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1 INTRODUCTION

In this chapter, we briefly introduce and desctifoe context to which this dissertation
is related. Next, we discuss the originality of thiesertation, the motivation that drives this
dissertation, and the specific objectives of thdividual studies. We conclude this chapter

with an outline of the remainder of the dissertatio



Chapter 1

1.1 Context
1.1.1 Service sector

Nowadays, services dominate Western economies [@ckv@nd Gummesson, 2004).
Since companies operate in highly competitive, dempand turbulent environments, they
have to (a) look for new ways to differentiate thegrvices and (b) implement cost-effective
customer retention strategies (DeWitt and Bradyp320 Professionalizing the service
encounter, or the ‘moment of truth’ (Normann, 19838n achieve both objectives (DeWitt
and Brady, 2003). For many customers, their primexgeriences with firms are service
encounters with customer-contact employees (BitBesyn, and Meuter, 2000). A service
encounter “occurs whenever the customer interamstty with any contact person” (Crosby,
Evans, and Cowles, 1990, p. 68) and is definedh®mpurposes of this dissertation as a face-

to-face interaction between an employee and a gt a service setting.

1.1.2 Ciritical service encounters

Since millions of service encounters occur every deross service industries, since
each service encounter is crucial in determiningt@uer evaluations (van Dolen, de Ruyter,
and Lemmink, 2004), and since service encountdéestaimportant customer outcomes (e.g.,
satisfaction and loyalty), it is imperative to urgtand how to best manage them (Bitner et al.,
2000). Despite the recognition of the importanceearice encounters, “there is still much to
be learned about service encounters and how tefsatistomers during these interactions”
(Bitner et al.,, 2000, p. 138). More recently, Bitnend colleagues still suggest that
“developing a deeper understanding of the way coste experience and evaluate service
processes is but one of many challenges facedrimg fihat undertake the design, delivery,

and documentation of a service offering.” (Bitn@strom, and Morgan, 2008, p. 69).
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The service encounter is a difficult and worthyi¢aj study given its central position
in the service offering and its variable naturel¢8wn, Surprenant, Czepiel, and Gutman,
1985). Some service encounters can be highly afiter customers because of their intimate
nature, their affective charge, and their extendig@tion (Brown and Kirmani, 1999; Grace,
2007; Price, Arnould, and Deibler, 1995a). Exampdéghose critical service encounters
include (a) emotionally charged service encount@g., service recovery encounters,
encounters during which bad news is delivered ley émployee...), and (b) high-contact
encounters (e.g., customer-hairdresser encouipient-physician encounters...).

Not only are those encounters critical for cust@mieut they are also critical for
service organizations. If the customer is satisisth the way the employee manages the
service encounter, this may generate higher custsaigsfaction and loyalty (Liao, 2007,
Schoefer and Diamantopoulos, 2008b). In contriftigicustomer is not satisfied, it may lead
to negative word-of-mouth and to switching behavigicColl-Kennedy, Patterson, Smith,
and Brady, 2009; Schoefer and Diamantopoulos, 20@&bnoted by Raymond P. Fisk (cited
in Ostrom, Bitner, Brown, Burkhard, Goul, Smith-Dels, Demirkan, and Rabinovich, 2010,
p. 19), “designing services that fully respond tontan needs, especially emotional needs, is

very challenging.”

1.1.3 Services types concerned by critical service endets

Since critical service encounters are examinedamgemore likely to focus on certain
types of services than others. Indeed, criticabanters are more likely to occur in services
(&) which are difficult for customers to evaluateere after consumption (i.e., credence
services versus experience or search servicegbliaci, 1992; lacobucci and Ostrom, 1996),
(b) which involve high employee-customer contaco@n, 1990; Grove and Fisk, 1983;

Lovelock, 1984), (c) where the interpersonal aspechore important than the core service
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(Silvestro et al. 1992), (d) which are people-famigversus equipment-focused) (Silvestro,
Fitzgerald, Johnston, and Voss, 1992), (e) whigblwe high customer participation and high
customization (Bowen, 1990; Schmenner, 1986), tmd, larger extent, (f) which are highly
intangible, risky, and complex (Bowen, 1990; lacohu1992; lacobucci and Ostrom, 1996;
Lovelock, 1984). However, even if critical encoustare more likely to occur in those types
of service, all types of services are concernedchtical encounters. Indeed, critical

encounters such as service recovery encountersocain in all service types.

1.1.4 The primary role of the employee in critical serei@ncounters

In critical service encounters, the customer oftaps more attention to thpeocess of
the service deliveryi.e., how the employee handles the situation eegponds to the
customer) to the detriment of tbetcome of the service deliveiye., what is delivered by the
employee) (Parasuraman, 2010). How an employeeldsarad critical service situation is
likely to have a larger impact on customer evabretiof a service firm than a non critical
situation (Parasuraman, 1987). Indeed, during miticad service encounters, customers may
not pay as much attention to the employee. Howeaveomething goes wrong or is unusual,
customers may pay considerable attention to theiceeprocess and more specifically to
employee behaviors (Parasuraman, 2010). Sincentipdogee is the primary—if not sole—
contact point for the customer during the serviceoenter, employee behaviors are crucial in
critical service encounters (Crosby et al., 1996p&on et al., 1985). Despite this emphasis
on the crucial role of employees, they are not génable and trained well enough to build
relationships and to understand customers’ emdtineeds (Bitner, Booms, and Tetreault,

1990; Menon and Dubé, 2000).
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Furthermore, encounters can be highly critical dostomers but not for employees
(Price, Arnould, and Tierney, 1995b). This fact cameate asymmetry in feelings and
expectations between the customer and the emplagdaége following example from medical
services illustrates (Todd, 1989, p. 16):

“An important factor in the doctor-patient relatiship is that patients are usually
sick and doctors are usually healthy. lllness iwals anxiety-provoking and emotionally
difficult. The patient is a stranger in a strangad, where only a small minority understand
the gadgets, procedures, and options; for doctbesterritory is familiar. If time constraints

and economic considerations are added, the reswtrelationship that begins in struggle”.

1.1.5 Employee emotional competence

It has been suggested that employee emotional demqee(EEC) could be valuable in
service encounters (Cartwright and Pappas, 2008)eke, Belschak, Bakker, and Dietz,
2008). EEC—that is, “skills that are concerned wtiith processing, regulation, and utilization
of emotions at the workplace” (Giardini and Fre2808, p. 155)—has the potential to
enhance customer attitudes and behaviors (Verbekal.e 2008). Indeed, customers
experience emotions during service encounters (@gbbsarenko, and Mok, 2011; Hennig-
Thurau, Groth, Paul, and Gremler, 2006; Pugh, 20&kpecially in critical service
encounters (Menon and Dubé, 2004). Customer enwsotiprovide employees with
information about customer needs and about howstomize the service offering (Mattila
and Enz, 2002). By being emotionally competent,(iby perceiving, understanding, and
regulating customer emotions), employees are mketylto understand the information on

customers’ needs conveyed by their emotions arsl tbwsatisfy customers.
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1.2 Originality of the dissertation

We contend that if the concept of EEC is to bes# in predicting customer outcomes
of interest to service managers during service @meos, there is a need to shift from an
internal perspectiveo a customer perspectivd he internal perspective focuses on EEC to
predict organizational outcomes and is interestedthie potential an employee has to
demonstrate emotionally competent behaviors (vbat the literature refers to asnotional
intelligence (e.g., Joseph and Newman, 2010; Liu, Prati, Ré&rand Ferris, 2008). In this
perspective, EEC can be (a) self-reported by thpl@mee, or (b) non self-reported—i.e.
when peers and supervisors report their perceptbBEC based on their observations of the
employee in a work-related context (e.g., Law, Woagd Song, 2004; Wong and Law,
2002). In contrast, researchers who adopt a custpergpective are interested in the actual
demonstration of emotionally competent behaviorghgyemployee (i.e., what the literature
refers to agmotional competengeFrom this perspective, these behaviors are vhbbr by
and matter to customers and, therefore, can be tesquedict key customer outcomes.
Measuring customer perceptions is indispensablenwh@nagers want to diagnose customer
experiences in service encounters (Bitner, 1990;nan, Bloemer, and Henseler, 2010). For
instance, Mattila and Enz (2002) found that custsmevaluations of the service encounter
and employees’ own assessments of their performarnte service encounter are negatively
correlated. This suggests that customers and eegdogre using different cues and criteria to
evaluate the performance of the employee. Accolginge contend that—from a service
marketing point of view—it makes most sense that@uers report on their view of EEC
during service encounters. In Table 1-1 we sumraahe characteristics of the internal and

customer perspectives.
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Table 1-1: Two Differing Perspectives on Employeeaotional Competence

Internal perspective of EEC Customer perspective of EEC

Object of The potential one employee has to| The actual display of emotionally
measurement | behave in an emotionally competent vy competent behaviors by employee
(i.e.,employee emotional intelligenge| (i.e.,employee emotional competence

()

Informant Employee-reported Customer-reported
Manager and peer-reported
Context Work-related relationships Service encounter
Outcomes to Organizational outcomes Customer outcomes
predict (e.g., employee job satisfaction and (e.g., customer satisfaction and
performance) loyalty)

Note: The grey cells are the focus of our research.

1.3 Motivations
1.3.1 Academic motivation

The academic motivations are threefold. First, /mbn critical service encounters
have received much research attention, there ishnmde learned regarding critical ones
(e.g., high-contact service encounters and emdtjonharged service encounters) (Price et
al., 1995b). Second, while employees are not alwegi trained to understand customer
emotional needs (Bitner et al., 1990; Menon andé)@000), service managers need to know
how to best manage their employees to ensureltbatliehaviors are conducive of favorable
customer perceptions and evaluations of criticavise encounters (Hartline and Ferrell,
1996). Third, in spite of the increased attenti@CEhas received in recent years from social
psychologists and human resources managers, aniwgfeiagnosis and management of EEC
in service encounters is hampered by the absendg)ain adequate conceptualization of
EEC, (2) a short, valid, and reliable measuremé&miiEC suitable for use in discrete service
encounters, (3) an evaluation of the influence &CEon customer perceptions of the
encounter, (4) an adequate understanding of théanem through which EEC can influence
key customer variables such as customer satisfaatd loyalty, and (5) an evaluation of the
role of EEC compared to other key employee compe&tensuch as employee technical

competence (ETC) on customer evaluations of thecgeencounter.
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1.3.2 Managerial motivation
Employees working in critical service encounters aot always trained well enough

to understand customers needs (Bitner et al., 1B@Mon and Dubé, 2000) and customer
emotions (Lemmink and Mattsson, 2002). Also, empésy are not aware of their
performance during service encounters: comparedugiomer perceptions, incompetent
employees might overestimate it while competentleyges might underestimate it (Mattila
and Enz, 2002). In this respect, service managerga@&ively trying to raise the EC of their
employees as a means of enhancing customer expenerservice encounters (Cartwright
and Pappas, 2008). Service managers devote tifiogt @d money to training programs of
EEC. In fact, four out of five companies promote ECtheir employees through training
activities (American Society for Training and Deyainent, 1997). While several studies
have demonstrated that EEC leads to favorable m#so(e.g., job performance and job
satisfaction), little is known about the role antpbrtance of EEC on customer evaluations in
service encounters. The managerial gaps are thdeefo

First, managers need to know to what extent EEQuentes customer

cognitive and behavioral responses to service arecal

Second, managers need an adequate instrument gonode& EEC during

service encounters which is short, valid, and Ioédia

Third, service managers need to better understanslhich extent two key

competencies (EEC and employee technical compétearee likely to (a)

temper negative customer emotions in critical $ervencounters (such as

encounters when bad news is delivered), and to efif)ance customer

perceptions evaluations of critical service encersit
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1.4 Objectives
The overall aim of this dissertation is to uncotrex effect of customer perceptions of
employee emotional competence on their evaluatdrgitical service encounter<ritical
service encounters are a particularly suitableingettor testing the contribution of EEC
because affective processes are particularly deferg, McColl-Kennedy et al., 2009). To
gain in-depth insight into customer perception€BIC, and to address this overall objective
effectively from a variety of perspectives, we depemore specific aims for the different

chapters along our general objective.

1.4.1 Objectives Chapter 2
Given the potential importance of EEC to servicenagers, we examine this construct
in service encounters in high-contact servicesceéinustomer perceptions of employee
behaviors during service encounters are cruciptedlicting customer satisfaction and loyalty
(Bitner, 1990) and since customers are a valuamlecs of information for service quality
improvement (Berry, Parasuraman, and Zeithaml, J,99d focus on customer perceptions of
EEC and examine how they influence customer satisfaand loyalty. Also, we examine the
mediating role of rapport in the relationship betweEEC and customer outcomes (i.e.,
customer satisfaction and loyalty). The researastjons guiding this study are:
« What is the effect of customer perceptions of EBCcustomer satisfaction and
loyalty?
e What is the mechanism through which customer p&orep of EEC influences

customer satisfaction and loyalty?
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1.4.2 Objectives Chapter 3
In this chapter, we aim to (1) develop an adequateceptualization of EEC; (2)
develop a short, valid, reliable customer-based soreanent of EEC suitable for use in
discrete service encounters; and (3) evaluateritieence of this new measure of EEC on
customer perceptions of the encounter. The reseprestions guiding this study are:
* How to conceptualize and operationalize EEC in evise encounter context from a
customer’s perspective?

* What is the impact of EEC on customer evaluatidrieeservice encounter?

1.4.3 Objectives Chapter 4
In this chapter, we aim to extend marketing thdnryleveloping a model that enables

us to test the main and interaction effects of tagets of employee competenciesmployee
emotional competenc¢EEC) and employee technical competen¢ETC)—on negative
customer emotions in emotionally charged serviceoenters during which bad news is
delivered to customers. We also examine the impiatitese two employee competencies on
key customer evaluations of service encounteratefest to service managers, including their
impact on rapport and customer encounter satisfaetconstructs which are seldom
examined in emotionally charged service encounifengs study is driven by the following
research question:

* What are the main and interaction effects of EE@ BRI C on key customer outcomes

of the service encounter?

10
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1.5 Intended contributions
1.5.1 Academic contribution

The study from chapter 2 builds a first bridge lbesw social and organizational
psychology and service literatures. This study Gbuates to the service literature in two ways.
First, in contrast with existing studies examinEigC in a service encounter context (Giardini
and Frese, 2008; Weng, 2008), we measure custoereegiions of EEC—rather than
employee perceptions of their EC. This providesokuols and practitioners with a new
perspective for measuring EEC in service encountesond, we examine to which extent
EEC has an effect on customer satisfaction andtioyghird, we investigate through which
mechanism EEC can influence customer satisfactimhlayalty by examining the potential
mediating role of rapport. This allows a better erstanding of how EEC can translate into
higher customer satisfaction and loyalty.

The study from chapter 3 builds an extra bridgevbenh social and organizational
psychology and service literatures. Service re$easc- interested in predicting customer
outcomes - thus far have had to rely on definitiand scales developed by psychologists, all
of which use an internal perspective. Our concép@iion and measure contributes to
service literature by providing a means to defind aneasure EEC specifically in service
encounters. Our scale also offers a potential iedéent variable for researchers interested in
predicting customers’ emotional, cognitive, and d&ebral responses to service encounters.
By enabling researchers to examine the effectsef i service encounters, we provide a
deeper understanding of the employee behaviors d@tetmore likely to elicit favorable
customer evaluations.

The study from chapter 4 extends marketing thegrgdveloping (a) an experimental
research design to assess more precisely the effesénature of two key facets of employee

competencies-employee emotional competen&EC) andemployee technical competence

11
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(ETC)—on negative customer emotions and on keyoowst evaluations of service
encounters of interest to service managers as agel{b) a model to test the main and

interaction effects of these two competencies.

1.5.2 Managerial contribution

Chapter 2 should help service managers of highaoorservices to enhance customer
satisfaction and loyalty. Service managers of ldghtact services should encourage and train
their employees to develop their emotional comptefiEC). In addition, managers could
monitor rapport (i.e., a construct capturing reaship quality), which seems to be an
important mechanism regulating the effect of EEQostomer satisfaction and loyalty.

Chapter 3 provides service managers with a neve soaineasure EEC during service
encounters from a customer perspective. This alleewvice managers to know which
emotionally competent behaviors are consideredvaele by customers and how their
employees’ emotional competence is perceived by tustomers. Also, this new measure
could be employed by managers to improve the custoexperience during service
encounters thanks to a better diagnosis of EEC.

Chapter 4 provides a better understanding of tienéxo which two influential and
frequently mentioned employee competencies (i.eapleyee technical and emotional
competencies) are likely to positively affect thestomer experience when bad news is
delivered. This study will help service managersirtprove the management of service

encounters thanks to a better assessment of engpboyepetencies that matter to customers.

12
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1.6 Outline

This doctoral dissertation explores various thecaeissues, contributes to different
research streams, combines different theoretieahdworks, and employs diverse research
designs. At the same time, all chapters are orgdnaround the same key construct:
employee emotional competence. Although the thegeegs explore different issues, they are
linked as well.

In Chapter 2, based on the theories of affect infugnd norm of reciprocity, we
develop a model of the impact of EEC on customésfaation and loyalty. Also, based on
the theory of affect-as-information, the potentia¢diating role of rapport is investigated.
With respect to the method employed, we realizeeld study in a high-contact service and
used partial least squares to test the conceptodéim

In Chapter 3, we strictly follow a scale developmprocedure. Both a qualitative
study based on the critical incident technique andempirical study are conducted in
emotionally charged service encounters. We useligrtest the validity of the scale.

In Chapter 4, we conduct an experiment using alit#een-subjects full factorial
design. The setting of the experiment is an ematigrcharged service encounter when bad
news has to be delivered to customers. ANCOVA aeaare realized to test the hypotheses.

Finally, Chapter 5 presents a summary of the maamclasions, managerial
implications and suggestions for further reseafelble 1-2 offers a summary of the outline of

the three studies of this dissertation.

13
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Table 1-2: Outline of the Dissertation

J

Chapter |Research questions Theories Methods Resehrdesign | Research settin

2 « What is the effect of « Affect-as- « PLS « Field study High-contact
EEC on customer information « 247 customers | service
satisfaction and loyalty?. Affect infusion of hairstylists |encounters

« What is the mechanism| model (hairstylist

through which EEC « Norm of services)
influences customer reciprocity
satisfaction and loyalty?

3 - How to conceptualize |[Since it concernsg. CIT « Scale Emotionally
and operationalize EEC the development |« LISREL development |charged service
in a service encounter |of a scale, no « Qualitative encounters
context from a service theory is study with 13 | (encounters from
customer’s perspective?used since no respondents andiarious services

« What is the impact of |hypothesis is guantitative

EEC on customer developed] study with 247
evaluations of the respondents
service encounter?

