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a Center for Research in Economics and Management (NIPE), School of Economics and Management, University of Minho, Campus de Gualtar, 4710-057 Braga, Portugal 
b Henley Business School, University of Reading, Whiteknights Campus, Reading RG6 6UR, United Kingdom 
c Copenhagen Business School, Solbjerg Plads 3, 2000 Frederiksberg, Denmark 
d University of Reading, Whiteknights Campus, Reading RG6 6UR, United Kingdom   

A R T I C L E  I N F O   

Keywords: 
Systematic literature review 
Bibliometric analysis 
Customer incivility 
Dark side of customer behavior 
Customer mistreatment 

A B S T R A C T   

The dark side of customer behavior has been receiving increasing attention in the business and management 
literature in recent years. Scholars have used various terminologies to study those customer behaviors that 
disrupt service delivery, affect organizational performance, and impact on employees’ well-being. In this study, 
through a systematic literature review and bibliometric analysis of 246 academic articles, we identify three 
clusters within the dark side of customer behavior literature: (1) customer dysfunctional behavior; (2) customer 
revenge and rage as forms of customer misbehavior; and (3) customer mistreatment and incivility-related 
clusters. Based on these three identified clusters of the literature, we propose an integrative framework of 
customer incivility as customer incivility is the current centerpiece of the literature on the dark side of customer 
behavior. In doing so, we identify various research gaps and suggest effective avenues for future works in this 
research stream.   

1. Introduction 

In a customer-centric approach, serving customers and consumers 
effectively remains the cornerstone of successful business outcomes such 
as high firm performance, stronger brand value, and customer loyalty 
(Gupta & Ramachandran, 2021). Nevertheless, this shift towards 
customer-centricity also brought along detrimental customer behaviors. 
Hence, nowadays firms seek to understand how to deal with an 
increasing number of negative behaviors from customers as these 
negatively affect business outcomes as well as employees’ performance 
and psychological well-being (Hur et al., 2015; Yagil, 2017). 

In this paper, we refer to these negative behaviors by using an um-
brella term, the dark side of customer behavior, inspired by the dyadic 
relationship that exists between the “light” and the “dark” side of the 
Force in George Lucas’ creation Star Wars, and that is also represented in 
Western and Eastern philosophical and religious worldviews (Eberl, 
2016) as well as in management literature (a couple of examples are the 
work of Davenport et al., 2007; Heidenreich et al., 2015 that concep-
tualized dark sides of different management processes and outcomes). 

The dark side of customer behavior is an umbrella term for various 

concepts that scholars in consumer research and organizational research 
have used to define negative behaviors of consumers and customers. For 
example, Lovelock (2001) coined the term jay-customers for those cus-
tomers who act inconsiderately, in a vulgar manner, and cause problems 
for the organization, other customers, and employees. The term 
dysfunctional customers is also used when investigating the behaviors of 
those individuals who deliberately or unintentionally, overtly or 
covertly disrupt the otherwise functional service delivery process 
(Fullerton & Punj, 2004; Harris & Reynolds, 2003). Other scholars 
coined the terms customer revenge and retaliation (e.g. Funches et al., 
2009; Grégoire et al., 2010), which are seen as the cognitive, emotional, 
and behavioral efforts of customers in redistributing justice and fairness, 
and in punishing a corporation for its wrongdoings. 

Both consumer behavior and organizational behavior scholars 
investigate rage and aggression as part of the behavioral manifestations 
of negative customer emotions and the impact of the aggression on the 
organization and its employees (e.g. Grandey et al., 2007; Grove et al., 
2012; Patterson et al., 2016; Walker et al., 2017). Other dark side be-
haviors include customer unfriendliness (Albrecht et al., 2017), which 
can result from negative behaviors such as verbal transgressions 
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(Grandey et al., 2007; Walsh, 2011) or the omission of positive behav-
iors such as greeting and thanking (Dudenhöffer & Dormann, 2013; 
Sliter et al., 2010). The broader terms used to reflect this dark side are 
customer dysfunctional behavior (Daunt & Harris, 2012; Henkel et al., 
2017), customer misbehavior (Harris & Daunt, 2013), customer deviant 
behavior (Dootson et al., 2016), and customer mistreatment (Hershcovis 
& Bhatnagar, 2017). Finally, in organizational behavior and organiza-
tional psychology literature, the term customer incivility is employed 
(Cortina et al., 2001; Van Jaarsveld et al., 2010) to discuss the rude and 
condescending, yet mundane, behaviors of customers. 

Although this given list of terms that reflect some form of the dark 
side of customer behavior is not definite, it is evident that the existence of 
these concepts does not help with advancing the field to a higher level. 
Just the opposite, in fact, because the blurry boundaries among these 
various conceptualizations that reflect some form of the dark side of 
customer behavior have resulted in a lack of clarity in this field of liter-
ature. Indeed, scholars have been investing significant efforts to deep- 
dive into specific concepts. Examples of such work include systematic 
literature reviews of customer incivility (Lee & Kim, 2022), of customers 
behaving badly (Fisk et al., 2010), and of customer deviance (Fombelle 
et al., 2020). However, to the best of our knowledge, no systematic effort 
has been invested in understanding the broader area of the dark side of 
customer behavior, aimed at identifying the focal concept in this area. 
Identifying the overlaps among different concepts and their definitions 
should help in moving from a dispersing field to a more in-depth 
advancement of the area led by the focal concept. 

Thus, the aim of this paper is to synthesize the scholarly findings and 
to provide future research avenues on the dark side of customer behavior. 
In this context, the primary objective of this study is to perform a 
comprehensive, structured literature review of the dark side of customer 
behavior umbrella term that leads to the development of an integrative 
framework of the central concept. Second, through a systematic litera-
ture review (SLR) based on bibliometric analysis, knowledge gaps are 
identified and used for suggesting promising paths for future research. 
Finally, by mapping and consolidating the literature on the topic, our 
study stimulates valuable insights for managers and executives for 
future practical implementation. 

Structurally, we begin by discussing the applied SLR methodology 
and next provide a descriptive, bibliometric, and content analysis. We 
subsequently provide an integrative conceptual framework of the cen-
tral concept of the dark side of customer behavior, namely the concept of 
customer incivility. Finally, this study provides future research avenues 
on the dark side of customer behavior. 

2. Theoretical basis and scope of the dark side of customer 
behavior 

There are no universally accepted boundaries, nor is there a defini-
tive list of terms that belong to the umbrella term dark side of customer 
behavior. Instead, scholars and practitioners have focused on different 
perspectives and concepts that included a variety of characteristics 
constituting the dark side of customer behavior. In order to collect a list 
of relevant terms we held discussions with six academics of different 
levels of seniority (starting from assistant professors to full professors) in 
relevant fields (i.e. marketing, services, consumer psychology, and 
reputation), and built a list of terms used in the literature that corre-
sponds to the dark side of customer behavior. Table 1 provides a summary 
of the concepts and diverse conceptualizations identified within the 
umbrella term dark side of customer behavior, and is followed by a dis-
cussion of how these constructs have been utilized in the existing liter-
ature, namely in terms of theoretical frameworks applied. 

2.1. Customer incivility 

Research on customer incivility has been gaining momentum in the 
last decade (Fisk et al., 2010; Fombelle et al., 2020; Lee & Kim, 2022). 

