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Abstract 

Over recent years, the service sector has grown at a dramatic rate, and with it 

has come significant challenges for the operators in this field. Not least of 

these has been the desire of these operators to create real competitive 

advantage by offering levels of service that call upon the servers in the 

interaction to engage in an emotional way with their customers, in addition to 

offering transactional efficiency and cost containment. 

The focus of this study is to examine the emotional dimension of the service 

experience from the perspective of the key stakeholders in the encounter, the 

customer, the service employee and the outlet manager. This study is carried 

out in the pub restaurant sector, with the brand leader in the full-service 

restaurant business. 

The research focuses on the role that emotions play in the performance 

outputs of outlet management in particular using the concept of emotional 

intelligence and the use of the Bar-On Emotional Quotient Inventory (Eqi) as a 

measurement instrument to explore the relationships between emotions and 

performance. The study then focuses on the server population who interact 

with the customers everyday, using measures of emotional intelligence and 

emotional labour to understand their relationship to the performance outputs 

of the servers, essentially the service quality offered to their customers. 

Finally the responses of the customer are measured from an emotional 

perspective, gathering their emotional response to a range of service cues. 

This customer data forms the basis of the relationships explored between 

server emotional competence and their delivery of service quality. 

The research reveals significant relationships between the emotional 

competencies of the managerial group and their business performance 

achievements in the areas of customer satisfaction, employee satisfaction, 

employee turnover and outlet profit growth. 



It demonstrates relationships between the emotional make-up of service 

personnel and aspects of emotional labour. The study also demonstrates the 

level of emotional response of customers to a range of service stimulants and 

finally the research reveals the extent to which a range of interactive service 

stimulants can create positive emotional expression in customers. 

The study culminates in the presentation of two models that are designed to 

guide service organisations to developing and then maintaining an integrated 

approach to emotional service development in their own market sector. These 

models build on the findings in the research that demonstrate a high level of 

inter-relationship between the different components that contribute to the 

overall service experience. 

The study ultimately argues that to ignore or isolate the consideration of the 

emotions right across the service chain, from brand proposition through to 

recruitment, development and measurement of the overall service quality at 

best leaves the service organisation exposed to sub-optimising its service 

offering. Conversely the value of adopting a fully integrated approach to the 

development of the service organisation could lead to a level of loyalty from 

both employees and customers that would provide sustainable competitive 

advantage in the service market. 



List of Contents 

List of Contents 
List of Tables v 
List of Figures x 
CHAPTER ONE INTRODUCTION ......................................................... 1 

1 .1 Hospitality Sector Overview ...................................................... 3 
1.2 The Importance of Service Quality in Today's Economy ........... 4 
1.3 The Employee Issue .................................................................. 6 
1.4 Aims and Objectives of this Study ............................................. 8 
1.5 Outline of the Thesis ............................................................... 11 

CHAPTER TWO LITERATURE REVIEW ............................................ 14 
2.1 Introduction............................................................................. 14 

2.1.1 Objectives of the Literature Review ............................... ;�14 
2.1.2 Structure of the Literature Review.................................... 1�5', 

2.2 Approaches to Service Quality ................................................ 17 ',\ 
2.2.1 Definitions of Service Quality ............................................ 17 
2.2.2 Efficiency vs. Engagement.................. ............................. 19 
2.2.3 Service Performance........................................................ 22 
2.2.4 Empowerment.................................................................. 25 

2.3 Gender.................................................................................... 30 
2.4 Emotional Labour.................................................................... 33 
2.5 Emotional Intelligence ............................................................. 40 

2.5.1 The History of Emotional Intelligence ............................... 43 
2.5.2 The Business Case .......................................................... 46 
2.5.3 Emotional Intelligence in Education .................................. 47 
2.5.4 Measuring Emotional Intelligence ..................................... 47 

2.6 Chapter Summary ................................................................... 49 
CHAPTER THREE PERSPECTIVES ON EMOTIONS IN SERVICE 
ORGANISATIONS AND HYPOTHESIS DEVELOPMENT ................... 52 

3.1 Introduction............................................................................. 52 
3.2 Emotional Intelligence and Management Performance ........... 55 

3.2.1 Emotional Intelligence and Team Satisfaction .................. 55 
3.2.2 Emotional Intelligence and Service Quality ....................... 56 
3.2.3 Emotional Intelligence and Financial Profit Performance. 57 

3.3 Emotional Labour, Emotional Intelligence and Front-line 
Employees .............................................................................. 58 

3.3.1 Emotional Intelligence and Surface Acting ....................... 58 
3.3.2 Emotional Intelligence and Deep Acting ........................... 59 
3.3.3 Positive Affective Display and Surface Acting .................. 60 
3.3.4 Positive Affective Display and Deep Acting ...................... 61 

3.4 Emotional Intelligence and Service Quality Delivery ............... 62 
3.4.1 Emotional Intelligence and Positive Affective Display ....... 62 

3.5 The Emotional Response of the Customer to the Service 
Transaction............................................................................. 64 

3.5.1 Emotional Intelligence in Servers and Customer 
Responses........................................................................ 65 

3.6 Hypothesis Summary .............................................................. 67 
3.6.1 Hypothesis Summary for Restaurant Managers ............... 67 



3.6.2 Hypothesis Summary for Front-Line Service Workers 
and Customers ................................................................. 68 

CHAPTER FOUR METHODOL Y ......................................................... 71 
4.1 Introduction ............................................................................. 71 
4.2 Mixed Methodology Approach ................................................. 71 

4.2.1 Methodology Summary..................................................... 72 
4.2.2 Qualitative Research Design ............................................ 72 
4.2.3 Quantitative Research Design .......................................... 73 
4.2.4 Research Design Model ................................................... 75 

4.3 Qualitative Research ............................................................... 76 
4.3.1 Sample Respondent Profile .............................................. 76 
4.3.2 Interview Method .............................................................. 78 

4.4 Quantitative Research ............................................................. 78 
4.4.1 Sample Groups ................................................................. 78 
4.4.2 General Management ....................................................... 78 
4.4.3 The Service Team ............................................................ 80 
4.4.4 The Customer Population ................................................. 83 
4.4.5 Techniques Adopted......................................................... 83 
4.4.6 The Bar-On Eqi. ................................................................ 84 
4.4.7 Description of the Bar-On Eqi ........................................... 84 
4.4.8 Validity and Reliability of the Bar-On Eqi .......................... 86 
4.4.9 Features of the Bar-On Eqi. .............................................. 87 
4.4.10 The Brotheridge & Lee Emotional Labour Scale (ELS) .... 87 
4.4.1.1 Study Appraisal of Emotional Labour Scale ...................... 89 
4.4.12 The Customer Survey Instrument.. ................................... 90 
4.4.13 Concerns in the use of the Instrument .............................. 92 

4.5 Statistical Analysis Techniques ............................................... 93 
4.6 General Manager Analysis ...................................................... 93 
4.7 Server/Customer Analysis ....................................................... 95 
4.8 Qualitative Analysis ................................................................. 96 

4.8.1 Survey of Interview Participants ....................................... 97 
4.9 Chapter Summary ................................................................... 97 

CHAPTER FIVE CUSTOMER SURVEY PILOT RESULTS ................. 98 
5.1 Introduction ............................................................................. 98 
5.2 Results of the Customer Survey Trial ...................................... 98 
5.3 Summary of Customer Analysis .............................................. 99 
5.4 Review and Refinement of the Instrument ............................ 100 
5.5 Refined Survey Instrument .................................................... 101 
5.6 Chapter Summary ................................................................. 103 

CHAPTER SIX PERCEIVED ROLE OF EMOTIONS IN SERVICE 
ENCOUNTERS.................................................................................. 104 

6.1 Purpose of the lnterviews ...................................................... 104 
6.2 Interview Research Objectives .............................................. 105 
6.3 Interview Results ................................................................... 105 

6.3.1 Personal Attributes of Good Service Staff ...................... 106 
6.3.2 Emotions Expressed on the Job ..................................... 107 
6.3.3 Teamwork and Support .................................................. 110 
6.3.4 Training........................................................................... 111 
6.3.5 Feelings after Leaving the Workplace ............................ 111 

6.4 Survey Results ...................................................................... 112 

ii 



6.4.1 Acceptance I Bonding..................................................... 113 
6.4.2 Sadness/ Helplessness ................................................. 114 
6.4.3 Anger/ Injustice .............................................................. 115 
6.4.4 Fear/ Uncertainty ........................................................... 116 
6.4.5 Enjoyment I Success ...................................................... 117 

6.5 Chapter Summary ................................................................. 118 
CHAPTER SEVEN PERFORMANCE OF GENERAL MANAGERS 
EMOTIONAL INTELLIGENCE, RELATED TO PERFORMANCE 
OUTPUTS ....................................................................................... 120 

7.1 Introduction ........................................................................... 120 
7 .2 The Performa nee Data .......................................................... 121 
7 .3 The Results ........................................................................... 123 
7 .4 The Major Findings Relating to the Connection Between 

Emotional Intelligence and the Parameters Studied .............. 130 
7.5 Summary of Regression Analysis.......................................... 138 
7 .6 Chapter Summary & Conclusions ......................................... 138 
7.7 Summary of Hypothesis Testing H1-H3 ................................ 143 

CHAPTER EIGHT PERFORMANCE OF FRONT-LINE SERVERS 
IN RELATION TO EMOTIONAL INTELLIGENCE, EMOTIONAL 
LABOUR ....................................................................................... 144 

8.1 Introduction ........................................................................... 144 
8.2 The Sample Group ................................................................ 147 
8.3 Comparisons of the Two Samples Eqi Scores ...................... 148 
8.4 Procedure.............................................................................. 149 
8.5 The Bar-On Eqi ..................................................................... 150 
8.6 Server Eqi Overall Results .................................................... 150 
8.7 Server Emotional Labour Results .......................................... 161 

8.7.1 Mean ELS Scores ........................................................... 161 
8.7.2 Significance of Gender in ELS Scores ............................ 164 
8.7.3 Focus on Surface Acting and Deep Acting ..................... 165 
8.7 .4 Significance of Age Profile in ELS Scores ...................... 166 

8.8 Relationship Between Emotional Labour and Emotional 
Intelligence ............................................................................ 167 

8.9 Chapter Summary ................................................................. 180 
8.1O Hypothesis Review ................................................................ 181 

CHAPTER NINE THE RELATIONSHIP BETWEEN EMOTIONAL 
COMPETENCE, EMOTIONAL LABOUR AND THE CUSTOMER 
EXPERIENCE.................................................................................... 182 

9.1 Introduction ........................................................................... 182 
9.2 The Customer Sample (n=667) ............................................. 186 
9.3 Expression of Customer Feelings .......................................... 187 

9.3.1 Summary of this Section ................................................. 202 
9.4 Expression of Customer Feelings, and how They Relate to 

the Emotional Intelligence Measure of Servers ..................... 203 
9.4.1 Analysis of Individual Eqi Scores and Service Quality 

Delivery........................................................................... 204 
9.5 Emotional Labour Responses of the Servers ........................ 213 

9.5.1 Summary of this Section ................................................. 217 
9.6 Chapter Summary ................................................................. 218 
9.7 S'-1mmary of Hypothesis ........................................................ 220 

iii 



CHAPTER TEN RESEARCH CONCLUSIONS .................................. 221 
CHAPTER ELEVEN PROFESSIONAL IMPLICATIONS .................... 230 

11 . 1 Contribution to Knowledge .................................................... 231 
11.1.1 Measurement of Service Quality ..................................... 231 
11.1.2 Development of Models to Align the Approach Taken 

in the Formulation of Recruitment, Development and 
Measurement Processes in Service Organisations ........ 233 

11.1.3 Assessment of the Role of Emotions in the Three 
Distinct Areas of Customers, Servers and Management 242 

11.1.4 Understanding of the Key Emotional Components that 
Predict Superior Service Quality .................................... 242 

11.1.5 Implications and Risks ................................................... 243 
11.2 Limitations of Study ............................................................... 245 
11.3 Areas for Further Research................................................... 246 

References and Bibliography ............................................................. 247 
Appendix A Interview Guidance Notes .............................................. 255 
Appendix B Bar-On Eqi Booklet & Answer Sheet ............................. 257 
Appendix C Emotional Labour Questionnaire Communication ......... 264 
Appendix D Resonance Survey Form ............................................... 265 
Appendix E Summary & Correlation Analysis:Eqi to Service 

Quality (n=50) ................................................................ 268 

iv 



Table 2.1 
Table 2.2 
Table 2.3 
Table 2.4 
Table 2.5 
Table 2.6 
Table 2.7 
Table 3.1 
Table 4.1 
Table 4.2 
Table 4.3 
Table 4.4 

Table 4.5 
Table 5.1 
Table 7.1 

Table 7.2 

Table 7.3 

Table 7.4 

Table 7.5 

Table 7.6 

Table 7.7 

Table 7.8 

Table 7.9 

List of Tables 

Economic Distinctions ............................................................. 18 
Managerial Meanings of Empowerment.. ................................ 26 
Dimensions of Empowerment and Contingencies .................. 29 
Emotional Intelligence Leadership Models and Frameworks .. 42 
History of Emotional lntelligence ............................................. 44 
The Emotional Competency Framework ................................. 45 
Review of Emotional Intelligence and Personality Tests ......... 48 
The Emotional Competency Framework ................................. 63 
Interview Structure .................................................................. 77 
Returns from Customer Survey Exercise ................................ 83 
Scales of Bar-On Eqi .............................................................. 85 
Brotheridge & Lee. Means, Standard Deviations and 
Item-Total Correlations for 15-ltem Emotional Labour 
Scale....................................................................................... 89 
Resonance Instrument. ........................................................... 91 
Phase 1 Customer Responses ............................................... 98 
Comparison of Mean Eqi Scores between Male (n=109) 
and Female (n=52} General Managers ................................. 123 
Comparison of Mean Eqi Scores between Younger (n=42) 

=and Older (no39) General Managers based on the Upper 
and Lower Quartiles of the Population Sample ..................... 124 
Comparison of Mean Eqi Scores between the Less 

=Experienced (no43) and More Experienced (n=41) 
General Managers Based on the Upper and Lower Quartile 
of the Population Sample ...................................................... 125 
Comparison of Profit Growth in Restaurants Managed by 

=Male, (n=109) and Female, (no52) General Managers ......... 126 
Comparison of Profit Growth in Restaurants Managed by 

= =Younger (no42) and Older, (no39) General Managers 
Based on the Upper and Lower Quartiles of the Population 
Sample ................................................................................. 126 
Comparison of Profit Growth of Restaurants Managed by 
Less Experienced, (n-40), Medium Experienced, (n=79) and 
More Experienced, (n=42) General Managers Based on the 
Upper and Lower Quartile of the Population Sample ........... 127 
Comparison of Profit Growth in Restaurants Managed by 
Low, (n=26) and High, (n=54) Performing Managers Based 
on Performance Above and Below Average as Rated by 
Appraisal Measure .............................................................. 127 
Comparison of Profit Growth in Restaurants in Which There 
Is Low (n=34) and High (n=37) Team Satisfaction Based on 
the Upper and Lower Quartiles of the Population Sample .... 128 
Comparison of Profit Growth in Restaurants in Which There 

=is Low, (n=41) and High, (no38) Team Turnover Based on 
the Upper and Lower Quartiles of the Population Sample .... 128 

V 



Table 7.10 

Table 7.11 

Table 7.12 

Table 7.13 

Table 7.14 

Table 7.15 

Table 7.16 

Table 7.1 7 

Table 7 .18 

Table 7.19 

T able 7.20 
Table 8.1 
Table 8.2 

Table 8.3 

Table 8.4 

Table 8.5 

Table 8.6 

Table 8.7 

Comparison of Prof it Grow th in Re sta urants in W hic h 
= =Ther e Is Low ( n i43 ) and Hig h ( n i4 0) Custom er Satisfac tion 

Based on Upper and Lower Q uart iles of the Popula tio n 
Sample.... .................. ..... ....i... ....i..i......i.......... ..... ............i......... 129 
Compariso n of Mean Eq i Sc ores Between General M anag ers 

=Wh o Manage Less Profitable Restaurants ( n i40) ,  and M ore 
Profitable R estaurants ( n=35 ) Based on Upp er and Lower 
Quart iles of the Population Sample ....................................... 129 
The Emotional Intelligenc e  Reg ression M od el Tha t  Best 
Predicts The P erformanc e  of General M anagers, 
[ M iultipile R=.45 , F=2.44 ,  p=. 003 , n=161 ] ....... .............. .....i..... 130 
The Emotiona l Intelli genc e R egressio n M od el o f  Gen era l 
Manag ers Tha t Best Predicts Team satisfac tion, 
[ Multiple R=.33 , F=1.07, p=.393 , n=161 ] .............. ... ... ... ... ..... 132 
The Emotiona l Intellig ence R eg ression Model o f  General 
Managers Th at B est Predicts Team Sa tisfaction Using the 

= =Major Scales of the Eq i [ Multiple R= .25 , F 1.95 , p .090, 
=Ni161 ] ............ ............................. ................................. ........ 133 

The Emotional Intelligen ce Reg ressio n Model of G enera l 
Managers That Best Predicts Team Turno ver, 
[Miultiple R=.35i, F=1.332,  p=.191 , n=161 ] .......................i....i. 134 
The Emotional Intelligenc e Regr essio n M odel of G eneral 
Managers That Best Predicts Custom er Satisfac tion, 
[ Multiple R=.35i; F=1.34 , p=. 185 , n=161 ] ...................... .. . ..... 135 
The Emotional Intelliigenc e Regressio n M odel of General 
Managers That B est Predicts Cu stom er Satisfactio n U sing 
The M ajor Sc ales of the Eq i [ Multipl e R=.328 , F=3.576, 

= =pi .090, ni161 ]  ...... ............ ................. ....... ............................ 136 
The Emiotional Intelligencie Regression M odel of General 
M anag ers That Best P redic ts Profit Grow th, 
[ Multiple R=.30 ,  F=.962 , p=.499, n=161 ] .................. .......... ... 137 
Summary of Sig nific ant Relationships B etween Eq i a nd 
General Manag er Key Performanc e Outputs ................... ..... 138 
Table of Hypoth esis Testing H1 to H3 ................. ...... ..... ...... 143 
Outline of Stud ies in Emotional Labour ... . .. ............... .... ........ 145 
Comparison of Eqii Scioreis of Servers in Sample 1 

= =( n 133 ) & Sample 2 ( n i50) ...... ...... .............. ........i.............. . .  149 
=Comparison of Mean Eq i Sc ores between M ale ( n i109) 

=and Female ( n i52 ) General M anagers ............ ..... ... . .... .......i. 152 
Comparison o f  Mean Eq i Sc ores of Fema le Servers 
(n=155 ) to Mean Eq i Sc ores of Female General Manager 

=Population ( n i52 ) .......................... ... ...................... ........ . ..... 153 
=Comparison o f  Mean Eq i Sc ores of Male Servers ( n i28) to 

Mean Eq i Scores of M ale General M anag er Population 
( n=1 09) .............. ............................................. ......i. ............... 155 

=Comparison of Mean Eq i Sc ores of Male Serv ers ( n i28) to 
=Mean Eq i Sc or es o f  Female Servers Popu lati on ( n i155 ) ..... 156 

Comparison o f  Mean Eq i Sc ores of M ale Serv ers ( n=28) to 
M ean Eq i Sco res of Female General Managers ( n=52 ) ........ 157 

vi 



Table 8.8 

Table 8.9 
Table 8.10 

Table 8.11 

Table 8.12 
Table 8.13 
Table 8.14 

Table 8.15 

Table 8.16 

Table 8.17 

Table 8.18 

Table 8.19 

Table 8.20 

Table 8.21 

Table 8.22 

Table 8.23 

Table 8.24 

Table 8.25 

Table 8.26 

Table 8.27 

Table 8.28 

Table 8.29 

Table 8.30 

Table 8.31 

Table 8.32 

Table 9.1 
Table 9.2 
Table 9.3 

Comparison of Mean Eqi Scores of Female Servers (n=155) to 
Mean Eqi Scores of Male General Managers (n=109) .......... 158 
Key to ELS Questions ................................ ........................... 162 
Mean Comparisons of ELS Scores by Gender 
(Females n=143, Males n=26) ...................................... ........ 163 
Comparison of ELS Scores by Gender by Independent 
Samples Tests (Females n=143, Males n =26) ... ................. 164 
Surface Acting Questions ..................................................... 165 
Deep Acting Questions . . ............................................ . . ......... 165 
ANOVA Test for Age [17-25yrs, 26-40yrs, 41-62yrs] and 
Surface Acting [08, Q12, Q1 4], (n=169) ............................... 166 
ANOVA Test for Age [17-25yrs, 26-40yrs, 41-62yrs] and 
Deep Acting [04, 010, 015], (n=169)................................... 166 
Multiple Comparison For Age [17-25yrs, 26-40yrs, 
41-62yrs] and Deep Acting [04], (n=169) ......... .................... 167 
Correlation Analysis Between Surface Acting [08, 012, Q14] 
And Major Eqi Scales, (n=169) ............................................. 169 
Correlation Analysis Between Surface Acting [Q8, 012, 014] 
And Eqi Sub-scales, ( n=169) ................. ......................... . ..... 169 
Correlation Analysis Between Deep Acting [Q4, Q10, 015]
And Major Eqi Sub-scales, (n=169) ...................................... 171 
Correlation Analysis Between Deep Acting [Q4, Q10, Q15] 
And Eqi Scales, (n=169) ....................................................... 171 
Multiple Regression Analysis on Surface Acting [Q8] and 
Major Scales of Eqi, (n=169) [Multiple R=.041) ..................... 173 
Multiple Regression Analysis on Surface Acting [Q8] and 
Sub-scales of Eqi, (n=169) [Multiple R=.157] ..... ..... .............. 173 
Multiple Regression Analysis on Surface Acting [Q12] and 
Major Scales of Eqi, (n=169) [Multiple R=.111) ....... . ............. 174 
Multiple Regression Analysis on Surface Acting [Q12] and 
Sub-scales of Eqi, (n=169) [Multiple R=.157] ........................ 17 4 
Multiple Regression Analysis on Surface Acting [Q14] and 
Major Scales of Eqi, (n=169) [Multiple R=.033] .......... ........... 175 
Multiple Regression Analysis on Surface Acting [Q14] and 
Sub-scales of Eqi, (n=169) [Multiple R=.084] ........................ 175 
Multiple Regression Analysis on Deep Acting [Q4] and 
Major Scales of Eqi, (n=169) [Multiple R=.076) ..................... 176 
Multiple Regression Analysis on Deep Acting [Q4] and 
Sub-scales of Eqi, (n=169) [Multiple R=.148) ........................ 176 
Multiple Regression Analysis on Deep Acting [010] and 
Major Scales of Eqi, (n=1 69) [Multiple R=.061) ..................... 177 
Multiple Regression Analysis on Deep Acting [01 O] and 
Sub-scales of Eqi, (n=169) [Multiple R=.158) .......... .............. 177 
Multiple Regression Analysis on Deep Acting [015] and 
Major Scales of Eqi, (n=169) [Multiple R=.075] .................. ... 178 
Multiple Regression Analysis on Deep Acting [Q15] and 
Sub-scales of Eqi, (n=169) [Multiple R=.158) ........................ 178 
Characteristics of the Customer Group ............. .................... 186 
Loyalty Statistics of Sample Group by Outlet (n=7) ....... . ...... 187 
Comment Card Questionnaire Design .................................. 188 

vii 



Table 9.4 
Table 9.5 

Table 9.6 

Table 9.7 
Table 9.8 
Table 9.9 

Table 9 . 1 0  
Table 9 . 1 e1 
Table 9 . 1 2  

Table 9 . 1 3  

Table 9 . 1 4  

Table 9 . 1 5  

Table 9 . 1 6  

Table 9 . 1 7  

Table 9 . 1 8  
Table 9 . 1 9  

Table 9 .20 

Table 9 .21  

Table 9 .22 

Table 9 .23 

Table 9 .24 

Table 9 .25 

Table 9.26 

I nternal  Rel iab i l ity of Customer Questionnaire . . . . . . . . . . . . . . . . . . . . . .  1 89 
I ntensity with which Customers Expressed Feel ings about 
Experience . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 89 
Percentage Customers Expressed Feel ings about 

=Experience ( ne667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 90 
Study Comparison of Service Questions . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 92 
Strength of Feel ings Expressed (n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 93 
Feel ings best Associated with Decor & Surroundings 
(n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1 94 
Feel ings best Associated with Meal Qual ity (n=667) . . . . . . . . . . . .  1 95 
Feel ings best Associated with Va lue of the Meal (n=667) . . . . 1 95 
Feel ings best Associated with Qual ity of Overa l l  
Service ( n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 96 
Feel ings best Associated with I nteraction with the 
Server (n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 96 
Fee l ings best Associated with the Pace of the Meal 
(n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 97 
Fee l ings best Associated with the Guests & Fami ly 
D in ing with the Customer (n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 97 
Feel i ngs best Associated with the Choice of the 
Restaurant for th is Visit (n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 98 
Feel ings best Associated with the Overa l l  Service 
Experience ,  (n=667) Combined Components Mean,  (Decor, 
Meal Qual ity, Meal Value,  Service Qual ity, Server 
Interaction ,  Pace, Company and Choice of Restaurant) . . . . . . .  1 98 
Relationship of Categories of Service Response . . . . . . . . . . . . . . . . . .  1 99 
Summary of Mu lt iple Regression Analysis on  Customer 
Responses (Del ighted) to Service Cues [Choice, Decor, 
Qual ity, Va lue, Overal l  Service , I nteraction ,  Pace, 
Company] (n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  201 
Summary of Statistical ly Sign ificant Find ings of Correlation 
Analysis :  Eqi Major Scales Compared to Key Factors of 
Service Qual ity (n=50) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  205 
The Emotional I nte l l igence Reg ression Summary 
Demonstrating the Pred ictive Power of Emotional I nte l l igence 
Scales to Customer Positive Effect, (n=50) . . . . . . . . . . . . . . . . . . . . . . . . . .  208 
The Emotional I nte l l igence Regression Summary of 
Demonstrating the Effect Size of r2 in Pred icting Customer 
Positive Effect . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  209 
Correlat ion Analys is :  Eqi Compared to Strength of Fee l ing 
Responses (n=667) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  2 1  O 
The Emotional I ntel l igence Regression Model that Best P red icts 
Strength of Fee l ing From Customers in Response to Service 
Encounter, Using Eqi Major Scales [Multiple R=. 1 53, F=1 .52] , 
(n=50) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  2 1 1 
l ntercorrelation Between Service Qual ity and Emotional 

=Labour Based on Emotional Response Questions (ne50) . . . .  2 1 4  
l ntercorrelation Between Service Qual ity and Emotional 
Labour  Based on Emotional Expressions of Strength of 
Feel ings Questions (n=50) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  2 1 5 

v i i i  



Table 9.27 Key to Questions ... . .. ..... . .... . ... ..... .... . . . ... . .... . ... ... ...... ..... . . .... . .  215 
Table 9.28 The Emotional Labour Regression Model that Predicts the 

Predictive Value of Surface and Deep Acting on Positive 
Customer Responses to Service Cues (n=S0) ..... . ...... ... . ... . . .  216 

Table 9.29 The Emotional Labour Regression Model that Predicts the 
Effect Size of Surface and Deep Acting on Positive Customer 
Response to Service Cues (n=50) . ....... . . . ............. ... ... . . . .... . . .  217 

Table 10.1 Summary Table of Hypothesis Testing . . . .... .. . . .... . . ... . .... . . . . . . . .  222 

ix 



Figiure 1.1 
Figure 1.2 
Figure 1.3 

Figure 2.1 
Figure 2.2 
Figure 2.3 

Figure 2.4 

Figure 2.5 
Figur e 3.1 

Figur e 3.2 
Figure 3.3 

Figure 4.1 
Figur e 4.2 
Figure 4.3 
Figure 4.4 
Figure 4.5 
Figur e  4.6 
Figure 4.7 
Figure 4.8 
F ig ure 4.9 
Figure 4.1 0  
Figure 4.11 

Figure 5 .1 

Figure 5.2 
Figure 6.1 
Figure 6.2 
Figure 6.3 
Figure 6 .4 
Figure 6.5 
Figiure 7.1 
Figure 7.2 
Figure 7.3 
Figure 7.4 
Figure 7.5 
Figure 7.6 
Figure 8.1 
Figure 8.2 
Figure 8 .3 

List of Figiures 

Labour T urnove r  by In dustry Category .. ........ ... . .. . ..... .... ... 2 
UK G DP b y  Indu stry (1986i-1997) ...... .... .. . .. . . ... .. ... .... . ....... 5 
Forecast Ch ang es in the Structure of the Labou r 
Mark et 1997i-2007 ..... ... .. ........ .. ... ...... .. .. ... .... . .. ....i...... ........ 6 
Brand D evelopment M od el . ... .. ........ ........ ... ........... ...... . .. 2 7  
Forecast s  and T rends in the U K  Labour Force .. . ...... ... . . .  3 0  
Model of Role Ex pectations, Expressed Em otion s 
an d Out com es . ... ... . ..... . ... .. .... . . .. ... ... .... . . .. ... .. .. ........... ... . .  34 
Relat ion shipi s Among Four Dimension s of Emot ional 
Labour......... . .. .. .. ...........i.. ....... ... .. ... . ......i..... . ....i...i... . .. ...... . 38 
Freq uen cy Distribution of E i  Pub licat ion s  1990i-2001 .. .. .  43 
Images of the custom er in Academic An aly sis of 
Organisation.. . . . . . . . . ...i....i...... .....i..... .......... ...i. . . . ...... . .......... 54 
A Resear ch M od el f or R estauran t M an agers . . ... ......... ... . 6 7  
A Research Model fo r  Front-Line Service W ork ers 
and C ustomiers . ..... ..i.....i...i... .....i.... . . .....i..i.. ..... ..i. . ...i.. . .. ...i. ... 6 9  
Methodology Summ ary .. . . ...... . . . . ..... ... . .. . .... ... ...... ............ 72 
Q ualitat ive Research D esig n  Study .. .. . . . ... . . . .......... . .. ... .. . 73 
Q uantitative Research D esign St udy .. . ...... ... . ..... . . ..... . . ... 74 
Research Design  M od el .... .... . . ... . ......... .. .. . .. .. . . . .. .... .... ..... 76 
Age Distrib ution by G end er. ..... ......... ... . ... ..... ... ..... ..... .. ... 79 
L en gth of  Serv ice Dist rib ution by G ender . . . . .. . .... . ...... .. ... 80 
Age Distrib ution in Sam ple 1 & S am ple 2 .. . .. . . ... . .. . ........ . 81 
Com parative G ende r D istrib ution . .. . . ....... .. . ... . . .......... .. . .. .  82 
Age G rouip Distribution ..i....... . . . . . .. .. ... . ....i. . ...i...i..i...... .... ..i. ... 82 
Research Model fo r  R estauran t Managers . .... ... . .. .. .. . .... . 93 
A Research Model fo r  F ront-Line Serv ice W ork ers an d 
Custom ers .... . . . . .. .. . . . . ..... ..... .. ... .. . . . ......... . .... .... . .. ... ......... . 95 
Emot ion s  fro m C ustom er Experience in Four 
Beefe at er Outlets.. . .. .. ... . . . . . . .. . .. .... ...... ...... .. ..i. ... . . . .. ....... . 1 00 
Com men t  Car d Design .. .... ... . . .... ..... .. . . .. . . . . .. .... . .. .. . .. . .. .. 1 03 
Acceptanice I Boniding ..... . . .. . . . . . . .... ...i..i....... ...i. ... .....i. ....i. . .  113 
Sadness/ Helpliessness... .......i. . . ..i.... . ...i. . . .. . ...... ...i..i.... .... 114 
Ang er/  In justice .. .. .. ... .. . . . ..... .... ... ..... ... ...i.. . .. ........ ... .... . . .  115 
Fear/ U ncert ain ty .. .. . ... .... . ... ... . . . . . . ... .. . .. .. .. .... .. . .. .... ....... 116 
Enj oymen t / Success ... ... . ... ... . ..... ... . . . ..... . . ....... .. . . .. ...... . 117 
Research Model fo r  R estaurant Manage rs ... . ..... . .. . .. . . . .  121 
Model 1 Overa ll M ana gerial Perform ance . .. . .. .. ... ........ . .  139 
Model 2 T eam T urnover. . ..... . . .. .. ... ....i... . . . . . . .. .. ......... . .. ... 140 
Model 3 P rofit C ontr ib ution .. .... .. ... . .. .... . .. . . ...i......... .. .... . .  141 
Model 4 C ust omer Sa tisfaction .. . . . . . . .. .. ...... . .. ... .... .. . .. .... 142 
Model 5 T eam Satisfac tion . .. . .. . .. ..... . .. .. ..... . .. . .. . .. .... . . ... . 143 
Hypotheses M ap ... . . . . . . . . ...i. .. ...i. ....i..i. . ..i...i...i...i.. . . .. .... ..i. .. . . . .  146 
Ag e Group Distribut ion . .... .. .. .. .. ..... . ..... .... ..... . . .. .... ... . . . . . .  148 
Description of the Comparisonis M ade to Exiamiine thi e 
Mean Eq i Scores of G en eral Man ag ers an d Serv ers i 

by G end er .... .. . .. ... . . . . . . .. .... . ... . .. .. .. .. . .. .. . .. ... . . .. ..... ... ... .. ... . 151 

X 



Figure 8 .4 

F igure 9 . 1 
F igure 9.2 

F igure 9.3 

F igure 9.4 

F igure 9 .5 

F igure 9 .6 

Figure 1 0 . 1  
F igure 1 0 .2 
F igure 1 1 . 1  
F igure 1 1 .2 

Directional  Relationship of Emotional  Intel l igence 
Competencies by Role and Gender . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 59 
Hypotheses Map . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 85 
Comparison of Comment Card Response to Estate-
Wide I nternal Survey . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 92 
Analysis Structu re of Customer Responses and 
Service Stimu lants . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 94 
Model to Describe the I nter-Relationships of 
Sign ificant Factors Making up  the Customers Judgement 
of Pos itive (Del ighted )  Response to Service Cues . . . . . . .  202 
Structure of Emotional I ntel l igence Regression 
Models . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  207 
Model  for Pred iction of Positive Customer Effect 
Based on Eqi Scales . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  2 1 2  
Hypothesis Map for General Managers . . . . . . . . . . . . . . . . . . . . . . . .  223 
Hypothesis Map for Servers and Customers . . . . . . . . . . . . . . . .  225 
The Service Emotional Al ignment Model . . . . . . . . . . . . . . . . . . . . . .  234 
The Emotional Va lue Chain . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  239 

xi 



CHAPTER ONE 

INTRODUCTION 

The way i n  which employees interact with customers often greatly i nfl uences 

customers' judgments about the qual ity and val ue-for-money of the service 

they receive . 

Work is changing and with it the contribution of employees. Traditional 

industries depended on employees combining manual and techn ical ski l l s :  

us ing physical effort to put what they knew into practice. 

The deal is getting more complicated . We are now in the service economy, 

asking of 

not enough ;  thei r  

expectations of the customer are i ncreasing and what we are 

employees has a ltered . Their technical knowledge is 

phys ical effort is  not enough. We want something from thei r  emotional side as  

wel l .  Physical labour and emotional labour together provide the new balance 

we need to satisfy our  ever-more sophisticated customers ,  who are looking for 

emotional experiences that go beyond simple, functional service del ivery. 

The focus of the research is in the hospital ity sector, a p lace where the 

emotional d imension is critica l ,  whether it be the displayed emotions of the 

employees or the emotional impact of the other service attributes . Emotions 

are part of the product; customers want experiences. They can eat and d rink  

perfectly 

in the future wil l  be in the service sector. (Thompson et al, 2000) .  

wel l  at home; when they go out they want to be entertained and 

made to feel  good. The service sector has been the fastest growing sector of 

the economy s ince the 1 980s, and pred ictions are that 90% of a l l  jobs created 

Despite th i s  rapid growth, this is an industry facing very real chal lenges i n  

terms of attracting and retain ing good qual ity people and labour  turnover 

analysis  places service-based industries at the bottom of the league in  terms 

of employee turnover (Market Tracking I nternational Report, 2000). 
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(Market Tracking I nternational , 2000) 
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This research wi l l  focus on one of the big employers i n  the service sector, 

Whitbread, whose most recent strategic activities have positioned it in the 

heart of the leisure industry th rough its th ree key segments of operation ; 

restau rants, active leisure and hotels. The particular focus of this research is 

the pub restaurant sector, where labour turnover rates can reach over 1 00% 

per annum.  Much of the understanding to date in this sector highl ights the 

very real issues of low ski l l  jobs ,  low pay, poor career prospects and a large 

base of young or part-time employees working in a predominantly non

un ion ised envi ronment. Despite th is background, employers in th is sector 

expect f ront- l ine employees to commit to levels of service and emotional  

involvement, particularly in the service transaction that goes beyond that that 

might be expected of a much more wel l  rewarded and stable workforce. 

I n  this research, a comprehensive study is conducted into one major 

hospitality business i n  the UK, Beefeater Pub Restau rants , part of the 

Whitbread organisation. This company was selected because it is the market 

leader in the ful l -service eating out sector in the UK and as such presents the 

opportun ity to explore the relationships between customers and those who 

serve them i n  a much richer way than other restaurant outlets might as a 
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result of the "extended service encounters" (Price et al 1 994, pp 34), involved 

in these meal occasions. 

The research will attempt to link the inherent emotions of service employees 

and those experienced by the customer and to what extent these are related 

to the presence of Emotional Labour (Hochschild, 1 983), Emotional 

Intelligence and how these combine to impact the level of service quality 

provided to their customers and the emotional response of those customers . 

The chapter starts by reviewing the key dynamics of the service sector, and 

then explores in a little more detail, the role of individual employees in that 

sector. 

1 . 1 Hospital ity Sector Overview 

Research carried out by the IPD in 1 999 ( In Market Tracking International 

Report, 2000), points out the particular people management problems that 

exist in the leisure and retail sectors. In the study the lowest labour turnover 

was in the fire and law and order services at just 7.25% per annum, in the 

bigger manufacturing sector labour turnover was 1 8 .56%. Compare this to the 

wholesale and retail sectors at 48 .9%. 

The reality of the situation is actually far worse than even this figure suggests 

when retail and hotels are stripped out of the calculation, earlier research by 

this author suggests that figures in the pub restaurant sector in particular can 

be over 1 00% employee turnover per annum, significantly related to age, 

tenure and duties/positions. (Ghiselli & Horton, 1 999) 

In an increasingly competitive marketplace, leisure companies need to 

optim ise the contribution of their people in order to drive differentiation and 

competitive advantage by understanding the employee-service-profit chain 

(Heskett et al, 1 997). However the dynamics of the developing labour market 

do not favour the development of this long-term loyalty goal. 
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The rapid change i n  the nature of many industries means that business 

success in any kind of service envi ronment cannot be guaranteed purely by 

price, rel iab i l ity or even qual ity. I ncreasingly the spotl ight is turning to the 

emotional Th is is a critical 

The restaurant sector in the UK alone was worth 22£bn in 1 998/99, 24.2£bn 

in 2000/2001 and is pred icted to grow to 28 .2£bn by 2004/5 (source , Taylor 

Nei lson Sofres ) . This continued rapid growth wi l l  put increasing pressure on a 

labour market that expects to see a decl ine i n  the number of 25-44 year olds 

i n  the labour force i n  the period from now to 20 1h1 (Market Tracking 

I nternational Report, 2000). Much of the l iterature in th is area is focused on 

the imperative of provid ing a good environment for employees in  order that 

they may carry through this good feel to the customer; indeed Reichheld 

( 1 996) cites examples of retai l  businesses in the USA who enjoy low 

employee turnover d riving 50% more profitab i l ity than comparable stores with 

high turnover, and he offers a rare g l impse into the le isure sector with an 

example of good practise in  Ch ick-Fi l-A , the th ird largest qu ick-service 

chicken chain i n  the US, where turnover i s  4-6% in a US industry that runs at 

30-40% annual turnover. Clearly, despite the plethora of writings in  terms of 

employee loyalty and the proposition of i ncreased commercial returns 

avai lable as a resu lt of improvements in staff retention and turnover, the UK 

industry has failed to meet the chal lenge. 

1 .2 The Importance of Service Qual ity in Today's Economy 

The development of the service sector has been driven by the rapid change in  

the economy. I n  the agrarian economy the economic offering was commod ity 

based , with the onset of the industria l  age the offeri ng was based on  goods. 

The service economy clearly looks for service based offerings , but an 

i ncreasing trend is toward an experience-based economy (Pine & Gi lmore, 

1 999), demanding emotional experiences that deliver a good feel .  

engagement of both staff and customers .  

component in developing loyalty from both staff and customer. 
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An ever- increasing amount of focus is being applied to the contribution of 

service qual ity in  today's increasingly important service economy. There are a 

number of very clear reasons for this: 

The size of the service sector has increased at a dramatic rate in  recent 

years . The share of UK GDP has grown over the last decade at almost 1 % 

per year in the early 1 990's before level l ing off at around 72% toward the end 

of that decade. 

Figu re 1 .2 UK GDP by I ndustry ( 1  986- 1 997) 

(Market Tracking I nternational 2000) 
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This growth in  GDP has had a consequent effect on the nature of employment 

in th is sector, as labour moves out of the traditional manufacturi ng sectors into 

publ ic services and the various range of service driven industries. 
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Figure 1 . 3 Forecast Changes in  the Structu re of the Labour Market 1 997-2007 

(Market Tracking I nternational 2000) 
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1 .3 The Employee Issue 

In an industry such as this with such a high level of labour tu rnover but equally 

such a dependency on high qual ity interface between staff and customers, the 

nature of employee commitment to service qual ity is worthy of investigation. 

An establ ished stereotype exists in terms of th is sector; that of low pay, low 

ski l l ,  poor job content and even poorer career p rospects . This view is often 

justif ied by the "historical pursu it of low labou r costs as a competitive strategy" 

(Peefer, 1 998, pp 1 09) and could be inh ib it ing real people development and 

service qual ity del ivery, creating as Peefer puts it a dangerous myth about 

pay. 

Another key characteristic of this sector is the absence of Trade Union 

representation. This has helped bring about a s ituation of low pay and wage 
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or fu l l-time, administrative 

brains (Adair, 1 990). 

levels pitched at the Min imum National Wage level .  Often these rates are on ly 
enhanced where tight labour markets force increased rates or  the existence of 
tips , wh ich enhance take-home pay. I n  rare situations employers do attempt 
to break the low pay parad igm ,  such as Tim Martin at the pub operator JO  
Wetherspoons,  who states, 'We haven't kept a clamp on  wages because we 
think it's important to get the best staff' (The Times Sept, 8th 200 1 ) .  

I ncreasingly, employers are debating a move to high involvement 
organisations (Bowen,  Lawler, 1 992) and increased affective commitment 
from the employee group (Meyer & Al len ,  1 977) ; however, the industry has a 
history and cu lture of high central ised control systems reflecting the attitude of 
management to the employee group of low trust, rather than the 
acl<nowledgment of real employee potential .  Managers are now seeking to 
achieve the right balance of creativity and control (Simons, 1 995) . There 
wou ld appear to be significant potential for competitive advantage for the 
company that can master this balance and create a much higher level of 
engagement with its employees. (Buckingham & Coffman , 1 999). 

The complex nature of the hospital ity sector gives rise to a number of major 
cha l lenges and to some extent helps to explain the d ivers ity of approaches 

adopted in managing the desired outcomes of operators in this sector. The 
presence of many part-time, unski l led and increasingly mu lti-cultu ral 
employees raises issues of d iversity on a wide scale. Shapiro (2000) ,  defines 
d iversity as a concept beyond just race and gender and looks at gaining 
increased levels of all i nvolvement of a l l  employees, whether they be part-time 

or front-l ine, professional or senior and react 

against the Frederick Taylor's approach to scientific management evident in 
many o rganisations in  their tendency to separate employees hands from their 

Coupled with this issue of d ivers ity is the nature of the workforce in genera l  in 
terms of demograph ics and attitude .  We are in a high employment phase of 
the economic cycle combined with a pred icted reduction in avai lable 25-44 
year  o lds in the period to 201 1 (Market Tracking International , 2000). Attitudes 
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are a lso changing; i n  a term borrowed from Coupland ( 1 996), we have bred a 
group of 22-35 year o lds termed Generation X who are highly computer 
l iterate , independent, and cond itioned by consumer culture, but who have a 
much h igher mistrust of i nstitutions and wh i le being aware of the fact that 
l ifetime employment is a th ing of the past. 

Smithson and Lewis (2000) further explore this view in their study of 
psycholog ica l  contracts in the context of perceived job insecurity in a group of 
young people i n  the North West of England . 

H igh l ighting the role of internal management pol icies and processes, Lau 
(2000, pp 426) describes the qual ity and capabi l ity of service providers as 
having , "a d i rect, s ign ificant effect on the service del ivery process and 
customer satisfaction", and presents a model bu i ld ing revenue and profit 
growth through employee satisfaction ,  retention and productivity, pointing out 
the costs of h igh employee turnover in  terms of separation ,  rep lacement and 
tra in ing costs at around 2.5 times annual salary. 

Gh isel l i  (2001 ) et al see qual ity of l ife as inexorably bound to emp loyee 
tu rnover. However, Mu ll ins (2001 )  casts some doubt over the re lationship 
between satisfaction and productivity, and cites a broader range of ind ividual , 
socia l ,  cu ltura l ,  organisational and environmental factors . Mu l l i ns takes a 
much more stra ightforward view on the requ i rements of hospital ity workers , 
suggesting wages, job security and career development as being d rivers of 
satisfaction over the emotional factors d iscussed earl ier. 

1 .4 Aims and Objectives of this Study 

The a im of the research is to explore the role that emotions play in service 
ro les and service experiences , and how the pol icies and procedures that exist 
in  pub restaurant businesses , i n  particular, to recogn ise and reflect the impact 
of emotions in the various dimensions of the service experience. The research 
wi l l  break down the approach into three key d imensions of service , the ro le of 
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the outlet manager, the role of the server teams themselves and the 

emotional experience of the customer. 

The objectives are: 

• To understand the role of emotions in the restaurant service 

environment in terms of management, servers and customers. 

• To identify the emotional attributes of the management and server 

g roup.  

• To compare the emotional attributes of the server g roup and the 

management group and understand how this might impact the 

relationsh ips at outlet leve l .  

• To explore the impact of the various aspects of the service experience 

on  the customer from an emotional perspective. 

• To examine the relationship between emotional competences, 

described as Emotional I ntel l igence, of servers (measured by the Bar

On Eqi) ,  and the concept of Emotional Labour (Hochsch i ld ,  1 983) .  

• To compare the expression of the emotional experience of the service 

experience with the emotional competence of the server and the 

presence of key attributes of Emotional Labour. 

• Examine current pol icies and procedures in  the pub restaurant sector 

to understand their impact from an emotional perspective , on 

employees in  terms of service qual ity del ivery. 

• Complete a review of the academic models and l iterature relating to 

Emotional Labour, Emotional I ntel l igence and emotions in the 

workplace and service del ivery in the service sector. 

• Draw on the above to develop the concept of emotions and emotional 

inte l l igence,  and Emotional Labour in its application to the hospital ity 

sector, by h igh l ighting the relationsh ips between the particu lar variables 

- (such as age, sex, job role and tenure - d iscussed earl ier i n  this 

section as being important in the sector) , and the phenomena of 

Emotional Labour. 

• Suggest a model that helps managers understand and manage 

emotions in  the workplace by improvi ng the overa l l  integration of 
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emotions across the critical d imensions of the service organ isation ,  the 
management, the employees ( in  th is case particularly customer facing 
employees) ,  and the del ivery of that service offering to the customer in 
a way that adds va lue to thei r experience. The model wi l l  consider how 
the overal l  brand model might be developed to integrate the emotional 
d imension into the structure of the brand propos ition and its execution . 
This wi l l  provide a basis on which managers can consider creating 
improved recruitment, induction and train ing processes and 
development of a cl imate that is conducive to enabl ing emotional 
competence to be d isplayed in the service encounter in pursu it of the 
optimum delivery of the b rand offering. 

Defin itions: 

1 .  I n  the context of th is research , the hospital ity sector (or leisure market) 
consists of the pub restaurant operations operated by the large branded 
businesses such as Wh itbread PLC, Six Continents and Granada based in 
the United Kingdom. 

2 .  The main theoretical underpinning for the work on commitment and on the 
more recent concept of Emotional Labour (EL) l ies within the theory of job 
satisfaction ,  and particu larly the work of Blauner ( 1 964) on al ienation -
itself stemming back to the sociology of Marx and Weber (Gerth & Wright, 
1 970) - and the classic work on roles and role confl ict (Kahn,  1 964; Fi l ley 
& House, 1 969); there are l inks to the Qual ity of Working Life (QWL) and 
process consu ltation movement, especial ly in the ways in wh ich cl in ical 
concepts such as emotional balance, defence mechanisms, and personal 
growth , are appl ied in  the analysis of interpersonal encounters within the 
workplace (see e .g .  Schein ,  1 987; Berne, 1 966; Stewart & Jaines, 1 987). 
Stemming from the above, the field of Emotional Labour is developing its 
own body of theory, and it is important to provide in it ial defin itions as 
fol lows: Hochschi ld ( 1 983 , pp 7) defined Emotional Labour as, "the 
induction or  suppression of feel ing in order to sustain an outward 
appearance that produces in others a sense of being cared for in a 
convivial safe place."  
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James ( 1 989, pp 1 5), writes : " I  define emotional labour as the labour 

invo lved in  deal ing with other people's feel ings, a core component of which 

is the regu lation of emotions . . .  Emotional labour facil itates and regu lates 

the expression of emotion in the pub l ic domain". 

3. I n  terms of provid i ng a defin ition for Emotional Intel l igence (Ei) , Bar-On 

( 1 997 , pp 1 6) defines Emotional I ntel l igence as: "the understand ing of 

oneself and others relating to people, and adapting to and coping with the 

immed iate surroundings to be more successfu l in dea l ing with 

envi ronmenta l demands". 

1 .5 Outl ine of the Thesis 

The introduction above has highl ighted some of the chal lenges in the 

hospita l ity sector today and some of the emerging issues. Employers in th is 

sector are actively looking for ways to overcome the issues of staff turnover 

and apparent lack of buy-in to the vision and values of these service focussed 

organisations. Management's interventions are largely about re-enforcing 

ru les and pol icies around the style and structure of the service transaction ,  

there i s  l ittle evidence of a deeper understanding of  the issues that might be 

antecedents to the successful service experience. Employers claim to 

understand the connection between the motivation and loyalty of their team 

and the concomitant impact on service qual ity, but few seem to have 

managed to square the circle. 

This thesis wi l l  examine the role of emotions in service encounters; th is 

approach is d riven by the emerging interest in the academic and commercia l  

fie ld of the role of emotions i n  a range of dai ly activities. This is maybe most 

apparent in the rap id ly growing i nterest in the notion of Emotional I ntel l igence 

which was brought i nto the public domain by the publ ication of Daniel 

Goleman's best sel ling book Emotional Inte l l igence in 1 995 . However, whi lst 

not so dramatic, there is an emerging body of work examining the role of 

emotions in service experiences in an effort to d rive competitive advantage in 

service and brand development. 
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The thesis a lso explores the area of Emotional Labour, that has seen less 

publ ic exposure, but where the l iterature covers th is area the work has 

focused generally on service environments . 

The research wi l l  bring the concepts of Emotional I ntel l igence and Emotional 

Labour together, exploring the re lationship between them both and thei r 

impact on  a range of critical commercial outputs . 

This thesis is d ivided i nto eleven Chapters: 

Chapter One has provided a background to the sector and described the 

focus of th is research. 

Chapter Two is a review of the l iterature in the fields of Emotional Inte l l igence, 

Emotional Labour and service qual ity. 

from the l iterature review. 

thes is. 

Chapter Five describes the resu lts of the customer survey pi lot. 

Chapter S ix moves on to describe the outputs of a largely qual itative p iece of 

work, resu lting from a series of interviews which were designed to set the 

backcloth for the bu lk of the quantitative research which forms the main body 

of th is study. 

Chapter Seven reports on a major piece of research conducted with a team of 

Genera l  Managers in the Beefeater business to examine the relationsh ip 

between Emotional I ntel l igence and a range of key performance indicators . 

Chapter Three develops the hypothesis for the rest of the study emerging 

Chapter Four outl i nes the design and method beh ind the research in the 
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Chapter Eight ex amines the relationship between Em otiona l  Intelligenc e a nd 

Emotional Labour in the server population. 

