandır 

kebabı, mantı and also local wines in the context of beverages. It is stated that 

tourists gather information about restaurants before experiencing and this 

information is usually provided by guides, on-line comments, and hotel 

reception. Food ingredients are asked by a few tourists with religious or 

dietary concerns.  

The findings of this research have important implications for both 

practice and literature. The first of these implications is that service failure 

perceptions and service recovery expectations regarding to restaurant 

experience may differ by culture. The research findings point out that the 

Turkish tourists mostly express service failures in the kitchen, while 

Americans mostly express service failures in the presentation of services. In 

more detail, Turkish tourists complain more about inadequate portion size, 
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offering food not cooked in a proper manner, and using non-local 

ingredients. On the other hand, American tourists pay more attention to 

service-related failures such as inappropriate behaviors of service staffs as 

well as untidy and dirty table setups. Therefore, business operators should 

establish their understanding of service on the basis of cultural differences 

of tourists. For instance, restaurant owners and/or managers should take 

necessary measures in the preparation of the orders more attentively in 

order to ensure satisfaction of the Turkish tourists and to provide necessary 

trainings to their service staffs to make the American tourists more satisfied. 

In this way, the satisfaction with restaurant will increase, and hence, with 

the destination. While it is stated in the related literature that people from 

masculine cultures are more willing to express their dissatisfaction, the 

findings of this study indicate that Turkish tourists who are from a feminine 

culture more tend to express any service failure. In this sense, the findings 

of this study differ from the related literature, which may be because of the 

cultural closeness of the Turkish tourists with Turkish service providers.  

Another important finding of the study is that the recovery 

expectations of the Turkish and American tourists for service failures differ 

to some extent. For instance, Turkish tourists mostly expect compensatory 

responses such as not making payment, discounts and offers for free of 

charge, and they are in expectation of corrective and empathetic responses 

less. On the contrary, American tourists give more importance to corrective 

and empathetic responses and expect compensatory responses less. 

Generally, as tourist guides state, Turkish tourists care more about recovery 

actions that provide material value while American tourists care more 

about sentimental value. The findings of this study indicate that Turkish 

tourists who are from a collectivist culture expect compensatory responses 

for a service failure, while Americans expect corrective responses more than 

compensatory ones. If restaurant managers can analyze the recovery 

expectations of tourists from different cultures, they will be able to increase 

satisfaction of their customers accordingly. 

Another issue addressed in this study is to determine which service 

recovery actions would be more appropriate to which service failure by 

cultures. According to the research findings, Turkish tourists expect more 

compensatory and corrective responses for service failures in the kitchen 

while American tourists expect more corrective responses. In service 

failures in the presentation of services, Turkish tourists expect 

compensatory and empathetic responses while American tourists expect 

empathetic responses, like an apology or manager intervention. No study 

has been encountered in the literature in which the appropriate service 
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recovery actions for the service failures are examined within the framework 

of cultural values in the restaurant settings. Food and beverage operations 

should apply compensatory responses in service failures experienced by the 

Turkish tourists such as not receiving payment and offering food or 

beverages for free of charge, and empathetic responses in service failures 

experienced by the American tourists, such as apologizing, manager 

intervention, and replacement of staff. Therefore, it may be suggested that 

service providers serve their consumers of different nationalities in 

different ways or differentiate their service compensations for service 

failures according to nationalities. 

This study is not free from limitations like many others. The primary 

limitation of the study is that it was carried out in the Cappadocia Region. 

This issue can be further investigated in different destinations in the future. 

Semi-structured interview technique was used to gather data in this 

qualitative study.  Further research can hold focus group discussions 

involving different stakeholders on this issue. This study was carried out 

with tourist guides who have guided tourists from the two different 

cultures long time ago. It is known that Turkish tourists visiting the region 

as part of a package tour intensively and American tourists take private 

tours consisting of fewer people. Although the tourist guides were told to 

think both groups with similar income levels, they may have evaluated 

Turkish tourists visiting the region with a package tour and American 

tourists with a private tour. Researchers can carry out a comprehensive 

study by including restaurant managers, tourists, and tourist guides to 

eliminate this limitation in the future. Finally, the most important limitation 

of this study is that while Turkish tourists are in their home country, 

American tourists are in a different country. This may cause Turkish 

tourists to complain more than American tourists as they may feel more 

comfortable in their home country. For example, in the study carried out by 

Carr (2002), it was concluded that international tourists are more passive 

and hedonistic compared to domestic tourists. Similarly, in the study 

conducted by Mustafa (2011), differences were found in the behavior 

determinants of domestic and international tourists. Therefore, the findings 

of the study on this subject should be handled with caution.  
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