4 « What are the main and |- Affect-as- « ANCOVA |. Experiment: Emotionally
interaction effects of information 2x2 between- |charged service
EEC and ETC on key |- In-role and subjects full encounters
customer outcomes of | extra-role factorial design| (encounter durin
the service encounter? | behaviors « 223 respondentsvhich a check-in

agent has to
deliver bad news
to a traveler)

Notes: EEC = Employee emotional competence; ET@pl&yee technical competence; PLS =
Partial Least Squares; ANCOVA = Analysis of covade, CIT = Critical Incident Technique
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2 How EMPLOYEE EMOTIONAL COMPETENCE INFLUENCES CUSTOMER

SATISFACTION AND LOYALTY : THE MEDIATING ROLE OF RAPPORT

Abstract

During service encounters, employees must mairdapositive affective climate to build

rapport with customers. Such rapport helps creatstomer satisfaction and loyalty.

Emotionally competent employees are more likelguoceed in this task; we investigate how

and to what extent employee emotional competeneE€)Eaffects both customer satisfaction

and loyalty. We also examine the potential medgatiole of rapport as a key concept for

capturing employee—customer relationship qualitsavidng on affect-as-information theory

(i.e., emotions serve as sources of informatior®),develop a causal model and test it with a

sample of 247 customers in a personal servicengetflustomer perceptions of EEC influence

directly customer satisfaction and loyalty. The aopof EEC on customer satisfaction and

loyalty is partially mediated by rapport. To impeothe satisfaction and loyalty of thei

r

customers and build rapport between employees astbrmers, managers of high-contact

services should encourage and train employees velaje emotional competence. Several

authors have proposed that emotionally competentlames can better develop socg

al

interactions and enhance customer satisfactionl@radty. Previous studies have measured

EEC using employee self-reports or supervisor itspdiis study is the first to examine EE

C

from the perspective of the customer and investigat effects on customer satisfaction and

loyalty.
Keywords Perceived employee emotional competence, rappastpmer satisfaction and

loyalty, service encounter

Parts of this chapter have been submitted as:

Delcourt, C., Van Riel, A.C.R., Van Birgelen, M.nda Gremler, D.D. (2011), “How
Employee Emotional Competence influences Customaisfaction and Loyalty: The
Mediating Role of Rapport,” article submitted dournal of Service Managemeint July
2011.
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2.1 Introduction
2.1.1 Context

Services vary in the extent to which customergattedirectly with service employees
(Chase, 1978); high-contact services are charaetétby high levels of emotional intensity,
intimacy, content-rich information, and interacticime (Kellogg and Chase, 1995;
Parasuraman, Zeithaml, and Berry, 1985). Thus iigin-bontact services, the importance of
employees who can create satisfied and loyal cust®mwhich then leads to a competitive
advantage for the service firm—is well establisifedy., Gremler, Gwinner, and Brown,
2001). A competitive advantage gained through ecditustomer experiences underlies the
service-dominant logic, which considers customand aervice employees collaborative
partners in the processes for developing innovataganizational knowledge, and value
(Lusch, Vargo, and O'Brien, 2007; Vargo and Lus2004). This service-centered view
further recommends helping employees “in this pseadf competence augmentation through
internally and externally supported training andaadional programs” (Lusch et al., 2007, p.
15). Customers move to the center of value creadiod participate in relationships that
feature service coproduction opportunities and ugss consistent with the customer’s
desired level of involvement. In turn, by learnifrgm and collaborating with customers,

employees can meet their needs better (Vargo aach.,.2004).

2.1.2 Managerial motivation

Despite this emphasis on the crucial role of senemployees in customer value
creation, employees are not always able or sufiityidrained to build relationships with and
understand customers (Bitner et al., 1990; MenahRubé, 2000). Managers in high-contact
service settings must ensure appropriate employeepetencies (Hartline and Ferrell,

1996)—yparticularly emotional competence (EC; Caghtr and Pappas, 2008), which has
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potentially powerful effects on customer percepiand evaluations of the service encounter
(Hartel, Barker, and Baker, 1999). Mayer and Saldii®97, p. 10) define EC as “the ability
to perceive accurately, appraise, and express emdtie ability to access and/or generate
feelings when they facilitate thought; the ability understand emotion and emotional
knowledge; and the ability to regulate emotionsptomote emotional and intellectual
growth.” Thus to develop employees’ emotional cotapee (EEC), many service managers
devote time, effort, and money to training progranms the hope of improving service

customers’ experience (Cartwright and Pappas, 2008)

2.1.3 Problem statement

Thus EEC deserves specific research attentiont, Rireay explain variables of great
interest to managers in high-contact service gtifHartel et al., 1999). Employees who
display emotionally competent behaviors tend tontme successful in social interactions,
because they create a positive affective climatechvleads to favorable customer outcomes
(Giardini and Frese, 2008). This relationship sHobé particularly acute in high-contact
services, in which context customers often look firectly observable cues, such as
employee behaviors, to assess the service (LinLamd2011; Parasuraman et al., 1985).
Employees with higher EC should be better ableadtisfy customers, due to their better
understanding of customers’ needs, conveyed bgub®mers’ emotions. Second, employees
in high-contact services can experience strong iem®tas a result of the stress of their job
(Grandey, Dickter, and Hock-Peng, 2004). When dgalvith difficult customers for
example, employees must perceive, use, understamttlyegulate not only the customers’
emotions but also their own. Employees with high& should be better able to face such

emotional challenges.
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2.1.4 Academic motivation

Despite a widespread assumption that EEC influerceetomer satisfaction and
loyalty during service encounters (Hartel et al999), we consider these relationships
inadequately investigated as of yet, mainly becanfs¢éhe conflicting results in the few
empirical studies that investigate them. Therefdoe,examine the impact of customer
perceptions of EEC on customer satisfaction andllgyn a service encounter context, we
consider a potential mediator and its effects. Weress rappottbetween employees and
customers as a potential mediator because it aptilme interpersonal aspect of service
quality, which is a key determinant of customeris$attion and loyalty (Gremler and
Gwinner, 2000; Han, Kwortnik, and Wang, 2008). Mxver, we already know that customer
evaluations of the encounter (e.g., service qualggport) mediate the relationship between
customer perceptions of employee behaviors andiest attitudes (e.g., satisfaction) and
behaviors (e.g., loyalty) (Bitner, 1990; Bitner &t, 1990; Hennig-Thurau et al., 2006;
Macintosh, 2009; Olsen, 2002).

Our consideration of EEC also reflects our realirathat it appears in research into
work-related relationships by organizational psyopsts and management scholars; they
find that EEC can predict organizational outcomeshsas job performance and job
satisfaction (e.g., Joseph and Newman, 2010; Lawl.et2004; Wong and Law, 2002).
However, EEC in service encounters has promptdd heésearch, even as scholars find that
employees with higher EC can benefit the firm (\&kd et al., 2008), because these
employees develop better relationships with custenf@iardini and Frese, 2008; Kidwell,
Hardesty, Murtha, and Sheng, 2011) and generateehigvels of customer satisfaction and
loyalty (Hartel et al., 1999). The empirical evidenremains scarce. Three studies that

investigate the role of EEC on customer outcomesenvice encounters offer inconclusive

! For a complete definition of the construct of rapbut also other related constructs to EEC, seerdix A
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results: Giardini and Frese (2008) find a negaliveinsignificant relationship between EEC
and customer satisfaction; Weng (2008) shows dipessignificant, but weak relationship
between EEC and customer trust; and Kernbach ahdtt®c(2005) experimentally reveal a
positive relationship between EEC and customesfsation. The mechanisms through which

EEC influences customer satisfaction and loyaltgai® unexamined though.

2.1.5 Contribution

In addressing these points, our study providesthrain contributions. First, we offer
a new perspective on measuring EEC in service emnes Unlike existing studies that rely
on employees’ perceptions of their own EC (Giardamd Frese, 2008) or supervisor
perceptions of EEC (Weng, 2008), we measure cust@aeeptions of EEC, because the
customers’ perceptions are the most crucial predicof customer satisfaction and loyalty
(Bitner, 1990). Customers also are valuable soursgsideas about service quality
improvements (Berry et al., 1994). Second, we gl®wa better understanding of the impact of
EEC on customer satisfaction and loyalty—two kegaldes related to company profitability
(Anderson, Fornell, and Lehmann, 1994). We thusl stmene light on contradictory findings
in previous studies (Giardini and Frese, 2008; Kaom and Schutte, 2005; Weng, 2008).
Third, we offer a better understanding of the madrma by which EEC influences customer

satisfaction and loyalty by investigating rappateamediator.

2.1.6 Approach

The rest of this article is structured as followsrst, we analyze EC as defined in
psychology literature and examine EEC in serviaganters, including its effect on customer
satisfaction and loyalty. We also discuss the jbssmediating role of rapport in the

relationship between EEC and customer satisfactmhloyalty. Second, from our literature
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review, we develop our hypotheses and conceptudemdhird, we detail the design of the
empirical research we conducted to test our hypetheFourth, we present and discuss the
results of our empirical investigation, before dading with the main implications of our

findings, limitations, and suggestions for furthesearch.

2.2 Employee emotional competence and its outcomes i@rgice encounters
2.2.1 Emotional competence

Emotional competence (EC) is the manifestationbsieovable, emotionally competent
behaviors, which reflect emotional intelligence )(EBoyatzis, Goleman, and Rhee, 2000;
Giardini and Frese, 2008). Scholars describingdié mhat “individuals differ in the extent to
which they attend to, process, and utilize affadeh information of an intrapersonal (e.g.,
managing one’s own emotions) or interpersonal ,(eranaging others’ emotions) nature”
(Petrides and Furnham, 2003, p. 39). Thus wher¢éatetermines a person’s potential and
propensity to display emotionally competent behesyithe level of EC displayed shows how
much of that potential she or he has actually zedl(Zeidner, Matthews, and Roberts, 2004).
Being emotionally intelligent does not guaranteat theople actually display emotionally
competent behaviors. Customers and managers cotisedisplay of emotionally competent
behaviors by employees (i.e., EC) more importaantthe potential of that employee to
behave in an emotionally competent way (i.e., Ehus, we focus on E€ther than EIl. The
display of emotionally competent behaviors implssne degree of emotional intelligence
(Giardini and Frese, 2008; Kim, Cable, Kim, and \War2009), so our conceptual
understanding relies on both El and EC literature.

The roots of EC stem from the concept of sociatlilgence, first identified by
Thorndike (1920, p. 228) as “the ability to underst and manage men and women, boys and

girls—to act wisely in human relations.” It becom@snifest as the concurrence of four
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behaviors, so conceptualizations of EC usually a@sepfour dimensions of emotionally
competent behaviors (Mayer and Salovey, 1997).
(1) The ability to perceive emotionsefers to the accuracy with which people identify
emotions in themselves and in other people (MagydrZalovey, 1997).
(2) The ability to use emotionsneans that people can employ their emotions tdititei
thought and assist reasoning by directing theirtems toward constructive activities.
(3) An ability to understand emotionmplies a competence for understanding one’s own
emotions and the emotions of other people, how iem®tevolve over time, how
emotions differ, and which emotion is most appraferin a given context.
(4) The ability toregulate emotionss the competence to manage one’s own and others’
moods and emotions (Mayer and Salovey, 1997; Syland Mayer, 1990).
Using Mayer and Salovey’s (1997) definition, seVex@ailable scales attempt to measure
people’s EC (e.g., Wong and Law, 2002), using bsdH-reported and non-self-reported
items. Because self-reported measures of EC afjecsuio social desirability, faking, and
response distortion (Day and Carroll, 2008), redesns prefer measures reported by others

(Law et al., 2004; Wong and Law, 2002). We measustomer perceptions of EEC and thus

help provide a solution to the drawbacks of sgiferéed measures.

2.2.2 Employee emotional competence in service encowter

Despite its importance in service encounters aseansito build relationships with
customers (Giardini and Frese, 2008; Verbeke g2808), few studies have examined EEC
in relation to customer—employee interactions invise encounters (Giardini and Frese,
2008; Hartel et al., 1999; Kernbach and Schutt®528Veng, 2008), and those that do suffer
some drawbacks. Hartel, Barker, and Baker (199%@Y af conceptual model of the influence

of EEC on customer attitudes, intentions, and bens\vbut do not empirically test their
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hypothesized relationships. Kernbach and Schu@@5@find that higher EEC leads to greater
customer satisfaction, but their experimental desgcrifices external validity in favor of
greater internal validity. Nor do these authors vpte information about their EEC
manipulation checks, which makes it difficult tcadvate experimental success.

Giardini and Frese (2008) conducted a field studpredict customer evaluations of
the service encounter and ultimately customer faatisn, but the self-reported EC scales
they use are subject to social desirability, fakeugd response biases (Day and Carroll, 2008).
People tend to hold overly favorable views of thewn abilities and have difficulty
recognizing their own incompetence (Kruger and Dogn1999). Furthermore, Giardini and
Frese (2008) find a negative relationship betweelf-reported EEC and customer
satisfaction, which implies that these employeesnat aware of their incompetence (Kruger
and Dunning, 1999). Mattila and Enz (2002) sugdhat customers and employees use
different criteria to evaluate service employeefgrenance; customers’ evaluations of the
service encounter and employee assessments ofpitiéarmance correlate negatively (but
not significantly). Although Weng (2008) uses swmars’ perceptions of EEC to examine its
influence on customer trust in a field study, sumers’ evaluations also may be biased,
whether by excessive strictness or excessive lepi@drendergast and Topel, 1993). Weng

(2008) finds a weak but significant and positiviatienship between EEC and customer trust.

2.2.3 Effects of EEC on customer satisfaction

Customer satisfaction is a central construct inketamg research (Luo and Homburg,
2007), widely studied in services marketing (eldppne, Kimes, Mattila, and Wirtz, 2009).
Satisfaction is “an outcome of purchase and usdtieg from the buyer’'s comparison of the
rewards and costs of the purchase in relationeatfticipated consequences” (Churchill and

Surprenant, 1982, p. 493). Because a better appeaid regulation of customer emotions can
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help an employee customize the service offeringdaress customer needs (Mattila and Enz,
2002), EEC should relate positively to customeiis&attion. An adequate appraisal of
customer needs allows the employee to meet cust@rpectations regarding service
performance and thus increase or maintain cust@aiesfaction (Churchill and Surprenant,
1982). Interpersonal behaviors (e.g., familiaritgare, friendship, rapport, warmth,
commercial friendship, listening behavior, custorogentation) by the employee also affect
customer satisfaction (Dagger, Sweeney, and Johr)Y; de Ruyter and Wetzels, 2000;
Dean, 2007; Gremler and Brown, 1998; Lemmink andtddan, 2002; Palmatier, Jarvis,
Bechkoff, and Kardes, 2009; Price and Arnould, )9%%& a key component of employee
interpersonal behaviors, EEC should have a difé&tteon customer satisfaction.

The theory of affect infusion further supports tbigim (Forgas, 1995). According to
the theory, a person’s affective state influencissan her judgments. When in a positive
affective state, people tend to be less criticahtif they were in a negative state (Forgas,
1995). Because employees with higher EC can betieance customer emotions, customers
should experience a positive affective state duthegr service encounter and thus be less
critical. Satisfaction is a result of customer jodnts about service delivery, so those who
perceive an employee as emotionally competent dhdeVelop a positive affective state,
express less criticism, and thus be more satisfiedordingly, we posit:

Hi: There is a positive relationship between peragiz&C and customer satisfaction.

2.2.4 Effects of EEC on customer loyalty

According to Zeithaml, Berry, and Parasuraman (1988yalty manifests itself in
several behaviors: (1) saying positive things abihiet company, (2) recommending the
company to someone who seeks advice, (3) encogragamds and relatives to do business

with the company, (4) considering the company thst €hoice from which to buy services,
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and (5) doing more business with the company imthé few years. The first three behaviors
pertain to customer intentions to engage in pasiiword-of-mouth communications; the last
two pertain to customer purchase intentions. Wdrthouth communication refers to
“informal communications between private partiesna@ning evaluations of goods and
services” (Anderson, 1998, p. 6). Repurchase iestcan be defined as “a customer’s belief
that he or she would purchase from the same sefimiceat some future date” (Schoefer and
Diamantopoulos, 2008b, p. 93).

There are several reasons to expect an effect & BE customer loyalty. First,
Gremler and Brown (1996) suggest that interpersboats are strong predictors of service
loyalty. Customer perceptions of employee interpeas behaviors, such as the display of
respect, efforts to address customers’ problengs, choefer and Diamantopoulos, 2008b),
or a customer focus (Dean, 2007), help build custdoyalty. Gwinner, Gremler, and Bitner
(1998) also establish that customer perception®lational benefits (i.e., customer benefits
associated with long-term relationships, beyond thee service performance) strongly
influence customer loyalty. Second, we expect atiaiship between EEC and loyalty based
on the norm of reciprocity (Gouldner, 1960), whpbsits that human exchanges reflect the
use of a subjective cost—benefit analysis and cosg® of alternatives. Robinson, Kraatz,
and Rousseau (1994, p. 139) state that becauke abtm of reciprocity, “one party’s receipt
of a benefit obligates another party to pay a tast,that they can reach a balance between
inducements offered and inducement received (Bl@64). When an employee demonstrates
high EC toward the customer by perceiving, undaditay, and regulating emotions, the
customer likely recognizes a benefit and thus fesdebted to the employee. To feel less
indebted, the customer may adopt behaviors thadreeghe balance, such as exhibiting more
loyalty to the service provider. Accordingly, wepexct:

H,: There is a positive relationship between perogiZ&C and customer loyalty.
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2.2.5 The mediating role of rapport

Rapport is “a customer’s perception of having ajoyable interaction with a service
provider employee, characterized by a personal extion between the two interactants”
(Gremler and Gwinner, 2000, p. §2yarious scholars have examined this concept secafs
its salience in service businesses that are clesizetl by interpersonal interactions (e.g.,
Gremler and Gwinner, 2000, 2008; Hennig-Thuraul.e806). It also is a key construct for
capturing the interpersonal aspect of service gualnd a key determinant of customer
satisfaction and loyalty (Gremler and Gwinner, 2080evious research shows that customer
evaluations of an encounter mediate the relatignbbiween their perceptions of employee
behaviors and customer attitudes (e.g., satisi@ctémd behaviors (e.g., loyalty) (Bitner,
1990; Bitner et al., 1990; Hennig-Thurau et al.0&0Macintosh, 2009; Olsen, 2002). We
posit in particular that rapport mediates the refeghip between EEC and customer attitudes
and behaviors, because employees with higher lef&€ perceive and understand customer
emotions, which helps them customize the servideriafy to address customer needs and
build rapport. Customer evaluations of rapport tistiould translate into higher levels of
customer satisfaction and loyalty.

