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ABSTRACT 
The purpose of this study is to analyze consumer and worker attitudes towards consumer 

misbehavior in a service sector (restaurants and cafes), to determine the differences between 

consumers and workers, and to show the relationship of this phenomenon to demographical 

variables. It has found that consumers and workers are aware of the negative effects of 

consumer misbehavior on workers and other customers, as well as on service quality. 

Furthermore, consumers are aware of the fact that consumer misbehaviors can occur 

independently of the worker and that it would be the customers who suffer most from 

misbehaviors. This paper hardly finds the demographical variables that explain the different 

misbehaviors. These findings can be utilized in order to decrease consumer misbehaviors. 
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1. INTRODUCTION   

Consumers have a significant role in the process of exchange (Muncy & Vitell 1992). 

During this process, some consumers go beyond the limits of expected norms. This deviation 

from the expected behavioral norms sometimes results in being unethical and sometimes 

being illegal or out of law (Phillips et al. 2005). Consumer misbehavior influences the ex-

periences of all parties involved during the whole process. It causes financial loss and 

psychological harm for workers, businesses and other consumers (Fullerton & Punj 1997). 

This phenomenon is mentioned under various titles in the related literature such as 

consumer misbehavior (Tonglet 2001; Fullerton & Punj 1997), nonfunctional consumer 

behavior (Harris & Reynolds 2003), dishonest consumer behavior (Schneider & Bowen 

1993), jaycustomer (Lovelock 1994), unsuitable consumer behavior (Strutton et al. 1994), 

problem customer (Bitner et al. 1994), customer deviance (Moschis & Cox 1989, Harris & 

Ogbonna 2006, Mills & Bonoma 1979), aberrant customer behavior (Fullerton & Punj 1993), 

unmanageable consumer (Gabriel & Lang 1997), anomie (Caruana 1999), and fraudulent 

behavior (Wilkes 1978). All these different ways of expressions have an overall emphasis on 

the quest for decreasing or abolishing these behaviors. 

 

1.1 Factors and reasons for consumer behavior  

The factors affecting consumer misbehavior and reasons leading to these behaviors are 

handled from different points of view in the related literature. The reasons for consumer 

misbehaviors are sociologically based on the exchange theory or associated with customer 

dissatisfaction and discontent (Harris & Reynolds 2004). Mills & Bonoma (1979) suggest 

that consumers’ relative perception of power of a store leads to obsessive behavior of the 

consumer. Huefner & Hunt (2000) and Goodwin et al. (1999), on the other hand, argue that 

this behavior of the consumer occurs as a result of the consumer’s response to his 

dissatisfaction with the service provided. Similarly, according to Wilkes (1978), the reasons 

why consumers misbehave include the fact that the business deserves such behavior, that 

consumers do not consider their actions as violation of laws, and that such behaviors result 
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from the untrained worker and negligence of others. While Metron (1957), Cloward (1959) 

and Caruana et al. (2001) explain the reasons for consumer misbehavior by the help of 

sociological theory, Albers-Miller (1999) suggests that individuals tend to misbehave when 

they do not fear to be punished. 

There are two basic points to holistically explain consumer misbehavior phenomena from 

different perspectives. These two points can be explained as features of consumers (demo-

graphic, social, psychological, and contextual features when the behavior occurs) and features 

of marketing institutions and exchange environment (goods and services provided, physical 

environment, security style, level, the manners and attitudes of a worker working in mar-

keting department, and social impression of a marketing institution) (Fullerton & Punj 1993).  

The features of consumers and the exchange environment are two groups of features to be 

carefully studied to account for consumer misbehavior as a whole. The studies so far have 

obtained results supporting this finding. For example, Fullerton and Punj (2003) have 

suggested that both men and women display aberrant customer behaviors; however, the forms 

of aberrant customer behavior vary. In another study, it has been suggested that men commit 

more vandalism than women (Levy-Leboyer 1984). In addition, the role of consumers’ 

feelings and emotions are frequently mentioned (Babin & Babin 1996). 

 

1.2 Influences of consumer misbehaviors 

Consumer misbehaviors have significant influences on the worker, other consumers, and 

businesses. Budden & Griffin (1996) also emphasize that misbehaviors have financial, phy-

sical, psychological, and social repercussions to individuals, institutions, and societies in 

general. 

The influence of consumer misbehaviors on other consumers can be expressed as positive 

or negative domino effect and damaged consumption effects (Harris & Reynolds 2003, Harris 

& Reynolds 2006). Kowalski (1996) highlights the bad influences of these behaviors on other 

customers. The influences on businesses, on the other hand, can be expressed as indirect and 

direct financial costs (Harris and Reynolds 2003). According to Fullerton and Punj (1993), 

the results of aberrant consumer behavior can be exemplified as vandalism, abuse, threa-
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tening, physical or psychological unfairness against other customers and workers in the mar-

keting department, and financial loss as a result of various acts of theft. Some studies point at 

the direct relationship between stress levels of workers exposed to customer mis-behaviors 

(obsession) and their job changing rates (Mcgrath & Goulding 1996). 

Harris & Reynolds (2003) have found that 82% of workers that are in direct contact with 

consumers are exposed to consumer misbehavior. This high percentage once again draws our 

attention to the importance of the phenomenon. Generally, all parties that are involved, 

namely consumers, businesses, and workers that are in direct contact with customers, are 

directly or indirectly influenced by consumer misbehaviors. To decrease the negative 

influences of these behaviors on society, it is crucial that we better understand and analyze 

these behavior forms, and develop better methods to fight and overcome these behaviors. 

There is no easy way to differentiate misbehaving consumers from other consumers. Two 

ways can be suggested to control these misbehaviors. One is to educate consumers in order to 

induce changes in behavior and attitude. The other is to take measures that would discourage 

misbehaviors. Consumers with a negative attitude against misbehavior would apply stricter 

sanctions for misbehaviors of other consumers (Fullerton & Punj 1997). In order to put these 

measures into practice, it is essential that these misbehaviors should be thoroughly analyzed, 

revealed, and defined. The purpose of this study is to analyze consumers’ and workers’ 

attitude and behavior towards consumer misbehavior in service sector (restaurants and cafes), 

determine the differences between parties, and show the relationship of this phenomenon to 

demographical variables. 

