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Summary of Research Progress

about Service Encounter Transformation

Wataru UEMOTO

Abstract

Customer nuisance behavior, and dysfunctional customer behavior, which has become a social issue
in recent years known as “customer harassment (kasu-hara),” are considered one of the key
challenges to be addressed in services marketing research as they hinder productivity improvements
in service industries and has negative impact on employee turnover or well-being. To prevent
dysfunctional customer behavior in service encounters such as stores and facilities and to promote
value co-creation between service providers and customers, it is important to understand more
detailed dysfunctional customer behavior. However, previous research has not been consistent in
specifying the concrete actions of dysfunctional behavior, and little attention has been paid to the
differences in such behavior across different industries and business types. This study aims to
develop a scale to measure dysfunctional customer behavior and clarify the differences across various

industries and business types to prevent such dysfunctional behaviors.

Keywords : dysfunctional customer behavior, service industries, scale development, factor analysis,

cluster analysis