Affect-as-information theory provides a useful fework for understanding how
employees with higher levels of EC establish rappoth customers. It holds that people
often make judgments by asking themselves (impli¢citHow do | feel about it?” (Schwarz
and Clore, 1983). People thus use their emotionsnfmsmation that influences their
judgments. Affect plays an important role, espégiah employee—customer interactions
(Grandey, Fisk, Mattila, Jansen, and Sideman, 2GQ&h that when employees interact with
customers, they investigate and draw on currenttiemad states. When customers display

emotions, employees who perceive and understamal tdlee the necessary steps to achieve a

2 For a comparison between EEC construct and ogheted constructs such as rapport, see appendix A
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positive climate and smooth interaction; in thisse they use customer emotions as
important and useful information to manage the ratgon (Mattila and Enz, 2002).
Employees with higher levels of EC then should lettdn able to establish rapport with
customers.

Existing service literature contains accumulatinglence of the influence of rapport
on customer satisfaction and loyalty (DeWitt an@dr, 2003; Gremler and Gwinner, 2000;
Macintosh, 2009). In linking this evidence with otwo first hypotheses, we predict a
mediating role of rapport in the EEC—satisfactiord &EC—loyalty relationships. That is,
EEC affects rapport, which in turn affects custosedisfaction and loyalty.
Hs: Rapport mediates the relationship between peetEivEC and customer satisfaction.
H4: Rapport mediates the relationship between peetEkEC and customer loyalty.
Figure 2-1 provides a graphical representation of oonceptual framework and our

hypotheses.

Figure 2-1: An Integrative Model

H1 Satisfaction

Employee
Emotional
Competence

Rapport

v

‘m)yalty

H2

Note: The link between satisfaction and loyalty mot
hypothesized in the literature review but is testad reported in
the results section
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2.3 Methodology
2.3.1 Research setting and sampling

Hairstyling services are an important competitived agrowing industry (Van der
Rijken and Schmidt, 2008). We chose hairstyliststhas service context for this study,
because they provide high-contact, customized,opafized services (Bowen, 1990). Also,
hairstylists services require providers to be imyvelose proximity to customers and are
affectively charged (Bloemer, Odekerken-Schroded Kestens, 2003; Price et al., 1995b).
The highly interactive service also requires inpéism both hairstylist and customer
(Bloemer et al., 2003), such that they collabotateoproduce value (Lusch et al., 2007;
Vargo and Lusch, 2004). To meet customer needssthlgts must learn to collaborate with
customers (Vargo and Lusch, 2004), and the conwensavith a hairstylist may be as
important as the haircut itself (Hightower, Braayd Baker 2002). Thus the quality of the
interaction can even outweigh the importance of $kevice. Because good hairstylist—
customer interactions are key to successful reialips, we expect the hairstylist's EC to be
an influential factor in determining customer ewions and behavior. This setting provides a
fruitful environment for studying the influence BEC on customers’ perceptions of rapport,
satisfaction, and loyalty, because hairstylists tmesrn from customer emotions and
collaborate with customers to identify solutionattmeet their needs.

Students’ perceptions, behaviors, and expectategarding the performance of their
hairstylists should not differ significantly frorhdse of a random sample of customers, so we
tested our model with a student sample: Studegistezed for a marketing course evaluated
the relationship with their hairstylist. The usesbtident samples is sometimes considered a
limitation in marketing research, but they also dndoeen used successfully in a variety of
studies (e.g., Grandey, Rafaeli, Ravid, Wirtz, &teiner, 2010; Hennig-Thurau et al., 2006).

We collected 323 questionnaires but excluded 76Gumex students had not visited their

27



Chapter 2

hairstylist recently or more than once, which mightit their recollection of the extent to

which the hairstylist demonstrated emotionally cetept behaviors, or because of missing
values. The final data set thus included 247 olagienvs, 61% involving male respondents. In
addition, 84% of the respondents had visited thairstylist in the past year, and 47% went at

least five times per year. Thus they should ha¥icgnt knowledge of their hairstylists.

2.3.2 Research approach and questionnaire design

We distributed a questionnaire to the respondedesigned to measure their
perceptions and attitudes toward their hairstyli&tsvariables were measured on seven-point
Likert scales (1 = “totally disagree”; 7 = “totalpgree”). Respondents completed the survey
in reference to their last encounter with theirs$tglists when answering the questions.

Employee Emotional Competende® measure EEC, we relied on a scale developed
and validated by Wong and Law (2002), based on Magd Salovey’s (1997) definition. It
consists of four dimensions with four items eacbif-Bmotion appraisal (SEA) relates to an
employee’s ability to understand and express emstfe.g., “This employee has a good sense
of why he has certain feelings”), whereas othersbo&on appraisal (OEA) relates to an
employee’s ability to perceive and understand thetens of others (e.g., “He always knows
customers’ emotions from their behavior”). The dhidimension, regulation of emotion
(ROE), relates to an employee’s ability to reguldieir own emotions (e.g., “He is able to
control his temper and handles difficulties ratityi® and the use of emotion (UOE) refers
to his ability to make use of their own emotiong (e‘He would always encourage himself to
try his best”). The Cronbach’s alpha coefficierds $EA (.76), OEA (.81), ROE (.74), and
UOE (.87) are considered good.

Confirmatory factor analyses in previous studiedidate reasonably good fit for a

second-order model in which the four dimensionglloa an underlying EC latent factor
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(Law et al., 2004; Wong and Law, 2002). In linew8ly, Tram, and O’Hara (2006) and our

interest in the overall EC construct (rather thaaliviidual dimensions), we combine the four

dimensions into a single measure of EEC with réfledirst-order constructs and a formative

second-order construct (Diamantopoulos, Riefled &woth, 2008). When the construct is

complex (as it is the case with EEC), researchieosild use higher-order models because
such models treat each dimension as an importanpaoent of the construct (Podsakoff,

Shen, and Podsakoff, 2006).

Rapport To measure rapport, we used the scale develop&arémler and Gwinner
(2000). Because its two dimensions (i.e., persooahection and enjoyable interaction) tend
to be highly correlated (between .81 and .83 innkee and Gwinner’'s [2000] study), we
combined the scales (see DeWitt and Brady, 2003

Customer SatisfactionThe customer satisfaction measure used a five-iseale
developed by Gremler and Gwinner (2000), based ank Wy Oliver (1980).

Customer LoyaltyFinally, we measured customer loyalty using tlve foyalty items
in the scale developed by Zeithaml, Berry, and staeaman (1996).

The reliability and validity of these scales haweib tested in previous research. We
made relevant modifications to ensure the scale® waitable for our study setting (the
measures, scale sources, items, and descriptiv&istaare in the Appendix B).

We used a single informant (i.e., the customermiasure both independent and
dependent variables and therefore controlled faonrmon method variance bias using a range
of procedures (Campbell and Fiske, 1959). First, fmenulated the items as clearly,
concisely, and specifically as possible and balseohton previously validated scales. Second,
we used computer-administered questionnaires, wdhiokld reduce social desirability biases
(Podsakoff, MacKenzie, Lee, and Podsakoff, 2003). dddition, the questionnaire

introduction indicated that there were no rightaaong answers and that we were interested
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in perceptions of the service encounter experiefbid, the design of our web-based survey
instrument made it impossible for respondents toesee their answers to earlier questions.
Therefore, it was more difficult for them to maimtartificial consistency between answers or
search for patterns in the questions, which hefadrol both for the consistency motif and
social desirability biases (Podsakoff et al., 206=)urth, we tested for common method bias
using Harman’s one-factor test (Podsakoff and Qrd&86). A principal component factor
analysis of the dependent and independent varigldéded eight factors with Eigenvalues
higher than 1.0, and the first factor explained l#san 35% of the total variance. The test
showed the absence of one major factor (PodsakdfiGrgan, 1986); thus common method

bias is not a serious problem in our data.

2.4 Results
2.4.1 Measurement model evaluation

We apply partial least squares (PLS) structuralaggn modeling to estimate our
theoretical model using the software applicatiora8RLS (Ringle, Wende, and Will, 2005).
As a distribution-independent method, PLS has fegarstraints and statistical conditions
than covariance-based techniques such as LISREQn{gid hurau et al., 2006). The use of
PLS path modeling is recommended in early stagethexretical development to test and
validate exploratory models (Henseler, Ringle, 8mkovics, 2009).

In Table 2-1, we report the descriptive statistaosd correlations of our central
constructs. The Cronbach’s alpha values of the oolestructs range from .86 to .95. The
PLS model estimation reveals that all constructsileix satisfactory internal consistency.
Composite reliability values range from .88 to .86d the square roots of average variance
extracted (AVE) estimates range from .57 to .92adidition, we test for the discriminant

validity of the four latent variables in the PLS aeb using Fornell and Larcker's (1981)
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criterion: A latent variable should share more aace with its assigned indicators than with
any other latent variable (Henseler et al., 2009)statistical terms, the square root of the
AVE of each latent variable should be greater tthanlatent variable’s highest correlation
with any other latent variable. As we show in Tabi&, we find acceptable reliability and
discriminant validity for our measures. Having éfished the soundness of our measures, we
use them to test the hypothesized relationships.

Table 2-1: Descriptive Statistics and Correlations
Number Mean S.D. « CR 1 2 3 4

of items
1 EEC 16 4.38 45 .86 .88 .57
2 Rapport 10 4.68 93 .93 .94 48.78
3 Customer Satisfaction 5 5.72 .78 .95 .96 55 582
4 Loyalty 4 5,02 1.12 .90 .93 55 54 .65.88

Notes: All correlations are significant at p < .001
N.B.: Square Root of Average Variance Extracteshishe diagonal to test for discriminant validity.
EEC = Employee Emotional Competence; CR= Compési@bility; a = Cronbach’s alpha

2.4.2 Hypothesis testing

The explained variance (R? values) for rapporis&attion, and loyalty are 23.7, 44.3,
and 51.8, respectively. We apply a bootstrappiragguiure (200 subsamples; 247 cases) to
evaluate the significance of the path coefficiefdenseler et al., 2009); the measurement
model for EEC (as a second-order construct) appedrsgure 2-2, with the path estimates
and relative t-values of the structural model igufe 2-3. We use the path coefficients to test
our hypotheses. In support of Hypothesis 1, we fanaignificant, positive relationship
between EEC and satisfaction (standardized pattideat = .347; t-value = 6.060). We also
find support for Hypothesis 2, because there iggaifscant, positive relationship between
EEC and loyalty (standardized path coefficient 26;2-value = 3.913). In addition, we find a
positive and significant relationship between rappand satisfaction (standardized path

coefficient = .424; t-value = 8.223) and betweeppmt and loyalty (standardized path
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coefficient = .186; t-value = 3.014). Finally, sd#éction relates strongly to customer loyalty

(standardized path coefficient = .434; t-value 638).

Figure 2-2: Results of the EEC Measurement Model
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Figure 2-3: Results of Structural Equation Modeling
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2.4.3 Mediation testing

As suggested by Baron and Kenny (1986), we cons$mlerconditions to test for the
mediation effect: (1) The independent variable (Bipuld relate to the dependent variable
(DV) (Relationship c in Table 2-2); (2) the IV shduelate to the mediator variable (MV)
(Relationship a in Table 2-2); (3) the mediator igorelate to the DV (Relationship b in
Table 2-2); and (4) when the mediator is addedptiggnal relationship between the IV and
the DV should become insignificant for full medati or significantly smaller for partial
mediation (Relationship ¢’ in Table 2-2). Once thediation is detected, we can calculate its
significance by bootstrapping the product of the-&WMV and MV - DV effects (Shrout
and Bolger 2002). If the direct effect between Itieand DV becomes insignificant, there is
full mediation; if all effects remain significanthere is partial mediation. We test for the
significance of the mediating effect of rapportvbetn EEC and satisfaction and between
EEC and loyalty by applying a nonparametric boagting procedure (Preacher and Hayes,
2008; Shrout and Bolger, 2002). The results in @&@&P show that rapport partially mediates
both effects of EEC: The relationships between EBG customer satisfaction or customer
loyalty decrease significantly when we control fapport. That is, rapport partially mediates
the relationship between EEC and customer satisfa@itlypothesis 3) and between EEC and
customer loyalty (Hypothesis 4). Accordingly, rapgps one mechanism by which EEC

translates into customer satisfaction and loyalty.

Table 2-2: Mediation Tests

Hypotheses  Dependent a b c c’
variable (EEC~> (Rapport> (EEC~> (EEC> DV,
(DV) Rapport) DV) DV) mediator controlled)
3 Satisfaction A8T7* A424* .554* 347*
4 Loyalty A8T7* .186* .269* .226*
Notes: All paths are beta coefficients.
* p<.001.
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2.5 Discussion

The purpose of this research has been to assesstére to which customer-perceived
EEC influences customer satisfaction and loyakywell as the mediating role of rapport. By
identifying the relationships among EEC, rappaatisfaction, and loyalty, we contribute to a
better understanding of the benefits that custgmeeceived EEC may bring to service
companies. In particular, service companies shamprove the customer experience by
approaching customers and service employees abodditive partners, with the customer in
the center of any value creation efforts (Lusclalet2007; Vargo and Lusch, 2004). This
service-centered view, or service-dominant logiaplies the need for building relationships
with customers, because by learning from, collatgawith, and developing relationships
with customers, employees can better meet customergidual and dynamic needs (Vargo
and Lusch, 2004). We contend that EEC is a crumiahpetence that helps this process
because it facilitates employee perception and nstaleding of customer emotions and needs
that can produce satisfaction and, thus, loyaltyr @sults confirm a link from EEC to
customer satisfaction and loyalty, as well as show rapport partially mediates these effects
of EEC on satisfaction and loyalty. Thus scholarsd goractitioners gain a better
understanding of the role of EEC in service encexsntwith implications for both theory and

practice.

2.5.1 Theoretical implications

Our study provides a direct response to the caliuidher research on the role of EEC
in service encounters (e.g., Verbeke et al., 2098xtending research into the outcomes of
EEC in service encounters (e.g., Giardini and Fr2888). We undertake the first attempt to
explore customer perceptions of EEC in service entays and its consequences. Our results

show that customer perceptions of EEC are adeguatictors of customer outcomes, such
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as customer satisfaction and loyalty. Customer gpiens of employees during service
encounters can predict customer satisfaction agdltio (Bitner, 1990); we contend that
customer perceptions of EEC are of the utmost itapoe. By measuring customer
perceptions of EEC, instead of employee or supearpsrceptions, we build an initial bridge
between social and organizational psychology andceliterature streams.

Our results also emphasize rapport as an importadiator of the relationship
between EEC and customer outcomes that can helpiexphy previous studies indicate
weak or insignificant effects between EEC and austooutcomes (Giardini and Frese, 2008;
Weng, 2008). Research that ignores rapport may baekided a key mechanism by which
EEC improves customer outcomes. This mediating sbl@pport is important for two main
reasons. First, it extends EEC literature by undagea previously ignored outcome. Prior
work has noted that EEC should affect various kinflsconsumer responses, including
rapport (e.g., Kidwell et al., 2011), so previotisdses examined rapport explicitly as such.
Second, this assessment extends research on rg@pemler and Gwinner, 2000, 2008) by
uncovering a potential antecedent (i.e., EEC). @ljethe links from EEC to rapport to
customer satisfaction and loyalty suggest thatdingl rapport offers an underlying pathway
by which EEC can exert its influence.

In finding that rapporpartially mediates the relationship between EEC and customer
satisfaction and loyalty, we identify just one ity which EEC influences these outcomes.
That is, other routes exist for EEC to exert iffuence. For example, customer trust depends
on employee interpersonal behaviors, such as w&lledure (Macintosh, 2009) and
benevolence (Sirdeshmukh, Singh, and Sabol, 2@02)jt influences key outcome variables,
such as customer satisfaction and loyalty (Crogbgl.e 1990; Sirdeshmukh et al., 2002).

Perhaps EEC also influences customer satisfactiddayalty through customer trust.
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2.5.2 Managerial implications

Our findings that customer perceptions of EEC iaseerapport, which in turn leads to
customer satisfaction and loyalty, may improve ngansi understanding of why EEC
matters. First, in contrast with previous studiest examine employees’ perceptions of their
EC in service encounters (e.g., Giardini and Fr2868), we consider customer perceptions
of EEC. Service managers should realize that selbted measures of EC are subject to
faking and distortion; they should try to use cuostes’ perceptions of EEC instead.
Customers and employees even use different criterevaluate employee performance, so
employee and customer perceptions might be nedyatieerelated (Mattila and Enz, 2002). If
managers want to measure the demonstration of enadly competent behaviors by
employees during service encounters in an objeotrasy, they should gather customer
perceptions of EEC.

Second, service managers may know that EEC hasteften general well-being
(Kotsou, Greégoire, Nelis, and Mikolajczak, 20119 jsatisfaction (Sy et al., 2006), job
performance (Joseph and Newman, 2010), and salda/€K et al., 2011). Our results add
another effect: EEC influences directly customdis&ection and loyalty but also rapport,
which ultimately leads to higher customer satistactand loyalty. For managers, building
rapport between customers and employees is an famidantermediate step for converting
EEC into customer satisfaction and loyalty. By emeging employees to display emotionally
competent behaviors, service managers can imprapport as well as satisfaction and
loyalty.

Third, the service-centered view or service-dominlagic requires that employees
improve their competence through training programduild effective relationships with
customers (Lusch et al., 2007). To augment EEGjiceemanagers should stimulate the

display of emotionally competent behaviors. Psyoyglresearch demonstrates that EC can
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be taught, learned, and improved with training .(ekgptsou et al., 2011; Nelis, Quoidbach,
Mikolajczak, and Hansenne, 2009); service managéis want to improve the EC of their

employees should turn to scientifically validatesiriing programs (e.g., Kotsou et al., 2011)
to improve the quality of their rapport with custerm and thus customer satisfaction and

loyalty.

2.5.3 Limitations and suggestions for future research

Although this study provides useful insights inte role of EEC in building customer
satisfaction and loyalty and the mediating roleragfport, it also has some limitations. We
used cross-sectional data and a nonexperimentgnde® technically we cannot derive any
causal inferences from our study results. We swdtestudents about their own hairstylists,
which implies potential generalizability restriatg This setting involves a high-contact,
personalized, face-to-face service—that is, grogipel, customized, high-contact services) of
Bowen’s (1990) taxonomy of services. We cannot iconfwhether our findings might
generalize to other services (e.g., semi-standeddand standardized services, or groups 2
and 3 in Bowen’s taxonomy). For other service ty@dsC may not play an equally important
role; accordingly, further studies should replic#ites study to test our model with other
service types.