Chapter N i ne re presents the fi nal stage of this three p ro nged appro ach to 

researc hin g emotion s in the service en viro nment, the results of a detailed 

study into the emotional response of c ustom ers to the servic e ex perience, 

drawing on the emotional attributes described in the prev ious ch apter a nd 

furt her ex tending the analysis to a w ider range of service attributes. 

Chapter Ten disc usses the f in dings in th e study. 

Chapter El even draws the m ain conc lusions from this study and p resents tw o 

m odels in partic ular tha t seek to h elp ma nagers in the service sector 

understand how em otions can play a crucial role rig ht thro ugh f rom 

pro duc t/ brand developm ent to the ultim ate del ivery of that serv ic e to the 

customer. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This C ha pter a ims to review the thre e k ey area s of the literature support ing 

the research in thi s  thesis, that is, Emiotional Labour, Emotional Intelligence 

and the ro le of service q ua lity in the s ervice sector part icularly from the 

emotiona l perspec tive. A part icula r fo cus is tak en on the areas that pro vide a 

potential link between the three areas u nd er review , agai nst a background of 

the emiotiional dimension of service work. Given that a n um ber of these areas 

are ric h in volum e, fo r  ex ample, since the early 80' s  m ore than 1 ,000 papers 

have b een pu blished in the f ield of servic e  q uality (Matt hews et al , 2002 ) ,  an 

element of fo cu s  is reqiuired. 

albeit li ttle in the f ield of em otional response to service experiences. Ther e is 

also a growin g body of wo rk aro und Em otional Intell ig ence. T here is rathe r 

less in t he areia of Emiotionial Labour. The review providies an extiensive 

b ack gro un d  to these three area s w hilst ma in taining a f ocus aro und the noti on 

o f  the em otional d im en sion of service delivery. 

There are som e substa ntial bodies of literature link ing Emotional L ab our to 

service in dustries, indeed m uch of Hochs child (1983) w ork deals w ith this in 

some de tail, ex am ining th e impact of E m otional Lab our on flight attendants 

and debt collectors in particular. There is little in the litera ture that at tempts to 

Emotiona l Lab our in the serv ice sector a nd in look ing at the relationship 

between the tw o  c oncepts of Emotion al Labour an d Emotional Intell igen ce. 

2.1i.1 Objectives of the Literature Review 

As ind icated abiove, there is a great deal of literaiture a ro und service q uality ,  

link thie concept of Emiotiona l  Labour and Emotionial Initelligence, however, 

B rotheridge anid Lee (1998) proivide a useful insight into the meaisurement of 
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It would appear there is little research in the area of Emotional Intelligence 

and service quality. Whilst there has been an ever increasing body of work 

going on in the area of Emotional Intelligence, much of it being sparked by the 

publication of Daniel Goleman's book, Emotional Intelligence ( 1 995), which 

effectively gave a popular platform to this subject, there is little evidence yet of 

research in trying to understand whether a link exists between Emotional 

Intelligence and service quality delivery. 

The main aim of this study is to add to the limited work in understanding the 

link between Emotional Labour, Emotional Intelligence and the delivery of 

superior service quality. 

2.1 .2 Structure of the literature Review 

The review of the literature in this area has taken a structured route in order to 

critically review the key concepts under investigation in this research. 

The review commences by looking at the approaches adopted to service in 

the hospitality sector and how organisations have pursued competitive 

advantage through a range of policies and procedures varying from the 

mechanistic and controlling to the empowered. Unlike many industries, the 

product in this situation is often the people themselves , leading to an 

inevitable conflict between efficient predictability and emotional engagement. 

The review examines some of the emerging writing looking at the role of 

customer emotional response to service encounters, emotions representing a 

key theme throughout this study. 

service personnel 

This section then moves on to review the literature in terms of employee 

performance in service roles, in terms of the behavioural repertoires that 

are encouraged to adopt to help service organisations 

produce a sense of predictability or even theatre in their brand delivery 

processes. 
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The emphasis then shifts to the management process itself and the 

relationship with the service employees themselves. Firstly the notions of 

empowerment are examined in service environments and how management 

have developed these approaches in an effort to improve the customer 

relationship and introduce a level of customisation to that relationship. 

The next short section of the I.review touches on the role of gender in the 

service environment. A number of readings explore the notion of gender, 

which is influential in the nature of the employee mix, the dynamics of the 

labour market and service relationships. Later, the review discussions around 

Emotional Intelligence will highlight the significance of gender in the 

measurement of Emotional Intelligence Quotient (Eqi), and therefore renders 

this area worthy of review. 

The review then goes more deeply into the dynamics of the service operation 

and critically the potential impact on the employee. This is achieved by 

examining in particular the reading around Emotional Labour itself, a term 

coined by Hochschild (1983, pp 7) as "the induction or suppression of feeling 

in order to sustain an outward appearance that produces in others a sense of 

being cared for in a convivial safe place." Whilst Hochschild's work focussed 

on flight attendants and debt collectors, there is no doubt that in today's 

increasingly service-based world, we are all partly flight attendants (Hayes & 

Kleiner, 2001 ). 

The reading into Emotional Labour draws one into the area of emotions at 

work, and the final area of the literature review examines the work done in this 

area with a particular emphasis on how a greater understanding of the role of 

emotions in the workplace can influence the extent of Emotional Labour in the 

workplace and starts to pick up a critical theme in the writer's opinion; is there 

a relationship between roles and individual identity (Ashforth & Humphrey, 

1993) and can a good fit of emotional make-up and job role actually enhance 

well-being? This will involve a review of the growing body of work undertaken 

in the area of Emotional Intelligence, a term first used by Mayer and Salovey 
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in 1993 , and popularised in the best selling book by D aniel G oleman, 

Emotional Intelligen ce ( 1995 ). 

The review will offer a brief history of Em otional Intelligence; and rev iew h ow 

the literature  has offered report s of substan tial business benefits fo llowing 

Emotional Intelligen ce interv entions. This sec tion then looks  at on e area that 

whi lst not directly service orientated, education offers an interesting and 

com plementary insig ht into the application of Emotional Intellig en ce think ing. 

Finally, this sec tion look s at the ex tensive range of m easures that are now 

availab le to understand Em otional Intellig ence performance. This will be 

critical in this study as a m eans of q uantify ing th e body of analyt ical research 

fo cussed on emotions in the three perspec tives of the work, the customer, the 

server and the manager. 

2.2 Approaches to Service Qual ity 

on serviice q uality is w ide- ra nging and plentiful. T here is 

iible but critical natuire of the humian element of 

service delivery and how in service industries, the service itself is, to a greater 

or lesser ex tent, a k ey part o f  the pro duct itself albeit the review will ex plore 

h ow som e organisations have so ught to m itigate the unpredic tability of the 

human side of serv ic e  delivery (K lein 2000, R itz er 1993 ) ,  in ord er to better 

predict the outcom e of the ex perience. 

T he literature 

agi reemient on the intang

The fo llowing section covers a range of different aspects of the serv ice q ualiity 

literature w ith a view to establishiing the critical areas of fo cus fo r  the struct ure 

of the analy sis in this study. 

2.2.1 Definitions of Service Qual ity 

The literature is ext en sive on serv ice q uality in genera l. M uch of it w ork s  on 

the understanding that service q uality is related to the delivery of a part ic ular 

set of ex pectations, b y  the pro vider, fo r  the custom er. Z eith am l, et al (1990, 
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pp 16) ascert ain that " service-q uality perception s stem f rom how well a 

provider perform s vis-a -vis customers ex pectation s about h ow the prov id er 

shiould perfoirm" anid that " only customers judge q uality". Usiing thi is genieral 

defin ition as a basis they dev eloped th eir service q uality assessm en t tool -

S ERVQUAL, measurin g cu stomers ex pectation s and perception s alon g f iv e  

q uality dimension s ( reliabi lity ,  responsiveness, assurance, em pathy an d 

tanigiibles). These approachies are well established, partiicularly hoiw they are 

applied in the measurem en t of service quality d eliv ery, described b y  P ric e, 

Arn ould and Deibler (1 994 ,  pp 35 ) as " typically alon g a co ntin uu m from 

unf avourable ( dissatisfied) to favourable ( satisfied)". 

Much of the fo cu s  in th e service field is shift ing to th e n otion of pro vidin g 

ex perien ces rather than service. This ch allenges traditional approaches to th e 

measur em en t of service q uality delivery an d in deed the task of tho se charg ed 

with creatin g these custom er ex perien ces. Pin e and Gilm our ( 1999) illustrate 

how the shift in the econiomy over time has chaniged the dimenisionis of the 

service offer in the table below: 

Table 2 .1 Econ om ic Distinctions 

(P in e  & Gilmour 1999) 
Economic Commod ities Goods Services Experiences 

Offering 

Economy Agrarian Industrial Service Experience 

Economic Extract Make Del iver Stage 

Function 

Nature of Fungible Tangible I ntangible Memorable 

Offering 

Key Attribute Natural Standardised Custom ised Personal 

Method of Stored in Bulk I nventoried After Del ivered On Revealed Over 

Supply Production Demand A Duration 

Sel ler Trader Manufacturer Provider Stager 

Buyer Market User Cl ient Guest 

Factors of Characteristics Features Benefits Sensations 

Demand 
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The realit y of t his app roach goes beyond m easurem ent pro cesses, ask ing 

q uestions of the exp ect at ion of custom ers and how management resp onds to 

this increasingly comp lex challenge in terms of service desi gn, m ana geri al 

p ractise and c ulture. H owever, there i s  little literature around the concept of 

the emotional respionse of customiers to service exp eriences. Orgianiisations 

such as the Di sney Corp oration have develop ed an ap proach to m anaging the 

em otional response from their custom ers to create " precise engineeri ng to 

c reate enj oyable and mem orable exp eriences" (D ube & Menon, 2000i, p p  

287). Writers such as Shaw and Ivens (2002) describe a ne wer, m uch mo re 

em otionally based approach to develop ing the service ex perience. T heir 

w riting ex tends through the whole serv ice offer including the recruitment of 

right f it emp loyees using the techniq ues em bodied in the Emot ional 

I ntelligence literatur e  that is p ick ed up in greater detail i n  this review, and 

repiresents a substantial contributiion to the overall research in thi is study. 

2.2.2 Efficiency vs. Engagement 

Establishing the m ost ap prop riate economic m odel fo r  any p art icular busi ness 

trading in t he reistaurant sector is a constant challenge fo r  the p la yers i n  that 

mark et. Almost all op erations w ill stak e a claim to offering great serv ice, but 

that service can diff er in the sub-sec tors of the eating -out m ark et. Pri ce, 

Arnould et al ( 1994 ) classify this as brief and ext ended service encounters, in 

referring to the engag ement opp ort unity in p ersonal service exp eriences. 

There is a growing body of contemporary literature  on the nature of lar ge

scale global fo od op erations, most notably in the fast fo od industry. Sc hlosser 

(2002) ,  descri bes is the resu lt of the agg ressive drive by brands such as 

McDonalds and Bur ger K ing which have sought to ach ieve g lobal status, 

muc h of it the authors would arg ue tak ing into account neither the needs of 

the consum ers in those countries or i ndeed the well- being of its emp loyees. 

The business model that has supp ort ed this exp ansion goes back to 1 937 ,  

and the business the McD onald brothers set up in Pasadena, Califo rni a  that 

w as based on high spieed, large volumie, low p rices and a limiited menu. T he 

pur suit of these goals was only p ossi ble thro ugh a br eak down of p ro duct ion 

and serviice into assembly line procedures. This apipiroach comibined wii th a 
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policy of franchising the business across the world has enabled massive and 

rapid expansion. 

In the McDonaldisation of Society, Ritzer (1993), explores what is probably 

the most successful company in the food service sector in the world and how 

it has driven its strategy through efficiency, calculability, predictability and 

control of nonhuman technology with scant regard to the emotional impact of 

such policies on its employees, essentially bringing manufacturing techniques 

to the production of mass services (Lashley, 1995). These elements are not 

exclusive to the domain of the fast food industry; however, in their combined 

form they help understand how the fast food model works. 

Efficiency in terms of the service offer is a key component in al l service 

industries. In McDonalds interestingly, both customers and staff are taught to 

p lay their part in the encounter, customers ordering in the required manner, 

waiting for food at the service point and clearing their table at the end of the 

meal. Equal ly staff are trained to follow the steps of the pre-defined process to 

ensure the model is delivered correctly. Calculability is the emphasis on the 

quantitative aspects of the products sold ; how big are the portions, how long 

wil l  it take to get served?. Even the staff enters the game, given the limited 

discretion in their work they are left to focus on such things as how quickly 

they can serve customers. Predictability starts to get under the notions of 

brand and delivery of key attributes of the brand; this wil l  focus on the 

assurance that the product offer wil l  look the same wherever the brand is 

offered. 

The final area is that of control, a critical area of service quality delivery. In 

many of the fast food operations, the control of the production and service 

offer through the use of technology defines the limits of emotional 

engagement. Without doubt the strategy of limiting this emotional dimension 

of the encounter increases predictability, but at what cost? Many service

based organisations are battling with the balance between the value of 

technology in driving efficiency and the need to fu lfil an emotional contract 

with their customers. 
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Commenting on  the industrial isation of service, Levitt ( 1 972) argues that there 

is no such th ing as a service industry; service merely being a part of the total 

product and he sees McDonalds as extravagantly good service. Levitt goes 

on to argue strongly for the industria l isation of service, referring to the concept 

of service having h istorical connotations of charity, gal lantry and selflessness, 

or of obed ience, subord ination and subjugation .  

Ritzer's emotive study and conclusions leads to a much wider debate 

regard ing the creation of McJobs or the McWork sector (Klein 2000, Ritzer 

1 993) describ ing the pro l iferation of low qual ity, low ski l l ,  low pay and largely 

short tenure jobs. 

This mechanistic approach is i n  contrast to much of the read ing on service 

qua l ity in the sector. Many service-based companies seek increased market 

share through the creation of loya l  employees and customers (Heskett et al 

1 997, Reicheld , 1 996) ,  even calcu lating the financial benefit of retain ing loyal 

customers over t ime. One of the critical themes that emerge from this 

l iteratu re is the relationsh ips that are bui lt between vendors and customers .  

Part of  the nature of  th is relationship is in  the pure product del ivery itself as 

d iscussed above , but much is made of the natu re of personal relat ionships 

and the extent to which they can influence loya lty. Nordstrom,  one of the 

service qual ity icons i n  the USA talks about the satisfaction mirror (Heskett et 

a l ,  1 997), where the level of employee satisfaction is reflected in the service 

offered to its customers .  Many of the examples of g reat service are as a 

resu lt of ind ividua l ,  deviant in itiat ives (Rafiq & Ahmed , 1 998) ,  where servers 

step-out of the defined service steps to offer a more personal ised element to 

the service experience .  Price , Arnou ld and Deibler ( 1 994) in their research 

noted that extra attention was a significant factor in creating positive 

emotional responses to service encounters .  

done to understand the critical l ink between the 

Further research needs to be 

desired outcomes of a great 

service cu lture and the approaches requ i red to engage employees in this 

pursu it .  Quite rightly much is made of the employee contract, and how the 

notion of employee satisfaction can i nfluence service qual ity, however, the 

debate needs to go beyond these s imple ,  whi lst important notions, in order to 
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u nderstand if there is something deeper in the nature of empiloyee 

engagement in service settings that go es beyond sim ple r ew ard. 

T he next sectio n delv es a little more into the nature of service deliv er y  and 

some o f  the u nderpinning literatu re o n  the nature of service an d the 

ex p ectation s it places o n  em p lo yees. 

section examines how the literature reflects these efforts to create the right 

customer experience. 

2.2.3 Service Performance 

T he p rocess o f  service delivery inv olves a chain of related events and 

activities, culminating in the uli timate service to the cuistomer delivered by the 

fr ont- line server. T his mak es the behav io ur of these em ployees critical in the 

measu rement of service qu ality by the customer, v ersu s  their ex p ectations. 

Whilst these f ront-line employ ees re pre sent the hum an fa ce of the b rand 

offering, they are no t in control of the pro duction and assembly pro ces s, but 

they still have to deal w ith th e conseq uences and ou tcomes of that pro cess 

directly w it h  the cu st omer. 

T he servic e  literatu re descri bes the conf lic t  betw een empowermen t and 

co ntro l in these dir ect service interactions, w hi ch was refer red to in the above 

text. T his debate is ext ended w hen co nsidering the real nature of the role that 

is played o ut by the fro nt- line employee. D iffering perspectiv es are cov er ed in 

the literatu re and disagreement on the definition o f  the ex cellen t service 

model. A v ery good ex am ple of this is the service ap pro ach of D isney, 

Z eithaml and Bitner (1996), cite D isney as ex em plar y  service management in 

actio n, w hilst V an Maanen (1991 ) ,  refers to the dark side of the D isney sm ile. 

Su ch re p erto ires are achieved throu gh a high lev el of discipline and contro l. 

T his aui tho r' s  own investigation of the D isniey operation g ained through 

Service is not just about strategic approaches or business models. Service 

organisations constantly wrestle with the challenge of building the right 

approach to delivering the service experience to the customer; the following 
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i nvo lvement in the Disney Corporation's own programme revea l conformation 

to a n  exacting set of ru les ranging from hair length , jewel lery, make-up, shoes 

and so on ;  any reluctance to d isplay conformity at the recruitment stage wi l l  

ensure the process is aborted and the same d iscip l ine continues throughout 

the employment cycle (Source: Disney I nstitute Programme). 

Behavioura l  reperto ires are powerfu l  determinants of the outcome of service 

del ivery, if employers can identify a desired set of repertoi res and make them 

specific to the service style there would be powerfu l opportun ities to increase 

awareness of these behaviours and responses into employee programmes . 

Dobn i  et al ( 1 997), maintai n  that managers must d isabuse themselves of the 

notion that these soft side human ski l ls are innate and cannot be learned and 

that these behaviours can be broken down and defined into observable 

behaviours .  This approach supports the work of Goleman ( 1 995), who states 

that we must take more control of and better manage our repertoi re of 

emotions. 

These reperto i res have the appeal to service employers of provid i ng an 

opportunity to create output measurement gained through their observabi l ity. 

Such measures as mystery shoppers, d iners ,  even s leepers are now 

commonplace and the mere awareness that the next customer might be the 

mystery cl ient can create a Foucault ian perspective (Luymes , 2000) to the 

working l ives of employees such that the mere potential of being observed 

leads to the i nternal isation of the perception itself, a desired state for those 

organizations seeking to regu late performance at the front-l ine. 

The behaviou ral reperto i re has its basis in role theory, the metaphor being 

d i rectly borrowed from 

seen as actors 

the theatre (Goffman, 1 959), and in  that sense service 

employees can be who must perform a repertoi re of 

behaviours appropriate to the position (role) they ho ld . I ndeed such large 

com pan ies as Disney open ly position their customer facing ro les as acting ,  

us ing termino logy such as cast-members for employees , and on-stage 

meaning areas where employees are visib le to the customer. This makes for 

a level of s impl icity and execution that leaves no room for doubt in terms of 
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the outputs of em pl oy ees, albeit supp orted by a v ery directiv e  cult ure. 

(S ource: Disney Institu te Pro gramm e 2000). Indeed Bryma n (1 999)i, ext end s 

this v iew al ong the l ine of R itz er's (1 993 )  book in ta lk ing a bout the 

Disney isation of S ociety ,  presented u nder fo ur aspect s of them ing, 

differentiation of consumption, merchandising and E motiona l Labour. 

T he imipact on E motional Labour is discussed in m uch more detail in the next 

section, but it is wort h  ex ploring here t he impl ications of the D isney act ing 

pro position. Clearly as a mov ie based org anisation, the notion of act ing is one 

that is deep ly engrained in the org anisation's histor y ,  tr ad itions and culture 

and ca n be easily app lied in its them e park s w here em pl oy ees liter ally put on 

costum es and play out rol es such a s  M ickey M ouse m uch to the obv ious 

amusemient of p ark visitors. A m uch m ore chal l ienging aspect of the acting 

appro ach is in the co mpany's hot els and r estaurants where the language 

rem ains the same w ithout the obvious support ing props. The p erform ance 

here is m uch more of a hum an interaction, that of street entert ainer rather 

than stag e actor, where the encounter is m ore unpredicta ble, t he outcom e 

more uncerta in, and the em ot ions of the actor under much m ore direct 

scr utiny by the customer, what k ind of actors b est fulfil these ro les, what 

, this points 

iing in its scope; G offmain 

(1959)i, tak es this idea som ewhat furt her and pr esents a compelling analysis 

of how indiv iduals thro ug hou t  m any l ife situations perform in one way or 

another within the roles they play using such fixed props as houses, clothe s 

and j ob situa tions as a demonst ration of self. The p erforma nces ex hibited in 

service situations a re a cla ssic i llustration of G offman's writing, whether they 

be in the personal interactions of serv ers or the env iro nm ental d esig ns that 

are becom ing ever m ore sophistica ted in ord er to orchestrate the emot ions of 

customers. For ex ample, open k itchens that are becoming popular in modern 

restaurants that are d esigned to evok e ima ges of hom eliness and trust in 

otherwise cust omised and discipi lined larg e  scale operations. 

emiotional pressure is exertied on the actior in maintaining the show

directly t o  the work by Hochschi ld in to the nature of Emiotional Laibour? 

T his notion of performing is part iculairly interest
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Hochschild (1983), leaves us with the challenge (to be covered in much 

greater detail elsewhere in this review), how sincere and deep felt are these 

performances and does the projection of sincerity requi re the presence of the 

same feeling? 

The challenge of giving the customer the optimum experience leaves 

employers with the challenge of how much freedom, discretion or 

empowerment to give to the employee in an effort to customise to some 

extent what might be an otherwise overly predictable experience, 

empowerment has been adopted as a route to this objective, the subject is 

reviewed below. 

2.2.4 Empowerment 

The service management literature is generally agreed on the need to 

empower the front-line in order to drive higher quality service experiences; 

this is especially true in the dynamic of service recovery where the immediate 

reaction of the person closest to the customer can be critical in making the 

difference on the perception of customer orientation. However, notions of 

empowerment are also in conflict with the drive for control, that is control of 

the customer experience particularly in the context of branded experiences, 

and also the need to control the cost lines in hospitality businesses. 

Businesses have traditionally applied bureaucratic approaches to controlling 

service situations despite the fact that the dynamics of customer variability in 

particular do not lend themselves to such an approach. 

These conflicts are especially exposed where the drive for 

are 

superior customer 

service creates the concept of the sovereign customer (Rosenthal et al, 2001, 

Hodgson, 2001 ) .  Clearly where this drives strateg ies for the highest levels of 

customer service, there can be disenchantment from the service worker's 

perspective where 

commercial 

apparently contradictory pressures applied in the 

pursuit of results focussed around cost containment. 

Furthermore, where such strategies are overtly used in marketing of brand 

service offerings, the concept of sovereignty and the empowerment of the 
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customer can lead to customers d isenchantment and damage to the provider 

- customer relationship where expectations are not met. 

Lash ley ( 1 995) provides a helpfu l framework to create greater clarity and 

defin ition around the terms used in the l iterature in  describ ing empowerment. 

Tab le 2.2 Manageria l  Meanings of Empowerment 

(Lashley, 1 995) 

Managerial meaning I n itiatives used 

Empowerment through participation Autonomous work groups 

Whatever-it-takes train ing 

Job enrichment 

Works counci ls 

Employee d i rectors 

Empowerment through involvement Quality circles 

Team briefings 

Suggestion schemes 

Empowerment through commitment Employee share ownersh ip 

Profit sharing and bonus schemes 

Qual ity of working l ife programmes: 

Job rotation 

Job en largement 

Empowerment through delayering Job re-design 

Retrai n ing 

Autonomous work groups 

Job enrichment 

Profit-shari ng and bonus schemes 

Empowerment of employees has been cited as a means to enhanci ng the 

qua l ity of service roles and the service interaction  with customers, empowered 

employees are said to respond more quickly to customer service requests 
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(Lashley, 1 995). Th is empowerment can take d ifferent forms in the hospita l ity 

sector; TGI Friday's, an American restaurant concept operating under 

franch ise i n  the UK by Whitbread p ie, used empowerment through employee 

involvement (Lashley 1 999, Lash ley, 2000), Harvester Restaurants sought to 

de-layer the management hierarchy to achieve more autonomy at un it level 

(Ashness & Lash ley, 1 995) as d id McDonalds (Lashley, 1 995) .  The role of 

brand ing cannot be underestimated in this context, Lash ley descri bes the 

d ifficu lty customers have in pred icting the intangible nature of service del ivery 

( Lash ley, 1 995) ,  and how large organ isations such as TGI Friday's or 

Harvester wi l l  use the b rand image to project an expectation of service ahead 

of, a nd as enticement to the customer experience . Clearly, such an approach 

by its nature defines boundaries in terms of the content of the service 

encounter and the empowerment of service employees i n  that context l im iting 

power to the prescribed task (Lash ley, 1 995). 

Empowerment is an i nteresting proposition in the context of the writing in this 

area, what is normal ly being described are in fact degrees of d iscretion 

aga inst a backcloth of what are often very prescriptive brand propositions , 

Lashley ( 1 995) .  The notion of d iscretion is one that is easier to contemplate in 

many service-based companies, and can be seen to be a l igned through the 

branding process ; a mode l  for this is outl ined below. 

Figure 2 . 1  Brand Development Model 

\
t 

27 



The model suggests a process by which the brand vision informs initially and 

directly the service/product offering, which is then supported by the culture 

and processes in the business leading ultimately to shareholder value. 

Examples are seen of this approach in Leidner's study of the Combined 

Insurance Company whose founder and inspiration W.Clement Stone, created 

a model of orchestrated optimism (Leidner, 1 993), from which the service 

approach, culture and behaviour, and scripted selling process were built. 

Much more recent examples exist in highly branded restaurant operations. 

Bahama Breeze, a branded restaurant belonging to the huge US based 

hospitality company Darden, proclaims in its team newspaper unbelievable 

standards as one of the companies guiding principles, " ... practising 

disciplines that keep Bahama Breeze strong" (Bahama Breeze Team 

Newspaper, 2002). 

Gronroos ( 1 990), is clearer in terms of why employers in service organisations 

might want to use empowerment as a tool, that is to allow front-line service 

staff to take advantage of sales opportunities and cross-selling opportunities 

resulting from the interactive nature of service delivery process. 

Bowen and Lawler (1992) , present a contingency framework describing 

contingencies of empowerment. 

• Business Strategy: The degree to which firms seek differentiation and 

customisation , which will drive more toward empowerment, as compared 

to low cost and high volume approaches that would be better supported by 

production line approaches ( e.g. McDonalds) 

• Tie to the Customer: Where relationships are of a long-term nature and 

transaction values high, empowerment is essential. 

• Business Environment: Bowen and Lawler (1992) compare customers with 

a wide variety of special requests where it is impossible to anticipate all 

situations (e.g. airline travel) , and hence pre-programme service personnel 

versus production line businesses such as fast food, and how 

empowerment better supports the former. 
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• Types of Employees : Empowerment wi l l  clearly support employees who 

have h igh growth needs and wish the ir  abi l ities to be tested . 

The above typology also ca l ls for d ifferent approaches to management. 

Clearly empowerment requires Theory Y type managers who wi l l  a l low 

employees the space to make decisions on behalf of the company. The 

production l ine approach requ ires Theory X type managers who favour close 

supervision of employees (Adair, 1 990). This is summarised wel l  in  the table 

below where Lash ley ( 1 995) bui lds on the approach d iscussed above. 

Tab le 2 .3  Dimensions of Empowerment and Contingencies 

(Lashley, 1 995) 

Employee invo lvement: Employee invo lvement: 
production-l i ne organ ization empowered organization 
(h igh vo lume, standard ized , (personal ised service, long 
short time, simple period , complex 
technology theory X techno logy unpred ictable ,  

D imensions organ izations) theory Y organ izations) 
Task d imension Low d iscretion H igh d iscretion 

Task a l location L imited involvement H igh i nvo lvement 

Power L imited to task I nfluences the d i rection of 

pol icy 

Com m itment Financia l  rewards - Participates in decis ions 

bonuses, etc 

Cu lture Contro l  oriented Trust oriented 

Whi lst there is a strong body of l iterature extol l i ng the virtues of the customer 

as king d riven by the des ire to provide service,  qual ity and innovative problem 

solving in support of thei r  customers (Peters & Waterman , 1 982) , th is is 

balanced by the recogn ition in other works that the industry has not bought 

i nto th is notion i n  shap ing its overa l l  approach to management and the 

cha l lenge of creating the notion of a customer orientated bureaucracy, where 

as Jones et al ( 1 997) put it where firms are caught between the apparently 

contradictory impu lses of standard isation and customisation but are unable to 

abandon either. 
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The management approaches discussed above are exercised in a very 

particular environment; one that is largely part-time, low paid and dominated 

by female employees. An understanding of some of the factors driving this 

situation is an important part of understanding the dynamics of the hospitality 

sector. 

2.3 Gender 

Female employment in the UK has grown dramatically since 1 984, accounting 

for almost al l the increase in employment (Market Tracking International ,  

2000). I t  is suggested that a number of reasons account for this increase: 

• Greater availabil ity of service / part-time jobs 

• Increase in flexible work patterns 

• Increased partic ipation in higher education 

• Reduced ferti l ity rates and later chi ld bearing 

• Decl in ing marriage, increase in female financial independence. 

Figure 2.2 Forecasts and Trends in the UK Labour Force 

(Market Tracking International, 2000) 
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The wealth of service l iterature spans a number of perspectives in  terms of 

gender. I n  its broadest sense the l iterature concentrates on the need to 

p rovide satisfaction  to customers to enhance company performance (Zeithaml 

et al, 1 990) ,  the possession of soft ski l ls ;  (Peters & Waterman,  1 982), using 

loya lty to bu i ld  customer relationsh ips (Reiche Id , 1 996 , Heskett et al, 1 997) 

and ensuring the behaviour of employees is a l igned such that the 

performance of the service organisation is successfu l ,  (Sutton & Rafael i ,  

1 998) .  These broader  assessments of  the characteristics and behaviours of 

service employees are taken to a deeper level in  a number of works where a 

particu lar focus is taken on the role of gendered segregation (Korczynski , 

2002). 

The service l iterature highl ights the predominance of females in the service 

sector. Service i nd ustries are dominated by female, often part-time 

employees. In the USA women make up 86% of bank tel lers ,  67% of counter 

c lerks , 66% of personal service workers and 89% of waiti ng staff, (Hochschi ld ,  

1 983, Korczynski , 2002). I n  a UK example in  the hospital ity sector, 67 .5% of 

front- l ine service team-members i n  the Beefeater and Brewers Fayre pub 

restau rantbusiness are female, whi lst the trend is reversed at management 

leve l ,  where 69% of managers are men. 

Korczynski (2002) ,  talks about the need to rei nforce the notion of customer 

sovereignty, with three factors d riving to reinforcement of the myth : 

• The status of the front-l ine worker is low 

• The customer is in  control of the service encounter 

• The degree of empathy shown to the customer by the service worker 

H is critical poi nt here is that these factors are l i kely to lead to an over

representation of women in  these roles. Leidner ( 1 993), descri bes how the 

gender is impl icit in the design of certain  routines and ro les especia l ly where a 

degree of script ing is requ i red i n  the enactment of that role. Tyler and Taylor 

(200 1 ) ,  bu i ld on Hochschi ld 's work in  the a i rl ine i ndustry, describ ing the 
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natura l  ski l ls  for certain roles, with team-leaders in a featured case in 
recru itment situations where the vast majority of the agents selected were 
women , despite the fact that men appl ied ,  selectors fe lt women fitted the roles 
better. 

In add ition the ski l ls demonstrated by the female contingent i n  these ro les are 
often undervalued and seen as natura l  attributes or g ifts rather than ski l ls 
(Poyton & Lazenby, 1 992). This perspective can g ive rise to l im ited career 

sen ior management positions . 

Hochschi ld ( 1 983) ,  goes further and argues that the job of a female front- l ine 
worker is d ifferent to that of a male worker in that sexual ity is seen as part of 
their  job ,  especia l ly in  the hote l ,  catering and leisure-related i ndustries . 

opportun ities for females occupying these roles, as the attributes ( largely 
emotional ly based) ,  are not those commonly that are associated with more 

The fina l  point in  this section is related to the economic pressures on 
management in  the service sector to recru it labour from a weak segment of 
the labour market, that is largely the female, part-time worker. The flexib i l ity 
demanded by service operations , many of wh ich are now 24 hour per day, 7 
days per week with unpred ictable peaks and troughs rely on part-time 
workers being avai lable at short notice at unsociable hours .  This demand can 
often on ly be met from those potentia l  employees in a weak bargain ing 
position . 

Having gained an insight into the dynamics of the market, the review delves 

much more deeply into the personal dimension of the service employee. As 

emotions in the overall service is a major focus of this work, the next two 

sections build on the insights gained in the work to this point and examine two 

dimensions of emotions; firstly the work championed by Arlie Hochschild 

the literature in the fast growing 

(1983) in the area of Emotional Labour. This is followed by an examination of 

area of Emotional Intelligence. The 

examination and operation of these two concepts underpins the major thrust 

of this study. 
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2.4 Emotional labour 

The service sector has proved to be the fastest growing area of the economy 

since the 1 980's and predictions are that 90% of all jobs created in the future 

wi l l  be i n  the service sector (Thompson et al, 2000). 

The notion of Emotional Labour has become prevalent, as the nature of the 

economy has changed . The shift from trad itional physical and technica l work 

to a more service-based economy has brought with it a set of new rules for 

work, requ i ring employees to g ive of themselves to complete their part of the 

service encounter. 

This profound move toward a service-based economy has spawned 

increasing i nterest in the nature of these jobs and particu larly the emotional 

content of these ro les . In many companies almost the on ly product produced 

is the behaviour  of its employees (Dobni et al, 1 997). 

The semina l  work in this area is that of Arl ie Hochsch i ld ( 1 983), whose book 

The Managed Heart, examined the role of emotions in the workplace and 

especia l ly in two service sectors in particular, qu ite d iverse in their natu re, 

fl ight attendants and debt col lectors. This focus on the service sector is 

somewhat of a theme through the l iteratu re on Emotional Labour, clearly the 

service sector being an obvious arena with the d isplay of emotions featu ring 

so strongly as part of the product. 

Morris and Feldman, ( 1 996), define Emotional Labour as the effort, plann ing 

and control needed to express organ isational ly des i red emotion during 

i nterpersonal transactions ,  embedded in an interaction ist model of emotions, 

(Goleman,  1 995) ,  describing four elements to the construct: 

• I nd ividuals make sense of emotions through thei r understand ing of the 

social environment in which these emotions are experienced 
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• Even where there is congruence between the ind ividual's felt emotion 

and the organisation's desired emotions, there wi l l  sti l l  be some degree 

of effort (or labour) ,  requ ired in expressing emotions 

• Expression of emotion that was once privately determined , has now 

become a marketplace commodity 

• There are standards and ru les that d ictate how and when emotions 

should be expressed 

Rafael i  and Sutton have conducted a number of excel lent stud ies 

investigating the expression of emotion as part of work roles and bui ld wel l  on 

the work of Hochsch i ld .  They articulate how the expression of emotion d iffers 

i n  various roles, the d isplays of friend l iness and good cheer are expected in  

an  array of service occupations, (Rafaeli & Sutton, 1 987), contrasting with the 

ro le of bi l l col lectors who are paid to convey hosti l ity (Hochsch i ld ,  1 983). 

Rafael i & Sutton ( 1 987), bui ld on th is perspective in presenting a framework to 

help describe the causes, qual ities and consequences of emotions that are 

expressed to fu lfi l role expectations. 

Figure 2.3 Model of Role Expectations, Expressed Emotions and Outcomes 

(Rafael i & Sutton ,  1 987) 

Sources of Role Expressed Outcomes 
Expectations Emotions 

Organizational Context Organizationally
I .  Recruitment and Salient Outcomes 

Selection 1 .  Immediate Gains 
2. Socialization 2. Encore Gains 
3 .  Rewards and 3. Contagion Gains 

Punishments Emotions Conveyed 
in Order to Satisfy 
Role Ex12ectations 

-
f--+ I .  Positive vs. 

Negative 
2. Esteem Enhancing 

vs. Esteem Degrading Individually Salient Emotional Transactions 
OutcomesCycles of Displayed 
I .  FinancialEmotion, Feedback from 

Well-BeingTarget Person(s), and 
2. Mental and Physical Readjustment 

Well-Being 
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In his later review Rafaeli (1989), reviewed the work himself and Sutton had 
completed on sales clerks particularly examining clerk behaviour (wearing a 
organisational uniform and emotional expression), gender and organisational 
setting. The gender work in particular had an expectation relating to the 
argument that men tend to display non-verbal cues related to power and 
authority and women typically display more warmth and liking cues. Whilst the 
results illustrate that both male and female clerks displayed the complete 
range of emotions, the analysis did confirm that the mean display of positive 
emotions was higher among female clerks than among male clerks. This 
expression of differing weight of emotions between males and females is 
again picked up in the work of Dr Reuven Bar-On, (2000) in his extensive 
research into Emotional Intelligence, which will be picked up later in this 
review. 

The work of Rafaeli and Sutton was featured in studies by Pugh (2001 ), in 
which he focussed on employee's displayed emotions, on antecedents of 
displayed emotions and on how the display of emotions by employees can 
influence customer judgements of service quality. He coupled this with the 
notion of employee positive affect and how this related to the number of 
transactions that were being carried out at any given time. The research was 
based in the reta il-banking sector. As expected he found transaction 
busyness was negatively related to displayed emotions, a point further 
reinforced in the research by Rafaeli and Sutton (1990), in their study of 
convenience stores. The individual characteristic of emotional expressiveness 
was positively associated with displayed emotions of employees, which could 
have implications for the selection of people for roles where significant 
Emotional Labour is required. This emotional expressiveness is important in 
considering the contagious nature of emotions. Hatfield et al ( 1994 ), d ascribe 
this as primitive emotional contagion and show how people tend automatically 
to mimic or synchronize with the facial expressions, vocal expressions, 
postures and movements of those around them. 

Even Charles Dickens felt the need to sparkle in the sight of others, "The 
undersigned," he wrote "is in his usual brilliant condition, even when he was 
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weighed down with m isery and d isappointment." "Cheer up," he to ld one 

correspondent, "for the sake of those around you". (Ackroyd P, The Times, 

2002, pp 1 )  

Clearly emotions play an increasing ro le i n  work situations, it would seem 

none more so than those that i nvolve exposure to customers in  the service 

interaction .  The awareness of emotions in  these situations would seem to 

present opportun ity for service qual ity developments . 

There a re varying views of the impact of Emotional Labour, ranging from the 

descriptio n  of stress related cond itions as described by Hochsch i ld particularly 

in surface acting situations, through to further research which suggests 

Emotional Labour can be healthy or unhealthy for workers , depending on how 

it is perfo rmed (Kruml M ,  Geddes D, 2000). 

Brotheridge (2002), examines the key components of the Emotional Labour 

research by Hochsch i ld and seeks to measure the presence and impact of 

Emotiona l  Labour from the two perspectives of job-focused and employee 

focussed Emotional Labour using an Emotional Labour Scale approach . This 

is explored from the viewpoint of surface acting and deep acting, the terms 

defined by Hochschi ld ( 1 983). Brotheridge found in her work that the use of 

surface-level Emotional Labour, o r  faking ,  pred icted depersonal isation beyond 

the work demands.  I n  contrast, perceiving the demand to d isp lay positive 

emotions and using deep level regulation were associated with a heightened 

of work. The job focussed Emotional Labour analysis suggested a difference 

in the emotional work demands i n  certain types of occupations, those of 

human service work being the highest, fo l lowed by service workers and then 

clerica l  and physical workers. I n  terms of employee focussed Emotional 

Labour, the work suggested that human service workers were more i ncl i ned 

to authenticity with thei r  cl ients / patients, where I retai l  service workers might 

be more i ncl ined to fake their expressions through surface acting. 

sense of personal accompl ishment, suggesting positive benefits to this aspect 
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In much of the literature a very b ro ad ap pro ach is tak en in term s of def inition 

of roles, f rom Hochschild's work on f lig ht attendants and de bt collectors to 

R afa el i  and Sutton' s studies on b ank tellers and shop assistants to nam e bu t 

a f ew. 

W hat is lack ing in the literature is research into the particular emotiona l 

r esponse within these ro les, and there seem s to be g reat scope in try ing to 

understand what indiividual emotional makie- up m ak es a g ood nurse who 

genuinely wants the patient to g et well, the f light attendant who act ually does 

want the passeng er to have an enjoy able trip or even the debt collector who 

really feels that the client deserv es to be put under som e sort of threat to 

repay debts. T his challenge raises the pr ospect that surf ace acting could be to 

some ext ent the result of bad f it to ro le and that if it were possible to identify 

the most approipriate emotional comipetencies, then employees could engiagie 

in deep acting more readily w hich m igh t  avoid the issues of emotional 

d issonance and stress and lead to the sense of accomplishmient that 

Br otheridge describes. In this argum ent there is an assum ption built in that 

m ight need to be testedi, does deep act ing lead to any better perceived 

service fo r  the custom er versus surface act ing? It would intuitively feel lik e  a 

genuine and authentic appro ach and wou ld have a result that w as superior to  

the customer, but the Disney Ex per ience described on p ag e  23 would lead 

one to challenge this assumiption. 

Bry man, (1999)i, describes the w ay Disney ex em plif ies Em otional L abour in its 

theme park s; employees being contro lled thro ugh scripte d intera ct ions and 

delivering the behaviour that the themie park visitors expect in the emi ployees. 

V an M aan en and K unda (1989) describe the rem ark able acceptance among 

Disney staff of the emotional req uirem ents of the job, albeit th e str ingent 

select ion processes described on page 22 must contribute t o  this level of 

acceptance. 

The litera ture describes these behaviours as display rules, these rules 

specif ying the rang e intensity, d ur ation and object of emotions that are 

ex pected to be ex per ienced, or at least f elt (Mann, 1997, Morris & F eldman, 
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1996, Brotheridg e, C & Lee, T 1998). Morris & Feldm an desc ribe the 

rela tionships betw een these fo ur dimensions in the m odel below: 

Figu re 2.4 Rel ationships Among Four D imensions of Em otional Labour 

( Morris & Fel dman, 1996 ) 

Relationships Among Four Dimensions of Emotional Labour 

Frequency 
of Emotional 

Display 

(+) 

Emotional 
Dissonance 

Coniversely service orgianisations are initolierant of expressions of the wron g  

emo tions ( La shley, 2002 ) ,  such as displays of temper, f rustration or anger. In 

her investigation of f light atten dants, Hochsc hild (1983 ) explored the concept 

of E motional Labour and the reqiuiremient of actiing out thesie service ro les as 

a re sult of the ex pect ations that ex ist c oncerning the appro priate em otional 

reac tions of individuals in these service encoun ters, which gave rise to 

surf ac e  acting and deep acting. Such demands can create stre ss and 

em ployee detachment (Hoc hschild, 1983 ) fo r those em ployed in these ro les. 

Ind ustry studies have show n tha t  the high c ustomer contact personnel in 

res taurants suffer high degrees of j ob-related stres s  ( Nyq uist et al, 1985) 

altho ug h  muc h  c an depend on how such ro les relate to individual identity 

( Ashfort h & Humphrey, 1993 ) ,  and indeed c an enhanc e  w ell being. 

imp l ic ations of these views challenges the histo ric al perspective that emotion s 

T he 

a re legitimiate in the domesitic enviroinmient, but are seen as disruptive in the 

w ork place (M ann, 1997). Hayes and K leiner (2001 ) ,  debate the hum an cost of 
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Emotional  Labour and how workers cope with the costs of Emotional Labour 

i n  three ways: 

• The worker engages who lehearted ly with the job, this inabi l ity to define the 

job as acting can lead to emotional deadness (Hochsch i ld , 1 983), and 

burnout. 

• More experienced workers evolving a stance of healthy estrangement, 

these workers clearly separating self from role, d ifferentiating between 

deep and surface acti ng of their own , or when it is for company show. 

q uestion are workers who perform emotional labour more l i kely than other 

workers to report emotional exhaustion?. They cite two possi ble reasons for 

• The worker becomes detached from acting altogether, th is may resu lt 

when the com pany tries to speed up  productivity (eg, number of 

passengers per fl ight) , and the worker removes their Emotional Labour. 

This can resu lt in  the worker being seen as a poor performer. 

However, MacDonald and S i ri ann i ,  ( 1 996), conducted research on a wider 

base of occupations than those that have trad itional ly been the focus of 

Emotiona l  Labour research, and whi lst re-enforci ng the find i ngs of Hochsch i ld 

( 1 983); in  that women are sign ificantly more l ike ly to be employed in jobs 

requ i ring Emotional Labour than men , they found a negative answer to the 

these o utcomes that chal lenge some of the case stud ies on Emotional 

Labour, fi rstly that th is is a much broader range of jobs than have hitherto 

been i ncluded i n  Emotional Labour  research , and secondly, that other 

variables such as employee satisfaction have been introduced into the 

analys is .  

The defin it ion of ro les and the concomitant emotional requ i rements can drive 

a d iverse perspective in terms of the role of emotions in service settings; 

cons ider  the p rocess of enhancing the customer's status in the role of fl ight 

attendant compared to deflating the customer's status as a b i l l  co l lector 

( Hochschi ld , 1 983) .  Turnbul l  ( 1 999) reflects on the emotional impact of 

corporate change programmes on midd le managers .  I. 
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I nevitab ly, the increasing i nterest in  th is  area of employee wel l-being and the 

massive increase in the number of service based ro les in the economy, has 

led to an increase in research being conducted in  this fie ld, using a variety of 

I n  their study of labour force bureaux in  the US, Li ljander and Strandvik ( 1 996) 

explored the emotional impact on the customer of the service interaction and 

d rew the d ist inction  between service qua l ity as being a measure against a 

pre-determined standard and satisfaction  as being an effective d imension that 

cou ld not be accounted for. The study concluded that negative emotions i n  

the customer (user of  the bureaux) had a stronger impact on i ntention to re

vis it/re-purchase than d id the positive emotions .  

measurements of Emotional Labour and its relationship to some of the 

consequences described above. In a study conducted outside of the more 

obvious retai l  service Iro les, Smith & Gray, (2000) conducted research to
I -

i nvestigate how student nurses learnt to care, using Emotional Labour to 

u nderstand the conduct and process of nurse learn ing using a questionnaire 

methodo logy based on recogn ition ,  understand i ng and interpretation of 

Emotional  Labour. Grayson ( 1 998), used laboratory conditions to p lay tape

recorded incidents back to students (n=64) ,  gaug ing reaction to contrasting 

front-stage and back-stage employee conversations. Brotheridge and Lee 

( 1 998) developed an emotional labour scale tested on two g roups of 

respondents (n=296, n=238), based on a 1 5-item self-report questionna i re .  

The following section of the literature review goes on to look at  the readings 

into Emotional Intelligence which examine more deeply the notion of individual 

emotional competencies, and how they may act as antecedents to the 

expression of emotional display in particular workplace situations. 

2.5 Emotional Inte l l igence 

There is  a g rowing l iterature relating to emotional aspects of organisational life 

(e .g . F ineman, 2000, pp 1 01 ) , which characterises organisations as, 

"emotional  arenas to capture the intense activity of l ived in emotions i n  

o rgan isationa l  l ife" .  Much of the work on emotions i s  developed i n  the 
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leadersh ip  development context. One of the most prominent of these 

developments of this work of late has been the concept of Emotional 

I ntel l igence. It i s  worth reviewing how some of the lead ing researchers in th is 

area define Emotional  I nte l l igence .  

Bar-On :  (2000) 

Emotional I ntel l igence reflects one's ab i l ity to deal  with dai ly envi ronment 

cha l lenges and helps pred ict one's success in l ife , i ncl ud ing professional and 

personal  pursu its. 

Mayer: ( 1 990) 

A psychological capacity for making sense of and using emotional 

information .  As ind it

and experience. 

An earl ier scientific defin it ion of Emotional  I ntel l igence comes from Martinez: 

( 1 977) 

An a rray of non-cognitive sk i l ls ,  capabi l ities and competences that infl uence a 

person's abi l ity to cope with environmental  demands and pressures. 

Goleman ( 1 995), offers this defi n ition :  

Emotional I ntel l igence is the capacity for recogn ising our own fee l ings and 

those of others, for motivating ourselves and for managing emotions wel l  in 

ourselves and our relationsh ips .  

H iggs (2002) argues that some of the key pri ncip les of Emotional  I ntel l igence 

are not new, but rather part of the long l i ne of leadersh ip  development. I n  the 

tab le be low H iggs i l lustrates how the key elements of Emotional I ntel l igence 

relate to other leadership models and frameworks. 

viduals we wi l l  a l l  have d ifferent innate capacities for 

do ing th is and we can learn from l ife how to improve it through effort, practice 
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Table 2.4 Emotional I ntel l igence Leadersh ip Models and Frameworks 

(H iggs, 1 995) 

Elements of Leadership Models and Frameworks 
Emotional 
Intelligence 

(from Higgs & Bass (1985) Alimo-Metcalfe ( 1995) Goffee & Jones (2000) Kouznes & Posner Kotte (1990)e- Bennis (1 985) 
Dulewicz, 2000) Transitional / Leadership Constructs Four Factors ( 1998) What Leaders Do 

Transformational 

Self Awareness • Reveal differences • Develop Self -
Knowledge 

weaknesses • Develop Feedback 
Sources 

Emotional • Challenges processes • Balance cbange & 

Resilience • Tough empathy • Enable others 

• Self-Awareness • Selectively show 

transition 

• u,arn from 
adversity 

Motivation • Charismatic • Challenge Processes • Motivating and 
u,ader.,hip • Achieving, Determined • Tough empathy • Model the way inspiring • Role model 

• Setting directions 

Interpersonal • Individual • Challenge processes 
Sensitivity Consideration • Consideration for the • Tough empathy • Inspire shared vision 

• Charismatic individual • Selectively show • Enable other., 
LA,adership • Sensitive Change weaknesses • Model the way 

• Intellectual Management • Encourage the heart • Aligning people • Open style 
Stimulation 

Influence • Charismatic • Aligning people 
leadership • Reveal differences • Inspire shared vision • Motivating and • Open style 

• Individual inspiring• Networking • Tough empathy • Enable others 
consideration • Setting direction 

Intuitiveness • Inspire shared vision • Capacity to 

• Intellectual • Decisive, achieving • Intuition • Encourage the heart concentrate 

Stimulation • Curious about 
innovation 

Coascientiousness • Individual • Integrity and openness • Tough empathy • Model the way • Aligning people • Role model 
& Integrity consideration • Reveal differences • Enccurage the heart 

Emotional I ntel l igence and related concepts have been in evidence for most 

of the twentieth century, (Bar-On ,  Parker, 2000), and began as a study within 

academic psychology (Mayer, 200 1 ) ,  but in  recent years a real pace has 

gathered around th is subject, d ramatical ly escalated by the publ ication of 

Goleman ( 1 995) .  The appeal i n  this area seems to l ie i n  two possible areas . 

One is the i ncreasing sh ift from a technica l  based economy to a much more 

service orientated s ituation and the need for business i n  general to find the 

next great competitive advantage .  

