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Table A1. Comparison of reviews relevant to dyadic service encounter research
Source(s): Table by the authors

	Research stream
	Review
	Method
	Timeframe
	Scope
	Focus

	Service research
	Ranjan et al. (2015)
	Narrative and meta-analysis
	2000 – 2012
	Variables that drive service interaction quality
	Reviewed factors that influenced service interaction quality, where service interactions were the direct interaction between a consumer and a service provider. Noted three papers (10 percent of the articles in the review) with dyadic data.


	
	Subramony and Pugh (2015)
	Narrative 
	Not indicated
	Empirical service outcome research in management and organizational behavior journals

	Developed a multilevel framework outlining the key constructs, causal relationships, and level of analysis for services management research. Considers encounter heterogeneity (each encounter is unique) and simultaneous co-production. 

	
	Groth et al. (2019)
	Review of reviews
	2000 – publication
	Empirical and theoretical research on “moments of truth” in service encounters

	Reviewed theoretical and empirical studies in organizational psychology and management that impacted the service research literature. Review focused on affect in customer service, customer mistreatment, and employee customer service behavior.

	
	Subramony et al. (2021)
	Bibliometric 
	1980 – 2020
	Empirical research on frontline employees
	A comprehensive interdisciplinary review of frontline employee research identifying research clusters underlying service employee research. Identifies a service encounter research cluster. 


	Dyadic research
	Liden et al. (2016)
	Narrative 
	Not indicated
	Dyadic relationships in organizational settings
	Reviewed research on dyadic relationships, emphasizing leader-follower relationships, with limited focus on dyadic “boundary spanning relations.” Did not investigate service dyads or coproduction.


	Customer experience research
	Gallardo-Garcia et al. (2023)
	Bibliometric
	1996 – 2021
	Qualitative and quantitative customer experience research
	An interdisciplinary review of customer experiences involving interaction with or knowledge acquisition from service providers. A broad review that did not require a dyadic focus or dyadic data.


	
	Sindhu and Bharti (2021)
	Bibliometric
	1957 – 2017
	Conceptual, quantitative, and qualitative customer/ consumption experience research

	An interdisciplinary review of research on customer experience and consumption experience classifying top authors, countries, and key research topics in customer experience research. A broad review that does not require a dyadic focus or dyadic data.

	
	Jain et al. (2017)
	Narrative
	1990 – 2015
	Service/customer experience
	Narratively reviews service experience and customer experience research to differentiate these constructs, to define customer experience and to propose dimensions of customer experience. 


	Dyadic service encounter research
	The present review
	Bibliometric
	1972 - 2022
	Dyadic service encounter empirical research 
	An interdisciplinary bibliometric review of dyadic service encounter research where the research reports dyadic data on both parties in the interaction.
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Figure B1. Number of dyadic service encounter articles published annually and cumulative number of dyadic service encounter articles.
Source(s): Figure by the authors


Table B1. Top 10 most influential papers by total citations and by citations per year
Source(s): Table by the authors
	Document1
	Journal
	Key concepts
	Total citations (Rank)
	Yearly citations (Rank)
	Co-citation cluster
	Coupling cluster

	Barger and Grandey, 2006
	Academy of Management Journal
	Emotional contagion, service quality, smiles
	321 (8)
	18.88 (>10)
	2
	2

	Belanche et al., 2020
	Journal of Service Management
	Service robots, customer attribution, service failure
	104 (>10)
	34.67 (3)
	Not listed
	3

	Goldberg and Grandey, 2007
	Journal of Occupational Health Psychology
	Display rules, emotional labor, emotion regulation, burnout
	328 (7)
	20.50 (9)
	1
	2

	Grandey et al., 2005
	Organizational Behavior and Human Decision Processes
	Display authenticity, perceived friendliness, customer satisfaction, smiles
	563 (3)
	31.28 (4)
	2
	2

	Groth et al., 2019
	Academy of Management Journal
	Emotional labor, service quality, surface acting detection
	399 (5)
	28.50 (5)
	4
	2