Customer incivility is defined as insensitive, disrespectful, or rude 
behavior with ambiguous intentions directed at another person that 
displays a lack of regard for that person (Cortina et al., 2001). While the 
term customer incivility emerged in the organizational behavior and 
organizational psychology bodies of literature (Cortina et al., 2001; Van 
Jaarsveld et al., 2010), nowadays the customer incivility term is widely 
used in other research areas, such as tourism and hospitality (Han et al., 
2016). While most of the research has adopted a unidirectional 
perspective regarding the impact of customer incivility on an em-
ployee’s sales performance and the triggering of withdrawal behaviors 
such as absenteeism and tardiness (e.g. Sliter et al., 2012), recent studies 
adopt an interactive perspective by viewing customer incivility as the 
result of the socially complex interactive process between the customer 
and service providers (Lee & Kim, 2022). Hence, customer incivility is 
likely to be driven by the characteristics of customers, organizations, 
and service employees (Sliter & Jones, 2016). 

2.2. Dysfunctional customer behavior, customer deviance/misbehavior 

Dysfunctional customer behavior may be defined as interpersonal 
customer behaviors which are perceived as illegitimate by the company 
and its employees (Gong et al., 2014). Dysfunctional customer behavior 
and other related terms, such as deviant customer behaviors and 
customer misbehavior, are used to capture acts where customers 
intentionally violate the acceptable norms of conduct (Fullerton & Punj, 
2004). 

Both dysfunctional customer behavior and customer deviance/ 
misbehavior can be directed toward the employees, the products and 
services, other customers, the firm’s financially valuable assets, or the 
physical or electronic assets of an organization (Fullerton & Punj, 2004). 
These forms of behavior can take either a covert or an overt form (Berry 
& Seiders, 2008; Harris & Reynolds, 2004). Customer misbehavior can 
have a detrimental impact on frontline employees’ physiological and 
emotional well-being and can jeopardize employees’ job attitudes as 
well as their cognitive evaluation of their workplace (Harris & Daunt, 
2013). Overt customer misbehavior can result in diminished satisfaction 
of other customers with the firm’s service and can, at the same time, be 
contagious, as these acts implicitly destigmatize misbehavior and devi-
ance for those witnessing others (Schaefers et al., 2016). 

2.3. Customer mistreatment 

Customer mistreatment is defined as the disrespectful and 
demeaning behaviors of customers, which are perceived as fairness- 
violating by the employees (Skarlicki et al., 2008). In the marketing 
literature, customer mistreatment is defined as the low-quality treat-
ment that employees receive from customers, which can range from 
ambiguous demands to verbal aggression, and may or may not have a 
clear intention to harm the target (Baranik et al., 2017; Hershcovis & 
Bhatnagar, 2017). Customer mistreatment has a human target and is 
mostly directed toward the employees rather than the other customers of 
an organization. Customer mistreatment can have long-lasting conse-
quences for the employees as it results in the emergence of cognitive 
rumination and enduring negative moods for them (Wang et al., 2011). 
Customer mistreatment also increases the likelihood of employees’ 
sabotage behavior against the customers and the likelihood for provision 
of cognitive, emotional, and behavioral support by the witnessing cus-
tomers toward an employee who falls victim to customer mistreatment 
(Hershcovis & Bhatnagar, 2017). 

2.4. Customer revenge and retaliation 

Customer revenge is an intense emotional state, requiring relief, 
based on the perception and motivation that one has been wronged, 
rather than on rational thought, undifferentiated anger, or retributive 
justice (Bechwati & Morrin, 2003), while retaliation is the response to an 
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injurious or offensive action (Grégoire et al., 2010). Both concepts 
reflect a customer’s infliction of harm to a firm in response to perceived 
damage that the customer believes the firm has inflicted on them, their 
significant others, or other customers (Grégoire et al., 2010; Zourrig 
et al., 2009). In this definition, harming a firm means that customers 
seek revenge at an organizational level rather than mistreating an in-
dividual employee. Research has found that customers seek revenge 
after the firm has failed to keep its promises to deliver a service of 
adequate quality or to recover a service failure properly (Antonetti & 
Maklan, 2017). 

2.5. Customer rage 

Customer rage, as a multidimensional construct, is defined as those 
overt behaviors that customers direct toward the organization, its em-
ployees, or other customers because of experiencing rage emotions 
(Patterson et al., 2016). Customer rage can range from ferocity, fury, 
wrath, disgust, and contempt to scorn and resentment (Andreassen, 
2001; McColl-Kennedy et al., 2009). Rage emotions are discussed in two 

main categories: rancorous rage emotions and retaliatory rage emotions 
(McColl-Kennedy et al., 2009). Customers’ experience of rage emotions 
leads to behavioral manifestations such as verbal, non-verbal, physical, 
or displaced rage behaviors (Grove et al., 2012; Patterson et al., 2016). 

In a direct verbal expression of rage, customers yell, swear, and insult 
the service employees. In a direct physical expression of rage, customers 
threaten to physically harm service employees or to damage the prop-
erty of the organization. In a displaced expression of rage, customers 
redirect their rage emotions toward a target other than the main cause of 
their rage. In non-verbal expressions of rage, customers roll their eyes, 
shake their head, and give dirty looks to service employees (McColl- 
Kennedy et al., 2009). 

2.6. Customer aggression 

Customer aggression is defined as customers’ intentional behaviors 
which are detrimental in nature and cause discomfort to the organiza-
tion and its employees (Grandey et al., 2007; Severance et al., 2013). 
Customer aggression can take various direct and indirect forms and can 

Table 1 
Conceptualizations within the dark side of customer behavior umbrella.  

Construct Definition Theoretical 
framework 

Exemplar studies applying the theory Exemplar 
research method 

Customer incivility Insensitive, disrespectful, or rude behavior 
with ambiguous intentions directed at another 
person that displays a lack of regard for that 
person (Cortina et al., 2001). 

Appraisal tendency 
of emotions 
Affective events 
theory 
Negative norm of 
reciprocity 

Lee and Kim (2022); Walker et al. (2014); Wu 
et al. (2014) 

Literature 
review 
Experiment 
Survey 

Dysfunctional customer behavior Interpersonal customer behaviors, which are 
perceived as illegitimate by the company and 
its employees (Gong et al., 2014). 

Justice theory 
Routine activity 
theory 

Gong et al. (2014); Daunt and Harris (2012) Experiment 
Survey 

Customer deviant behaviors Behaviors that are against the law or 
regulations or that violate the generally 
accepted norm of conduct (Fullerton & Punj, 
1993). 

Neutralization 
techniques theory 
Affective events 
theory 
Sense-making theory 

Dootson et al. (2016); Harvey et al. (2017); 
Yagil and Luria (2014) 

Interviews  

Customer misbehavior The deliberate thoughtless or abusive acts of 
customers that deviate from the norm of 
conduct and cause problems for the company, 
its employees, and other customers (Fullerton 
& Punj, 2004). 

Attribution theory 
Mental accounting 
theory 

Huang et al. (2010); Garnefeld et al. (2019)  Experiment 
Field study 

Customer mistreatment Disrespectful and demeaning behaviors of 
customers, which are perceived as fairness- 
violating by the employees (Skarlicki et al., 
2008). 

Deontic theory 
Conservation of 
resources theory 
Affective events 
theory 
Goal progress theory 

Hershcovis and Bhatnagar (2017); Walsh 
(2011); Mullen and Kelloway (2013); Baranik 
et al. (2017) 

Experiment 
Survey 

Customer revenge Revenge is an intense emotional state, 
requiring relief, based on the perception and 
motivation that one has been wronged, rather 
than on rational thought, undifferentiated 
anger, or retributive justice (Bechwati & 
Morrin, 2003). 

