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Abstract: The present study analyzed the circular role of service revival in the
influence of ethical marketing on customers' attitudinal loyalty. The results have
been obtained by examining the opinions of customers of LC Man clothing
stores in Tehran. The research method is descriptive, which was implemented
by the survey method. The sample size of the research was 384 people, which
was obtained based on Cochran's formula based on an unknown statistical
population. Non-probability sampling method was available. Data collection
was done based on ethical marketing questionnaires by Safari et al. (2016),
service revival by Sengupta et al. (2014), and attitudinal loyalty by Ivanchitzky
et al. (2006). The validity of the questionnaires was examined and confirmed
based on content validity using the opinions of experts, face validity based on
the views of a number of statistical societies, and construct validity using the
factor analysis method. Attitudinal loyalty was estimated at 0.84 and service
recovery at 0.77. Data analysis was done at two levels, descriptive statistics and
inferential statistics, including structural equation modeling by Smart-PLS
statistical software. The results showed that ethical marketing and service
revival has an effect on attitudinal loyalty with effect coefficients of 0.336 and
0.355, respectively, and ethical marketing has an effect on service restoration
with an effective coefficient of 0.413. Finally, it can be said that ethical marketing
has, directly and indirectly, affected the attitudinal loyalty of customers; In
other words, service revival has played a mediating role in influencing ethical
marketing on customers' attitudinal loyalty.

Keywords: Service Revival, Ethical Marketing, Attitudinal Loyalty, LC Man
Apparel.

Extended Abstract

Introduction

Today, maintaining and strengthening customer loyalty in line with a
company's products or services is generally the main and central point
of marketing activities; If the characteristics of the brand are known and
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defined correctly, it can lead to customer loyalty. Rapid changes in today's world have made
organizations face various challenges. Meanwhile, there are successful organizations that use the
opportunities created for their benefit with the help of management tools and new technologies.
Customer loyalty is defined as brand bias and behavioral response over time; So that a person
prefers a particular brand over other brands and makes a decision about it as a psychological
commitment (Zehir & Narcikara, 2016). In today's hyper-competitive era, there is no organization
or company that can achieve success without paying attention to the needs and demands of
customers and satisfying them. An increase in loyalty can lead to predictable revenue streams from
customers, as well as an increase in revenue over time. Without customer loyalty, the best business
models will soon fall apart. In an effort to develop a loyal customer base, most organizations try
to continually give their best to satisfy their customers and develop long-term relationships with
them. Loyalty is a favorable attitude towards business that leads to repeat purchase behavior (Zehir
& Narcikara, 2016). Reviving the service (services) is an act that the service provider has done to
compensate for the insufficiency (failure) in providing the service, to address the customer's
complaints and provide their satisfaction (Zehir & Narcikara, 2016). Ethical marketing is one of
the things that can affect the improvement of customer loyalty to the brand. Ethical marketing is
a field of applied ethics that deals with ethical principles hidden in marketing behavior, promotion
and regulation. In order to be able to attract the opinion of buyers towards buying the company's
products sustainably and to face less regret from buying, companies should instill some kind of
confidence in the correctness and honesty of the product advertisements to the buyers in their
marketing method. This issue, which has been widely discussed in management and market
science today, is called ethical marketing (Jandaghi et al., 2017). According to the above materials,
the researcher tries to answer whether ethical marketing has a significant effect on the attitudinal
loyalty of customers by emphasizing the mediating role of service revival?

Theoretical framework

The word "revival" was used for the first time in the field of service in an advertising campaign
titled "Customer First" by British Airways. Service recovery is an attempt by an organization to
compensate for the negative effects of a failure or defect. When service failure occurs, effective
use of service recovery strategies is very important in order to achieve customer satisfaction.
Revival of services has two dimensions: technical dimension and functional dimension. The
technical dimension refers to what customers get as a result of the organization's efforts to revive
services, and the functional dimension refers to how this process is carried out (Ghezelbash, 2021).
Previous research on service recovery shows that customer response is largely dependent on the
severity of the service failure. Miller et al. (2003) proposed a framework for service recovery that
includes the steps of decompensation, immediate compensation, and follow-up. Their findings
showed that among the customers whose problems were resolved, 90% intended to refer for more
services (Esmaili, 2017). Among the customers whose problem was not resolved, only 22% were
willing to refer again. As a result, revival is considered as one of the important factors of gaining
customer trust. Boshoff (1997) prepared a questionnaire called Recast to measure customer
satisfaction related to service recovery strategies. This questionnaire included the dimensions of
service revival, which are: a) communication, b) authority, c) feedback, d) terminology, c)
explanation, d) concrete things (Fatahi Moghadam, 2018).

Loyalty has been defined in many ways. Some views understand loyalty as a simple repetition of
the purchase process, and other views go further and look at the cognitive aspects of this loyalty
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(Nouri Razi Al-Awadi et al., 2022). Loyalty is the creation of a deep commitment to repurchase
by supporting a product or service continuously in the future and repeating the regular purchase
of the brand despite the situational influence and existing marketing efforts that may cause
behavior change (Alahverdi & Landaran Esfahani, 2022). Loyal customers repeatedly refer to their
favorite organization to buy products or use services (Taleghani & Einy dlejani, 2021). This
loyalty, which consists of guiding and leading a positive attitude and behavior, such as buying
again, supporting and offering to buy, can include loyalty to the brand name of products and
services (Gholipour domyeh, 2023).