 

2. RESEARCH METHODOLOGY 

The current study employs both qualitative and quantitative methods, as Bartos (1986) has 

suggested “qualitative and quantitative methods are distinctly different, but mutually ne-

cessary.” The qualitative method in the present study is used to generate ideas regarding 

jaycustomer, while the quantitative method answers some of the questions raised by the 

qualitative research and supplies empirical data to measure the significance and reliability of 

the qualitative results. Qualitative methods match the exploratory nature of this study, which 

uses semi-structured personal in-depth interviews. The qualitative methods are useful in 
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answering questions such as what, how, when, and where of things (Berg 2001). Qualitative 

techniques provide a greater potential for new insights and perspectives, encourage respon-

dents to feel freer to talk about sensitive topics, and help to obtain in-depth and thorough 

information. Compared to qualitative methods, quantitative methods are advantageous to 

obtain empirical measurements. In this study, a self administered survey has been used to 

supplement the findings from personal in-depth interviews. This study used the standardized 

interview in order to elicit information using a set of predetermined questions. Questions 

were prepared according to the research framework and existing literature. The interview 

took place between March and September, 2008; All of the interviews occurred in a 

comfortable and friendly atmosphere and were recorded with the interviewees’ permission. 

The interviews started with the introduction of the interviewer and the research purpose. 

Credibility, transferability, dependability, and confirmability were used to examine the 

qualitative study (Hirschman 1986). The qualitative study met the credibility requirement by 

ensuring the information was generated from the respondents’ perspective. The findings in 

the current study were consistent with many other findings in published literature. It met the 

requirement of transferability. The dependability refers to temporal stability and internal 

consistency of the research instrument. Many of the qualitative data were very similar to the 

findings of quantitative surveys. For the confirmability, an independent researcher with 

similar professional status reviewed the methodology, qualitative data, and field notes. 

A self administrated survey has been used to generate the quantitative data. The quan-

titative survey took place at the same time as interviews. Triangulation was applied to better 

compile the findings from both qualitative and quantitative approaches. Denzin (1989) has 

defined triangulation as the combination of diverse methodologies studying a single phenol-

menon. 

 

2.1 Questionnaire design 

To design and develop the questionnaire used in this study, the results from previous 

studies in the literature and data from interviews with 10 consumers, 8 workers, and 7 

business managers were used. These people were asked the following questions after the 

concept of consumer misbehavior was explained through examples: 
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• Do you think there is a relationship between consumer misbehaviors and demogra-

phical features? 

• What are the influences of consumer misbehaviors?  

• What are the reasons and possible consequences of consumer misbehaviors? 

• What is your overall idea of consumer misbehaviors?  

The consumer respondents were given two behavior and 18 attitude questions including 

demographical questions. Similarly, workers answered two behavior and 26 attitude ques-

tions including demographical questions. The questionnaires were pre-tested with five cus-

tomers and five workers. Necessary changes and corrections were made in accordance with 

the data obtained as a result of this pre-test. A five point rating scale (from definite agreement 

to definite disagreement) was employed. 

For qualitative part, three questions were prepared for both parties: 

• Can you tell us your first experience in customer misbehavior? 

• What measures do you think the administrators can take against customer misbe-

havior?  

• What measures do you think the worker can take against customer misbehavior?  

 

2.2 Sampling 

Service sector has been chosen for the study because respondents have generally men-

tioned experiencing consumer misbehavior in the service sector, especially in restaurants and 

cafes. Judgment sampling as a non-probability sampling method was selected. Judgment 

sampling occurs when a researcher selects sample members to conform some criteria. Since 

this research aims at studying consumer misbehavior phenomenon, the interviews were 

conducted by visiting the local restaurants and cafes serving customers in Ankara, the capital 

city of Turkey. Responses from 498 consumer and 158 workers were obtained in the quan-

titative part of the study. In qualitative part of study, 82 (40 consumers-48 workers) people 

were interviewed. The profiles of the respondents for qualitative and quantitative study are 

presented in Table 1. 
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Table 1. Profiles of Respondents 

Quantitative study Qualitatative study 

Consumers 
(n = 498) 

% 
Workers 
(n = 158) 

% 
Consumers 
(n = 40) 

% 
Workers 
(n = 48) 

% 

Gender 
Male 
Female 

 
48.3 
51.7 

Gender 
Male 
Female 

 
66.3
33.8

Gender 
Male 
Female 

 
 54
 46

Gender 
Male 
Female 

 
56 
44 

Age 
18-25 
26-35 
36-45 
46-55 
56 and more 

 
32.0 
31.0 
27.0 
 4.8 
 5.2 

Age 
18-25 
26-35 
36-45 
46-55 
56 and more

 
34.6
30.2
10.0
25.2

 

Age 
18-25 
26-35 
36-45 
46-55 
56 and more

 
30.6
22.0
30.0
17.4

 

Age 
18-25 
26-35 
36-45 
46-55 
56 and more 

 
26 
24 
29 
21 
 

Education 
Prim. Educ. 
High Sch. 
Undergrad. 
Graduate 

 
 7.5 
44.5 
44.0 
 4.0 

Work Years 
1-4 y. 
5-8 y. 
9-12 y. 
13-16 y. 

 
 29 
 42 
 16 
 13 

Education 
Prim. Educ. 
High Sch. 
Undergrad. 
Graduate 

 
15 
25 
55 
 5 

Work Years 
1-4 y. 
5-8 y. 
9-12 y. 
13-16 y. 

 
46 
20 
16 
18 

Income 
(YTL*) 
0-999 
1000-1999 
2000-2999 
3000-3999 
4000-4999 
> 5000 

 
 

19.0 
32.0 
23.0 
14.0 
10.0 
 2.0 

Full/Part 
time work 
Full time 
Part time  
 

 
 

 72 
 28 

Income 
(YTL) 
0-999 
1000-1999 
2000-2999 
3000-3999 
4000-4999 
> 5000   

 
 

21 
30 
20 
17 
11 
 1 

Full/Part 
time work 
Full time 
Part time  
 

 
 

70 
30 

* YTL: Turkish Lira (1 USD is equivalent to about 1.5 YTL.). 

 

3. ANALYSIS and FINDINGS 

 
3.1 Quantitative analysis and findings 

Firstly, the means for question items are examined in terms of the consumer attitudes and 

behaviors. Table 2 shows mean scores. The highest and the lowest mean scores were found 

from “Customer misbehavior has a negative effect on the worker” (Mc = 4.27; 4.44) and “If 

the customer misbehaves, the employee must have deserved it” (Mw = 2.14; 2.10) for both 
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groups. This clearly shows that both groups are aware of the adverse effect of the customer 

misbehavior. 

