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ABSTRACT
This study focused on exploring the factors impacting dysfunctional
behaviour and testing the difference of perceptions between Laotian
and Vietnamese consumer behaviour towards restaurant service.
Several hypotheses were proposed based on consumer characteristics
that could foster dysfunctional behavior. For this, an hybrid
methodology was used in order to develop the questionnaire; besides,
scenarios with dysfunctional behaviors were also constructed.
Respondents were asked to rate the appropriateness of each behavior
and answer a group of questions based on the developed hypothesis
developed. The data was collected over the Internet (Facebook and
online access) and the statistical methods used for analyzing were
regression, EFA and CFA analysis. The results showed evidence that
interpersonal influence, such as aggressiveness, self-exposure, moral
flexibility and machiavellianism, and situational aspects, such as
dissatisfaction and acceptance, impacted significantly on dysfunctional
behavior and there was a difference of perception between Laotian and
Vietnamese consumer behavior towards restaurant service.
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1. Introduction
The belief that the customer is always the right person is completely significant to complete a
speech of common sense [1]. However, this statement is not really logical, as the results it can
lead to rationalize the dysfunctional consumer behavior [2], which can be aware as the behaviour
adopted by certain consumers who are against the rules and regulations established by the society
in which they are inserted, during the consumption of a product and/or service [3].
Dysfunctional customer behaviour is endemic and prevalent across multiple service industry
and is a growing issue for employees and organizations [1]. For instance, some customers treat
employees with unfriendly attitude, verbal abuse or violence and bullying, damage to facilities,
noisy, crowded, queue jumping and other acts. Employees who work at a call centre encounter
dysfunctional customer behaviour averagely ten times a day [4]. In other studies, 74% of airline
and railway employees revealed that they experienced dysfunctional customer behavior once a
month [5], and 82% of hotel and restaurant employees confirmed that they had been the target of
dysfunctional customer behavior [1]. They have not only a negative impact on business
management and the customer service experience, but also great harm to physical and mental
health of employees.
Significant interest from practitioners and scholars, understanding of the concept of
dysfunctional customer behaviour and its measurement is limited, and the existing dysfunctional
customer behaviour scale does not offer extensive evidence of validity [6]. Moreover, to date,
studies have not systematically explored the exact dimensionality of dysfunctional customer
behavior, leaving its precise composition unclear in specifically both Laos and Vietnam. Thus, to
advance research on the factors impacting dysfunctional customer behaviour in case Lao and
Vietnamese restaurants, a comprehensive measure is needed to assess a set of behavior
characteristics that influence dysfunctional consumer behavior and the difference of perceptions
between Lao and Vietnamese customers. A valid, reliable scale that measures dysfunctional
customer behaviour could provide important insights to marketing scholars and managers about
the nature of this critical aspect of customer behavior.
In order to build a proper and sufficient dysfunctional consumer behavior research, a proper
research problem is defined and squeezed into 2 main questions following to help understand the
goal of the research.
 What are factors impacting dysfunctional consumer behavior in the restaurant industry?
 What is statistically difference of perceptions between Lao and Vietnamese consumer
behavior?
This research seeks to find answers to:
 Explore and understand the factors impacting dysfunctional behaviour
 Test the difference of perceptions between Lao and Vietnamese consumer behaviour for
restaurant service
 Suggest implications for restaurant owners to improve dysfunctional consumer behavior.
2. Methods
As illustrated in figure 1, th v ri l s r g r ing th in ivi u l’s p rson lity consi r for
the development of the model are: aggression, self-exposure, moral flexibility and
machiavellianism. The situational variables are dissatisfaction and acceptance. It is expected that
they all have a positive impact on the dysfunctional consumer behavior. The stronger they are,
the higher the probability of the individual to act inappropriately.
 Hypothesis 1: the aggressiveness has positive impact on dysfunctional consumer behavior.
 Hypothesis 2: the self-exposure has positive impact on dysfunctional consumer behaviour.
 Hypothesis 3: Moral flexibility has positive impact on dysfunctional consumer behaviour.
 Hypothesis 4: Machiavellianism has positive impact on dysfunctional consumer behaviour.
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 Hypothesis 5: Situational aspects have positive impact on dysfunctional consumer behaviour.