The prol iferation of l iterature on Emotional I nte l l igence seems to be based on 

a number of factors , increased personal importance attributed to emotional 

management in modern society and the claims that Emotional I ntel l igence, 

has made claim to determin ing real-l ife outcomes that go beyond the genera l  

l evel of i ntel lectua l  abi l ity. (Matthews, Zeidner, and Roberts ,  2002). 
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Figure 2.5 Frequency Distribution of Emotional I ntell igence Publications 

1 990-2001 

(Matthews et al ,  2002) 
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2.5.1 The History of Emotional Intel l igence 

Emotional Intel l igence and related concepts have been in evidence for most 

of the twentieth centu ry, (Bar-On R, Parker DA, 2000) , and began as a study 

with in academic psychology (Mayer, 2001 ) .  
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Table 2 .5 History of Emotional I ntel l igence 

(Bar-On & Parker, 2000) 

Over and above the appeal to ind ividuals described above , there has been an 

explosion of books d escrib ing the benefits for the bus iness commun ity that is 

trying to gain the optimum performance from its employees in faster chang ing 

times . The increasing sh ift from a technical based economy to a much more 

service orientated situation and the need for business in  genera l  to fin d  that 

next g reat competitive advantage.  The increasing pace of change is  caus ing 

companies to re-th ink their approaches to thei r  own , often d im in ish ing 

workforces. Ryback ( 1 998, pp 2) , describes the "exhi larating acceleration  of 

change in ·  business, the revolution from objects to information ,  from industrial 

age to electron ic age, from the prevalence of machines to the priority of 

knowledge ." Cultures are changing and seeking to involve, empower and tap 

into the capabi l ity of the ent ire body of employees. 
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The subject area addresses two key notions that have practical appeal to 

many that might help us solve at least one aspect of human problems , 

namely, the conflict between what one feels and what one thinks, the second 

is that it offers the opportunity that, people without much academic ability 

might still be successful in life, (Mayer et al, 2001 ) .  In the same article, Mayer 

plots the emergence of the Emotional Intelligence concept over the course of 

the twentieth century; in the seventy years from 1900 intelligence and 

emotions were seen as separate narrow fields. In the next twenty years the 

field of cognition and affect emerged to examine how emotions interacted with 

thoughts. In the four-year period in the early 1990's Mayer and Salovey 

published a series of articles on Emotional Intelligence, whilst at the same 

time foundations of Emotional Intelligence were developed in the field of brain 

science. This was followed by the publication mentioned above of the popular 

book Emotional Intelligence by science journalist, Daniel Goleman, most 

discussed later in this section. 

The components of the various models do vary somewhat, in their description; 

Goleman's ( 1 995) model is illustrated below. 

Table 2.6 The Emotional Competency Framework 

(Goleman, 1995) 

recent refinements have looked at measurement of the concept, which will be 

The emotiona l  com petency framework 
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2.5.2 The Business Case 

An i ncreasing number of writers are seeking to make a business case for 

Emot io na l  I ntel l igence approaches, Chern iss and Alder (2000, pp 1 )  cite 

amongst others the case of the Tylenol Cris is in 1 982 ( in  which an unknown 

crimina l  po isoned pa in rel ief capsu les with Cyan ide ,  ki l l ing 7 people i n  

Chicago) ,  as d emonstrating how "hal lmarks of emotional i ntel l igence were i n  

abundant supply'' i n  hand l ing the s ituation .  Ste in  & Book (2000 , p p  30) relates 

the story of a ret iri ng  pol ice ch ief i n  a large American  city who had taken a 

fragmented and demora l ized force and succeeded i n  un it ing them i nto a very 

successful un it . Researchers expected h is success to be down to being bright 

and how he had managed h i s  budgets ; in fact h is success was attributed to 

"expl ic it ly con necting to h is  emotional  i nte l l igence , even though he might not 

have recogn ised the term ." 

This notion  of emotional ly i ntel l igent leadersh ip  is taken further in the book 

Prima l  Leaders hip ,  (Goleman ,  Boyatzis ,  McKee,  2002), i n  which the concept 

of emotional leadersh ip  is described as a prima l  sense. The emotional task of 

bei ng a leader  is  articu lated as being primal  i n  two senses. I t  being both the 

o rig ina l  and the most important act of leadersh ip .  

Despite th is h uge  i nterest i n  the concept of Emotional I ntel l igence ,  there 

remain doubts about the qual ity of science of emotional i nte l l igence 

(Matthews, et al, 2002) ,  a nd the chal lenge of d i stinguish ing Emotional 

I ntel l igence from i nte l l igence ,  personal ity, and emotion itself. Hed lund and 

Sternberg , (2000) ,  raise s imi lar concerns describ ing the two opposing views 

that have emerged out of the l iterature. One,  that Emotional I ntel l igence 

covers a lmost everything related to success that is  not measured by IQ ,  

whereas the opposing argument for a more restrictive view of  Emotional  

I ntel l igence as the abi l ity to perce ive and understand emotional information. 
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2.5.3 Emotional Inte l l igence in  Education 

D espite these doubts, Emoitioinal Intelligence has fo und a b ro ad audiience 

b oth in the coimmercial world, and in the arena of education and mediiciine. 

Elias, Hunte r and K ress (2001i , pp 136) , introduce the benef its of E motional 

Intelligence i n  education, deiscribing E l  as haviing, " an indelible place in 

edu cation" . In the education f ield this has tended to develop under the 

headi ng of emo tional literacy , ( Steiner, 1 997i, Golem an, 1995i, 1998) i, bu il ding 

u p  a case fo r  the development of emo tional management sk ills in children. 

2.5.4 Measuri ng Emotional Intel l igence 

T he debate tends to widen in the area of measuring Emiotional Intelligience, 

a nd that "m any of the conceptualisations of these non-tradition al intellig ences 

exceed the b oundarie s  of a re ason able definition of intelligen ce" (H edlund, 

S te rnberg, 2 000i, pp 146 ). Furt her q uestio ns are ask ed by Fineman (2000i, pp 

112 ) ,  say ing " emotional i nt elligence has b ecome what the populiz ers have 

w anted it to b ecom e  - a com modi f iable emotional f unnel, profi table to sel l, 

which promise s a fa st ro ut e  to org an iz ational success". 

In 1 990 the f irst scale de signed to measure Emoti onal Intelligence w as 

re ported in a scientif ic j ourn al, proposed by M ayer, Di P aolo and Salo vey ,  

since then there has been an increasing use of these measures ( a  selection 

of w hi ch are listed in T able 2.5 overleaf) oft en appearing as non-scien tif ic self

report scales appeari ng in new spapers, ( Mayer, Caruso, Sa lovey ,  2000). 

Notw ithstanding the more  po pu list m easures of Emotional Intelligence, w ell 

researched ability tests hav e emerged, using a numb er of scales of Em oti onal 

Intelligence, g ener ally disti ngui shed by the way Em otional Intelligence is 

def ined and t he measur ement appro ach t hey em ploy. Som e a uthors accept 

the pro blems w ith content v alidity ,  particularly in regard to i ncremental vali dity , 

(M iayer, et al, 2000) ,  w here self-re port scales of Emotional Intelligence hav e a 

degree of ov erlap w ith alrea dy exi sting pers onality scales. 
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___ _ _ _ _ _ _ _ _ _____ 

A fu l ler review of the key Emotional  I ntel l igence and personal ity tests appears 

below. 

Table 2 .7  Review of Emotional I ntel l igence and Personal ity Tests 

(Bar-On & Parker, 2000) 

self-Report ___.l I 
.__ _ _ 

Abi l ity 

Multifactor 

I 
Emotional 
Intelligence Scale BarOn EQ-i EQ-Map 
(MEIS) (Mayer, (Bar-On ,  1 997) ( Cooper, 1 996/1 997) 
Salovey, & Caruso,  
1 997/1 999) 

Emotional Current 
Perception lntrapersonal Environment 

Identifying emotions Emotional self- Life pressures, l i fe 
in faces, emotions in  awareness, assertive- satisfactions 
designs ,  emotions i n  ness, self-regard ,  self-
music, emotions in actual ization, Emotional Literacy 
stories independence 

Emotional self-
Interpersonal awareness, emotional 

expression, emotiona l 
Emotional 
Facilitation 

Empathy, interper- awareness of others 
Translating feel ings sonal relationshi p ,  
(Synesthesia), Using social responsib i l ity EQ Competencies 
emotions to make 
judgments (Feel ing Stress Management Intentional ity, creativity, 
Biases) resi l ience, i nterpersonal 

Problem solving, real ity connections, 
Emotional 

Adaptability 

testing, flexibi l ity constructive discontent 
Understanding 

EQ Values & Attitudes 
Defin ing emotions, 
complex emotiona l  Stress tolerance, Outlook, compassion, 
b lends, emotiona l  impulse control intuition, trust rad ius, 
transitions, emotional personal power, 
perspectives (General Mood) integrated self 

Management 
Emotional Happiness, optim ism EQ Outcomes 

General health , qua lity 
Managing own of l ife, relationship 
emotions,  managing quotient, optimal 
other's emotions performance 

Informant ] 
Emotional 
Competence 
Inventory (EC I )  
(Boyatzis, Goleman, 
& Hay/McBer, 1 999) 

Self-Awareness 

Emotional self-
awareness, accurate 
self-assessment, 
self-confidence 

Social Awareness 

Empathy, 
organizational 
awareness, service 
orientation 

Self-Management 

Self-contro l ,  
trustworthiness, 
conscientiousness, 
adaptabi l ity, 
achievement 
orientation ,  in itiative 

Social Skills 

Developing others , 
leadership ,  influence, 
communication , 
change catalyst, 
confl ict management, 
bui ld ing bonds , 
teamwork 

Many of the above have emerged from some of the p ioneers of Emotional 

I nte l l igence,  for example, Reuven Bar-On has been develop ing h is approach 

s ince the early 1 990's and it is now translated i nto twenty-two d ifferent 
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on ,  2000) .  

languages and has been subject to many tests of val id ity and rel iab i l ity. (Bart

Emotional I ntel l igence approaches have now found their way into many 

o rgan isations,  some of which were mentioned earl ier. In terms of this 

research , there has been l ittle or  no empirical evidence of its use in the 

hospita l ity sector, however, a number of retai l  compan ies in  the UK have 

started to look at the concept. I n  h is study of Tesco managers ,  S laski (200 1 ) ,  

reported improvements in  levels of morale and qua l ity of work l ife and 

marg i nal ly lower stress levels ,  s ix months after the completion of an 

Emotiona l  I nte l l igence programme; this was in  a cl imate of s ign ificant change 

where the control g roup had actual ly declined in  these areas of measurement. 

In an in itiative designed to improve the service qua l ity levels in its cal l  centres, 

BT used the Emotional I ntel l igence approach to appraise, tra in and re-deploy 

its customer service operators. The reported results suggest an increase in 

major account satisfaction on service qual i ty of 36%. (Brown R, 2001 ) 

2.6 Chapter Summary 

This chapter has focussed on the three main areas under review in th is study, 

the concept of Emotional Labour, the l iteratu re around Emotional I ntel l igence 

and i ns ig hts i nto the writing around service qual ity particularly i n  how it relates 

to the natu re of service de l ivery. 

In an increasing ly service orientated world , the demands on the service 

providers a re getting i ncreasingly more chal leng ing .  The chang ing l ifestyles of 

the population i n  general  are fuel l ing a fast growing market leisure and eating

out market, a rea l  attraction for exist ing and 

However, th is  is lead i ng to much g reater cho ice 

new operators in the field . 

market andi n  the in 

consequence an ever more soph isticated customer. Operators have taken 

various routes to capita l is ing on the change in l ifestyle and the concomitant 

response in product and brand development, i ndeed one of the most striking 

features of the development in the UK market over the past twenty years has 
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been the entry of large-scale branded chains into the market, a trend more 

akin to the US market than that in  our near neighbours in  Europe. The 

chal lenge operators constantly face is how to make the i r  particular offering 

d ist inctive , i n  a market that is very transparent i n  its nature. The review has 

examined some ins ights i nto the role of mechanistics versus personal ity in the 

product del ivery models employed in the sector. Furthermore the review has 

sought to examine some of the approaches adopted in the internal 

development of cu ltu re and the critical role of gender in the workforce in this 

sector. 

The second area of review has examined the role of Emotional Labour in the 

service sector and the impl ications of high exposure service roles on the 

i nd ividuals in these roles, includ ing the d iffering opin ions expressed in the 

l iterature on the possible impacts on the i nd ividual in attempting to put on a 

good show. 

The fina l  area of the review introduced the concept of Emotional I ntel l igence 

and the measurements that have been developed i n  the field . There are 

clearly d ivisions i n  the l iterature on the val id ity of the concept itself and the 

measures that accompany it, but equally there are some i nteresting learn ings 

from the app l ication of the concept in  various fields such as education .  

I nterest ing ly whi lst there has been a rapid increase in  the number of writings 

in this area over the past few years, there is l ittle or no work in  the field of 

service de l ivery, one that seems ripe for research g iven the emotional context 

i n  wh ich this sector conducts its day-to-day transact ions.  

This study wi l l  bu i ld on these three areas through a mixed methodology 

approach to understand and integrate the concepts described in this chapter. 

The first area of study wi l l  be to measure the performance of the outlet 

manager i n  a number of key areas, examining the emotional d imension of 

their i nputs. This section uses the concepts of Emotional I ntel l igence as a key 

variable in the exam ination of three items of performance, team satisfaction , 
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customer satisfaction and financial profit growth. The instrument that has 

been chosen to measure Emotional Intelligence is the Bar-On Eqi. 

The second area of study builds on the model for management, but will 

become much more specific in investigating the impact of service at the sharp 

end with front-line service workers. Building on the work of Hochschild, 

(1983), and Grandey, (2003), the relationship between Emotional Labour and 

service quality as evidenced through the dimension of affective delivery. The 

study will then go on to examine the relationships between Emotional Labour 

and Emotional Intelligence and builds on research carried out by Brotheridge, 

(1998), using MSCEIT, (Mayer, Salovey, & Caruso, 2000; 141 items). 

examined to establish the 

predictive potential in the Bar-On Eqi and service quality delivery. 

The final section examines the relationship of the wider service experience 

from an emotional perspective, what Dube and Menon (2000) call 

consumption emotions in the context of extended service transactions. 

The third stage examines the relationship between Emotional Intelligence and 

service quality and affective delivery will be 
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CHAPTER THREE 

PERSPECTIVES ON EMOTIONS IN  

SERVICE ORGANISATIONS AND 

HYPOTHESIS DEVELOPMENT 

3.1  Introduction 

The del ivery of superior customer service is the output of a number of critical 

i nteractions at a l l  levels of the organisation .  Levitt ( 1 972) argues that there are 

no such th ings as service industries; there are on ly industries whose service 

components are greater or less than those of other industries . The industry 

under examination in this study is the pub restaurant sector, where the service 

component is very h ig h  and the contributing factors to the del ivery of service 

are varied . 

Zhang Dos Santos ,  (2000) , summarises the work of Lehtinen and Lehtinen 

( 1 99 1 ) and Gronroos ( 1 982 , 1 984), i l l ustrating the major d imensions of service 

qual ity in the tab le below: 

Two-dimension Quality Approach (Lehtinen and Lehtinen ,  1 99 1 ) 

Process qual ity Customer's judgement duri ng the service production 

process. 

Output qual ity Customer's judgement of the result of a service production 

process. 

Three-dimension Quality Approach A (Lehtinen and Lehti nen , 1 991 ) 

Physica l  qual ity The physica l  elements of service, including physical 

product and physical support. · (from the environment) 

I nteractive The interaction between the customer and i nteractive 

qual ity e lements , incl ud ing i nteractive persons and interaction 

equipment. ( interaction between personnel and customers) 

Corporate The d imension of qual ity developing during the h istory of 

qual ity service o rganisation .  (company image) 
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Three-dimension Quality Approach B {Gronroos , 1 982 1 984) 

Funct ional The service process , how the service is provided .  
qua l ity 
Techn ica l The outcome of the service encounter, what is received by 
qua l ity the customer. 

Corporate The resu lt of how consumers perceive the fi rm. 
image 

Th is  study wi l l  examine the antecedents to those d imensions outl ined above 
that particu larly re late to the nature of human i nteraction in  the service 
encounter, critical ly taking a view through the emotional lens. This study is not 
about job sat isfactio n  or the effects of job stress, but rather the feel ings people 
d isp lay in the service encounter, and what i t may be in  the emotional make-up 
of those de l ivering that service that might pre-d ispose them to de l iveri ng 
superior service experiences in the i r  personal i nteractions with the customer. 
However, the study wi l l  not consider the emotional d imension purely from the 
human service perspective, it wi l l  a lso consider those points in the table above 
around the phys ical qua l ity, functional qua l ity as wel l  as the human 
i nteractions and i nvestigate the emotional impact of these factors on the 
customer. 

The table above i l l ustrates the complexity of the overa l l  service experience, 
but even in  the context of th is study, focuss ing around the human i nteraction 
of service de l ivery, complex organisation  rules a re establ ished ; d isp lay ru les 
as Hochschi ld  ( 1 983), cal ls  them.  These d i splay rules are an important part of 
the repertoire of service de l ivery, helping the service organisation 
choreograph the show enabling employees to perform for the customer 
aud ience, (Grandey, 2003). These d isplay rules can act as key marketing 
tools for the service o rganisation ,  often encouraging the target customers to 
enforce them by making publ ic cla ims,  for example Rafael i  & Sutton ,  ( 1 989), 
i l l ustrate the pledge g iven by the Food and Liquor Store in Hayward , Cal iforn ia 
posting the fol lowing s ign above the cash reg ister that i nforms customers :  
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We Guarantee To Give You: 

• A Friendly Greeting 

• A Cheerful Smile 

• A Register Receipt 

T he p revious Chapter ga ve an overv iew of the servi ce literature, illustr ating 

that there is no one-w ay of viewin g serv ice, much depends on the perspec ti ve 

o f  the writer demonstrating that notions of serv ice q ua lity are inf luen ced by 

p erceptions of ex pec tations by customers, econ omics, efficiency and not least 

the ro le of the i ndividua l actors i n  the serv ice transaction. Rosenthal, Peccei 

& H i ll (2001 ) ga ve an info rmative overv iew of the range of ac ademic ana lysis 

fociussed around images of the customer. 

F igure 3.1 Images of the C ustomer in Ac ademic A nalysis of Organ isation 

(R osenthal, Pecc ei & Hill, 2001 ) 

POSTMODERN/ENTERPRISE CONTROL PERSPECTIVE 
ANALYSIS Spy 

Sovereign customer Accomplice of management 
Discursively produced Obscurer of management power 

'Customers are us' Fuller and Smith, 1991 
du Gay, 1 996 Wilkinson et al. , 1998 

Keat and Abercrombie, 1 991  
Knights and Morgan, 1 993 

PATRIARCHY 
Consumer of sexuality 

EMOTIONAL LABOUR Punter/Buyer of sexuality 
Emotional vampire Filby, 1 992 

Thief of identity Hochschild, 1983 
Conduit for self-expression Hall, 1 993 

Hochschild, 1 983 Taylor and Tyler, 2000 
Ashforth and Humphrey, 1 993 Images of 

'the custome� 

TOM/EXCELLENCE 
SERVICES MANAGEMENT Sovereign customer 

LITERATURE Focus on all activities 
Partial employee Obsession 

Co-producer Final arbiter of quality 
Resource, worker, buyer, beneficiary, product Deming, 1 986 

Enemy, source of uncertainty Peters and Waterman, 1982 
Free actor, object of control 
Audience for performance 

Gershuny and Rosengren, 1 973 
Bowen and Schneider, 1 988 

Lengnlck-Hall, 1 996 

This study w ill tak e  a perspective fro m the emotional standpoint. Th e study 

will map a c ou rse thro ugh the w ider servic e enviro nment, initially fo cussi n g on 
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3.2.1 Emotional I ntell igence and Team Satisfaction 

The nature of the industry under examination in this study would suggest that 

the role of management in the service environment, examining how 
management's emotional competence is reflected in key measures of outlet 
performance. The study wil l  then move on to examine the role of Emotional 
Labour in the service transaction then building an additional dimension 
introducing the potential link with emotional competency as expressed through 
the Emotional Intelligence literature. The final stage takes the emotional 
perspective of the customer and how they see all attributes of the service 

3.2 Emotional Inte l l igence and Management Performance 

The literature has sought to demonstrate that a link exists between the 
emotional competency of an individual and the performance in a given work 
role of that person. (Cherniss, C & Goleman, D, 2001, Caruso, D, R & Wolfe, 
C, J ,  2001, Orme, G ,  2001, Stein, S & Book, H, 2000); albeit the claims made 
in these texts for the predictive powers of Emotional Intelligence instruments 
are challenged in some quarters, (Matthews et al, 2002). The natures of these 
relationships are many and varied, some claiming to identify the star 
performers in the organisation, (Stein & Book, 2000). 

This section of the study examines the relationships with key management 
outputs in the sample group of outlets in the hospitality sector. 

Bar-on (1997), maintains that Emotional Intelligence can predict occupational 
success in that it helps workers cope with environmental demands and 
pressures. This section of the study will explore in some detail those 
relationships in terms of the relationship of General Manager and their 
performance in the areas of team satisfaction, customer satisfaction and 
growth in profit in their individual outlets. 

the high levels of human contact, with large teams of people in disparate 

experience in that regard. 
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locations, working for often short shifts, would expose the impact that internal 
relationships might have on the well-being and satisfaction of that team. The 
importance of great managers , (Buckingham & Coffman, 1999), creating the 
right conditions for employees is critical in this kind of environment. Fischer, 
(2000), suggested that satisfied employees are more likely to have positive 
moods and emotions while at work. 

The literature on Emotional Intelligence widely suggests the potential of 
improved leadership and teamwork skills, (Cherniss & Goleman, 2001, Orme, 
2001, Stein & Book, 2000, Weisinger 1998, Ryback, 1998, Bar-On, 2000). 
Thus, I predict the following: 

Hypothesis 1 .  Managerial Emotional Intelligence is positively related to 

employee satisfaction 

I ��mponents I 
H 1  

►
I 

Employee
Satisfaction 

3.2.2 Emotional Intel l igence and Service Quality 

Whilst it is difficult to find any specific literature looking at the role of Emotional 
Intelligence in service focused environments, there is some evidence of 
researchers and organisations starting to look for a relationship in this area. 
Clearly, the potential for predicting an array of service outcomes based on a 
set of emotional competencies has appeal to service orientated organisations. 
Brown,  (2001 ) ,  reports increases of 36% in customer satisfaction when BT 
placed Emotional Intel l igence and competencies, at the heart of its strategy, in 
its customer service delivery operations at its call centres. Such research is 
often based on the summary feedback, a part of customer satisfaction surveys 
which form a regular part of service measurement in such organisations and 
can represent limitations in terms of analytical quality. However, if the 
outcomes of the BT study are the result of adopting an approach to customer 
satisfaction based on Emotional Intelligence, I predict: 
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1t Proffl 
Performance 

_____ _t______ 

Hypothesis 2. Managerial Emotional Intelligence is positively related to 

customer satisfaction 

Ei H2 Customer 
Components 

.. Satisfaction ·I 
.____-

3.2.3 Emotional Inte l l igence and Financial Profit Performance 

The manager of the restaurant outlet needs to direct the performance of the 
team in delivering a good experience for the customers. This performance is 
composed of the efficient operation of the key steps of production, and the 
process of service delivery, (Zeithaml et al, 1990). The complex interactions 
that take place throughout this performance have a direct impact on the 
customer experience. Zeithaml et al, explain service quality as basically 
intangible, based on the fact they are performances rather than objects, 
heterogeneous varying from producer to producer, customer to customer, and 
day to day, and inseparable, in the respect that quality occurs within the 
service delivery, usually in the interaction between the provider and the 
customer. 

Given the nature of this complex structure, the manager needs to place heavy 
emphasis on the service quality delivery to give him loyalty and return visits by 
the customer. Heskett et al, ( 1997) describe this as The Service Profit 
Management Chain. 

Under the stewardship of an effective manager, able to use his/her emotional 
skills, the equation described above ought to result in more financially 
successful businesses, I therefore predict: 

Hypothesis 3. Managerial Emotional Intelligence is positively related to profit 

performance 

I �mponents 
H3 _ ► 
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3.3 Emotional Labour, Emotional I ntel l igence and Front-l ine Employees 

Research has shown that positive affective displays in service situations and 
interactions, things such as smiling and taking a friendly approach with 
customers, are positively associated with important service outcomes, 
(Grandey, 2003), and intention to recommend an outlet to others, (Zeithaml et 

a/, 1996). 

The literature review on pages 33-40 reviews the relationship of Emotional 
Labour and service. 

Hochschild, (1983), described the effect of Emotional Labour, particularly on 
service based employees as coming under two broad headings, those that 
were making efforts to appear authentic (deep acting), and those intentionally 
faking (surface acting). Grandey, (2003), introduces the concept of a 
dramaturgical perspective on service encounters which seeks to measure the 
efforts of service employees as wel l  as their performances. The dramaturgical 
perspective positions service encounters as performances directed by the 
organisation, using l ighting , furnishing and music to set up the environment 
and the servers performing for the customer audience often using scripts to 
deliver the performance. 

3.3.1 Emotional I ntel l igence and Surface Acting 

Surface acting is a term coined by Hochschi ld, (1983), to describe the 
simulation of emotions to conform to a set of organisational display rules. 
Mann, (1997), describes surface acting as conforming to display ru les by 
simulating emotions that are not felt. This leads to a sense of emotional 
d issonance (Brotheridge & Lee), which might be expected to have a negative 
relationship with Emotional Intel l igence. 

In the context of best-fit for the job role, there is potential to investigate any 
relationship between Emotional Intel l igence and Emotional Labour, in this 
case surface acting as a specific dimension of Emotional Labour. In the 
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restau rant sector featured i n  this study, front-l i ne  servers are requ ired to 
create an emotional  connection with the customer; i ndeed th is is part of the 

prod uct. Ste in & Book, (2000) ,  report the resu lts of research work carried out 
by Multi-Health Systems i n  North America ind icating a best-fit of emotional 
competencies and service job roles. Given the role of Emotional Labour 
surface acting in the l iterature on service-based roles, I wou ld pred ict: 

Hypothesis 4. Interpersonal and lntrapersonal Emotional Intelligence skills are 
negatively related to surface acting 

H4 
t-------------,►�1 Ei 

�omponents 

3 .3.2 Emotional I ntel l igence and Deep Acting 

Deep acting , or faking in good faith , (Rafael i & Sutton , 1 987), reflects the 
intention of the service provider to seem authentic to the audience, for 
example a service employee might attempt to put themselves in the place of 
the customer in a compla in ing s ituation, to try and feel the problem the 
customer is experiencing . 

Grandey, (2003) ,  reported that deep acting is positively re lated to the rating of 
affective del ivery to customers. Clearly there are opportunities for service 
emp loyers to consider recru itment techniques and tra in ing interventions that 
m ight encou rage the identification of deep acting as a means of de l ivering a 

acting  through thei r  own emotional  make-up, and hence estab l ishes a 
relationsh ip between Emotional I ntel l igence and deep acting .  

Again the work of Ste in & Book, (2000), report the resu lts of research work 
carried out by Multi-Health Systems i n  North America ind icati ng a best-fit of 

emotional competencies and service job ro les. G iven the role of Emotional 
Labou r  deep acting i n  the l iteratu re on service-based roles , i would pred ict: 

more genu ine type of service. I n  terms of job-role fit , again it is worthy of some 
investigation in o rder  to understand if ind ividuals are pred isposed to deep 

I 
Surface 

..__r _ Ar_rctr_ri n r_g_r_r__, 
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Hypothesis 5. Interpersonal and lntrapersonal Emotional Intelligence skills are 

positively related to deep acting 

H5
Deep ►r Ei 
Acting Components I 

3.3.3 Positive Affective Display and Surface Acting 

Grandey, (2003) ,  examined the area of Emotional Labour and surface, (and 
deep acting) i n  her  study of 1 31 univers ity admin istrative assistants , a role 
classed as a h igh  emotional labour job ,  (Hochsch i ld ,  1 983). Working with 
Brotheridge & Lee, ( 1 998), G randey used an Emotiona l  Labour sca le to 
measure the existence of deep and surface acting in the study group .  In this 
study, Grandey reported a lower rating of affective del ivery where surface 
acting was present, suggesting that the customer cou ld spot the service 
employee act ing i n  bad faith (Rafael i  & Sutton ,  1 987). Ashforth & Tomiuk, 
(2000) ,  summa rise their research in  this particular  fie ld i n  a s im i la r  vein ,  where 
deep inauthenticity fostering surface i nauthenticity a nd the reverse in the case 
of deep acting and a uthentic d isp lay. 

In earl ier work on Emotional Labour and Burnout, (2002), Grandey & 

he cal ls  emotional engineering quoting an employee under pressure to 
mainta in a happy d isplay: 

Brotheridge reported in their find ings that those invo lved i n  surface acting 
Emotional Labour  pred icted detachment and depersonal isation beyond the 
work demands ,  further  supported by Kruml & Geddes, (2000) and Ashforth & 
Tomiuk, (2000) F ineman ,  (2000, pp 1 9) ,  provides a g raphic i l lustration of what 

"Some days I just can't do it. There's only so much you can smile and put on a 
phoney smile. Sometimes I'm actually too tired or bored or pissed off at the 

world to pretend I am happy, but my jobs require that I pretend that I am 
happy all the time" 
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This group also broke character, more often than deep actors, revealing 
negative affective states to the public, related to the effects of emotional 
exhaustion. 

If this implication is carried forward into the group in this study, there are 
serious consequences for employers if surface acting is prevalent in their 
population and would surely have implications on service quality, hence I 
predict: 

Hypothesis 6. Surface acting is negatively related to ratings of affective 
delivery 

Surface 
Acting

.________, 

1-------H_6 _____1111D,1► 1 Affective 
Delivery 

3.3.4 Positive Affective Display and Deep Acting 

Hochschild highlighted the need for employers to seek workers who would be 
sincere and had a depth that went beyond a smile that was just painted on. 
These findings were most recently underlined by Grandey (2003) 
demonstrating the positive affect that is created in customers where deep 
acting is present in the server. 

There was also evidence of intrinsic employee benefits in deep acting through 
reduced emotional dissonance and positive feedback from customers, 
seeming to restore the employees emotional resources, in a way that surface 
acting does not. Kruml & Geddes, (2000) and Ashforth & Tomiuk, (2000), 
report similar results with deep acting resulting in less emotional exhaustion. 
This confirms the earlier work by Grandey & Brotheridge (2002), discussed 
above. I n  terms of deep acting Emotional Labour, they reported a heightened 
sense of personal accomplishment. 
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The imp l ications of this find ing i s  of i nterest to employers with a high level of 

human service i n  the product offer, and presents opportunities for  positive 

tra i n i ng i nterventions .  

Th is i s  a key area of opportunity i n  th is  study, with the potentia l of improving 

positive affective de l ivery thus enhancing customer perceptions of service 

qua l ity del ivery through the development of deep acting among its employees. 

I pred ict: 

Hypothesis 7. Deep acting is positively related to ratings of affective delivery 

I Deep 

�-A_ct_hi ng 
i--_____ H_7 ______,►ptl Affective 

Del ivery 

I 

I -

I ______. _ 

3.4 Emotional I ntel l igence and Service Qual ity Del ivery 

There is  l ittle research i n  the l iterature relating Emotional I nte l l igence and the 

de l ivery of service qua l ity and positive affective d isplay. A good fit of 

employee to role would have the potential to de l iver the outputs of the service 

o rgan isation i n  a more predictable way. If the role of the server is heavi ly 

dependent on creat ing positive affect and ignit ing emotions with the customer 

in a positive way, the idea that a certain set of emotional  competencies may 

p lay a role in defin ing a better person-job fit wou ld hold some merit. 

Furthermore if such a relationship were positively establ ished , it wou ld provide 

a p latform for future development of train ing interventions.  

3.4.1 Emotional I ntel l igence and Positive Affective Display 

There is  evidence in  the l iterature of a relationsh ip  between Emotional Labour, 

particularly deep acting and positive affect del ivery, (Grandey, 2003) .  There is 

less research  in the area that might establ ish a sim i lar relationsh ip between 

Emotional I ntel l igence and the del ivery of positive affect. Cherniss & 

Goleman ,  (200 1 ) ,  describe how particu lar emotional competencies can aid 

workers in two associated fields ,  salespersons and human service workers, 
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salespersons needing to posses the social awareness of empathy and service 
orientation and human service workers ought to possess the competency of 
influencing and developing others, seen as critical to success in those 
positions. 

Some of the scales used in the measurement of Emotional Intel ligence would 
suggest there is potential to explore the relationship between these item 
scales and the delivery of positive effect in service encounters. Indeed 
Goleman, (2001 ), describes service orientation as a social competency in the 
emotional competency framework, illustrated below: 

Table 3.1 The Emotional Competency Framework 
(Goleman, 2001) 

The emotional competency framework 

Stein & Book, (2000), report the results of research completed by Multi-Health 
Systems of North America who used Eqi test resu lts of 4888 participants, this 
took the Emotional Intel ligence competency scores, (using the Bar-On Eqi 
tool ,  Bar-On, 1997) of these individuals along with a self-rater mechanism on 
how well individuals thought they performed their particular jobs, to come up 
with a recipe for success in a range of occupations, three of the more service
orientated roles are detailed below. The authors do urge caution on reading 
these resul ts, accepting the nature of the self-rating success measure. 
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1---------H_S _____.......i Affective 
Delivery I 

►

General Sales (n=524) Retai l  Sales Clerks (n=1 09) Customer Service 
Representatives (n=72} 

1. Self-Actualisation 1. Self-Actualisation 1. Stress Tolerance 
2. Assertiveness 2. Assertiveness 2. Assertiveness 
3 .  Happiness 3. Happiness 3. Happiness 
4. Optimism 4. Emotional Self- 4. Interpersonal Skil ls 

Awareness 
5. Self-Regard 5. Interpersonal 5. Self-Actualisation 

Relationships 

These findings would suggest a relationship between Emotional Intelligence 
and the effective performance of service roles, and particularly positive affect. 
Hence I predict: 

Hypothesis 8. Particular emotional competencies are positively related to 

delivery of positive emotional response in customers. 

Ei 
Components

.._________. 

3.5 The Emotional Response of the Customer to the Service Transaction 

Much of the literature dealing with the measurement of service quality tends to 
focus on the performance of the service provider and the gap between service 
delivery and expectation, probably the most widely recognised and used being 
SERVQUAL (Zeithaml et al, 1990). The theory of consumption emotions 
explores service delivery at the fundamental emotional level, seeking to gain 
understanding of the emotional responses (eg delight, anger, pleasure, etc). 
Whils! there is a rich tradition of research examining emotional responses to 
advertising there is very little that has explored customer's emotional 
response to services (Price, Arnould & Deibler, 1994). 

This study will examine the customer response to a range of service 
interactions that are both interactive (i.e. with server) and passive. Working 
from a base that the customer experience is a combination of process quality 
and output quality (Lehtinen & Lehtinen, 1991 ), physical quality, interactive 

64 



quality and corporate quality (Lehtinen & Lehtinen, 1991 ), functional quality, 
technical quality and corporate image (Gronroos 1982, 1984), it is expected 
that the customer will have an emotional response to this range of constructs. 
Thus I predict: 

Hypothesis 9. There will be a positive relationship between the emotional 

expression of the customer and a range of service cues. 

______ H_9_______ ► Service 
CuesI 

Affective 
Delivery 

3.5.1 Emotional Inte l l igence in Servers and Customer Responses 

process, and creating a sense of loyalty and positive attitude in the workforce 
that is then mirrored to the customer (Peters & Waterman ,  1982, Zeithaml et 

al 1990, Hesket et al, 1997, Rosenthal et al, 2001 ). Employers in this sector 
are very aware of the need to generate this link in overal l  loyalty and make 
bold statements about the value of their employees in the success of the 
organisation, however, the reality of the labour market in this sector paints a 
very different picture as discussed earlier in detail in this study, perhaps 
Drucker (1992 , pp 100) gave the best summary of the apparent contradictions 
in this field: All organisations now say routinely, "People are our greatest 

asset. Yet few practise what they preach, Jet alone truly believe it. Most still 

The literature is rich in works examining the role of motivation in the labour 

believe, though perhaps not consciously, what nineteenth century employers 

believed: people need us more than we need them. But, in fact, organisations 

have to market membership as much as they market products and services -
perhaps more. They have to attract people, hold people, recognise and 

reward people, and serve and satisfy people". 

This is particularly the case in a sector that has so much of its product delivery 
invested in its people, Pine and Gilmore (1999, pp 140-141) , using theatrical 
metaphors to bring to l ife the notion of the customer experience and profess 
that "success relies on picking the right people to play the parts" with "people 
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____ 

taking on  roles, but acting out characters" , a demand ing a im in th is particu lar 

labour  market . Withi n  such a chal lenging labour market, there is clearly a 

great dea l  that employers cou ld do i n  provid ing adequate rewards and 

cond itions for its employees ,  but i n  the context of this study there is potentia l ly 

also someth i ng deeper i n  the emotional wel l-being and ab i l it ies of employees 

that employers can and must tap in to , to help create the seNice expectations 

of the i ncreasingly sophist icated customer. 

Cherniss and Goleman (200 1 ) ,  develop the thinking on an emotiona l  theme in  

organisations employing human seNice workers suggesting that strong Social 

Awareness is  requ i red , where Empathy is g iven and seNice orientation takes 

precedence over organisational awareness. 

In br ing ing together the i ncreasing demand of customers for experiences i n  

seNice setti ngs and  the potent ia l for  front- l ine seNice employees to d isplay 

the ir  own particu lar emotion competence i n  creating that experience, I pred ict: 

Hypothesis 10. The emotional competencies of the server will be positively 

related to the positive emotional expression of customers in regard to a range 

of service cues. 

-----H_1_0Ei  
Com ponents 

1-- _.,.► Service 
Cues-I.________. 

66 



...._______. 

3.6 Hypothesis Summary 

3.6.1 Hypothesis Summary for Restaurant Managers 

Hypothesis Description 

1 .  Managerial Emotional Intelligence is positively related to 

employee satisfaction 

2. Managerial Emotional Intelligence is positively related to 

customer satisfaction 

3. Managerial Emotional Intelligence is positively related to profit 

performance 

' IFigure 3 .2 A Research Model for Restaurant Managers 

Ei 
Components 

TEAM 

SATISFACTION 

CUSTOMER 

SATISFACTION 

PROFIT 

PERFORMANCE 

H2 l'------ -
H3 

The model above brings together the hypotheses that have been constructed 

throughout this section in a diagrammatic form. This il l ustration covers the 

hypotheses that particularly focus around the role of management in the 

service environment. ' i 
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Central to th i s  set of hypotheses is  the notion of Emotional I ntel l igence, as 

measured by the Bar-On Eqi (Emotional Quotient I nventory) . The relationsh ip 

of gender and age are explored with regard to Eqi  ratings .  

Th is i s  then fol lowed by a series of  hypotheses that examine the relationsh ip 

of Eqi to a range of key performance outputs . Th is range of performance 

outputs are specific to the outlet under the manager's control and hence are 

relevant i n  re lationsh ip to the Eqi rating of ind ividual outlet managers .  

3.6.2 Hypothesis Summary for Front-line Service Workers and 

Customers 

' Hypothesis Description 

4. Interpersonal and lntrapersonal Emotional Intelligence skils are 

negatively related to surface acting 

5. Interpersonal and lntrapersonal Emotional Intelligence skills are 

positively related to deep acting 

6. Surface acting is negatively related to ratings of affective delivery 

7. Deep acting is positively related to ratings of affective delivery 

8. Particular emotional competencies are positively related to 

delivery of positive emotional response in customers. 

9. There will be a positive relationship between the emotional 

expression of the customer and a range of service cues. 

1 0. The emotional competencies of the server will be positively 

related to the positive emotional expression of customers in 

regard to a range of service cues. 
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Figure 3.3 A Research Model for Front-Line 

AFFECTIVE 
DELIVERY 

H9 

...__ H9 

Service Workers and Customers 

H6 

PHYSICAL 
SERVICE 

DI MENSIONS 

INTERACTIVE 
SERVICE 

DI MENSIONS H8 
Components 

Ei 

SELECTION 
SERVICE 

D IMENSIONS 

VALUE 
SERVICE 

�------H7__ _______. DIMENSIONS 
I

I

: 
I 

: 
I 

: H 10  : 
- - - - - - ---------------------------------------- ---------------------J  

The model above brings together in d iagrammatic form the range of 

hypotheses constructed throughout th is section ,  particularly focused on front

l ine servers and customers .  

There are two central constructs in this model ,  the role of Emotional Labour i n  

the service environment, measured here by  the Brotheridge & Lee Emotional 

Labour Scale (2002). The second is the influence of Emotional I ntel l igence on 

the service encounter, i n  th is research measured by the Bar-On Eqi .  These 

two constructs are explored in relationship to each other. 

The roles of gender and age are explored through the model , examining their 

relationship to Emotional Labour and the del ivery of service. 

The concept of Emotional Labour is explored to understand to what extent it 

relates to service del ivery. This is then extended to explore the relationsh i p  of 

Emotional I ntel l igence (as measured by the Bar-On Eqi) is related to customer 

experience. 

SURFACE 
ACTING 

DEEP 
ACTING 
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Finally the emotional expression of the customers themselves is explored in 

relation to a range of service stimuli. 

The two models above will be used as a road•map through the subsequent 

stages of this study, and will be presented in the Chapter covering the 

conclusions to research, demonstrating how they support and inform future 

thinking in this area. 
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CHAPTER FOUR 

METHODOLOGY 

4.1 I ntroduction 

This research i nvestigated the role of emotions i n  three key groups i n  the 

service encounter, that is, the outlet manager, the server team and the 

customer. I n  order to achieve the research objectives, two phases of emp i rica l  

work were u ndertaken using a mixed methodo logy approach . 

Phase 1 of the study used qua l itative approach, us ing an i nterview process to 

ach ieve the objectives set out i n  Chapter 1 ,  a imed at provid ing a basic 

understand ing of the role of emotions in the daily l ives of front- l ine servers. 

This qual itative work was supported by a short quantitative survey examin ing 

employee satisfaction ,  i n  this smal l  samp le of participants .  

Phase 2 of the study represented the major q uantitative stage of this 

research . 

4.2 Mixed Methodology Approach 

Both quantitative and qua l itative methods were used in the research, as they 

were seen as appropriate in ach ieving the stated objectives, however, the use 

of the qual itative method was very l im ited and on ly used to set the scene and 

get a feel for the key issues before moving on to the more substantia l  

quantitative work i n  the later phases. (Saunders et al, 1 997) .  
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4.2.1 Methodology Summary 

Figure 4 . 1  Methodology Summary 

GM 
Literature Review Eqi 

GM 
Perf. Outputs 

Server Qualitative Base-line 
Eqi Research Interviews 

Server 
EL 

Server 
Quantitative Qualitative Affective Perf. 

Data Analysis Data Analysis 

Summary of Summary of 
Quantitative Analysis Qualitative Analysis 

l 
Study Findings 
& Conclusions 

The diagram above i l lustrates the h igh-level methodology adopted in this 

study. The qual itative a rm of the research is d riven by the server interviews 

which wi l l  be stud ied i n  deta i l  i n  section 4 .3 . 1  below. 

The quantitative arm of the research is by far the most substantia l  in the 

study, and is d riven by a range of statistica l  inputs derived from management 

reporting,  questionna ires to genera l  management and staff and 

questionnaires to customers. This work is covered in more deta i l  in  section 

4.4. 

4.2.2 Qual itative Research Design 

This in itia l phase of scene-setting required the perceptions of front- l ine 

servers, describ ing the emotional side to the work they undertook on a regu lar 

basis. The purpose of th is process pointed more to an unstructured interview, 
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as the outputs did not necessarily need to be codified, (Fontana & Frey, 

1 998), for further detailed analysis, however, a framework of questions was 

constructed to steer the responses, whilst still allowing a great breadth of 

discussion. 

Empirical observations on the real life situations faced by front-line servers 

was seen as a valuable sense check on the future direction of the research, 

identifying the real issues that are played out on a day-to-day basis. 

Figure 4 .2 Qualitative Research Design Study 

Literature Identify Sample 
f--->Review Group 

Develol) 
Interview 

Framework 

Develop Send out
Hypothesis Invitations & 

Derived Background
From 

_ILiterature 

Conduct Set up 
lntll!ll'Ylew Appolntmanta
(n=14)

I 

Complete 
Summary 

The model above illustrates the key stages of the qualitative research carried 

out with the server population (n= 1 7). 

4.2.3 Quantitative Research Design 

Quantitative research was used for the bulk of this study. In terms of the 

areas under study, there are a variety of instruments available, the approach 

adopted is detailed below: 

73 



Figure 4 .3 Quantitative Research Design Study 
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Final Report Conclusions 

The quantitative phase of the research demanded a more complex structure, 

as can be seen from the diagram above. 
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The objectives set out on pages 9 & 1 0  of this study required the selection of 

a number of survey measurement instruments in order to obtain the data to 

conduct the detailed statistical analysis in the study. 

One established instrument of emotional competence was selected, the Bar

On Eqi. 

One measure of Emotional Labour was selected, the Brotheridge-Lee 

Emotional Labour Scale. 

For the customer survey instrument, a proprietary measure of the emotional 

response of customers was trialled and adapted for the major stage of 

research. A range of key performance indicators were used to relate General 

Manager Eqi to performance outputs. 

4.2.4 Research Design Model 

This study uses three separate streams of analysis to achieve the objectives 

outlined in Chapter 1 .  It was felt that to gain a real understanding of the role of 

emotions in the seNice encounter, these three areas needed to feature in the 

design. Much of the literature looks at the service experience from the 

customer perspective with a view to bridging the gaps between expectations 

and delivery (Zeithhaml et al, 1 990). 

The focus of this research was to take the emotional dimension of service 

delivery through the three key stakeholder groups in the service transaction 

using the design process illustrated in the diagram below. 
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The d iagram above i l lustrates how the models i l l ustrated in Figures 4.2 and 

4.3 Qual itative Research 

This section  g ives the background to the qual itative research, the results of 

which are deta i led i n  Chapter S ix. 

4.3.1 Sample Respondent Profi le 

Seventeen i nterviews were conducted in the month of December 2001  . These 

interviews were conducted in three locations across the UK, in Luton,  

Leicester and Glasgow. 

The participants consisted of: 

Figure 4.4 Research Design Model 

General 
Management 

, , 

Understand the role 
of emotions in 
management 
process and impact 
on performance 

! 
Bar-On Eqi 

Business KPI 

4.3 are structured in the three key d imensions of this study. 

Service 

Team 

,, 

Understand role of 
emotions in service 
team . 
Understand impact 
of emotional 
competence on 
customer service 
experience

+ 
Bar-On Eqi 
ELS 

,, 

Customer 
Feedback 

Customer 

Understand what 
role emotions play in 
the wider range of 
service dimensions. 

• 
Questionnaire 

Customer 

Feedback 
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• S ervice staff w ork in g  in pub restaur an t  outlets 

• Two males an d f ift een females which ver y  bro adly rep re sen ts the gen der 

mix in the serviice ro le in that businiess 

• A mix of full- time an d part- time employ ees 

• A span of age ran ge from eighteen y ears of ag e to fift y- six y ear s of ag e, 

which is represenitative of the age ranige in thiese roles 

• Len gth of serv ice also varied from just over two mon ths to twenty- tw o 

y ears. 

Thie table below describes the groiup in more detaiil anid attaches codification 

wh ich is used in th e research results section in C hapter S ix. 

Table 4.1 Interview S tructure 

No 

1 

2 

3 

4 

5 

6 

7 

8 

9 

1 0  

1 1  

1 2  

1 3  

1 4  

1 5  

1 6  

1 7  

Age 

38 yrs 

54eyrs 

Not Given 

20 yrs 

1 8  yrs 

20 yrs 

35eyrs 

39eyrs 

23eyrs I -

39eyrs 

56 yrs 

Not G iven 

20 yrs 

42 yrs 

22eyrs 

37 yrs 

Not Given 

Gender Code 

Female Lu 01  

Female Lu 02 

Female Le 01 

Female Le 02 

Female G 01 

Male Le 03 

Female Le 04 

Female Le 05 

Male Lu 03 

Female Lu 04 

Female Lu 05 

Female G 02 

Female Ge03 

Female G 04 

Female Lu 06 

Female G 05 

Female Le 06 
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4.3.2 Interview Method 

All part icipants were v olu nteers and all interview s  were recorded with thei r 

consent. Verbatim w ritten records of the t ranscri pts were k ept fo r  refer ence. I 
I 

Each int erview took arou nd on e hour to conduct, u sing a structu red 

f ramework ,  as detai led in Appendix A, howev er, the conversation was allowed 

to dev elop natuirally to enhance the richness of the re sponses. 

F ollowing the completion of the i nterviiew process, the partiiciipants were askied 

to complete a short q uestionnaire to help measu re their personal satisfaction 

with their ro le. T hi s  was based on work done by Orme (2001 ) ,  which was in 

turn inspired by the work of Dav id Caru so and Sigal B arsad e ( of Y ale S chool 

of Management). 

4.4 Quantitative Research 

This section giv es th e backgrou nd to the qu antitativ e research, the results of 

which are detailed in Chapters Sev en, E ig ht and N in e. 

4.4.1 Sample Groups 

The populati on sample fo r  the q uantativ e elemen t of this research i s  best 

descri bed under the three heading s i n  the re sear ch model in Figure 4.4 . 

4.4.2 General Management 

Thi s phase achiev ed parti cipation fro m a larg e pro port ion of the General 
=M anager gro up across th e B eefeater group ( n i161 )  

T he gro up consisted o f  1 61 G enera l M anag ers i n  the tw o brand s B eefeater 

37.3 y ears fo r  f emales. 

both branids being part of the W hitbread R estaurant D iv ision. and Ouit & Ouit, 

sted of 109 M ales and 52 f emales. T he agie range was froim Th e grou p consii

wiith an avierage of 37 .9 years, 38.3 y earis fo r  m ales and 25 y ears to 54 y ears, 
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Figu re 4.5 Age Distribution by Gender 

Age Dlstrbutlon by Gender 

All participants had a min imum of 1 1  months service in the outlet they 

managed at the time of this research . 89 managers were excluded from the 

sample as they fai led to meet these criteria. This criterion was selected to 

ensure that the output resu lts in the study were with in the scope of the 

responsib i l ity of the General Manager in charge of the un it . The average 

length of service for the group was 4. 7 years. 
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Figure 4.6 Length of Service Distribution by Gender 

Length of Service Distribution by Gender 

30 t--lfii!lr----------------�---_j 

25 -J---iJt---------------------____j 

2 3 4 6 7 8 9 10 11 12 13 14 15 15+ 

36,-- -

4.4.3 The Service Team 

The population sample for the server population was selected from a broad 

range of outlets across the UK. The sample was essential ly two groups. 

Sample One was used as a pi lot to test the customer survey instrument 

(n=1 33) . Sample Two participated in  the full research model using the refi ned 

customer survey i nstrument (n=50) . 

Sample One consisted of 1 33 servers employed in  the two brands, Beefeater 

and Out & Out restaurants, both b rands being part of the Whitbread 

Restaurant Division. 

The group consisted of 1 1 2 females and 21 males ,  wh ich is broad ly 

representative of the gender mix in this role in these businesses, (the actual 

m ix in the employee population is 88% female to 1 2% male) .  The age range 

was from 1 7  years to 62 years, with average age 32 years 1 1  months. 

This group were primari ly involved in the phase investigating the Eqi and 

Emotional Labour  aspects of the service experience, but did assist in the 
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with the customer. A new group was selected to avoid survey fatigue from 

1 

□ No. Sample 2 

0 No. Sample 1 

25 

administration of the in itial customer survey inst rument, which is discussed 

later in this Chapter. 

where the refined service qual ity instrument was extended to a ful l -scale level 

both servers and customers. 

I n  th is second stage, seven outlets, situated cross the UK, were invited to 

participate in the research work. Ult imately fifty servers completed the Eqi ,  

ELS and derived sufficient customer feedback to enable a statistically valid 

piece of analysis to be undertaken.  

The sample group consisted of fifty servers drawn f rom seven outlets , al l in 

the Beefeater group. The group consisted of 43 females and 7 males with an 

age range of 1 7  years to 59 years. The comparative age and gender 

below. 

Figure 4.7 Age Distribution i n  Sample 1 & Sample 2 

Age Distribution in Sample 1 & Sample 2 

Sample Two were chosen to participate in the second stage of th is research, 

distribution of the two groups described above are i l lustrated in the two charts 

� � � � � � � � � � � � � � � � � � � � � � � 
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Figure 4.8 Comparative Gender Distribution 

Com parative Gender Distribution 

Sample2 

0% 10% 20¾ 30% 40% 50% 60% 70% 80% 90% 100% 

Sampla1 

Sample 1 and Sample 2 are simi lar in terms of average age and gender, and 

in gender in terms of distribution,  however, in age d istribution there are 

differences . There are greater differences in the representation of the younger 

age group and the older age group as i l l ustrated in the table below, this 

potential ly wi l l  have a beari ng on Eqi resu lts at item level . 

Figu re 4 .9 Age G roup Distribution 

Age Group Distribution 

Sarrple 1 

Sample 2 

0% 10% 20% 30% 40% 50% 60% 70% 80% 
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The two g roups were combined for the analysis of Emotional Labour and 

Emotional I ntel l igence. The total combined group consisted of 1 83 

participants, however, 1 4  records were e l iminated from this population due to 

non-completion of the ELS , the final sample group was 1 69 records (Males 

n=26, Females n=1 43). 