 

Table 2. Means of Responses by Consumers and Workers 

No Question items 
Consumers

(Mc) 
Workers 

(Mw) 
p-

value

1 Customer misbehavior has a negative effect on the wor-ker. 4.27 4.44 .034*

2 Customer misbehavior has a negative effect on other customers. 3.95 4.05 .312

3 Customer misbehavior has a negative effect on esta-blishments. 3.87 4.04 .100

4 Customer misbehavior induces other customers to misbehave. 2.50 3.126 .00*

5 I exhibited misbehavior in the past, which I now think was wrong. 2.55   

6 I have warned a customer exhibiting misbehavior. 3.34 3.11 .105

7 Male customers perform more misbehavior than female customers. 2.34 2.85 .00*

8 In customer misbehavior, gender is a determining fac-tor. 3.32 3.08 .00*

9 
The lower the education status, the higher the oc-currence of customer 
misbehavior. 

3.02 3.52 .043*

10 Education is a determining factor in customer mis-behavior. 2.96 2.65 .013*

11 
Customers with high income exhibit less misbehavior than those with 
lower income. 

2.49 2.85 .002*

12 Income level is a determining factor in customer mis-behavior. 3.36 3.24 .322

13 When there is no customer satisfaction, customers mis-behave. 2.93 2.96 .788

14 
The worker doing his/her job efficiently is not faced with customer 
misbehavior. 

2.73 2.72 .893

15 If customers exhibit misbehavior, the worker must have deserved it. 2.14 2.10 .688

16 
The reason for customer misbehavior is inefficient job skills of the 
worker. 

2.64 2.67 .823

17 The mood of customers is related to misbehavior. 3.80 3.97 .873

18 Environmental settings pave the way for customer misbehavior. 3.80 3.78 .241

19 Customers look for a pretext for misbehavior towards the worker. 2.31 2.94 .00*

20 Consumer misbehavior can be decreased by taking deterrent measures. 3.72 3.54 .564

21 
I considered changing my job at least once because of customer mis-
behavior. 

 3.34  

22 Customer misbehavior stresses me.  4.06  

23 My company sides with me against the customer misbehavior.  3.36  
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24 My superior supports me against the customer misbehavior.  3.49  

25 
I psychologically prepare myself to fight against the customer mis-
behavior. 

 3.56  

26 I try to neglect the customer misbehavior.   3.39  

27 
I tell any incident of customer misbehavior to my coworkers after-
wards. 

 3.40  

28 
I spend less time on other customers because I’m dealing with mis-
behaving ones. 

 3.34  

Note: * statistically significant at the 5% level. 

 

However the consumers used the pretext that if the customers misbehaved the worker must 

have done something to deserve it. On the other hand, the worker responses were lower than 

those of consumers regarding warning to the misbehaving consumer. The fact that the 

workers share the incidents of misbehavior with their friends scored a high point. 

At this point, the data obtained for both groups were subjected to independent t-test in 

order to determine any statistical difference between the common questions (see Table 3). 

The workers are more badly affected by the customer misbehavior than the consumers. They 

persistently claim that customer misbehavior causes the other customers to behave in the 

same manner. They also think that men are much more prone to customer misbehavior than 

women. They commonly believe that the consumers are angling for reasons to behave like 

that. They also believe that the higher the education and income level of the customer, the 

less misbehavior. The consumers on the other hand claim that the gender has a pivotal role in 

these types of behaviors. 

As the next step, the relationship between behavioral questions and demographical va-

riables was researched. No statistically significant relationship was found between behaviors 

by the two parties and all demographical variables including gender, education, age, income, 

and years of work experience. 

Next, this study employed factor analysis to identify the important factors about consumer 

misbehavior. The main purpose of using factor analysis was to reduce the large number of 

variables into fewer underlying and meaningful factors to define the main issues about 

consumer misbehavior. The basic assumption was that underlying factors could be used to 

explain such complex phenomena (Boyd et al. 1989). Since KMO Kaiser-Meyer-Olkin 
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(KMO) coefficient was 0.770, the sample was considered to be adequate and thus the analysis 

was performed. Principal component analysis revealed 4 factors with Eigen values of 1.0 or 

more, accounting for 60.8% of variance. Varimax rotation was then applied to the four fac-

tors. This procedure rotates the set of individual scores within the space defined by the 

principal component axes. Factor analysis with consumer responses identified four factors. 

Factor 1 with 3 variables was named as ‘the influence’; Factor 2 with 6 variables as ‘de-

mographics’; Factor 3 with 4 variables as ‘the worker causing misbehavior’; and factor 4 

with 3 variables as ‘other causes’ (See Table 3). 

 

Table 3. Result of Factor Analysis for Consumer Data 

Factor/Item Factor 
loading

Cronbach 
α Variance

Influence  

1. negative effect on the worker .790 

2. negative effect on other customers .735 

3. negative effect on establishments .552 

0.70 36% 

Demographics   
7. Male customers perform more misbehavior than female cus-

tomers. .615 

8. Gender is a determining factor. .615 

9. The lower education, the more misbehavior. .581 

10. Education is a determining factor. .629 

11. The higher income, the less misbehavior. .593 

12. Income level is a determining factor. .581 

0.71 44% 

The worker causing misbehavior     
13. When there is no customer satisfaction, customers misbe- 

have. .601 

14. The worker doing his/her job efficiently is not faced with 
customer misbehavior. .589 

15. If customers exhibit misbehavior, the worker must have 
deserved it. .721 

16. The reason for customer misbehavior is the inefficient job 
skills of the worker. .686 

0.77 61% 

Other causes   
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Then, reliability analysis was performed to test the internal consistency of the items for 

each factor. Next, Squared Multiple Correlation and Corrected Item Total Correlation values 

were examined. There was no item whose Corrected Item Total Correlation value was found 

to be less than 0.10, nor was there any item whose Squared Multiple Correlation value was 

found to be less than 0.20. In reliability analysis, Cronbach-Alpha coefficients were calcu-

lated. These coefficients showed that the factors except for ‘other causes’ were consistently 

reliable. 

 

Table 4. Means of Factors for Consumers 

No Factors Mean Std.Dev. 