Cognitive appraisal 
theory 
Moral identity theory 
Norm of reciprocity 

Grégoire et al. (2010); Bavik and Bavik 
(2015); Barclay et al. (2014) 

Survey 
Experiment  

Customer retaliation Retaliation is the response to an injurious or 
offensive action (Grégoire et al., 2010). 

Psychological 
contract theory 
Appraisal tendency 
framework 
Attribution theory 
Assimilation bias 
theory 

Bavik and Bavik (2015); Bonifield and Cole 
(2007); Antonetti and Maklan (2017); 
Grégoire and Fisher (2006) 

Survey 
Experiment 

Customer rage Overt behaviors that customers direct toward 
the organization, its employees, or other 
customers because of experiencing rage 
emotions (Patterson et al., 2016). 

Justice theory 
Social learning 
theory 
Attribution theory 
Cognitive appraisal 
theory 

McColl-Kennedy et al. (2011); Grove et al. 
(2012); Antonetti et al. (2020) 

Interviews 
Experiment 

Customer aggression Intentional behaviors that cause discomfort to 
the organization and its employees (Grandey 
et al., 2007). 

Cognitive appraisal 
theory 
Justice theory 
Conservation of 
resources theory 

Grandey et al. (2004); Burton et al. (2005); 
Walker et al. (2017) 

Survey  
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be manifested at different levels, such as physical aggression, non-verbal 
aggression, verbal aggression, and displaced aggression (McColl-Ken-
nedy et al., 2009; Severance et al., 2013). All these levels of aggression 
have an impact on the organization (e.g. impact on its frontline em-
ployees, property belonging to the organization, or other customers). 
The behavioral manifestation of aggression can be overt (e.g. verbally 
attacking a frontline employee) or covert (e.g. destroying property when 
no one is looking) (Severance et al., 2013). In overt aggression, the 
intent is clear, and actions are directed toward the main target. In covert 
aggression, however, the intent is latent, and behaviors are not directed 
toward the main target of aggression. Aggressive behaviors exist on a 
continuum ranging from a low degree of threat (e.g. spreading rumors) 
to a high degree of threat (e.g. physical violence). 

In this section, a wide range of customer behaviors grouped in this 
paper as the dark side of customer behavior is presented. Conceptually, 
there are some overlaps of the terms used in the literature; for instance, 
customer mistreatment could be a manifestation of customer revenge, as 
customers aim to be disrespectful towards frontline employees in order 
to inflict harm on the organization. On a similar line, mistreatment could 
also relate to dysfunctional behavior in societies where the norm is to 
have convivial interactions between customers and frontline employees. 
A way in which researchers (e.g. Fullerton & Punj, 2004) have 
attempted to provide more clarity in distinguishing among different 
concepts under the umbrella term of the dark side of customer behavior is 
by examining the phenomena beyond the micro-level (e.g. the mani-
festation of attitudinal, affective and behavioral negative outcomes) and 
by looking at the meso and macro levels in which the phenomena occur. 
Therefore, future researchers can be guided by the level at which the 
phenomena are being studied (e.g. micro, meso, and macro) in order to 
obtain conceptual clarity of the most appropriate constructs to utilize. 

3. Methodology 

3.1. Selected typology of systematic literature review 

A literature review represents a specific scientific inquiry, a method 
by which previous research is collected and summarized (Snyder, 2019) 
to improve understanding and outline an agenda for future research 
(Kumar et al., 2020). With the increasing focus on rigor in literature 
reviews, outlined primarily by questioning data transparency and syn-
thesis of findings, structured (systematic) literature reviews have 
become a common method of reviewing literature. The main charac-
teristic of SLRs is transparency in data collection and synthesis, which 

leads to a higher degree of objectivity and reproducibility (Tranfield 
et al., 2003). Various types of SLRs can be found in the literature (Vlačić 
et al., 2021), such as structured reviews that focus on widely used 
methods, theories, and constructs (e.g. Casprini et al., 2020), theory- 
based reviews (e.g. Ozturk, 2020), meta-analyses (e.g. Fetscherin & 
Heinrich, 2015), bibliometric reviews (e.g. Randhawa et al., 2016), etc. 
While one of the main aims in structuring literature reviews through all 
these methods is to ensure that the process is replicable, objective, 
transparent, and rigorous (Crossan & Apaydin, 2010), there are still 
various biases pertaining to the SLR process (Grant & Booth, 2009). One 
is that with the increase in available articles that are more and more 
multidisciplinary in nature, it is difficult for researchers to form a valid 
assumption about a particular area for searching the topic of interest or 
to develop a list of journals to ensure that all relevant articles are 
selected for further analysis. Thus, SLRs still need a significant manual 
effort from the researcher (Zupić & Čater, 2015), which is of course 
prone to various biases (Grant & Booth, 2009). To minimize bias 
inherent to manual work, this study combines a bibliometric analysis 
with a structured content analysis to provide an integrative framework 
for defining future research agendas. This approach allows for the 
integration of “the principles of both bibliometric and structured re-
views” (Paul & Criado, 2020, p. 2), while minimizing the subjective bias 
of authors and providing a more objective representation of the research 
field (Donthu et al., 2021). 

3.2. Research protocol 

To explore the structure of literature on the dark side of customer and 
consumer behavior, we establish a research protocol (e.g. Vlačić et al., 
2021), starting with data collection, moving to a bibliometric analysis 
(Castriotta et al., 2019), and finishing with a structured content analysis. 
The bibliometric analysis is combined with social network analysis, with 
the aim of revealing the structure and central themes of a research field 
(Carrington et al., 2005). Thus, the results of bibliometric and social 
network analyses are used as inputs to structured content analysis to 
identify current trends, knowledge clusters, and future research di-
rections. Fig. 1 illustrates the protocol used in this study. 

Our research started with data collection as per Fig. 1. Following 
previous SLR studies (e.g. Hiebl, 2021; Radu-Lefebvre et al., 2021), we 
used criteria sampling to identify articles in the area of the dark side of 
customer and consumer behavior. As a first step, the search string was 
developed ((consumer* OR customer*) AND (incivility OR aggression 
OR rage OR misbehav* OR mistreatment OR mis-treatment OR devian* 

Fig. 1. Research protocol.  
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OR revenge OR dysfunction* OR retaliation OR vengeance OR reprisal 
OR retribution)) based on discussions with six academics who helped in 
identifying a list of terms to be used in this study that correspond to the 
dark side of customer behavior (see Table 1). The search string was con-
structed to include the facets and conceptualizations that capture the 
dark side of customer and consumer behavior. 

In the first step, we used the abovementioned search terms in the 
database SCOPUS to search the corpus by a combination of title, ab-
stract, and author keyword. This search resulted in 3211 documents. By 
manually reviewing the titles and abstracts of the initial search results, 
we found that more than 90 % of the articles did not fall within the scope 
of our interest (e.g. they focused mainly on employee and HR percep-
tions of questionable customer behavior, psychological states, and 
clinical treatments of dark-side behavior etc.). In addition, we realized 
that the articles in the area of the dark side of customer behavior very 
neatly specified the type of dark side behavior they focused on in the 
title. Thus, we narrowed down the search by focusing on the title only 
and performing the following search: (TITLE (consumer* OR customer*) 
AND TITLE (incivility OR aggression OR rage OR misbehav* OR 
mistreatment OR mis-treatment OR devian* OR revenge OR dys-
function* OR retaliation OR vengeance OR reprisal OR retribution)) that 
resulted in 356 articles. In line with other reviews (Fitz-Koch et al., 
2018), we excluded books, book chapters, PhD dissertations, and con-
ference proceedings. In addition, our inclusion criteria were based only 
on articles published in English in the area of business and management, 
leaving us with the final collection of 231 articles. 