Figure 1. Conceptual framework

One of the main characteristics of the target population is that the data sample can be collected
from Lao and Vietnamese consumers in restaurant service. This research included respondents
from both countries, but the majority were Vietnamese. With regard to the gender, the sample of
this research was c lcul t
y using ochr n’s formul 1977 for c lcul ting s mpl siz wh n
the population is infinite with 95% confidence level.
N = p(1-p)z2/e2
(1)
In this study, P = 0.1; Z = 2.58; e = 0.05. Therefore,
N = (0.1)(1-0.1)(2.582)/(0.052) = 240
ft r c lcul t th s mpl siz y su stituting th num rs into th ochr n’s formul (1) to
obtain reliability of data, the sample size was increased to 266 respondents. The sample included
women and men. The average age of respondents was from 18 to 29 years old because they are
easy to access the information through social media.
The research used the Likert scale (1 = strongly agree to, 5 = strongly disagree), where
respondents indicated their level of agreement with a range of statements. The responses were
scored from 1 to 5 and the highest result score for each statement indicated the level of agreement
with the statement. The result of the study was analysed through regression and correlation. The
data was processed through Statistical Package for the Social Sciences (SPSS) to get the
outcome. In order to identify which individuals could behave in a dysfunctional manner or not,
22 statements were for personality aspect and 4 stories were developed of situations faced in the
day-to-day by consumers and two dysfunctional reaction for each situation, totally 8
dysfunctional behaviours. The developed stories involved both the issue of dissatisfaction and the
influence of others. After reading the stories, the respondents were asked to analyse their
reactions for the situation presented. It is understood, therefore, that the individuals who believed
that the reactions were appropriate would be those most prone to act opportunistically.
3. Results and discussion
3.1. Demographic characteristics
The gender characteristics clearly stipulates that 27.8% of the respondents were males whiles
72.2% were female and missing data accounted for an insignificant figure of 0%. However, it
must be noted that the difference in the number of respondents between the males and females is
not significant for this study. The nationality characteristic of the population of study revealed
that 46.2% of the respondents were from Laos; 53.8% were from Vietnam.
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3.2. Analyze the possible factors that could impact dysfunctional consumer behavior
 Hypothesis 1: the aggressiveness has positive impact on dysfunctional consumer behavior.
The results in Table 1 shows that the model had an R-Squared value of 0.349 meaning only
approximately 34% of the variations in the relation of aggressive and dysfunctional consumer
explained. F = 140.197, p = 0.00 which were used to test the significance of the entire model by
taking all the coefficients together shows that it is significant at P < 0.05. Therefore, hypothesis
H1 is accepted.
Table 1. Model summary of aggressive
Model Summary b
Change Statistics
Std. Error
R
Adjusted
Model R
of the
R
Square
F
Square R Square
df2
Estimate Change Change df1
a
1 0.590 0.349
0.346
0.78768
0.349
140.197
1
262
a. Predictors: (Constant), AGRESSIVE
b. Dependent Variable: dysfunctional consumer behavior

Sig. F
Change
0.000

DurbinWatson
1.998

 Hypothesis 2: the self-exposure has positive impact on dysfunctional consumer behavior.
As shown in Table 2, the model had an R-Squared value of 0.042 meaning only
approximately 4.2% of the variations in the relation of self-exposure and dysfunctional consumer
explained. F = 11.550, p = 0.001 which were used to test the significance of the entire model by
taking all the coefficients together shows that it is significant at P < 0.05. Therefore, Hypothesis
H2 is accepted.
Table 2. Model summary of self-exposed
Model Summary b
Change Statistics
Std. Error
R
Adjusted
Model R
of the
R Square
F
Square R Square
df1
df2
Estimate Change Change
a
1 0.205 0.042
0.039
0.95511
0.042
11.550
1
262
a. Predictors: (Constant), self-exposed
b. Dependent Variable: dysfunctional consumer behavior