1 Influence factor 4.05 0.77 

2 Demographics factor 3.15 0.65 

3 Worker causing misbehavior factor 2.79 0.74 

4 Other causes factor 3.10 0.62 
 

Mean values of factors for consumers are shown in Table 4. The ‘influence’ factor has the 

highest mean and the ‘worker causing misbehavior’ factor has the lowest mean. 

 

Table 5. Means of Factors for Workers 

Factor/Item Factor 
loading

Cronbach 
α Variance

Influence  

1. negative effect on the worker .65 

2. negative effect on other customers .71 

3. negative effect on establishments .54 

4. Customer misbehavior induces other customers to misbehave. .62 

0.61 51% 

17. The mood of customers is related to misbehavior. .650 
18. Environmental settings pave the way for customer mis-

behavior. .590 

19. Customers look for a pretext for misbehavior towards the 
worker. .592 

058. 68% 
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Demographics  

7. Male customers perform more misbehavior than female customers. .64 

8. Gender is a determining factor. .74 

9. The lower education, the more misbehavior. .59 

10. Education is a determining factor. .66 

11. The higher income, the less misbehavior. .59 

12. Income level is a determining factor. .60 

0.59 59% 

Causes    

13. When there is no customer satisfaction, customers misbehave. .70 

14. The worker doing his/her job efficiently is not faced with customer 
mis-behavior. .56 

15. If customers exhibit misbehavior, the worker must have deserved 
it. .75 

16. The reason for customer misbehavior is the inefficient job skills of 
the worker. .61 

17. The mood of customers is related to misbehavior. .63 

18. Environmental settings pave the way for customer misbehavior. .68 

0.65 61% 

Fighting method    

23. My company sides with me against the customer misbehavior. .61 

24. My superior supports me against the customer misbehavior. .74 

25. I psychologically prepare myself to fight against the customer mis-
behavior. .69 

26. I try to neglect the customer misbehavior. .61 

0 .71 68% 

Worker consequences    

22. Customer misbehavior stresses me. .58 
28. I spend less time on other customers because I’m dealing with mis-

behaving ones. .59 
0.58 70% 

 

Another factor analysis was applied to workers sample. Factor 1 with 4 variables has been 

termed as ‘influence factor’; Factor 2 with 6 demographic variables has been termed as 

‘demographic factor’; Factor 3 with 6 variables as ‘possible causes of consumer misbeha-

vior’; Factor 4 with 4 variables as ‘fighting methods’; Factor 5 with 2 variables as ‘workers 

consequences’ (see Table 5). 
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Then, reliability analysis was performed. Next, Squared Multiple Correlation and Cor-

rected Item Total Correlation values were examined. There was no item the Corrected Item 

Total Correlation value of which was found to be less than 0.10, nor was there any item the 

Squared Multiple Correlation value was found to be less than 0.20. In reliability analysis, 

Cronbach-Alpha coefficients were calculated. 

After the factors were defined, mean values were obtained by adding the scores of the 

items attributed to each factor for workers data. The factor “workers consequence” had the 

highest mean (3.7) and the demographic variables factor had the lowest mean (see Table 6). 

 

Table 6. Means of Factors for Workers 

No Factors Mean Std.Dev. 

1 Influence factor 3.91 0.94 

2 Demographic variables factor 3.02 1.26 

3 Causes of consumer misbehavior  3.03 1.35 

4 Fighting method  3.45 1.17 

5 Workers consequences  3.7 1.14 
 

3.2 Qualitative analysis and findings 

For qualitative analysis, we asked both parties three questions: Can you tell us your first 

experience in customer misbehavior? What measures do you think the administrators can take 

against customer misbehavior? What measures do you think the worker can take against 

customer misbehavior? 

 
3.2.1 Measures against customer misbehavior 

According to workers, the measures which could be taken by the worker against customer 

misbehavior were classified into six categories. These are ‘warning the customer (with a 

polite language)’, ‘remaining inactive and informing the situation to their superiors’, ‘trans-

ferring the misbehaving customer to his friend’, ‘purposely decreasing the level of service to 

punish the misbehaving customer’, ‘neglecting the misbehaving customer (dealing with him/ 

her with an appropriate manner)’, and ‘refraining the manners which may cause misbe-
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havior.’ The most striking aspect here was that the workers thought refraining from manners 

which might cause misbehavior would actually prevent misbehaving customers. The mea-

sures except ‘warning the misbehaving customer’ and ‘purposely decreasing the level of 

service’ involved passive behaviors. 

The customers also proposed that the same measures should be taken by the worker against 

customer misbehavior. However they also emphasized the importance of tactful behavior by 

the worker. Some customers stated that there could be no measure taken against customer 

misbehavior. Others claimed that the customer should be always right and the worker must 

have done something wrong. 

The measures which could be taken by the employers were classified into two categories: 

the measures to prevent the occurrence of such behaviors and the measures to prevent the 

reoccurrence. The first category was related to the maintenance of high service standards and 

employment of quality personnel. A participant used the phrase “Happy is the employer, 

happy is the customer.” Women thought that the employment of female workers would 

decrease such behaviors. Men on the other hand were for the employment of male workers. 

Some participants emphasized the correlation between educational level and misbehavior. 

Some thought that keeping the prices high might prevent these people from coming to the 

premises. There were people who proposed that the rules should be clearly shown on fixed 

walls with written notices. One participant said that it would be a good idea to hang satirical 

caricatures about the customer misbehavior on the walls. There were people who stated that 

the design of chairs, the shape, the colors, and decoration of the site in a comforting and 

pleasant manner would urge customers to display proper behaviors. The second opinion was 

that it would be impossible to prevent such behaviors. Some even stated that the employers 

should always maintain a low profile and tell the customer that he or she should be always 

right with a clear cut language. Some customers advised that the company should determine 

these types of misbehaving customers and impose sanctions on them (such as prohibiting 

entering the site, putting them in a black list). One participant came up with a proposal that 

“Do not let customers choose you, you choose customers according to your preferences.” 

Many participants stated that the worker should be supported when they encountered such a 

situation and should be allowed to use their initiatives. They also stated that the owner of the 
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store should not stay at his office but take a more active role to follow the events. Some 

participants emphasized that consumers should be educated about these types of behaviors 

and companies should work in coordination with consumer protection foundations. The 

security issues such as the selection of the security guards, hidden cameras, and over-po-

wering tactics are also pointed out. The most interesting thing here was that customers had 

two dominant attitudes to the behaviors of the store owners. Some stated that the employers 

should keep friendly relations with their workers while others emphasized that the employers 

should refrain from giving any support to the worker. 