4.4.4 The Customer Population 

As described above, the customer survey work took place in seven Beefeater 

outlets . These responses were received on a random basis .  The retu rns were 

received in  the fol lowing distribution :  

Table 4.2 Returns from Customer Survey Exercise 

OUTLET CUSTOMER RETURNS 

1 1 07 

2 1 5 1 

3 57 

4 1 27 

5 55 

6 58 

7 1 1 2 

TOTAL 667 

4.4.5 Techniques Adopted 

essence these can be described as  fol lows: 

The Bar-On Eqi was used to measure the emotional competencies of thel 

employees in  the research , that is the Genera l  Managers and the servers .  

As i l l ustrated i n  Figure 4.4 three d ifferent measurement techn iques were 

adopted which best su ited the stage of each element of the research . I n  
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Th e Broth er idg e & L ee Emotion al L abour Scale ( E LS) w as used to exam ine 

th e presence of Emot ional L abou r in the serv er populat ion. 

F inal ly , a qu est ionn aire wa s used based on a propri et ary custom er service 

m echanic de sign ed and v al id at ed by a m ark et research org an isation in 

B osto n. M as sachusett s. This wa s used in t he in it ial trial ph ase in it s full form 

an d i n  t he cu stomer research phase proper, in a r ed uc ed form. A ful l  

de scription of th ese inst rum ent s  is out lined b elow. 

4.4.6 The Bar-On Eqi 

Th e Bar-On E q i  wa s chosen a s  the inst rument to mea sure t he E m ot ional 

Int ell igenc e of the part icipant s in this r esea rch. In part icular t he met hodol ogy 

required a n  in-d ept h  in sight into t he part icul ar cha ract erist ics und erp in ning t he 

co ncept of e motion s  in serv ice en cou nt ers. It was fel t that th e rel iab il ity and 

val id ity of the Bar- On Eq i cou pled w it h  its w ide spread appl ication o ver many 

ye ars across t he wo rld, prov id ed an appro priate in strumen t t o  achi eve t he 

re search obj ect iv es of th is part icul ar sec tion of t he r esearch study. It is  

cl aimed that th e B ar- On Eq i is the m ost w id ely u sed self -report me asu re  

av ailab le , (Bar-On ,  1997, 2000). 

A ful l  copy of th e B ar- On Eq i qu estion b ook let and answ er sheet i s  cont ain ed 

in Appendiix B. 

4.4.7 Descri ption of the Bar-On Eqi 

It consist s of f ift een El subscales and f iv e  high er ord er d imen sions. Th e tabl e 

b elow gives a brief d escript ion of t he subscialies. 

84 



1-Table 4 .3 Scales of Bar-On Eqi 

Composite Sca le/Subscale 
lntrapersonal 

Emotional Self-Awareness 
Assertiveness 

Self-Regard 
Self-Actual ization 
I ndependence 

Interpersonal 

Empathy 
I nterpersonal Relationsh ip  

Social Responsib i l ity 

Adaptation 

Problem Solving 

Rea l ity Testing 

Flexib i l ity 

Stress Management 

Stress Tolerance 

I m pulse Control 

General Mood 

Happiness 

Optimism 

Brief Description 

Recognize and understand one's feel i ngs 
Express feel ings , thoughts and bel iefs, and 
defend one's rights in a non-destructive way 
Understand , accept, and respect oneself I 

Real ize one's potential capacit ies 
Self-d irected , self-control led , and free of 
emotional dependency 

Aware and appreciative of the feel i ngs of others -
Establ ish and maintai n  satisfying relationships 
characterized by emotional closeness and I 

mutual affection 
Cooperative and responsible member of one's 
social group 

Define problems and generate potentia l ly 
effective solutions 
Eva luate the correspondence between objective 
and subjective real ity in a real istic and wel l-
grounded fashion 

I,Adjust emotions, thoughts, and behaviours to 
changinq conditions 

Withstand adverse events through positive , 
active coping 
Resist or delay an impulse, drive, or temptation 
to act 

Feel satisfied with l ife , enjoy oneself, and enjoy 
being with others 
Maintain a positive attitude, even in  the face of 
adversity - I 

The resu lts render four val id ity ind icators: Omission Rate ( ind icating the 

fai lu re to respond to certain items), I nconsistency I ndex (th is  i nd icates the 

degree of i nconsistency between s imi lar types of items), Positive Impression ,  

(th is  i nd icates where an effort might be made to g ive an exaggerated positive 

impression of oneself) , a nd Negative I mpression ( i nd icating where effort might 

be made to give an exaggerated negative impression of oneself) . The Eqi also 

has a bui lt- in correction factor which automatical ly adjusts the scale scores 
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based scores obtained from the Positive and Negative Impression scales, 

effectively reducing the d istorting effects of response bias, and consequently 

increasing the overa l l  accuracy of the results. 

4.4.8 Val idity and Rel iabi l ity of the Bar-On Eqi 

Bar-On himself, ( 1 998) ,  deals with the va l id ity and rel iabi l ity of the Eqi .  

The research on the rel iab i l ity of  the Eqi ,  focuses on two aspects of rel iab i l ity: 

interna l consistency and test-retest 

as satisfactory, giving 

iod , the average stabi l ity coefficient is .85 and after 

rel iabi l ity. The internal consistency values 

of the Eq i are deemed an average consistency 

corre lations coefficient of .79. Test-retest rel iab i l ity correlations for the Eq i are 

h igh ,  after a one-month peri

a four-month period , . 75 . Bar-On summarises these findings as meaning there 

is good consistency, but not too h igh as to suggest that emotional and social 

i nte l l igence is unchangeable. 

Matthew et al, (2002), report i ndependent research rep l icating these resu lts in 

various laboratories quoting Dawda & Hart, 2000 , Newsome et a l . ,  2000. 

I n  terms of examin ing the val id ity of the Eqi ,  that is ,  evaluating how wel l  i t is at 

assessing what it was designed to assess, overa l l  non-cogn itive i nte l l igence 

and its emotiona l , personal ,  and socia l  factoria l  components , Bar-On 

descri bes the nine types of stud ies, conducted in s ix countries, over a period 

of seventeen yea rs :  

Face Divergent 

Content Criterion-group 

Factoria l  Discriminant 

Construct Pred ictive 

Convergent 

86 



Bar-On's summary offers the fol lowing evidence: 

• The inventory's items appear to be (face valid ity) capturing the essence of 

each scale ( content val id ity) 

• The inventory's orig ina l  structure is confi rmed (factoria l  val id ity) 

• The scales are measuring what they are supposed to measure rather than 

something else ( construct, convergent, d ivergent, and criterion-group 

val id ity) 

• The sca les can identify and d ifferentiate among people who are more 

emotiona l ly and socia l ly i ntel l igent from those who are less emotiona l ly 

i ntel l igent (d iscrim inant val id ity) 

can • The scales pred ict emotional ly and socia l ly i ntel l igent behaviour 

(pred ictive val id ity) 

(Extract from Bar-On Emotional Quotient I nventory, facil itators manual, 1 998) 

4.4.9 Features of the Bar-On Eqi 

• The tool  proved easy to use 

• Easily understood by participants 

• Summary i nput process easy to admin ister 

Cred ib i l ity based on 1 7  years p lus of usage and g lobal use of the instrument 

on a large number of people 

4.4.1 0 The Brotheridge & Lee Emotional Labour Scale (ELS) 

The Emotional Labour  I nstrument 

It was decided to use an existing i nstrument for the measurement of 

Emotional Labour that had al ready been val idated . The choice was made to 

use the Emotional Labour  Scale developed by Brotheridge & Lee, ( 1 998) .  
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Brotheridge & Lee recogn ised that despite the i ncreasing interest i n  Emotional 
Labour, there had been few attempts to create a multi-d imensional measure 
of Emotional Labour. They d istinguish between surface and deep acting, 
because each suggests a fundamental ly d ifferent internal state (Brotheridge & 
Lee, 1 998) ,  with surface acting pushing down authentic express ion in favour 
of some k ind of emotiona l  mask, whereas deep acting involves pumping up  
one's true feel ings to create an al ignment to the required state. 

expressed . 

The Emotional Labour Scale, (ELS), is a 1 5-item self-report questionnaire 
which measures six facets of emotional d isplay in the workplace, i ncl ud i ng the 
frequency, i ntensity and variety of emotional d isp lay, the duration of the 
i nteraction ,  and surface and deep acting . 

A summary of the val idation stud ies undertaken by Brotheridge & Lee is 
outl i ned below: 

I n  their summary of the ELS, Brotheridge & Lee ( 1 998) describe the 
development and val idation of the ELS as it was tested i n  their work on two 
g roups n:296 and n:238 respondents. Estimates of i nternal consistency for 
the subscales ranged from .74 to .91 . Brotheridge & Lee report confirmatory 
factor analysis resu lts p rovided support of the existence of the six 
u nid imensional subscales. Evidence is also cited i n  the report for 
convergent and d iscriminant factor analysis. 

Brotheridge & Lee describe the four role requirement aspects of Emotional 
Labour, those being frequency, intensity, du ration and variety of emotions 
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. 59 

4. 

.74 

Table 4.4 Brotheridge & Lee. Means , Standard Deviations and Item-Tota l 

Correlations for 1 5- ltem Emotional Labour  Scale 

M SD Item 
Total 

Duration  
1 .  A typica l  i nteraction I have with a customer 1 1 t. 77 1 9. 53 N/A 

takes about ----- minutes 
Freauencv 

2. Display specific emotions requ i red by your job 3 .33 1 . 1 7 .79 
5.  Adopt certa in  emotions requ i red as part of 3 .36 1 . 1 2  .78 

your  iob 
7.  Express particular emotions needed for your  2 .8 1  1 .07 .78 

job 
l ntensitv 

9 .  Express i ntense emotions 2.28 1 .02 
3 .  Show some strong emotions 2 .47 .98 .59 

Varietv 
6. Display many d ifferent k inds of emotions 2 .81  1 .08 .76 
1 1 .  Express many d ifferent emotions 2 .81 1 .07 . 78 
1 3 . Display many d ifferent emotions when 2 .95 1 .06 .76 

interacting with others 
Surface Actina 

1 2 . Resist expressi no my true feel ings 3.06 1 .04 .66 
14 .  Pretend to  have emotions that I don't real ly 2 .61  1 .06 .67 

have 
8.  Hide my true feel ings about a situation 3 .00 .89 .56 

Deeo Actina 

1 5 . 

Make an effort to actually feel the emotions 2.92 1 .02 .6 1  
that I need to d isplay to others 
Try to actua l ly experience the emotions that I 2.63 .99 .73 
must show 

1 0 . Real ly try to feel the emotions I have to show 2.85 1 .07 
as part of mv iob 

The table above p resents the descriptive statistics for the second study 

(n=238). The mean duration of customer interactions reflects the d iversity 

of service occupations  i n  the sample. 

4.4.1 1 Study Appraisal of Emotional Labour Scale 

The Emotional Labour scale was very sl ightly adapted for use in the analysis 

i n  th is study, main ly to personal ise it to the audience. The changes were very 
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minor in nature and aimed entirely at changing the wording to render it 
applicable to the survey audience. The revised questionnaire is illustrated in 
Appendix C .  

4.4.12  The Customer Survey Instrument 

To complete this phase of the research, an instrument was required to 
measure the impact of the key elements of the service experience. 

A vast array of instruments are in existence that seek to measure the delivery 
of service quality , two of the most notable being SERVQUAL, (Zeithaml et al, 

1990) and SERVPERF,(Cronin & Taylor, 1992). These instruments are 
especially suited to the identification of service gaps, whereas in this study, 
there was much more of a focus on identifying the presence and intensity of 
certain emotions resulting from the service experience. For the purposes of 
this study, it was desirable to have an Instrument that focussed more closely 
on the affective nature of service delivery, that is, the impact that the 
individuals service might have on the customer, and how a range of other 
factors involved in  the service experience evoke an emotional response in the 
customer. 

customer experiences. 

The box below is an extract from the Resonance information sheet, and 
highlights the positioning of the instrument in the market place. 

Contact was made with an organisation Gang and Gang Inc, based in Boston, 
Massachusetts, who specialised in the use of emotional measurement of 
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hypothesis testing. 

T abl e  4 .5 R es on anc e In strum ent 

(G ang & G ang) 

Why do clients choose Resonance® over traditional methods? 

• The y can predict custoimer be hav iour w it h  great er acc uracy, by 

underst anding how th ei r  emoti ons guid e people' s atte nt ion, s hape 

their priorities, and drive their dec is ion s. 

• Quickly the y g et broader and dee pe r  un der s ta nd in g  of issues that are 

important to customers, by look ing at a s pec trum o f  em oti on al 

reactioins. 
�< 

• They can study co mp licat ed ,  i nt an gi ble, eve n im ag in ary subj ects 

easily. 

• Overall, they get better results, more efficient ly and cost-

effectively. 

''In less than 3 months, we teamed more than over the past year with several 

people flying all over the world to interview hundreds of customers. " 

- Marketing Director at Eli Lilly 

the study? 

• It was a fast and relatively inexp en si ve way to g et d eep er a nd m ore 

accurate information on the emotional respons es o f  cust om ers to a s erv ice 

How does Resonance work in practice and why w as it chiosien in thiis stage of 

experience. 

• Resonance gathered both qualitative and quaniti tat ive d ata  in a s im ple self

administered survey, over the web or on papier. 

• ft uses open--ended queries to elicit emotions and thoughts, then quianitifiies 

and connects them to root causes, all in one survey. 

• By combining open,.anded hypothesis generation wiith quanitit atiive 
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4.4.1 3  Concerns I n  The Use Of The Instrument 

• Comp lexity - It can be seen from the i l l ustration in  Appendix D that the 

q uestion na ire is qu ite long and deta i led , albeit it had been used i n  

customer facing retai l  environments in  the past. 

• Levels Of Returns - Based on the comments above, there were some 

concern that there would be insufficient vo lume of response to make 

the analys is of ind ividual servers statistica l ly val id . 

• Content - The content of the survey was qu ite challeng ing and 

potentia l ly qu ite a d ifferent way to ask questions of customers in a 

service experience of this kind . 

• Language - Some of the language used seemed quite unusual i n  

everyday terms in  restaurants ( in  the UK). 

With the above concerns in  m ind ,  it was decided to go for a widespread and 

fourteen restau rants . 

The partic ipant servers were suppl ied with twenty envelopes conta in ing a 

service qua l ity Resonance questionnaire developed by Gang & Gang I nc. 

These survey forms were pre-coded with the servers unique identification 

number, and conta ined an introductory letter and copy of the survey form. 

Customers 

address o r  to 

were g iven  the option to take the envelope away and complete it 

at home, return i ng the comp leted form in a pre-paid envelope to a centra l 

enter a un ique website set up for the sole purpose of 

responding to the survey. Customers were not encouraged to com plete the 

form in the restaurant, as the form was quite long and could well have caused 

i rritation to the customers themselves or  other customers who might perceive 

a delay to their own service timings. 

The customers were g iven a voucher al lowing them a smal l d iscount on their  

next restaurant visit, in exchange for  reading and hopefu lly participating in the 

high vo lume d istribution exercise, with 3900 forms being d istributed across 
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survey. It was left to the trust of the customer whether they i n  fact completed 

the survey, and completion was not a p re-cond ition of receiving the d iscount. 

The Resonance questionna i re was used at this stage in its pure and fu l l  form , 

and is i l l ustrated i n  Append ix D, to demonstrate the design and depth of the 

questionnaire .  

4 .5  Statistical Analysis Techniques 

The quantitative research in this study is qu ite substantia l and requ i red the 

adoption of a range of statistica l analysis techniques . These are reviewed 

against the hypothesis map i l lustrated below and on page 1 04.  

4.6 General Manager Analysis 

Figure 4 . 1 O Research Model for Restaurant Managers 

Ei 
Components 

H1  

TEAM 

SATISFACTION 

CUSTOMER 

SATISFACTION 

PROFIT 

PERFORMANCE 

H2 ►1�� 
H3 
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Three approaches were used in the analysis of the data emerging from the 
Genera l  Manager study outl ined in Chapter S ix. 

A summary of the data outputs is summarised below: 

• Genera l  Manager key characteristics 
o Age 
o Gender 

o Experience in current job 
o Appraisa l  Rating 

• Eqi Scores by ind ividual General  Manager 
• Key Performance data from their businesses 

o Profit Growth 
o T earn Satisfaction 
o Guest Satisfaction 

These approaches were selected as this study involved a great deal of group 
comparisons in the d imensions described above. 

• A two-tai led evaluation of the resu lts was employed to examine the 
data in the General Manager study. This was adopted , as there was no 

• 

i n  the analysis of General Managers. 
• Mu ltip le Regression Analysis was employed to analyse the effect of the 

independent variables on one dependent variables. 

The above two approaches were used to deal with the data extracted from the 
Eqi tests which revealed scores by Eqi subscales and a range of variables 
associated with the key performance indicators of the business. 

reason to expect the d ifferences in the g roups to l ie in  any particu lar 
d irection. Results with a p-value equal to or  less than .05 were used as 
a cut-off point to demonstrate sign ificant find ings. 

t-tests were employed to examine the differences between the groups 
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4.7 Server I Customer Analysis 

A rang e of a pproac hes w as ad opted to deal with th e data that em erg ed fro m 

the anal ys is of the s erv ers and th eir customers. These appro aches we re 

ad opted in sup port of th e hyp oth esis map illust rated b el ow: 

Figur e 4.11 A R es ear ch Mo del for Fron t-Li ne Serv ice W ork ers and Cust om ers 

H6 

PHYSICAL 
H9 

SERVICE 
D IMENSIONS 

SURFACE 
ACTING 

H4 INTERACTIVE 
SERVICE 

D IMENSIONS 
Ei AFFECTIVE 

Components DELIVERY 

SELECTION 
SERVICE 

DEEP DIMENSIONS 
ACTING 

VALUE 
SERVICE 

I 

H7 
H9 DIMENSIONS 

I 

I 

I 

I 

I 

, :H10 
· - ----- - -------- ---------· ------------ ----- ------------- -- -- - - - - - - - J 

• S erve r key chara cteristics 

o Age 

o G en der 

• Eqi Re sults by serv er 

• ELS R esult s by Serve r 

• Customer C ommen t C ard Return s 

The d ata outputs presented a l arg e  range of statis tics, and thi s phas e of th e 

study was seeking to find the relationships with this large number of vairiables. 

To this end the following range of approaches were adopted : 
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• A two-tailed evaluation was employed to examine the data in the 
server/customer study. 
The particular groups in the evaluation were: 

o General Managers Eqi (n=161) 
o Server Eqi (n=183) 
o Server ELS (n=183) 
o Customer Questionnaire Responses (n=667) 

This approach was adopted as there was no reason to expect the 
differences in the above groups to be in any particular direction. Results 
with a p-value equal to or less than .05 were used as a cut-off point to 
demonstrate statistically significant findings. 

• One-way ANOVA was employed to analyse the difference between the 
age groups of the servers (n=183) in the ELS analysis. 

• Pearson Product Moment Correlation Coefficient (PMCC) was employed 
to assess the strength of the relationship of the variables in the following 
groups: 

o Server ELS ( n=183) 
o Customer Questionnaire (n=667) 

• Multiple Regression analysis was employed to analyse the effect of 
independent variables on one dependent variable in the following groups: 

o Server Eqi (n=183) 
o Server ELS (n=183) 
o Customer Questionnaire (n=667) 

4.8 Qual itative Analysis 

The survey of servers (n= 17) was conducted in support of the general study. 
The method is summarised below. 
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4.8.1 Survey of Interview Participants 

This survey was based on work done by Geetu Orme in her book Emotionally 
Intel l igent Living (2001 ) ,  which was in  turn inspired by the work of David 
Caruso and Sigal Barsade (of Yale School of Management). 

The data outputs were loaded into an excel spreadsheet and a range of 
graphs were produced for presentation and analysis. These are illustrated in 
Chapter Five. 

4.9 Chapter Summary 

This Chapter has described the overall methodology in this study. It has 
described the high level research design, going on to break this down into 
more detail, looking from a qualitative and quantitative perspective. 

The work then went on to describe a research model that is broken down by 
three workstreams, General Management, Service Team and Customer, 
providing supporting objectives, measurement instruments and performance 
measures. 

The samples used in the study were described in the three workstreams. The 
Chapter then moves on to expla in the main instruments used within and 
across the research models. 

Finally the analytical 
map. 

This map will be used in subsequent Chapters to position the research into 
context with the hypothesis under investigation. 

techniques were described in support of the hypothesis 
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CHAPTER FIVE 

CUSTOMER SURVEY PILOT RESULTS 

5.1 Introduction 

This short Chapter reports the results of the customer survey pilot detailed in 

Chapter Four, pages 99 to 1 02. This section will describe the output of the 

pilot and go on to demonstrate the modifications made in order that the 

customer survey instrument could be deployed in the full scale analysis 

reviewed in Chapter Nine. 

5.2 Results of the Customer Survey Trial 

and November 2002, as described on pages 99-1 02 .  

Table 5 . 1 Phase 1 Customer Responses 

Surve onse Rates 

Outlet Sent Returned % 

5 1 80 20 1 1 . 1  

6 240 24 1 0. 0  

7 340 20 5.9 

8 1 20 0 0 .0 

9 1 00 2 2 .0 

1 0  1 40 7 5.0 

1 1  1 40 1 6  1 1 .4 

12  80 1 7  21 .3 

1 3  240 28 1 1 .7 

14  1 00 1 2  1 2.0  

The customer surveys were sent out into the field over the course of October 
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As ind icated in  Table 5 . 1 above, 3900 of the orig inal Gang & Gang 
questionnaires (see Appendix D) were d istributed on the basis of 20 
questionnaires per server for the 1 38 servers in the orig inal sample population 
i n  total across the 1 5  outlets in the sample, with add itional surveys being 
supp l ied on demand .  

The response rate was 7.2%, with response showing wide variation by outlet 
as i l l ustrated in Table 5 . 1 .  

Tab le 5 . 1  above i l lustrates the low leve ls of returns, and it was therefore 

decided that th is  wou ld represent insufficient data on which to conduct fu l l
scale analysis of the emotional response of customers. However, the data 
was used as a pre l im inary test phase on which to develop a survey model for 
phase 2 that mainta ined the fundamental approach whilst exped iting a more 
substantial volume response. Hence,  the main output would be to understand 
the requ i rements clearly for the final  phase of field work in understanding to 
what extent this qu ite rad ical approach to customer surveys wou ld be effective 
in the restaurant environment. 

5.3 Summary Of Customer Analysis 

I n  l i ne with some of the concerns expressed in Chapter Four  page 1 01 ,  the 
customer survey instrument yielded low levels of response based on the 
objective of conducting ana lysis at the individual server level .  However, the 
resu lts suggested that where customers did complete the questionnaire ,  they 
were happy to comp lete the information on emotions along with a range of 
deta i led i nformation on spend , etc. 

Some high level analysis at the outlet level , using the four outlets that 
provided the highest responses, i l lustrated some notable differences by outlet 
in  terms of thei r  emotional response to the overall experience. 
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Figure 5. 1 Emotions from Customer Experience in  Four Beefeater Outlets 
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Figure 5 . 1  (supplied by Gang & Gang) above i l lustrates the variation in the 

response by the customers in the four outlets on a scale of passionate 

positive, mi ld positive, mild negative, passionate negative. 

Responses were as fol lows: Outlet 1 (n=34) , Outlet 2 (n=34), Outlet 3 (n=42), 

and Outlet 4 (n=23) , these outlets were also a reasonable geographical 

representation of the UK outlet distribution.  

These results suggest that there were notable differences i n  the responses by 

unit level response. The Regional management of these outlets felt that the 

results broadly represented their comparative view of the outlets in question. 

5.4 Review and Refinement of the Instrument 

The 280 responses were examined to understand what improvements could 

be made to ensure a higher volume of response in the next stage, and the 

participant restaurant managers were consulted to gain their feedback on the 

operation of the instrument, building on thei r conversations with thei r own 

customers. 
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The review revealed the following learning: 

• Of the twelve emotional descriptions used in the original Gang & Gang 

survey, only five were regularly used in describing the restaurant 

• 

experience. Feedback from the General Managers was that some of the 

language did not fit comfortably into the restaurant businesses under their 

control. 

General Managers had gained feedback that the survey was simply too 

• General Manager feedback suggested that encouraging the completion of 

long and complex to enable easy completion 

the form off site lowered the chances of returns, and was unlike their 

existing feedback process, which used comment cards on tables that were 

either left with the server or posted into a box by the customers on leaving 

the restaurant. 

• Customers were happy to share details on themselves and their dining out 

patterns, these sections were completed on all of the returns (n=280) 

Bu i lding on the lessons of this review it was concluded that the following 

improvements needed to be made if an approach of this kind were to be used 

in future fieldwork. 

• Design a simpler questionnaire design 

• Focus on key data only 

• Reduce the number of emotional response labels in l ine with sample 

feedback 

• Ensure simpler completion at the point of sale 

• Remove the open-ended element of the emotional response 

5.5 Refined Survey Instrument 

After implementing the changes above, the comment card questionnaire 

illustrated below was produced for use in the full customer research phase, 

which is described in Chapter Nine. 
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The benefit of this revised approach was that it provided a simpler mechanic, 

using more familiar language to the customer and one that could be easily 

administered at outlet level. This avoided the issues associated with mail

based surveys, highlighted by other research experiences (Ueno 2003), and 

borne out by the trial described above. 

The server distributed this survey at the end of the meal . The customers were 

left to complete the card on a voluntary basis. The survey was then either 

handed to the server or left on the table for collection by the server. No 

incentive was offered to the customer for completion, given the simplicity of 

the completion task and to avoid the absence of bias, this was felt to be the 

right approach. 

The customers were invited to tick one or more emotional response against 

each of the service characteristics. For example, the decor could make them 

feel both relaxed and delighted. The comment card questionnaire was 

intentionally designed this way to gain a richness of emotional expression. 

A further advantage of this approach was that the customers of Beefeater are 

familiar with completing surveys of this general style, albeit the content was 

altered to facilitate the gathering of the particular data required for this study. 

The design of the comment card survey is illustrated below: 

1 02 



�
 

�
 

�
 >-

T
he 

o
ve

rall 

H
a

oov 

F
ig

u
re 5

.2
 C

o
m

m
e
n
t C

a
rd D

e
sig

n
 

N
a

m
e

A
ddress

D
.O

.B
.

M
ate/

F
em

ale 

u 

L
 

Is this your first visit to �
 B

e
ef

ea
te

r?
 

Y
es 

□
 

N
o 

□
 

If no
t, ho

w
 m

any
 tim

es h
ave yo

u dined here In
 the last 6 m

o
nths?

 
H

o
w

 often. in
 the

 last 6 m
onths, have yo

u dined a
t sim

ilar resta
urants

? 
B

 
H

o
w

 d
id

 y
o
u
 fe

e
l a

b
o
u
t y

o
u
r v

is
it to

 B
e
e
fe

a
te

r, a
n
d
 w

h
a
t m

a
d
e
 y

o
u
 fe

e
l th

at w
a
v?

 111 � 

I I 

T
h

at I chose
th

i�
 B

e
e
fe

a
te

 

to
d

a
y

_ 

I 

The qu
alily of va

lue of yo
ur 

N
um

be
r o

f P
eo

ple in
 P

art
y 

Q
u

ality
 of 

The ove
rall 

"fhe quality of 
In

te
ra

c
tio

n
 

T
he guests or 

with yo
ur 

The pace of 
fa

m
ily

 w
ith

de
eo

r a
nd

 

-

D
ellohted

E
aaer

R
elaxed

C
o

ntent
S

atisfied
D

ts
an=

tnte
d 

Se
rve

r
□□□□□□□□
 

I F
E

L
T

: 
m

e
 

1111111 

surro
und

ing
s 

yo
ur m

eal 
meal 

s
e
rv

ic
e
 

□
 

□
 

□
 

□
 

the
 me

al 

□
 

D
 

DD□D□□□'iii
 

D
 

D
 

□
 

I

D□□□

I I I 

D
 

D
 

D
 

□
 

□
 

□
 

□
 

□
 

□
 

□
 

I I 

I I 

D□
 

D
□□
 

0
 

□
 

L I I I I I I I 

I 

11111 

D□D
 

□
 

D D
 

0D
 

□
 

D
 

□
 

□
 

□
 

I I 

I I I 

I I 

I 

O
the

r

H
o

w
 stro

ngly do
 you

 fee
l: 

D
iJ

 
0

 

□
 

0
 

□
 

I 

I

2:-i 
I 

s 

"' 
>

 
tron 

T
h

e
 serv

ice w
as g

e
n
u

in
e

 and perso
nal 

□
 

□
 

□
 

□
 

I w
as treated a

s an Individual 
□
 

□
 

□
 

□
 

T
he S

erv
er recog

nise
d m

y p
e

rs
onal nee

ds 
□
 

□
 

□
 

□
e 

T
he pace of the se

rv
ice

 w
as

 adjus
ted to m

ee
t m

y nee
ds 

□
 

0
 

Q
 

D
 

5
.6

 C
h

a
p

te
r S

u
m

m
a

ry
 

T
h
is

 s
h
o
rt

 C
h
a
pte

r ha
s re

vie
w

ed the
 e

x
pe

rie
nce o

f u
sin

g
 the

 fu
ll a

n
d
 p

u
re 

fo
rm

 of c
u
sto

m
e

r s
u
rv

e
y s

u
p
p
lie

d
 b

y th
e
 o

rg
a
n
isa

tio
n
, G

a
ng

 &
 G

a
ng

. 

A
 
la

rg
e
-s

c
a

le
 
p
ilot 

w
as 

co
n
d
u
cte

d 
to 

test 
the 

in
stru

m
e
nt 

in
 the 

fie
ld 

tha
t 

p
ro

d
u
ce

d
 a re

tu
rn

, w
h
ic

h w
a
s ins

uff
ic

ie
nt to

 d
e
liv

e
r the

 o
bje

ctiv
es o

f th
e
 stud

y
 

o
utline

d
 o

n
 p

a
g
e

 9
. 

T
he

 
p
ilo

t 
d

id
, 

ho
w

e
v
e
r, 

p
re

se
nt so

m
e
 
go

o
d 

le
a
rn

ing
 
o
n
 w

h
ich 

to 
b
u
ild

 
a 

refine
d
 c

u
s
to

m
e

r s
u

rv
e
y
 in

stru
m

e
n
t tha

t w
as m

o
re a

lig
ne

d to the
 sa

m
p
le

 in
 

te
rm

s o
f fa

m
ilia

rity
 a

n
d
 s

im
p
licity

, 
a

n
d
 the

refo
re 

w
o

u
ld 

g
e
ne

rate
 
a 

g
re

a
te

r 

statistica
l re

s
p
o
n
s
e
 by

 in
d
iv

id
u
a
l a

n
d
 o

utle
t. 

T
he

 d
e
s
ig

n
 in

 F
ig

u
re

 5
.2

 a
b
o
ve is th

e
 d

e
sig

n
 tha

t w
a
s use

d in the
 fie

ld
w

o
rk 

e
xa

m
in

e
d
 in

 C
h
a
p
te

r N
in

e
. 

10
3

 

.;
 

c
 

F 



CHAPTER S IX 

PERCEIVED ROLE OF EMOTIONS IN  

SERVICE ENCOUNTERS 

This Chapter represents the first phase of the research study, that is some 
perceptions of the role emotions and Emotional Labour might play in the 
everyday l ives of front- l ine service work ind ividuals in a full service 
environment, who were chal lenged with delivering excellent service, every 
day to their customers. 

6.1 Purpose of the Interviews 

The purpose of this phase was to establish a backdrop to the study overall, by 
spend ing some quality t ime with front-line servers, l istening to them directly 
recounting their experiences of the impact of emotions in their roles and also 
to start to understand the link between them as servers and the management 
teams in the outlets. 

All sixteen of the major hypothesis in this study directly 
a real understand ing of front

or indirectly involve 
the front-line service team. This being the case; 
line servers views was deemed to be essential. Qual ity Of Work Life surveys 
existed that gave statistical reporting on team satisfaction (and indeed these 
are used in some of the analysis in this study) ,  but the richness of ind ividual 
conversation was a valuable input to the hypothesis design .  

The outputs are summarised in the text and the opportunity was also taken to 
conduct a short satisfaction survey to place alongside the interview 
responses. Direct quotations are identified using the Table 4.1 in Chapter 4. 
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6.2 Interview Research Objectives 

The key objective of this early p iece of research was to understand how front 
l i ne  workers talked about the emotional chal lenge of serving customers ,  and 
what kind of issues this raised i n  their day-to-day work. 

The sample was i ntentional ly kept to a smal l number (n=1 7) to enable a more 
in-depth approach to be taken.  

The i nterviews focussed on the emotional d imension of the service i nteraction 
and were structured accordingly. 

6.3 Interview Results 

Key Themes 

In reflecting the interview structure notes and the general content of the 
interviews, a number of key themes emerge from this research ; these are 
listed below and represent the body of this report. 

• Personal attributes of good service staff 
• Emotions experienced on the job 
• Teamwork and support 
• Training techniques 
• Feelings after leaving the workplace 

In overall terms, the interviewees were a genera lly positive group, even 
considering their various ages, job roles and length of service, and gave very 
good quality input into the conversations. 
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6.3.1 Personal Attributes of Good Service Staff 

These responses were general ly based on questions relating to what the 
respondents would look for in an interview situation. In general it has to be 
said, the interviewees were not complimentary about the interview process 
they themselves had gone through when they were recruited, and that which 
they believed new col leagues went through. They expressed surprise that 
management made so many mistakes in recruiting people, and were then 
slow to deal with issues of poor performance when it occurred. This was said 
to affect not only the performance of the poorly performing individual , but also 
the motivation of the interviewees themselves causing them to question why 

older team-members. 

In exploring what the respondents themselves wou ld look for in new team
members, the results were predominantly directed in terms of the emotional 
characteristics of the person. The most often mentioned attribute was 
personality , although it could be argued that everyone has a personal ity, the 
respondents on closer questioning were highlighting a particular set of 
emotional  traits that contributed the personality they saw as ideal. These can 
be summarised as a positive outlook on life (optimists) ,  who smiled a lot, who 
were natura l ly friendly and really l iked people and who had high levels of 
d isplayed energy. Because of the nature of the work in serving famil ies, many 
of the mature respondents highlighted the need to enjoy the company of 
chi ldren, although they doubted that younger people could achieve this with 
their lack of life experience. Interestingly, on_e of the more mature respondents 
related the practise of mothers being drawn to the sound of a crying child in 
order to administer comfort, where a younger person, with no parenting 
experience would feel inclined to retreat from the same situation. 

they should put so much effort into their work, when colleagues particularly 
did not. Some comments related to the ability of junior management to 
successful ly orchestrate ( control?) the actions of more experienced and often 

There is a theme through the whole piece of analysis, of the interviewees very 
much being themselves at work, albeit they often thought that the workplace 
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quote summed up this feeling qu ite well , "Iif y ou have a g oo d  ni gh t  nothiing 

s elf wa s oft en a slig htly d i fferent versi on of self, " I  thi nk I a m  m ore outg oi ng at 

w ork tha n  I am a t  hom e" ( LE05 ). M en ti on wa s a lso ma d e  ab out the 

im port anc e of faci al exp ressio ns i n  presenting a p osi ti ve fa ce to the custom er. 

In summary, the g ro up rea lly recog ni sed the i mpiorta nce of emo tio na l  make

u p  and expre ssi on in the qua li ti es requ i re d  of g oo d  servi ce s ta ff ,  they tho ugh t 

th ese were rea lly qu i te obviou s, bu t were surp ri sed tha t man ag em ent ei ther 

did n ot seek th ese attri bu tes, or fa i led to s po t th em i n  the i ntervi ew process , 

and ind eed t ole rate d t he ab sen ce of them i n  the performance of em p loye es. 

6.3.2 Emotions Expressed on the Job 

Thi s w as by fa r  the ful lest pa rt of th e i ntervi ew in puts and wa s clea rly a very 
rimp ortant compone nt of the s erv ice jobs u ndertak en. Th ere wa s a vey high 

l evel of engag em en t  wi th cu s tomers and thi s wa s seen a s  c ri ti cal not on ly in 

d oing the job effec ti ve ly, bu t much m ore im portantly a s  a sour ce of p rid e and 

fulfi lment for th e peopl e in t hose servi ce rol es. Ju st a few of th e q uo tes are 

lis ted b el ow t o  gi ve s ome sen s e  of th e em otion s ex p ress ed i n  regard to the 

c onniectiviity to cuistomers: 

• " I  l ove to se e th em happy" (L e 05 ) 

• " I  try t o  chee r t hem up and talk to  them" (Lu 01 ) 

• "Anyth ing to ple ase th e cus tom er" (Le 04 ) 

• " I  hate unh ap py gue s ts" (G 04) 

• "Gues ts need to go away on a hi gh" (l e 05) 

• "Y ou can influence h ow yo ur gu est i s  g oi ng to b e  . .. " (Lu 03 ) 

• " . . .  se e every thing t hrough th e gu ests eyes" (G 02) 

• "Ge t a perso n to feel lik e  a million dollars" (L e 05) 

The sense of connecting to custom ers isvery strong, and it i s  cl ear tha t thiis i s  

somewhere in the emotiional make-up of thie servicie staff, wiith a level o f  

cairing akin to that which you mighit express abiout a c ou sin o r  an aiuni t. O ne 
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beats it real ly, when the customers are al l happy, it's not l i ke work" (G04 ) .  

Th is notion was probed somewhat in  the i nterviews especial ly relati ng th is 

level of affective commitment to the terms and cond itions of the service roles 

themselves . The respondents who clearly had real pride in the contact and 

relationsh ips with the ir  guests vigorously rejected this point despite the terms 

and cond itions  of the role. To underl ine this , one of the more senior 

respondents , a fifty-six year-old lady told the story of how she had a heart 

attack the previous year, but only stayed on sick leave for five weeks, 

because "she d idn't want to leave her guests for any longer'' ( LU03). 

body language, looking happy and the buzz, throughout their feedback i n  the 

interviews. Combined with this was a lot of dialogue that talked about read ing 

guests from a who le range of d iffering perspectives. These covered such 

areas as mood , eating occasion, how relaxed guests were , if a server could 

be cheeky with them and offering customers a whole experience. These were 

ski l ls that they felt they had never been taught, and on the whole doubted they 

could be taught at al l ,  the view was that these were the th ings that made that 

essential personal ity of a good server. 

Much of the above feedback focused on the positive customer experiences 

that staff engaged in, and these positive experiences were by far the majority 

of the service interactions. The interviews went on to examine to what extent 

they did recognise the particular needs of business customers and 

understood that their needs differed from the groups whose main purpose in 

visiting the outlet was purely social. It had been difficult for the respondents to 

see their service interactions being anything other than them being 

themselves in the majority of the positive service experiences, but when the 

issue of difficult interactions was discussed, the responses began to vary 

The respondents had a very clear view of self in terms of being very aware of 

how they came across to their customers , using words l i ke smi l ing, l isteni ng ,  

feelings changed when staff were faced with an unpleasant customer. 

Given the optimistic outlook of the respondents in general ,  they struggled to 

understand why anyone would come out in such a frame of mind , a lthough 
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somewhat. Some of those interviewed maintained that their approach was 
constant even in the difficult situations, however, the more common response 
was that this was where the job became harder, more stressful, more tiring 
and when they had to put on an act. 

• "I never feel l i ke a waitress, but that (complaining behaviour) makes me 
feel  l ike a waitress" (Lu 05) 

• "The only time when it requires effort is when someone disrespects you" 
(G01 t) 

• "When you get a guest that moans .... you go home miserable" (Lu 04) 
• "If I have fai led to make a guest happy, I go home a l ittle bit stressed" 
• ( Lu 06) 
• " I  have to put an act on with difficult customers" (Le 0 1 )) 
• "I feel l ike I am losing control of the situation" (Lu 02) 
• "Sometimes I th ink the guest is looking down on you" (Lu 03) 

None of the respondents was in any way dismissive of the issues of 
dissatisfied customers and there was a genuine feel ing of disappointment 
when the staff could not win round a customer and send them away in a 
positive frame of mind ,  "when a person leaves I feel you want them back" 
(Lu 01  ) .  

A number of the respondents talked about their coping strategies in these 
difficult situations, "sometimes I feel like throwing my apron at them" (Le 01 ). 
These strategies were largely based around team support, and getting off
stage to vent frustration, this general ly being the kitchen area, " ... . when you 
go back out, the smile goes back on your face" (Le 04 ). 

We go on to discuss the nature of teamwork and support next. 



6.3.3 Teamwork and Support 

The notion of working in a team was one very strongly expressed by the 

respondents, "a good team = a great night = much fun" (Lu06). Almost all the 

respondents felt that they worked in a good team, but because of the nature 

of the team, the above quotation really describes how this changes night to 

night, and respondents were quite critical of an individual who let the team 

down, "Some people are just here to look after themselves" (Le 02). Two of 

the respondents had worked in a business where management had been poor 

and teamwork was seriously impaired. "He (the Manager) stayed out of the 

way, we never saw him, as a bloke he was lovely, as a manager he was a 

waste of time" (Lu 01  ). 

of the shift pattern team structures can change regularly and change the view 

Overall there was a sense of camaraderie in the team ethic in the business, 

"Everybody who works here feels strongly as a team", "I love the fact I have 

made so many friends in the team" (Lu 04 ) .  

Respondents generally favoured a 

sent on the floor to lead by example and 

strong structure around them with the 

parameters of the job clearly defined, " I  like a manager to be firm but fair" 

(Lu 01  ), and management being preo_o
lend support, indeed the very definition of support for these respondents was 

that which was delivered by management. 

In all of the sites, the General Manager was a well-respected and well-liked 

leader, albeit some had been subject to lower quality leadership in the past as 

highlighted above. More concern was raised regard ing the quality and 

maturity of junior management, "Uunior) managers are not mature enough for 

their responsibilities" (Lu 01 ). 
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6.3.4 Tra in ing 

The respondents were asked about their experiences of tra in ing, but more 

comprehensively how they thought tra in ing should be structured to enable 

service staff to function to their fu l l  potentia l .  

The i n it ia l induction tra in ing varied widely for staff members , due to thei r  

length of service with the company and the development history of the site . 

rea l  l ife scenarios that they wou ld face. Those who had gone through 

thorough tra ining (particularly  evident when a site was new) thought it was 

excel lent, "Bri l l iant tra in ing ,  the best I 've ever had" (Lu 01  ). Here again 

positive comment was evident where tra in ing recogn ised the staff as 

There was strong support for role-play style tra in ing, which exposed staff to 

ind ividuals ,  " . . .  look at the personality of a person",e" We are not parrots, those 

days have gone" (Lu 01  ) .  

The i ssue is that this level of train ing is not consistent, and newer employees 

clearly felt thrown in at the deep-end in terms of tra in ing, "The first week I 

d idn 't know the til ls and I was just left to get on with it, I felt l ike leaving , I fe lt 

useless" (G 05) .  

The respondents were very conscious of the need to bui ld confidence, 

particularly i n  how this confidence is conveyed to customers, experientia l  

tra in ing and confidence with the techn ical aspects of the job , particularly the 

operation of the tilling system were seen as crucial . 

6.3.5 Feelings after Leaving the Workplace 

Finally the respondents were asked how they felt after arriving home after 

working their shift, in order to explore to what extent their role had a longer

term emotional Impact on them. 

Emotions were clearly impacted by the type of shift staff had gone through ,  

both in  a positive and negative sense. "After a real ly good or  bad sh ift ,  I am 
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sti l l hyped up  and I need to take time out before I go to bed , sometimes I can't 

s leep, I can't switch ofF' (Le 02). 

Staff clearly take the experiences at work very seriously and reflect that in the 

way they fee l after they get home, with customer experience being the main 

contri butor  to these feel ings. 

6.4 Survey Results 

Fol l owing the completion of the face-to-face interview, each of the servers 

who participated i n  the interviews was asked to complete a confidential 

question naire. This particu lar set of questions was designed to enable 

individuals to measure their personal satisfaction with thei r career and have 

been adapted here to serve as a composite overview of job satisfaction for the 

group of service staff interviewed in this research . 

Whil st this does not represent a huge statistical response, the outcomes add 

a degree of richness and reinforcement to the interview results. 

The twenty-six questions are grouped under the fol lowing key headings: 

• Acceptance I Bonding 

• Sadness / Helplessness 

• Anger / I njustice 

• Fear / Uncertainty 

• Enjoyment / Success 

A short commentary is p resented below on each of the graphs under these 

headings. 
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6.4.1 Acceptance I Bonding 

Figure 6. 1 Acceptance/Bonding 

Acceptance I Bonding 

53% 

Camaradelie with team A positive reialionship 'Mth Receiving recognition or a Praise for a job well done People nolicing the delail 
members or other a particular person promotion of \.Vhal you do well 

colleagues 

The figure above shows strong scores positive responses to the questions 

around teamwork (82% very often/always experiencing camaraderie) , 

individual relationships (77% very often or always experiencing posit ive 

relationships) , recogn ition or promotion (41 % often) and praise (47% often). 

There is a strong sense that reward and recognition is strong in the teams, 

and praise is common for a job wel l  done. The very strong measure of 

camaraderie with the team and good individual re lationships reflects the 

interviews very strongly. There is no doubt that this sense of sociabil ity and 

teamwork seems to insu late servers from the pressu res of management and 

customer. 
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6.4.2 Sadness / Helplessness 

Figure 6.2 Sadness/Helplessness 
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The figure above reveals a sense of actions often occurring outside the 

control of the individual respondent; (82% sometimes/often arousing emotions 

in the respondent) , changes in management di rection (83% sometimes/often 

impacting the individual) .  

However, changing in structures causing job losses were low (65% never 

experiencing this) and work being dul l  does not seem to be an issue (59% 

never experiencing this) . 

Employment i n  these outlets appears to be stable with no real fear of 

redundancy and l ife is rarely dul l .  However, members of staff often feel 

somewhat out of control , and subject to the changing actions of management. 

This may reflect the difficult nature of communications in these outlets that 

employ many part-t ime workers who turn over at a very h igh rate, thus limit ing 

opportunit ies for the communication of the rationale for management 

decisions. There is most l ikely a perspective here relati ng to the amount of 
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control servers have over the whole dining experience, they are the ones who 

face the customer, but are only one part of the production chain .  

6.4.3 Angere/ Injustice 

Figure 6.3 Anger/ Injustice 
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The key findings i n  the figure above are around the customer interaction, 

team co-operation and productivity. 

Many feel ings were expressed in this section that reveal how staff are 

exposed to tight deadl ines ,  angry customers ,  being subject to the inefficiency 

of others around them and being criticised by others. It is not clear whether 

th is criticism comes from customers or colleagues, judging from the interviews 

it is probably a combination of both. These are probably expressions of lack of 

support from management, incons istent qual ity of colleagues and the 

inevitable unpredictabi l ity of the customer. 
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6.4.4 Fear / Uncertainty 

Figure 6 .4 Fear/Uncerta inty 
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The figure above demonstrates low responses to threats from job continuity 

(94% never) , organisation survival (94% never) and supervisors (94% never) . 

Similar trends are evident in  all the question areas. 

The business appears to present a very safe atmosphere and underl ines the 

comments above on the security of employment and the agreeable nature of 

customers and col leagues in general .  
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6.4.5 Enjoymente/ Success 

Figure 6 .5 Enjoyment/Success 
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The table above i l lustrates a general ly positive response to the questions 

around enjoyment and success. Enjoyment gained from work is high (59% 

very often/always experiencing), positive actions from peers or subordinates 

is quite high (47% often or always experiencing) .  A high percentage 

experience fun at work (58% very or always) and laughter (76% very often or 

always) . 

This area of the questionnai re paints a positive pictu re of working l ife in the 

business, enjoying work, having fun and laughter and getting on well with 

peers and superiors. This reflects the general feeli ng of the respondents in the 

interviews. It paints a picture,  in general  at least, of people who enjoy their 

work, resulting from the relationships with customers and the general 

camaraderie of the team if not always the management. 
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something in th eir owin inclined to enter Into this deeper role, Is there 

6.5 Chapter Summary 

This earl y re se arch h as reveal ed an int eresti ng si de to the rol e  of em otion s in 

s ervic e o pera tio ns. Clearly from the r esp ons es resulting from the int ervi ew 

an d ques tio nna ire , service team s v ery clearly re son ated w ith the noti on of 

emo tions in their roles, many of the res ponses touching on t he n oti on s of 

Emotiona l L abou r, (H ochsch ild , 1983), in cl ud ing sugg es ti on s  of D eep A cti ng ,  

Su rfac e  Acting and emotio nal i n te llige nce in  term s of Self-Aw areness an d 

O ptimi ism .  

It i s  apparenit how the r elationships w ith, a nd sup por t, of m anag em en t an d 

c olleagues played a key par t in them cop ing an d in deed o p itimi sing t heir own 

c on trib ution to the emo tional  experience of thei r  cus tomers . Th is expr essi on 

of emo tions b etween colleagues i s  highlighte d by Rafaeli & Su tton, (1 989)i, i n  

a study of wai tres ses who admitting to feigni ng fri en dliness t o  help th em g et 

wha t they wanted . 

These interv iew results reflect a number of the find i ngs in the l iterature  r eview. 

The relationships developed between servers a nd cu stom ers u nder pin th e 

work on loyalty (Hesket et al, 1 997, Reicheld , 1 996) disc ussed on p ag e  21. 
cThe reognition of differing customer typ es discus sed on p age 144 illustrates 

how behavioura l  repertoires (Dobnl et al, 1 997) play a p art in ad ap ting to a 

range of service situations. 

Links between Emotional Intelligence and Emoti on al Labour are h igh light ed 

above and discussed on pages 40-49 an d pag es 33-40 resp ectiv e in th e 

liiterature review. 

Some employees gain real self esteem from the rol e they pliay in thie servic e  

encounter, but this still leaves questions of which emiploy ees are m ore 

emotional make-up that lends itself to both offering good service and gaining 

genuine positive feelings as a result ofdoing so? 
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And finally what is the role of management in  this scenario, what culture, 

relationships and processes and procedures support servers g iving of their 

best? 

This study will build on these questions as it goes on to explore the role of 

Emotional Labour, and Emotional Intelligence and customer emotions in the 

service sector. 
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CHAPTER SEVEN 
PERFORMANCE OF GENERAL 

MANAGERS EMOTIONAL INTELLIGENCE, 

RELATED TO PERFORMANCE OUTPUTS 

7 . 1  Introduction 

This Chapter describes the research undertaken with a sample of restau rant 
General Managers. The purpose was to examine the relationship between the 
emotional competence of the Genera l  Manager sample, and their 
performance in key areas of the businesses they manage. 

The relationship between the actions of the General Manager of a typ ical 
outlet employing maybe one hundred people, and the nature of the u ltimate 
impact on the customer is clearly a complex one. The l iterature review 

rdescribes the notions of empowement and d iscretion i n  service industries as 
a means to improved performance (Lashley, 1 995) ,  and the d rive for the 
creation of service cultures (Leidner, 1 993) to enable a level of motivation 
around a shared vision of great service through good teamwork. These 
approaches are seen as critical in creating the right cond itions for the 
continued financial health of those operations. 

A number of key performance indicators were examined in this study and by 
assessing the General Manager population with the Bar-On Eqi ,  the goal was 
to understand the relationship between the emotional competence of the 
General Managers and the performance of the outlets under the ir  control . 
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Figure 7. 1 Research Model for Restaurant Managers 

TEAM 

SATISFACTION 

Ei 

Components 

H 1  

H2 
CUSTOMER 

SATISFACTION 

H3 

PROFIT 

PERFORMANCE 

The model above i l lustrates the hypothesis that wil l be examined in this 

Chapter, and these are outl ined in detail below. The hypothesis that will be 

examined in this Chapter are displayed below: 

Hypothesis 

1 .  

Description 

Managerial Emotional Intelligence is positively related 
I 

to 

employee satisfaction 

2. Managerial Emotional Intelligence is positively related to 

customer satisfaction 

3. Managerial Emotional Intelligence is positively related to profit 

I 
performance 

7.2 The Performance Data 

In combination with the Bar-On Eqi, a collection of critical performance data 

was collected on the outlets in the study. This information was used as a 

measure of overal l  management performance from th ree distinct areas of 

business performance and reflects the balanced scorecard of customer, team 
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and shareholder (Kaplan & Norton, 1 996) measures of the business in the 

study. These were: 

• Profit Perfo rmance Data 

Th is was the p rofit performance (before the al location of fixed costs) ,  

generated by the site in the ful l  year under review, compared to the 

previous fu l l  yea r  performance.  This was expressed as a percentage 

growth figu re .  The average in the study was 1 5% 

• T earn Satisfaction 

This was a figu re extracted from the company's annual satisfaction survey, 

(whose structure is based on the Gal lup twelve questions, Buckingham & 

Coffman 1 999) .  