Sig. F
Change
0.001

DurbinWatson
1.586

 Hypothesis 3: Moral flexibility has positive impact on dysfunctional consumer behaviour.
The results shows that the model had an R-Squared value of 0.515 meaning only
approximately 51.5% of the variations in the relation of moral flexibility and dysfunctional
consumer explained. F =263.479, p = 0.000 which were used to test the significance of the entire
model by taking all the coefficients together shows that it is significant at P < 0.05. Therefore,
hypothesis H3 is accepted.
 Hypothesis 4: Machiavellianism has positive impact on dysfunctional consumer behaviour.
The result shows the model had an R-Squared value of 0.263 meaning only approximately
26.3% of the variations in the relation of Machiavellianism and dysfunctional consumer
explained. F = 91.561, p = 0.000 which were used to test the significance of the entire model by
taking all the coefficients together shows that it is significant at P < 0.05. Therefore, Hypothesis
H4 is accepted.
 Hypothesis 5: Situational aspects have positive impact on dysfunctional consumer behaviour.
The results shows that the model had an R-Squared value of 0.617 meaning only approximately
61.7% of the variations in the relation of situational aspects and dysfunctional consumer
http://jst.tnu.edu.vn

171

Email: jst@tnu.edu.vn

TNU Journal of Science and Technology

226(09): 168 - 173

explained. F = 405.676, p = 0.000 which were used to test the significance of the entire model by
taking all the coefficients together shows that it is significant at P < 0.05. Therefore, hypothesis
H5 is accepted.
3.3. Statistical difference of perceptions between Lao and Vietnamese consumer behavior
H0: there is no difference of perceptions between Lao and Vietnamese consumer behaviour.
H1: there is the difference of perceptions between Lao and Vietnamese consumer behaviour.
As a result of t test analysis conducted on the effects of nationalities (Lao and Vietnamese
customers) on personality aspects and situational aspects, there were differences of the
prospective of Lao and Vietnam consumers in both personality aspects and situational aspects.
Interestingly, dysfunctional consumer behaviour indicates that the respondents both in Laos and
Vietnam were significantly and positively influenced by the nationality in aggressiveness, self
exposed, moral flexibility, machiavellianism and situational aspects. All of the aspects had a sig.
less than 0.05 indicating that it has a positive impact to dysfunctional consumer behaviour.
Therefore, H1 is accepted.
4. Conclusion and recommendation
4.1. Conclusion
It was possible to note from the study that the personality characteristics seem to positively
influence the social undesirable consumer behaviour. Among the four studied aspects, apparently
moral flexibility and machiavellianism were those with the greatest impact on behaviour. The
aggressiveness was defined by this study as the status of the person who tended to cause damage
to others, as a result, it needs to be avoided. Besides, moral flexibility was defined as in case they
could make a decision on how to act when facing with an ethical dilemma. The machiavellian
individual can be understood as the one who seeks to manipulate other people, understanding that
such manipulation is simply a means to reach an end. When these two definitions are compared
to that of dysfunctional behaviour, it can be seen that the result obtained supports the theory. The
situational issues in this research were placed to individuals in the form of stories. However, in
this research, the individuals in the group with the greatest tendencies to act in dysfunctional
manner appeared. The analysis of the level of acceptance of the inappropriate reactions described
in the stories for each group showed that the more people are with the individual, the more
appropriate is his behaviour.
One last important point to be discussed is what the difference of the Lao and Vietnamese
custom rs’ p rc ption on ysfunction l h viour W chi v th m in purpos of this study,
which was to identify what factors effect to dysfunctional consumer behavior and the result
shows that nationalities have positive impact on both personality and situational aspects.
As the result, we can see that both aspects can affect dysfunctional consumer behavior. The
data was collected over the Internet (Facebook and online access) and the statistical methods used
for analyzing were SPSS , EFA and CFA analysis. The results showed evidence that it was
confirmed that interpersonal influence, such as aggressiveness, self-exposure, moral flexibility
and machiavellianism, and situational aspects, such as dissatisfaction and acceptance impacted
significantly on dysfunctional behavior and there was a difference of perception between Lao and
Vietnamese consumer behavior for restaurant service.
4.2. Recommendation
The current research provides an interesting exploratory insight into the causes of
dysfunctional customer behavior and the difference of perceptions between Laotian and
Vietnamese consumer behavior. The result of the research was restricted by the feature and
aspect of the research. This could lead to a significant attractive way for future research. Firstly,
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to upgrade generalizability, the important evaluation and later experiment are required to shape
the advanced proposition in order to measure the extent to which the improved framework is
reliable and reasonable. Secondly, the concentration of this research has been on just Laotian and
Vietnamese restaurants, and much of the behavior and causes uncovered are likely to be specific
to such contexts (and possibly even specific to contexts where alcohol is served in those
restaurant). Future studies can explore these phenomena in alternative contexts and within the
food and service industry.
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