
Service Climate as a Moderator of the Effects of Customer-to-Customer Interactions on
Customer Support and Service Quality

Journal of Service Research

20, 426-440

DOI: 10.1177/1094670517714331

Citation Report



Citation Report

2

# Article IF Citations

1 Drivers, types and value outcomes of customer-to-customer interaction. Journal of Service Theory
and Practice, 2018, 28, 710-732. 3.2 63

2
The Effects of Online Incivility and Consumer-to-Consumer Interactional Justice on Complainants,
Observers, and Service Providers During Social Media Service Recovery. Journal of Interactive
Marketing, 2018, 44, 60-81.

6.2 65

3 Interaction between functional and relational service quality: hierarchy vs. compensation. Service
Industries Journal, 2023, 43, 85-103. 8.3 4

4 Tourist-to-Tourist Interaction at Festivals: A Grounded Theory Approach. Sustainability, 2019, 11, 4030. 3.2 20

5 Impact of tourist-to-tourist interaction on tourism experience: The mediating role of cohesion and
intimacy. Annals of Tourism Research, 2019, 76, 153-167. 6.4 126

6 The effects of deviant customer-oriented behaviors on service friendship: The moderating role of
co-production. Journal of Retailing and Consumer Services, 2019, 48, 60-69. 9.4 27

7 Customer Equity Drivers, Customer Experience Quality, and Customer Profitability in Banking
Services: The Moderating Role of Social Influence. Journal of Service Research, 2020, 23, 174-193. 12.2 46

8 The value disruption of uncivil other-customers during online service recovery. Journal of Services
Marketing, 2020, 34, 483-498. 3.0 18

9 Digital customer service and customer-to-customer interactions: investigating the effect of online
incivility on customer perceived service climate. Journal of Service Management, 2020, 31, 441-464. 7.2 28

10 Exploring frontline employee-customer linkages: a psychological contract perspective. International
Journal of Human Resource Management, 2022, 33, 1848-1885. 5.3 3

11 Beyond good and bad: Challenging the suggested role of emotions in customer experience (CX)
research. Journal of Retailing and Consumer Services, 2020, 57, 102218. 9.4 57

12 A simplified approach to understanding customer support and help during self-service encounters.
International Journal of Quality and Reliability Management, 2020, 37, 609-634. 2.0 5

13
A serious leisure perspective of culinary tourism co-creation: the influence of prior knowledge,
physical environment and service quality. International Journal of Contemporary Hospitality
Management, 2020, ahead-of-print, .

8.0 25

14 See now, act now: How to interact with customers to enhance social commerce engagement?.
Information and Management, 2020, 57, 103324. 6.5 137

15
Research on the influence of remedial measures on public satisfaction after government information
service failures in typhoon disasters: A case from China. Ocean and Coastal Management, 2020, 190,
105164.

4.4 6

16 Inter-customer helping behaviors: a virtuous cycle or unwanted intrusion?. Service Industries
Journal, 2021, 41, 633-647. 8.3 9

17 Improving well-being via adaptive reuse: transformative repurposed service organizations. Service
Industries Journal, 2021, 41, 223-247. 8.3 17

18 A netnographical approach to typologizing customer engagement and corporate misconduct. Journal
of Retailing and Consumer Services, 2021, 59, 102366. 9.4 14



3

Citation Report

# Article IF Citations

19 Uncovering the dimensions of servicescape using mixed method approach â€“ A study of beauty salons.
Benchmarking, 2021, 28, 1247-1272. 4.6 8

20 Linking leader humility with service performance: the role of service climate and customer
mistreatment. Asian Business and Management, 2023, 22, 621-642. 2.8 14

21 Stimulating Customer Citizenship Behavior With Service Climate: The Mediating Role of Customer
Psychological Empowerment. SAGE Open, 2021, 11, 215824402110060. 1.7 6

22
Effects of social interaction flow on experiential quality, service quality and satisfaction:
moderating effects of self-service technologies to reduce employee interruptions. Journal of
Hospitality Marketing and Management, 2021, 30, 571-591.

8.2 8

23 Modelling perceived service quality and turnover intentions in genderâ€•segregated environments.
International Journal of Consumer Studies, 2022, 46, 200-217. 11.6 8

24 Shoppersâ€™ neural responses to the mere social presence of others: insights from an enclosed mall.
International Review of Retail, Distribution and Consumer Research, 2021, 31, 281-298. 2.0 2

25 Antecedents and mediating role of IT service climate in IT service quality: A mixed methods study.
International Journal of Information Management, 2021, 57, 102290. 17.5 10

26 The thirty-year evolution of customer-to-customer interaction research: a systematic literature
review and research implications. Service Business, 2021, 15, 391-444. 4.2 5

27 A multilevel synthesis of subjective and objective measures of foodservices in the experience process.
International Journal of Hospitality Management, 2021, 99, 103059. 8.8 14

28 The Influences of Consumer-to-Consumer Interaction on Dissatisfactory Consumersâ€™ Repetitive
Purchases in Network Communities. Sustainability, 2021, 13, 869. 3.2 4

29
Towards co-created food well-being: culinary consumption, braggart word-of-mouth and the role of
participative co-design, service provider support and C2C interactions. European Journal of Marketing,
2021, 55, 2464-2490.