	Iacobucci and Ostrom, 1993
	Journal of Consumer Psychology
	Gender, service relationships, customer satisfaction
	247 (9)
	8.23 (>10)
	Not listed
	1

	Li et al., 2019
	Journal of Consumer Research
	Emoticon use, employee competence, employee warmth
	114 (>10)
	28.50 (5)
	Not listed
	2

	Mattila, 1999
	Journal of Services Marketing
	Expressed emotions, culture (Asian/Western), biases
	212 (10)
	8.83 (>10)
	Not listed
	3

	Mattila and Enz, 2002
	Journal of Service Research
	Customer emotions, displayed emotions, service quality
	527 (4)
	25.10 (7)
	4
	3

	Pugh, 2001
	Academy of Management Journal
	Expressed emotions, emotion contagion, service quality
	907 (2)
	41.23 (2)
	2
	2

	Rupp and Spencer, 2006
	Journal of Applied Psychology
	Customer interactional (in)justice, emotional labor, affective events
	344 (6)
	20.24 (>10)
	1
	3

	Sands et al., 2021
	Journal of Service Management
	Scripts, service robots, rapport, customer satisfaction
	48 (>10)
	24.00 (8)
	Not listed
	3

	Sirianni et al., 2013
	Journal of Marketing
	Brand evaluations, employee-brand alignment, brand equity
	205 (>10)
	20.50 (9)
	Not listed
	2

	Smith et al., 1999
	Journal of Marketing Research
	Service failure/recovery, customer satisfaction
	1645 (1)
	68.54 (1)

	1
	1


Notes: 1Papers presented in alphabetical order. Document names in bold indicate papers that are in the top 10 by both citations and citations per year.

Table B2. Most influential dyadic service encounter journals
Source(s): Table by the authors
	Rank
	Journal
	Papers
	Papers (30+ citations)
	First paper
	Citations (total)
	Citations (cumulative)
	Papers by bibliographic coupling cluster

	
	
	
	
	
	
	
	Cluster 1
	Cluster 2
	Cluster 3

	1
	Journal of Services Marketing
	35
	11
	1998
	1200
	1200
	10
	0
	1

	2
	Journal of Service Research
	24
	18
	2000
	1818
	3018
	9
	4
	5

	3
	Journal of Service Management
	18
	8
	2009
	548
	3566
	3
	2
	2

	4
	Journal of Applied Psychology
	12
	11
	2006
	1199
	4766
	0
	4
	7

	5
	Journal of Service Theory and Practice
	10
	0
	2015
	79
	4844
	0
	0
	0

	6
	Academy of Management Journal
	8
	6
	2001
	2008
	6852
	0
	8
	0

	7
	Journal of Retailing
	5
	4
	2002
	210
	7062
	2
	0
	1

	8
	International Journal of Research in Marketing
	4
	4
	1998
	139
	7201
	3
	0
	0

	9
	Journal of Marketing
	4
	4
	2013
	535
	7736
	0
	2
	2

	10
	Journal of Consumer Research
	3
	1
	2019
	147
	7883
	0
	1
	0

	10
	Journal of Organizational Behavior
	3
	1
	2008
	79
	7962
	1
	0
	0

	10
	Organizational Behavior and Human Decision Processes
	3
	2
	2005
	643

	8605
	0
	3
	0

	>10
	Remaining 17 journals
	26
	14
	1978
	3113
	
	5
	3
	3

	Total
	All 29 journals
	155
	84
	1978
	11718
	
	33
	27
	21





Table B3. Number of empirical articles on dyadic service encounters including data on both encounter parties published in Scopus 4* and 4 journals and in service sector-specific journals (1978–2021)
Source(s): Table by the authors

	ABS 2021 field (N papers)
	Journals
	Articles
	Top keyword(s) by journal

	Service sector (87)
	Journal of Service Management
	18
	Service encounter(s) – 13

	
	Journal of Service Research
	24
	Service encounter(s) – 14 

	
	Journal of Service Theory and Practice
	10
	Service encounter(s) – 5

	
	Journal of Services Marketing
	35
	Service encounter(s) – 30

	Marketing (23)
	International Journal of Research in Marketing
	4
	Service encounter(s) – 2 