Methodology

The current research is applied in terms of purpose and descriptive in terms of correlation type in
terms of data analysis. The statistical population of the current research is made up of all the
customers of LCMAN clothing stores in Tehran. Based on the formula for determining the sample
size of the unknown statistical population (Cochran's formula), the sample size of 384 customers
was obtained by available sampling method. Library and field methods were used to collect data.
In the field part, in order to collect data, the standard questionnaires of ethical marketing by Safari
et al. (2016), revival of services by Sengupta et al. (2014) and attitudinal loyalty by Ivanchitzky et
al. (2006) were used. Considering that all the questionnaires used in the current research have been
examined by university professors and experts and their validity and reliability have been
measured, but in order to improve the validity of the questionnaires, the researcher also checked
the validity and reliability of the research tools. In order to determine the validity of the research
tool, form and content validity were used, which were confirmed. Cronbach's alpha coefficient
was used to determine the reliability of the research tools. In order to analyze the collected data,
descriptive and inferential statistical methods were used. To test the research hypotheses, first, the
Kolmogorov Smirnov test was used to check the normality of the data distribution and the
structural equation technique was used to check the effect of independent and mediating variables
on the dependent variable using SmartPLS statistical software.

Discussion and Results

The results of data analysis show that the significance level of the Kolmogorov-Smirnov test for
all research variables is less than 0.05. As a result, all research variables have a non-normal
distribution. Therefore, in order to analyze the data, Smart-PLS statistical software has been used.
The outputs of this software show that the factor loading for any question is not less than 0.5.
Therefore, no questions will be excluded from the analysis. The final structural equation model
has been used to analyze the mediating role of service recovery in the influence of ethical
marketing on customers' attitudinal loyalty. The output of the software was used to check the
hypotheses and test the significance of the path coefficients between the variables. The path
coefficients and the results related to their significance show that the research hypotheses have
been confirmed. In order to investigate the mediating role of service recovery in the effect of
ethical marketing on attitudinal loyalty, the bootstrap method was used, the results of which show
the confirmation of the relevant hypothesis.

Conclusion

The results related to the first hypothesis showed that the strength of the company's ethical
marketing effect on service recovery was calculated as 0.413, which shows that the
correlation is favorable. The significance statistic of the test is also 8.335, which is more
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than the critical value of t at the 5% error level, i.e. 1.96, and it shows that the observed
correlation is significant. Therefore, it can be said that the company's ethical marketing
has a positive and meaningful effect on the revival of services. These results are consistent
with the research findings of Fatahi Moghadam (2018) and are supported. In this regard,
it can be said that inadequacy and negligence in providing services creates an internal
process in customers and creates a feeling of stress and negative experiences in customers.
During the service failure process, the company's customers think of strategies to deal
with this problem, such as expressing their dissatisfaction. The results related to the second
hypothesis showed that the power of the revival of the company's services on the
attitudinal loyalty of customers was calculated as 0.355, which shows that the correlation
is favorable. The significance statistic of the test is also 7.823, which is more than the
critical value of t at the 5% error level, i.e. 1.96, and it shows that the observed correlation
is significant. Therefore, it can be said that the revival of the company's services has a
positive and significant effect on the attitudinal loyalty of customers. These results are
consistent with and supported by the research findings of Demirgunesh (2015). In this
regard, it can be said that the presence of diverse products with different brands will have
an effect on customer satisfaction and reducing their perceived risk. The right price of the
products and the availability and facilitation of the purchase process on the sites play a
major role in reducing the risk of customers in this field. The results related to the third
hypothesis showed that the strength of the company's ethical marketing effect on
customers' attitudinal loyalty was calculated as 0.336, which shows that the correlation is
favorable. The significance statistic of the test is also 7.011, which is more than the critical
value of t at the 5% error level, i.e. 1.96, and it shows that the observed correlation is
significant. Therefore, it can be said that the company's ethical marketing has a positive
and significant effect on the attitudinal loyalty of customers. These results are consistent
with and supported by the research findings of Abbas et al. (2019). In this regard, it can
be said that providing the desired services to the customers has created trust among the
customers and compels them to visit this store in different situations. The fourth
hypothesis analyzes the mediating role of service revival in influencing the company's
ethical marketing on customers' attitudinal loyalty. The results showed that the
significance level is equal to 0.001 and smaller than 0.05 and the confidence interval does
not include zero. Therefore, the hypothesis of the research is accepted. This means that
service revival plays a mediating role in the effect of ethical marketing on attitudinal
loyalty. These results are consistent with the research findings of Eskanderpour et al.
(2021) and Rezaei (2018). In explaining this hypothesis, it should be stated that consumers
should first get acquainted with a particular commercial brand so that they can
subsequently acquire a mentality and an image of that brand.
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