Following standard practice in scientific business and management 
research (Radu-Lefebvre et al., 2021), we conducted an additional 
keyword search of the Web of Science (WoS) database to ensure that we 
did not omit relevant texts. For this search, we used the same keyword as 
in SCOPUS and obtained 206 articles. Next, we compared two datasets 
from WoS with that from SCOPUS, checking for duplications. This 
process found 17 new articles from WoS that were not present in the 
dataset obtained through the search of SCOPUS. The authors read the 
abstracts of each of these texts and excluded two studies from the WoS 
dataset whose focus was outside the scope of this review. Consensus on 
the exclusion of these two papers was reached based on whether or not 
the topic of the dark side of customer behavior was the focus of the article. 
In total, this step added an additional 15 articles to the final dataset, 
which now includes 246 articles to be analyzed. The full list of reviewed 
manuscripts is included as online supplementary material. 

Searches of the WoS and SCOPUS databases for the data collection 
were conducted in July 2022. WoS and SCOPUS were selected because 
they are considered leading citation databases (Zhu & Liu, 2020) that 
provide complete information on scientific papers (i.e. title, authors, 
abstract, keywords, and publication characteristics) as well as the ref-
erences used in each paper. 

The next stage of the research protocol presented in Fig. 1 is the 

bibliometric analysis, that is performed using descriptive and citation 
analyses. Descriptive analysis shows the annual trend of publications in 
the field, the leading journals in the field, and the geographical scope of 
interest in the subject based on the institutions and countries of the main 
authors in the field. Further, we utilized common bibliometric methods 
used in social sciences (e.g. Baker et al., 2020; Vrontis & Christofi, 
2021), such as co-citation analysis, keyword co-occurrence analysis, co- 
authorship analysis, and clustering technique. Usually, different soft-
ware (e.g. BibExcel, BibliometrixR, BiblioMaps, CiteSpace, Cit-
NetExplorer, SciMAT, Sci2 Tool, VOSviewer) can be used for these types 
of analyses. We used BibExcel (Persson et al., 2009) for data cleaning 
and VOSviewer (Van Eck & Waltman, 2010) for bibliometric analysis. 
BibExcel was chosen because it offers flexibility and is compatible with 
VOSviewer (Persson et al., 2009). On the other hand, VOSviewer pro-
vides a high-quality visual representation, with the ability to map a large 
number of elements, i.e. 100 or more (Sinkovics & Sinkovics, 2016). We 
first imported the bibliographic data for the entire sample (i.e. 246 ar-
ticles) into BibExcel, cleaned the data there and imported it to VOS-
viewer, creating a separate network and map file for each analysis. The 
final stage in our research protocol, as per Fig. 1, is structured content 
analysis, which identifies avenues for further research. 

4. Analysis and findings 

4.1. Descriptive analysis 

Fig. 2 shows the number of primary articles published on the dark 
side of customer and consumer behavior from 1976 to July of 2022. It is 
interesting to note that although interest in the dark side of customer 
and consumer behavior began early, in 1976, the expansion of the field 
has occurred only in the last five years. This is consistent with our 
knowledge of the dark side of customer and consumer behavior, which 
states that concepts such as consumer incivility, misbehavior etc. are a 
relatively new phenomenon that has only recently begun to receive 
more research attention (Fombelle et al., 2020). 

As per Table 2, the most cited author in the field is Y. Grégoire, while 
L.C. Harris has published the most articles (12). The most active in-
stitutions in this area are Cardiff Business School with eight, followed by 
Queensland University of Technology and Hanyang University with five 
papers each. Furthermore, most articles in this field are written by 
scholars affiliated with universities in the United States (80 articles), 
followed by Australia, China, and the United Kingdom. It is encouraging 
to observe that research in this area is gaining attention in other parts of 
the world outside the US, although to a smaller extent. 

We created a map to capture the collaboration patterns between 
researchers from different institutions. Each red node indicates an 
institution that published articles along with researchers from other 
institutions in the primary collection of articles in our dataset (see 

Fig. 2. Papers published on the dark side of customer and consumer behavior (1976–2022).  
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Table 2 
Top publishing authors, institutions, and countries of affiliation on the dark side of customer and consumer behavior.  

Author Total 
publications 

Total 
citations 

Average 
citations 

Avg. norm. 
citations  

Institution Total 
publications 

Total 
citations 

Average 
citations 

Avg. norm. 
citations  

Country of 
affiliation 

Number of 
articles 

Frequency 

Grégoire, Y. 6 1563  260.50  2.34  Cardiff Business 
School 

8 457  57.13  0.98  United States 80  22.99 % 

Harris, L. C. 12 1030  85.83  0.85  Queensland 
University of 
Technology 

5 86  17.20  1.01  Australia 39  11.21 % 

Tripp, T. M. 3 885  295.00  3.07  Hanyang University 5 19  3.80  0.26  China 34  9.77 % 
Reynolds, K. L. 3 679  226.33  1.02  University of Sharjah 4 79  19.75  1.59  United 

Kingdom 
34  9.77 % 

Skarlicki, D. P. 5 550  110.00  2.02  Emek Yezreel College 4 76  19.00  0.44  Canada 25  7.18 % 
Shi, J. 4 496  124.00  2.85  Inha University 3 15  5.00  0.93  South Korea 23  6.61 % 
Wang, M. 4 496  124.00  2.85  Xiamen University 3 26  8.67  1.02  Taiwan 12  3.45 % 
van Jaarsveld, D. D. 5 462  92.40  1.79  Warwick Business 

School 
3 111  37.00  0.92  Israel 10  2.87 % 

Walker, D. D. 4 459  114.75  1.69  Seoul National 
University 

2 47  23.50  0.72  Hong Kong 8  2.30 % 

McColl-Kennedy, J. R. 5 338  67.60  0.98  Florida State 
University 

2 32  16.00  0.47  India 7  2.01 % 

Patterson, P. G. 5 338  67.60  0.98  University of Nigeria 2 4  2.00  1.47  United Arab 
Emirates 

7  2.01 % 

Daunt, K. L. 6 239  39.83  1.21  Durham University 2 63  31.50  0.94  Germany 6  1.72 % 
Gong, T. 8 218  27.25  0.68  Artvin Coruh 

University 
2 9  4.50  0.80  Pakistan 5  1.44 % 

Brady, M. K. 3 202  67.33  0.71  University of 
Kentucky 

2 53  26.50  1.55  Turkey 5  1.44 % 

Yi, Y. 4 200  50.00  0.59  HEC Montreal 2 49  24.50  0.64  France 4  1.15 % 
Chebat, J. C. 3 164  54.67  0.69  National Tsing Hua 