	
	Journal of the Academy of Marketing Science
	2
	Customer interaction(s) – 1; 
Service encounter(s) – 1

	
	Journal of Consumer Psychology
	2
	Service encounter(s) – 2

	
	Journal of Consumer Research
	3
	Service encounter(s) – 2

	
	Journal of Marketing
	4
	Service encounter(s) – 3 

	
	Journal of Marketing Research
	2
	Service encounter(s) – 1  

	
	Journal of Retailing
	5
	Service encounter(s) – 3 

	
	Marketing Science
	1
	Customer compliment(s) – 1

	Organizational psychology (22)
	Journal of Applied Psychology
	12
	Emotional labor – 6 

	
	Journal of Occupational Health Psychology
	2
	Emotional labor – 2 

	
	Journal of Organizational Behavior
	3
	Service encounter(s) – 2

	
	Organizational Behavior and Human Decision Processes
	3
	Emotional labor – 2 

	
	Personnel Psychology
	2
	Customer-employee interaction(s) – 1; Emotional contagion – 1; 
Employee interaction(s) – 1

	General management (11)

	Academy of Management Journal
	8
	Emotional contagion – 3; 
Service encounter(s) – 3 

	
	British Journal of Management
	1
	Emotional contagion – 1

	
	Journal of Management
	2
	Emotional labor – 2 

	Organizational studies (5)
	Human Relations
	2
	Emotional labor – 1

	
	Leadership Quarterly
	1
	Service encounter(s) – 1

	
	Organization Studies
	2
	Service encounter(s) – 2

	Tourism (3)
	Annals of Tourism Research
	1
	Emotional contagion – 1; 
Emotional labor – 1; 
Service encounter(s) – 1

	
	Tourism Management
	2
	Customer-employee interaction(s) – 1; Employee interaction(s) – 1; 
Service encounter(s) – 1

	Information systems (1)
	Journal of Management Information Systems
	1
	Customer interaction(s) – 1

	Innovation (1)
	Journal of Product Innovation Management
	1
	Service encounter(s) – 1

	Operations and technology management (1)
	Production and Operations Management
	1
	Service encounter(s) – 1

	Public sector (1)
	Public Management Review
	1
	Service encounter(s) – 1

	Total
	
	155
	






Table B4. Top 10 most influential documents for the papers identified in our bibliographic coupling clusters
Source(s): Table by the authors

	Document
	Journal
	Key concepts
	Total citations1
	Coupling cluster with most citations (citations)

	Bitner, 1990
	Journal of Marketing
	Encounter evaluation, customer satisfaction, servicescapes
	24
	1 (15)

	Bitner et al., 1990
	Journal of Marketing
	Customer satisfaction, employee behaviors, (un)satisfactory encounters
	22 
	1 (12)

	Pugh, 2001
	Academy of Management Journal
	Expressed emotions, emotional contagion, service quality
	22
	2 (17)

	Hennig-Thurau et al., 2006
	Journal of Marketing
	Emotional labor, emotional contagion, display authenticity
	21
	2 (13)

	Grandey, 2000
	Journal of Occupational Health Psychology
	Emotions, emotional labor, emotion regulation
	20
	2 (15)

	Grandey, 2003
	Academy of Management Journal
	Affective delivery, display rules, emotional exhaustion
	20
	2 (15)

	Hochschild, 1983
	Not applicable: book
	Emotional labor, emotion work
	20
	2 (16)

	Rafaeli and Sutton, 1987
	Academy of Management Review
	Expressed emotion, felt emotion, role emotion expectations
	20
	2 (13)

	Oliver, 1997
	Not applicable:  book
	Customer satisfaction, satisfaction measurement, consumption processing
	19
	1 (13)

	Parasuraman et al., 1988
	Journal of Retailing
	Service quality, service quality measurement, SERVQUAL
	19
	1 (11)


Notes: 1Times cited by documents in bibliographic coupling clusters. 
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