Finally, we relied on an existing measure of ECyali@ped in organizational
psychology research, and adapted it for use innacgecontext (Wong and Law, 2002).
Although the original measure is short, shows g@sgychometric properties, and was
developed to be either self-reported by the em@oye used by peers and supervisors, it
could suffer three problems when applied to custernéservice encounters. First, customers
may have difficulty assessing the scale dimensismsh as the employee’s ability to appraise

or use his or her own emotions (e.g., “the haiistykally understands what he/she feels” or
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“the hairstylist always tells himself he is a congre person”). Second, this measure was
developed to be used in a general context, not specific context such as a service
encounter. To allow customers to evaluate the ematicompetence of employees, we need a
measure with items related to observable emotipnatimpetent behaviors, which an
employee might display to service customers. Ttgoe relevant dimensions of EC are not
included in our measure, such as the ability taletg others’ emotions, which represents a
key EC ability. Research has devoted much attemitioneasuring an ability to regulate one’s
own emotions, but no scale measures the abilitynef person to regulate others’ emotions.
Scholars and practitioners would benefit from aerspecific measure of customer-perceived
EEC; we thus recommend that researchers developase, valid, reliable scale of customer
perceptions of EEC during service encounters. Tlet rchapter is devoted to the

development and validation of such a measure.
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3 EMPLOYEE EMOTIONAL COMPETENCE: CONSTRUCT CONCEPTUALIZATION

AND VALIDATION OF A CUSTOMER-BASED M EASURE

Abstract

Customers experience intense emotions during vaiypes of service encounters. Customer

perceptions of how well employees perceive, undadstand regulate these emotions—that

is, the extent to which employees display emotiocampetence (EC)—affect servi

evaluations and loyalty intentions. This paper exas employee emotional competence

(EEC) from a customer perspective in a service emaw context. Using this specific

conceptualization of the topic, as well as a comensive literature review and data gathered

from in-depth interviews, we develop and valida&hart, valid, reliable measure of EEC that

consists of customer perceptions of employee wgbilit terms of (1) perceiving, (2

understanding, and (3) regulating customer ematidhs study offers empirical support f

the proposed scale’s reliability and convergenscmininant, and predictive validity. The

measure also is strongly correlated with customeruations of the service encount
Therefore, researchers might use the scale to expihe role of EEC in service contex

managers could employ it to improve the custompeagnce during service encounters.

Keywords Customer perceived employee emotional competesntade development,

customer experience, emotionally charged serviceienter
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3.1 Introduction
3.1.1 Context

Attitudes that customers develop toward a firm rofteepend on how they evaluate
their service encounters (Bitner, 1990) in the imerof time during which a consumer
directly interacts with a service” (Shostack, 1985243). The complex and dynamic nature
of many service encounters (Brown and Kirmani, 1998llimore, Sparks, and Butcher,
2007; Grace, 2007; Price et al.,, 1995a) implies theense emotions are not uncommon
among customers (e.g., Gabbott et al., 2011). lotiemally charged service encounters (i.e.,
service encounters characterized by intense cust@metions), customers likely expect
employees to address their emotional needs (Mendiiabé, 2000) and become particularly
attentive to the service process (i.e., how theviserprovider handles the situation and
responds to customer needs; Parasuraman 2010)o¥aepl ability to respond adequately to
customer emotions thus affects customers’ evalnstal the encounter and their behavioral

intentions (Bagozzi, Gopinath, and Nyer, 1999; Meand Dubé, 2000).

3.1.2 Managerial motivation

In this context, employee emotional competence (EEdefined as “skills that are
concerned with the processing, regulation, andzatibn of emotions at the workplace”
(Giardini and Frese, 2008, p. 155)—has the potemtiaenhance customer attitudes and
behaviors (Verbeke et al., 2008). Four of five camps attempt to develop EEC through
training (American Society for Training and Develognt, 1997), and service managers
devote significant time, attention, and money ttore$ to enhance EEC (Cartwright and
Pappas, 2008). However, managers lack an adegusttement to diagnose EEC during
service encounters, because most studies of EE€Ctrefganizational psychologists’ attempt

to predict work-related outcomes, such as job feation and performance for a meta-
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analysis, see Joseph and Newman, 2010. RecenestatiEEC by marketing and human
resources scholars also attempt to predict sakésrpmnce (Kidwell et al., 2011) and overall

customer satisfaction (Giardini and Frese, 2008).

3.1.3 Academic motivation

Despite this increased attention in the conceptrbtional competence (EC) (e.qg.,
Gabbott et al., 2011), and in EEC in particulag.(eGiardini and Frese, 2008; Joseph and
Newman, 2010), service literature still lacks (h)aequate conceptualization of EEC; (2) a
short, valid, reliable measurement of EEC suitdbiteuse in discrete service encounters; and
(3) an evaluation of the influence of EEC on customerceptions of the encounter. If the
concept of EEC is to be useful for predicting costo outcomes that are of interest to service
managers, we need to shift fromiaternalto acustomemperspective. An internal perspective
focuses on EEC as a means to predict organizatmunabmes, such that it might be self-
reported by the employee or else evaluated by paeds supervisors, who observe the
employee in a work-related context. In contrase ttustomer perspective focuses on
employees’ emotionally competent behaviors thattservable by and matter to customers;
therefore, these evaluations can predict key custooutcomes. Measuring customer
perceptions of EEC is indispensable if managers Hopdiagnose customer experiences in
service encounters. Accordingly, we contend thainfia service marketing point of view, it
makes sense that customers report on EEC durimges@&ncounters.

Several measures of EEC that adopt an internalppetise (e.g., Bar-On, 1997,
Boyatzis et al., 2000; Wong and Law, 2002) do mandfer easily to a service encounter
context. Prior research suggests that general, ammounter-specific assessments of EC
assume that people’s emotional competence is the aaross situations. In line with Kidwell

and colleagues (2011), we argue instead that t@ueage the development of the EC
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construct in particular, we need measures thatspexific to a domain (e.g., services
marketing) and situation (e.g., service encountgher than general ones.

In addition, existing measures of EEC are diffidalt customers to report, for two
main reasons. First, most measures (e.g., Schiv#iuff, Hall, Haggerty, Cooper, Golden,
and Dornheim, 1998; Wong and Law, 2002) emphasieetrapersonalEC of an employee
(i.e., ability to perceive, understand, and regulais or her own emotions), largely ignoring
interpersonalEC (i.e., ability to perceive, understand, andufafg others’ emotions). The
former may be important for enabling employees tanage, say, their own stress while
dealing with aggressive or difficult customers (@tay et al., 2004). However, interpersonal
EEC arguably is more important to customers, becamployees’ ability to perceive their
emotions (e.g., anger) is a visible and therefarensngly more important factor than
employees’ unseen ability to perceive their own goms, which should not directly influence
consumers. Second, services marketing scholarspeaxtitioners need relatively concise
measures (Drolet and Morrison, 2001), because E&a{es often appear in combination with
other scales during data collections. However, texjsSEEC measures often feature large

numbers of items (between 72 and 153).

3.1.4 Problem statement

We contend that when EEC is studied in the cordéservice encounters, one should
focus on customer perceptions. Because existingunes of EC are inadequate for a service
context, we (1) conceptualize EEC by adopting aarner perspective and (2) develop and

validate a concise, customer-based measure of EBE tised in discrete service encounters.
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3.1.5 Approach

In the next section, we develop a new theoretieasmective on EEC by adopting the
viewpoint of the customer, followed by a customasdd measure of EEC based on a
comprehensive scale development procedure. We ghmnde evidence of its discriminant
and convergent validity. To ensure predictive vgfidve examine how our measure relates to
customer evaluations and perceptions of the seericeunter. We conclude by discussing the

academic and managerial implications of our findiagd directions for further research.

3.2 Conceptualizing EEC in service encounters

Emotional competence (EC) is the manifestationbsieovable, emotionally competent
behaviors, which reflect emotional intelligence)(BBoyatzis et al., 2000; Giardini and Frese,
2008). Scholars describe EI by recognizing thadiVirduals differ in the extent to which they
attend to, process, and utilize affect-laden infation of an intrapersonal (e.g., managing
one’s own emotions) or interpersonal (e.g., marggihers’ emotions) nature” (Petrides and
Furnham, 2003, p. 39). Although EI determines a@®s potential and propensity to display
emotionally competent behaviors, the level of E€pliiyed shows how much of that potential
actually has been realized (Zeidner et al., 2084rordingly, being emotionally intelligent
does not guarantee that people display emotionahlypetent behaviors.

During service encounters, customers consider gmapi display of emotionally
competent behaviors (i.e., EC) more important ttheer potential to behave in emotionally
competent ways (i.e., El). Because we thus araesiied in the display of emotionally
competent behaviors, we focus on EC rather tharF&ithermore, displaying emotionally
competent behaviors assumes some degree of emotndeligence (Giardini and Frese,

2008; Kim et al., 2009), so our conceptual undeditay reflects both El and EC research.

43



Chapter 3

Salovey and Mayer (1990, p. 189) define EC as Stlieset of social intelligence that
involves the ability to monitor one’s own and osideelings and emotions, to discriminate
among them and to use this information to guidésotienking and actions.” The notion has
its roots in the concept of social intelligencestfidefined by Thorndike 1920, p. 228) as “the
ability to understand and manage men and womers bog girls—to act wisely in human
relations.”

Social psychology researchers assert that EC dgnermnifests itself as the
concurrence of behaviors, such that it represerdscand-order factor that comprises four
first-order emotionally competent behaviors (Maged Salovey, 1997). We describe these
four dimensions of EC both as they are defined—framinternal perspective—in social
psychology literature and as they pertain to custoperceptions of EEC during service
encounters. To detail customer perceptions of E&E,focus on observable emotionally
competent behaviors that matter to customers—#janierpersonal EC. In Table 3-1, we

summarize the dimensions of EC and their resped@fmitions from internal and customer

perspectives.
Table 3-1: Definitions of EC and EEC Dimensions
Internal perspective® Customer perspectivé
Intrapersonal EC Interpersonal EC Interpersonal EEC
Perceive Accurately identify Accurately identify Employee’s competence to
emotions emotions in oneself emotions in other people accurately observe customer
emotions
Use Use one’s own emotions This dimension does not [Employee’s competence to use
emotions to facilitate thought and  appear in Mayer and customer emotions to facilitate
assist reasoning by Salovey’s (1997) his/her thought and assist reasoning
directing emotions toward definition and by directing his/her emotions
constructive activities operationalization of EC  toward constructive activities]
Understand Understand one’s own Understand the emotions Employee’s competence to
emotions emotions of other people understand customer emotions
Regulate Manage one’s own moods Manage others’ moods  Employee’s competence to manage
emotions and emotions and emotions moods and emotions in customers
Notes:

& The definitions from the internal perspective cdnoen Mayer and Salovey (1997).
® The definitions from the customer perspectiveaatapted from Mayer and Salovey (1997).
°This is a speculative definition of customer petiars of employee competence to use customer ensotio
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First, the ability tgperceiveemotions refers to the accuracy with which peogémiify
emotions in themselves and others (Mayer and Sglol®@97). In service encounters, it
implies the competence of employees to discernoowst emotions according to their
language, appearance, and behavior. For exampgeculstomer is upset because an airline
check-in agent announces that his flight is caedellhat customer may consider it important
that she observe and perceive that he is upsetclistemer might recognize this employee
ability if the check-in agent says, “I perceivettilau are upset by the situation.”

Second, the ability tause emotionsmeans people can employ their emotions to
facilitate thought and assist reasoning, suchttiet direct their emotions toward constructive
activities. Thus they create certain kinds of eomwiin themselves and encourage themselves
to do better. They also direct their emotions isifpee and productive directions (Mayer and
Salovey, 1997; Wong and Law, 206%jor example, they might imagine a good outcome for
the tasks they take on and adopt a good mood sdhiacan persist in the face of obstacles
(Law et al., 2004; Schutte et al., 1998; Wong araav. 2002). In our service encounter
example, the airline customer might find it crucibht the check-in agent uses customer
emotions to encourage certain emotions and mooksrirthat will help him face the obstacle
(e.g., “Once we board, the flight attendants wélghyou with anything you need”). In this
example, the employee elicits pleasant emotionkeep the customer optimistic about
overcoming the frustrating situation.

Third, with the ability tounderstandemotions, people understand both their own and
others’ emotions, how these emotions shift oveetihow they differ, and which emotion is
most appropriate in any given context (Mayer anid\&gy, 1997; Salovey and Mayer, 1990).

In service encounters, employees should be ablectignize customer emotions and interpret

® This dimension appears most relevant for intrapeakEC (i.e., ability to use one’s own emotiotdwever,
it may be less applicable in a service encountetect, because the customer may not see or atbethe t
employee’s ability to use his or her own emotioosstructively. We examine this question in our datalysis
to determine its relevance in service encounters.
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their causes. Thus our airline customer might abersit important that the check-in agent
indicates something like, “I totally understand wingu feel anxious about getting to the
destination in time.”

Fourth, an ability toregulate emotions refers to managing one’s own and others’
moods and emotions. In service encounters, empgogieeuld manage customers’ emotions
by moderating their negative emotions and enhanitiag pleasant ones, without repressing
or exaggerating the information that these emotimay convey. Thus the airline customer
might value the techniques a check-in agent usesguate his emotions, such as reassuring

him (“I know this situation is frustrating, but fg@mise everything will be okay soon”).

3.3 Review and assessment of existing EC measures

In Table 3-2 we provide an overview of severalnmstents designed to measure EC
and its dimensions, which fall into two categoripsrformance tests and scales. Performance
tests measure EC by asking the person to solvelgmnsb(e.g., identify the emotion in
another’s face), for which only one unique (coryectution exists (e.g., Kidwell et al., 2011,
Rode, Mooney, Arthaud-Day, Near, Baldwin, Rubing &@ommer, 2007). In the performance
test developed by Kidwell and colleagues (20013poadents consider a situation (e.g.,
“Matthew works best when his supervisor lets himthings the way he believes is best”),
then respond to a question (e.g., “How did Matthie®l when his supervisor began to
micromanage his activities?”) according to five gmlected answers (e.g., pleased,
disappointed, relaxed, frustrated, and gquilty). réhas one best answer: frustrated.
Performance tests do not measure actual behavioather the potential a respondent has to
display emotionally competent behaviors.

Scales instead assess EC using a list of questionghich the respondent agrees to

varying degrees. These scales might be self-reppantenot. Self-reported EC scales actually

46



Employee Emotional Competence: Construct Conceipatain

and Validation of a Customer-Based Measure

ask employees to provide their perceptions of tlkeemotional self-efficacy across all life
situations (Petrides, Pérez-Gonzalez, and Furnt20@7). Such scales have two further
drawbacks: (1) They are subject to social desitgbilaking, and response distortion (Day
and Carroll, 2008), and (2) people tend to holdrigviavorable views of their own abilities,
such that they may have difficulty recognizing theein incompetence (Kruger and Dunning,
1999). Law, Wong, and Song (2004, p. 494) callthar “development of scales that do not
rely on self-reports,” such as those that ask paessipervisors to report on others’ EEC (e.g.,
Law et al., 2004; Wong and Law, 2002), often oreaggal level according to the totality of
their work-related interactions. However, theser @aal supervisor evaluations of EEC also
may be biased, whether by excessive strictnesxagssive leniency. For instance, when
supervisors evaluate subordinates’ performanceeterchine how to allocate rewards, they
may manipulate the appraisal system (PrendergdstTapel, 1993). If peers and supervisors
do not actually observe employees during serviteractions, they cannot determine if they
demonstrate emotionally competent behaviors. Furtbee, self- and other reports vyield
different information and low correlations (Law at., 2004). The correlation between
supervisor and employee evaluations of the EEC iighas low as .38 (Law et al., 2004).
Because we are interested in the display of emalliypcompetent behaviors during discrete
service encounters, we believe the customer ibedle evaluator of the presence (or absence)

of emotionally competent behaviors.
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Chapter 3

Although customer evaluations of employee behawtgarly are key determinants of
customer evaluations of the service encounter §esimnan, 2010), we are not aware of any
studies that have asked customers to report on EB€lack of such studies may be in large
part due to the existing conceptualization of EE®@f an internal perspective. We consider
several existing EC scales next, which demonstridiat they are difficult to apply when
capturing customer evaluations of EEC in serviamanters.

The first three scales in Table 3-2 (i.e., ECI, EQElque) include many items
(between 72 and 153) and do not feature a wellggededefinition of EC. Bar-On’s (1997)
EQ-i scale provides an overall EC score and scéwesfive EC dimensions, with 15
subscales. Despite its widespread use, it is matr ¢clow each of the dimensions in this scale
relates conceptually to EC. Furthermore, EQ-i idel several unrelated subscales (e.qg.,
reality testing) and neglects some relevant dinmss(e.g., emotion perception) that appear
in Mayer and Salovey’s (1997) definition of EC. Base the EQ-i measure encompasses a
broad conceptualization, it does not appear pdatilgu helpful in diagnosing employee
behaviors in service encounters. The ECI, develdyyeBoyatzis, Goleman, and Rhee (2000),
is popular in human resources management literalurte lacks scientific validity; for
proprietary reasons, its developers have not atfootber researchers to evaluate the ECI.
Thus, few independent, peer-reviewed assessmerits mdliability and validity have been
undertaken or published (Conte, 2005).

Two other scales of EC suffer limitations in terofsheir use in service encounters.
The SSRI measure, developed by Schutte and cobdsa@®98), measures EC in general in
people’s private lives (e.g., “emotions are onehef things that make my life worth living”).
Therefore, the items cannot demonstrate employ&€%’in discrete service encounter
contexts. In addition, we have no clear informatout the dimensionality of this scale. The

WLEIS measure (Wong and Law, 2002) is short, exhigood psychometric properties, and
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relies on self-reports by the employee. Adaptatiointhe WLEIS allow its use by peers and
supervisors, by modifying the wording (e.g., repigc’l really understand what | feel” with
“The employee really understands what he/she feels’en with these advantages though,
the use of WLEIS to assess EEC during customeragyaplinteractions can be problematic
for two reasons. First, customers may have diffieslin assessing several dimensions of this
measure, such as the employee’s ability to apphasser her own emotions (e.g., “the contact
employee really understands what he/she feelsor8k the measure excludes some relevant
dimensions of EC. For example, the ability to reg¢gilothers’ emotions is a key element of
EC but does not appear in the WLEIS measure.

In summary, a review of leading instruments useahéasure EC suggests a need for a
short, reliable, and valid customer-based meastireE& that applies to discrete service

encounters. We therefore attempt to develop suunkasure.