The opinions of workers about precautions which they could take against customer 

misbehavior were similar to customers. They also proposed an in-service education for wor-

kers in addition to the education of customers. They also proposed that misbehaving cus-

tomers should be charged higher or their photographs should be exposed through the press 

regarding various punishments that could be imposed on them. They also stated that the rules 

should be clearly hung on the walls and the dramatic incidents faced by the worker should be 

written under glass tables. They also stated that there were no good or bad customers. If the 

company was good the customers were good, and if the company was bad the customers were 

bad. They also proposed the employment of higher number of workers, segregation of family 

area or couples area, and separation of bad customers from good ones as additional pre-

cautions. The most interesting fact here was that the workers thought that couples were more 

prone to customer misbehavior than families. 

When we look at the views of the participants, there are no demographic differences be-

tween the consumers and the workers. The data obtained from the quantitative analysis 

generally support the qualitative results data obtained here. 

 

3.2.2 Incidents experienced by participants 

The incidents of customer misbehavior remembered by both workers and customers are 

listed in Appendix 1 and Appendix 2. The incidents generally comply well with the customer 

misbehavior reported in the literature (Lovelock 2001; Fullerton & Punj 2003; Harris & 

Reynolds 2004; Altintas 2007). There was legally punishable misbehavior as well as that 

violating the moral, traditional, and ethical values of the society. 



 

 

70  Feride Bahar Isin, Hakan Altintas, Fusun Cinar Altintas 

 

© The Society of Service Science and Springer 

There are numerous examples that misbehavior is triggered by alcohol and the mental state 

of the individual at that time. Some behaviors were premeditated by some people for a certain 

purpose. Although most of these misbehavior incidents were directed to the worker, other 

customers were also affected by them most of the time. Some targeted the property and others 

directly aimed at the people. These types of customer behaviors have a profoundly negative 

effect on both the worker and the image of the company. The customer misbehavior reported 

by both workers and customers ranges from verbal assault to use of physical power. In some 

cases, the management or the other customers reacted while the worker maintained low 

profile. 

The incidents can be evaluated in three dimensions as the ones subjected to customer 

misbehavior, the amount of damage, and the dimension of misbehavior. The ones who are 

subjected to customer misbehavior can be classified into three groups as the management (the 

worker and the boss), other customers, and the ones who take part with misbehaving cus-

tomers. The amount of damage can be evaluated in two dimensions: firstly the damage given 

to the premise, prestige, and image of the company, and secondly the cost of hampering the 

service, motivation, and efficiency of workers. One cannot also neglect the physical and 

sentimental effects of customer misbehavior upon customers. The dimension of misbehavior 

is dependent upon whether the behavior is legally punishable and violates moral, traditional, 

or ethical values of society. 

 

4. CONCLUDING REMARKS 

It is very important that customer misbehavior during the purchasing process should be 

controlled. The misbehavior not only costs businesses financially but also violates the rights 

of other customers. Therefore, it is important to take precautions to prevent such behavior. 

The consumers and workers participated in the study were aware of the negative effects of 

consumer misbehavior on workers and other customers. The consumer misbehavior would 

degrade the service quality and would cause the customers to suffer the most. Furthermore, 

this study found that consumers knew that misbehavior could occur independently of the 

worker. In other words, consumers noticed that misbehavior was not related to whether their 
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expectations were met or not. These are important findings to consider in decreasing con-

sumer misbehavior. 

Generally speaking, the results of this study reveal the importance of other consumers in 

decreasing consumer misbehavior. It also opens up a door to study cultural differences in 

cross-cultural research. This paper could not identify the relationship between demographical 

variables and different misbehavior. Therefore future studies should investigate the demo-

graphical and other related variables, such as consumers’ personal traits, that are more 

sensitive to differentiating the misbehaving consumers. Turkey is a Mediterranean country 

and has distinctive characteristics of Mediterranean culture. The most remarkable charac-

teristics are to speak loudly, to be short-tempered, and to intervene in everything as a sign of 

being friendly. These traits, mirrors of the culture, are reflected in behaviors of served and 

serving people in the service sector. In this respect, the obtained results can guide and 

improve the attitudes and behaviors of both customers and workers. 

“Personnel vocational proficiency and standards” in the service sector in Turkey have not 

yet been put into practice. Vocational proficiency is not clearly defined. There is no 

institution that grants a certificate for vocational proficiency. This study hopes to lay a 

foundation for providing guidance during the training period for workers regarding how they 

should approach consumer misbehavior. 

 
REFERENCES 

Albers-Miller N (1999) Consumer misbehavior: Why people buy illicit goods. Journal of 

Consumer Marketing 16(3):273-287. 

Altıntaş MH (2007) Perakende sektöründe fonksiyonel olmayan müşteri davranışları: Bursa 

ve İstanbul İllerinde Bir İnceleme, 12. Ulusal Pazarlama Kongresi, Sakarya, 18-20 Ekim 

Babin B, Babin L (1996) Effects of moral cognitions and consumer emotions on shoplifting 

intentions. Psychology and Marketing 13(8):785-802. 

Bartos R (1986) Qualitative research: What it is and where it came from. Journal of Adver-

tising Research 26. RC3-RC6. 

Berg BL (2001) Qualitative research methods for the social sciences. Allyn & Bacon, Boston 

MA. 



 

 

72  Feride Bahar Isin, Hakan Altintas, Fusun Cinar Altintas 

 

© The Society of Service Science and Springer 

Bitner M, Booms B, & Mohr L (1994) Critical service encounters: The employee’s view-

point. Journal of Marketing 58(October):95-106. 

Boyd HW, Westfall R, & Stasch SF (1989) Marketing research: Text and cases, 7th Edition. 

Irwin, Homewood. 

Budden M, Griffin T (1996) Explorations and implications of aberrant consumer behavior. 

Psychology and Marketing 13(8):739-740. 

Caruana A (1999) A cross-country investigation of the MARKOR scale. Marketing Intel-

ligence & Planning 17(5):248-253. 

Caruana A, Ramaseshan C, & Ewing M (2001) Anomia and deviant behavior in marketing: 

Some preliminary evidence. Journal of Managerial Psychology 16 (5):322-338 

Cloward R (1959) Illegimate means, anomie, and deviant behavior. American Sociological 

Review 24:164-176. 