University 
2 7  3.50  0.30  Greece 3  0.86 % 

Toffoli, R. 3 161  53.67  0.70  Australian National 
University 

2 13  6.50  0.31  Malaysia 3  0.86 % 

Zourrig, H. 3 161  53.67  0.70  University of British 
Columbia 

2 16  8.00  1.28  South Africa 3  0.86 % 

Moon, T. W. 3 128  42.67  1.28  Hong Kong 
Polytechnic 
University 

2 1  0.50  0.37  Thailand 3  0.86 % 

Greer, D. A. 5 126  25.20  0.71  Huazhong University 
of Science and 
Technology 

2 50  25.00  1.37  Brazil 2  0.57 % 

Shao, R. 3 104  34.67  1.23  Jinan University 2 7  3.50  0.08  Cyprus 2  0.57 % 
Bani-Melhem, S. 4 79  19.75  1.59  University of Southern 

Mississippi 
2 9  4.50  0.80  Finland 2  0.57 % 

Goussinsky, R. 5 79  15.80  0.36  University of 
Johannesburg 

2 36  18.00  0.46  Italy 2  0.57 % 

Hur, W.-M. 6 78  13.00  1.11  Sun yat-sen University 2 182  91.00  4.08  Japan 2  0.57 % 
Groth, M. 3 64  21.33  1.02  University of British 

Columbia 
2 104  52.00  1.84  Jordan 2  0.57 % 

Yue, Y. 3 64  21.33  1.02  University of 
Edinburgh Business 
School 

2 59  29.50  0.76  Nigeria 2  0.57 % 

Amarnani, R. K. 6 64  10.67  0.47  University of Florida 2 176  88.00  3.15  Norway 2  0.57 % 
Restubog, S. L. D. 6 64  10.67  0.47  University of Jordan 2 63  31.50  0.94  Portugal 2  0.57 % 
Bacile, T. J. 3 55  18.33  1.08  University of 

Queensland 
2 28  14.00  0.33  Saudi Arabia 2  0.57 % 

Lings, I. 4 50  12.50  0.38        Sweden 2  0.57 %             
Other 
countries 

13  3.77 %             

Undefined 2  0.57 %  
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Fig. 3). It is interesting to note that researchers from Queensland Uni-
versity of Technology have the most diverse list of collaborators. 

Further, articles from our primary sample were mainly published in 
business and management journals, with service journals playing an 
important role. The 246 articles appeared in 96 journals, and Table 3 
lists the 25 journals with the most articles on the dark side of consumer 
and customer behavior. The leading journals are the International Jour-
nal of Hospitality Management, the Journal of Services Marketing, and the 
Journal of Business Research, followed by the Journal of Service Research. 
Further, many of these journals have an Academic Journal Guide (AJG) 
rating of 4*, 4, or 3, which implies that the topic of the dark side of 
consumer and customer behavior receives attention in the top-tier 
journal outlets, highlighting the importance and relevance of this topic. 

4.2. Bibliometric and social network analysis 

The primary dataset (246) is first imported into BibExcel for pre- 
processing of data, i.e. identifying and correcting possible typos or er-
rors that commonly occur in the spelling of author or journal names. 

Next, the data is imported into VOSviewer to examine the journal 
landscape based on the citation linkage of the journals in which the 
papers on the dark side of customer and consumer behavior were pub-
lished. The result is presented in Fig. 4, where the journals are linked 
together, representing a hub of knowledge in this area. The overlay color 
of each node corresponds to the average publication year of all articles in 
that journal. Cold colors (e.g. purple) represent journals (e.g. the Journal 
of Academy of Marketing Science, the Journal of Retailing) in which the 
first papers in this area were published (e.g. Geurts et al., 1976), and the 
nodes with warmer colors (e.g. yellow) indicate journals that have only 
recently begun to publish papers that address the dark side of customer 
and consumer behavior. 

It is interesting to observe that the Journal of Business Research is 
positioned as a knowledge hub for the dark side of customer and con-
sumer behavior. 

Next, we examined frequencies of citations, co-occurrences between 
papers, and co-citations. In this process, the combination of the first 
author’s last name and the year the manuscript was published is used as 
the unique identifier for a paper. Since a large number of data points 

Fig. 3. Collaboration map of researchers from various institutions.  

Table 3 
Journals in which articles on the dark side of customer and consumer behavior are published.  

Journal AJG 2021 Ranking Records Frequency 

International Journal of Hospitality Management 3 16  6.50 % 
Journal of Services Marketing 2 15  6.10 % 
Journal of Business Research 3 12  4.88 % 
Journal of Service Research 4 11  4.47 % 
International Journal of Contemporary Hospitality Management 3 11  4.47 % 
Journal of Retailing and Consumer Services 2 10  4.07 % 
Journal of Service Theory and Practice 1 9  3.66 % 
European Journal of Marketing 3 8  3.25 % 
Journal of Marketing Management 2 7  2.85 % 
International Journal of Quality and Service Sciences 1 6  2.44 % 
Psychology and Marketing 3 6  2.44 % 
Journal of Retailing 4 6  2.44 % 
Journal of Consumer Marketing 1 4  1.63 % 
Journal of Hospitality and Tourism Management 1 4  1.63 % 
Journal of Hospitality Marketing and Management 1 4  1.63 % 
Service Business 1 4  1.63 % 
Journal of Business and Psychology 3 3  1.22 % 
Journal of Consumer Culture N/A 3  1.22 % 
Journal of Management 4* 3  1.22 % 
Journal of the Academy of Marketing Science 4 3  1.22 % 
Service Industries Journal 2 3  1.22 % 
Tourism Management 4 3  1.22 % 
Tourism Management Perspectives 2 3  1.22 % 
Academy of Management Journal 4* 2  0.81 % 
Journal of Business Ethics 3 2  0.81 %  
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(papers) were processed, we followed the recommendation of Fernan-
dez-Alles and Ramos-Rodríguez (2009) and used a cut-off point (i.e. 30), 
meaning that we only used papers that were cited in at least 30 other 
papers. 

First, we performed a citation analysis that measures the influence of 

an article by the number of times it is cited by other works and also 
normalized citations. Table 4 shows that the most cited article is that of 
Grégoire et al. (2009), which was cited 472 times at the time when the 
dataset was collected. It is worth noting that a more recent article by 
Wang et al. (2011), although it has a lower number of total citations 
(308), has higher normalized citations than Grégoire et al. (2009). 
Grégoire et al. (2009) focused on customer revenge while Wang et al. 
(2011) focused on customer mistreatment and employee sabotage 
against customers. 

Next, we performed social network analysis with the aim of discov-
ering the underlying structure through analysis of patterns of relation-
ships and interactions (Wasserman & Faust, 1994). In our case, we map 
citation networks on Fig. 5 in order to understand the key nodes in the 
literature on the dark side of consumer and customer behavior, the pa-
pers that act as nodes, and which groups of scholars are strongly con-
nected. The citation map in Fig. 5 is created based on normalized 
citations of the network of bibliographic data. Normalizing the citation 
impact is the standard method in bibliometrics (Bornmann & Hauns-
child, 2016). Since we focus on one domain, we did not use domain 
normalization but time normalization to correct for the fact that older 
papers had more time to receive more citations compared to more recent 
papers. 

Further, the map shows the most influential papers with a threshold 
of 30 citations. The citation network was streamlined using the Path-
finder approach (White, 2003). The Pathfinder approach was appro-
priate given the aim of this analysis, as it allows the researcher to 
exclude all but the highest counts of document pairs from the network. 
This approach reduces the complexity of the network by highlighting the 
most salient relationships in the form of citations, which improves the 
comprehensibility of the obtained network. In this type of network, the 
dominant papers are those with a high degree of centrality visible in the 

Fig. 4. Journal network for the area of the dark side of customer and consumer behavior.  