Th is is expressed as an absolute percentage satisfaction score by 

ind ividual s ite , includ ing al l  respondent employees in that outlet. Average 

response rates to such surveys are 69%. The average satisfaction score 

i n  the study was 90% 

• Team Turnover 

Th is figure represents the number of employees who have left the site in  a 

one-year period , d ivided by the total number of employees in that s ite , 

expressed as a percentage .  As mentioned in the earl ier l iterature review, 

these numbers are extremely high in this industry, the average in this 

sample being 95% per annum. 

• Customer (Guest) Satisfaction 

The business has a mystery guest programme, which involves the regu lar 

period ical vis it of people employed by an external agency, visiting the 

ind ividual s ites, posing as regular customers. The numbers quoted are the 

annualised results of th is programme reported by site . The average in the 

study was 84% 
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• Appra isa l Rating 

The annual appraisal rating given to each General Manager in  the year 

under scrutiny is recorded in the data set. This rating is given to Genera l  

Managers by their  immediate l ine manager, (The Regional Sales 

Manager) and reflects overal l management ach ievement against a pre

determined set of key tasks, which include specifical ly three of the four 

above measures , the exclusion being team satisfaction which is used as 

supporting data rather than a specific key performance ind icator. 

7.3 The Results 

The results in th is section deal with the find ings relating to the key parameters 

under investigation in  the study. 

Table 7 . 1 :  Comparison of Mean Eqi Scores between Male (n=1 09) and 

Female (n=52) General Managers 

Eqi Scales Male GMs Female GMs t-val ue p-level 

(2-tai led) 

Total EQ 1 02 .5 1 04.8 - .96 .339 

Self-Regard 98 .0 1 00.5 -.95 .345 
Emotional Self-Awareness 1 0 1 .7 1 04.3 - .92 .359 
Assertiveness 1 05 . 1  1 06.9 - .72 .474 
I ndependence 1 07.6 1 08.0 -.20 .840 
Self-Actua l isation 1 03 .3 99.2 1 . 62 . 1 06 
Empathy 1 0 1 .5 1 02.4 - .35 .729 
Socia l Responsib i l ity 99 .9 1 00.7 - .37 .71 2 

I nterpersonal Relationsh ip  1 00.8 1 03.8 -1 .2 1  .227 

Stress Tolerance 1 05.2 1 08.6 - 1n.52 . 1 30 

I mpu lse Control 96 .2 96.3 -0 .03 .973 

Rea l ity-testinQ 1 03.5 1 03.5 0 .02 .987 

Flexib i l ity 1 06. 1 1 09.5 -1 .36 . 1 76 

Problem-solvinQ 1 02.9 1 03 .8 -0 .35 .730 

Optimism 
Happiness 

98.0 
99.5 

1 03 . 1  
1 03.2 

-2. 1 8  
-1 . 5 1  

.031 * 

. 1 32 

*p<0.005 **p<0.00 1  
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94.7 

Table 7 . 1  above shows that the mean Eqi scores of the male Genera l  
Managers and female Genera l  Managers do not show any pronounced trends 
at the total Eqi level o r  in the Eqi sub-scales ,  with the exception of Optim ism 
with ma le Genera l  Managers (98 .0) and female Genera l  Managers ( 1 03 . 1 ) . 
The scores on Optimism are significant (p=.03 1  ) .  

Table 7 .2 :  Comparison of Mean Eqi Scores between Younger (n=42) and 
Older (n=39) Genera l  Managers based on the Upper and Lower Quartiles of 
the Population Sample 

Eqi Scales Younger OlderoGMs t-value p-level 
GMs (2-ta i led) 

Total EQ 1 04 . 1  1 04.2 -0 .03 .976 

Self-Regard 
Emotional Self-Awareness 

1 00 . 1  
1 00 .7 

97 .6 
1 04.4 

.69 
-1 .02 

.493 

. 3 1 1 
Assertiveness 1 02 .2 1 08 .9 -2 . 1 1 . 038 * 
I ndependence 
Self-actua l isation 

1 09.0 
1 0 1 . 1  

1 08.4 
1 03.0 

0 .21 
-0 .66 

.832 

.5 1 0  
Empathy
Socia l Responsibi l ity 
I nterpersonal Relationship 
Stress Tolerance 

1 0 1o.8 
1 00 .7  
1 00 .9 
1 07.4 

1 02 .0 
1 00.3 
1 05.2 
1 04.6 

-0 .07 
0 . 1 8  
- 1 .50 
0 .93 

. 948 

.859 

. 1 39 

.356 
I mpulse Control 98 .7 

1 05.2 1 06 .0  
1 . 1 9  .239 
-0 .25 .801Rea l ity-testing 

Flexib i l ity 1 08 . 1  1 06 .0 0 .65 .51 9 
Problem-solving 1 04.2 1 07.8 - 1 . 1 2  .265 
Optimism 1 00.4 1 00 . 1  0 . 1 0  .922 
*p<0 .005 **p<0 .00 1 

Table 7.2 above does not demonstrate any pronounced trends at the total Eqi 
level ,  Younger ( 1 04 . 1  ) , Older ( 1 04.2) and the sub-scales are not significantly 
d ifferent with the exception of Assertiveness (Younger, 1 02.2, Older, 1 08 .9)  
which is significant (p=0 .38) . 
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.377 

.394 

Table 7 .3 : Comparison of Mean Eqi Scores between the Less Experienced 
(n=43) and More Experienced ( n=4 1 ) General Managers Based on  the Upper 
and Lower Quarti le  of the Population Sample 

Eqi Sca les Less More t-val ue p-level 
Experienced Experienced (2-tai led) 
GMs GMs 

Total EQ 1 04.4 1 00 .3  1 .32 . 1 91 

Self-Regard 
Emotional Self-Awareness 

1 01 .4 
1 0 1 .3 

93 .3 
1 03 .4 

2 . 1 2  
-0 .59 

. 037 * 

. 556 
Assertiveness 1 04 .2 1 06 . 1  -0 .66 . 5 1 2 
I ndependence 
Self-Actual isation 

1 1 0 . 1  
1 02 .6 

1 05 .5 
99.9  

1 .55 
0 .74 

. 1 26 

.463 
Empathy 1 03 . 1  1 00 . 1  0 .89 
Social Responsibi l ity 
I nterpersonal  Relationship  

.4321 0 1 .0 98 .6  0 .79 
1 03 .8 1 00 .6 0 .98 .332 

Stress Tolerance 1 06 .2 1 03 .0  1 .09 .278 

. 984 
Impu lse Control 96.8 93 .9 0.86 
Real itv-T estina 1 02.4 1 02 .5 -0. 02 
Flexib i l ity 1 08.0 1 03 .7  1 .39 . 1 69 
Problem-So lving 1 03 .9 1 02.9 0 .28 .779 
Optim ism 1 00 .5  97.2 1 .00 .320 
Happiness 1 04.2 95 .4 2.56 . 0 1 2 ** 
*p<0.005 **p<0 .001 

Table 7 .3 above reveals no overa l l  d ifference in Eqi between more 
experienced Genera l  Managers ( 1 00.3) and less experienced General  
Managers ( 1 04.4) .  A study of the Eqi sub-scales reveals that less 
experienced Managers have better Self-Regard ( 1 0 1 .4) than their  more 
experienced co l leagues (93 .3) which is s ignificant (p=.037) and are more 
Happy ( 1 04.2) than the i r  more experienced col leagues (95.4) which is 
significant (p=.0 1 2) .  
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Table 7 .4: Comparison of Profit Growth in  Restaurants Managed by Male, 

(n= 1 09)  and Female, (n=52) General Managers 

Male GMs Female GMs t-value p-va lue 

Profit Growth 1 1 .4% 22 .3% -1n.90 .060 

*p<0 .005 **p<0 .00 1 

Table 7.4 above ind icates that the restaurants that are managed by female 

GM's a re more profitable, (22.3% profit growth) than their male col leagues, 

( 1 1 .4%), a lthough in  th is example the d ifference is not sign ificant. 

There is no obvious reason for female managers to be in control of more 

profitab le outlets than their male counterparts, but may wel l  be pointing 

toward a re lationship between the emotional competence of the leader and 

the concomitant i mpact on the relationships and atmosphere generated in  the 

outlet under the ind ividua l  manager's control ,  a lbeit there is no independent 

evidence of this. 

Table 7.5: Comparison of Profit Growth in Restaurants Managed by You nger 

(n=42) and Older, (n=39) Genera l  Managers Based on the Upper and Lower 

Quart i les of the Population Sample 

Younaer GMs Older GMs t-value p-value 

Profit Growth 20 .8% I 1 1 .4% 1 .05 .298I-
*p<0 .005 **p<0 .001 

I n  tab le 7 .5 above there is no significant d ifference between the restau rants 

managed by the younger quarti le of GM's and those managed by the older 

GM's. 
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Table 7 .6 :  Comparison of Profit Growth of Restaurants Managed by Less 
Experienced , (n=40), Medium Experience, (n=79) and More Experienced , 
(n=42) Genera l  Managers Based on the Upper and Lower Quarti le of the 
Pop ulation Sample 

Less Medium More t-value p-value 
Experienced Experienced Experienced (2-tai led ) 
GMs GMs GMs 

Profit 31 .0% 1 0 .4% 8. 1 %  6 .347 .002 * 
..,_._._, 

*p<0.005 **p<0.00 1  

From Table 7.6 above, it i s  interesting to note that the less experienced 
managers control outlets generating significantly h igher profit growth 
restaurants , (31o.0% in profit growth ) ,  than the more experienced managers ,  
(8 . 1  %).  

Given the conclusion in Table 7.5 above, this may not be an issue of age ,  but 
of duration of experience in these roles. This could be a function of burnout 
having been in the role for an extended length of time. This find ing supports 
empirical  (if not statistical ly proven) findings in the organisation ,  where the 
placement of a new manager in an outlet often results in increased revenue 
and profit performance, often put down to hunger and enthusiasm. 

Table 7.7: Comparison of Profit Growth in Restaurants Managed by Low, 
(n=26) and High, (n=54) Performing Managers Based on Performance Above 
and Below Average as Rated by Appraisal Measure 

I Low Performing Hig.h Performing 
GMs GMsj

I 

! 

3ii
t ··--- ----,-- - ·- ·· 

l.J?mfit �-" --�;!:.59_�:-••.s- % 
*p<0.005 "*p<0.0O1 

t-va lue p-value 
(2-tai led) 

-4.22 .000 ** 
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I n  Tab le 7 .7 above , as might be expected , and somewhat i n  support of the 

qua l ity of the appraisal rating apportioned by the Regional Sales Manager, the 

h igher performing GMs manage restaurants that are significantly more 

p rofitable, (23.6%) than the lower performing ones, (-3 .59%). 

Table 7.8: Comparison of Profit Growth in  Restaurants i n  Which There Is Low 

(n=34) and H igh (n=37) Team Satisfaction Based on the Upper and Lower 

Quarti l es of the Population Sample 

Low Team High Team t-value p-value 

Satisfaction Satisfaction (2-ta i led)  

Profit Growth 1 4.9% 9.07% 0.85 .397
*p<0 .005 **p<0.001 

I 
I 

I n  the tab le above there is no significant d ifference between the profit 

perfo rmance of restaurants with g reater or lower team satisfaction . 

Table 7 .9 :  Comparison of Profit Growth in  Restaurants i n  Which There is Low, 

(n=4 1 ) and High ,  (n=38) Team Turnover Based on the Upper and Lower 

Quarti les of the Population Sample 

Low Team High Team t-value p (t) 

Turnover Turnover (2-tai led) 

Profit Growth 1 6 .0% 17.9% -0.24 .8 1 4  
*p<0.005 **p<0.001 

turnover i n  this i ndustry and the desire of senior management to reduce these 

numbers of people leaving the business. 

Much as was in  evidence i n  Table 7.8, there is no s ign ificant d ifference in  the 

profit growth between restaurants with greater or lesser team turnover. This 

again  is a source of some surprise g iven the wel l-documented issues of staff 
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Self-Regard 

Emoathv 

Flexibility 

Optimism 
Happiness 99.9 

Table 7 . 1 0 : Comparison  of Profit Growth in  Restaurants i n  Which There I s  

Low ( n=43) and High (n=40) Customer Satisfaction Based on  Upper and 

Lower Quarti les of the Population  Sample 

low Customer H igh Customer t-value p (t) 
Satisfaction Satisfaction (2-tai led )  

Profit 1 0. 1 %  27.6% -1 .78 .078 
*p<0 .005 **p<0 .001 

Table 7 .1 O above reveals that the restaurants with h igher customer 

satisfaction are more profitable (27 .6%), than  the ones with lower customer 

satisfaction ( 1 0 . 1 %). However, the d ifference is not significant. This is a 

find ing that one m ight expect from businesses with such a high service 

exposure and wide choice i n  the market p lace for the customer. 

Tab le 7 . 1 1 :  Comparison of Mean Eqi Scores Between Genera l  Managers 

Who Manage Less Profitable Restaurants (n=40), and More Profitable 

Restau rants (n=35) Based on Upper and lower Quarti les of the Population 

Sample 

Eqi Scales Less More t-val ue p-level 

Profitable Profitable (2-ta iled ) 

Total EQ 1 0 1 .3 1 06 .9 - 1 . 79 .079 

IEmotiona l  Self-Awareness 
98.7 1 02.0 -1h.05 .298 
99 .6  1 05 . 1  - 1 .54 . 1 29 

Assertiveness 1 02.5 1 05.9 -1 .04 .302 
Independence 1 06.3 1 1 1 .9 -1 .93 .058 
Self-Actual isation 99.2 1 05.5 -1 .97 .053 

Social Responsibi l ity 
1 00.5 1 04.5 -1 . 1 5 .254 
98.4 1 03 . 1 -1 .50 . 1 39 

I nterpersonal Relationsh ip 1 02.8 1 04.9 -0 .69 .492 
Stress Tolerance 1 05.0 1 08 .5 -1 . 1 1 .269 
Impulse Control 96.4 96.4 -0.53 .598 
Realitv-Testing 1 01 .4 1 07. 1 -1 .90 .06 1 

1 07.8 1 1 0.8 -0 .9 1  .366 
1 01 .0 1 05.7 -1 .27 .208Problem-Solvi ng 

* p<0 .005 

97.9 1 02.3 -1 . 33 . 1 89 
1 03 .2 -1 .09 .281 

**p<0.001  
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Table 7 . 1 1 above ind icates that the more profitable restaurants are managed 

by the Genera l  Managers with the higher Emotional Intel l igence ( 1 07) when 

compared to General Managers who manage less profitable restaurants 

( 1 O 1 ); and the d ifference between the two approaches is not statistically 

s ign ificant (p=.079) .  The three most important Emotional I ntel l igence 

components appear to be I ndependence ( 1 1 2  versus 1 06 ,  1 .93 , p=.058) ,  

Real ity-Testing ( 1 07 versus 1 0 1 , p=.061 ) ,  and Self-Actua l ization ( 1 06 versus 

99, p=.053) .  

7.4 The Major Findings Relating to the Connection Between Emotional 

Inte l l igence and the Parameters Studied 

Table 7 . 1 2 :  The Emotional Intelligence Regression Model That Best Predicts 

The Performance of General Managers, [Mu ltiple R= .45, F=2.44, p=.003, 

n= 1 61 J  

Eai Beta t-value p-!evel 
Self-Reoard -.053 -.404 .687 
Emotional Self-Awareness .270 2 . 1h1 5  .036 * 
Assertiveness - .041 -.356 .723 
I ndependence . 1 03 .332 
Self-Actua l isation . 1 64 1 .324 . 1 88 
Empathy -.21 8 - 1 .672 . 097 
Social Responsibil ity .285 2.204 .029 * 
I nterpersonal Relationship -.554 -3.721 .000 ** 
Real ity-testing - . 1 65 -1 .334 . 1 84 
Flexibi l ity -.040 - .361  .71 9 

.047 .650Problem-solving 
Stress Tolerance -.062 -.474 .636 
Impulse Control 
Optimism 
Happiness 

.026 

.31 8  

.204 

.281 
2.624 
1 .581 

.779 

.0 1 0  ** 

. 1 h1 6  
* p<0.0O5 **p<0.00 1 

The results that appear in Table 7. 1 2  above that Emotional I ntel l igence is  able 

performance appraisal) with a significant 

.974 

.454 

to predict the performance of the General Manager ( as measured by 

003). Moreover it can be seen that Emotional I ntelligence contributes 21  % p=.

degree of accuracy, (F=2.44 ,  
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to th is specific type of performance (Regresssion R=.45), th is represents a 

There a re no sign ificant relationships between the major scales of Eqi 

( l ntrapersona l ,  I nterpersonal , Adaptabi l ity, Stress Management and Genera l  

Mood ) and management performance as measured by performance appraisal 

considerab le variance. 

rati ng .  

On th is eva luation ,  the main predictors of managerial performance are 

Emotional Self-Awareness ( p= .036), Social Responsibi l ity (p= .029), 
=I nterpersonal  Relationships (p= .000) and Optimism (ph.01 0) . Looking at the 

upper quarti le  of h igh performing managers, the average high mean scores 

for the Emotional I ntel l igence components of this model are as follows: 

• Emotiona l  Self-awareness= 1 03 

• Social Responsib i l ity=1 0 1  

• Optimism=99 

• Self-actua lization=1 02 

• Happiness= 1 01 

These findings are developed further in the model i l l ustrated on page 1 40. 
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.753 

Table 7 . 1 3: The Emotional  I ntel l igence Regression Model of General 
Managers That Best Predicts Team satisfaction ,  [Multi ple R= .33,  F=1o.07 ,  
p= .393, n= 1 6 1 ]  

Eqi 
Se lf-Regard 
Emotional  Self-Awareness 

Beta 
- . 1 05 
.086 

t-value 
- .743 
.622 

o-level 
.459 
.535 

Assertiveness -.046 - .360 .71 9 
I ndependence 
Self-Actual isation 

.053 

.024 
.462 
. 1 69 

.645 

.866 
Empathy 
Socia l  Responsibi l ity 
I nterpersonal  Relationsh ip 
Real ity-testing 
Flexib i l ity 

.069 
-. 1 3 1 
- .274 
.073 
. 1 42 

.497 
-.957 
-1 .650 
. 548 
1 . 1 98 

.620 

.340 

. 1 0 1  

.584 

.233 

.453 

. 1 95 1 .302 
Problem-solving .086 
Stress Tolerance . 1 84 
I mpulse Contro l  -. 1 64 -1 .597 . 1 1 3  
Optimism .037 .280 .780 
Happiness .038 .262 .794 
* p<0.005 **p<0.001 

Table 7 . 1 3  above indicates that the Emotional I ntel l igence of the Genera l  
Manager is able to predict team satisfaction with a reasonable degree of 
accuracy (F=1 .07, p=.393). It can be seen that the Genera l  Managers 
Emotional I ntel ligence contributes about 1 0% to team satisfaction (Regression 
R=.33). 

None of the sub-scales of the Eqi scales demonstrate significant relationships 
with team satisfaction .  However, if the model is carried out at the major scale 
level of the Eqi the following picture emerges. 
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Table 7 . 14: The Emotional  I ntel l igence Regression Model of General 
Managers That Best Predicts Team Satisfaction Using the Major Scales of 
the Eqi [Multiple R=.25, F=1 .95, p=.090 , n=1 61 ]  

Eqi Beta f-value o-level----••s 

lntra oersonal .069 .45 .656 
Jriterpe�onal -.262 -2 . 1 2  .036* 
_ AdaQt�b,!li!Y .291 2.30 .023*tStres��agen:1�!1! -.077 -.74 .460 
General Mood .071 .52 .606 

. ·-"·"�""''"' /4"'"' 

* p<0.005 **p<0.001 

Looking at the upper quartile, the high mean scores for the Emotional 
Intelligence components of this model are as follows: 

• Flexibil.ity= 1 1 3  

• Stress Tolerance=1 08 

• Reality-testing=106 

These findings are developed further in the model i l lustrated on page 1 43 .  

The table above illustrates that at the major scale level ,  Adaptabi l ity (p=.023) 

and Interpersonal Skills (p=.036) are significantly re lated to team satisfaction .  
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� __ 

____ _ 

Assertiveness .548 
.279 

Self-Actualisation -.077 548 I 

1 

I - .286 

Intelligence contributes over 12% to team turnover (Regression R=.35) . The 

main Emotional 

Tabl e  7 . 1 5: The Emotional Intelligence Regression Model of General 
Managers That Best Predicts Team Turnover [Multiple R=.35, F= 1 .332, 

=p=. 1 91t, nt 1 6 1 ]  

Eqi Beta t-value p-level 
_ Self-Reg�fSJ ·--·· .057 .423 .673 
..§motional Self-Awareness -.009 .944-.070 

-.072 - .601 
J!!9..E!Q�Q�ent

.f:rnpath_y_t.. 

ce -. 1 20 -1.0 88 
-.603 

-·-r--:"'.:-::----��----i--:.•.=....:...:::__ 191t I
:;_;____ ----1--,.:·.:::..t84.:..::9:____ -1. ...:..t-0:-:2�-:.-.___ , ., ... t-"'t 5___ +--

1t I..:..:;2::.;;9___-4-.:..::·8�t97:____ ' .social Respt
:-:2_.t_.�P�-�onal Rela!i2!J�_ht

---t- :-:t
_qnsibili!l .. _ 1-:-7 0-:-�.t

1t
'.. ..  .. t-

iPt
___--+-..:.. 

I_..j 

1 ___ -+_;_1.:.::.3-=-62;::..___ --+-..:....:I ·1:...:...7.::.5 
Reality:::testl!}a__ ······ ,_--+--"":'.".0_2_0___ -+-

9 ___ -+-=t 2:__ __ � I 
6 I 3-.:...:·1..::.-=-0 ___ --i--.:.:·8::.:.7..::::.___-1 

I-_0t9�_.t
-�t 1 -----+2::::.:·..:..t2-:-3"'.'"".400 

I-=-87�7�----1-=·..::.:38==t-·-- -...... . 
* __ __: I. ·:-I 1 8t I.:;;..;5=-------1--.:..::·0�t

2.982 

. Flexibil ity 
,J:_roblem��9,lyil",lg I 3..:......1 _t

I .003 ** . ..... .....,1,--:-------�:.:.::..::�----1....:.=..::.::______..i.. · ,  

-. 1 22 
Ii. Stress Tolerance . .  .  ... ..... . ... , __,,,___ , ,,,, .Impulse Control 

-. 160 
-1.277 .204 
-1.274 .205 

1-2.147 1.033. 
Ootimism I H�ppiness 
* p<0.005 **p<0.001 

In  Table 7. 1 5  above it can be seen that General Managers Emotional 

I ntelligence, can predict team turnover with a moderate degree of accuracy 

(F=1t.332, p= . 1 91 }. lt can be seen that General Managers Emotional 

Intelligence components that predict team turnover 

performance are Problem Solving (p=.031 ), Stress Tolerance (p= .003) and 

Happiness (p;;;;; .033). 

There are no significant relationships between the major scales of Eqi and 
team member turnover. Looking at the upper quartile, the high mean scores 
for the Emotional Intelligence model are as follows: 

• Stress Control=101 
• Happiness=103 

• Assertiveness=106 
• lndependence=108 

• Flexibility= 1 07 
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The findings are developed further in the model illustrated on page 1 4 1 . 

Table 7. 1 6 : The Emotional Intelligence Regression Model of General 

Managers That Best Predicts Customer Satisfaction, [Multiple R=.35 ,  F==1 .34, 

p=. 1 85, n= 1 61 ]  

Eqi 
Self-Regard 

Beta 
.047 

t-value 
.342 

p-level 
. 733 I 

Emotional Self-Awareness -.t1 24 -.929 . 355 
Assertiveness .074 .609 .543 
Independence .035 . 3 1 2 . 755 
Self-Actualisation - . 1 44 -1 t. 1 06 .270 
Empathy -0 .23 -.t1 7 1 .864 
Social Responsibility . 1 06 .799 .426 
Interpersonal Relationship .098 . 602 .548 
Reality-testing -. 028 -.2 1 t6 .830 
Flexibility -.005 -.04 1 .968 
Problem-solving -.056 - .5 1 t6 .606 
Stress Tolerance -. 1 5 1 - 1 t.068 .287 
Impulse Control -.078 -. 786 .433 
Optimism .252 1 .957 .052 
Happiness .21t0 1 .5 1 8  . 1 3 1 
* p<0 .005 **p<0 .00 1 

In Table 7. 1 6  above, it is clear that the General Managers Emotional 

Intel ligence can only predict customer satisfaction to a very moderate degree, 

(F= 1 .34, p=. 1 85), It can be seen that the General Managers Emotional 

Intelligence contributes about 1 3% to customer satisfaction (Regression 

R=.35) .  There are no significant relationships between the sub-scales of Eqi 

and customer satisfaction .  However, if the major scales are examined the 

following picture emerges: 
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Table 7 . 1 7: The Emotional Intel l igence Regression Model of General 

Managers That Best Pred icts Customer Satisfaction Using the Major Sca les 

of the Eqi [Mu lt ip le R=.328, F=3 .576, p=.090 , n=1 6 1 ]  

Eqi Beta t-value p-level  

l ntrapersona l  -. 1 28 - .854 
I nterpersonal . 1 1 1  - .929 .354 
Adaptabi l i ty - .027 -.223 .824 
Stress Management - . 1 72 -1 .71  .088 
Genera l  Mood .39 1  2.494 .004-
* p<0.005 **p<0.001 

The table above i l l ustrates a significant relationship between the major scale 

of Eqi for Genera l  Mood (p=.004) and Customer Satisfaction .  

Looking at the upper quartile, the high mean scores for the Emotional 

I ntel l igence mode l  are as fol lows: 

• Assertiveness= 1 06 

• l ndependence=1 08 

• Fexib i l ity=1 07 

=• Stress Tolerancet 1 06 

The find ings are developed further in the model i l lustrated on page 143. 
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_____ 

� 

Self-Regard 38 . 1o

Assertiveness 

.979 

evel of the Eq i .  li

The results in Table 7. 1 8  above suggest that General Managers Emotional 

Table 7 . 1 8 :  The Emotional I ntel l igence Regression Model of Genera l  
Managers That Best Predicts Profit Growth [Mu ltiple R=.30, F=.962 , p=.499, 
n= 1 6 1 J  

Eqi 

Emotional Self-Awareness 
-"·------· 

Beta 

-.064 

t-value .o-level 
1 .0 1 6  .3 1 1 
- .480 .632 

-.030 -.247 , .805 
. 1 56 1 .39 1 . 1 66 

--

I ndependence 
Se lf-Actualisation -.052 -.400 .690 

_.. ,._,.,,,_, ---- ••-• c•,-"•"~-•,•=.---

Empajhy
Social Hes2._0nsibHity 

-.4 15  
------

-3. 06 1  . 003 ** 
.274 2 .052 .042 *

_ _,, __ -
I nterp�rsona!B,elajionshi_Q_ .202 1 .284 

.003 .027 
.201 

_Reali!x:,-lesting 
Flexibility -.0 1 9  -. 1 68 
Problem-solvino 

.866 
I -.043 -.402 .688 

Stress Tolerance -.099 -.723 .471 
<,-?.o. -��-- �-

Impulse Control -.042 -.427 . 670 
Optimism -.003 -.023 .982 

_Hap_Qiness -.054 -.399 .691  
* p<0.005 **p<0.001 

Intelligence is able to predict profit growth with only a moderate degree of 
accuracy, (F=.962, p=.499). It can be seen that Genera l  Managers Emotiona l  
Intelligence contributes around 9% to profit growth, (Regression R=.30). The 
key Emotional lnteUigence competence in predicting profit growth in this 
model is Social Responsibility (p=.042) and Empathy (p= .003) 

gnificant relationships at the major scaleThere are no s
Looking at the upper quartile, the high mean scores for the Emotiona l  

lntemgence model are as follows: 

• Assert!veness=106 
c• ,ndapendene=108 

• Flexlbility=107 
• Stress Control=106 
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The find ings are developed further i n  the model i l lustrated on page 1 42 .  

7 .5 Summary of Regression Analysis 

The table below summarises the key findings of the regression analysis on 

Genera l  Managers and the key performance outputs of the outlets under their 

contro l .  

Table 7 . 1 9 Summary of Significant Relationships Between Eqi and General 

Manager Key Performance Outputs. 

Key Performance Eqi Sub-Scale Eqi Major Scale 

I nd icator 

Appraisal  Rating Self Awareness (p=.036) None' 

Social Responsib i l ity (p=.029) 

Optimism (p= .01 0) 

I nterpersonal Relationships 

(p=.000) 

Team Satisfaction None I nterpersonal 

Relationships (p=. 036) 

Adaptabi l ity (p=.023) 

Team Turnover Problem Solving {p=.031 ) None 

· Stress Tolerance (p=.003) 

Happiness (p=.033) 

Customer Satisfaction None General Mood p=.004) 

Profit Growth Social Responsibility (p=.042) None 

Empathy (p=.003) 

7.6 Chapter Summary & Conclusions 

The find ings in this particular section of the research ind icate that a 

relationship exists between the Emotional Intel l igence of the Genera l  

Managers In the study, and their key performance results, as measured by the 
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performance appra isal rating of the manager, satisfaction of the team, the 

profit output of the un its under their control and the satisfaction of the 

customers .  How these findings might relate to the particular environment i n  

the study, and l inkage to some of the earl ier i nterview research is described 

below. 

F igure 7 .2 Model 1 Overal l  Manageria l  Performance 

Social 
Responsibi l ity 
(p=.029) 

Optim ism 
(p=.0 10) 

Managerial 
Performance 

Interpersonal 
Relationships 
(p=.000) 

The model above i l lustrates the Eqi sub�scales that relate significantly to the 

overal l  performance of the Genera l  Manager as measured by the 

performance appraisal process ( see page 1 27). 

These find ings ind icate that the performance of the general managers 

appears to depend on their abi l ity to be aware of and understand thei r  own 

emotions, ( ind icated in the Emotional I nte l l igence model as Emotional Self

Awareness ) .  I n  much of the l iterature on  Emotional I ntel l igence ,  the ab i l ity to 

understand one's own emotions represents a critica l starting point i n  

developing the ski l ls of Emotional  I ntel l igence. Also the abi l ity to mainta in  

good relationships with those around them ( Interpersonal Relationsh ips) is 

key in  del ivering manageria l  performance .  

Furthermore, the general managers ab i l ity to identify with their place of work, 

the team with i n  the outlet, its role in the local community and possibly the 
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team turnover (see page 1 28). 

b rand itself are important factors in  de l ivering good performance. The 

Emotional I ntel l igence model articu lates this as Social Responsib i l ity, this 

l i nks back to Chapter Six when team-member i nterviews highl ighted the social 

benefits of working in teams in these outlets . There also may be ind ications 

here of the importance of relating to the brand itself, and what it may stand for 

i n  the m ind of the general manager. The h istory and heritage of these brands 

is  strong ly  rooted in the community, (many o riginating from the local pub 

market) , and very focussed on provid ing service to a wide range of regulars, 

a l beit more of these are d iners rather than pub visitors these days.  The other 

The third strong element in this research is the need to be positive and 

optim istic, and have more of an orientation to look on the brighter side of l ife . 

I n  the Emotional I ntel l igence model this is measured by Optim ism. This again 

was identified in the responses i n  the team-member interviews in Chapter Six, 

where the respondents themselves regarded the abi l ity to remain optimistic as 

very important. 

Figure 7.3 Model 2 Team Turnover 

vocational element in these businesses is one of being a restaurateur, wh ich 

is important to the operators of these un its. 

Problem 
Solving 
(p=.031  ) 

Team 
Turnover 

Happiness 
(p=.033) 

Stress 

Tolerance 

(p=.003) 

The model above i l lustrates the three Eqi sub-scales that re late significantly to 
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Figure 7.4 Model 3 Profit Contr ibution 

cial 
sponsibi l ity 
.042) 

The contribution the general  manager can make to the min im is ing of team 

turnover appears to focus around the ir  ab i l ity to effectively contro l their 

emotions through stress tolera nce. This is supported by the creation of a 

positive working environment ( i nd icated by Happiness) ,  the manager's ab i l ity 

to solve problems effectively. The ab i l ity of management to set clear goals 

and provide an element of boundary setting was seen as important in  the 

feedback from team-members in Chapter S ix, however, in this fast-moving 

envi ronment, the abi l ity to move with the current issues and chal lenges 

without losing control of oneself is seen as an important factor in provid ing 

support to the team in  stressfu l times. 

Profit •◄---1► 
Contribution ,,____ 

.. , Interpersonal 
Relationship
(p=.003) 

The model above demonstrates the significant re lationsh ips between the two 

Eqi sub-sca les of Empathy and Social Responsibi l ity and profit growth i n  the 

outlet under the genera l  managers day-to-day control .  

The delivery of positive profit contribution is clearly a complex combination of 

a number of factors.  These factors are clearly inter-re lated , and related to the 

genera l  manager themselves. There is a level of commonal ity in that each 

general  manager is provided with a physica l  resource, (the bu i ld ing and 

equipment itself) , a lbeit th is can be variable by age and cond ition .  The support 

l image and 

i nternal attributes such as un iforms, menus, pricing structures and tra in ing 

methodologies, however the genera l  managers do have contro l  of thei r  

recruitment processes, the del ivery o f  tra in ing approaches, and the i nternal 

communications and reward and recognit ion processes in  the outlets . These 

are critical determinants of team satisfaction, wh ich in turn wi l l  influence to 

provided by the brand itself is common in  terms of the high leve
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some extent the potential of employees to leave the business and impact 

team turnover, and u lt imate ly the qual ity of service qual ity del ivery. 

This section of the study has h igh l ighted how the role of emotions can 

influence these key areas. The ro le of Emotional  Intel l igence i n  influencing 

profit performance is seen particularly in  the presence of Social 

Responsibi l ity, describ ing the role of the business in the l ives of the 

employees ,  the community and the identification with the brand itself. The 

abi l ity to understand the emotions of those around them (Empathy) is so an 

important factor in  bu i ld i ng profit performance.  

Figu re 7 .5 Model 4 Customer Satisfaction 

Customer 
Satisfaction 

General Mood (p=.004) 

Happiness Optimism 

The model above i l lustrates the sign ificant re lationship between the major 

scale of General Mood and Customer Satisfaction , the sub-scales of which 

are Happiness and Optimism . 

The abi l ity to project a happy and optimistic outlook would seem to be 

beneficial in  the development of customer satisfaction .  The l ikel ihood is that 

these attributes have a greater impact on the server team who offer the 

service d irectly to the customer than the customers themselves, where 

personal service from the manager would be a very smal l share of tota l 

customer interactions. 
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Figu re 7.6 Model 5 Team Satisfaction 

Interpersonal Skil l Adaptability 
(p=.036) (p=.023) 

Team 
Empathy Problem Solving

Satisfaction Interpersonal Reality Testing 
Relationships Flexil ibi l ity 
Social Responsibil ity 

The abi l ity to relate wel l  to the team through a set of emotional competencies 

wou ld  seem to be beneficial in develop ing good re lations with the team,  this 

combined with the abi l ity to be adaptable in the face of the fl uctuating 

demands of the job would appear to be positive in developing the satisfaction 

The figure above i l lustrates the significant re lationsh ip between the major 

scles of Eqi of I nterpersonal Ski l ls (p=.036), Adapabl ity (p= .023) and Team 

Satisfaction .  The sub-scales that make up each of these major scales are 

ind icated in the d iagram .  

of the team overal l .  

I n  Chapter S ix, employees h igh l ighted the relationships with General 

Managers and their  support management team as influential in  their 

perception of support for the roles they played in offering good service to their 

customers.  

7.7 Summary of Hypothesis Testing H1 -H3 

Table 7.20 Table of Hypothesis Testing H 1  to H3 

H 1  Manageria l  Emotional I ntel l igence is positively re lated to Supported 

employee satisfaction 

H2 Managerial Emotional I ntel l igence is positively related to Supported 

customer satisfaction 

H3 Manageria l  Emotiona l  I ntel l igence is positively related to Supported 

profit performance 
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CHAPTER EIGHT 

PERFORMANCE OF FRONT-LINE  

SERVERS IN  RELATION TO EMOTIONAL 

INTELLIGENCE,  EMOTIONAL LABOUR 

8.1 Introduction 

This Chapter describes the first stage of research carried out with front- l ine 

servers,  with a view to understanding the emotiona l competencies of the 

server team,  as measured by the Bar-On Eqi and the re lationship  between the 

servers Emotiona l  I ntel l igence and their expression of Emotional Labour as 

measured by the Brotheridge & Lee ( 1 998) Emotional Labour Scale. 

In this sect ion the concept of Emotional Labour (Hochsch i ld ,  1 983) is brought 

i nto the analysis. This bui lds on the research in the l iterature , p ioneered by 

Hochschi ld , who examined the impact of Emotional Labour on the individuals 

working in the airl i ne  i ndustry and debt col lection field i n  particu lar which was 

covered in the l iterature review on pages 33-40 . In taking Emotional Labour 

i nto a wider range of service environments , it is worth reviewing briefly the 

work that researchers have conducted to date in the area of Emotional Labour 

and service qual ity del ivery in  order to understand the potential effect of 

surface acting  and deep acting on the del ivery of service. An outl ine of some 

of the stud ies is l isted below: 
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Table  8 . 1 Outl ine of Studies i n  Emotional Labour 

Article Field of Study Reference 

When the show must go on: Clerical workers A.A. Grandey (2003) 

Surface and Deep Acting as 

Determinants of Emotional 

Exhaustion and Peer-Rated 

Service Del ivery 

Emotional Labour: a Comparison Fast food restaurant and D .  Seymour (2000) 

Between Fast Food and si lver-service restaurant 

Trad itional Service Work 

The D isneyization of Society The Disney Organ isation A. Bryman (1  999) 

Customer Responses to Hotel Industry K. Grayson ( 1 998) 

Emotional Labour In Discrete and 

Relational Service Exchange 

Emotional Labour i n  Publ ic Publ ic Houses D. Seymour (2002) 

Houses: Reflections on a Pi lot 

Study 

It is apparent from the table above that work has been conducted in the 

hospita l ity field in genera l ,  but there is no evidence of research being 

conducted in the fu l l  service restaurant business, apart from the work of 

Seymour (2000) , which was a imed at a much more upmarket sector of the 

restaurant business. This Chapter wi l l  focus on the hypotheses l isted below 

and high lighted in the hypotheses map. 
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Figure 8. 1 Hypotheses Map 
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The hypothesis investigated in  this section are d isplayed below: 

Hypothesis 4: Interpersonal and l ntrapersonal Emotional I ntell igence skil ls 

are negatively related to surface acting 

Hypothesis 5: I nterpersonal and l ntrapersonal Emotional I ntell igence skills 

are positively related to deep acting 

This element of the research is structured as fol lows: 

• Section 8.5 examines the mean scores developed through the use of the 

Bar-on Eqi from the perspective of age and gender. 

• Section 8.6 then continues by exploring the significance of the 

relationships of the server and management populations from an Eqi 

perspective. 

• Section 8.7 examines the outputs of the ELS, with a particular emphasis 

around the questions exploring the concepts of surface and deep acting. 
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• Final ly i n  section 8 .8 ,  the outputs of the Eqi study and the ELS 

questionnaire are brought together to examine any s ign ificant relationships 

between the two constructs. 

8.2 The Sample Group 

The sample population in this section represents the combination of the two 

samples (section 4.4 .3)  used i n  gathering customer feedback data , sample 

one consisted of the group that admin istered the fu l l  Gang & Gang 

Resonance survey which was d iscussed in Chapter 4, the second sample 

were the group that conducted the revised customer comment card survey. 

For the purposes of the analys is on Emotional Inte l l igence and Emotional 

labour, the two groups were combined , (n= 1 69) ;  14 records from the orig inal 

group (n= 1 83) were el iminated at th is stage due to non-completion of the 

ELS .  

The initial sample group consisted servers employed in the two 

Beefeater and Out & Out restaurants, both brands being part of the Whitbread 

brands ,  

Restaurant Divis ion .  

The final numbers of Eq i  and Emotional Labour surveys used was 1 69 .  The 

group consisted of 1 43 females and 26 males , which are broad ly 

representative of the gender m ix in this role in these businesses , (the actual 

m ix in the employee population  is 88% female to 1 2% male) . The age range 

was from 1 7  years to 62 years , with average age 32 years 1 1  months. 

As was i l lustrated in  Chapter Four, th is second sample had some d ifferent 

attributes in terms of the age profi le of the respondents; this is an important 

d istinction particularly in looki ng at the Emotional I ntel l igence profi les of the 

groups of servers .  Research described earl ier in this study h igh l ight the 

d ifferences in Emotional I ntel l igence performance affected by age. 
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Figure 8.2 Age G roup Distribution 
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The graph above highlights the key distinctions showing a greater percentage 

of the sample in the younger and older group, and less in the middle age 

group. 

The t-test in Table 8.2 investigates the significance of these differences. 

8.3 Comparisons of the Two Samples Eqi Scores 

Acknowledging the differences in the make-up of the two sample groups, 

particularly from the perspective of age profi le, the two groups are compared 

below to ensure consistency between the two groups. 
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Table 8.2: Comparison of Eqi Scores of Servers in  Sample 1 (n= 1 33) & 

Sample 2 (n=50) 

Eqi Scales Mean Eqi 
' 

Mean Eqi t-value p-value 

Scores Scores (2-ta i led )  

Sample 1 Sample 2 

Total EQ 1 0 1 a.9 98.7 1 .47 . 1 44 

Self-Regard 1 00 .6  98.2  1 .03 .304 

Emotional Self-Awareness 1 03.4 1 00 .3  1 .27 .204 

Assertiveness 1 01 .4 1 01a. 0  . 1 9  .844 

Independence 1 02.9 1 03 .9  -.42 .673 

Self-actuali sation 1 01a.2 98.4 1 .25 .21 2 

Empathy 1 00 .3  97.5 1 . 1 3  .261 

Social Responsibi l ity 98.6 96.5 .86 .389 

I nterpersonal Relationship 1 04 .8  99.5 2.43 .01 6* 

Stress Tolerance 1 03 .0 1 03 .3  -.09 .921 

I mpulse Control 99. 1 97.4 .74 .461 

Reality-testing 1 02 .5  
I 

1 00 .3 .92 .359 

Flexib i l ity 1 03 .7  1 02 .0  . 77 .441 

Problem-solving 1 00 .4 1 00 .5  -.09 .928 

Opt im ism 97.6 96. 1  . 67 .500 

Happiness 1 04 . 1  98.9 2.55 . 0 1a1 *  

*p<0.005 **p<0 .001 

The table above wou ld indicate that whi lst the two groups d iffer in make-up in 

age profi le, there are no s ig nificant d ifferences in terms of total Eqi, however, 

there are significant d ifferences at the sub-sca le on Interpersonal 

Relationships (p=.0 1 6) and Happiness (p=.01 1 ) .  The mean scores 

demonstrate higher scores i n  sample one (n= 1 33) i n  both cases. 

This is possibly a consequence of the reduced number of participants in  the 

midd le-age group in sample two. However, the two samples are combined for 

the remainder of th is study, which should mitigate this d ifference. 

8.4 Procedure 

The sample groups, (n=1 69), were asked to complete two survey 

questionnaires, the Bar-on Emotional Quotient Inventory (Eqi) , and a survey 

on Emotional Labour instrument. 
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All responses were voluntary, and the responses were treated confidentia l ly 

us ing a number system to protect i nd ividual confidential ity. 

Completed Eqi returns were input i nto a customised software package 

suppl ied by MHS of Toronto , Canada .  

The Emotional Labour responses were entered i nto an excel spreadsheet, 

a long with the Eqi results to enable statistical analysis to be conducted on the 

sample. 

8.5 The Bar-On Eqi 

The Bar-on Eqi has been extensively described in  Chapter 4 and proved 

equal ly appl icable to this group of employees as it d id with the Genera l  

Managers who participated in that stage of the study, in fact the managers 

awareness and prior use of the i nstrument was advantageous in that they 

could g ive confidence to the servers in how the techn ique was admin istered. 

8.6 Server Eqi Overal l Results 

The results below describe the mean Eqi scores obtained by admin istering 

the Eqi with the sample servers (n= 1 69) 

In Chapter Six the Genera l  Manager population was ana lysed from a number 

of d ifferent perspectives using a range of variables to understand the impact 

of Emotional Inte l l igence on various performance ind icators . Th is 

methodology wi l l  be broadly adopted with the server popu lation in this 

Chapter and subsequent analysis with customer response data in the next 

Chapter. 

With the avai lab i l ity of data from General Managers and senr vers avai lable, the 

fol lowing mode l  has been devised to compare from a gendered perspective 

the d ifferences i n  the four groups under examination , male Genera l  

Managers, male servers , female Genera l  Managers and female servers. 

1 50 



accompanying commentary. 

for completeness. 

I n  earl ier commentary it has been noted that whi lst Eqi scores at total level do 

not vary from a gendered perspective , there are d ifferences at the sub-scale 

leve l ,  particu larly i n  areas that might impact the type of relationships in the 

sector under review. I n  add ition ,  the find ings in Chapter Six regard ing the 

d ifferentia l  performance in the Genera l  Manager group on certain key 

performance indicators suggests that the relationships described below are 

worthy of some analysis .  

The figu re be low describes how this analysis is d eveloped to explore the six 

d imensions of Eqi scoring with the four key groups in the study. 

Figu re 8 .3 Description of the Comparisons Made to Examine the Mean Eqi 

Scores of General Managers and Servers by Gender 

Male 
General 

Managers 

Male 
Servers 

Female 
Genera l  

Managers 

Female 
Servers 

The fo llowing tables examine the six re lationships i l lustrated above with 

The table below was contained in the previous Chapter but is repeated below 
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Table  8.3:  Comparison of Mean Eqi Scores between Male (n= 1 09) and 

Female (n=52) Genera l  Managers 

Eqi Scales Male GM's Female GM's t-value p-level 

(2-tai led) 

Total EQ 1 02.5 1 04 .8 - .96 .339 

Self-Regard 98.0 1 00 .5  - .95 

Emotional Self-Awareness 1 01 .7 1 04.3 -.92 

Assertiveness 1 05 . 1  1 06 .9 - .72 

Independence 1 07.6 1 08.0 -.20 .840 

Self-Actual isation 1 03.3 99.2 1 .62 . 1 06 

Empathy 1 01 .5 1 02 .4 - .35 .729 

Social Responsibi l ity 99.9 1 00 .7 -.37 . 7 12  

Interpersonal Relationship 1 00.8 1 03.8 -1 .21 .227 

Stress Tolerance 1 05 .2 1 08.6 -1 .52 . 1 30 

Impulse Control 96.2 96.3 -0 .03 

Real ity-Testing 1 03.5 1 03.5 0.02 .987 

Flexibil ity 1 06 . 1  1 09.5 -1 .36 

Problem-Solving 1 02 .9 1 03 .8  -0 .35 .730 

Optim ism 98.0 1 03 . 1  -2 . 1 8  .031 * 

Happiness 99.5 1 03.2 -1 .51  . 1 32 

*p<0.005 **p<0 .001 

Table 8.3 above ind icates at the General Manager level that there are no 

s ig n ificant d ifferences between the mean total Eqi of males and females,  and 

at the subscale level ,  on ly Optimism (p= .03 1 ) reveals any notable d ifferences, 

( as reported in Chapter Six) . 
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Table 8.4: Comparison of Mean Eqi Scores of Female Servers (n= 1 55) to 

Mean Eqi Scores of Female General Manager Popu lation (n=52) 

Eqi Scales Mean Eqi Mean Eqi t-value p-level 

Scores of Scores of 

Female Female (2-tai led) 

Servers General 

Managers 

Total EQ 1 00.5 1 04.8 1 .9 1  .057 

Self-Regard 99.5 1 00.5 0 .43 .666 

Emotional Self-Awareness 1 02.4 1 04.3 0 .76 .463 

Assertiveness 1 0 1 .6 2 .29 .023* 

I ndependence 1 02.9 1 08.0 2 .23 .027* 

Self-Actua l isation 99.6 99.2 -0. 1 3  .894 

Empathy 99.4 1 02.4 1 . 1 3  .257 

Social Responsibi l ity 98.2 1 00.7 1 .08 .281 

I n terpersonal Relationship 1 03.0 1 03.8 0.34 .733 

Stress Tolerance 1 02.7 1 08.6 2.69 .008** 

Impulse Control 97.4 96 .3 -0.49 

Real ity-Testing 1 02.2 1 03.5 0.55 .583 

Flexibil ity 1 0 1 .9 1 09.5 3.28 .001 ** 

Problem-Solving 1 03.8 1 .97 .050 

Optimism 96.4 1 03. 1 3.03 .003** 

Happiness 1 02.5 1 03.2 0 .33 .743
I 

*p<0.005 **p<0 .001 

Turn ing to com parisons of the female population in  the new sample, there is a 

notable d ifference in  the total mean Eqi of the female servers and the female 

Genera l  Managers ,  (p= . 057), although not significant, with the female 

Genera l  Managers demonstrating higher mean Eqi scores ( 1 04.8) versus 

female servers ( 1 00.5) .  

At the subscale level ,  the d ifferences in the genders become much more 

pronounced , a nd i n  a l l  the s ign ificant observations the female Genera l  

Managers are scoring more highly than their server col leagues. 

The Assertiveness of the female servers is notably lower than their Genera l  

Manager counterparts (p=.023), with female Genera Managers Eqi score 

( 1 06.9) ,  versus the server ( 1 01 .6) .  
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The I ndependence Eqi score of the sample shows notable d ifference 

(p=.027), with female General Managers Eqi score (1 08.0) ,  versus the server 

( 1 02.9) .  

The Stress Tolerance score of the sample shows significant d ifference 

(p=.008), with female General Managers Eqi score ( 1 08.6), versus the server 

( 1 02.7). 

The Flexib i l ity score of the sample shows sign ificant d ifference (p=.00 1 ), with 

female General Managers Eqi score ( 1 09.5), versus the server ( 1 0 1 .9) . 

Fina lly, the Optimism score shows significant d ifference (p=. 003), with the 

female General  Managers achieving sign ificantly higher scores ( 1 03 . 1 ) ,  

versus the female server popu lation (96.4 ) . 

The next tab le examines the comparison of the male General Manager 

population with their male server col leagues. 



.444 

.84 1  

99.5 

Table 8 .5 :  Comparison of Mean Eqi Scores of Ma le Servers (n=28) to Mean 

Eqi Scores of Male Genera l  Manager Populatio n  (n=1 09) 

Eqi Scales Mean Eqi Mean Eqi t-value p-level 

Scores of Scores of Male 

Male General (2-tai led) 

Servers Managers 

Total EQ 1 05 . 1  1 02.5 -0.92 .358 

Self-Regard 1 00 .6 98.0 -0 .76 

Emotional Self-Awareness 1 03 .3 1 0 1 .7  -0.47 .637 

Assertiveness 1 00.5 1 05 . 1  1 .46 . 1 46 

I ndependence 1 05 . 1  1 07.6 0 .86 .390 

Self-Actual isation 1 05 . 1  1 03 .3 -0.63 .506 

Empathy 1 0 1 1.7  1 011.5  -0 .09 . 927 

Social Respons ibi l ity 98.7 99.9 0.42 . 674 

Interpersonal Relationsh ip 1 05 .6 1 00.8 -0 .92 . 1 00 

Stress Tolerance 1 05 .3  1 05.2 -0 .36 .971 

Impulse Control 1 05.6 96.2 -2.87 .005** 

Real ity-Testing 1 02.9 1 03 .5  0.20 

Flexibi l ity 1 1 0 .2 1 06 . 1  -1 .28 .201 

Problem-Solving 1 04 .9 1 02.9 -0 .57 .567 

Optim ism 1 01 .8 98.0 -1 .29 . 1 97 

Happiness 1 05.4 

*p<0.005 **p<0.001 

-1 .93 .055 

In comparing the mean scores of the male popu lation in the study, there are 

less significant d ifferences that i n  the comparable female group. 

There is no significant d ifference between the two groups at the tota l Eqi leve l ,  

a nd in  the sub-scales there is just one area where the d ifferences are 

noteworthy. These are in the areas of I mpu lse Control where there is a 

significant d ifference (p=.005), with the server population scoring more h igh ly 

( 1 05.6) versus the General Manager group (96.2) .  