3.4 Developing a customer-based measure of EEC

To develop a reliable, valid, customer-based measfirEEC, we adopt the scale
development process recommended by Netemeyer, &gaahd Sharma (2003), which
consists of five stages: (1) specification of tlemstruct domain through a literature review
and qualitative study, (2) item generation and fieiion of content validity, (3)
guestionnaire development and data collections¢&)e purification, and (5) assessment of

scale reliability and validity.

3.4.1 Stage 1: Specifying the construct domain
To develop a customer-based measure of EEC, we iegdncommonly cited
definitions and measures of EC in social and ogginal psychology literature (see Table

3-2). As a starting point, we used Mayer and SalevE€l997) definition of EC. Recall that
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their conceptualization, which we have adapted dpture the customer perspective on
employee behaviors in service encounters, incluibes dimensions:perception use
understandingandregulationof customer emotions.

In a qualitative study, we then pursued four oliyest Explore which aspects of EEC
are salient for customers during service encountevestigate whether there is support for
the four-dimensional structure of EC applied to tach employees, identify potential new
dimensions that do not emerge from the literatergesv but that may be salient in service
encounter contexts, and generate items for eackrdiion (Churchill, 1979). We conducted
in-depth interviews with 13 respondents, recruttedugh a network of acquaintances, which
is more than the recommended minimum of eightnaéspondents (Calder, 1977). Care was
taken to select respondents who varied in theidgenage, and education level and who
displayed relative heterogeneity in their use atise types and providers. Each interview
lasted 60-90 minutes, and all interviews were medrand transcribed. Respondents
described employee behaviors during one or twaewdfit service encounters in which they
had experienced negative emotions, such that whegat detailed descriptions of 18
encounters. These emotionally charged service ememuwere our focus because they are
more likely to (1) elicit specific emotional nedtist require the attention of employees (Price
et al., 1995a), (2) be memorable for the custorReic¢ et al., 1995b), and (3) influence
important outcomes, such as overall satisfactiom¢€& 2007). In addition, when something
goes wrong during an emotionally charged serviceoenter, the customer often pays
considerable attention to the employee and theicgemrocess (i.e., how the employee
handles the situation and responds; Parasuramd).201

After describing the service encounter in whichythead experienced negative
emotions, respondents explained their emotion& $tefore, during, and after the encounter,

as well as why they experienced these emotionsn Weeasked the respondents to evaluate if
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and to what extent the employee displayed emotiprampetent behaviors and the impact
of the presence or absence of these behaviors ersdfvice encounter experience. The
reported encounters occurred any time from a fewthsoprior to the interview to more than

20 years prior. Most of the services cited werenlyigntangible and complex and involved

high consumer stress (e.g., medical services).

To analyze the interview data, we used a two-stagéent analysis. First, we read and
examined the transcripts several times, highlighéiny key phrases. The goal was to identify
recurring thoughts, ideas, and perceptions that eespondent had when discussing EEC or
related concepts (Dagger et al., 2007; GremlerGnuohner, 2000). Second, we identified key
responses related to the dimensionality of EECitntklationship with customer outcomes,
such as satisfaction and behavioral intentions.

In the content analysis of the transcripts, we tbsapport for a three-dimensional
structure of EEC, as the statements in Table 3R ate. The respondents were aware of and
considered important the abilities of employeepéoceive (e.g., “She recognized [by] the
tone of my voice that something wrong was going)oaiderstand (e.g., “It was important to
me that the doctor ... understood why | was so arX)pand regulate (e.g., “She really tried
to manage the nervousness among the passengeeg”)ethotions. The respondents also
could distinguish among these three dimensions;esemen reported employee competence
on one dimension (e.g., “The secretary has withshaubt perceived my emotions”) but
incompetence on others (e.g., “The secretary faitednderstand my emotions ... and to

make me feel better”).
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Table 3-3: lllustrative Comments Regarding Employed=motional Competence
from In-Depth Interviews

Ability to perceive customer emotions

| didn’t have the impression that this specialstgeived the extent to which | needed to be
reassured. (Woman of 60, discussing a hematologist)

This architect didn’t notice the way | was behavimpich should have indicatgthat | was
not at all in favor of his project. (Woman of 31salissing an architect)

She recognized by the tone of my voice that somgtiwrong was going on. (Man of 46,
discussing a dentist)

For, me, it was important that my dentist perceingdemotions. When he saw that | was
worried, he explained me what he would do to stiheeproblem to reassure me (Woman
of 47, discussing a dentist)

Ability to understand customer emotions

It was important to me that the doctor fully listeito my story to understand why | was so
anxious. He could have had all the medical inforomabheeded just by looking at the blood
analyses. However, by looking at the blood analyseould not have perceived that |
was anxious nor understood why | was so anxiousn(@h of 60, discussing a
hematologist)

I had the impression that the call centre openats attentive to my emotions. Besides, he
told me that his colleague who will take care of cage was a mother and that she could
perfectly understand what a mother can feel wherchidd is sick. (Woman of 49,
discussing a call centre operator in an insuranogany)

I need to feel understood by my doctor, to feelate because it is a relationship based on
trust. | need to feel that | can tell her whatdlfehink, and experience because she can
listen to and understand it (Woman of 42, discugainloctor)

Ability to regulate customer emotions

She really tried to manage the nervousness amengassengers of the airplane as much as
she could. (Woman of 35, discussing an air fligteradant)

It's really important that the dermatologist isabd reassure me. (Man of 30, discussing a
dermatologist)

He looked severe and austere. He didn’t reassuréimasked me to lie down on the table
but he didn’t ask meahy] questions at all! At that moment, | thought: feeedn’t fit me at
all; it is not what | expect from an osteopath. @od osteopath has to have the capacity to
guess my emotions, to feel my emotions, and to dsinate empathy. (Man of 50,
discussing an osteopath)

| was totally panicked because my flight was cdedednd there was no flight left. The
check-in agent tried to make me forgetting my pa8iee reassured me by demonstrating
compassion. | was really relieved to meet her beedwas unhopeful. (Woman of 22,
discussing a check-in agent)
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We did not find support for the fourth dimensiommrely, the use of emotions. The
original definition of this dimension refers to riapersonal EC (see Table 3-1), so perhaps it
should not be surprising that it did not emergeum study. Customers are more likely to
observe and value interpersonal EC than intrapats@C. This dimension also is
conceptually redundant with the three other dimamsi(Joseph and Newman, 2010),
particularly the regulatiordimension, and lacks empirical support for its &xise as a
separate dimension (Giardini and Frese, 2006; @ig2@05; Palmer, Gignac, Manocha, and
Stough, 2005; Rossen, Kranzler, and Algina, 2008).

Our analysis of the qualitative data, as summarigebable 3-3, provides support for
a three-dimensional structure of EEC: (1) perceptd emotions, (2) understanding of
emotions, and (3) regulation of emotions. Guidedhby review of the EC literature and its
relation to employee behaviors in service encosntgs well as the findings of our qualitative
study, we therefore define EEC as customer pemeptof employees’ abilities to perceive,
understand, and regulate customer emotions in \@ceeencounter to ensure harmonious
encounters. In the next stage, we develop itemsa fmustomer-based EEC measure that uses

this definition.

3.4.2 Stage 2: Generating scale items and establishingteat validity

From our literature review and qualitative studye generated a list of items that
might capture the three dimensions of EEC fromctiigomer’s perspective. In particular, we
identified existing measures of EC and selected astabpted them to refer to employees’
ability to perceive, understand, or regulate otpeople’s emotions. We also asked the
respondents from the qualitative study to iden@ifgployee behaviors that were observable
and demonstrated an employee’s ability to perceiwggerstand, or regulate customer

emotions.
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In total, we generated a list of 80 items, whichtiven examined for content validity,
or “the degree to which elements of a measurementedevant to and representative of the
targeted construct for a particular assessmentogeip(Netemeyer et al., 2003, p. 86). To
accomplish this task, we provided 11 scholars, (dectoral candidates and professors from
psychology and marketing departments) with ourniéfin of EEC and its three dimensions
and instructed them to rate the conciseness, r@m@Es/eness, specificity, and clarity of each
item (DeVellis, 2003; Netemeyer et al., 2003). Tise of experts to assess the adequacy of a
scale’s domain is common practice in marketing .(e$weeney and Soutar, 2001);
traditionally, at least ten experts should evaluae content validity of a new scale (e.qg.,
Spake, Beatty, Brockman, and Crutchfield, 2003)r ©xperts qualitatively (i.e., written
reports of the conciseness, specificity, and claot each item) and quantitatively (i.e.,
evaluation of the representativeness of each itena dive-point Likert scale) assessed the
items (Netemeyer et al., 2003). Thus we identifieths that needed to be deleted or refined.
Items deemed unrepresentative by two or more exjad/or called lengthy, nonspecific, or
unclear by at least one expert in the written repare deleted. Thus we deleted 33 items,

leaving a refined item pool of 47 items.

3.4.3 Stage 3: Developing the questionnaire and collegtitata

To assess the adequacy of the remaining items,onstracted a questionnaire that
asked respondents to think about an emotionallyrgelta service encounter they had
experienced and respond to questionnaire itemst abaiuspecific encounter. All information
was collected anonymously, to encourage respondestsare personal or intimate situations
(e.g., service encounter with a physician). We #&ebpgthe common practice of using
convenience samples (Bougie, Pieters, and Zeelgnt#803; Menon and Dubé, 2004;

Schoefer and Diamantopoulos, 2009). With two déifér samples, we collected 144
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questionnaires from college students and 167 friaffi members of a business school. After
removing unusable questionnaires (i.e., more tla# Missing values, (Hair, Black, Babin,
Anderson, and Tatham, 2006)), we retained 112 asgéstionnaires from the students and
135 from the staff members (n = 247). The meanaigbe respondents was 34 years, and
66% were women. On average, the reported incidgopdned 1.5 years prior, lasted some 30
minutes, and featured a male service employee # 66 cases. Six sectors accounted for
75% of the reported critical incidents: medical vems (29%), retailing (16%), public
services (10%), home repair services (8%), hoedtdurants (7%), and banking/insurance
services (5%). Finally, face-to-face interactionserev the most frequent type of
communication represented (82%), compared with e#evoice (17%) or e-mail (1%)
interactions.

The data collection relied on an online questiorewiith the set of 47 EEC items that
remained after Stage 2. The instrument aimed tocsureahe three identified dimensions of
EEC. To support assessments of discriminant andigtnee validity of the construct, the
respondents also responded to a series of additterrss.

Specifically, to assess discriminant validity, weluded measures of two dimensions
of employee interpersonal abilities—employee empathd employee assurance—from the
SERVQUAL scale (Parasuraman, Berry, and Zeitha®®1). We also included measures of
customer perceptions of the ability of employeegdtablish rapport (Gremler and Gwinner,
2000) and employee positive and negative affegti(iVatson, Clark, and Tellegen, 1988);
each of these constructs relates to but is conaltyuistinct from EEC.

To evaluate predictive validity, we included coments of the service encounter
experience, operationalized as “the service eneowrid/or service process that creates the
customer’s cognitive, emotional and behavioral oases which result in a mental mark, a

memory” (Edvardsson, 2005, p. 129). These compsnamiude measures of encounter
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satisfaction (van Dolen et al., 2004), positive aedative emotions (van Dolen et al., 2004),
and loyalty intentions toward the company (Zeithatél., 1996). We also included measures
of affective commitment (Gruen, Summers, and Ac2000; Verhoef, 2003) and loyalty

intentions toward the employee, adapting measuws Patterson and Smith (2003) and
Zeithaml, Berry, and Parasuraman (1996). This feell of items enabled us to capture
situations in which respondents might have diffae¢oyalty to the company versus toward

the employee. We used seven-point Likert scaleshidiscriminant and predictive validity

measures (see Appendix C). For each measure, eetextlat least three items but excluded
reverse coded items, for length and validity reasofhe descriptive analyses show that
skewness and kurtosis are limited and for most steme less than |2|, in support of the

normality of our data.

3.4.4 Stage 4: Purifying the scale with exploratory andrdfirmatory factor analyses

Before conducting an exploratory factor analysi® tested for invariance in the
measurement model across the two samples (studedtsemployees) with a multigroup
analysis Byrne, 1998 in LISREL (Joreskog and Sorbd®®3). This analysis enables us to
determine if the measurement model depends on mdspb characteristics (i.e., student
versus employee). To establish a baseline, we aiseddel with all measurement parameters
constrained to invariance; then we relaxed the tcaims$ for each indicator, one at a time, to
determine if doing so resulted in a significantre@ase in the model's chi-square value.
However, we observed no significant chi-square eatgrease. Therefore, the samples can be
aggregated, because the measurement model doégdfapisignificantly between them. An
inspection of interitem correlations resulted ie tiemoval of eight items with correlations

below .40. In total, we retained 39 items aftes #malysis.
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We conducted an exploratory factor analysis in SR88 these 39 EEC items to
explore the dimensionality of the scale and redheenumber of items in the scale further,
such that the remaining items would maximize exydivariance and the scale’s reliability
(Netemeyer et al., 2003). Because a principal corapts analysis mixes common, specific,
and random error variances, we used principalfaxioring instead (Netemeyer et al., 2003).

To identify the number of factors, we relied on Hueee plot test and determined the
amount of variance explained. Both the scree gsit and the amount of variance explained
suggested a three-factor structure, accountingg@v% of the variance. To facilitate the
interpretation of the factors and ensure the itetention and deletion decisions were
meaningful, we rotated the factors. The goal ofeaploratory factor analysis for scale
development is to determine the degree to whichipteldimensions correlate, so we used an
oblique rotation method (direct oblimin) (Netemegéeal., 2003).

After undertaking a three-dimensional principalsafactor analysis with the 39 EEC
items and oblique rotation, we perceived a thresfapattern. In line with the procedure
suggested by Netemeyer, Bearden, and Sharma (2003)ndertook an iterative deletion of
23 items that had low loadings (<.50) and/or lownowunalities (<.50) (Hair et al., 2006).
Thus 16 items remained. A final exploratory priradipomponents analysis of the reduced set
of 16 items revealed a clear three-factor pattbat explained 74.4% of the variance (see

Table 3-4).
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With this 16-item EEC measure, we used the dattbosgimpare a series of alternative
models in LISREL (Joreskog and Sérbom, 1993), egipip confirmatory factor analyses,
which are commonly accepted methods to test anfircoscale dimensionality (Netemeyer
et al., 2003). Specifically, we compared:

* A one-factor model;

» A two-factor model that combines perception andansidnding of customer emotions
into a single dimension (i.e., appraisal of custoer@otions) and adds regulation of
customer emotions, noting that emotion appraisal em@ompass the ability to both
perceive and understand other people’s emotions @taal., 2004); and

* A three-factor model.

The results of this comparison, as we detail inl@&@s5, support the proposed three-
factor solution of employee perception, understagdand regulation of customer emotions.
Not only does this model have the lowgsi(234.21), highest goodness-of-fit index (GFI =
.89), highest normed fit index (NFI = .92), andHhegt confirmatory fit index (CFI = .95), it
also has a good root mean square error of apprawimERMSEA = .075). The results of the
confirmatory analysis for the three-dimensionalsture in Table 3-4 show that all items load
at least at .63 on their respective constructsh &itminimum t-value of 10.48. For newly
developed scales, factor loadings greater than awb generally considered reasonable

(Netemeyer et al., 2003), and loadings above .&0exjuired for well-established scales.

Table 3-5: Comparative Analysis of Alternative Modds

Model ¥2 Degrees of Goodness-of- Root Mean Square Normed Fit Comparative Fi
Freedom Fit Index Error of Approximatior  Index Index
One-factor 2176.33 104 .46 292 .54 .56
Two-factor 602.77 103 .76 144 .82 .85
Three-factor 234.21 101 .89 .075 .92 .95
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3.4.5 Stage 5: Assessing reliability and validity

We find strong support for the reliability of ouEE scale. Composite reliability is .94
for each of the three EEC dimensions, and the b alphas for perception,
understanding, and regulation of customer emotarnes.91, .91, and .93, respectively (see
Table 3-4). Construct validity, which refers to ¥havell a measure actually measures the
construct it is intended to measure” (Netemeyet.e2003, p. 11), comprises three important
components: convergent, discriminant, and predictadidity.

Convergent validity is “the extent to which indedent measures of the same
construct converge, or are highly correlated” (Netger et al., 2003, p. 86). As we show in
Table 3-6, our EEC measure attains convergent itiglitbecause the average variance
extracted (AVE) clearly exceeds .50 for all dimensi, ranging from .83 to .92 (Fornell and
Larcker, 1981). We further test for the convergeatidity of the three dimensions by
examining their correlations, which range from 88.57 (see Table 3-6). This analysis
supports the convergent validity of the scale, bseathe dimensions share a moderate

proportion of variance.
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Discriminant validity refers to “the extent to whianeasures diverge from other
operationalizations from which the construct isaaptually distinct” (Netemeyer et al., 2003,
p. 86), and we assess it in two ways. First, wesssthe discriminant validity among the three
dimensions of EEC. For each pair, we check thatdtpgare root of the AVE of each
dimension is greater than the correlation betwegntavo dimensions. This requirement is
met for all pairs of dimensions, and the square odohe AVE ranges from .83 to .92, which
consistently exceeds the correlation values (maxinuorrelation = .57, see Table 3-6).
Second, respondents reported their perceptions noployee assurance and empathy
(Parasuraman et al., 1991), rapport (Gremler anah®x, 2000), and employee positive and
negative affectivity (i.e., extent to which a perdeels enthusiastic versus sad) (Watson et al.,
1988), and we used these responses to evaluathsttraninant validity of EEC with other
related constructsAgain in terms of Fornell and Larcker’s (1981itenion, we find that for
all pairs of constructs (i.e., between each dinensif EEC and all other related constructs
used to test discriminant validity), the squaretrobthe AVE exceeds the correlations,
ranging from .78 to .94. Thus we have good evidasfcdiscriminant validity (Hair et al.,
2006).

The predictive validity of a measure is defineditas“ability to effectively predict
some subsequent and temporally ordered criteridetdmeyer et al., 2003, p. 86). Therefore,
we estimated a model in LISREL in which the indegemt variable was EEC and the
dependent variables were positive and negativeoowest emotions after the encounter
(Hennig-Thurau et al., 2006; Schoefer and Diamamitys, 2008b), affective commitment to
the employee (Moorman, Zaltman, and Deshpande,)196&/ice encounter satisfaction (van
Dolen et al., 2004), and customer loyalty toward tompany and employee (Oliver, 1999;

Zeithaml et al., 1996) (see Figure 3-1). We chb®ssé dependent variables to represent key

* For a comparison between EEC and other relatestumts, see appendix A
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components of the service encounter experiencesethvariables also are influenced by

customer perceptions of employee behaviors (ergm@r and Gwinner, 2000).