Denzin NK (1989) The research act: A theoretical introduction to sociological methods, 

Third ed. Prentice Hall, Englewood Cliffs NJ. 

Fullerton RA, Punj G (2003) Repercussions of promoting an ideology of consumption: 

Consumer misbehavior. Journal of Business Research 57(11):1239-1249. 

Fullerton RA, Punj G (1993) Choosing to misbehave: A structural model of aberrant con-

sumer behavior. Advances in Consumer Research 20:570-574. 

Fullerton RA, Punj G (1997) Can consumer misbehavior be controlled? A critical analysis of 

two major control techniques. Advances in Consumer Research 24:340-344. 

Fullerton RA, Punj G (1997) What is consumer misbehavior. Advances in Consumer Re-

search 24:336-339. 

Gabriel Y, Lang T (1997) The unmanageable consumer: Contemporary consumption and its 

fragmentations. Sage, London. 

Godwin B, Patterson P, & Johnson L (1999) Emotion, coping, and complaining propensity 

following a dissatisfactory service encounters: A preliminary investigation. Journal of 

Consumer Satisfaction, Dissatisfaction and Complaining Behavior 12:145-154. 

Harris L, Ogbonna E (2006) Service sabotage: A study of antecedents and consequences. 

Journal of Academy of Marketing Science 34(4):543-558. 



 

 

 Research on the Attitudes of Consumers and Workers towards Customer Misbehaviors  73

 

  Journal of Service Science (2010) 2:55-80 

Harris L, Reynolds K (2003) The consequences of dysfunctional customer behavior. Journal 

of Service Research 6(2):144-161. 

Harris L, Reynolds K (2004) Jaycustomer behavior: An exploration of types and motives in 

the hospitality industry. Journal of Services Marketing 18(5):339-357. 

Hirschman EC (1986) Humanistic inquiry in marketing research: Philosophy, method, and 

criteria. Journal of Marketing Research 23:237-249. 

Huefner J, Hunt K (2000) Consumer retaliation as a response to dissatisfaction. Journal of 

Consumer Satisfaction, Dissatisfaction and Complaining Behavior 13:61-82. 

Kowalski R (1996) Complaints and complaining: Function, antecedents and consequences. 

Psychological Bulletin 119(2):179-196. 

Levy-Leboyer C (1984) Vandalism: Behavior and motivations. North Holland, Amsterdam. 

Lovelock C (1994) Product plus: How product and service equals competitive advantage. 

McGraw Hill, New York. 

Lovelock C (2001) The dot-com meltdown: What does it mean for teaching and research in 

services. Managing Service Quality 11(5):302-306. 

McGrath H, Goulding A (1996) Part of the job: Violence in public libraries. New Library 

World 97(1127):4-13. 

Metron R (1957) Social theory and social structure. Free Press, Glencoe. 

Mills M, Bonoma T (1979) Deviant consumer behavior: New challenges for marketing re-

search educators. Conference Proceedings of the American Marketing Association 

44:445-449. 

Moschis G, Cox D (1989) Deviant consumer behavior. Advances in Consumer Research 

16(1):732-737. 

Muncy J, Vitell S (1992) A consumer ethics: An empirical investigation of factors in-

fluencing ethical judgments of the final consumer. Journal of Business Ethics 11 

(August):585-597. 

Phillips S, Alewander A, & Shaw G (2005) Consumer misbehavior: The rise of self-service 

grocery retailing and shoplifting in the United Kingdom c. 1950-1970. Journal of Ma-

cromarketing 25(1):66-75. 



 

 

74  Feride Bahar Isin, Hakan Altintas, Fusun Cinar Altintas 

 

© The Society of Service Science and Springer 

Reynolds KL, Harris LC (2006) Deviant customer behavior: An exploration of frontline 

employee tactics. The Journal of Marketing Theory and Practice 14(2):95-111. 

Scheineder B, Bowen D (1993) The service organization: Human resources management is 

crucial. Organizational Dynamics 21(4):39-42. 

Strutton D, Vitell S, & Pelton L (1994) How consumers may justify inappropriate behavior in 

market settings: An application on the techniques of neutralization. Journal of Business 

Research 30:253-260. 

Tonglet M (2001) Consumer misbehaviour: An exploratory study of shoplifting. Journal of 

Consumer Behaviour 1(4):336-354. 

Wilkes R (1978) Fraudulent behavior by consumers. Journal of Marketing 1(October):67-75. 

 

 

 

 

 

 



 

 

 Research on the Attitudes of Consumers and Workers towards Customer Misbehaviors  75

 

  Journal of Service Science (2010) 2:55-80 

Appendix 1. Incidents of Customer Misbehavior Reported by Workers 

1 I saw customers stealing sugar and tea from the table they sat  

2 He ordered the waiter so much rudely. He tried to bargain the prices in spite of the fact that they were fixed 

3 
When I warned him not to smoke because it was forbidden he said “Who are you? Is it the property of your 
father?” He then complained about me to my boss. When I explained the situation, he denied it and blamed 
me for being a liar  

4 
Although he made his order later he blamed me for being impartial when I served the neighboring table. 
He said “You condescend to them thinking that they are rich, but I have the money and you will have no 
tip.”  

5 They beat me up when I tried to stop the fight. 

6 When we interfered the man who smacked his wife, she attacked us by saying “He is my husband. Who 
are you ?” He was yelling constantly to the girl he came with. When we warned him he attacked us  

7 

He reprimanded me for bringing hot mustard without asking him.He said I was incapacitated because his 
meal was late. He teased me when I was serving him by saying “How do they allow such people work 
here? If I was the boss I’d show them.” He also scolded me for not bringing ketchup and mayonnaises, but 
he never used them 

8 A male customer came to me and said “My friend wants to have a dinner with you.”  

9 A female customer wanted a glass of water from the bottle we use in order not to pay for the commercial 
PET bottle. I gave her once. But she made a habit of it and my superior warned her.   

10 He threw the cup of coffee on to the floor, saying that it was too milky. 

11 He ordered the coke before and wanted to change it later, saying that it was degassed. He ordered the 
dessert first and cancelled it when I was about to serve it. 