The fourth area of examination is the relationship between the comparative 

male and female populations at the server level ,  the table below i l lustrates the 

outcome of th is analysis .  
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counterparts ( 1 0 1 .9) .  

Tab le 8.6 :  Comparison of Mean Eqi Scores of Male Servers (n=28) to Mean 

Eqi Scores of Female Servers Population (n= 1 55) 

Eqi  Scales Mean Eqi Mean Eqi t-value p-level 

Scores of Male Scores of 

Servers Female (2-tai led) 

Servers 

Total EQ 1 05. 1 1 00 .5 1 .682 

Self-Regard 1 00.6 99.5 .388 .669 

Emotional Self-Awareness 1 03.3 1 02.4 .288 .774 

Assertiveness 1 00 .5 1 0 1 .6 - .354 .723 

Independence 1 05 . 1  1 02.9 .709 .479 

Self-Actua l isation 1 05 . 1  99.6 1 .98 .049* 

Empathy 1 011.7 99.4 .737 .462 

Social Responsibi l ity 98.7 98.2 . 1 54 .878 

Interpersonal Relationsh ip 1 05.6 1 03.0 .91 8 .360 

Stress Tolerance 1 05 .3 1 02.7 .876 .01 6* 

Impu lse Control 1 05.6 97.4 2.795 .006** 

Real ity-Testing 1 02 .9 1 02.2 .250 .803 

Flexibi l ity 1 1 0 .2  1 0 1 1.9 2.78 .006** 

Problem-Solving 1 04 .9 99.5 1 .90 .059 

Optim ism i 1 011.8 96.4 1 .909 .058 

Happiness 1 05.4 1 02.5 1 .095 .275 

*p<0 .005 **p<0.001 

Examin ing the comparative scores of the server population ,  i t is clear that 

there is no sign ificant d ifference between the two groups at the total Eqi leve l ,  

however, there are sign ificant d ifferences at the sub-scale level .  

In terms of Impu lse Contro l ,  there is significant d ifference between the two 

groups (p= . 006) with the male popu lation scoring more h igh ly ( 1 05.6) than 

the female server population (97.4). 

=The second area of sign ificant d ifference is that of Flexib i l ity (p .006) ,  with 

the male servers again scoring more highly ( 1 1 0 .2) than their female 
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The th i rd area of s ignificant d ifference is in Stress Tolerance (p=. 016) with 

male servers scoring more highly ( 1 05.3) than their female counterparts 

( 1 02.7). 

The final area of sign ificant d ifference is in  the area of Self-Actual isation 

(p=.049) with male servers scoring more highly ( 1 05 . 1 )  than their female 

counterparts (99 .6) .  

The final two areas of th is  section of the study, examine the comparisons 

between the genders at the two levels of the organisations.  The fi rst is 

i l lustrated in the table below: 

Table 8 .7 :  Comparison of  Mean Eq i  Scores of Male Servers (n=28) to Mean 

Eqi Scores of Female General  Managers (n=52) 

Eqi Scales Mean Eqi Mean Eqi t-value p-level 

Scores of Scores of 

Male Female (2-tailed) 

Servers General 

Managers 

Total EQ 1 05 . 1 1 04 .8 -. 1 05 -.91 7 

Self-Regard 1 00 .6 1 00 .5 -.049 .96 1  

Emotional Self-Awareness 1 03.3 1 04 .3  .238 .831 

Assertiveness 1 00 .5 1 06 .9 1 .782 .079 

I ndependence 1 05 . 1  1 08.0 .949 .346 

Self-Actual isation 1 05 . 1  99.2 -1 .51 3  . 1 34 

Empathy 1 01 .7 1 02.4 . 1 68 .867 

Social Responsibi l ity 98.7 1 00.7 .61 6 .540 

Interpersonal Relationsh ip 1 05.6 1 03 .8 - .532 .596 

Stress Tolerance 1 05.3 1 08 .6  1 . 1 08 .271 

Impulse Control 1 05 .6 96 .3 -2.960 .004-

Real ity-Testing 1 02.9 1 03 .5 . 1 54 .878 

Flexibi l ity 1 1 0. 2  1 09.5 -.21 1 .834 

Problem-Solving 1 04.9 1 03.8 - .300 .765 

Optimism 10 1 .8 1 03 . 1  .426 .671 

Happiness 1 05.4 1 03.2 -.781 

*p<0.005 **p<0 .001 
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I n  comparing the male server population with the female General Manager 

population ,  there are few sign ificant d ifferences . At the total Eqi level there 

are no sign ificant d ifferences , and only at one of the sub-scale levels is there 

a s ignificant d ifference, that is i n  the area of Impulse Control (p=.004), where 

the male servers score more h ighly ( 1 05.6) versus the female managers 

(96 .3) .  

The final table i n  th is section  compares the female severs with the male 

General Managers .  

Table 8 .8 :  Comparison of  Mean Eq i  Scores of Female Servers (n=1 55) to 

Mean Eqi Scores of Male General Managers (n=1 09) 

Eqi Scales Mean Eqi Mean Eqi t-value p-level 

I 
Scores of Scores of Male 

I 
Female 

Servers 

General 

Managers 

(2-tai led) 

Total EQ 1 00.5 1 02.5 1 . 1 7 1  .243 

Self-Regard 99.5 98.0  -.81 6 .41 6 

Emotional Self-Awareness 1 02.4 1 01 .7 - .388 .698 

Assertiveness 1 01 .6 1 05 . 1  1 .963 .051 

Independence 1 02.9 1 07.6 2.264 .009 ..... 

Self-Actua l isation 99.6 1 03.3 2.21 3 .028* 

Em pathy 99.4 1 0 1 .5 1 . 1 04 .271 

Social Responsibi l ity 98.2 99.9 .948 .344 

I nterpersonal Relationship 1 03.0 1 00 .8 -1 .247 .214 

Stress Tolerance 1 02.7 1 05 .2 1 .402 . 1 62 

Impulse Control 97.4 96.2 - .643 .521 

Real ity-Testing 1 02.2 1 03.5 .758 .449 

Flexibi l ity 1 0 1 .9  1 06 . 1  2 .21 7 .027* 

Problem-Solving 99.5 1 02 .9 1 .863 .064 

Optimism 96.4 98.0 .90 1  .368 

Happiness 1 02.5 99.5 -1 .674 .095 

*p<0.005 **p<0.001 

I n  table 8 .8 above there are no significant d ifferences revealed between the 

female server population and the male General Managers at the total Eqi 

level ,  however three of the sub-scales demonstrate sign ificant d ifferences. 

These are in the a rea of I ndependence (p= .009), Self-Actua l isation (p=.028), 
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and Flexib i l ity (p=.027). Comparing the scores at the mean level it emerges 

that 

( 1 07 .6)  than the female server population ( 1 02.9) ,  in Self-Actual isation male 

General  Managers score more h igh ly ( 1 03.3) than the female servers , and in 

Flexib i l ity male General  Managers score more highly ( 1 06 . 1 )  than the female 

in the area of I ndependence male Genera l  Managers score more highly 

servers ( 1 0 1 .9) . The resu lts of the six levels of analysis are summarised 

below o n  the model used earl ier in  this section .  

F igu re 8 .4 Directional Relationsh ip of Emotional I ntel l igence Competencies by 

Role and Gender 

Male Female 
General General 

Managers Managers 

Server+ 
Impulse 
Control 

Ma le Servers 
+

Male Impulse Female 
Control/Servers Flexibility / Servers 
Self Act/ 

The model above demonstrates some significant find ings in terms of the 

d ifferent operating groups in the service environment described in th is study. 

In this comparative study, there is a strong positive emotional competence 

bias toward the female General Manager popu lation versus a l l  other groups i n  

the study. I n  the figu re above female Genera l  Managers demonstrate superior 

Optim ism versus both their male counterparts and female servers and 

superior scores on General Mood (which is the major Eqi scale that includes 

Optimism and Happiness) than the male servers . The comparisons with the 

1 59 



female server group and female General Managers reveals a number of areas 

of superior performance these being Genera l  Mood , Assertiveness, 

I ndependence, Stress Control ,  Flexib i l ity and Optimism. The other area of 

note is the bias toward the male server population versus the male General 

Managers and their female server counterparts. Ma le servers demonstrate 

superior scores on Impu lse Control than both female servers and male 

General Managers and Impulse Control ,  Flexib i l ity, Self-Actua l isatio n and 

Stress Tolerance versus the female servers .  What might this mean for the 

service environment under review in this research? 

These outlets have a strong male b iased at the General  Manager level ,  where 

males represent around two-thi rds of the management population .  I n  stark 

contrast, the female server popu lation makes up the majority of the workforce 

at the front-l ine level :  88% of employees at this level are female. 

The male servers are more al igned to the female General  Management group 

in  terms of emotional competence than either their female counterparts or the 

male Genera l  Manager popu lation ,  this comparison showing l ittle s ign ificant 

d ifference on Eqi Sub components. Likewise the female servers demonstrate 

less areas of sign ificant d ifference to the male Genera l  Managers than the 

other  groups. 

The picture of the male Genera l  Manager popu lation shows a stronger lean ing 

versus the female managers and Impulse Control and Flexib i l ity compared to 

their male servers ,  which may say something about the h istorical cu lture that 

p lays out in the outlet where trad itiona l ly a male General Manager is operating 

i n  a very control l ing way. I t  is also worth noting that the areas of d isposition 

were key in  bu i ld ing a model  for overa l l  management success, specifical ly 

Optimism and Happiness . 

Examin ing the Eqi scores by role by gender has thrown up some very 

interesting and s ign ificant find ings, especial ly the contrasting emotional 

competences of males and females by role. These find ings ra ise some key 

toward Independence, but less so to the d ispositional d imensions of Optimism 
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issues in terms of the al ignment of the teams at outlet level in terms of how 

the team work together to achieve the goals of the operation .  Whilst there wil l 

a lways be a range of emotional competencies in any g iven team, and indeed 

th is blend is probably healthy for  the make-up of the team in terms of 

ind ividuals being able to support other team-members were they posses 

particu lar emotional ski l ls ,  the s ign ificance and d i rection of the d ifferences in 

these groups is qu ite striking , particularly if some of the key competencies are 

critica l i n  the del ivery of service outcomes. There is no evidence in the service 

sector that any consideration of emotional competence is factored into 

recruitment, development or measurement processes, and certain ly not at the 

re latively  sophisticated level of role, gender and team blend . 

B. 7 Server Emotional Labour Resu lts 

This section represents the third stage of analysis in  this section by focussing 

on the Emotional Labour Results using the ELS survey which was carried out 

on  the total sever group (n=169). 

8.7. 1 . Mean ELS Scores 

These wi l l  be examined using the mean scores from the ELS, and from a 

gender and age perspective to detect any significant d ifferences i n  these 

groups with in the population. 
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Table 8.9 Key To ELS Questions 

Duration 

1 .  A typical i nteraction I have with a customer takes 

about ----- m inutes 

Freguencl£ 

2. Display specific emotions required by your job 

5 .  Adopt certain emotions requ ired as  part of your job 

7. Express particular emotions needed for your job 

lntensit)l 

9. Express intense emotions 

3. Show some strong emotions 

Variet)l 

6 .  Display many d ifferent kinds of emotions 

1 1 .  Express many different emotions 

1 3. Display many d ifferent emotions when interacting with 

others 

Surface Acti ng 

1 2 . Resist expressing my true feel ings 

1 4. Pretend to have emotions that I don't real ly have 

8. Hide my true feel ings about a s ituation 

Deee Acting 

4 .  Make an effort to actual ly feel the emotions that I need 

to d isplay to others 

1 5 . Try to actual ly experience the emotions that I must 

show 

1 0 . Really try to feel the emotions I have to show as part 

of my job 

Measure 

Number of m inutes 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

Rati ng Scale 1 -5 

Rating Scale 1 -5 

Rating Scale 1 -5 

The table above i l lustrates the questions on the ELS i nd icating the grouping of 

the questions under the head ings of Duration ,  Frequency, I ntensity, Variety, 

Surface Acting and Deep Acting. 
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Q3 

.749 
Q4 

.999 

The table a lso demonstrates the measurement process for each question ,  

duration being measured in minutes , the remainder on  a rating scale of: 

1 -Never 

2-Rarely 

3-Sometimes 

4-0ften 

5-Always 

Table 8 . 1 0: Mean Comparisons Of ELS Scores By Gender (Females n=143 ,  

Males n =26) 

Question Gender Mean Std 
Deviation 

01  A typical i nteraction I have with a Female 1 3. 1  8 1 7.555 
customer takes about ---- minutes Male 1 1 .63 14 .731 

Q2 Display specific emotions required by Female 4.23 .688 
your Job Male 3.88 .71  1 

Q5 Adopt certain  emotions required as part Female 2.59 1 .022 
of vour job Male 2.42 .703 

07 Express particular emotions needed for Female 3. 1 9  .987 
your iob Male 3.26 .961 

Q9 Express i ntense emotions Female 3.42 .800 
Male 3 . 1  1 .908 

Show some strong emotions Female 4.06 .747 
Male 3.36 .587 

Q6 Display many d ifferent kinds of Female 2.55 .931 
emotions Male 2.61 .803 

01  1 Express many d ifferent emotions Female 2.26 1 .054 
Male 2.50 1 .067 

01 3 Display many d ifferent emotions when Female 3 .46 1 .005 
interacting with others Male 3 .50 .860 

01 2 Resist expressing my true feel i ngs Female 2.88 .972 
Male 2.76 .95 1  

0 14  Pretend t o  have emotions that I don't Female 3.27 1 .029 
real lv have Male 3 . 1  1 .765 

Q8 H ide my true feelings about a s ituation Female 3.03 .974 
Male 2.80 

Make an effort to actually fee l  the Female 4 . 1  1 .773 
emotions that I need to display to Male 3.96 .598 
others 

Q1 5 Try to actual ly experience the emotions Female 3.57 1 .044 
that I must show Male 3.30 .970 

01 0 Really try to feel the emotions I have to Female 3.00 .975 
show as part of my job Male 2.96 
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Q4 

Q7 

Q9 

The h ighest mean score is clearly for the minutes spent in the service 

i nteraction (female 1 3 . 1 8  minutes, male 1 1 .63 minutes)  this has proven to be 

unrel iable in previous research by the author, with server estimated tim ings 

tend ing to exaggerate the rea l  time involved in d irect contact with the 

customer. Previous research by the author in timed observation studies, has 

found th is figure to be nearer to 3 minutes than the mean above which puts it 

somewhere between 1 1  minutes and 1 3  minutes. I nteraction timing (01 ) is 

not used to underpin any observations in this study. 

8.7 .2 Significance of Gender in ELS Scores 

The study now goes on  to examine the sign ificant statistical d ifferences 

Table 8 . 1 1 :  Comparison Of ELS Scores By Gender By I ndependent Samples 

Tests. (Females n=1 43 ,  Males n=26) 

Question t-value p-value 

(2-tailed) 

Q1  .423 .673 

Q2 2.345 .020* 

Q3 1 . 944 .054 

between the male and female popu lations. 

.984 .327 

Q5 .81 9 .41 4  

Q6 -.287 .774 

-.350 .727 

Q8 1 . 1 29 .260 I 

1 .785 .076 

Q1 0 .21 8 .828 

01  1 0 1  .040 .300 

Q 1 2  .575 .566 

01 3 - . 1 83 .855 

Q14 .742 .459 

Q1  5 1 .206 .230 

*p<0.005 **p<0.001 
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The table above ind icates there are no significant d ifferences in ELS scores 

by gender, with the exception of Q2 Display specific emotions required by 

your job demonstrating a s ign ificant d ifference (p=. 020) 

8.7.3 Focus on Surface Acting and Deep Acting 

The study now begins to focus on the two key constructs in the ELS that are 

of particular i nterest i n  the investigation into the role of emotions in the service 

encounter, that is Surface Acting and Deep Acting . Th is is developed by 

extracting the specific questions in  the ELS that support these two constructs : 

Table 8 . 1 2: Surface Acting Questions 

Q12 Resist expressing my true feel ings I 
Q14  

I 
Pretend to  have emotions that I don't real ly have 

I 

Q8 Hide my true feel ings about a situation I 

Table 8 . 1 3 : Deep Acting Questions 

4. Make an effort to actual ly feel the emotions that I need to display to others 

1 5 . Try to actual ly experience the emotions that l must show 

1 0 . Real ly try to feel the emotions I have to show as part of my job 

These two constructs were examined in  Table 8 . 1 1 above and no sign ificant 

d ifference was found by gender in re lation to the questions above. These wi l l  

now be examined from the point of  view of age d ifferences , in Eqi there is a 

d ifference i n  performance as a consequence of age profi le ,  the table below 

explores whether this is indeed the case in terms of the ELS resu lts . 

One-Way ANOVA analysis was conducted to understand the d ifference in 

scores on the specific questions in the ELS relating to Surface and Deep 

Acting relat ing to the age of the sample group 1 7-25 years ,  26-40 years and 

41 -62 years. 
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Acting [Q4, Q 1 0, Q1 5] , (n=1 69) 

Differences 

8.7.4 Significance of Age Profi le in ELS Scores 

Table 8. 1 4 : ANOVA Test for Age [1 7-25yrs , 26-40 yrs , 4 1 -62 yrs] and 

Surface Acting [Q8 , Q 1 2 , Q14] ,  (n=1 69) 

Differences F Sig . 

Between Groups 

Q8 1 .967 . 1 43 

Q 1 2  .584 .559 

Q14  1 .071 .345 

Total 1 .241 .292 

*p<0.005 **p<0.00 1 

The results i n  the above table would suggest there is no sign ificant d ifference 

between the age groups for Surface Acting at the individual question level or 

at the total level for the three questions supporting Surface Acting. 

Table 8. 1 5 : ANOVA Test For Age [1 7-25yrs , 26-40 yrs, 4 1 -62 yrs] And Deep 

F Sig. 

Between Groups 

Q4 5.929 .003** 

Q1 0 1 .01 2 .366 

Q1 5 2.855 .060 

Total 2 . 197 . 1 e14 

*p<0.005 **p<0 .001 

The results in the above table would suggest there is no sign ificant d ifference 

between the age groups for Deep Acting for Question 1 O (Resist expressing 

your true feel ings) and Question 1 5  (Really try to feel the emotions you have 

to show as part of your job), but there is sign ificant d ifference on Question 4 

(Express particu lar emotions needed for your  job). 

There is no s ign ificant d ifference at the total level of the three questions 

supporting Deep Acting . 
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Mult ip le Comparison For Age [1 7-25yrs , 26-40 yrs ,  41 -62 yrs] 

Taking th is down to a more detai led level ,  the table below breaks down the 

three age categories. 

Table 8 . 1 6 : 

And Deep Acting [Q4] , (n=1 69) 

Mean Difference Sig 

( I )  Age (J ) Age ( 1-J )  

1 7-25 26-40 - .4074 .009* 

41 -62 - .4780 .007* 

26-40 1 7-25 .4074 .009* 

41 -62 -.0706 .865 

4 1 -62 1 7-25 .4780 .007* 

26-40 .0706 .865 

* The mean difference is significant at the .05 level 

The above table ind icates that there are sign ificant d ifferences at the mean 

level  between the younger servers ( 1 7-25 yrs) and the o lder servers (26-40yrs 

and 4 1 -62yrs) i n  response to Q4, (make an effort to actua l ly feel the emotions 

that I need to d isplay to others) the older age group scoring more highly in  

response to th is particular question . 

I n  summary, the analysis of age profi le in relation to the presence of Surface 

or Deep Acting suggests there is l ittle significant impact in relation to the age 

of the respondents . The on ly exception to this is the response to Question 4 

(Express particu lar emotions needed for you r  job) . 

8.8 Relationship Between Emotional Labour and Emotional Intel l igence 

The final section in th is Chapter goes on to analyse the relationsh ip of 

Emotional I ntel l igence and Emotional Labour. 

Emotional Labour has been l inked very specifical ly with the service 

environment ( Bryman 1 999, Grandey 2003 , Grayson 1 998, Seymou r, 2000, 
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2002) ,  whi lst there is very l ittle research avai lable i nto the use of Emotional 

I ntel l igence in  the service fie ld . 

Both these approaches form a key part of th is study, and as such the next 

section  seeks to understand what relationship exists between the two. 

The fol lowing analysis takes the resu lts from the sample group (n=1 69) from 

specific q uestions identified i n  support of Surface Acting and Deep Acting and 

compares them with the results from the same group on the scales and sub

scales of Emotiona l  I ntel l igence (Eqi) .  

The correlation analysis is structured in the following way: 

Correlation Eqi Major Correlation 
of Surface Scales of Deep 
Acting 

Eqi Sub-
Acting 

Q8, Q4, Q1 0, 
Q12,Q1 4 Scales 

Q1 5 
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- .359* 

Table 8. 1 7 : Correlation Analysis Between Surface Acting [Q8, Q1 2, Q 14] And 

Major Eqi Scales, (n=1 69) 

Eqi Sca le 08 Q 1 2  01 4  

Total Eqi . 1 21 0.20 1 *  .070 

I ntrapersonal  . 1 59* - . 1 75* .007 ** 

I nterpersonal . 1 07 - .306* . 1 22 

Adaptabi l ity . 1 00 - . 1 52* . 1 02 

Stress Management - .029 .008 .025 

General Mood . 1 21 -.230* .043 

**Corre lation is significant at the 0 .01  level (2-tai led) 
* Correlat ion is significant at the 0 .05 level (2-tai led) 

The table above suggests a relationship particularly with Q 1 2  (H ide your true 

fee l i ngs about a s ituation) ,  and four  of the major scales of the Eqi 

( l ntrapersonal ,  I nterpersona l ,  Adaptab i l ity and General  Mood). The ana lysis 

now uses the detai led sub-scales of the Eqi to examine this relationship 

further. 

Table 8 . 1 8: Correlat ion Analys is Between Surface Acting [Q8, Q 12 , Q 14] And 

Eqi Sub-scales, (n=1 69) 

Eq i  Sub-scale Q8 01 2 01 4  

Self-Regard .069 -.090 -.044 

Emotional Self Awareness . 1 33 - .260** - .009 

Assertiveness I .224** - . 1 55* -.005 

I ndependence . 1 28 .030 -.0 1 3 

Self-Actual isation .064 -. 1 49 . 1 04 

'' Empathy . 1 76* -1 88* -. 1 76* 

Social Responsibi l ity . 1 56* -. 1 65* . 1 94* 

I nterpersonal Relationships .045 .023 

Real ity-Testing 
i 

.084 

Flexib i l ity -.042 

Problem Solving . 1 91 *  

Stress Tolerance . 1 42 

Impulse Control -. 1 84* 

Optimism . 1 30 

Happiness .076 

**Correlation 1s s ign ificant at the 0 .0 1 level (2-tai led 
* Correlation is significant at the 0.05 level (2-tailed) 

-.21 8** 

- .081 

-.025 

-.045 

.044 

-. 1 27 

- .267** 

.035 

.068 

. 1 34 

.039 

.003 

.032
I 

.045 
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The detai led ana lysis above demonstrates some notable re lationsh ips 

between the three ELS questions and certain scales of Emotional Inte l l igence, 

particularly in terms of Assertiveness, Real ity-Testing and Empathy. The 

majority of the sign ificant re lationships are in the negative d i rection suggesting 

that improvements in these aspects of Emotional I ntel l igence reduce the 

effect of Surface Acting .  The exception to this is Assertiveness re lated to Q8 

(Openly express many d ifferent emotions) that wou ld suggest the more 

assertive person is not afra id to express their emotions. The fol lowing tables 

conduct the same analys is o n  the measure of Deep Acting .  
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Table 8. 1 9  Correlation Analysis Between Deep Acting [Q4, Q 1 0, Q15] And 

Major Eqi Sub-sca les ,  (n=1 69) 

Eqi Scale 

Total Eq i 

l ntrapersonal 

I nterpersonal 

Adaptabll ity 

Stress Management 

General Mood 

Q8 Q 1 2  Q14  

. 1 87* -.087 .902 

. 1  1 3  - . 1 65* .028 

. 1 47 -.005 . 1 57* 

.246* - .067 . 1 05 

. 1 8 1  * .028 .073 

. 1 1 6  -. 1 06 - .045 

**Correlation is s ignificant at the 0 .01  level (2-tai led) 
* Correlation is s ignificant at the 0 .05 level (2-tai led) 

The relationships above are examined below at the detai l  sub-scale level of 

the Eqi . 

Table 8 .20: Corre lation Ana lys is Between Deep Acting [Q4, Q1 0, Q1 5] And 

Eqi Sub-scales, (n=1 69) 

Eqi Sub-scale 

Self-Regard 

Emotional Self Awareness 

Assertiveness 

I ndependence 

Self-Actual isation 

Empathy 

Social Responsibi l ity 

I nterpersonal Relationships 

Real ity-Testing 

Flexibil ity 

Problem Solving 

Stress Tolerance 

Impulse Control 

Optimism 

Happiness 

Q4 Q 1 0  Q1 5 

.036 -. 1 73* -.030 

. 1 67* -. 1 61 *  .033 

.074 -.203** . 0 1 8 

-.009 -.091 -.033 

. 1 49 .0 1 9  .099 

.205* .025 .21  7** 

. 1  62* . 1 00 .279** 

.063 -.092 -.033 

. 1 64* -. 1 24 . 1  1 1  

. 1  1 8  -.047 - .01 4 

.293* .025 . 1 37 

. 1  20 .009 .040 

. 1  56* .038 .084 

. 1 29 -.047 .0 1 4  

.078 -. 1 32 -.075 

**Correlation is s ign ificant at the 0.0 1 level (2-talled) 
* Correlation is significant at the 0 .05 level (2-ta i led) 
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The table above demonstrates some sign ificant relationships between a range 

of the ELS questions relating to Deep Acting and the sub-scales of the Eqi , 

particu larly Empathy, Real ity-Testing and Emotiona l  Self-Awareness . I n  the 

case of Deep acting ,  there are sign ificant re lationsh ips i n  both d i rections. 

The results of the correlation  exercise above were fed into a mu ltiple 

regression model to u nderstand the significant factors contributing to the 

relationsh ips described . The tables for  the s ix questions supporting Sutface 

Acting and Deep Acting are presented with an overa l l  summary of the results 

and conclusions at the end .  

The regression analysis i s  structured in  the fol lowing way: 

Regression Eqi Major Regression 
Analysis of Scales Analysis of �, I� 
Surface 

- • I Deep Acting I � .

141-----.i

1 
� Q4, 01 0,Acting 

·Scales. I08, 
01 2,014  
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-.593 .554 

.997 

.799 

.437 

.495 

. 1 24 

Table 8 .21 : Mu lt iple Regression Analysis On Surface Acting [Q8] And Major 

Scales Of Eqi ,  (n=1 69) [Multiple R=.04 1 ]  

Eqi Scale Beta t-value p-value 

(2-tailed) 

l ntrapersonal . 1 96 1 .346 . 1 80 

Interpersonal - .0 1 3  - . 1a1 7  .907 

Adaptabi l ity .040 .33 1  .74 1  

Stress Management - . 1 56 - 1a.601 . 1 a1 1  

General Mood .023 . 1 75 .862 

**Correlation is significant at the 0.0 1 level (2-tai led) 
* Correlation is s ignificant at the 0 .05 level (2-tai led) 

Table 8.22: Mu ltip le Regression Analysis On Surface Acting [Q8] And Sub

scales Of Eqi ,  (n=1 69) [Mu ltiple R=. 1 57] 

Eqi Sub-scale Beta t-value p-value 

(2-tailed) 

Self-Regard -.073 

Emotional Self Awareness . 1 a1 1  .330 

Assertiveness . 1 74 1 .6 1 6 . 1 08 

Independence .043 .403 .688 

Self-Actua l isation - .029 - .256 

Empathy . 1 02 .779 

Social Responsibi l ity .062 .621 

Interpersonal Relationships -.226 - 1 .683 .094 

Real ity-Testing .044 .365 .71 6 

Flexibil ity -. 1 62 - 1 .673 .906 

Problem Solving 1 .243 .21 6 

Stress Tolerance .082 .682 .497 

Impulse Control -.21 4 -2.453 .01 5* 

Optim ism -.060 - .469 .639 

Happiness . 1 25 1 .0 14  .3 1 2 

**Correlation is significant at the 0 .01  level (2-tailed) 
* Correlation is s ign ificant at the 0 .05 level (2-tailed)  

The tables above demonstrate very l im ited re lationships between Q8 (Hide 

my true feel ings about the situation)  of Surface Acting in the ELS, and the 

major sca les of Eqi and the sub-scales of Eqi .  
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The on ly s ign ificant relationship is between Impulse Control (p=.0 1 5) and 

Surface Acting 

Tab le 8 .23 : Mu lt iple Regression Analys is On Surface Acting [Q1 2] And Major 

Scales Of Eqi ,  (n=1 69) [Mu ltiple R=. 1 1 1 ] 

Eqi Scale 

I ntra personal 

I nterpersonal 

Adaptabi l ity 

Stress Management 

General Mood 

Beta t-value p-value 

(2-talled )  

.075 .534 .594 

-.262 -2.5 18  .01 3* 

-.021 - . 1 77 .859 

. 1 29 1 .375 . 1 71 

-. 1 75 -1 .352 . 1 78 

**Correlation Is s ignificant at the 0 .01  level (2-tai led) 
* Correlation is significant at the 0.05 level (2-tailed) 

Table 8 .24 :  Mu lt iple Regression Analysis On Surface Acting [01 2] And Sub

scales Of Eqi ,  (n;::1 69) [Mu ltiple R=. 1 57] 

Eqi Sub-scale 

Self-Regard 

Emotional Self Awareness 

Assertiveness 

I ndependence 

Self-Actual isation 

Empathy 

Socia l  Responsibi l ity 

Interpersonal Relationsh ips 

Real ity-Testing 

Flexibi l ity 

Problem Solving 

Stress Tolerance 

Impulse Control 

Optimism 

Happiness 

Beta 

. 1 07 

-.053 

-.087 

.248 

. 1e1 7  

-.057 

. 1 00 

-.3 1 8 

-. 1 23 

-.029 

.003 

-.001 

. 1 21 

.000 

- . 1 79 

**Correlation Is s ignificant at the 0 .01 level (2-tai led) 
* Corre lation is significant at the 0.05 level (2-ta i led) 

t-val ue p-value 

(2-tai led) 

.888 .376 

-.475 .635 

-.826 .41 0  

2.393 .01 8* 

1 .055 .293 

-.450 .654 

.81 7 .41 5 

-2 .426 .01 6* 

-1e.048 .296 

-.303 .762 

.027 .978 

-.005 .996 

1 .4 1 6 . 1 59 

.002 .998 

-1e.481 . 1 41 
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. 355 

The tables above demonstrate significant relationships between the major 

scale of I nterpersonal Ski l ls (p=.0 1 3) of the Eqi ,  and the sub-scales of 

I ndependence (p= . .  0 1 8) and Interpersonal Relationships (p=.0 1 6) and Q 1 2  

(Resist expressing m y  true feel ings) of Surface Acting i n  the ELS. 

Table 8 .25: Multip le Regression Analysis On Surface Acting [Q14] And Major 

Scales Of Eqi ,  (n= 1 69) [Multiple R=.033] 

Eqi Scale Beta t-value p-value 

(2-tai led) 

Intra personal - .21 6 -1 .482 . 1 40 

I nterpersonal . 1 4 1  1 .303 . 1 94  

Adaptabil ity . 1 54 1 .257 .21  1 

Stress Management - .007 -.071 .943 

General Mood .038 .285 .776 

**Correlation is significant at the 0.01 level (2-tailed) 
* Correlation is s ignificant at the 0.05 level (2-tailed) 

Table 8 .26: Mu lt iple Regression Analysis On Surface Acting [Q 1 4] And Sub

scales Of Eq i ,  (n=1 69) [Multiple R=.084] 

Eqi Sub-scale Beta t-value p-value 

(2-tailed) 

Self-Regard -. 1 38 -1 .079 .282 

Emotional Self Awareness -. 1 1 0  -.929 

Assertiveness .01 1 .097 .923 

Independence -.055 -.503 .61 6 

Self-Actual isation . 1 53 1 .290 . 1 99 

Empathy . 1 02 .751 .454 

Social Responsibil ity . 1 49 1 . 1 39 .257 

I nterpersonal Relationsh ips -. 1 29 -.920 .359 

Real ity-Testing -.0 1 3  - . 1 07 .91 5 

Flexibil ity .057 .561 .576 

Problem Solving .062 .596 .552 

Stress Tolerance .064 .51  1 .61 0 

.807Impulse Control - .022 -.245 

.594 Optimism .071 - .534 

Happiness . 1 03 .800 .425 

**Correlation is significant at the 0 .01 level (2-tailed) 
* Correlation is s ignificant at the 0 .05 level (2-tailed) 
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The above tables reveal no sign ificant relationships between Eqi and Q1 4 

(Pretend to have emotions that I don't real ly have) of Surface Acting of the 

ELS . 

Scales Of Eqi ,  (n=1 69) [Mu ltiple R=.076] 

Eqi Scale Beta t-value p-value 

(2-tailed) 

Intrapersonal -. 1 73 -1e.21e1 .228 

I nterpersonal .067 .634 .527 

Adaptabil ity .276 2.294 .023* 

Stress Management .096 1 .006 .31 6 

General Mood .003 .020 .984 

**Correlation is significant at the 0 .01  level (2-tai led) 
* Correlation is significant at the 0.05 level (2-tai led) 

Table 8.28: Mu ltiple Regression Analysis On Deep Acting [Q4] And Sub

scales Of Eq i ,  ( n= 1 69) [Mu ltiple R=. 148] 

Table 8.27: Multip le Regression Analysis On Deep Acting [Q4J And Major 

Eqi Sub-scale Beta 

Self-Regard -.1 1 0  

Emotional Self Awareness . 1 1 9  

Assertiveness .022 

Independence -. 1 61 

Self-Actual isation . 1 24 

Empathy . 1  14  

Social Responsibi l ity -.046 

Interpersonal Relationsh ips -. 14 1  

Real ity-Testing .047 

Flexibil ity .003 

Problem Solving .250 

Stress Tolerance .004 

Impulse Control . 1 07 

Optim ism .022 

Happiness .026 

**Correlation is significant at the 0 .0 1  level (2-tailed) 
* Correlation is s ign ificant at the 0 .05 level (2-tai led) 

I t-value p-value 

(2-tai led) 

-.893 .373 

1 .043 .299 

.202 .840 

-1 .5 1 5  . 1 32 

1 .088 .278 

.868 .387 

-.366 .71 5 

-1 .047 .297 

.386 .700 

. 029 

2.484 .01 4* 

.035 .972 

1 .222 .224 

. 1 72 .864 

.207 .836 
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The tables above demonstrate very l imited relat ionships between the Eqi 

major scales and sub-scales and Q4 (Make an effort to actual ly feel the 

emotions that I need to d isplay to others) of Deep Acting of the ELS. The on ly 

sign ificant relationships are for Adaptabi l ity (p=.023) and Problem So lving 

(p=.0 1 4) which is a sub-scale of Adaptabi l ity. 

Table 8.29: Mu lt iple Regression Analysis On Deep Acting [Q1 O] And Major 

Scales Of Eqi ,  (n=1 69) [Mu lt ip le R=.061 ] 

Eqi Scale Beta t-value p-value 
(2-tai led) 

Intra personal -.3 1 2  -2. 1 70 .031a* 

Interpersonal . 1 81 1 .692 .093 

Adaptabi l ity -.0 1 9  -. 1 53 .878 

Stress Management . 1 65 1 .720 .087 

General Mood -.039 -.294 .769 

**Correlation is significant at the 0 .01  level (2-tai led) 
* Correlation is s ignificant at the 0 .05 level (2-tailed) 

Table 8.30 :  Mu ltiple Regression Analysis On Deep Acting [Q1 0] And Sub

scales Of Eqi ,  (n=1 69) [Multip le R=. 1 58] 

Eqi Sub-scale 

Self-Regard 

Emotional Self Awareness 

Assertiveness 

I ndependence 

Self-Actual isation 

Empathy 

Social Responsib i l ity 

Interpersonal Relationships 

Real ity-Testing 

Flexibi l ity 

Problem Solving 

Stress Tolerance 

I mpulse Control 

Optimism 

Happiness 

Beta t-value p-value 
(2-tai led) 

- . 1a97 -1a.605 . 1 a1 1  

- . 1 33 -1a. 1 76 .241 

- . 1 98 -1a.833 .069 

.024 .229 .81a9 

.21 5 1 .895 .060 

-. 1 35 -1a.035 .302 

.227 2.205 .029* 

-.006 -.046 .963 

-. 1 1 2 -.930 .354 

-.079 -.8 1 3  .41 8  

.021 .209 .835 

.269 2.228 .027* 

.074 .846 .399 

.003 .022 .982 

-. 1 01 -.822 .41 2 

**Correlation 1s s ignificant at the 0 .01  level (2-tailed) 
* Corre lation is significant at the 0.05 level (2-tai led) 
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The tables above demonstrate a significant relationship between Eqi and Q 1 0  

(Real ly try to fee l  the emotions I have to show a s  part of m y  job) of Deep 

Acting in the ELS. These are in the major scale of lntrapersonal (p=.03 1 )  and 

i n  the sub-scales of Social Responsib i l ity (p=.029), wh ich is a sub-scale of 

l ntrapersonal ,  and Stress Tolerance (p=.027) 

Table 8.3 1 : Multip le Regression Analysis On Deep Acting [Q1 5] And Major 

Sca les Of Eqi ,  (n= 1 69) [Mu ltip le R=.075] 

Eqi Scale Beta t-value p-value 
(2-tai led) 

Intrapersonal .007 .052 .959 

Interpersonal .294 2.775 .006** 

Adaptabi l ity .050 .420 .675 

Stress Management . 1 23 1 .294 . 1 97 

General Mood -.322 -2.442 .01 6* 

**Correlation is sign ificant at the 0 .01  level (2-tai led) 
* Correlation is significant at the 0 .05 level (2-tai led) 

Table 8 .32: Multip le Regression Analysis On Deep Acting [Q1 5] And Sub

scales Of Eqi ,  (n=1 69) [Multip le R=. 1 58] 

Eqi Sub-scale 

Self-Regard 

Emotional Self Awareness 

Assertiveness 

Independence 

Self-Actual isation 

Empathy 

Social Responsibi l ity 

I nterpersonal Relationships 

Real ity-Testing 

Flexibi l ity 

Problem Solving 

Stress Tolerance 

Impulse Control 

Optimism 

Happiness 

Beta 

.01 5 

- .040 

.041  

- . 035 

.224 

.028 

.31 6 

-. 1 1 7  

.060 

-.084 

.059 

.069 

.075 

-. 1 1 9  

-.239 

**Correlation is significant at the 0 .01  level (2-tai led) 
* Correlation is significant at the 0 .05 level (2-tailed) 

t-value p-value 
(2-tailed) 

. 1 25 .90 1  

- .354 

.378 .706 

-.332 .740 

1 .972 .050* 

.21 2  .832 

2.5 1 9  .01 3* 

- .876 .382 

.497 .620 

-.867 .387 

.592 .555 

.570 .569 

.858 .392 

-.938 .350 

-1 .940 .054 
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The tables above demonstrate a sign ificant relationship between Eq i and Q1 5 

(Try to actua l ly experience the emotions that I must show) of Deep Acting in 

the ELS . These are i n  the major scale of I nterpersonal (p=.006) and General 

Mood (p=.0 1 6) ,  and in the sub-scales of Self Actual isation(p=.050) .  

Examin ing the outputs of the tables above, the fo llowing conclusions can be 

d rawn. 

There is a strong positive relationsh ip between certa in factors of the 

Emotional I ntel l igence as measured by the Eq i scales and Deep Acting as 

measured by the ELS .  

One could i nterpret the range o f  emotional competencies in the l ight of the 

specific questions on the ELS as describ ing deep actors as those who can 

identify with one's col leagues and customers (Socia l  Responsib i l ity) , can 

effectively dea l  with the chal lenges in the service situation (Problem-Solving) 

and feel comfortable expressing the appropriate emotions in the service 

relationsh ip .  They can also constructively manage their emotions in the 

workp lace (Stress Tolerance) resisting expressing thei r  true emotions at times 

for the positive benefit of the customer or co-worker. They are a lso not be 

afraid to get into the role by feel ing part of the experience with their customers 

and fee l  they are achieving their personal goals and using their potentia l (Self

Actual isation) by doing th is . 

I n  contrast the relationships to Surface Acting are sl ightly less compel l ing ,  and 

in general are negatively related to Emotional I ntel l igence, with the exception 

of I ndependence. From the relationships described above one could see 

surface actors as ind ividuals who struggle to manage their emotions in the 

workpl ace ( Impulse Control ) ,  openly expressing possibly inappropriate 

emotions at times, hid ing their true feel ings from co-workers , and possibly 

finding it d ifficu lt to relate to co-workers and customers ( I nterpersonal) .  
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emotions i n  the service environment, Emotional I ntel l

Moving o n  to the ELS , 

and feel 

some of the risks of emotional d issonance (Hochschi ld , 

Geddes, 

Acting (pages 33-40) .  
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8.9 Chapter Summary 

This Chapter has focussed on the two main approaches to examining 

igence as measured by 

the Bar-on Eqi and Emotiona l Labour as measured by the Brotheridge & Lee 

Emotional Labour scale (ELS). 

The study of the Eqi scores for the group of servers (n=1 69) and Genera l  

=Managers (nt 1 61 ) has revealed some statistical ly s ignificant d ifferences with 

regard to the relative emotional competencies in the gender and role 

groupings in th is  sample population (section 8.6) that could have very 

important impl ications for the senior management of these businesses, i n  

terms of optimising performance, service and team-work. 

Female Genera l  Managers demonstrated superior performance versus thei r 

male counterpoi nts , and male and female servers on a number of the key 

emotional competencies ( described in  Figure 8.4) most notably the areas of 

Genera l  Mood which covers Optimism and Happiness. Female Managers are 

in the minority i n  the business. 

Male servers demonstrated superior results from a total Emotional I ntel l igence 

perspective and in  a n umber of the sub-scale measures, they are a lso i n  the 

minority. 

sign ificant relationships were found between Eqi 

resu lts and the responses in terms of Deep Acting and Surface Acting .  The 

relationship in Deep Acting suggest that the better the Eqi score of the 

i nd ividua l  the more i ncl ined they would be to gravitate toward Deep Acting ,  

the beneficial effects of that i n  the workplace and less i ncl ined to 

1 983) and stress, 

potentia l ly lead i ng to adverse occupational health consequences (Kruml  & 

2000 ,  Nyquist et al, 1 985) described i n  the l iterature on Surface 



8.1 0 Hypothesis Review 

Hypothesis  4. I nterpersonal and l ntrapersonal Emotional Partial ly 

I ntel l igence ski l ls are negative ly related to surface acting Supported 

Hypothesis 5. I nterpersonal and l ntrapersonal Emotional Partia l ly 

I nte l l igence ski l ls are positively re lated to deep acting. Supported 
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CHAPTER N INE  
THE RELATIONSHIP BETWEEN 

EMOTIONAL COMPETENCE, EMOTIONAL 
LABOUR AND THE CUSTOMER 

EXPERIENCE 

9.1 Introduction 

This Chapter explores the relationship between the emotional competencies 

of a sample of front- l ine servers in a fu l l  service environment and the 

response of the customer to that interaction . Bui ld ing on the findings of the 

previous sectio n  by using the server data Eqi ,  and the constructs of Emotional 

Labour, which are introduced i nto this research to examine any potential 

relationship between Emotional Labour and customer response. 

The two instruments introduced in the previous Chapter are employed again 

i n  this work, the Bar-on Eqi and the Brotheridge & Lee Emotional Labour 

Scale.  For the purposes of the customer survey, the adapted questionnaire 

described i n  Chapter 4, based on the Resonance model developed by Gang 

& Gang in Boston ,  Massachusetts is employed . 

Previous research work has identified that deep acting, or  working on  inner 

feel ings to appear authentic to customers, can pred ict positive influence on 

interactions with customers .  Grandey, (2003) using a method of peer group 

rating of  admin istrative assistants in  a univers ity environment (n= 1 31 )  

establ ished a positive relationship between deep acting and service qual ity 

del ivery. 

The study in this section seeks to take th is investigation into a more 

classical ly service orientated environment, the restaurant business using a 

much larger sample base (n=667) . 
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issue of leadership was examined in Chapter 6 to some extent when 

For the purposes of this study the definition of service quality is not restricted 

a gap closure approach that includes elements such as modern equipment 

. 

ligence 

The second area of study is the potential relationship between emotional 

competence, as measured by the Bar-on Eqi and the quality of service 

delivery. The literature describes the role of Emotional Intelligence in a variety 

of domains and its potential to improve levels of performance in the business, 

(Cherniss & Alder, 2000, Stein, 2000), in leadership development, (Boyatzis & 

Mc Kee, 2002), and in education, (Elias, Hunter & Kress, 2001 , Steiner, 1 999, 

Goleman, 1995, 1 998). 

However, l ittle reference is found to the application of Emotional I ntelligence 

i n  the service sector, and in particular the hospitality sector. Shaw & Ivens 

(2002, pp 112), build on work in the Emotional Intelligence field, quoting the 

often cited case study of US Air Force recruiters (Handley, 1997), where an 

approach was adopted to a selection of recruits using Emotiona l Intel l igence 

competencies, and a success rate of 95% was achieved in these recruits 

achieving performance targets versus a three-fold increase on the pre-test 

situation .  

Using the Emotional Intelligence measure they have gone on to bui ld this into 

one of their seven philosophies of great customer service, relating great 

customer experiences as "being enabled through inspirational leadership, an 

empowering culture and empathetic people who are happy and fulfilled" . The 

Beefeater General Managers were stud ied from the Emotional Intel

perspective, this section wil l explore those rel at ionships to service from an 

Emotional I ntelligence viewpoint and examine at the detail level using 

statistical techniques (outlined in section 4.5), demonstrating how strong 

those relationships are. 

to the human service interaction itself, recognising that not all of the 

components of the service experience are based on the human interaction, for 

example the S ERVQUAL instrument developed by Zeithaml et al (1990) uses 

and physical facilities Some of the emerging service literature discusses the 
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notion of the emotional response of customers to a range of service 

stimu lants or "elements that are both physical and emotional" (Shaw & Ivens, 

2003 , pp 1 0) that have the potential to d rive an emotional  customer response. 
-

This section of the study wi l l  investigate how a whole range of service cues 

impact the emotional customer response to the service experience. 

I n  s ummary, this Chapter is structured to examine the fol lowing areas of the 

study: 

• The emotional reaction of the customer to the overa l l  service experience,  

analysing the i r  responses to a range of both active (human) interactions 

and passive cues such as decor and value.  

• The relationship of the outputs of the server Eqi and the impact on service 

qual ity del ivery. This wi l l  be explored at the ind ivid ual leve l ,  relating Eqi 

components to service qual ity output. 

• The next section wi l l  examine the relationsh ip  of Emotional Labour to the 

customer experience seeking to identify the sign ificance of the constructs 

of Emotional Labour  of the ind ividual to the emotional experience of the 

customer. 

The model below i l l ustrates the hypotheses under review in this section ,  this 

is fol lowed a detai led l ist of the hypotheses. 

1 84 



H8 AFFECTIVE 
DELIVERY 

H9 PHYS ICAL 
SERVICE 

DIMENSIONS 

INTERACTIVE 
SERV ICE 

D IMENSIONS 

SELECTION 
SERVICE 

D IMENSIONS 

VALUE 
SERVICE 

H9 D IMENS IONS 

Figure 9 . 1 Hypotheses Map 

H6 

SURFACE 
ACTING H4 

Ei 
Components 

H5
DEEP 

ACTING 

H7 
I 
I 
I 

: ______________________________ H1 0  ______________________________ _ 

The following hypothesis are explored in  this C�1apter: 

Hypothesis 6. Surface acting is negatively related to ratings of affective 

delivery. 

Hypothesis 7. Deep acting is positively related to ratings of affective delivery. 

Hypothesis 8. Particular emotional competencies are positively related to 

delivery of positive emotional response in customers. 

Hypothesis 9. There will be a positive relationship between the emotional 

expression of the customer and a range of service cues. 

Hypothesis 10. The emotional competencies of the server will be positively 

related to the positive emotional expression of customers in regard to a range 

of service cues. 
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5.77 

9.2 The Customer Sample (n=667) 

The customers in this sample were selected from 7 Beefeater s ites across the 

UK. Chapter 4 conta ins the deta i l  b reakdown by site, but an average of 94 

responses were received per s ite . Reponses were a l l  given on a vo luntary 

basis, at the end of the meal experience, no reward was offered for 

comp letion .  

to state : 

• S ize of total b i l l  ( in  GPB), on th is visit. 

• Whether this was their  fi rst visit to this particular Beefeater. 

• How many times they had d ined at th is establ ishment in the last six 

months 

• How many times they had d ined in similar restaurants in the last s ix 

months. The defin ition of similar was left to the judgement of the ind ividua l  

customers interpretation .  

Table 9. 1 :  Characteristics of  the Customer Group 

Characteristic N Mean Std Deviation 

Size of Party 639 3. 1 1  2.23 

Total Bi l l  Amount 5 1 9  25.27 30 .05 

GBP 

Number of Times 398 4.51 7.21 

Dined at a Beefeater 

I n  this section of the comment card questionna ire ,  the customers were asked 

Number of Times 493 7.33 

Dined At Sim ilar 

Restaurants 

The party size and expend iture are not surprising featu res of these kinds of 

restaurants, however, the number of visits to Beefeater versus other s imi lar 

restaurants looks qu ite h igh and suggests a very loyal group of customers . A 
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express to what extent Beefeater commands a share of the customers d ining 

experiences in a s imi lar market position . Beefeater is a strong brand in the 

piece of further analysis was undertaken to break th is down to outlet level and 

market and the brand name has a high recal l ratio .  

Table 9.2: Loyalty Statistics of Sample Group by Outlet (n=7) 

Outlet First Visit Previous Average Average Loyalty Ratio 

% Visit Number of Number of 

% Previous Visits to 

Visits Sim ilar 

To Outlet Restaurants 

1 28% 72% 3.81 4 .93 44% 

2 1 7% 23% 3.81 6.35 37% 

3 3 1 % 62% 5.82 5.4 1 52% 

4 1 6% 84% 3.38 4.00 45% 

5 1 8% 82% 5.34 7.47 4 1 %  

6 20% 80% 5.51 4 .40 55%
i 

7 1 4% 86% 4. 1 6  4.45 48% 

9.3 Expression of Customer Feel ings 

The design of the comment card questionnaire was structured to el icit a range 

of customer emotions in response to certain attributes of the meal experience. 

The structure of th is section of the questionnaire is i l lustrated below: 
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Table 9.4: I nternal Reliab i l ity of Customer Questionnaire 

Variable Corrected Item-Total Alpha If Item Deleted 

Correlation 

Delighted .7804 .9788 

Eager .9495 .9688 

Happy .8304 .9756 

Relaxed . 9655 .9702 

Content . 9509 .97 1  3 

Satisfied . 9455 . 971  1 

Disappointed .9871 .9672 

Other . 9752 .9674 

No of cases 7 No of items 8 Alpha .9750 

The results of the questionnaire were in itia l ly analysed to understand the 

overa l l  response to the experience judged aga inst the d imensions defined in 

the comment card .  The mean scores of the questionnaires are detai led below. 

Table 9.5 :  I ntensity with which Customers Expressed Feel ings about 

Experience 

% of times customer N Mean Std Deviation 

felt: 

Del ighted 667 40.25 33.70 

Eager 667 5.86 1 2.51 

Happy 667 24 .62 24. 1 7 

Relaxed 667 1 1 .00 1 2.63 

Content 667 6.24 1 2.27 

Satisfied 667 1 2. 1 4  20.47 

Disappointed 667 1 .64 6.89 

Other 667 0.62 3.53 

The numbers above are derived from the comment card completed . The 

number of times a customer ticked one of the boxes was calculated as a 

percentage of the overal l  response, possib le overal l  maximum score in that 

I 
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Value 

5 .5 4.5 

9.3 7 .5 4.3 5 .7 

7.8 

the experience .  

emotional category to create the fol lowing overview table which mirrors the 

comment card structure. 