Figure 3-1: Structural Equation Modeling Results

Positive Emotions

59 (3.44)

Negative Emotions

-21(2.13)

Affective
Commitment

76 (4.28)

Encounter
Satisfaction
.81 (4.33)
Loyalty Intentions
Toward Company

33(3.20)

Loyalty Intentions
Toward Employee

.66 (4.16)
Notes: The numbers are path coefficients, and-tladues are in brackets.

Employee
Emotional
Competence

All the dependent variables relate positively andniicantly to EEC (path
coefficients range from .33 to .81), with the examp of negative emotions after the
encounter, which is negatively predicted by EECHpaoefficient = —.21). Therefore, our
EEC measure meets the requirements for predictilidity, because EEC correlates strongly
with customer emotional responses, affective comeniit, service encounter satisfaction, and

loyalty intentions toward the employee and company.
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3.5 Discussion

The role of customer emotions in service encourtiassreceived greater attention in
recent service literature (Mattila and Enz, 2002%t little attention has focused on
understanding which employee behaviors and atstmight enhance customer emotions and
evaluations during service encounters. We focusemployee emotional competence, a
construct that thus far has remained underexplioredrvice literature.

Despite recognition that EEC can be important irvise encounters, the effective
diagnosis and management of service encounterbdeas hampered by the absence of (1) a
conceptualization of EEC that is appropriate faviee encounters; (2) a concise, customer-
based measure of EEC; and (3) an evaluation oinpact of EEC on customer perceptions
during service encounters. Customer perceptionsngbloyees during service encounters
largely determine customer satisfaction and loydBjytner, 1990), so we contend that
customer perceptions of EEC are of utmost impogahtcontrast with previous EEC studies
with an internal perspective, we espouse a cust@ugpective of EEC and develop and
validate a customer-based measure that predictsbles of great interest to service
managers.

We define EEC as customers’ perceptions of empkyadilities to perceive,
understand, and regulate customer emotions in \@ceeencounter to ensure harmonious
encounters. With the measure we propose, custoraerassess EEC in service encounters;
this measure achieves discriminant, convergent, @edictive validity. Thus, customers
evaluate EEC on three conceptually and empiricdilstinct dimensions that refer to
employees’ abilities to perceive, understand, agllate customer emotions. Perception of
customer emotions reflects whether customers eeliee employee can identify emotions in
these customers, based on the language they @seafipearance, and their behavior. This

ability is crucial, because the emotions custonegress convey information about their
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needs (Schwarz and Clore, 1983). The second diomnginderstanding of customer
emotions, refers to an employee’s ability to reéogrand interpret the causes of customers’
emotions. That is, employees must not only percein®tions but also understand their
meaning. Finally, regulation of customer emotioefers to the employee’s ability to manage
emotions by mitigating negative feelings and eniranpleasant ones among customers.

We do not find support for the use of emotions digsien, which social psychology
literature defines as the ability to use emotiangacilitate thought and assist reasoning, as
well as direct emotions toward constructive adegit We consider two reasons we failed to
find support for this dimension. First, unlike tbiher three dimensions of EC, which include
both intra- and interpersonal perspectives, theaisemotions only relates to intrapersonal
EC. Thus its application to a service encounter rhaydifficult, because an encounter
inherently assumes some interpersonal componaemy the customer perspective. Second,
this dimension may be redundant with the other dsrans, particularly the regulation of
emotions (Giardini and Frese, 2006; Gignac, 20@®bmEer et al., 2005; Rossen et al., 2008).
In previous studies, use of emotions may be sira@irategy to regulate emotions.

In addition, our study shows that EEC influenceg kariables of interest of service
managers, such as affective commitment to an eraplaservice encounter satisfaction, and
loyalty to the employee and company. These varsalslee key outcomes for a service
encounter, and the service encounter is key intioge@verall customer perceptions of the
service firm Bitner, 1990. Therefore, customer pptons of EEC during service encounters

should merit additional attention from both resbars and practitioners.

3.5.1 Research implications

By conceptualizing and measuring customer perceptiof EEC in a service

encounter context, this study builds a bridge betwsocial and organizational psychology
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and service literature. Service researchers thukaae had to rely on definitions and scales
developed by psychologists, all of which use aarimdl perspective, to predict organizational
outcomes. Our conceptualization and measure cotgslio service literature by providing a

means to define and measure EEC specifically miceencounters. Our scale also offers a
potential independent variable for researchergasted in predicting customers’ emotional,

cognitive, and behavioral responses to servicelgriecs. By enabling researchers to examine
the effects of EEC in service encounters, we p@wadieeper understanding of the employee
behaviors that are more likely to elicit favorablestomer evaluations. Further studies should
continue to deepen our understanding of the rolEEE in service encounters, such as by
investigating the outcomes and drivers of EEC.

Although EC and technical competence are often ematp(e.g., “this physician is
technically competent and highly intelligent butdaes not have any emotional sensibility”),
there is limited understanding of how these twaetypf competencies interact. Does EC need
to be combined with other specific abilities, suaf technical competence, to enhance
customer perceptions of the service encounter expms? What happens if an employee has
high (versus low) technical competence but low gusrhigh) EC? What impact do the two
types of competence have on a customer’'s serviceueter experience? Answers to such
questions would provide service managers with palcadvice for managing encounters. A
design that manipulates employee competencies dmil@articularly useful for gaining a
better understanding of employee behaviors tha&ctaifustomer perceptions during service
encounters.

Further research also could investigate the sped&haviors employees might
demonstrate so that they ensure they are percas/edhotionally competent by customers. In
turn, managers can better train their employeeisiagay these behaviors, which then should

improve the customer experience in service encosinte
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3.5.2 Managerial implications

Because employees that perceive, understand, ayjufate customer emotions are
more likely to fulfill customers’ emotional needsarthg service encounters, our measure of
EEC contributes to managerial practice in at |¢hste ways. A measure of EEC enables
managers to (1) observe and assess EEC in senoeirgers, (2) determine the correlation
of EEC with outcomes of interest, and (3) use EE€cruitment and training processes.

Studies in organizational psychology have demotestrahat EC can be taught,
learned, and improved through training (e.g., Kotgb al., 2011; Nelis et al., 2009). We
further show that EEC can be observed and assésssivice encounters. Managers who
want to improve the EC of their employees thus &y on scientifically validated training
programs (e.g., Kotsou et al., 2011). Our measutiénes EEC at the dimensional level, such
that service managers can measure employee stseagthweaknesses more precisely and
use this knowledge to design training to overconi®C BEweaknesses. For example, if an
employee earns a low score on her perception abees emotions, she should undergo role
playing exercises and observations of the physicébgigns of emotions to improve her
capabilities on this dimension. Service managersaao use our scale to track EEC over
time and across employees. By tracking EEC ovee fion example, service managers gain
insight into the returns on training, accordingatoustomer perspective.

Because our findings demonstrate that EEC corselat#th crucial customer
outcomes, such as customer satisfaction and IqQysd#tyvice managers need to encourage
employees to identify emotions on the basis of asts’ language, appearance, and
behavior (i.e., perception); recognize those emsti@nd interpret their causes (i.e.,
understanding); and manage customer emotions byratiag negative ones and enhancing
pleasant ones (i.e., regulation). In so doing, ey improve interactions with customers and

customer evaluations, such as affective commitrardtservice encounter satisfaction.
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Finally, EEC should be considered during employsguitment. A meta-analysis of
employee selection methods suggests that the bestgures combine cognitive tests with
work sample or personality tests (Hunter and Schmi@98), but no existing scale has been
available to determine a job applicant’s abilityperceive, understand, and regulate customer
emotions during service encounters. Service masagayht assess candidates’ EEC through
role playing, such that the applicant must assumeadle of an employee serving a customer
who is experiencing negative emotions. At the ehthe role play, both the person playing
the customer and observers should complete the E&ale, which should reveal the

applicant’s ability to perceive, understand, argliate customer emotions.

3.5.3 Limitations and further research

As does any study, this research contains sevienghtions that suggest potential
avenues for research. As recommended by Netemd@garden, and Sharma (2003),
additional studies should confirm the validity ofiroproposed EEC instrument. Our
understanding of EEC implies that it has the paaémd affect customer evaluations of the
service encounter experience in various servicewgrters. However, caution should be taken
with regard to causality. We used cross-sectioath énd a nonexperimental design, so we
cannot make causal inferences from the resultsiostudy.

Similarly, inferences of generalizability demanduttan. We do not know if our
findings generalize to all service encounters. Qudy refers to emotionally charged service
encounters; additional research therefore couldestigate the role of EEC in more
“traditional” service encounters (i.e., weakly anemotionally charged service encounters)
and/or hedonic service settings (e.g., visit toadliivess center). In the emotionally charged
service encounters we studied, our respondentsrierped negative emotions. The drivers

and outcomes of negative emotions clearly diffemfrthose of positive emotions, so we call
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for research that focuses on the role of EEC iviserencounters when customers experience
intense positive emotions.

To overcome the limitations of the present study nfurther investigate the role of
EEC, the next chapter investigates in an experiatesitidy the role of EEC compared to

employee technical competence in emotionally clthsggvice encounters when bad news is

delivered.
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4 DELIVERING BAD NEwS TO CUSTOMERS: THE ROLE OF EMPLOYEE

EMOTIONAL AND TECHNICAL COMPETENCIES IN EMOTIONALLY CHARGED

SERVICE ENCOUNTERS

Abstract

Service encounters can be emotionally charged fstomers for example when ret

employees have to deliver bad news to them. Ligtknown about which and to what extent

employee competencies are valued by customers uhdse circumstances. This study

examines main and interaction effects of two inflied and frequently cited competencies—

employee emotional competence (EEC) and employelenieal competence (ETC)—an

negative customer emotions, rapport, and encoustgisfaction. The results of an

experiment suggest that EEC moderates the effeBiT@ on customer outcomes such

as

negative emotions, rapport, and encounter satiesfacDur results suggest managers should

provide their employees with training to improveeithemotional competence since

strengthens the impact of ETC on customer expeziancemotionally charged servigce

encounters; managers cowtso screen new employees on these competenciesigan

hiring better qualified staff.

Keywords Emotional competence, technical competence, negatustomer emotions,

emotionally charged service encounters, rappomgjceencounter satisfaction

it

Parts of this chapter have been submitted as:

Delcourt, Cécile, Allard Van Riel, Marcel Van Bilga, and Dwayne D., Gremler (2011), "
Delivering Bad News to Customers: The Roles of Eayg¢ Emotional and Technical Competenci
in Emotionally charged Service Encounters," suladitoJournal of Retailingn October 2011.
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4.1 Introduction
4.1.1 Context

Creating a superior customer experience is onehefmain objectives in today’s
business environments (Grewal, Levy, and Kumar920@athwick, Malhotra, and Rigdon,
2001; Verhoef, Lemon, Parasuraman, Roggeveen, sTsand Schlesinger, 2009): it builds
competitive advantage, and thus contributes to fperformance (Lusch et al., 2007).
Customer experience could be improved by betteragiag critical service encounters
(Parasuraman, 2010), particularly interactionsrauwhich customers feel negative emotions
(Du, Fan, and Feng, 2011; Grace, 2007; McColl-Kdgret al., 2009). Indeed, many contact
employees (e.g., retail employees, airline hostgssed call center customer service
representatives) have to deal with negative cust@mmtions, especially when they have to
announce bad news to customers (e.g., a prodsdidsout, not available, or not produced
anymore; a flight has been cancelled; a defectredyrt is no longer under warranty) (Berry
and Bendapudi, 2007). Such interactions—which dtenounavoidable and sometimes
critical—are quite likely to be emotionally chargémt customers and to produce harmful

effects on the customer’s experience.

4.1.2 Managerial motivation

Customers value appropriate employee responséeitontegative emotions, which in
turn can translate into higher customer satisfacthccordingly, retail businesses need to be
concerned with the management of those emotionsa@iMeand Dubé, 2000, 2004). To
compete through service, retail managers need tterbeinderstand which employee
competencies are more likely to (a) temper negatiwstomer emotions in emotionally
charged service encounters (e.g., when bad newsligered) and (b) enhance customer-

employee rapport (Gremler and Gwinner, 2000) and@Eencounter satisfaction.
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4.1.3 Academic motivation

Several studies have examined the relationshipdstvemployee attitudes, behaviors,
and competencies and customer evaluations of théceeencounter (e.g., Bettencourt,
Brown, and Mackenzie, 2005; Brown and Lam, 2008nMeand Dubé, 2000; van Dolen,
Lemmink, de Ruyter, and de Jong, 2002). Unfortugatamployee competencies in dealing
with emotionally charged service encounters hageived limited attention (e.g., Brown and
Kirmani, 1999; Grace, 2007). This is surprisingcsithese encounters are more likely to (a)
elicit specific customer emotional needs that rnexjthe attention of employees (Price et al.,
1995a), (b) be memorable for the customer (BauewiBratslavsky, Finkenauer, and Vohs,
2001), and (c) influence important outcomes of riggé to the firm such as customer
satisfaction (Grace, 2007). In emotionally chargedrice encounters, customers often watch
employee behaviors closely because “customers weaognition of the uniqueness of their
personal experience.aid foll providers to interact with them on the basishait emotional
state, rather than according to a standardizedts¢Rrice et al., 1995b, p. 87).

Empirical research about the role of employee cdemmes in responding adequately
to customer emotions (Menon and Dubé, 2000) artdnately, in affecting a customer’s
experience has emerged only recently (e.g., Dul.et2@11; Giardini and Frese, 2008;
Hennig-Thurau et al., 2006; van Dolen et al., 2004gnnig-Thurau et al. (2006) call for
further research on the role of employees in dgakith negative customer emotions. In our
study, employee competencies refer to “the degreghich one possesses the technical and
interpersonal skills required for a job” (Kim, Dgk Cooper, and Ferrin, 2006, p. 51).
Accordingly, an employee can create a positive @gegion in customers by appearing both
interpersonally and technically competent (Tedeschi and Norman, 1985). Prior rekea
suggests botremployee emotional competenfEEC)—a key component of employee

interpersonal competence—aanhployee technical competen&er C) are critical in dealing
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with customer evaluations of service encountergriBand Bendapudi, 2007; Giardini and
Frese, 2008; Grandey et al., 2005; Price et aBohP However, little is known about how
these competencies interact. More specificallyjrwestigate the potential moderating role of
EEC (Baron and Kenny, 1986) on the relationshipvbeth ETC and customer outcomes. We
thus investigate to what extent the presence of EfGences the strength of the effect of
ETC on customer evaluations of emotionally chargedvice encounters to help service
managers to better manage them. In this study,onsider that employees can be perceived
as emotionally competent to the extent that theyadae to perceive, understand and regulate
customer emotions (see Chapter 3) and as technioathpetent to the extent that they are

able to be efficient, accurate, and knowledgeaPéagsuraman et al., 1991).

4.1.4 Contribution

We contribute to the retailing literature by deyetm a model that represents the
effect of EEC and ETC on customer outcomes suafegative customer emotions, rapport,
and customer satisfaction. These key constructe hravely been included in research
examining critical interactions such as emotionalwarged service encounters. The use of an
experimental research design enables us to inedstithe cause-effect nature between
employee competencies and various customer outcohhés understanding will help retail
managers to engineer effective employee responsesnotionally charged service

encounters.

4.1.5 Approach
We first examine the central concepts of our studgmely, EEC and ETC—and
discuss customer outcomes of employee competengieservice encounters: negative

customer emotions, rapport, and service encouatesfaction. A theoretical framework—in-
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role and extra-role behaviors (Katz, 1964)—is usedevelop hypotheses. Next, we describe
the experimental design used. A two-way independ@ialysis of covariance (ANCOVA)
tests the relationships of the conceptual modeialfi, we present the findings and their

implications.

4.2 The role of employee competencies in service encoers
4.2.1 Employee Emotional Competence

A variety of interpersonal behaviors and competenaf contact employees have
been identified in the literature, including lisiteg behavior, communication skills, customer
orientation, negotiation, adaptive selling, andfiohmanagement (de Ruyter and Wetzels,
2000; Dean, 2007; Gwinner, Bitner, Brown, and Kun2005; Mumford, Campion, and
Morgeson, 2007), as well as emotional competencayéand Salovey, 1997). Emotional
competence is a key component of employee intespatscompetence—i.e., the ability to
build and maintain relationships and to influenti®eos (Hogan and Kaiser 2005; Mumford et
al. 2007). Emotional competence refers to a setnodtional abilities (Mayer and Salovey,
1997) which result in observable emotionally corepetbehaviors (Giardini and Frese,
2008). We define employee emotional competence JESCGemployee abilities to perceive,
understand, and regulate customer emotions dugngce encounters to ensure harmonious
interactions (see Chapter 3).

We have chosen to focus on EEC for three main rsadérst, EEC plays a key role
in the development and maintenance of social arlaliips (Lopes, Salovey, Coté, and Beers,
2005) and a protective role during conflicts withers (Lenaghan, Buda, and Eisner, 2007).
These direct consequences of EEC are key in bgildustomer satisfaction and loyalty
(Gremler and Gwinner, 2000; Schoefer, 2008). Moeeogocial relationships established

with customers serve as a switching barrier: custeammay fear the loss of social bonds with
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the employee if they were to change providers @Psdh and Smith, 2003). Also, employees
(i.e., salespeople) with higher levels of EEC hdeen found to be more effective at
customer-oriented selling, and are more likelyrtthuence customer decisions and generate
higher sales (Kidwell et al., 2011).

Second, customers can experience intense emotiamggd interactions with
employees (Du et al., 2011; Hennig-Thurau et d@Q6&)—especially in encounters during
which bad news is delivered (Berry and Bendapu@72. In such emotionally charged
encounters, tempering negative customer emotionsp®rtant because research suggests
that these emotions influence (a) customer evanoatof the encounter (Bagozzi et al., 1999;
Mattila and Enz, 2002) and (b) how customers imteraith employees (Puccinelli,
Goodstein, Grewal, Price, Raghubir, and Stewaf@920Customers in a good mood are more
likely to evaluate their service experience morefably whereas a bad mood prompts them
to evaluate the experience more negatively (Puliciek al., 2009). Customer emotions
provide employees with crucial information aboutithemotional needs (Mattila and Enz,
2002). It is suggested that employee behaviors—sscipositive emotional displays—are
crucial in tempering negative customer emotions €Dal., 2011). Therefore, employees with
higher levels of EEC should be better able to peeceunderstand, and regulate negative
customer emotions and ultimately to influence corgoevaluations of the encounter.