12 He sipped his coffee and scolded me by saying that I was supposed to warn him that it was hot. 

13 He scolded us because the music group did not play the music he wanted   

14 The customer hit my arm and I dropped the tray. He said that I was incapacitated. He sat at the table before 
it was cleaned up and blamed me that the table was dirty   

15 He said that he didn’t like the food after he was served and left the table without paying anything   

16 He ordered a mixed sandwich, but when I served him he said that he didn’t want sausage in it 

17 When I brought the change for the bill he said “you brought it purposely in coins but don’t expect any tip”

18 The customer scolded me that the prices were too high after receiving the bill   

19 He offered me money to bring the phone number of a waitress  

20 They broke all the tooth picks on the table, made paper planes with napkins and burned the table cloth with 
cigarettes 

21 She threw up on me when she became drunken.  

22 He gave me money and wanted me to learn the name of the girl sitting at the next table. 

23 He was drunk and puked on the floors of the bathroom  

24 He scolded me for putting ice in his coke  
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25 He said that I was ignorant because I didn’t put a lemon slice in his lime juice. 

26 They pour wine on the table on purpose  

27 When I refused to give him more drink after he got drunk he attacked me  

28 A customer carved the name of his girlfriend on the table he sat  

29 When we announced the car to be towed outside, nobody came out. Then a customer came and said that it 
was his car and shouted at us not to warn him. 

30 A customer reprimanded me for not holding his coat  

31 He caused trouble when I accidentally hit the chair and dropped her coat on the ground   

32 He ordered a meal which was not on the menu. When I told him he caused trouble   

33 We took the order of 10 small pizzas. He said he should be given the priority because he was going to 
order only two small pizzas and caused a fight because of that  

34 The customer scolded me for serving the wrong person the wrong meal when I brought his orders  

35 We don’t sell alcoholic drinks. A group wanted alcoholic drinks and caused trouble when we rejected them 

36 He caused trouble when I warned him not to smoke in the non-smoking zone  

37 He hit the coke bottle on the table and shouted “open it”. We were going to open it when we served him  

38 In spite of treating him with utmost care he looked at my eyes and said, “I am not happy with you” 

39 He said “Baby bring the bill!”. He was so drunk and asked the girls sitting at the next table how much they 
wanted for a night  

40 He insisted to smoke in the non smoking region and he changed his meals three times saying that it was 
cold  

41 He was so drunk and he gave his phone and asked me to call his girl friend. The woman called at the 
middle of the night swore at me. 

42 He changed payment order in order to pay less amount 

43 The man and the woman had a fight and the woman left there. He blamed me for disturbing them   

44 She objected the bill. She said that her money was stolen from her bag when she was at the bathroom. 

45 He poured the ash tray into the coffee cup. He claimed that the meal he was served was not what he 
ordered. They had a false fight between them and ran away without paying the bill during the turmoil.   

46 The customer called me by tipping his fingers. I went to his table and found a dog under the table. I asked 
him to leave. A customer who threw the plates on the floor said “I will pay for them. Put it on the bill!!” 

47 He extinguished his cigarette on his plate. I saw people picking their nose and sticking the content under 
the table.  

48 

He ate and drank without having any money and he said “I don’t have any money. What are you gonna 
do?” There is a customer who doesn’t pay at least twice a month saying that he has forgotten his wallet 
home. He eats on credit. There was a customer constantly picking his nose. They sat at the table without 
giving any order. Only one of them paid for the open buffet and he filled his plate up to the limit and they 
both ate from the same plate 
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Apendix 2. Incidents of Customer Misbehavior Reported by Customers 

1 
The people at the next table wrote things on the table and scratched it with a knife. I saw people insisting to 
sit alone in the regions allocated for families. I saw people swearing at the waiter when he didn’t 
understand what they say and asked them to repeat it 

2 I saw a woman who put the tip left by another customer in her pocket when the waiter was dealing 
something else. I saw a man who sent his order back saying that he didn’t give such an order  

3 There was a women who insisted to eat in the restaurant with her dog. I saw people who fired the table 
cloth with a lighter   

4 The inappropriate behavior of the couple at the next table disturbed me a lot  

5 The man constantly fighting with his wife who was constantly crying destroyed all our fun. A customer 
humiliated the waiter saying “You are only a waiter nothing else!! 

6 At the middle of the restaurant a women had her child pee into a PET bottle. She said “The bathroom is 
being cleaned. He can’t wait that long” 

7 
The customer refused to pay the bill. He shouted that the food was cold after waiting a considerable time. 
He tried to bargain the prices. He talked about the inferior quality of the food in order to avoid paying the 
bill. He started to shout that he was poisoned by the food. 

8 
The women left the tap of the salt cellar loose and salt was poured into the plate of the next customer. The 
women at the next table put all the packed sugar in their bags. There were customers who mixed hot paper 
and salt. Two girls at the next table torn up all the paper napkins. A man broke all the tooth picks   

9 
He ate the food up to the last two morsels and said that it was too salty. He swore at the waiter saying that 
the glasses were dirty. The customer swore at the waiter saying that the coke was degassed. He called the 
waiter three times to make his order. 

10 He talked with the waiters in an offensive tone in order to make a show to his girl friend. The waiter 
warned the couple who were fighting each other with a voluminous tone   

11 He was so tense. He argued with the waiter saying “What are you looking at ?” He objected the bill and 
argued with the waiter.   

12 He refused to leave the table in spite of eating nothing. He insisted to sit at a reserved table  

13 He swore at the waiter for bringing his order late.He hit the waiter and caused him to drop the tray and he 
accused him for clumsiness.   

14 

She changed the diaper of the child on the table. The child peed on the chair. She didn’t say anything to her 
child smashing all the food under the table. 
He ate almost three quarters of the hamburger and then sent it back saying that the green was not fresh and 
demanded another. He asked tea from the waiter and then poured cold water on it, called the waiter and 
complained that it was cold. He ordered coffee and said “I didn’t order coffee” when the waiter brought it. 
When the waiter reminded him that he did he shouted “Are you calling me a liar?” 
The man eating at the next table made smacking noise with his mouth which was high enough to disturb 
other customers. He was frequently checking around to see the reaction of others. I saw people to drop the 
menu purposely on to the ground to make the waiter pick it up  

15 The child poured the food on the floor and she didn’t do anything to stop him. He smacked the child in 
front of everybody. The child went to the other tables and disturbed everybody   

16 
He suddenly started to hit his head to the table. He threw the glass towards the waiter. He collected tooth 
picks from the floor and put them back in their places. He touched almost every paper napkin on the table 
and put them back. 
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17 He was loudly swearing someone on the phone. The woman at the table was crying loudly  

18 He went to the next table and punched the man sitting there saying “ How could you look at the woman 
with me?” He smacked his wife. 