Table 9.6 :  Percentage Customers Expressed Feel ings About Experience, 

(n=667) 

Decor Quality of Overall Quality of lnter/ctn Pace of Guests & I chose 

% Meal Service With Meal Fam ily this 

% % % Server % % % outlet % 

Delighted 26.2 41 .5 27. 7  55.5 56 . 1  34 .8 40.0 40.2 

Eager 2.7 5 .7 8 .5 8 .2 6.9 4.8 

Happy 21 .6 24.4 29.2 24 .6 22.3 22.3 23.5 29.2 

Relaxed 39.0 2.7 3 .9 4 .5 7 .3 1 6.9 1 0.6 3.0 

Content 9.3 3.0 4 .9 5 .8 

Satisfied 1 3.2 1 9.6  2 1 . 1  8 . 8  6.4 1 1 .8 8 .2 

Disappointed 1 .2 3.0 3.0 0 .9 0 .3  1 .8 1 .2 1 .8 

Other 0.4 0 .4 0 .6  0.4 0 .6  0 .7  0.4 1 .2 

The highest i ncidence of response actual ly came under the head ing of decor; 

however, this category el icited the lowest expression of del ight (26 .2%) in the 

question set, but the h ighest response of relaxation .  Given the average 

and its potential to del ight more d ifficu lt to achieve. 

The other factor that scored lowest in terms of de l ight was overal l  value 

(27.7%), however, th is category scored highest in satisfaction (2 1 . 1 %). From 

a val ue/price perspective, Beefeater operates in the pub restaurant sector 

where prices can vary qu ite wide ly, it wou ld be fai r  to say that Beefeater 

would be up at the higher end of some of these offerings d riven by its fu l l  

service offering which is becoming relatively rare i n  the sector, which is 

as Brewers Fayre, 

Vintage Inns and Chef and Brewer. However, customers wi l l  take a broader  

perspective on value perception ,  which is  l ikely to embrace other aspects of 

customer experience of ci rca 70 minutes (source Beefeater internal stud ies), it 

wou ld be the decor that wou ld be one of the most enduring factors of the visit, 

increasingly dominated by semi-service offerings such 
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Expressions of eagerness i n  a l l  categories is low and is probably caused by 

the customers d ifficulty in relating fee l ings of eagerness (or anticipation )  to 

much of the range of service attributes. 

Expressions of de l ight were most obvious in the interactive elements of the 

experience, essentia l ly where the human element becomes more apparent. 

Qual ity of service scored 55.5% and i nteraction with the server scored 56. 1 %. 

If the del ighted and happy scores are combined in these two categories the 

combined scores a re around 80% for each category. 

To add a further level of support to the responses gathered from the comment 

card data , an i nternal survey was obtained for comparison .  Maritz, an 

i nternational market research organisation ,  carries out this survey twice per 

year in all outlets of the organisation .  

The method used i s  to place i nterviewers in  each outlet who conduct detai led 

face-to-face interviews to gain feedback on a wide number of areas . The 

questions in the i nterview are scored on the basis of marking ranging from 1 .  

( comp letely d is-satisfied) to 1 0. ( completely satisfied), or 1 .  (Not at a l l  

important) to 1 0 . (Extremely important) as appropriate to the question .  

The Maritz survey asks a very wide range of questions that delve into some 

very detai led areas , for the pu rposes of this comparative piece of work, only 

below. 

I n  all of the five questions in the Maritz survey, there were very low scores i n  

the two surveys to seven items. 

the five areas that closely matched the questions contained on the comment 

card used in th is study were analysed , these are brought together in the table 

the category 1 ,2 ,3 ,  none scoring more than 1 ;  these were excluded to al ign 
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Table 9. 7 Study Comparison of Service Questions 

Study Question Maritz Question 

The pace of the meal Pace of service appropriate to the occasion 

The quality of your meal Overall satisfaction with meal 

The overall value of your meal Value for money of your meal 

The quality of decor and surroundings Im portance of envi ronment to the overall 

experience 

The quality of overall service Im portance of service to the overall 

experience 

Figure 9 .2 Comparison of Comment Card Response to Estate-wide Internal 

Survey 

PACf IMar,tzJ .. ■■ 
I I 

PACE OF MEAL 
I I 

WALi I y OF SERVICE (Marnz) --

-QUALITY OF SERVICE · •

I I 
■Measure I 

I I D Maasurn 2 
VALU[ (Ma11 1z1 0Measure 3 

I D Measure 4 -VALUE OF MEAL - -

I ■Measure 5 

QlJALITY (Mantz1 . . I C Measure 6 
I 

J ■ Measure 7 
QUALITY OF MEAL 

I I 
DECOn (Ma11 1z1 

I I ..DECOR 

0% 20% 40% 60% 80% 1 00% 

■ Maritz Questions 

■ SJudy Questions 

Measure Maritz Score (Numerical) Comment Card Description (Descriptive) 

1 1 0  Delighted 

2 9 Eager 

3 8 Happy 

4 7 Relaxed 

5 6 Content 

6 5 Satisfied 

7 4 Disappointed 

Key to graph (n=392) 
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44.7 

45.4 

The comparison above is designed to be ind icative only, and it is recogn ised 

that the scales d iffer in the i r  structure and measurement, however, given the 

Maritz survey is conducted in every outlet, it does lend some credence to the 

responses obtained i n  the comment card study carried out in a more l im ited 

sample .  It would appear that the customer ratings gathered in the comment 

card questionna i re are supported i n  the Maritz survey. 

The table below summarises the responses customers made to a more in

depth range of questions deta i led at the end of the survey comment card 

(page 1 99), wh ich were designed to judge the depth of feel ing against a range 

of i nteractive e lements of the service experience. 

Tab le 9.8: Strength of Fee l ings Expressed (n=667) 

Not at All % Fairly % Strongly % Very Strongly % 

Genuine & Personal 0.9 7.1 

Service 

47.2 

Treated as an 0.6 1 0 .2 

Individual 

43.8 

Server Recognised 

Personal Needs 

1 .0 1 0 .4 46.0 42.7 
I 

Pace of Service 2.8 1 3.0 4 1 .8 42.4 

Adjusted 

The tab le above i l l ustrates very strong expressions of satisfaction with the 

four key dimensions in the question set, with the del ivery of genuine and 

persona l  service emerging as the strongest element of the feedback. 

The data provided by the comment card questionnaire was analysed to 

understand the feel ings best associated with various aspects of the 

experience using corre lation analysis . 

These areas i n  particular bui ld on  the feedback given in the earl ier section of 

the comment card and seek to explore how the behaviour of the server and a 

range of other service stimulations impact the customer. This is an area that 
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This stage is focussed entire ly 

one would suggest is key in  a fu l l  service experience where the customer is 

engaged in an extended service transaction (Dube & Manon,  2000) .  

The fol lowing tables present the outputs of the correlation exercise with the 

range of service stimu lants , coupled with the identification and quantification 

of the emotional responses of the customer. 

on  the emotional  reaction of the customer to service stimu lants (these are 

described in Table 9. 1 1  to 9 . 1 4). 

The output of this ana lysis was used to conduct analysis on the relationship of 

these factors to server Eqi and Emotional Labour in section 8.8. The key 

outputs of the tables is described graph ical ly below: 

Figure 9 .3  Ana lysis Structure of Customer Responses and Service Stimulants 

Customer Emotional Service Stimulants 
Responses 

Decor & Surroundings 
Delighted Meal Qual ity 
Eager 
Happy 
Relaxed 

Correlated 

with 

Value of Meal 
Qual ity of Overall Service 
Interaction With Server 

Content Pace of Meal 
Satisfied Guests & Fam ily Din ing 
Disappointed Choice of Restaurant 
Other Overal l Experience 

=Table 9 .9 Fee l ings best Associated with Decor & Surround ings, (ns 667) 

Decor & Surroundings 

Del ighted 0.32 ** 

Eager 0 . 1  1 

Happy 0.50 

Relaxed 0.01 

Content 0. 1 2  

Satisfied -0 .01  

Disappointed -0.1 4  

Other 0.08 

*p<0.005 •• p<0.001 
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I n  the table above, it is clear that the positive express ion of del ight by the 

customer and the decor of the outlet are sign ificantly re lated . 

Table 9 . 1 0  Feel ings best Associated with Meal Qual ity, (n=667) 

Meal Qual ity 

Delighted 0 .57** 

Eager 0 .07 

Happy 0.09 

Relaxed -0 .05 

Content -0.04 

Satisfied -0.28 

Disappointed -0 .38** 

Other -0.06 

*p<0.005 ** p<0.001 

I n  terms of meal qual ity, there is a positive and significant relationsh ip 

qua l ity. 

Table 9. 1 1 Fee l ings best Associated with Value of the Meal ,  (n=667) 

Value of Meal 

Delighted 0 .56** 

Eager 0 . 1 3  

Happy 0.05 

Relaxed -0. 1 3  

Content -0.05 

Satisfied -0.31 

Disappointed -0 .33** 

Other -0.08 

*p<0.005 •• p<0.001 

The table above describes the sign ificant relationsh ip between the expression 

of del ight and the perception  of value from the experience. There is also a 

between expressions of del ight and meal  qual ity, and furthermore a s ignificant 

negative relationship between the expression of d isappointment and meal 
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sign ificant negative relationsh ip between the expression of d isappointment 

and the value of the meal .  

Table 9 . 1 2  Fee l ings best Associated with Qual ity of Overal l  Service, (n=667) 

Qual ity of Overall Service 

Del ighted 0 .46** 

Eager 0.09 

Happy 0 . 1 2  

Relaxed 0 .07 

Content 0 .06 

Satisfied -0. 1 2  

Disappointed -0.25 

Other -0.07 

*p<0.005 ** p<0.001 

I n  terms of the qual ity of service, there is a sign ificant relationship between 

the customer expression of del ight and the qual ity of service. 

Table 9. 1 3  Fee l ings best Associated with Interaction with the Server, (n=667) 

Interaction With The Server 

Delighted 0.46** 

Eager 0.07 

Happy 0 . 1 1 

Relaxed 0.06 

Content 0 . 1 5  

Satisfied -0.03 

Disappointed -0.22** 

Other -0 .06 

*p<0.005 ** p<0.001 

When examin ing the relationship between the service interaction and 

expression of de l ight by the customer, there is a significant relationsh i p  

between the two. There is also significant negative relationsh ip between  

expressions o f  d isappointment and service i nteraction .  
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Table 9. 1 4  Feel ings best Associated with the Pace of the Meal ,  (n=667) 

Pace Of The Meal 

Delighted 0.56** 

Eager 0 . 1 0  

Happy 0 .05 

Relaxed -0 . 1 6  

Content -0.05 

Satisfied -0.25 

D isappointed -0.30** 

Other -0 . 1 4  

*p<0.005 •• p<0.001 

The pace at wh ich the meal was del ivered shows a sign ificant relationship to 

expressions of del ight, and a sign ificant negative relationship exists between 

d isappointment and the pace of the meal .  

Tab le 9. 1 5  Feel ings best Associated with the Guests & Family Din ing with the 

Customer, (n=667) 

Guests & Family Dining With The Customer 

Del ighted 0 .46** 

Eager 0 . 1 0  

Happy 0 . 1  1 

Relaxed 0 .03 

Content 0.05 

Satisfied -0.06 

Disappointed -0 .21 

Other -0 .06 

*p<0.005 •• p<0.001 

The expression of del ight by the customer is sign ificantly related to the 

company they are with in the service experience. 
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-0 .21 

-0 . 1 0  
p<0.005 •• p<0.001 

Table 9. 1 6  Fee l ings best Associated with the Choice of the Restaurant for this 

Visit, (n=667) 

Choice Of Restaurant 
Delighted 0 .53** I 
Eager 0.08 
Happy 0.05 
Relaxed -0 .08 
Content -0 . 1 4  
Satisfied -0 .22 
Disappointed -0 .36** 
Other -0 . 1 0  
*p<0.005 ** p<0.001 

The table above describes the sign ificant relationship between the expression 

of del ight by the customer and the fact that they chose the particu lar 

Beefeater for their meal experience. There is also a sign ificant negative 

relationsh ip between expressions of d isappo intment and the choice of outlet. 

Table 9 . 1 7  Fee l ings best Associated with the Overa l l  Service Experience ,  

(n=667) Combined Components Mean ,  (Decor, Meal Qual ity, Meal Va lue, 

Service Qual ity, Server I nteraction ,  Pace, Company and Choice Of 

Restaurant) 

Overal l Experience 
Delighted 0.69

** 

Eager 0 . 1 3  
Happy 0 .08 
Relaxed -0.07 
Content 0 .05 
Satisfied 
Disappointed -0 . 1 6  
Other 
* 
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Treated 

The final section examined the relationship between the overa l l  experience 

and expressions of del ig ht. There is a s ign ificant relationship between 

expressions of del ight by the customer and their overa l l  service . 

The next table examines th is i n  more detai l ,  the expressions of the customers 

relati ng to the interactive elements of the experience , qual ity of service and 

service i nteraction, and the strength of feel ing expressed by the customer to 

the i nteractive components of the experience. 

The particu lar questions in th is section are described below: 

How strongly do you feel? 

The service was genuine & personal 

I was treated as an individual 

Server recognised my personal needs 

The factors of service qual ity and interaction with the server were compared 

to the three attributes described above to understand the level of corre lation .  

The resu lts are i l lustrated i n  the table below: 

Table 9. 1 8  Relationsh ip of Categories of Service Response 

Service Quality I nteraction Genuine as an Recognised 

&Personal I ndividual Needs 

Service Quality 1 
I nteraction .aso•· 1 

Genuine .897** .984** 1 

&Personal 

Treated as 

I ndividual 

an .844** 
* 

94* 
9 . 

.965** 1 

Recognised . 1 04 -.063 .033 -.063 1 

Needs 

*p<0.005 •• p<0.001 

The table i l lustrates strong correlation between the measures of service 

qual ity and interaction ,  genu ine and personal service and treatment as an 
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i nd ividua l ,  b ut fai ls  to demonstrate any kind of sign ificance between these 

factors and the recognition of personal needs. 

Likewise, the i nteraction with the server demonstrated sign ificant 

relationships with the genuine and personal service and ind ividual treatment 

but aga in  not in the area of recognition of personal needs of the customer. 

F ina l ly, genu ine and personal service demonstrated a sign ificant re lationship 

to i nd ividual treatment, but not in terms of recognis ing the personal needs of 

the customer. 

I n  o rder to more fu l ly understand the relationships at play in the range of 

customer responses gathered , the customer response data was entered into 

a mu lt ip le reg ression mode l .  The results appear i n  the table below and 

summarise the sign ificant relationships only, that emerged from the analysis . 
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Table 9 . 1 9  Summary of Mu ltiple Regression Analysis On Customer 

Responses (Del ighted) To Service Cues [Choice,  Decor, Qual ity, Value, 

Overal l  Service, I nteraction ,  Pace, Company](n=667) 

Dependent Significant Mult iple R Beta t-value p-value 

Variable Variable (2-ta iled)  

Choice Overall .522 .353 2 . 1 06 .042 

Service 

Value .401 3.087 .004** 

Decor Value .448 .372 2.353 .024* 

Company .486 3.603 .001 ** 

Qual ity Overa l l  .442 2.453 .0 1 9* 

Service 

Value Choice .429 .479 3.087 .004** 

Decor .327 2.353 .024* 

Overal l Choice .61  7 .283 2 . 1 06 .042 

Service Qual ity .294 2.453 .01 9* 

I nteraction .277 2.2 14  .033* 

I nteraction Overal l .456 .394 2.2 14  .033* 

Service 

- - - - -Pace 

Company Decor .428 .504 3.603 .001  ** 

•p<0.005 •• p<0.001 

These inter-relationships can be best described in the model that is i l l ustrated 

below. 
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Figure 9.4 Model to Describe the I nter-Relationships of Significant Factors 

Making up  the Customers Judgement of Pos itive (Del ighted) Response to 

Service Cues. 

DECOR 

VALUE 

p 
=.042 

OVERALL 
SERVICE 

INTER 

ACTION 

◄.--------,► 
1 p 

= 

. 019 1 

The above model is drawn from Table 9.2 above and describes the significant 

relationsh ips between the emotional responses of customers and key service 

stimulants. 

9.3.1 Summary of this Section 

The find ings in this section i l lustrate the extent to which service cues can d rive 

a strong emotional response from the customer. Some of these cues are often 

seen as passive i n  the experience, but it could be argued that they should be 

treated as active, in  the sense that they have the capacity to i nfluence the 

emotional outcome of the customers service experience, the more accurate 

description of this range of service cues may be active ( decor, value, qual ity) 

and interactive (service qual ity, server interaction, pace, company and choice 

of venue). 

On all measures in the study, there was a sign ificant relationship between the 

expression of del ight and the service cue, and in many a significant 

re lationship with expressions of d isappo intment. 
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The model described in th is section i l lustrates the central role of overal l  

service and value perception in the service environment and its strong 

relationships with other key factors of positive customer response. 

Trad itional  approaches to service development see the interactive elements 

as the catalysts to emotional expression with other areas such as decor 

sometimes acting on ly as hygiene factors . The findings relating to emotional 

expression by customers , and particularly the expressions of del ight that were 

so prominent in the research , ra ise the issue of understanding and measuring 

positive customer response to the service in question, what is satisfaction 

when measured in emotional terms, and is satisfaction alone enough to 

achieve long-term customer loya lty? 

The points d iscussed in this section of the study set operators in this field a 

much broader chal lenge i n  getting the whole range of service cues working in  

concert to enhance the emotional experience of the customer and understand 

how to judge the successfu l de l ivery of that emotional cocktai l .  

late to the 

This section analyses the relationsh ip between the responses g iven by the 

customers (n=667), to the comment card questionnaire ,  which sought 

emotional responses to various elements of the service experience and the 

Emotional I ntel l igence scores (Eqi) of the servers provid ing that service. 

The data is analysed at the ind ividual level ,  examin ing the relationsh ip  

between the individual  Eq i  scores and the total responses from the customer 

sample.  This is broken  down into the key focus elements used i n  the 

9.4 Expression of Customer Feelings, and how They Re

Emotional Intelligence Measure of Servers 

comment card questionnai re
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Service Cues - Factors 

• The qual ity of decor and surround ings 

• The qual ity of the meal 

• The overal l value of the meal experience 

• The qual ity of the overa l l  service 

• The interaction with the server 

• The pace of the mea l  

• The guests or  fami ly with the Customer Services Dept 

• The choice of the outlet for  that visit 

Service Cues - Emotional Response Measures 

Del ighted - Eager - Happy - Relaxed - Content - Satisfied - Disappointed 

Strength of Feel i ngs 

• Service was genuine and persona l 

• Treated l ike an  ind ividual 

• Server recogn ised needs 

• Pace of service was adjusted accord ing to customer requirements 

Strength of Fee l ings - Responses 

• Very Strongly Agree 

• Strongly agree 

• Fairly Agree 

• Do not agree at a l l  

9.4.1 Analysis of Individual Eqi Scores and Service Qual ity Del ivery 

The first stage of this analysis was to examine the key d imensions of service 

qual ity as h igh l ighted in (service cues) on page 21 7. The fi rst table looks at 
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the relationsh ip between the service qual ity d imensions and the five major 

scales of Eqi . I n  the fol lowing section the responses to the depth of feel ing 

questions wi l l  be analysed under the same structure. 

This analysis was conducted by extracting the data from the comment card 

questionnaire ,  i n  particu lar the questions relating to service cues - factors as 

l isted on the p revious page. These responses were then correlated with the 

Eqi responses from the servers (n=50) ,  using the major scales of the Eqi . 

The tab le below h igh l ights the sign ificant correlations by factor, selecting only 

the statistica l ly sign ificant relationship by type of response: 

Table 9.20 Summary of Statistical ly Sign ificant Findings of Correlation 

Analysis: Eqi Major Scales Compared to Key Factors Of Service Qual ity 

(n= 50) 

Eqi Decor Quality Value Service Inter Pace Other Choice 

Major Overall action Guests 

Scale 

INTRA -.288* - .30 1 *  .334* .41 0** - - .3 1 0* 

Satisfied Delight Delight Delight Delight 

INTER - - .302* .397** - - -

Delight Delight 

ADAPT .286* -.327* - -.298* - - - -

D/Appoint D/Appoint Happy 

SM - .300* -.380* .297* .332* - -.476* -.482* 

Relaxed Content Delight Delight Content Relaxed 

- - - - -GM -.303* .391  ** -.286* 

D/Appoint Delight Satisfied 

TOTAL - - .298* .332* .439** - -.31 5* -

Eqi Delight Delight Delight Content 

*p=0.005 ** p=0.001 

The table above confirms that the strongest areas of correlation are in  the two 

h uman i nteractive elements of the service encounter; interaction with the 

server and overa l l  perceptions of the service experience with ,  interesting ly 

value demonstrat ing good relationships with expressions of del ight. 
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Ful l  detai ls of the correlations on  a l l  of the above measures i n  the del ighted 

category appear i n  Appendix E. However, the sign ificant h igh l ights are 

d iscussed below. 

The fi rst a rea of focus is the level of i nteraction ;  these are all under the 

emotiona l  head ing of Delighted , l ntrapersona l (p=.004)  relates at a s ignificant 

leve l ,  I nterpersonal (p= .005) at a s ignificant leve l ,  General Mood (p= .006) at 

a significant level ,  and Total Eqi (p= . 002) at a sign ificant level .  

The second area of note is the response to the overal l  service leve l .  Again 

here the emotional head ing of Del ight is related to l ntrapersonal (p=.004) at a 

s ig n ificant level along with Stress Management (p= .021 ) at a moderate leve l ,  

Total Eqi is a lso moderately related under the head ing of Del ight (p= .02 1  ) .  

Val ue is the th i rd area of moderate relationships, wh ich may be somewhat 

surprising , but it does raise the question regard i ng what the customer regards 

as value, is it just the meal itself, or is it a judgement on the overa l l  

experience? Here again three of the emotional head ings are expressions of 

Del ight, and agai n  feature relationships at a moderate level with the Eqi 

scales of I nterpersonal (p=.037) and l ntrapersonal  (p= .038), with Total Eq i 

featuring at a moderate level (p= .040). 

The above find ings help to focus the remainder of th is study in two ways: 

• Clearly expressions of de l ight by customers guide the study toward 

examin ing relationsh ips between this very positive emotional expression 

and other key variables, i n  order to explore ways of creating this pos itive 

emotion i n  customers .  The focus throughout the remainder of this Chapter 

wi l l  therefore be against the emotional variable of Delight. 

• The areas of g reatest strength of relationship are around the human 

recogn ition of its potentia l  

relationsh ip with overal l  feel ings about the service encounter. The focus of 

service i nteractions, but i nclud i ng value as 
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the analysis wi l l  therefore be around these areas of value, i nteraction and 

overa l l  seivice perceptions.  

Bu i ld ing on  the relationships described above, the key areas were subjected 

to mult ip le regression tests to understand how wel l  the Eqi variables were 

ab le to predict particular seivice outcome. A structure of the analysis that 

fol lows is presented below. 

Figure 9.5 Structure of Emotional I ntel l igence Regression Models 

Customer Emotional 
Response 

Eqi Scales 

Decor 
◄ ► Self-Regard 

Emotional Self Awareness 
Qual ity 
Value 
Service 

Assertiveness 
I ndependence 
Self-actualisation 

Interaction 
Pace 
Guests 
Choice 

Empathy 
Social Responsibi l ity 
I nterpersonal Relationships 
Stress Tolerance 
Impulse Control 
Real ity-Testing 
Flexibi l ity 
Problem-solving 
Optim ism 
Happiness 
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Table 9 .21  The Emotional I ntell igence Regression Su mmary Demonstrating 

the Predictive Power of Emotional I ntel l igence Scales to Customer Positive 

Effect (n=50) 

r lr-squared 

Ei Competency Decor Quality Value Service Interaction Pace Guests Choice•' -
Self-Regard 0.039 0 .07 0.032 0 . 1 22 0 . 1 42 0.029 0 . 1 6  0.087 

I I l I -
Emotional Self 0.055 0.052 0 .1 08 0.02 0.296 0. 1 06 0.004 0.1 2 

Awareness 

' 

I 
-

I ·II 
= 

Assertiveness 0.032 0.035 0.038 0.01 5 0 .055 0 .035 0.0 1 6  0.04 I I
IIndependence 0.021 0 .001 0.022 0.007 0.003 0.01  2 0.02 0 .022 

I I l I 
Self-actualisation 0.02 0.006 0.078 0.043 0.063 0 .021 0.01  2 0 .025 

' 

-

I I I 
-

I 
7Empathy 0.001 0.002 0.091 0.002 0 .098 0.003 0 .001 0.025 

Social 0.004 0.044 0.035 0.01  2 0 .062 0 .01  1 0.006 0 .01  6 I I
I I 

Responsibil ity -
I nterpersonal 0 .009 0.002 0 . 1 03 0.087 0. 1 78 0.066 0 0 . 1 1 2  

Relationships I [ _  - � - � - �' 

Stress Tolerance 0.002 0.008 0 .0 1 4  0.054 0 . 1 1  0 .02 0 0 .036 

I I 
I mpulse Control 0.024 0.008 0.051 0 .036 0 .021 0 0 0.009 

I I

j 

' I -1.- -- I -
Reality-Testing 0.072 0 .066 0 .03 0.065 0.085 0.036 0 0 .01  1 

I 
Flexibility 0.04 0.001 0.004 0.01  1 0 0 .005 I 0 .01 6 0.001 

I I r I I' 

I I 1 
-' 

Problem-s olving 0 .028 0. 008 0.021 0.008 0.06 0.01 8 0.004 0 .01 2 

Optimism 0.001 0 .062 0.01 2 0.067 0 . 1 65 0 .089 0 .001 0.059 1

I
I 

_ 
I I 

I -

I
I 

I I J 

-

I Happiness 0.003 0 0.002 0.054 0.083 0.01 6 0 0 .035 

I-

L_J Statistical ly Sign ificant 

The above table demonstrates significant relationships between the Emotional 

I ntell igence scales and positive customer effect. These relationships are most 

pronounced in the areas of overall value, overall service and interaction, as 
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ind icated in the analysis i n  Table 9 .2 .  The most consistent Emotional 

I ntell igence scale is Emotional Self Awareness and I nterpersonal 

Relationships, wh ich also featu re as significant under customer choice of 

outlet . 

Table 9 .22 The Emotional I ntel l igence Reg ress ion Stimmary of Demonstrating 

the Effect Size of r2 in Predicti ng Customer Positive Effect 

Effect Size 

Ei Competency Decor Qual ity Value Service Interaction Pace Guests Choice 

Self-Regard 0. 1 5% 0.49% 0 . 1 0% 1 .49% 2.02% 0.08% 2 .56% 0.76% 

Emotional Self 0.30% 0.27% 1 . 1 7% 4.00% 8.76% 1 . 1 2% 0 .00% 1 .44% 

Awareness 

Assertiveness 0. 1 0% 0 . 1 2% 0 . 1 4% 0.02% 0 .30% 0 . 1 2% 0 .03% 0 . 1 6% 

Independence 0.04% 0.00% 0.05% 0 .00% 0.00% 0.01  % 0.04% 0.05% 

I I 
Self-actualisation 0.04% 0.00% 0 . 6 1 % 0 . 1 8% 0 .40% 0.04% 0 .01 % 0.06% I 

,_
Empathy 0.00% 0.00% 0.83% 0 .00% 0.96% 0.00% 0.00% 0.06% 

Social 0.00% 0 . 1 9% 0 . 1 2% 0 .01 % 0.38% 0.01 % 0 .00% 0.03% 

Responsibility 

Interpersonal 0.01  % 0.00% 1 .06% 0.76% 3. 1 7% 0.44% 0.00% 1 .25% 

I Relationships 

Stress Tolerance 0.00% 0.0 1 % 0.02% 0.29% 1 .21% 0.04% 0.00% 0. 1 3% 

Impulse Control 0 .06% 0.01 % 0 .26% 0 . 1 3% 0 .04% 0.00% 0.00% 0.01 % 

-
Real ity-Testing 0.52% 0.44% 0.09% 0.42% 0.72% 0. 1 3% 0 .00% 0.01 % 

I II
Flexibility 0. 1 6% 0.00% 0 .00% 0.01  % 0.00% 0.00% 0.03% 0.00% 

Problem-solving 0.08% 0.01 % 0.04% 0.01 % 0.36% 0.03% 0.00% 0.01 % I 

Optimism 0.00% 0.38% 0.01  % 0.45% 2.72% 0.79% 0.00% 0.35% 

Happiness 0.00% 0.00% 0.00% 0 .29% 0.69% 0.03% 0 .00% 0 . 1 2% 

. 'DI Statistically S1gn1f1cant 
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Responses (n= 667) 

.459 

TOTAL 

The above table converts the r2 from Table 9 .21 and demonstrates the size of 

the effect on each measure. Three of the largest effects are seen under the 

customer measure or  i nteraction, with Emotional Self Awareness featuring 

most h igh ly at 8. 76%, I nterpersonal Relationsh ips at 3 . 1 7% and Optimism at 

2.72%. Emotional Self Awareness appears with a sign ificant effect under 

overal l  service at 4 %. 

Th is next section  reviews the responses to the depth of feel ing questions from 

the comment card questionnaire. For completeness these are described 

below: 

Questionnaire 

How strongly do you feel :  

Not at all Fairly Strongly Very 

Strongly 

The service was genuine and personal 

I was treated as an individual 

The server recogn ised my personal needs 

The pace of the meal was adjusted to meet my needs 

Table 9 .23 Correlation Analysis :  Eqi Compared To Strength Of Feel ing 

Eqi Scale Genuine Individual Personal Needs Pace Adjusted 

INTRA .31  9 .363 . 1 72 .082 

INTER .270 .253 . 1 76 . 143 

ADAPT .692 .326 . 1 0 1  

SM .560 .464 . 1 08 .751 

GM .21 9 .472 .604 .052 

.365 .289 .409 .061 
Eqi 
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strength of feel i ng questions and the major Eqi scales. For completeness 

these factors were entered i nto a mu lt ip le regression model to understand if 

Table 9 .23 above demonstrates no significant relationship between the 

any sign ificance would be found under those cond itions. The summary of this 

exercise is detai led below: 

Table 9 .24 The Emotional I ntel l igence Regression Model That Best Pred icts 

Strength Of Feel ing From Customers In Response To Service Encounter, 

Using Eqi Major Scales [Mu lt ip le R=. 1 53, F=1 .52] , (n=50) 

Eqi Scale Genuine Individual Personal Needs Pace Adjusted 

Mult iple R= .047 Multip le R=.038 Multiple R=.064 Multiple R=. 1 1 6  

F=.4 1 0 F=.330 F=.572 F=1 . 1 0  

Sig . Sig . Sig . Sig . 

INTRA .985 .805 .602 .862 

INTER .470 .404 .950 .995 

ADAPT . 604 .81 9 .367 .335 

SM .768 .572 .775 .331 

GM .629 .803 .224 

Again the relationships between the Eqi scales are poor, demonstrating no 

significant re lationships with the Eqi major scales. 

The mu ltiple regression analys is i l l ustrated in Table 9.2 1 and 9.22 

demonstrate that significant relationships exist between a range of the scales 

of the Bar-On Eqi and the positive response of customers to a range of 

service cues. 

The relationships are dominant in the areas of overal l  value, overal l  service 

and particularly the qual ity of the interaction between the server and the 

customer. Some sign ificant relationships are a lso present under the area of 

cho ice of outlet. The two areas of the Eqi that appear most consistently as 

representing sign ificant relationsh i ps across the range of service cues are 

Emotional Self Awareness and I nterpersonal Ski l ls . It is reasonable to 
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assume that it is in these more personal areas of service that the strongest 

re lationships exist. 

The findings on the Strength of Feel ing questions represent poor pred icative 

valu e  of positive customer response when subject to mult ip le regression 

ana lysis .  

Focussing on the outputs in Table 9.22, the find ings would imply that a range 

of Emotional Competencies cou ld be modelled that best predict positive 

impact on the de l ivery of personal service to customers under the head ings of 

service ,  val ue and interaction with the server. This model is i l lustrated i n  the 

F igure below. 

Figure 9.6 Model for Pred iction of Positive Customer Effect Based on Eq i 

Scales 

4.0% 

Value 
Service 

\ 
1 .06% 

0.83% 
1 .49% 

Interpersonal 

Relationships 

Self Regard u
2.,2.. 

Interaction 

2.72% 

0.72%1 .2 1% 0.69% 

Stress Reality Optimism 

Tolerance Testing 
Happiness 
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9.5 Emotional Labour Responses of the Servers 

The previous chapter i n  this study reported on the re lationship between 

Emotional Labour and the Emotional I ntel l igence ratings of a sample group of 

servers , the relationships were on ly moderate at best. 

I n  th is section of the study, the relationship of the emotional response of 

customers and the presence of the e lements of Emotional Labour as reported 

by the servers is exam ined . Grandey (2003), reported that deep acting was 

found to have a positive influence on  observed interactions with customers. 

In her study, Grandey used peer-rated observations to rate the sca le of 

affective del ivery. 

I n  th is study the constructs of Emotional Labour are related to the outputs of 

the comment card questionnaire exercise re lat ing to the expression of 

emotions. 

Both sections of the questionnaire were input i nto the correlation exercise, the 

expression of emotiona l  responses and the strength of feel ings relating to the 

service , to establ ish the relationships .  

The first table looks at the relationshi p  between the service qual ity d imensions 

and the ind ividual questions featuring in  the Emotional Labour Scale. The 

table below h igh l ig hts the significant correlations by factor (selected the most 

significant where there is  more than one) by type of response . The particular 

areas of i nterest for th is study, deep acting and surface acting are shaded for 

emphasis. 
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Table 9 .25 l ntercorrelation Between Service Quality and Emotional Labour 

Based On Emotional Response Questions (n=50) 

EL Decor Quality Value Service Inter Pace Other Choice 

Questions Overall action Guests 

.344' .392' 

Happy Eager Relaxed 

2 -.293' - -.389' 

Content Delighted 

3 .31 2 '  

Relaxed 

4 - - .41 2' - -.361 . - -

Relaxed Happy 

5 - -.345' --

Eager 

6 - - - -- -

7 -

8 - .' 9 .297' 

D/Appoint 

-1 0  . 

1 1  .301 ' .323' 

Relaxed Relaxed 
-.. 

1 2  . . . . -.31 3° 

Delighted 

1 3  -

1 4  .334' I - . . . 

D/appomt 

1 5  . . .404" -

Relaxed 

'p<0.005 • •  p<0.001 



- -

- --

- -

- - -

---

� 

1 .337' 

Freguencll 

Table 9.26 lntercorrelation Between Service Quality and Emot ional Labour 

Based On Emotional Expressions Of Strength Of Feel ings Questions (n=50) 

EL Genuine & Personal Treated as an Server Recogn ised Pace Adjusted 

Questions Individual Needs 

.342' 

-2 

,.....
-3 

4 -
5 

-6 

7 

8 

g 

1 0  - -

1 1  

1 2  - .328' I 
-1 3  

1 4 
I 

1 5  

Table 9.27 Key To Questions 

Duration 

1 .  A typical interaction I have with a customer lakes about ----- minutes 

2 Display specrtic emotions required by your job 

I 5.  Adopt certain emotions required as part of your job 

7 .  Express particular emotions needed for your job 

I -lntensill£ 

g Express intense emotions 

3. Show some strong emotions 

I Variety 

6. Display many drtferent kinds of emotions 

1 1  . Express many drtferent emotions 

1 3. Display many drtferent emotions when interacting with others 

Surface Acting � 
1 2  Resist expressing m y  true feelings 

1 4  Pretend t o  have emotions that I don't really have 

8. Hide my true feelings about a situation 

Deee Acting - -- I
4. Make an effort lo actually feel the emotions that I need to display to others 

15. Try to aclually experience the emotions that I musl show 

1 0. Really try to feel the emotions I have to show as part of my job 
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The results above demonstrate low correlation of the Emotional Labour 

factors and emotional expression of service quality. The only noteworthy 

re lationships are noted with duration and frequency. The areas of focus for 

this study, surface acting and deep acting do not show any worthwhile 

association with the service quality responses from customers. For 

completeness these were entered into a multiple regression model ,  the 

outputs of which are i l lustrated below. 

Table 9.28 The Emotional Labour Regression Model that Predicts the 

Predictive Val ue of Surface and Deep Acting on Positive Customer 

Responses to Service Cues (n=50) 

r-squared 

ELS Question Decor Quality I Value Service Interaction Pace Guests Choice 

0 1 2  Surface 0.003 0.01  1 0.024 0.034 0.06 0.023 0.06 1 0.098 

0 1 4  Surface 0. 1 37 0.03 1 0.01 7 0.008 0.04 0.007 0 .025 0.01  9 

08 Surface 0 .1 76 0.059 0.024 0.005 0.001 0.028 0.001 0.008 

04 Deep 0 . 1  36 0.01  2 0.002 0.01  7 0 .042 
,_ 

0.022 0 .022 0.002 

0 1 5  Deep 0 .025 
,_

0.008 0 0 .007 0 .01  1 0.002 0 . 1 02 0.004 

0 1 0  Deep 0.037 0.01  6 0.08 0 0.004 0.01  9 0 .029 0.006 

L_J Statistically Significant 

The tables above demonstrate the poor predictive value of the ELS q uestions 

related to surface and deep acting and positive customer response to service 

cues. 
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Table 9.29 The Emotional Labour Regression Model that Predicts the Effect 

Size of Surface and Deep Acting on Positive Customer Response to Service 

Cues (n=50) 

ELS Question Decor Quality I Value Service Interaction Pace Guests 
1-

Choice 

012  Surtace 0.00% 0.01  % 0 .06% 0 . 1 2% 0.36% 0 .05% 0.37% 0.96% 
= -- ·-- -- ,_ 

014 Su rtace 1 .88% 0 . 1 0% 0 .03% 0 .0 1%
� 

0 . 1 6% 0.00% 0 .06% 0.04% 

08 Surtace 3 . 1 0% 0.35% 0.06% 0 .00% 0.00% 0.08% 0.00% 0.01 % 

04 Deep 1 .85% 0.01  % 0 .00% 0.03% 0. 1 8% 0 .05% 0.05% 0.00% 

0 1 5  Deep 0.06% 0.01  % 0.00% 0.00% 0.0 1 %  0.00% 1 .04% 0.00% 

0 1 0  Deep 0 . 1 4% 0.03% 0 .64% 0.00% 0.00% 0.04% 0 .08% 0.00% 

L.J Statistically Significant 

This would demonstrate that whilst significant l inks can be found between the 

Eqi of the server and their expressions of emotional labour (reported in 

Chapter Eight, Section 8.8), it is much less pronounced when server ELS 

responses are di rectly related to the del ivery of customer service, and indeed 

no significant relationships are evident between Surface or Deep Acting and 

the positive emotional response of the customer in the interactive elements of 

the transactions. 

9.5.1 Summary of this Section 

Despite the work quoted in the introduction to this section, it has not been 

possible in this piece of analysis to find a strong l ink between the responses 

to the Emotional Labour questionnaire and the range of responses to service 

cues in the service encounter, these would have been especially predicted in 

the interactive elements of the service experience. 

On the basis of this research it is suggested that the constructs of Emotional 

Labour as identified are of poor predicative power in terms of service del ivery 

outcomes. 
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9.6 Chapter Summary 

This Chapter has dealt with one of the central themes of this study, the 

re lationship between the emotional response of the customer in a service 

encounter and the emotional make-up of the ind ividual  providing that service. 

In a wider context the overal l  emotional response of the customer was 

analysed against a range of service cues, th is bui lds on the model presented 

by Lehtinen and Lehinen (1 991 ) .  

Three-dimension Quality Approach A (Lehtinen and Lehtinen, 1 991 ) 

Physical qual ity The physical elements of service, including phys ical 

product and physical support. (from the environment) 

I nteractive The interaction between the customer and i nteractive 

qua l ity elements, including interactive persons and i nteraction 

equ ipment. ( interaction between personnel and customers) 

Corporate The d imension of qual ity developing during the history of 

qual ity service organisation .  (company image) 

The analysis on a l l  of the elements of the customer experience yielded 

sign ificant relationships at the expressed emotional response of delighted . 

Th is finding presents an interesting  chal lenge to the ro le of emotions in  the 

overa l l  service encounter, and would suggest that management ought to 

consider the emotiona l  customer experience in the widest context, embracing 

the whole range of service stimulants and their inter-relationships. 

The analysis of the emotiona l responses to service then moved on to consider 

the role of Emotional I nte l l igence (Eqi) .  In a service s ituation where the human 

interactive element p lays such a s ign ificant part, the study sought to use Eqi 

as potential means of pred icting positive customer emotional response. With 

the wide range of service stimu lants at p lay in the service encounter, the 

study sought to understand if the Emotional I ntel l igence competencies of the 
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servers would have a sign ificant relationship with the positive emotional 

response of the customer. 

A model was created that i l l ustrated the predictive abi l ity of certain emotional 

competencies (as measured by the Eqi) and positive service outcomes. The 

find ings in this model underl ine the feedback obtained in  the interview process 

and Optimism, but especial ly awareness of one's own emotions (the strongest 

contributing factor to del ivery of good interactions with customers). 

F ina l ly, the Chapter examined the other potentia l pred ictor of superior service, 

the presence of certain levels of Emotional Labour in the server. This proved 

d isappo inting and the focus undertaken in the study was around the notions of 

surface acting and deep acting proved not at al l  significant and would not 

prove usefu l  i n  attempting to pred ict positive emotional response in  the 

customer in interaction with the server. 

(Chapter Six) where servers described the key attributes they perceived to be 

important in presenting good qual ity service to customers, around Happiness 
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9.7 Summary of Hypothesis 

Hypothesis 6. Surface acting is negatively related to Rejected 

ratings of affective del ivery 

Hypothesis 7. Deep acting is positively related to ratings Rejected 

of affective del ivery 

Hypothesis 8 .  Particu lar emotional competencies are Supported 

positively related to del ivery of positive emotional 

response in customers 

Hypothesis 9 .  There wi l l  be a positive relationship Supported 

between the emotional expression of the customer and a 

range of service cues 

Hypothesis 1 0 . The emotional competencies of the server Supported 

wi l l  be positively related to the positive emotional 

expression of customers in regard to a range of service 

cues 
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CHAPTER TEN 

RESEARCH CONCLUSIONS 

This research has addressed one central question , what role do  emotions 

p lay in the service encounter? This question has been explored from three 

d istinct angles ,  that of the outlet manager, the server and u lt imately the 

customer. 

Firstly, the study i nvestigated the contribution of the Genera l  Managers 

Emotiona l  I ntel l igence as measured by the Bar-On Eqi (Bar-On, 1 997), to the 

overa l l  performance of the outlets under thei r  d i rect control .  

Second ly, the concept of Emotional Labour (Hochschild , 1 983) was used 

alongside the Eqi to understand the influence these two factors might have on 

the qua l ity of  service qual ity offered by the servers in the restaurants . The 

Emotional Labour  Scale (Brotheridge & Lee, 1 998) was used as an instrument 

to measure Emotiona l  Labou r  i n  the server sample. 

Final ly, a survey was used with the customers to understand how they 

responded emotional ly to a range of service stimu lants. This data was used to 

emotional responses of the customer to the emotional competence and 

presence of emotional labour in  the server sample. 

A ful l  summary of the hypothesis testing is o utl i ned below, fo l lowed by the 

final out l ine of the hypothesis map that has been presented throughout th is 

study. 

understand both the relat ionship of the customer emotions to the service 

stimu lants, but then further uti l i sed to examine the relationship between the 

221 



Table 1 0 . 1 :  Summary Table of Hypothesis Testing 

Hypothesis 1 .  Managerial Emotional I nte l l igence is positively Supported 

related to employee satisfact ion 

Hypothesis 2 .  Managerial Emotional I ntel l igence is positively Supported 

related to customer satisfaction 

Hypothesis 3 .  Managerial Emotional I ntel l igence is  positively Supported 

related to profit performance 

Hypothesis 4 .  I nterpersona l  and l ntrapersonal Emotional Partia l ly 

I nte l l igence ski l ls  are negative ly related to surface acting Supported 

Hypothesis 5 .  I nterpersona l  and l ntrapersonal Emotional Partial ly 

I nte l l igence ski l ls are positively related to deep acting Supported 

Hypothesis 6 .  Surface act ing is negatively related to ratings of Rejected 

affective del ivery 

Hypothesis 7. Deep acting is positively related to ratings of Rejected 

affective del ivery 

Hypothesis 8 .  Particular emotional competencies are positively Supported 

related to del ivery of positive emotional response i n  customers 

Hypothesis 9 .  There wi l l  be a positive relationship between the Supported 

emotiona l  expression of the customer and a range of service cues 

Hypothesis 1 O. The emotional  competencies of the server wi l l  be Supported 

pos itively related to the positive emotiona l  expression of 

customers i n  regard to a range of service cues 
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General Managers and Emotional Intelligence 

Figure 1 0. 1 :  Hypothesis Map for General Managers 

H1  
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PROFIT 
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The key question here was , does the emotional competence of the General 

Manager have any impact on the performance of the outlets under their 

control? 

Figure 1 0. 1  above and Table 1 0. 1  demonstrate the relationships between the 

emotional competence (as measured by the Bar-On Eqi) of the General  

Manager and the key performance outputs of team satisfaction, customer 

satisfaction and profit performance. 

Consistent with the literature (Chern iss & Alder, 2000, Stein ,  2000, Goleman 

1 995) , the study demonstrated that the emotional intell igence of the individual ,  

in  th is case the General Manager, had an impact on their performance, a lbeit 

in this study the envi ronment was different to previous studies which have 

focussed more heavily into the health and education sectors. 

The differences were significant and presented a range of performance 

outputs (team satisfaction, team tu rnover, customer satisfaction, profit 

performance and appraisal rating) against which differing emotional 
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simi lar service businesses? 

competencies from the Eqi related d ifferently to the key performance 

measures . 

The measure of overa l l  management performance was the rating used by the 

L i ne Manager of the Genera l  Manager as part of the performance appraisal .  It 

wou ld appear from this that the L ine Managers have a p retty good grasp of 

the capabi l ities of the Genera l  Manager, with significant relationships existing 

between high scoring Genera l  Managers and their  Emotional I ntel l igence 

(Eq i )  scoring .  I n  a l l  other areas of measurement there was a significant 

re lationship between either the major scale o r  sub-scale of the Eqi .  Any 

s ignificant impact on these results resu lting from either gender or age was 

rejected , a lthough length of service in ro le demonstrated sign ificant 

with performance ,  i n  a d i rection that may not have been 

expected , 

rel ationship 

that is that performance (as measured by profit growth) declines 

along with length of service in role .  

There was no sign ificant relationship between performance and overa l l  Eq i  

scores, which suggests there is not a qu ick fix i n  terms of us ing total Eq i  as a 

predictive performance instrument. 

The emotional attributes that appear to come through consistently are those 

around interpersonal ski l ls ,  genera l  mood and adaptabi l ity. All of these would 

have an impact on the team around the manager, the very people who 

u lt imately i nteract with the customer d i rectly. This supports the arguments of 

Buckingham & Coffman ( 1 999), who emphasise the importance of great 

managers creating the right cond itions for employees to thrive and del iver 

superior results and the potent ia l of Emotional Intel l igence to improve team 

performance (Chern iss & Goleman 2001 , Orme 200 1 , Stein & Book 2000, 

Weisinger 1 998, Ryback 1 998, Bar-On 2000). 

So what does this mean for the future development of General Managers in 

this business ,  and what are the wider imp l ications for the management of 

224 



H9 

There would certainly seem to be opportunities to uti l ise a measure of 

Emotional I ntell igence in  the recruitment and development of General 

Managers in these roles in the futu re.  Success in these roles is so dependent 

on the qual ity and motivation of the team working below the management 

level who directly face the customer on a day-to-day basis that recru iting and 

developing the right kind of leaders with the right emotional competencies 

would seem to be critical . The server teams interviewed in Chapter Six 

referred frequently to the importance of support from management and often 

gave the impression that they succeeded despite the qual ity of management 

rather than as a consequence of it. 

Emotional Intelligence and Emotional Labour in the SeNer Population 

Figure 1 0 .2: Hypothesis Map for Servers and Customers 
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Figure 1 0.2 above and Table 1 0. 1 demonstrate the relationships between the 

Emotional Labour, Emotional Intel l igence (as measured by the Bar-On Eqi) 

and service delivery. 

The approach of using the Bar-On Eqi as a measurement of Emotional 

I ntelligence was extended to the server sample, but in addition to this, the 

concept of Emotional Labour  was introduced to this population. Hochschild 
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( 1 983) has researched the impact of Emotional Labour i n  the service sector in 

particu lar, presenting the notion of surface acting and deep acting as 

approaches to describing the ways that service personnel respond to and 

cope with the stress of service s ituations. 

This study explored the relationship of the various Emotional I ntel l igence 

competency sets in the server and management population ,  and then went on 

to examine the re lationsh ip between Emotional I nte l l igence (Eqi) and 

Emotional Labour in order to explore if in some way these two concepts are 

l inked . S ign ificant relationships were establ ished between deep acting and 

emotional inte l l igence in  particu lar, which has not been evident in the 

l iterature .  

Bar-On (2000), noted that there were no significant d ifferences in the total Eqi 

of males and females, but what did emerge was a very sign ificant d ifference 

between the Eqi of the sample by role and gender combined . Female Genera l  

Managers possess sign ificantly superior scores than their female server 

what is material in this sector of the hospitality i ndustry, is the dominance of 

male General  Managers and female servers both of whom 

contributor to superior 

demonstrated the 

lower scores as d iscussed above. The on ly s ignificant d ifference between 

male Genera l  Managers a nd Female Genera l  Managers was on Optimism 

(p=. 03 1 ), however, Optim ism does feature as a 

performance in  General  Manager performance in Overa l l  Management 

Performance (page 1 38), and Customer Satisfaction (page 142) . This finding 

becomes especial ly important when the work is d iscussed on  the particular 

emotional  competencies that might best pred ict superior service qual ity as 

delivered by the servers . The regression tests in Table 9 .21  demonstrated 

sign ificant relationships between the Eqi scales and customer's emotiona l  

responses to value ,  overal l  service and interaction .  

counterparts , and male servers p rocessed sign ificantly superior scores to the ir 

female server counterparts. There is no obvious reason for these find ings, but 
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When the study examined the d i rect relationsh ip  between Emotional Labour 

and service qual ity del ivery, there was no significant re lationship between 

either Deep Acting or Surface Acting as measured by the Brotheridge and Lee 

Emotional Labour Sca le (ELS), and as such was unable to repl icate the 

results ach ieved by Grandey (2002), who establ ished a relationship between 

Emotional Labour and peer-rated service qual ity del ivery. This would suggest 

that using the ELS as a pred ictor of service qual ity del ivery in it's own right 

would not be justified from the resu lts obtained in  this study, however there 

are other possible benefits of considering the use of the ELS wh ich are 

examined below. 

I n  this section the two constructs of Emotional Labour and Emotional 

I ntel l igence were examined to explore the re lationship between them. 

Sign ificant positive and negative relationships were found between Eqi and 

ELS in both the focus areas of Surface Acting and Deep Acting . These were 

more apparent i n  Deep Acting and consistently in  a more positive d i rection, 

that is ,  the better the Eqi score the more i ncl ined that ind ividuals would be to 

Deep Acting . Whi lst the results above do not suggest that this wou ld natura l ly 

lead to better service qual ity del ivery, there are advantages in reducing the 

risk of emotional d issonance (Hochsch i ld ,  1 983), and workplace stress 

lead ing to potential ly adverse health effects (Kruml ,  Geddes, 2000, Nyqu ist et 

al, 1 995) .  

Over and above these benefits , service operators may want to consider the 

potentia l employee fit in service roles, where a more genuine style of service 

might be more a l igned to their b rand proposition , and that Deep Actors may 

wel l  de l iver th is more effectively. 

The Role of Emotions in the Customer Experience 

The final  area of investigation in this study was to look at the emotional 

response of the customers in the service experience. 
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• Choice of Outlet 

Figure 1 0 .2 demonstrates the relationsh ip between a range of service cues 

and the emotional response of customers to those stimulants. 