Table 4 
Top 25 articles by total citations (TC) and citations per year (normalized).  

First Authors TC Normalized citations 

Grégoire (2009) 472  3.30 
Grégoire (2008) 414  2.16 
Harris (2003) 335  1.00 
Wang (2011) 308  4.77 
van Jaarsveld (2010) 278  2.24 
Grégoire (2010) 274  2.21 
Grégoire (2006) 236  1.17 
Fullerton (2004) 211  1.00 
Albers-Miller (1999) 189  1.96 
Reynolds (2009) 176  1.23 
McColl-Kennedy (2009) 170  1.19 
Reynolds (2006) 168  0.83 
Yi (2008) 150  0.78 
Han (2016) 146  3.40 
Joireman (2013) 139  3.71 
Fullerton (1993) 128  1.00 
Karatepe (2009) 119  0.83 
Walker (2014) 117  2.85 
Zourrig (2009) 115  0.80 
Baranik (2017) 114  2.94 
Schaefers (2016) 101  2.35 
Shao (2014) 100  2.43 
Porath (2010) 94  0.76 
Funches (2009) 89  0.62 
Torres (2017) 79  2.04 

Note: Please see supplementary file for bibliographic information on articles. 
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Fig. 5. Citation network as per normalized citations, cut-off = 30 citations.  

Fig. 6. Keyword co-occurrence network on the dark side of consumer and customer behavior.  
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network, as these papers have relatively more links to other papers. 
Dominant papers, together with other papers that are closely linked to 
them, form clusters; and links between dominant papers connect the 
clusters into a discipline (White, 2003). The size of the nodes is defined 
by the number of citations of the paper. The colors of the nodes are 
routinely allocated, and they indicate different clusters of articles, with 
the condition that the minimum size of the cluster is 10 articles. 

By looking at Fig. 5, we can more objectively observe the main ar-
ticles under the umbrella of the dark side of consumer and customer 
behavior. The theoretical basis for the dark side of consumer and 
customer behavior is the paper by Wang et al. (2011), which is central to 
the largest cluster identified in our analysis (Cluster 3 – red). Their work 
examined the relationship between customer mistreatment and 
employee intention to sabotage customers. They found that elements 
such as job tenure and service rule commitment mitigated the effects of 
customer mistreatment. Another influential work closely related to the 
work of Wang et al. (2011) is the research on customer incivility by Han 
et al. (2016). The relationship explored in this paper was again related to 
negative outcomes among frontline employees. They found that 
customer incivility is positively related to job burnout and turnover 
intentions. Other influential work in the green cluster examined 
customer revenge. For instance, Joireman et al. (2013) found that the 
impact of service failure on perceived severity, blame, and sense of 
fairness is mediated by the inferred firm motives. Finally, in the blue 
cluster that focuses on customer misbehavior, the seminal work is that of 
Albers-Miller (1999) that examined the motivations behind the purchase 
of illicit products. 

To investigate the predominant themes in the dark side of customer 
and consumer behavior, we conducted a keyword co-occurrence anal-
ysis. In this analysis, we focused only on the author’s keywords because 
the author’s keywords sufficiently represent the content of an article 
(Christofi et al., 2021). Therefore, keyword co-occurrence is displayed in 
our case when two authors’ keywords are listed together in an article, 
indicating that there is a relationship between the two concepts. Fig. 6 
shows the network of top keywords. The size of the node indicates which 
keywords are most common in the literature. A threshold of at least five 
occurrences is applied. In Fig. 6, customer incivility is the most notice-
able node, indicating its relative significance for the topic. 

In addition, Fig. 6 offers a term map of the timespan in the evolution 
of the dark side of consumer and customer behavior area. The overlay color 
of each node corresponds to the average publication year of all papers 
whose authors have indicated the corresponding keyword. Again, cold 
colors (e.g. blue) represent the keywords that were frequently used in 
older publications on average, and the nodes with warmer colors (e.g. 
yellow) show the keywords with a more recent average publication year. 
We can see customer incivility is a more recent term, and thus one of the 
reasons why the avenues for future research of this article are related to 
the customer incivility concept. 

4.3. Content analysis 

Finally, analysis of keyword co-occurrences reveals three related 
research clusters around the dark side of consumer and customer 
behavior. In the following sections, a structured content analysis of 10 
papers within each cluster is presented (Baker et al., 2020; Xu et al., 
2018) as per Table 5 and Fig. 5. 

4.3.1. Cluster 1 (blue): Customer dysfunctional behavior 
The first cluster examines a range of customer dysfunctional be-

haviors (i.e. those behaviors that deviate from the accepted norms of 
behavior in customer–business interactions), their drivers and modera-
tors. Examples of dysfunctional behaviors can include verbal abuse, 
under-participation, and over-participation (Greer, 2015). Many studies 
in this cluster have tried to determine the antecedents of dysfunctional 
customer behavior. For instance, Reynolds and Harris (2009) investigate 
what aspects determine the severity of dysfunctional customer behavior. 
They identified psychological obstructionism, disaffection with service, 
and servicescape variables as being associated with the severity of 
deliberate dysfunctional customer acts. In a similar vein, Daunt and 
Harris (2012) identified three groups of motives, labelled as financial 
egotists, money grabbers, and ego revengers. Financial egotists aim to 
attain financial gains from their dysfunctional behavior and are driven 
by both financial and ego enhancement motivations. Money grabbers on 
the other hand, are mainly driven by financial motivations. Finally, ego 
revenger customers are driven by ego enhancement and desire for 
revenge. 

Due to the conceptual proximity of customer dysfunctional behavior 
and customer misbehavior, this cluster also captures some aspects of 
customer misbehavior, but with a focus more on typologies rather than 
constructs themselves. For instance, Fullerton and Punj (2004) identify 
different focal stakeholders of customer misbehavior, including other 
consumers, marketers, merchandise and services, financial assets, 
physical premises, and employees. Another example is the work of 
Fullerton and Punj (1993), who develop an input and output model that 
characterizes consumers’ decisions to misbehave or not. The model in-
cludes consumer traits (social group, psychological characteristics, de-
mographics), and characteristics of the exchange setting (type of 
product/service, physical environment, marketing). 

4.3.2. Cluster 2 (green): Revenge and rage as forms of customer 
misbehavior 

The second cluster examines a range of customer misbehavior with a 
wider organizational focus (i.e. not limited to frontline employees). For 
instance, Joireman et al. (2013) examined the antecedents, moderators, 
and outcomes of customer revenge. They found that inferred firm mo-
tives mediate the impact of service failure on perceived severity, blame, 
and fairness, as well as the impact of service failure on outcomes, such as 
desire for revenge/reconciliation and customer anger. Other studies 

Table 5 
Overview of clusters.  