Third, EEC has elicited interest among social pelaly scholars and human
resources practitioners. However, EEC has recdinated attention by retail scholars even
though emotionally charged encounters require eyeel® to engage in emotionally
competent behaviors to adequately address custemetions and emotional needs (Price et
al.,, 1995b). Accordingly, EEC—being one particifarsalient type of interpersonal
competence for developing social relationships anildiencing others (Verbeke, 1997)—

should become an important aspect of the employesfermance.
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4.2.2 Employee Technical Competence
Employee technical competence has been describedmgdoyees’ abilities “to
complete the tasks in their areas of expertiseesstolly” (Madhavan and Grover, 1998, p.
6). Employees influence customer perceptions dfirtieal competence by being efficient,
accurate, and knowledgeable (Parasuraman et &@J1; 1Rarasuraman et al., 1985). For
example, employees are perceived as technicallypetent when they are methodically
organized (van Dolen et al., 2004). When custoregperience problems during the service
process, they frequently count on the employeerdwigle advice and information requiring
the “technical competence” (Madhavan and Grover98i9Moorman, Deshpandé, and

Zaltman, 1993) that they lack to solve their praideJohnson and Zinkhan, 1991).

4.3 Customer outcomes of employee competencies

Some service encounters are highly emotionallygdthfor customers (Grace, 2007,
Price et al., 1995a), such as for example servm®very encounters (Schoefer, 2008),
encounters with an obstetrician (Price et al., B99®ncounters with employees from an
insurance company after an accident, or encoutigtiag which bad news is delivered to
customers (Berry and Bendapudi, 2007). When empby&ve to announce bad news to
customers, this action can elicit intense negativmtions which, in turn, can influence the
customer’s experience. When the employee annowrasiews, we contend that employee
behaviors can make a significant difference. Fatance, in healthcare, several scholars
report that patients have significantly more negafivs. positive) feelings toward medical
staff when an employee delivers bad news in anproguiate (vs. appropriate) manner (e.g.,

Girgis and Sanson-Fisher, 1998; Ptacek and EberhE86). In the following section, we

®> While we use the teriechnical competend@adhavan and Grover 1998; Moorman, DeshpandéZatithan
1993) to contrast it with emotional competence,lileeature often refers to the concept as simpbnpetence’
(e.g., van Dolen, de Ruyter, and Lemmink 2004 technical skills’ (e.g., Berry and Bendapudi 208[&nnig-
Thurau 2004).
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focus on three major variables that have been shimvbe key in influencing customer
loyalty: negative customer emotions (Mano, 1999nbteand Dubé, 2000), rapport (Gremler
and Gwinner, 2000, 2008), and service encountesfaetion (van Dolen et al., 2004; van

Dolen et al., 2002).

4.3.1 Negative customer emotions

Emotion is “a mental state of readiness that ariem® appraisals of events.and
that] may result in specific actions to affirm or copéh the emotion” (Bagozzi et al., 1999,
p. 184). In this study we focus on negative custoemeotions because they are often present
in service encounters (McColl-Kennedy et al., 20@8non and Dubé, 2000) and because of
their potential harmful impact such as customersatisfaction, negative word-of-mouth
communication, and boycott of the firm (Grace, 2Q@¢Coll-Kennedy et al., 2009). While it
is recognized that employees can play a majorirotempering negative customer emotions
(Menon and Dubé, 2000, 2004), little is known abathich customer-perceived employee
competencies might temper negative customer enwtidiso, we focus on negative
emotions because of their dominance on individuzdied ‘negativity bias’ (Cacioppo and
Berntson, 1994, p. 413). Indeed, in most situatioregative emotions are more salient,
potent, and dominant than positive ones (Rozin Ragzman, 2001). Individuals have the
propensity to attend to, learn from, and use negaitnformation far more than positive
information (Vaish, Woodward, and Grossmann, 20@@holars suggest negative emotions
have more impact than positive ones, bad newoisegsed more thoroughly than good news,
and negative impressions are quicker to form ancemesistant to change than positive ones

(Baumeister et al., 2001).
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4.3.2 Rapport
Employees are often expected to have a smoothagiien and cultivate rapport with
their customers to positively influence customelgjments about the encounter (Giardini and
Frese, 2008; Gremler and Gwinner, 2000, 2008). leeepperience rapport when “they

‘click’ with each other or [feel] the good interamt to be due to ‘chemistry’™ (Tickle-Degnen
and Rosenthal, 1990, p. 286). Gremler and Gwing60(, p. 90) describe rapport as “a
customer’s perception of having an enjoyable imtgoa with a service provider employee,
characterized by a personal connection betweertwbenteractants.” We examine rapport
because building rapport with customers (a) isliergaissue in many service encounters and

(b) exerts a strong influence on customer satisfacdnd loyalty (DeWitt and Brady, 2003;

Gremler and Gwinner, 2000).

4.3.3 Service encounter satisfaction

Service encounter satisfaction is described asubtomer’s judgment about a discrete
interaction with an employee that results from #éwaluation of the events and behaviors
occurring during that definable period of time (adal from van Dolen, de Ruyter, and
Streukens, 2008). Customer satisfaction is thdtresa cognitive assessment of a customer’s
emotional experience, where customers considerhgh@roduct, service, and process needs
are addressed (Hennig-Thurau et al., 2006; vanrDeteal., 2004). We examine service
encounter satisfaction because of its influencekey outcomes such as word-of-mouth

communication and repurchase intentions (Hennigidinet al., 2006).
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4.4 A conceptual model of the impact of employee compaicies on customers
4.4.1 Impact of EEC on customer emotions

Customers have normative expectations with regardniployee responses to their
emotions (Menon and Dubé, 2000). For instance, wderustomer feels anxious, he/she
expects employees to provide comfort and reasserdnccontrast, when a customer feels
angry, he/she expects an immediate solution tgtoblem (Tracey, 1994). Employees with
higher EEC should be better at perceiving and wstdeding customer emotions as well as at
anticipating what to do to temper negative custoeraotions and enhance positive ones
(Giardini and Frese, 2008). These arguments sudbast in emotionally charged service
encounters, employees high in EEC should be abdeette a positive atmosphere having an
impact on tempering negative customer emotionsnduthe encounter, leading us to
formulate the following hypothesis:
Hi: In emotionally charged service encounters, a heytel of EEC is negatively related to

the intensity of negative customer emotions.

4.4.2 Impact of EEC on rapport

The theory of affect-as-information provides a uséfamework to understand how
employees with higher levels of EEC are better bbgpaf establishing rapport with
customers. The theory of affect-as-information Balldat people often make judgments by
asking themselves (implicitly), “How do | feel alou?” (Schwarz and Clore, 2003).
According to this theory, individuals frequentlyeutheir emotions at the time of judgment as
information. Affect plays an important role in salcinteractions and more specifically in
service encounters (Grandey et al., 2005). In @der, when employees are interacting with a
customer, employees draw on their current emotistae and ask themselves such questions

as “How do | feel about it?” Consequently, whentoosers display emotions in service
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encounters, employees who perceive and underdtasd take the necessary steps to ensure a
positive climate and to ensure a smooth interaetibacause customer emotions provide
employees with important and useful informatiorst@cessfully manage the interaction with
the customer (Mattila and Enz, 2002). Thereforegrmotionally charged service encounters
employees with higher levels of EEC should be betlde to ensure a positive climate and
establish rapport with customers. Accordingly, wpezt the following:
H>: In emotionally charged service encounters, a Heytel of EEC leads to greater customer

perceived rapport than low EEC.

4.4.3 Impact of EEC on service encounter satisfaction

Employee interpersonal competence and behaviogs, (eare, gratitude, warmth,
listening behavior, and customer orientation) h&een found to be related to customer
satisfaction (Dagger et al., 2007; de Ruyter andz@le, 2000; Dean, 2007; Lemmink and
Mattsson, 2002; Palmatier et al., 2009). We belitnad EEC should be positively related to
customer satisfaction in emotionally charged servencounters because an adequate
appraisal and regulation of customer emotions caable an employee to customize the
service offering to better meet customer needs t{fdaind Enz, 2002; Puccinelli, Motyka,
and Grewal, 2010). An appropriate appraisal of @ustr needs can help the employee to
meet customer expectations in terms of serviceopednce and, in turn, create customer
satisfaction (Churchill and Surprenant, 1982). Adowgly, we contend that EEC—as a key
component of employee interpersonal behaviors—shbaVe an effect on service encounter
satisfaction.
Hs: In emotionally charged service encounters, a heylel of EEC leads to greater service

encounter satisfaction than low EEC.
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4.4.4 Impact of ETC on customer emotions, rapport, and\see encounter satisfaction
ETC is important in meeting customer expectaticgrsalnse it enables a firm to deliver
the core solution customers buy (Berry, Wall, aradb©ne, 2006). Studies have shown that
ETC exerts an influence on customer emotions (ePgice et al., 1995b), customer
satisfaction with the relationship (van Dolen et @D04), customer commitment (Hennig-
Thurau, 2004), service quality (Johnston, 1995) awerall customer satisfaction (Hennig-
Thurau, 2004; van Dolen et al., 2004). Also, mgrecsically, in emotionally charged-service
encounters, ETC has been found to have an impacustomer satisfaction (Arnould and
Price, 1993; Price et al., 1995b). In line withdbstudies, we expect that:
Ha: In emotionally charged service encounters, a heytel of ETC is negatively related to
the intensity of negative customer emotions.
Hs: In emotionally charged service encounters, a Heytel of ETC leads to greater customer
perceived rapport than low ETC.
He: In emotionally charged service encounters, a heytkel of ETC leads to greater service

encounter satisfaction than low ETC.

4.4.5 Interaction effects between EEC and ETC: EEC as aderator
The previous set of research hypotheses focusdleomain effects of each type of

competence. However, we also expect the two compiete to interact with each other; in

particular, we anticipate the relationship betweleMC and customer evaluations of
emotionally charged service encounters may be ratetbby EEC. Studies (Grandey et al.,
2005; Nguyen and Leclerc, 2011) suggest that byestigating the interplay between

technical competencies (i.e., ETC in our case) iatefpersonal competencies (i.e., EEC in
our case), we can have a better understanding eofptbcesses affecting the customer
experience. While it well established that ETC haseffect on customer experience (e.g.,

Moorman et al., 1993), the interpersonal behavwbemployees (such as EEC) appear to be a
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condition of meeting customer expectations for fabtensive, interactive services, because a
favorable treatment of the customer is centrah&sé¢ service experiences (Berry et al., 2006).
In emotionally charged-service encounters, ETC al@not sufficient to meet customer
expectations: the engineering of customer emotionghe employee (i.e., EEC) is also
critical in meeting customer needs (Arnould andc®ril993; Price et al., 1995b). For
instance, when asked to describe their best andtveaperiences with their doctors, many
patients are more immediately concerned with thesighan’s “bedside manner” than with the
physician’s technical competence (Berry and Bendgp2007). Even if patients meet a
highly competent physician, they could likely behly dissatisfied if the physician lacks
emotional competence. In contrast, if the physicsamot only technically competent but also
emotionally competent, patients can be highly Sats

The theoretical framework of in-role versus exwéerbehaviors (Katz, 1964) is useful
to understand the potential interaction effect leemvEEC and ETC. In a service encounter
context, in-role behaviorsconcern the task performance of an employee’s dbrjob
requirements in interacting with a customer whebdra-role behaviorsnvolve employee
activities that aid the customer and the orgaropatbut are not explicitly required of
employees (Maxham and Netemeyer, 2003). Basedese tthefinitions, we believe that ETC
may be considered as a facilitator of in-role bébvavand EEC as facilitator of extra-role of
extra-role behaviors. Research has demonstrateththale behaviors have the greatest effect
on customer evaluations of employee’s performanieensthe employee performs extra-role
tasks effectively (such as benevolence and emplsyele authenticity) (e.g., Grandey et al.,
2005; Nguyen and Leclerc, 2011).

To the light of these studies, we expect EEC to enatg the relationship between

ETC and customer outcomes in emotionally chargedcgeencounters. We hypothesize that,
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in emotionally charged service encounters, EEC redmthe relationship between ETC and
customer emotions, rapport, and satisfaction.
H-7: In emotionally charged service encounters, whEREs high, ETC has a stronger effect
on customer outcomes in the form of...

Hza less negative customer emotions,

H, greater perceived rapport,

H7c greater service encounter satisfaction.

Our hypotheses are summarized graphically in tineegtual model depicted in Figure 4-1.

Figure 4-1: A Conceptual Model of Employee Competanes and Customer Outcomes

Employee Customer Outcomes

Competencies

: Employee »  Negative 5
5 Emotional Customer [ ] :
{ | Competence Emotions ;
i Customer-
5 Employee 5
Rapport ;
i Employee . Service
5 Technical - 3 Encounter  }— 5
Competence | i > Satisfaction i

____________________________________________________________________________________________________________

Notes: Since the paths depicted by the thick arr@ash with an associated hypothesis number)
are the ones of primary interest in this studyydhé analyses of these relationships will be
reported. The relationships depicted by the thinvas have been hypothesized and tested in the
model developed by Hennig-Thurau et al. (2006).
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4.5 Research design
4.5.1 Method

To investigate the relationships between EEC, E@@d the various outcomes
mentioned earlier, we used a 2 x 2 between-subjeltttactorial design in which simulated
service encounters were videotaped to representcfmditions. We manipulated the degree
of EEC (high versus low) and ETC (high versus lanyl randomly assigned participants to
one of the four experimental conditions: high EEGHHETC (n = 51), high EEC/low ETC (n
= 54), low EEC/high ETC (n = 60), and low EEC/loWE& (n = 58).

Researchers have discussed the merits of usingriedgmgal designs to establish
causal relationships (Spencer, Zanna, and Fondy)2@0so, some researchers have argued
for the external validity of laboratory experimef#sderson, Lindsay, and Bushman, 1999),
particularly when a realistic scenario is used (@ey et al., 2005). Understanding the
dynamics of the customer’s experience presents thauelogical dilemma for researchers
(Grandey et al., 2005). Service encounters ingettings are difficult to investigate because it
is impossible to standardize the service experietives, it is very complex to control for
potential confounding variables and their effectstbe dependent variables (Bateson and
Hui, 1992). While such methods as written scenand®tographs, and field observations
have their advantages, videotaped vignettes cavideranore realistic, dynamic emotional
cues, and control for confounding variables (Grgneéé al., 2005). Furthermore, video
simulations induce similar psychological and bebeali effects similar to those observed in
real settings (Bateson and Hui, 1992) and, in taise, prevent subjects from having to
directly experience the consequences of emotiordlrged service encounters. Videos are
appropriate and realistic when researchers waf#)tmanipulate a limited number of factors,
and (b) investigate psychological and behavioractiens in short service encounters

(Bateson and Hui, 1992).
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4.5.2 Stimuli development

An airport check-in scenario represented the sereiccounter under investigation.
The airline setting was selected for three reas(i)sthe airline industry is a service where
customers often experience extreme emotions (Fokeletsky, and Graham, 1987), (2) the
airline industry is frequently subject to serviedires which require employees to announce
bad news—thus creating an emotionally charged seré@ncounter (Tax, Brown, and
Chandrashekaran, 1998), and (3) employees’ inteopaf skills are particularly important in
the airline industry (Bitner et al., 1990).

Recording of the four simulated service encounti@sk place at a check-in desk of an
international airport, during working hours, in acdtion that did not interfere with the
airport’s functioning. Having the scenarios filmeéa a real airport provided authentic
background noises, thereby increasing ecologidadits&—which is “the applicability of the
results of laboratory analogues to non-laboratoegl-life settings” McKechnie (1977, p.
169). In addition, the actor playing the employesravan appropriate uniform (i.e., a white
collared shirt and a red tie) to enhance realisnaii@ey et al., 2005).

In all scenes, the following events took place as pf the script: the employee greets
the customer, asks for proper identification, andd the reservation in the computer system.
(See Appendix D for the detailed script.) Then, #dmployee announces bad news to the
customer: the flight has been postponed indefyibelcause of bad climatic conditions and
no further information about the rescheduling & flight is available. Such a scenario often
leads to an emotionally charged service encounteereence. The customer asks questions
about the next steps and the employee answers en.the customer is asked to wait in a
nearby lounge for additional information. In allfoconditions, the outcome is the same (i.e.,
the flight is delayed and the customer has to veasitdditional information), but the process

of receiving this outcome varies as a result ded#nt demonstrations of EEC and ETC.
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In constructing the video clips, efforts were mademinimize the potential for

procedural confounds. Two professional actors—dagmg the role of the employee and the
other playing the role of the customer—were usedllifiour scenes. The dialogue used and
the length of the video clips for all conditionsr&e&ept as similar as possible. In line with
Grandey et al.’s (2005) recommendations, two astware taken to minimize the influence
of the on-screen customer on the participantsti&)customer’s facial expressions were not
shown—only one shoulder and the back of his head wisible, and (2) the customer’s script

was minimal to limit vocal cues and was kept siméeross the four conditions.

4.5.3 Competence manipulations

Before filming each scene, the actor playing thepleyee was given guidelines
pertaining to the behaviors to display for eachtte four conditions. For the high EEC
conditions, the actor was asked to think of theasibn as a chance to help someone in deep
trouble and who would likely be very upset with tdeivery of this bad news; he was then
charged with making the customer feel better (r&gulating the customer’'s emotions). He
was asked to explicitly show that he perceived amderstood the customer’s emotions. For
the low EEC conditions, the actor was told to dehimg to make the customer feel better
after the bad news was communicated, to ignoreubmer’s emotions, and to put no effort
into perceiving, understanding, or regulating thexsmtions.

In the high ETC conditions, the employee was toeapmrganized and efficient in
finding the customer’s reservation and to provide tustomer with precise answers to his
guestions so as to be perceived as knowledgeatle@anpetent. In the low ETC condition,
the employee was to appear unorganized, to beisléwding the reservation, and to provide
the customer with vague answers to his questiSesnes were re-filmed until they were

performed smoothly.
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4.5.4 Participants and procedures

Participants in the experiment were 223 studentsnfithe business school of a
medium-sized European university enrolled in a retnk class; they did not receive any
credit or gift in return for their participation. Ithough the use of student samples is
sometimes considered as a limitation in marketeggarch, drawing on student samples in
experimental designs is considered acceptable famming causal relationships (e.g.,
DeWitt and Brady, 2003; Grandey et al., 2005; Hgnffiurau et al., 2006). For the present
experiment, students are an appropriate samptegasean number of round trips by airplane
made by the respondents during the previous year2ia(ranging from 0 to 10) and 82% of
them had traveled by airplane over the previousnbaths, suggesting they have sufficient
experience with airline companies. The averageohglee respondents was 22 (ranging from
20 to 30), and 50% of the participants were female.