The study found there to be sign ificant relationships between al l  aspects of 

the service cues under review i n  the research : 

• Decor 

• Qual ity of Meal 

• Overa l l  Value 

• Qual ity of Service 

• I nteraction With The Server 

• Pace of Meal 

• Guests and Fami ly Din i ng With The Customer Services 

These relationships were particularly evident at the Delighted level and the 

Disappointed leve l ,  a lthough to a lesser extent. As the study was seeking out 

the antecedents of superior service qual ity del ivery, the focus was on  the 

expressions of del ight and the potential d rivers of these Del ighted 

expressions. These find ings were consistent with the writing of Shaw and 

Ivens (2003, pp 1 0) , who identified service stimu lants as "being both physical 

and emotiona l", and Pine and Gi lmore ( 1 999) who described service offerings 

as moving from service based to experience based . The work by Lehtinen 

and Lehtinen ( 1 99 1 ) was especial ly informative to the study work into the 

physica l ,  interactive and corporate d imensions of the service offer. 

Conducting reg ression analysis on the results in this section revealed a strong 

relationship between perceptions of Value, Overal l  Service, I nteraction and 

other contributing service cues (described in the model on page 202) . 

I n  the restaurant business , the design and measurement of the customer 

offering is often completely d ivorced from the Human Resource Function and 

the development of the people who serve the customer. 
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Summary 

The find i ngs i n  th is study wou ld cal l for a much more integrated approach , we 

are deal i ng with emotions in the broad context in  these service situations. 

The emotional expression of the manager would appear to impact the 

performance of the team and concomitantly the service offered to their 

customers. The (positive) emotional expressions of customers are tied up 

i nextricably with thei r surround ings, product quality, pace, company and 

perceptions of value particularly. U ltimately all of these d irectly impact the 

profitab i l ity of the outlets . 

Service organisations need to plan the emotional content and context of their 

operations or brands and decide how the environment and personal 

interactions wi l l  look and fee l  in pursuit of that design .  This is not necessari ly 

by creating rig id  scripts and routines but more by creating awareness of 

desired outcomes (Dobni et al, 1 997). 

The fina l  section of this study suggests a number of approaches to achieving 

this more integrated approach , but inevitably opportun ities for further research 

in th is area remain .  



CHAPTER ELEVEN 

PROFESSIONAL IMPLICATIONS 

This Chapter concludes the whole piece of research . I t  demonstrates the 

contrib ution to knowledge, provides the managerial impl ications of that 

learn ing and final ly , identifies the l imitations of the study together with 

suggestions o r  further areas of research i n  the field . 

and its concomitant commercial outputs , the emotions involved in the server 

interaction with customers and the emotiona l experience of the customers 

themse lves .  

This research has i nvestigated the role of emotions in service environments 

from three d ist inct angles; the managerial impact on the service experience 

Two particu lar constructs have been used to understand and investigate the 

emotiona l  d imension of the service environment, Emotional I ntel l igence and 

Emotional Labour. In order to measure and analyse emotions in the study, two 

instruments were used , the Bar-on Eqi and the Brotheridge & Lee Emotional  

Labour Scale. 

It is argued that the role of emotions needs to take a more central posit ion in 

the thinki ng of management i n  attempting to orchestrate the optimum service 

experience for the customer, and furthermore that a much more integrated 

approach needs to be adopted across the three d imensions of the service 

model ,  manageria l ,  server-customer interaction and the passive service icons 

that a l l  go up to make up the total service experience. The resu lts i n  the study 

outl ined i n  Chapter E ight ( see pages 1 44-1 8 1  ) ,  demonstrated how customers 

respond emotiona l ly to whole range of service stimu lants both , from a human 

interactive point of view ( interactive service, other guests din ing with them and 

overal l  service) ,  and the more passive service stimulants (decor, value, choice 

of venue,  qual ity and pace of meal experience). Chapter Seven demonstrated 

how the Emotiona l  I ntel l igence ski l ls of Genera l  Managers can effect a range 

of key performance i nd icators ,  such as team satisfaction ,  customer 
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service q ual ity. 

satisfaction ,  customer service standards and u ltimately the overal l  profit 

performance of the outlet under their control .  

Final ly, a s ign ificant relationsh ip has been establ ished between components 

of Emotional I nte l l igence and the del ivery of superior (del ighted) service 

qual ity to customers, particularly focussed around customer's perceptions of 

value, overa l l  service and interaction .  

1 1 . 1 Contribution to Knowledge 

This study makes a number of contributions to both the theory and the 

execution of theory in the service experience in the fu l l  service restaurant 

business in particular, but with potential to go beyond the strict boundaries of 

this sector and add va lue to a wider range of service environments . These 

contributions are l isted below: 

• An opportun ity to refine and review how measurement of service qual ity i n  
-the service sector with a greater emphasis of  the emotional d imension  of 

the service experience 

• Development of models to a l ign the approach taken in the formulation  of 

recruitment, deve lopment and measurement processes i n  service 

organ isations. 

• Potential tools to assess of the role of emotions in  the three d istinct areas 

of customers, servers and management. 

• Understand ing of the key emotional components that pred ict superior 

1 1 .1 .1 Measurement of Service Quality 

This research suggested that the important area of service qual ity 

measurement be addressed from a d ifferent angle, which is to approach the 

measurement process from the perspective of the emotional experience of the 

customer rather than measurements of graded satisfaction. 
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service qua l ity. 

The l iterature quotes widely from the gap closure approach proposed by 

Zeithmal et al ( 1 990), however, the notion of considering the wider emotional 

experience in  terms of measurement is  emerg ing in some of the l iterature 

(Shaw & Ivens, 2002 , Price ,  Arnou ld & Dei bler, 1 994). This research has bu i lt 

the thread of emotions through from the customer offering , the server and the 

managerial roles in service organ isations.  

These find i ngs have chal lenged the measurement of service del ivery from two 

particular perspectives: 

What Gets Measured 

More trad itional approaches to the measurement of service qual ity del ivery 

focus on the critical sub-scales of the experience a lmost as though they were 

unrelated to one another; indeed this study fol lowed such an approach in  

bui ld ing the comment card survey. The findings, however, have indicated that 

these sub-scales are highly i nter-related with a number combin ing to 

represent customers' response to the service encounter. 

These tradit ional approaches have tended to review the del ivery of service 

qual ity in s i los often d ivorc ing the transactional del ivery of service qual ity 

away from the emotional component of the experience. The l iterature 

suggests that there is a growing acknowledgement of the importance of 

emotions in service transact ions (Shaw & Ivens ,  2003, Dune & Menon ,  2000, 

Pine & Gi lmore ,  1 999). This increasing awareness of the relationship between 

the transactiona l  and the emotional provides an opportunity for service 

organisations to take a much more rounded look at their own del ivery of 

These findings need to be  cons idered i n  the development of service 

measurement in it iatives .  

How It Gets Measured 

This study has used an a lternative way to establ ish the response of the 

customer to the service encounter, by p resenting a range of emotional 
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end-to-end view is taken in 

prompts to el icit responses , rather than the traditional approach of grading 

satisfaction.  This has presented an opportunity both to th ink about the 

measurement in a very d ifferent way and also to challenge the notions of 

satisfaction as a rel iable indicator of successfu l service del ivery 

1 1 .1 .2 Development of Models to Al ign the Approach Taken in the 

Formulation of Recruitment, Development and Measurement Processes 

in Service Organisations 

This research has identified the opportunity to align the perspective taken by 

management teams in the development of service strateg ies within  brands or 

operations. The models below propose that an 

ensuring that the emotional experience that is designed for the consumer as 

part of the brand proposition is carried through to the development of teams , 

particularly customer facing team-members and management competences 

that are intrinsic in developing the m icro culture with in  a unit of operation .  

Service organisations tend to debate the creation of experiences for thei r  

customers without considering the  downstream imperative of a l ign ing 

processes and cu lture to expedite that offer to an optimum level .  

The model below is presented as a result of reflecting on of the find ings in this 

study. The defin itions of active and interactive touchpoints are d i rectly drawn 

from the find ings i n  Chapter Eight and seek to bring together th is range if 

service stimulants under two head ings that might help guide a more integrated 

approach to service development. 

The models i l lustrated below are designed to put in place a process that takes 

the service organisation  through that th inking by the adoption both of a new 

approach to service strategy development and the concomitant recruitment, 

development and measurement strategies in support of that al igned strategy. 
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Figure 1 1 . 1  The Service Emotional Alignment Model 
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The Service Emotional Alignment Model illustrated above takes the manager 

through the key steps in developing a fully aligned proposition based on the 

findings in this research . 

The underpinning philosophy embedded within this model is that the 

development of the service strategy needs to consider the dual approach of 

the (intended) emotional impact on the customer and the transactional 

activities that need to be in place to deliver that emotion. 
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The steps below describe the process in developing the strategic output from 

the model: 

• As with any brand development strategy, the management needs to 

articu late very clearly what the proposition is for the target market 

• The next stage is to consider this proposition from two angles: 
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emotional response of the customer. 

1 .  The active elements of the offering and how these will be seen and 

experienced by the customer. 

Building on the description articulated in the brand proposition and the 

emotional experience that the brand is attempting to create, management 

needs to decide in design terms what role each of the key active 

components ( service environment, value proposition and quality stance) 

will play in its contribution to the emotional experience of the customer. 

The research has demonstrated that these elements have the potential to 

evoke emotional responses in varying degrees, and management needs to 

decide what relative focus and investment it plans to put behind each of 

these design elements to achieve the customer experience. 

The service environment has been shown to be influential in the emotional 

response created in  the customer (described as decor in this study), and 

logically is the ever present visual element of the extended service 

transaction; at one level this will act as a basic hygiene factor with the 

propensity to create negative emotions when disappointment arises, but at 

another level the extent to which the service environment positively 

service offer. 

Value proved to be a key factor in the creation of positive emotions in 

customers in the study. Customers will view this judgement from a different 

perspective depending on their primary driving motivation in the service 

transaction, where the offer is more biased toward the experiential rather 

than commodity based, then judgements are a complex combination of 

product price driven value and the delivery of quality around different parts 

of the experience. This brings us to the third element of the active 

touchpoints, around quality. Brands need to ensure quality delivery is 

commensurate with the brand proposition and articulate this clearly to 

avoid disappointment in the eyes of the customer versus their 

expectations, as clearly judgements of quality play a key part in  the 

contributes to the service experience needs to be designed into the overall 
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2 .  The interactive elements that involve the human interaction of service 

personnel  and customers .  

These areas i n  particu lar involve an  element of human interaction and wi l l 

p lay a lead ing ro le i n  p utting  a personal ity behind the customer 

proposition ,  and the most cha l leng ing in ach ieving consistent del ivery. 

Providing an appropriate pace to the service transaction is a combination 

of productivity and customisation dependent on the nature of the service 

transaction ,  and the proposition to the customer. In fu l ler service settings 

which feature extended service transactions in particu lar, measu ring and 

customis ing the appropriate pace for an ind ividua l  customer is q u ite some 

ski l l  in busy service situations . 

The design of the service i nteraction is a combination of the transactional 

and the personal .  The del ivery of appropriate pace is to some extent 

rel iant on the service production process with an i nteractive emotional 

element added in to the d i rect interaction with the customer. The extent to 

which this i s  p layed out again  depends on the proposition designed for the 

experience.  

An i nteresting chal lenge emerges in the area of the company experiencing 

the service experience a long with the customer, this one wou ld  imagine 

wil l  fall largely out of the contro l  or infl uence of the service p rovider, but 

brands need to understand  how they can enhance the service experience 

for the group in extended service situations  were multip le customers make 

up the customer un it. This can be influenced by the active elements of the 

offer, for example seating arrangements or menu offers suited to the 

needs of groups in restaurant situations, comfortable  seating 

arrangements i n  coffee shops or fami ly parking bays in supermarkets. The 

service interaction can a lso be designed to enhance the group experience, 

for instance the appropriate recruitment a nd development of servers with 

the ski l ls and confidence to deal with fami l ies or parties. Clea rly from the 
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described above. 
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research, the emotional benefits of the group enjoying the experience are 

s ignificant in  creating a positive fee l  around the experience. 

The final area in th is section is the sense that the customer feels that they 

have made a good choice in us ing a particu lar service provider and the 

posit ive emotions that can be created as a resu lt of this positive choice. 

This is essentia l with large brands in particular, where the judgement of 

one experience can i nfl uence purchase decisions across severa l hundred 

other outlets and lead to the classic word-of-mouth appraisal and 

communication of service de l ivery. Large service organisations such as 

the one featured in this study use l ikel ihood to recommend as a key 

perfo rmance measure i n  achieving customer satisfaction .  

the active cues that signa l  overa l l  brand elements and how they combine 

to create the total experience , and with in the i nteractive service offer 

develop re-inforcement mechan isms that underp in  the brand experience, 

for example the energetic approach that TGI Friday's servers adopt in the 

service transaction that exempl ifies the American experience that is 

I f  brands wish to re-inforce these positive messages, they need to consider 

intrinsic in the brand offer. 

3. In th is final  section it is proposed that al ignment is created between the 

active and the i nteractive elements of the service experience . Th is has 

been touched upon in the above sections, but opportunities exist to get the 

interactive elements of the experience reflected in the active e lements 

through posit ive re-inforcement of the overa l l  proposition, for example 

vis ib le signposts 

potential ly b ring to l ife the active 

perspective ,  rather than the brand/customer devee

to he lp descri be service procedures and guarantees . I n  

the opposite d i rection, servers can 

elements of the environment, by for example pointing out i nteresting 

artefacts or  val uable anci l lary services in  and around the service sett ing. 

The second model in th is section considers the role of emotions from a more 

operational lopment model 



retain  loyalty 

It d raws from the work of Mc Kinsey & Co ( 1 991 ) and thei r  business system 

concept, further developed by Porter ( 1 99 1  ), that proposed that all businesses 

were a sequence of activities from i nput purchasing through to after-sales 

service. The model below takes the three strands of the study, the manager, 

the server and the customer (figure 4. 1 ) ,  and presents them as three d istinct 

but i nter-re lated thrusts to bui ld ing the service organ isation .  With in each of 

these thrusts are three common components in  genera l  business practice , 

recru itment, development and measurement. It is argued by this author that 

the first two recruitment and development are more commonly associated with 

human resource processes , with measurement common across all three 

areas i n  d ifferent forms. However to consider the three thrusts against the 

same three phases of the emotional value chain presents an opportunity to 

th ink about the investment i n  customers i n  a very d ifferent way, and in a way 

that is much more al igned than m ight be apparent i n  trad itional functional 

think ing:  

• Potential recruits (customers and employees) ,  have expectations of the 

service bus iness when they are recruited 

• A fai lure to de liver on the organ isation promise (to employee or brand ) 

leads to d is-engagement and low levels of loyalty 

• The service environment (wo rkplace or  venue) is largely bu i lt on emotional  

experiences and relationships 

• Relationships with staff or customers need to be developed over t ime to 

• The outcomes of the recruitment and development of employees and 

customers needs to be measured taking fu l l  account of the i nvestment i n  

those relationships as  wel l  as  the harder more traditionally quantifiable 

outcomes 
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This is structured into three distinct contexts as i l lustrated below: 

F igure 1 1 .2 The Emotional Value Chain  
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The figure above proposes that emotions play a more dynamic part in the 

three key areas of the service organ isation in the form of an Emotional Value 

Chain .  

The model represents a cata lyst for  organisations to start thinking about the 

development of critical processes in support of a more integrated approach to 

the managing of emotions in the service sector. 
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The Customer 

Customers general ly approach hospita l ity service encounters in  a positive 

frame of mind ,  they are essentia l ly purchasing an experience and they would 

hold reasonable expectations of that service experience being del ivered , 

particu larly 

consideration  is the journey that the customer goes through in the course of 

if the outlet or brand has created an expectation ahead of the 

experience by recru itment through advertising and publ icity. If the customer 

arrives at the outlet in a posit ive emotional state , the onus on the service 

provider is surely to develop that state through the experience. The critical 

the transaction ,  and what critical incidents are i nvo lved in that journey. The 

model above proposes that each of these critical steps is seen not simply i n  

its transactional a nd  functiona l  context, but to extend the design and 

execution to consider the opportun ities for enhancement of, or risks to , the 

emotional  state of the customer. As an examp le, in many restaurant 

businesses the emotional wel l-being of the customer is deflated beyond 

practical recovery before the meal is even served due to delays or mistakes in 

greeting , seating and order taking processes. 

The final p iece i n  the customer Emotional Val ue Chain is the use of 

measu rement processes that reflect the extent to which the emotional state of 

the customer has been enhanced by the positive del ivery of the integrated 

emotional experience described earl ier in this text. This would requ i re the use 

of more open styles of feedback, both from the human interactive process and 

the more formal  appraisa l which form to bui ld more statistica l analysis of 

service del ivery seeking out emotional expression from the customer, rather 

than simple ranked satisfact ion

The Server 

The Emotional Value Chain proposes the development of recruitment profi les 

that reflect the particular emotional competencies that have sign ificant impact 

on the d imensions of the service/brand proposition . It would also take on  

board the use of some aspects of the Emotional Labour work i n  this study. 

This could be done by creating adapted questionnaires based on  the ELS with 

critical questions, which p red i ct the p resence of Deep Acting, which wou ld 
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individual performance. 

The Manager 

seem to have a positive impact on the wel l-being and job satisfaction of the 

ind ividua l .  

The model  does not propose the singular use of Emotional I ntel l igence 

instruments i n  recruitment only, the ongoing understand ing of Emotional 

I ntel l igence competence i n  the ind ividual  and it's development are key to 

orchestrating the benefits of emotiona l  competence in the workforce , it is 

therefore proposed that the regular measurement of Emotional I ntel l igence 

coupled with development planning be used in  the service team, clearly 

al igned to the service outputs desired by the organ isation .  Furthermore,  these 

desired emotiona l  tra its ought to form an  i ntegra l  part of training content and 

del ivery. 

Measurement of qual ity service del ivery is a complex undertaking as this 

study has i l lustrated , however, the performance appraisal of the server needs 

to contain measurement of customer feedback as a key performance 

ind icator. With an i ntegrated view of the customer emotional propositio n ,  

tra in ing interventions that reflect this, and  feedback mechanism that i s  a l igned 

to the emotional d imension of the offer, it shou ld be possible to provide an 

al igned appraisal methodo logy that closely matches desired job outcomes and 

The fina l  a rea of measurement is that of Qual ity of Worklife .  These 

instruments need to reflect the emotional wel l-being of the team,  the i nterview 

reports featured i n  the early part of th is study uncovered a level of frustration 

and negative emotional impact in ind ividuals who seemed intent on del ivering 

good service, but were hindered by key factors around teamwork and 

leadership ,  organ isation health surveys need to be more ambitious in trying to 

tease out the presence of these barriers to good job performance. 

Many of the proposals i n  the section  above hold true for the recruitment and 

development of managers in the bus iness and wil l  not be repeated here. 

However, whi lst the focus of the study was on Genera l  Managers ,  the 
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princip les hold true for other more junior levels of management i n  businesses, 

these roles came in  for particular criticism in  the interview d iscussions. 

Managers can perfo rm at a h igher level by harnessing thei r  emotional 

competencies. They face a d ifficult chal lenge in the types of operation 

described in th is study with an imbalance in the gender mix from management 

to front- l ine employee, and an apparent Emotional I ntel l igence competency 

deficit as a resu lt of the gender mix. This needs managers to pro-actively 

recru it and develop the team from an emotional perspective and seeks to 

create a better balance of gender (as far  as is possib le i n  the labour market) 

to mitigate this issue. It also cal ls on more sen ior management to act in re

add ressing the unequal gender balance at Genera l  Manager level by the 

creation of more career opportunities for the female worker. 

1 1 . 1 .3 Assessment of the Role of Emotions in the Three Distinct Areas of 

Customers, Servers and Management 

This study has g iven an i nsight into how integral role emotions play in  the 

working l ives of service employees and the ir  customers, demonstrated by the 

s ign ificant relationships between emotions and manageria l and service 

outcomes. They have proven fundamental to the del ivery of, and the reaction 

to , service qua l ity. The Service Emotional Al ignment Model (Figure 

bes a framework to 

1 1 . 1 )  and 

the Emotional Val ue Chain (Figure 1 1 .2) above prescrie

take these insights forward into the workplace by the development of tools 

and processes that accept the crucial role emotions can play i n  the growing 

service sector. 

1 1 . 1 .4 Understanding of the Key Emotional Components that Predict 

Superior Service Qual ity 

Every brand o r  operation wi l l  have its own des i red outcomes for its customers .  

Understanding these has been helped to some extent in this study, and the 

knowledge conta ined herein ought to encourage service organisations to start 

their journey to understand ing what unique emotional competencies wi l l  set 
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them apart in  their own market. Customers don't often go out for a meal just 

because they are hungry, or  stay i n  a hotel just for a good sleep ,  the 

experientia l  side of the encounter is  becoming more and more critica l ,  and 

experiences are intrinsica l ly made up of emotional stimu lation and emotional 

reaction.  This study sets a path for service organisations to recogn ise this as 

a fact and then meticu lously plan for the del ivery of that experience. 

1 1 . 1 .5 Implications and Risks 

The i ntroduction of the two models described i n  1 1 . 1 and 1 1 .2 present some 

chal lenges to operators who chose to adopt them.  

These are d iscussed below: 

• The Service Emotiona l Al ignment Model (F igure 1 1 . 1 )  rel ies on a high 

leve l  of human interaction in the transaction ,  based as it is  on the blend of 

active and i nteractive elements ,  and the consideration of the emotional 

and transactional aspects of the service experience. Organisations that 

operate in  a much more mechanist ic sector of the service industry wou ld 

find the appl ication of th is model d ifficult without some sig nificant 

mod ification .  

• The Service Alignment Mode l  is pred icated on  the service organisation 

operating in the branded sector, as the fi rst bui ld ing block is focussed 

around the brand propos it ion .  

• The Emotiona l  Value Chain (Figure 1 1 .2), cal ls for a new set of language 

to be used across the three domains of customers, servers and 

management. The descriptions of recru itment and development have 

strong HR association, and transferring them into other domains m ight be 

d ifficu lt. The descriptions are i ntentional ly used in the three domains in  

order  to e l icit a new approach to th inking about these separate, but highly 

connected d rivers of the service business 

• The Emotional Value Chain  cal ls for an i ncreased use of emotional 

measurement tools ,  Eqi ,  ELS and customer surveys. These approaches at 

one level can appear unusual and unconventional , at another level 
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intrusive and potentia l ly to some, moral ly objectionable. The use of the Eqi 

and the ELS with servers and General  Managers in  th is study have been 

entirely vo l untary and have enjoyed a very high level of uptake , but this 

has clearly been assisted by the fact that the resu lts have remained 

anonymous .  Using such too ls for management and team-member 

recruitment screening would present a d ifferent set of chal lenges. The use 

of psychometric too ls is not u nusual in recruitment s ituations and as such 

these chal lenges would not be i nsurmountable. The example of BT 

(Brown, 200 1 ) described in  the l iterature review demonstrated the use of 

Emotional I ntel l igence measurement too ls successful ly deployed as part of 

a company re-organisation  p rogramme. 

• The Eqi is  a proprietary instrument l icensed by Multi-Health Systems of 

Canada. Given the high levels of staff turnover d iscussed in Chapter One ,  

the cost of widespread use of this instrument could be cost prohibitive . The 

investigation of less expensive solutions would seem to be appropriate if 

such an approach were to be i ntroduced . 

• The Emotional Value Chain recommends the use of an adapted form of 

the Emotional Labour Scale i n  the recruitment of servers, in an effort to 

attract more employees orientated to Deep Acting . The design of this 

adapted sca le is  not i n  the scope of th is study. Another consideration 

wou ld be whether the redesigned Emotional Labour tool would be in  

add ition to the Eqi , which c learly runs the risk of over-testing at the 

recruitment stage .  

• The use of emotional measurement of customers is a very new approach 

for most service industries. The refined approach in this study has worked 

wel l ,  but service business wi l l  need to continue to measure the tang ible 

resu lts of service standards  such as service tim ings and clean l iness, so 

any move to adopting the emotiona l  measurement techniques promoted i n  

this study would have to work alongside the more standards d riven 

approaches. 
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1 1 .2 Limitations of Study 

All research wi l l  incur certa in l imitations, the deta i l  of the l im itations of th is 

research appear below. 

Whi lst this research has been carried out in  a lead ing branded restaurant 

organisation in the UK and access has been open and of reasonable scale, it 

remains confined to one brand on ly. Equal ly this brand operates in the fu l l  

service restaurant sector, which is probably i n  a minority in the contemporary 

mass restaurant brand sector. This choice was intentional in order to gain 

learn i ng from an environment where extended service transaction (Dube & 

Menon ,  2000) took place ,  and hence make the learn ings appl icable to a wider 

range of service scenarios, however, the dynamics of semi-service and fast 

service outlets wi l l  c learly be d ifferent to some degree. Every brand ,  i n  every 

sector has its own unique customer proposition which is articulated and 

del ivered in many ways, this study has demonstrated some critical factors in 

creating a positive customer response, in th is case value was very important, 

this wi l l  vary in d ifferent service settings . 

This research has re l ied on ga i n i ng a h igh quantity of customer feedback in 

order to ensure the statistical assessment remains val id . This has 

necessitated adapt ing what was quite a complex propriety emotional ly 

structured survey, i nto a s impl ified comment card questionnaire . This 

approach was supplemented by bring ing some of the reporting from the 

organisations own i n-depth qual itative survey work in  order that comparisons 

could be developed to underp in the comment card feedback. In future stud ies 

more in-depth qua l itative i nterviews cou ld be introduced into the study itself to 

explore more deeply the emotional responses of customers in particular. 

It is recogn ised that the feedback that forms the basis of this study is based 

on self-report i nstruments; the Bar-On Eqi and the Brotheridge & Lee 

Emotional Labour  Scale. Such techniques can cause problems in two 

particular respects. The participant can de l iberately l ie or  they can be "self

favouring and creating b ias i n  the results" (Matthews, Zeidner & Roberts, 
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2002, pp 4 1  ) .  There are in-bui lt mechanisms in  the Bar-On instrument to 

counter such bias, as described in Chapter 4 ,  a lthough no such equivalent 

exists in  the Emotional Labour Scale. 

1 1 .3 Areas for Further Research 

This study presents opportunities for a range of further research in a number 

of fields .  

Emotional I nte l l igence measurement instruments have been uti l ised in  this 

study to create an empi rical p icture of the relative emotional competencies of 

both the genera l  management and server populations in the study. These 

have provided valuable data on which much of the analysis has been bu i lt, 

however, an opportun ity remains for research to be conducted to assess the 

impact of putting emotional development processes into p lace in the service 

environment, the l iterature in this area is very l im ited at the front-l ine level of 

the organ isation ,  much of the reporting relat ing to manageria l development 

programmes. This research has suggested that there is a rea l  opportunity to 

develop service strateg ies based on the careful recruitment and development 

of emotional competence and further research i n  this a rea would bu i ld 

understand ing of the role of emotions in  service development. 

The understand i ng of Emotional Labour  seems to be to a large extent 

confined to the l iterature ,  the findings i n  this study suggest that this construct 

is worthy of more research i n  the service setting to understand both how it can 

enhance service, but furthermore how it can be used to protect the wel l-being 

of the service workforce. 
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Append ix A 
Interview Gu idance Notes 

"We are conducting some research into the more emotional side of your job 

as waiter/ess. 

Whilst the technical side of your job is pretty well understood (key service 

steps, etc), the aspect of how we feel in serving our guests and working in our 

environment are less well understood, but potentially more crucial in 

delivering excellent service. 

I have a series of questions that will help guide us through the next hour or so, 

but I am very keen that you contribute as openly as possible, so only treat the 

questions as guidelines. 

I would like to record our conversation if you are agreeable, simply to ensure I 

catch all your responses and taking notes does not distract me. " 

1 .  How would you define the emotional effort required in your job ? What 

does it mean to you?  

2. What was your image of waiting before you started as a waiter/ess? 

3. What is your image of waiting now? 

4. Have you got any role models that shape what you do (how you act) as a 

waiter/ess? 

5. Do you get emotional support as a waiterless? If yes, please discuss who 

you get support from and how they help. 
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6. Have there been any negative or positive experiences in your job that 

have affected you? 

7. How do you think you could be better prepared to deal with guests and the 

emotional effort involved in service? 

B. Why are emotions and emotional effort important in service, if at all? 

9. How do you think waiterless learn to care for guests? 

10. To what extent can good training relieve emotional stress in your role? 

If you were conducting research or drafting a report or writing an essay on 
emotional effort in service, what questions and issues would you want to 
explore and why? 
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Appendix B 
Bar-On Eqi Booklet & Answer Sheet 

. Baron Emotional Quotient Inventory 

11811 Booklet 
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The Baron EQ�i
TM 

by Dr. Reuven Bar-On 

Introduction 

The EQ-i''"' consists of statements that provide you with an opportunity to describe yourself by 
indicating the degree to which each stat.ement is true of the way you feel, think, or act most of the 
time and in most situations. Th.ere are five possible responses to each sentence. 

1 • Very seldom or Not true of me 
2 • Saldcim 11'111 of ma 
3 • Somet111111 .true of ma 
4 • Often 11'11• of me 
5 • Very often true of me or True of me 

Instructions 

Read each statement and decide which on.e of the five possible responses best describes you. 
Mark your choices. on the answer sheet by filling in the circle containing the number·that 
corresponds to your answer. 

If a statement does not apply to you, respond in such a way that will give the .best indication of 
how you would possibly feel, think, or act. Although some of the sentences may not give you all 
the information you would like to receive, choose the response that seems the best, even if you 
are not sure. There are no "right" or "wrong" answers and .no "good" or "bad" choices. Answer 
o�nly and honestly by indicating how you actually are and not how you would like to be or how 
you would like to be seen. Thei:e is no time limit, but work ·quickly and make sure that you 
consider and respond to ev�ry statement; 

1. My approach in overcoming difficulties is 7. It's fairly easy for me to express feelings. 
to move step by step. i 

i 8. I try to see things as they really are, with-
2. It's hard for me to eajoy life. out fantasizing or daydreamiDg about them. 

l 3. I prefer a job in which Pm told pretty much 9. I'm in touch with my emotions.t, what to do . 

• 4. I know how to dsal with. upsetting problems. 10. fm unable to show affection. 
5. I like everyone I meet. 11. I feel sure of myself in most situations. 
6. I try to make my life as meaningfhl as I can. 12. I have a feeling that something is wrong 

with my mind. 

CopyrigbtC 1997, Mubi-Healtb s-. me.All righ!a-,,,d. In the U.5.A.. P.O. Box 950, North ToMwlDda,NowYod< 141:1.0--0950, (800)4S(i.J003. 
In Canada. 3770Vic&oria Parle.Ave., TOIOlltO, Onwio M2H 3M6, (800)456-3003 o:(416) 4in-2627. Fax: 1-416-492�3343 or l.SU..540--4484, 



1 • Very aeldom or Not true of me 
2 -Seldom true crf me 

' 3 • S� true of miF 
4 • Often tni� of ine 

. 5 • Very often #111 of 1118 or Truuf me 

13. It _is a problem <:0nt:J:<>lling my anger. 
14. It's difficult for me to begin new things:· 
15. When faced with a difficult situation, I 

like to collect all the infonnation about 
it that I can. 

16. I like helping people. 
17. It's hard for me to smile. 
18. fm unable to understand the way other 

people feel. 

19. When working with others, I tend t.o rely 
more on their ideas than my own. 

20. I believe that I can stay on top of tough 
situations. 

21. I really don't know '9'1hat I'm good at. 

22. I'm unable to express my ideas to others. 
23. It's hard for me to share my deep feeliDgs 

with others. 
24. I lack self-confidence. 

25. I think fve lost my mind. 
26. fm optimistic about most things I do. 
27. When I start talking, it is hard to stop. 

28. It's hard for me to rilake .. ·aaj�ents in· · · ·. · · .··
generaj. 

29. I like to get an overview of a problem 
before trying to solve it. 

30. It doesn't bother me to take advantage of 
people; especially if they deserve it. · 

31. I'm a fairly cheerful person. 
32. · I prefer others to make decisions for me. 
38. I can. handle stress, without getting too 

·nervous; 

34. I have good thoughts about everyone. 
35. It's hard for me to understand the way I feeL 
36. In the past few years, fve accomplished 

little. 

37. When I'm angry with. others, I can tell 
them about it. 

88. I have had strange experiences that can't 
be explained. 

39. It's easy for me to make friends. 

40. I have good self-respel:t. 
41, . I .do very weird things. 
42. My impulsiveness creates problems. 

Copyright C 1997. Multi-Hooltb Sy,t-, .-..,. J\lhigbll ,.,..,.,i. In Illa U.S.A., P,O. B0"9:50, NCldb TOnaMnda, N.., Yodc W20-G950, (800)456-3003, 
loc...da, )nO-PadcAvo., loronto, Omario M2!1 l�, (800)456-3003 or (4l6) 492-2627. Fax: l-416-492•3)4) o, l-888--540-4484. 
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52. 

about themselves. 
56. 

1 • Vary seldom o,eNot true of me 
2 • Seldom true of ma 
3 • Sometim• ·tnlt of ma 
4 • Often true of ma 
5 • Very oftta true of ma or True of ma 

43. 

44. 

45. 

It'11 difficult for me to change my opinion 
about things. 

rm good at understanding the way other 
people feel. 
When facing a problem, the first thing I 
do is stop and think. 

46. 
47. 
48. 

Others find it hard to depend on me. 
I am satisfied with my life. 
It's hard for me to niake decisions on 
my own. 

49. I don't hold up well under stress. 

58. People tell me to lower my .voice in 
discussions. 

59. It's easy for me to adjust to new conditions. 
60. When trying to-solve. a problem, I look at 

each possibility and then decide on the 
best way. 

61. I would stop and help a crying child find 
his or herp1:1rents, even if I had to be 
somewhere else at the same time. 

62. rm fun to be with. 
63. rm aware of the way I feel. 

64. I feel that' it's hard for me to control my 

Nothing disturbs me. 
50. I don't do anything bad in my life. 

65. , 51. I don't get enjoyment from whatl do. , 

53. 

66. I don't get that excited about my interests. 

·It'e hard to express my intimate feelings. 67. When I disagree with someone, rm able to 
say so. People don't understand the way I think. 

68. I tend to fade out and lose contact with 54. I generally hope for the best. whathappeill! aro11nd me. 

69. I don'.t g� along well :with others, 

I 70. It's hard for me to accept myself just the 
way I am. 

71. 
; 

I feel cu.t off from my body. 

55. My friends can tell me intimate things 

I don't feel goQd about myself. 
72. I carewh.at ha.ppena to other people. 

. 57. I see these strange things that others 
don't see. 

c.py,;ghtC 1m. Multi-Health s-. 111c. Allriat,lo......,ed. J,tthe U.s.A., P.O. Bolt9S0,NorthTooawao<la, NowYod: 1412Q-()9i0, (!!00)456-3003. 
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rm impatient. 

75. 

91. 

r 

1 • Very seldom or Net true of me 
2 • Seldom true of me· 
3 • Sometimes triia Gf. ma 
4 • Often true of ma 
5 • Vary often. true of mnr True ohne 

73. 

74. Pm able to change old habits. 

88. Even when upset, rm aware of what's 
happening to me. 

89. In handling situations that arise, I try to It's hard for me to decide on the best solu- think of as many approaches as I can. tion when. solving problems. 
90, rm able .to respect others. 

76. Ifl coul_d get away with breaking the law rm noUhat happy with my life. 
in certain situations, I would. 92. rm more of a follower than a leader. 

77. I get depressed. 
93. It's hard for me to face unpleasant things. 

78. I know how to keep calm in difficult 
situations. 

79. I have not told a lie in my life. 94. I have not broken a law of any kind. 

80. I'm generally motivated to continue; 95. !enjoy,those things ·that int.e:rest me. 

even when things get difficult. 96. We fairly easy for me to tell people 
what I think. 81. I try to continue and·. develop those . 

things that I enjoy. 

82. It's hard for me to say "no" when I want t.o. 97. . ltend t.o exaggerate, 

88. I get carried away with my imagination 98. I'm seIJSitive to .the feelings of others. 
and fantasies. 

99. I have good relations with others. 
84. My close relationships mean a lot to me 

and to my friends. 

. 85. I'm happy with the _tn>e of person I am. 100. I feel comfortable with my body. 

86. I have strong impulses that � bard to 101. I am a very strangeperson. ' 
control. 102. I'm impulsive. 

87. It's generally hard for me to make 

changes in my daily life. 

Copyri;lll O 1997, Multi-llalth S)'ltCln,. loc,AIJ � mctVod. ill die l/.S.A., P.O. Box 9'0,Nfflh Tcmwooda, N..-Yad< l4120-0950, (800) 45"'3003. 
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1 • Vary seldom or Not 1n11 crf me 
2 • Seldom true crf me . · 
3 • Sometimes true of me ·  
4 • Often 1rlle of me 
5 • Vary often true of me or True· of ma 

103. It's �d for :me to change my �ays. 1:).8. I generally get stuck when thinkmg 
about differimt waya. of solving problems. 104. I think it's important to be a law-abid

ing citizen. 119. It's hard for me to see people suffer. 
105. I eajoy weekends. and holidays. 120. I like to have fun. 

106. I gel).erally expect things will turn out all 121. I seem to. need other people more than 
right, despite setbacks from time to time. they need ine. 

107. I tend t.o cling to others. 122. I get anxious. 
108. I believe in my ability to handle most 128. I don't have bad days. · 

upsetting problems. 

109. .J have not been embarrassed for anything 124. .  I avoid hurting other people's feelings. 
that fve done. 125. I. don't �ve a good idea of �hat l want to · · · 

110. I try to get as much as I can out of those do in life. • 
things that I eajoy. 

. . ' . . 126. It's di:flic:ult for me to stand up for my 
111. Others think th?,t I lack assertiveness. rights. 

112. 1 can easily pull out of daydreams, and 127. It's hard for me to keep things in the · 
tune into the reality of the immediate right perspective. 
situation. 128. I don't keep in touch with friends. 

113. People think that rm sociable. 129: Looking at both my good points and bad 
11•. rm happy with the way f1oiiL . 119ints,. I feel good about myself: 

. 115·, I have strange thoughts that no one Cjlll 130. I tend to explode with . anger easily . 
understand. 181. It would be ha:i:d for me to wljUBt if I were 

116. It's hard for me to desciribe my feelings. forced to leave my home. 

117. fve got a bad temper. 132. Before beginning something new; I usually .. feel that I'll fail. 
133. I responded openly and ho�y to the 

above sentences .. 
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Optional: Occupation Code D D 0-0 D 

34. 

© © ® © ©  CD ® ® © © 
35. 

102. 
37. 
38. 
39. @ © © © ©  

101. CD @ © © ©  
108. CD © © © ©  

77. 

53. 
54. 

121. 0 © 
122. 

0 00 0
0
0 0 ©  89. 56. 

12s. CD <Il ® © ©  
. 124

59. 
91. 

126. 93. 
127 0 0 0 0 ©  . 

98. 
99. 

EQ-i TM Data Entry Sheet- _J 
I 

Name: Age:__ I 

Optional: Gender: □ Male □ Female 

Job Title: I 
1 • Very seldom or Not true of ma 2 - Seldom true of ma 3 • Sometimff true of me 

4 • Often true of me 5 • Very often true of me orTrue of me 

© © @ © ©
© © @ © ©  

0 0 © © © 
101. 0 0 ® © ©� 0 @ 0 ©  67. © 0 @ 0 ©

© @ 0 ©
1. 

2. 
3. 
4. 

100. 
68.

CD © © © ©  
G) (D @ 0 ©
CD ® © © ©36. 69. 

CD © © © ©
CD © © © ©  

103. CD © ® © ©  
104. CD ® ® © ©  
10s. CD ® ® © ©  

CD © ® © ©
CD © ® © ©
CD © ® © ©

5. 

70. · G) ® @ © ©
71. 0 0 © © ©

© © © © ©6. 72.· 
106. 0 0 ® © ©CD © ® © ©  CD © © © ©7. 40. 73. 

8. CD © ® © ©  41. CD © © © ©  74. 
CD © © © ©
CD © © © ©
0 0 © © ©9. CD © ® © ©  42. © 0 © © ©  75. 

CD © © © ©
0 0 © 0 ©

10. © © ® © ©  43. © 0 © © �© © © ©  s 
76. 109. CD © © © ©  

110. 0 © © 0 ©  
111. CD ® © © ©

11. 0 0 © © ©  44. 
0 0 © 0 ©12. CD © © © ©  45. © © © © ©  78. 

13. CD © © © ©  46. © © © © � 79. © 0 © 0 ©  112. 0 0 © 0 ©  
14. CD © © © ©  47. CD © @ © ©1 80. CD ® © © ©  113. 0 0 © © ©

CD © © © ©  48. CD © @ © ©  CD © © © ©  0 0 © 0 ©81.15. 114.
49. CD ® © © ©  82. CD © © © ©  115. 0 0 © 0 ©16. 0 © © © ©  

17. CD © © © ©  50. CD © @ © ©  83. 0 © © 0 ©  116. 0 © © 0 ©  
18. 0 © © © ©  51. 0 0 @ © ©  84. 0 0 © 0 ©  111. CD © © © ©  

CD © © © ©  52.
0 © © © ©  

CD © © © ©  118. 0 © © 0 ©  
119. 0 © © © ©  
120. 0 <Il © © ©  

85.19. 0 0 © © ©
CD © © © ©
0 0 © © ©  

86.20. 0 0 @ 0 ©
0 0 © © ©G) © @ 0 ©

<D© ® © ©  
87.21. 

0 0 © 0 ©
0 0 © © ©
0 0 © © ©  

0 © @ © ©
0 © © © ©  

88.55.22. 
G) 2 @ © ©i
(D a © © ©

23. 
CD © © © ©57. 90.24. 

0 0 © 0 ©
125. (j) © 0 © ©

0 0 © © ©
0 0 © 0 ©
0 0 © 0 ©CD © © © ©

CD © © © ©
CD © © © �<D © © ©  s 

58.25. 
26. 92. 

0 0 © 0 ©0 0 © © ©CD © © © ©  
128. © © © 0 © 

27. 60. 
28. CD © © © ©  61. 0 0 © © © 94. 0 0 © 0 ©

0 0 © © ©  0 0 © 0 ©i9. © © © © ©  62. 95. 
0 0 © © ©0 0 © © ©30. CD © © © ©  63. 96. 129. CD @ © © ©  

130. 0 0 © 0 ©
CD ® © © ©0 0 © © ©

CD © © © ©
97.31. CD © © © ©  CD © © © ©64. 

0 0 © © ©  1s1.32. 65. 
0 0 © © ©0 0 © © ©

CD � © © ©
CD 2 @ ©© 66.33. 1s2. CD ® © © © 

133. CD © ® © ©. 
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Appendix C 
Emotional Labour Questionnaire 

Commun ication 

Dear Team Member 

completely 

We are currently conducting a programme of research into service development. We are specifical ly 

interested in the role emotions play in your day-to-day job serving our guests. 

It would be very helpfu l if you could complete the fol lowing short questionnaire. All the information suppl ied 

wi l l  be confidential and non-attributable. 

Thank you for your  help. 

Q I . On an average day, a typical face-to-face interaction with a guest takes . . . .  ___ Minutes 

Q2. Display and show specific emotions required by your job? 

Q3. Adopt certain emotions required as part of your job? 

Q4. Express particular emotions needed for your job! 

QS. Openly express intense emotions! 

Q6. Display and show some strong emotions! 

Q7. Display and show many d ifferent kinds of emotions! 

Q8. Openly express many different emotions? 

Q9. Display and show many d ifferent emotions when interacting with others? 

Q I 0. Resist expressing your true feelings! 

Q I  I .  Pretend to have emotions that you don't really have? 

Q I 2. Hide your true feelings about a situation? 

Q 1 3. Make an effort to actually feel the emotions that you need to display to others? 

Q i4. Try to actually experience the emotions that you must show? 

Q i  5. Really try to feel the emotions you have to show as part of your Job! 

Thank You For Completing This Questionnaire 
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a. 

c. 

Appendix D 
Resonance Survey Form 

Welcome!, As a customer. ofThe Brache Beefeater,your responses are very valuable! 
You will J8Ciilive a dis.counhoucher In exchange for your thoughts. 

There are no right or wrong answers - we only asl< for your 
thoughtful responses. Your responses are private am will be held In 

STOP! FOR YOUR CONVENIENCE, 
THIS SURVEY IS AVAILABLE ONLINE. 

I 
complete confidence. These will not be passed on to any other 

Visit this website: www.gang.net/su,veys company and you will not receive any junk mall as a result of 
The Survey Name Is: DINING completing this survey. 
Your Password Is: EATING 

When you have finished, p(eaee retum It in the enclosed business 
reply paid envelope by our Saturday Novembsr 30� deadline. or 

If you cannot access the survey onllne, please 
continue with this paper version. 

better still, complete it on our special sur\18ywebslte detailed on this 
page. 

We are constantly striving to Improve the service we offer to you. As a gesture of thanks for tak.lng the time out to give us this 
We would appreciate you taking a little time out to complete this feedbeck, we have enclosed a discount voucher for you to use on 
Innovative survey which will help us unders.tand how you enjoy your your next vlslt. 
time with us. 

If you have any -questions or commerts about thla survey, please let 
Your responses will be used both to give us feedback on your us know. You can cell me at 01582 844424 oryou can e-mau rne at 
experience and also to contribute to a major piece of academic <Steve.Langhom@Whltbreed.com> 
research ll'WO the emotione people feel in restaurant service 
situations. Thanks again for your participation and please enjoy the survey. 

Steve Langhorn 
Director, Whitbread Restaurants 

First, please answer/his questJoii: 

1. During the past 24 hours, how much have you been thinking about restaurants and dining out? 
(please circle a number below) 

Hardly at all Somewhat Quite a bit Almost Constantly 

2 3 4 5 6 7 8 9 10 

@111012002 Resonanco Research lne. I.______.....JI ReprodtX-tlon Prohibited 

Pl�llie �JI usaboµt your �t.ainl nb1��� it;.htis(a]ch�;B•��ir. . 
(Wheri Y!-ni i,c:e · '1y.,i�111,>sur:vwi> , ...O :;, > ,;;, •. ·._ / :': :.. ·< 

Recall your most recent O)(perlence dining at The Brache Beefeater, where you were given this survey. Consider every aspect 
of your ""perlence, indud lng the food, the people you're with (ii any). the service, walter(ess), prices. selection. convenience, 
and even the Image and reputation of Beefeater. 

Please start by llstlng five emotion words In the first column below. 
Be Spontaneous! Any words you think of are fine. 

nShould you need lnsp/latton rofor to the list of emotion words ontho last page. When u,lng the 1-10 1cale, 1 la low111d 10 la hlfl'h. 

When I think about my 
dining experience 

at The Srache Beefeater, 
I feel: 

How strongly 
do you feel 

these 
emotions? 

Please desaibe why you 
feel each emotion In the 

first e-0lumn. 

Now forgetabout 
dining out, and 

focus on yourself. 
Hownwelldoea 
each 'NOrd you 

wrote In the first 
column deac:lb& 

you today? 

(list 5 emotion words) 
(nm,n1:/ownto 

10=hlgh) (rat• 1-10) 

Which of the following 12 
options best descrtbes 
each emotion you wrole 

In the first column? 

Please write one number 
(1-12) In BBCh box 

below. A number ClM'l be 
used more than once. 

1 Delighted 
2 Eager 
3 Happy 
4 Attracted 

b. 5 Satisfied 
6 Interested 
7 Uninterested 
8 Dissatisfied 
9 Unattracted 

d. 10 Unhappy 
11 Dreading 

e. 
12 Despondent 

01/1 0/2002 Roeonance ReN8rch Inc. Reproduction Prohibited 
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consider everything you noticed or felt about your walter(ess), Including skills, attentiveness, conversation, anticipation of your 
needs, availability when needed, appearance, thoughtfulness, and any other aspect that occurs to you. 

Please start by listing five emotion words In the first column below. 
Be Spontaneous! Any words you think Of are fine. 

Should you need Inspiration, rfJfer to the fist of emotion words on the last page. When using the 1·10 scale, 1 11  low and 10 is high. 

When I think about 
the experience provided 

by my walter(ess) 
at this restaurant 

I feel: 

(list S omo6on words) 

How strongly 
do you feel 

these 

emotions? 

(r&lo 1=/owto 
1D=h/gh) 

Please describe why you 
feel each emotion In the 

first column. 

Now forget about 
yourwaitlrjess), 

and focua on 

yourMtf. Howwen 
does each word 
you wmte In the 

flratto,lurnn 
deoerlbeyou 

today? 

(rate 1-10) 

Which of the following 12 

options best descrtbes 
each emotion you wrote 

In the first column? 

Please write CKJe number 
(1·12) in each box 

below. A number can be 
used more than once, 

1 �ighted 

a. 2 Eager 
3 Happy 
4 Attracted 

b. 5 SatlSfied 
6 Interested 

c. 7 Uninterested 
8 Oissatislied 
9 Unattraded 

d. 
10 Unhappy 
11 Dreading 

e. 12 Despondent 

Reproduction Prohibited ©1/1 0/2002 Re&On8nce Reeaarch Inc. _,_ 

1. Whattlstyourage? __ 

2. Gender. a Maia a Female 

3. How frequently do you dine out? 

Cl At least once a week 
(h>w manytlme1 per week: __ ) 

o Less than weekly but at least once a month 
(h>wtmanyttimea per month: __ ) 

o Less than monthly 
(howmany tlmestper year. __ ) 

4. Besides lhe Brache Beefeater, please tell us what are your three favourite similar restaurants, 
and how frequentiy do you dine at each? 

Number of Visits Approximate Average 
Over the Past 6 MonthS Bill for Each Visit 

The Brache Beefeater £_ 

Favourite 1 L 
Favourite 2 £_ 

£_Favourttet3 

5. At what time of day did you obtain this survey? _____ 

How many people were In your party? __ 

Reproduction Prohl�t.d 

©111 0/2002 RNOl'llilnot Reeearch Inc. 



Now, please tell us a liWe bit about your waiter(ess) when you most recently dined at The Brache Beefeater. 

6. Approximately how old was your waiter( ess)? ___ 

7. Was your waiter(ess)? Cl Male Cl Female 

8. Was your waiter(ess) courteous? □ Yes □ No 

9. Was your waiter(ess) helpful? □ Yes □ No 

1 0. Old your walter(ess) provide you with timely and efficient service, appropriate to your 
dining occasion? □ Yes □ No 

1 1 .  Did the waiter(ess) make your d ining experience more pleasurable? □ Yes □ No 

12. Did the waiter(ess) show Interest In you and your guests (If any)? □ Yes □ No 

1 3. Old the walter(ess) spend the right amount of time with you to ensure you enjoyed 
your dining experience? □ Yes □ No 

14.  Was there anything In particular the walter(ess) did that added to the dining experience? □ Yes □ No 

lf "Yes", please describe: _______ __________ 

©1/1 0/2002 Reoon.nce Resec1rch Inc. -5- Reproduction Prohibited 
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.233 
.894 

Value Delighted 
.037 

.054 . 1 49 

. 1 77 

Append ix E 
Summary & Correlation Analys is 

Eq i  to Service Qual ity (n=50) 

•

• 

Ei I NTRA I NTER ADAPT SM 

Ei Pearson Correlation 1 .920** .736** .825** .567** 

Sia . (2-tailed ) .000 .000 .000 .000 

Decor Delighted Pearson Correlation . 1 81 .236 .070 . 1 64 . 1 37 

Sia . (2-tal led) .21 8 . 1 06 .638 .265 .354 

GM 

.803** 
.000 

-.050 
.736 

.020 . 1 60 . 1 42 Qual ity Delighted Pearson Correlation . 1 65 . 1 27 
.278 .336 .388 Siq. (2-tai led) .262 . 1 e1 1  

.081.302* . 1 78 .246 Pearson Correlation . 298* . 30 1 *  
.038 Sia. (2-ta i led) .040 .226 .092 .585 

.226 .21 2 .297* .280.334* Qual ity Delighted1 Pearson Correlation .332* 
.040 . 1 22 .020 Siq, (2-tai led) .021 

. 391 ** 
.397** .250 .332* I nteraction Pearson Correlation .439** .41 0** 

.005 .087 .021 .006Del ighted Sia. (2-ta i led) .002 .004 
Pace Delighted Pearson Correlation .225 .240 .201 . 1 02 .242 

Sia. (2-ta i led) . 1 23 . 1 00 . 1 71 .229 .490 .097 

Guest or Family Pearson Correlation .081 . 147 .041  .01e9 -.002 -.025 
Del ighted SiQ. (2-ta iled) .584 .3 1 8  .783 .897 .990 .868 

Chose Delighted Pearson Correlation .266 .31 0* .256 .076 .21 0 .247 

Sia . (2-tai led)  .067 .032 .079 .607 . 1 51 .091 
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