Cluster 1 (blue): Customer dysfunctional behavior Cluster 2 (green): Revenge and rage as forms of 
customer misbehavior 

Cluster 3 (red): Customer incivility and customer 
mistreatment 

Paper Citations Norm. citations Paper Citations Norm. citations Paper Citations Norm. citations 

Greer, D. A. (2015a) 48 1.3521 Joireman, J. (2013) 139 3.7149 Wang, M. (2011) 308 4.7699 
Reynolds, K. L. (2009) 176 1.2289 Grégoire, Y. (2009) 472 3.2956 Han, S. J. (2016) 146 3.4041 
Daunt, K. L. (2012) 48 1.1507 Schaefers, T. (2016) 101 2.3549 Alola, U. V. (2019) 70 3.3756 
Gatzweiler, A. (2017) 40 1.0309 Bacile, T. J. (2018) 41 2.2262 Song, Y. (2018) 62 3.3665 
Fullerton, R. A. (2004) 211 1 Grégoire, Y. (2010) 274 2.2067 Al-Hawari, M. A. (2020) 43 3.1040 
Fullerton, R. A. (1993) 128 1 Surachartkumtonkun, J. (2013) 66 1.7639 Baranik, L. E. (2017) 114 2.9381 
Gursoy, D. (2017) 36 0.9278 Daunt, K. L. (2012b) 70 1.6781 Boukis, A. (2020) 40 2.8875 
Kumar Madupalli, R. (2014) 37 0.9002 Obeidat, Z. M. I. (2017) 54 1.3918 Walker, D. D. (2014) 117 2.8467 
Yi, Y. (2008) 150 0.7826 McColl-Kennedy, J. R. (2009) 170 1.1870 Shao, R. (2014) 100 2.4331 
Harris, L. C. (2011) 47 0.7279 Henkel, A. P. (2017) 45 1.1598 van Jaarsveld, D. D. (2010) 278 2.2389 

Note: Please see supplementary file for bibliographic information on articles. 

C.R. Lages et al.                                                                                                                                                                                                                                 



Journal of Business Research 161 (2023) 113779

11

within this cluster aimed to identify moderators and mediators as well as 
a range of theoretical lenses to explain why customers engage in these 
dark practices. In this respect, Grégoire et al. (2009) found that time is 
negatively related to customer revenge (i.e. the more time that passes, 
the less the desire for customer revenge) and time is positively related to 
customer avoidance (i.e. the more time passes, the more customers 
engage in avoidance behavior). 

Another focus of the studies within this cluster is customer rage. 
Customer rage comprises a spectrum of affective manifestations 
including ferocity, fury, wrath, disgust, contempt, scorn, and resentment 
(McColl-Kennedy et al., 2009). Customer rage led to physical manifes-
tation including physical, verbal, and non-verbal expressions. Therefore, 
understanding the antecedents and consequences of customer rage has 
been a prolific area of research. From the antecedent perspective, Sur-
achartkumtonkun et al. (2013) examined how customers’ cognitive 
appraisal processes can trigger rage. They explored these processes in 
two contexts: when an initial service failure has occurred, and after 
ineffective recovery. On the other hand, when looking at the conse-
quences of customer rage, studies within this cluster found that different 
forms of rage emotions led to distinct behavioral outcomes. McColl- 
Kennedy et al. (2009) found that rancorous and retaliatory rage is more 

associated with negative verbal expressions such as yelling and making 
insulting remarks towards employees, while retaliatory rage on its own 
would lead to more physical harm towards employees and brand 
property. 

4.3.3. Cluster 3 (red): Customer incivility and customer mistreatment 
Cluster 3 gathers research on customer incivility and customer 

mistreatment. The cluster is the largest one derived from our search 
criteria, and it is also the one that emerged with more recent citations, 
when looking at the timeline-based approach (Van Eck & Waltman, 
2014). The first theme integrated in this cluster is customer mistreat-
ment and its consequences. For instance, Wang et al. (2011) examine 
how customers’ mistreatment of employees affects the relationship that 
employees have with their customers. In addition, Baranik et al. (2017) 
examined customer mistreatment outcomes among employees, partic-
ularly emotional exhaustion, customer sabotage, well-being, and job 
performance. An interesting approach to customer mistreatment is the 
identification of mitigating factors. Wang et al. (2011) found support for 
the mitigating role of the resources that employees possess, such as self- 
efficacy for emotional regulation, in the relationship between customer 
mistreatment and sabotage against customers. Similarly, Song et al. 

Fig. 7. Integrative framework of customer incivility.  

C.R. Lages et al.                                                                                                                                                                                                                                 



Journal of Business Research 161 (2023) 113779

12

(2018) investigated the ways in which perceived customer mistreatment 
could be mitigated through mindfulness, such as pro-social acts and 
perspective taking. Their findings show that both approaches signifi-
cantly mitigated the perception of customer mistreatment; in particular, 
recalling pro-social acts significantly reduced the daily experience of 
customer mistreatment. 

Within this cluster, the most prominent construct that emerged is the 
one related to customer incivility and its surrounding factors. The con-
sequences of customer incivility mainly focus on frontline employees 
(see Fig. 7). For instance, Han et al. (2016) examined how customer 
incivility can lead to negative outcomes among frontline employees, 
which can lead to employee burnout and intentions to leave their job. In 
this respect, they provide insights on moderators that can reduce this 
relationship, in particular related to organizational and supervisory 
support. Other consequences to frontline employees include stress, 
rumination, retaliation, and withdrawal intentions (Boukis et al., 2020). 
In a similar vein, Alola et al. (2019) suggest that emotional exhaustion 
and turnover intentions are the main outcomes of customer incivility. 
Some researchers tried to provide guidance on how the consequences of 
incivility can be mitigated. It is worth mentioning Al-Hawari et al.’s 
(2020) work that not only examined the relationship between customer 
incivility, emotional exhaustion, and ultimately service performance, 
but also tried to find moderating factors such as employee resilience. 
Finally, Walker et al. (2014) examine incivility less as an accumulated 
phenomenon but rather at an event level. In their study they found a 
relationship between customer incivility and employee incivility. 

From a theoretical perspective, the most common theoretical lenses 
of studies examining customer incivility include: the conservation of 
resources theory, justice theory, cognitive appraisal theory, equity the-
ory, and fairness theory. The prominence of the conservation of re-
sources theory emphasizes the focus on outcomes and the employee 
perspective that this field has focused on. 

4.4. The rise of customer incivility 

Having identified and analyzed the content of papers in the above-
mentioned three clusters, it becomes evident that the dark side of 
customer behavior field has moved from trying to explain broadly 
customer dysfunctional behaviors/customer misbehaviors (as seen in 
Clusters 1 and 2) to a more detailed understanding of prominent man-
ifestations of customer misbehavior. As part of this development pro-
cess, customer mistreatment and customer incivility have emerged as 
growing areas within the literature of the dark side of customer 
behavior. Nevertheless, due to the biggest size of node being customer 
incivility (see Fig. 7), we provide an integrative framework summarizing 
the key work on customer incivility, which can be used in future 
research in this growing field. 

The starting point to create this integrative framework was Lee and 
Kim’s (2022) review of customer incivility, which was then updated 
with the most recent customer incivility papers published between 
January 2021 (when Lee and Kim’s paper was published online) and 
July 2022. A more comprehensive and detailed integrative framework of 
customer incivility emerged (see Fig. 7). 

5. Discussion of findings and theoretical implications 

This study’s bibliometric analysis shows a shift of focus within the 
area of the dark side of customer behavior to customer incivility over time, 
as this concept has received increasing attention by scholars in recent 
years. In particular, there is a shift of focus from ostensibly destructive 
behaviors demonstrated by customers (e.g. customer aggression) to 
more subtle and often unintended dark side customer behaviors 
(Andersson & Pearson, 1999), such as customer incivility. This resulted 
in the interchangeable use of the terms misbehavior and incivility in the 
literature. Furthermore, we find that research related to the dark side of 
customer behavior has customer incivility at its very heart, and it can be 

placed in three clusters that range from broader to more specific themes: 
Cluster 1 focuses on customer dysfunctional behavior; Cluster 2′s themes 
are revenge and rage as forms of customer misbehavior; and Cluster 3 
focuses on customer incivility and customer mistreatment’s conse-
quences, mediators, and moderators. 