19 He swore at the waiter saying the services were dirty. He pushed the waiter and caused him to fall down  

20 He was so drunk that he vomited on the table. He ran away puking and threw up on the woman at the next 
table. He tried to grab the table cloth and cause everything to crash and spread on the floor   

21 He refused to leave the restaurant when it was closing time. He insisted to enter the premises alone where 
entrance without a woman partner was not allowed. 

22 
He wanted to be served before the restaurant was open. He humiliated the restaurant in spite of the fact that 
the food he demanded was on the menu. He poured excessive salt on the food and caused trouble saying 
that the food was too salty. He objected the bill and threatened to have store closed 

23 

They disturbed all of us by trying to fit eight people to a table which could only hold four. He swore loudly 
because the brand of water they wanted was not present. He tried to eat without paying the bill. They pur-
posely poured wine on the table cloth. They poured the candle on the cloth. A couple was warned for their 
inappropriate behavior and the girl caused trouble shouting “What are you trying to say?” The waiters 
warned the customer who was drawing shapes on the table cloth with fruit juice and he answered “It is 
your duty to clean it”. They tore the bill and objected it saying that the waiter had lost it. A customer 
ordered hot chocolate and when the waiter brought it started to shout that he was a diabetic and he didn’t 
know that the hot chocolate contained sugar. 

24 
He put salad into his plate from the open buffet without paying it. He swore at the waiter because he didn’t 
bring the beer he wanted. He caused trouble because he didn’t like the food he was recommended. He sent 
the food back because the meat was not cooked as he wanted.  

25 He took food from the open buffet more than once while he was only allowed once. He put his hair into the 
food and caused trouble because of that. He scared everybody saying that there was a rat there  

26 He caused an argument because he didn’t like the wine he had been recommended. He pretended that he 
was poisoned. He took more than one desert from the buffet without paying it. 

27 
He never made a reservation and he caused trouble when the restaurant was full. He didn’t want to pay for 
the buffet, saying the children were under age. He threatened the waiter that he would pretend to be 
poisoned 

28 They verbally harassed the people sitting at the next table. He teased a couple by harassing the woman. He 
argued with the members of his family. He put the bones of the chicken on the cloth.  

29 
One of the customers punched the one sitting at the next table because he was talking so loud. He 
constantly humiliated the waiter. He was eating his food with his hand making a slapping sound. He 
became drunk and started shouting.  

30 

One customer insulted the waiter because he drop and broke the glass. He was very tense and punched the 
table. He was very drunk and knocked down the chairs. He punched another customer saying that he 
looked at the woman he came with 
He was very intimate with the waiters at the beginning then started to shout “What sort of place here is? 
You have very saucy waiters.” He looked at the menu and asked for fish in spite of the fact that the place 
was not a fish restaurant. When he took a negative answer he started to shout “What sort of restaurant 
here? Why don’t you have fish?”. He came to the restaurant and took some food out of his bag and started 
to eat. When he was warned by the waiter he started to shout. He tried to drink the water he bought from 
somewhere else.  

31 He was very tense. He insulted the waiter by saying “You come here”. In a restaurant I saw a customer 
insulting the waiter because of being late. When he was warned to be quiet he was out of control.  
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32 
He broke the chair and he sat on it saying that he was going to open a case. He sent back the bill to be 
recalculated. He wanted a special treatment saying that he was a columnist. He shouted “Do you know 
who I am? I burn you all!!” 

33 
He pretended to be a famous celebrity. He caused trouble when nobody recognized him. He called the 
waiter stupid who accidentally brought the change less than the correct amount. He acted as he didn’t 
know the price of the food he ate. 

34 The customer did not want to pay the bill in spite of seeing the prices in the menu. He blamed that the 
forks and spoons were dirty and threw them on the floor.  

35 

He blame the waiter for stealing who accidentally brought the change less than the correct amount. They 
hide the bill in their bag and made fun of the waiter when he was looking for it. They objected to the bill 
saying that he did not eat everything written on it. A man insulted the waiter who brought the drink menu 
after the food menu. A man drank his soup from the plate. 

36 He was talking with an unnecessarily high voice. He was being smart. He blamed the waiter for the 
change. He had the waiter explain how all the food were prepared   

37 
A child came and touched our food with her hands, tried to drink our coke and rub her hands on our clothes 
and her mother said nothing. We couldn’t eat our meal because the child was constantly crying. The 
children thought that it was a kindergarten and disturbed everybody by pulling the table clothes.   

38 

They verbally harassed me without giving a break. He smelled of alcohol. His clothes were filthy. He 
called the boss to the table many times. He was chewing gum. He sat cross-legged. He took off his shoes 
and his feet were stinking very bad. He reprimanded the waiter when he was waiting for their orders. He 
said he got relaxed by insulting the waiters. He farted. He blew his nose loudly. He started to belch after 
the meal. He didn’t want to pay any tip to the car boy who brought his car from the parking lot. He didn’t 
leave his coat to the cloak room and he accused that somebody poured coke on it. He tore up all the 
napkins on the table and broke the toothpicks. When he was warned he said “I am paying for it. I can break 
the toothpicks or the table.” He crashed the glasses on the floor. He stole the forks on the table. He 
complained about the waiter to his boss for insulting him. There was nothing like that. He drank the bottle 
of water on the table and denied it when it was included on the bill. 

39 

He blamed the waiter to remove his plate before he finished it when he was in the bathroom. He talked 
with the waiter in an humiliating manner. They opened the MP3s in their telephones loudly. He gave 
insufficient money and blamed the waiter for losing it. He caused trouble for waiting his car. A man was 
eating the salad with his hands and it was very repulsive. I saw a customer who called the waiter three 
times without giving orders. A man sent back the food for a hair in it. But it was his own hair. He had the 
waiter explain all the food and did not give any order and he reprimanded the waiter saying “Why are you 
waiting?”. He scolded the waiter for bringing the order of the next table earlier than his. A man sexually 
assaulted the waitress with hand. When the girl shouted he claimed that the girl wanted herself.   

40 

She put on excessive perfume that we couldn’t eat our meal. She constantly looked at the other men. She 
was laughing and chuckling. A woman peeped the men sitting at the next table with a mirror . He became 
drunk and started to shout. They were teasing the girls sitting at the next table. They were talking loudly 
and swearing at each other   
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