2.9 22

30 The Impact of Service Failures on Firm Profitability: Integrating Machine Learning and Statistical
Modeling. IEEE Transactions on Engineering Management, 2022, 69, 3038-3052. 3.5 7

31 A cross-country analysis of the determinants of customer recommendation intentions for
over-the-top (OTT) platforms. Information and Management, 2021, 58, 103543. 6.5 32

32 Public Service Motivation and Service Quality of Local Government Employees: A Moderated Mediation
Analysis. Policy and Governance Review, 2020, 5, 33. 0.6 2

33 Online Value Coâ€•creation Activities in Three Management Domains: The Role of Climate and Personal
Needs. International Journal of Consumer Studies, 0, , . 11.6 3

34 Effects of service authenticity, customer participation and customer-perceived service climate on
customers' service evaluation. Asia Pacific Journal of Marketing and Logistics, 2021, 33, 1239-1254. 3.2 5

35 The pandemicâ€™s effects on customer-to-customer engagement in hospitality consumption: A
multi-country investigation. International Journal of Hospitality Management, 2022, 102, 103158. 8.8 4

36 Stepping up, stepping out: the elderly customer long-term health-care experience. Journal of Services
Marketing, 2022, 36, 1076-1094. 3.0 2



4

Citation Report

# Article IF Citations

37 Unintended Consequences in Transformative Service Research: Helping Without Harming. Journal of
Service Research, 2022, 25, 3-8. 12.2 19

38 An empirical study on repeat consumer's shopping satisfaction on C2C e-commerce in Japan: the role of
value, trust and engagement. Asia Pacific Journal of Marketing and Logistics, 2023, 35, 560-581. 3.2 6

39 Natural heritage tourism: does co-creation matter?. Journal of Ecotourism, 0, , 1-20. 2.9 1

40
PERAN MODAL INTELEKTUAL SEBAGAI SUMBER PENCIPTAAN NILAI PELANGGAN DALAM PREFERENSI MEREK
UNTUK KEUNGGULAN KOMPETITIF BERKELANJUTAN: STUDI EKUITAS MEREK PADA WIRAUSAHA MUDA. JAMI
Jurnal Ahli Muda Indonesia, 2022, 3, 18-29.

0.1 0

41 C2C interaction in the online review system: Effect of other customersâ€™ responses on subsequent
review volume. Tourism Management, 2022, 93, 104622. 9.8 1

42 The effects of crowding and service climate on the perception of the Experiential value of
consumption in self-service restaurants. Journal of Foodservice Business Research, 0, , 1-29. 2.3 2

43 Service Orientation and Customer Performance: Triad Perspectives of Sales Managers, Sales
Employees, and Customers. Behavioral Sciences (Basel, Switzerland), 2022, 12, 373. 2.1 5

44 Constructive Resistance in the Frontlines: How Frontline Employeesâ€™ Resistance to Customer Incivility
Affects Customer Observers. Journal of Service Research, 2023, 26, 560-577. 12.2 4

45 The impact of service climate on gratitude in driving customer outcomes. Journal of Services
Marketing, 2022, ahead-of-print, . 3.0 1

46 Electronic Consumer-to-Consumer Interaction (eCCI) Post a Service Failure: The Psychological Power
of Need for Approval. Journal of Hospitality and Tourism Research, 0, , 109634802211416. 2.9 0

47 The role of onboard experiencescape and social interaction in the formation of ferry passengersâ€™
emotions. WMU Journal of Maritime Affairs, 2023, 22, 365-384. 2.7 2

48 Online or offline? Spillover effect of customer-to-customer interaction in a multichannel
background. Internet Research, 2023, 33, 1519-1543. 4.9 2

49 Airline Cabin Crew Membersâ€™ Ambidexterity as the Sustainable Attitude for Prosocial Passenger
Service. Sustainability, 2023, 15, 242. 3.2 0

50
The effect of tourist-to-tourist interaction on tourists' behavior: The mediating effects of positive
emotions and memorable tourism experiences. Journal of Hospitality and Tourism Management, 2023,
55, 161-168.

6.6 9

51 Fandom in comic-con: Cosplay touristsâ€™ interaction and emotional solidarity. Journal of Hospitality
and Tourism Management, 2023, 54, 346-356. 6.6 1

52 Enhanced review facilitation service for C2C support: machine learning approaches. Journal of
Services Marketing, 2023, 37, 620-635. 3.0 3

53 Multiple psychological climates and employee self-regulatory focus: Implications for frontline
employee work behavior and service performance. Journal of Retailing, 2023, 99, 228-246. 6.2 1

54 Stopping the Spread: How Blame Attributions Drive Customer-to-Customer Misbehavior Contagion and
What Frontline Employees Can Do to Curb It. Journal of Service Research, 2023, 26, 459-475. 12.2 4



5

Citation Report

# Article IF Citations

55 Low and high outcome quality in co-created hospitality services: Two explanations for consumer
satisfaction. Journal of Vacation Marketing, 0, , . 4.3 1

56 The Interactive Influence of Frontline Employee Motivational Orientation and Service
Climate/Strength Upon Employee Need Satisfaction and Performance. Journal of Service Research, 0, , . 12.2 0

57 Co-creation in higher education and quality of college life: The roles of studentsâ€™ co-creation effort,
interactions, and mindfulness. International Journal of Management Education, 2023, 21, 100862. 3.9 0

58 Managing customer-to-customer interactions: revisiting older models for a fresh perspective. Journal
of Services Marketing, 2024, 38, 71-86. 3.0 1