In addition, this study contributes to the literature on the dark side of 
customer behavior in several ways. First, to the best of our knowledge, 
this is the first systematic literature review and bibliometric analysis in 
the broader area of the dark side of customer behavior that helps in 
systematizing knowledge in the field by tackling overlapping concepts 
that are used to describe different forms of the dark side of customer 
behavior. While some studies focused on a particular concept within the 
dark side of customer behavior (e.g. Cortina et al., 2017), our study’s 
focus is the broader area of the dark side of customer behavior, which 
allows us to see a broader picture and to map the research area. Addi-
tionally, our study covers a broader period, from 1976 to 2022, 
compared to previous studies (e.g. Lee & Kim, 2022). Finally, our 
structural literature review included bibliometric analysis. By doing so, 
we improve transparency (Fombelle et al., 2020; Lee & Kim, 2022) and 
replicability of our analysis. 

Second, following the rigorous systematic literature review that was 
grounded on bibliometric analysis and in-depth structured content 
analysis of identified clusters of the literature, customer incivility arose 
as a rapidly emerging theme within the dark side of customer behavior. 
Consequently, we developed further Lee and Kim’s (2022) structural 
review of customer incivility by focusing on the direct antecedents and 
direct outcomes of customer incivility (as well as the moderators of these 
relationships) and updating it with papers published since January 
2021. The result is a more comprehensive integrative framework that 
captures the emerging field of customer incivility (see Fig. 7). This 
nomological network maps the direct drivers and consequences of 
customer incivility, as well as its moderators, enabling the identification 
of unexplored topics of interest for future customer incivility research. 
Simultaneously, this integration of extant knowledge is important for 
managers in providing them with a clearer picture of factors that com-
panies can either influence or not, related to negative customer 
behavior, allowing managers to allocate their resources more efficiently. 

5.1. Avenues for future research 

Our study’s findings suggest that within the dark side of customer 
behavior, future research should focus on grouping variables of interest 
under the customer incivility concept to advance the research in an area 
of increased academic interest in the last decade. To outline potential 
avenues for research, we propose research trends and identify exem-
plary research questions in Table 6. 

It is important to note that the approach to customer incivility in the 
literature thus far has mostly been behavioral, while the role of cus-
tomers’ cognitive processes and their emotions remains under-studied. 
For example, understanding the role of other core emotions such as 
fear, sadness, grief, boredom, or surprise in the manifestation of 
customer incivility would provide a better understanding of these be-
haviors. Furthermore, it would be important to investigate the presence 
or absence of appraisal processes in the manifestation of uncivil 
behaviors. 

Research on customer incivility also reveals that the intentionality of 
uncivil customer actions remains unclear (Cortina et al., 2017). Hence, 
conducting further research on the notion of intention can make a major 
change in how employees discern, are impacted by, and react to cus-
tomers’ uncivil behaviors. In particular, employees’ better understand-
ing of customers’ intentions can help them regulate their emotions 
(Grandey et al., 2004; Hochschild, 1983). 

While personality traits such as neuroticism and agreeableness have 
been discussed as the main antecedents of customer incivility, future 
research can thus investigate the moderating role of service failure type 
and severity on the relationship between each of a customer’s 
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personality traits and customer incivility. 
Cortina et al.’s (2017) review of the literature on customer incivility 

and our own integrative framework highlight that the consequences of 
customer incivility beyond the customer–employee dyad have been 
rarely investigated in comparison to that dyad. Therefore, future studies 
can focus on the consequences of customer incivility beyond its impact 
on employees by, for example, investigating the impact of customer 
incivility on the organization’s performance, as well as perceptual 
measures, such as corporate image and reputation, and its impact on 
other company stakeholders. 

Future research can also investigate the role of moderators, such as 
employee mindfulness (Song et al., 2018), in reducing the impact of 
customer incivility on employees’ physical, emotional, and psycholog-
ical well-being and performance. This would provide a better under-
standing of whether training employees would better equip them to 
protect themselves against uncivil customer behaviors. 

The contagious effect of incivility on other witnesses has been 
highlighted by extant research (e.g. Albrecht et al., 2017). Hence, this 
impact of customer incivility on other customers and other employees 
not involved in the incivility incident could be studied further. In this 
regard, Albrecht et al. (2017) suggest that the witness’s level of identi-
fication with the perpetuator can have an impact on their decision to act 
uncivilly. Future research can determine whether creating a stronger 
customer–firm identification (Elsbach & Bhattacharya, 2001) would 
help to reduce the likelihood of witnesses acting in an uncivil manner 
toward the employees. 

6. Conclusions 

In this article we provided further clarity on the dark side of customer 
behavior. Our findings show that the dark side of customer behavior has 
been a prolific field of research across multiple disciplines beyond 
business and marketing research. Indeed, the topic has been examined 
through the lenses of psychology, organizational management, and so-
ciology, and in varied sector studies such as hospitality. 

The bibliometric analysis uncovered the development of the dark 
side of customer and consumer behavior research between 1976 and 
2022. An assessment of the number of published articles over time, as 
well as the performance of authors, institutions, journals, and countries, 
has been performed. The findings from this analysis show that re-
searchers in the United States, Australia, and China are the ones that 
have been more active in investigating this phenomenon. Furthermore, 
co-citation networks have been developed and analyzed to understand 
how the dark side of customer behavior field is structured. The Journal 
of Business Research emerged as a pivotal journal in this field. 

In terms of theoretical contributions, this review was able to deter-
mine the concepts and main themes from which the literature in this 
field has been organized. By analyzing the research areas in which the 
articles appear, we found that across the different types of the dark side 
of customer behaviors, customer incivility is emerging as a focal topic 
that should replace different overlapping concepts used interchangeably 
without clear borders defined (Ugwu et al., 2021). Furthermore, by 
conducting a bibliometric analysis, we were able to identify three 
clusters where the literature on this topic has focused: (1) customer 
dysfunctional behavior, (2) customer rage and revenge as forms of 
customer misbehavior, and (3) customer mistreatment and customer 
incivility. Finally, we also identified that despite the growing interest in 
this area of the dark side of customer behavior, there are several 
research avenues that need to be developed to clarify the processes, 
moderators, emotions, and consequences of customer incivility for 
customers and other stakeholders of the firm. 

Like many others, this study is not without limitations. Following the 
established principle, relevant articles were identified through title 
search based on a list of keywords developed through the insight of six 
scholars. However, we are aware that the scope of an article is difficult to 
capture with a limited number of words in the title that needed to Ta
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correspond with our search terms (Kitanaka et al., 2021), so relevant 
articles may be missed. We believe that advanced computational tools 
such as machine learning (ML) can help eliminate the above biases and 
ensure that the collection of valid articles then used for SLR is not based 
on keywords, but on the semantic similarity of the full texts of the ar-
ticles. Unfortunately, most marketing scientists do not have the tech-
nical background to develop ML algorithms that can perform these 
advanced operations. Therefore, we suggest to scholars interested in 
performing SLR to collaborate with computer scientists to understand 
how text mining methods based on ML, such as topic modeling through 
the Latent Dirichlet Allocation model, can serve as a useful single-source 
reference for identifying relevant articles within a given topic. In terms 
of methodology, our SLR may be strengthened by multiple correspon-
dence analysis and expert opinions on its findings. 
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