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Customers’ judgment of service quality is by and large based on their evaluation of personal 

experiences during the service encounter. The purpose of this study is to investigate from a 

customer perspective, the impact of familiarity (of the individual service provider) and cultural 

orientation on evaluations of both successful and failed service encounters. 

The authors employ an experimental design with data collected from student samples in the 

USA. 

The broad purpose of this investigation was to examine the extent to which familiarity (with a 

focal service provider) influences customer evaluations of service encounters in a medium 

contact service. Self-construal is a central to people’s perceptions, behaviors and evaluations. 

To test their predictions, they examined degree of familiarity bias in two types of relationships: 

close relationships (i.e. service provider) and a service encounter with an unfamiliarity service 

provider (two orientations: higher VS lower self-construal). Results show an individual 

customers cultural orientation, as well as familiarity (with a focal service provider), have an 

impact on perceptions and post-purchase evaluations of both successful and unsuccessful 

service encounters. 

This research contributes to the services marketing and consumer behavior literature by 

shedding light onto the role of familiarity and cultural value orientation in influencing 

consumer responses to service encounters. It is one of only a handful of cross-cultural studies 

in this research domain. 

In the global marketplace of the twenty-first century, the need for a capability to manage cross 

cultural exchanges with consumers from both West and East cultures justifies investigating the 

cultural context of service encounters. The quality of interpersonal interaction between the 

customer and service employees drives customer evaluations (Bitner et al., 1990) so service 

organizations, be they operating in multi-ethnic regions or involved in international ventures, 

need to be sensitive to and understanding of the cultural diversity of their customer base.  
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