Students were randomly assigned to one of the tfeatment conditions and viewed
the videos in groups of about 30. In each groupjgi@ants were seated such as to minimize
eye contact or interactions (Grandey et al., 2006y were then told that the study was on
customer-employee interactions, and they would kvateideo simulating an airline check-in
encounter. They were instructed to observe the wrieo from the perspective of the
customer in the scene. To set the scene and kegpesexpectations constant, they were told:
“You just arrived at the airport to begin your teaor the holidays.” This was a realistic
situation for these participants, many of whom heaelled regularly. To evaluate the
perceived realism of the videos, respondents wskedato respond to the item “I believe that
such an incident can happen in real life” by usingeven-point scale (1 = “strongly disagree”
and 7 = “strongly agree”) (Schoefer and Ennew, 20B5mean score of 5.97 on the realism

scale suggests that respondents perceived thergsetmabe highly realistic.
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4.5.5 Measures

After watching the video, respondents received estionnaire that included measures
of (a) employee competencies (EEC and ETC) to chibekmanipulations, (b) customer
emotions right after the encounter, rapport, arstaruer satisfaction with the encounter, and
(c) demographic (e.g., gender) and behavioral bkesa(e.g., the frequency of airline services
usage within the last twelve months).

To measureemployee emotional competencespondents were asked to report their
agreement with 16 items regarding their perceptariee performance of the employee actor
using the customer-based scale of EEC develop€thapter 3 of this dissertation. This three-
dimensional measure of EEC includes customer pgorep of employees’ abilities to
perceive, understand, and regulate customer ensitide measureemployee technical
competencewith the three-item scale of technical competedegeloped by Price et al.
(1995) that captures the extent to which the engdois perceived as (1) efficient, (2)
capable, and (3) organized during the encountagir@itly, this scale consisted of four items
but we deleted the item “thorough” due to its ptidroverlap with the concept of EEC. Four
items measuring anger, from Schoefer and Diamantopo(2008a) and van Dolen et al.
(2004) were used to capture thegative emotionsf the participants. We selected anger
because it is a frequent emotion experienced byomess during service consumption
(McColl-Kennedy et al., 2009; Menon and Dubé, 260d3¥pecially in emotionally charged
service encounters such as when an airline delélighaiindefinitely (Folkes et al., 1987). To
measureapport, we used the scale developed by Gremler and Gw{@080). However, we

only used five items related to their enjoyablesiiattion dimension; the items related to the

® We combined the three dimensions into a singlesomeaof EEC with reflective first-order construetsd a
formative second-order construct (Diamantopoulasfl&, and Roth, 2008) for three reasons. Firs, relied
on the confirmatory factor analyses realized ingtugly in the previous chapter which indicated seably good
fit for a second-order model with the three dimensiloading on an underlying EEC latent factor.d8€el¢ in
this study, we are interested in the overall EE@staict - rather than the individual dimensionsirdhmost
authors using multidimensional measures of EEC oalya second-order construct rather than on teedider
dimensions (e.g., Giardini and Frese (2008) andt2y. (2006).
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personal connection dimension were of little refeein our context since the check-in agent
in the video segment did not attempt to make amggmal connection with the customer.
Also, the enjoyable interaction item pertainindhtonor (“This employee has a good sense of
humor”) was not included because of its irrelevaiceour context. To measurgervice
encounter satisfactigrwe used four items from the work of Tax et @99498) and Schoefer
(2008). We measured all items using seven-poingitikcales (1 = “strongly disagree” and 7

= “strongly agree”; for a complete list of the itensee Appendix E).

4.5.6 Pretest

Before the actual data collection, we conductedesept with 68 customers to assess
the adequacy of the study design and to ensure th@atvideos manipulated employee
emotional and technical competencies in the inténgay. As expected, we find significant
differences between high EEC and low EEG,{Meec= 3.64; Mow eec= 2.48; F (1,64) =
21.408, p < .001y2=.251). We also find significant differences between hiiC and low
ETC (Mhigh etc= 5.01; Mow etc= 2.15; F (1,64) = 99.412, p < .0G{~.608). In addition, we
included a check to determine if the announcemérih® indefinite postponement of the
flight by the employee was actually perceived a$ fi@ws by the respondent. Specifically, we
asked the respondents to report on a semantic theakxtent to which the announcement by
the check-in agent that the flight was delayed waty bad news (=1) or very good news
(=7). The mean evaluation was 2.10, suggesting that respondents consider the

announcement of a flight delay by the employeeetbdd news indeed.

" While the difference in means is significant, omser perceptions of EEC are not very high evehénhigh
emotional competence condition. This can be expthlny the fact that when customers receive bad,nbeg
are in a negative affective state—making them eeitical toward employee behaviors (Forgas 1995gr&f
the employee demonstrates high EEC and high ETsIomers are affected by the bad news which infleenc
negatively their perceptions and evaluations.
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4.6 Findings

4.6.1 Manipulation checks

Employee Emotional Competencé/e tested whether the manipulation of EEC was
successfulThe ANOVA results show that the manipulation of ER&3 a significant effect on
customer perceptions of EEC { eec= 3.66; Mow eec= 2.22) [F(1, 219) = 129.57, p < .001,
n2 = .372]. Also, we had to check that the manipofabf ETC had no effect on customer
perceptions of EEC. The main effect of the ETC mpalation on customer perceptions of
EEC (Mhgh erc= 3.30; Mow e7c = 2.50) [F(1, 219) = 47.12, p < .0042 = .177] and the
interaction effect between the manipulations EEG BRC [F(1, 219) = 33.26, p < .0042 =
.132] have also significant effects, suggestingptemtial confounding of the manipulations.
This is not uncommon in experimental designs o$ thature (see Grandey et al., 2005;
Hennig-Thurau et al., 2006). Following the practafeprevious scholars, we examined the
effect sizes. According to Perdue and Summers (1p8823), when effect sizes for the
unintended variable (i.e., ETC) are much smallantthe intended variable (i.e., EEC), there
should be no concern for the unintended effeacbulncase, the EEC manipulation had a much
larger effect 42 = .372) on customer perceptions of EEC than th€ Eanipulation {2 =
.177) or the interaction effechq = .132), thus providing support for the validiby our

experimental manipulation of EEC.

Employee Technical Competencéle tested whether the manipulation of ETC was
successfulThe ANOVA results show that the manipulation of EA& a significant effect on
customer perceptions of ETC (M erc= 4.53; Mowetc= 1.77) [F(1, 219) = 369.52, p < .001,
n? = .628]. Also, we had to check that the manipotabf EEC had no effect on customer
perceptions of ETC. The main effect of the EEC rpalation on customer perceptions of

ETC (Mhigh eec= 3.41; Mow Eec = 291) [F(l, 219) = 15.18, p < 00]12, = 065] and the
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interaction effect between the manipulations of E#8@ ETC [F(1, 219) = 25.24, p < .0G{,
= .103] are also significant, once again suggestngpotential confounding of the
manipulations. However, the ETC manipulation hadhach larger effectng = .628) on
customer perceptions of ETC than the EEC maniprati?z = .065) or the interaction effect

(m2 = .103), thus providing support for the validitfiyour experimental manipulation of ETC.

4.6.2 Reliability and validity assessment

Means, standard deviations, composite reliabilronbach’s alpha coefficients,
correlations, and square root of average variamogsacted (AVE) of all variables are
reported in Table 4-1. All alpha scores are goouhifmum of .88) to very good (maximum of
.96). The composite reliability coefficients aré gileater than .92. We also find support for
convergent validity because the t-values for afistnucts are significant at p < .01 (Anderson
and Gerbing 1988). Similarly, we find support fasatiminant validity; the correlations
between each pair of constructs are smaller theusdghbiare root of average variance explained
of the respective constructs (Fornell and LarcKE381). In addition, we conducted a
confirmatory factor analysis (Joreskog and Sorb@893) on all dependent variables (i.e.,
negative emotions, rapport, satisfaction). Ovefllstatistics for the three-factor model
indicate that the model fits the data we#51, N = 223) = 120.28, p < .001; CFI =.97; IFl =
.97, and RMSEA = .078. Thus, these results indithég our measures are reliable and

possess convergent validity and discriminant viglidi

Table 4-1: Descriptive Statistics, Reliability, andCorrelations

Number Mean SD CR o 1. 2. 3.
of items

1. Negative emotions 4 5.15 2.38 .92 .88 .86

2. Rapport 5 2.40 1.58 .96 .95 -57 91

3. Satisfaction 4 2.38 1.57 .96 .95 -.63 .86 .93

Notes: CR=Composite Reliabilitg=Cronbach’s alpha
Square Root of Average Variance Extracted is ordtagonal inbold.
All correlations are significant at the .001 level.
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4.6.3 Two-way independent ANCOVA

To test hypotheses;Hhrough H., we conduct a two-way independent ANCOVA to
examine the effects of the levels of EEC and ET(egative customer emotions, rapport,
and service encounter satisfaction. Gender ancdnelgmt familiarity with the service were
included as covariates since these variables niiglience respondents’ perceptions of the
encounter (Grandey et al., 2005). Gender has d sigalficant effect on negative emotions
[F(1, 216) = 3.955, p < .052 = .018]. Women were more likely than men to eiqere
negative emotions (Mme=5.40 versus Me=4.90). Respondent familiarity with the service
has no impact on the dependent variables. As T@&@eshows, both EEC and ETC have a
significant main effect on all three variables. &lshe interaction effect between EEC and
ETC is significant for all variables. The effectg an the expected direction: employees who
display both EEC and ETC favorably affect customotions, evaluations of rapport, and
service encounter satisfaction more than do thoggayees who display poor emotional and

technical competencies. Next, we discuss the segulietail for each of the three dependent

variables.
Table 4-2: Descriptive Statistics and ANCOVA Resu$t
High Low ANCOVA (F)
ETC ETC
Means Means EEC ETC EEC X ETC
Negative emotions 48.98 25.96 22.06
Low EEC 5.97 6.11
High EEC 2.83 5.38
Rapport 259.40 131.19 111.95
Low EEC 1.57 1.45
High EEC 4.76 2.13
Satisfaction 108.19 174.03 83.12
Low EEC 2.01 1.46
High EEC 4.60 1.67

Notes: All F-values from ANCOVA are significantak .001
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Negative emotion€EEC has a strong effect on negative emotions2E@) = 48.98, p < .001,

n2 = .185]. In particular, customers experience lesgative emotions when the employee
displays high EEC than low EEC (Mh eec= 4.15; Moweec = 6.04, p < .001), supportingiH
The level of ETC has also the hypothesized effaategative customer emotions [F(1, 216) =
25.96, p < .001y2 = .107] such that high ETC reduces negative oustemotions than low
ETC (Mhigh etc = 4.53; Mow eTc = 5.76, p < .001) in support ofsHThe interaction effect
between EEC and ETC on negative emotions is sagmifi[F(1, 216) = 22.06, p < .0032 =
.093]. This interaction is visualized in Figure 4The favorable influence of ETC on negative
customer emotions is the strongest when EEC is (NgRn etc-high eec= 2.83; Mow ETC-high EEC

= 5.38, p < .001) supporting 7K However, ETC does not have an impact on negative
emotions when EEC is low (Mn erciow eec 5.97, Mow etc-ow eec = 6.11, p > .05).
Univariate ANCOVAs show that ETC significantly remhs negative emotions when EEC is
high [F(1, 100 = 48.31, p < .00%42 = .326] but not when EEC is low [F(1, 114) = .p0>
.10,7m2 = .001]. Thus, K H4, and H, are supported. We conclude that employee emotional
and technical competencies affect negative cust@mations, but that the influence of ETC
on negative customer emotions is enhanced by EB@nVEEC is low, the influence of ETC

on customer emotions is non significant.

Figure 4-2: Two-Way Interaction between EEC and ETCon Customer Emotions
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Rapport EEC has a strong significant main effect on rappe(1,216) = 259.40, p < .004?2
= .546]. Rapport is significantly greater when #émployee displays high EEC than low EEC
(Mhigh eec = 3.41; Mow eec = 1.51, p < .001), supporting.HThe level of ETC also has a
significant effect on rapport [F(1, 216) = 131.79< .001,n2 = .378] such that high ETC
elicits significantly greater rapport than low ETRnigh etc = 3.03; Mowetc = 1.78, p < .001)
in support of H. As with customer emotions, we find the interactesfect between EEC and
EEC on rapport to be significant [F(1, 216) = 151.p < .001,n2 = .341], supporting .
The interaction can be seen in graphic form in Fégl+3. The favorable influence of ETC on
rapport is the strongest when EEC is highigMerc-high eec= 4.76; Mow eTc-high EEc= 2.13, p <
.001) supporting k. However, ETC does not have an impact on rappbgneEC is low
(Mhigh etc-ow e 1.57, Mow eTc-ow eec = 1.45, p > .10). Univariate ANCOVAs show that
ETC has a significant effect on rapport when EEGigh [F(1, 100) = 142.70, p < .0042 =
.588] but not when EEC is low [F(1, 114) = .62, pl8,n2 = .005]. Thus, we find support for
H. Hs, and Hy. We conclude that employee emotional and techrdoatpetencies affect
rapport, but that the influence of ETC on rappsremnhanced by EEC. When EEC is low, the

influence of ETC on rapport is non significant.

Figure 4-3: Two-Way Interaction between EEC and ETCon Rapport
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Service encounter satisfactioEEC also has a significant main effect on custome
satisfaction with the encounter [F(1,216) = 1084, .001n2 = .334]. Satisfaction is higher
when the employee displays high EEC than low EEGgfMec= 3.10; Mow eec = 1.74, p <
.001f, supporting H. Similarly, the level of ETC has a strong effeat service encounter
satisfaction [F(1, 216) = 174.03, p < .00,= .446] such that employees displaying high
ETC lead to more satisfied customers than thoggadismg low ETC (Migh etc = 3.20; Mow

erc = 1.56, p < .001) in support ofsHONnce again, as depicted in Figure 4-4, the intEna
effect between EEC and ETC on service encountésfaetion is significant [F(1, 216) =
83.12, p < .001y2 = .278] supporting K. The favorable influence of ETC on satisfaction is
the strongest when EEC is high { etc-nigh eec= 4.60; Mow eTc-high eec= 1.67, p < .001).
However, ETC has an impact on satisfaction - budkee - when EEC is low (M etc-ow
eec= 2.01, Mow eTc-low eec= 1.46, p < .01). Univariate ANCOVAs show thatthigTC has a
significant effect on satisfaction when EEC is h[§lil, 104) = 196.23, p < .00%2 = .662]
and a significant but much lower effect on satiséacwhen EEC is low [F(1, 114) = 10.10, p
<.01,n2 = .081]. Thus, kBl He, and H. are supported. We conclude that both EEC and ETC

affect satisfaction, but that the influence of EGi€Csatisfaction is enhanced by EEC.

Figure 4-4: Two-Way Interaction between EEC and ETCon Encounter Satisfaction
5

4,60 High EEC

-+2,01 Low EEC

Service encounter satisfaction
w

Low High
Employee technical competence

8 We refer to the argument provided in footnote @&xplain why customer perceptions of EEC are noy tiggh
even in the high EEC condition.
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4.7 Discussion
This study considers the effects of employee ematiand technical competencies on
customer emotions, rapport, and service encouatesfaction in emotionally charged service
encounters when bad news is delivered. Our expatahessearch design allows us to make
causal inferences about the relationships betweesetvariables during emotionally charged
service encounters. We created four videos to sitewd real airport check-in encounter to
manipulate both EEC and ETC to shed light on timepact in service encounters. The results
of a 2x2 ANCOVA suggest that both EEC and ETC fabty influence the customer’s
experience in emotionally charged encounters wrahrews is delivered. Also, we found
that EEC moderates the relationships between ETC caistomer emotions, rapport, and
service encounter satisfaction: the positive eftddETC on customer outcomes turns out to

be significantly higher when EEC is high compam@evhen it is low.

4.7.1 Managerial implications

Based upon the findings, we provide retail managetis several recommendations.
First, they should be aware that emotionally chargervice encounters, such as service
encounters during which bad news is delivered, caitecal for customers because of the
negative emotions elicited. Even if the delivery idd news may be a routine task for
employees, it may not be a routine event for th&auer. Because delivering bad news is
often unavoidable, managers should be aware teatlifplay of emotional competence and
technical competence by their employees can imptbeecustomer’s experience in such
encounters.

Second and more specifically, in emotionally chdrgacounters we find customer
outcomes (i.e., negative emotions, rapport, andfaation) are improved when an employee

appears to be not only technically competent bsib @motionally competent. While firms
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invest heavily in training to improve the technicaimpetence of their personnel, training to
improve emotional competence often receives legzhasis. However, our findings suggest
that EEC can significantly enhance the customedqfegence in emotionally charged service
encounters. Therefore, we suggest a much greatphasis needs to be given to EEC
training. In a similar vein, Berry, Parasuramarg deithaml| (1994, p. 34) insist that “service
employees need specific training on how to deahwibhgry customers and how to help
customers solve service problems.” Indeed, studiesrganizational psychology have
demonstrated that EEC can be taught, learned,mapbved through training (Kotsou et al.,
2011). EEC training (especially for employees wiigh ETC) should focus on increasing
employees’ abilities in perceiving, understandiaggl regulating customer emotions.

Third, according to our results, ETC alone is noffisient to create a favorable
experience for the customer in emotionally charggice encounters. That is, when EEC is
low, the impact of ETC on customer emotions, rappemd service encounter satisfaction is
limited; however, the impact of ETC on those outesms strong when EEC is high.
Accordingly, both EEC and ETC play an importantergi creating a favorable experience
during emotionally charged service encounters. Thetsil managers should be aware that
the impact of ETC on customers is the strongestnwthe employee displays high EEC.
Accordingly, managers should ensure that their eygas are not only technically but also
emotionally competent to ensure favorable custam&omes.

Fourth, we recommend that selection proceduresetail employee positions should
encompass not only a test of ETC but also of EEGneta-analysis of employee selection
methods suggests that the best procedures combgmitige tests (such as the ones that can
be used to evaluate ETC) with work sample or intggests (such as the ones used to
evaluate EEC) (Hunter and Schmidt, 1998). Retaihagars might assess a candidate’s EEC

through role playing, such that the applicant masgume the role of an employee serving a
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customer who is experiencing negative emotionghAtend of the role play, both the person
playing the customer and observers could evaluktg, Evhich should reveal the applicant’s
ability to perceive, understand, and regulate custoemotions. This recommendation is in
line with Lee and Lim (2010) who suggest that theal candidates are those who can
adaptively deliver appropriate amounts of emotlwat match the emotional receptivity levels
of the customers. These candidates are likely todbier in detecting customer emotions and
emotional needs, responding to different levelscostomer emotional receptivity, and
adapting their behavior in response to the (emat)ameeds of the customers with whom they

are interacting.

4.7.2 Theoretical contributions

These results provide several important contrimgito the retailing literature. First,
this research examines one particular type of emaliy charged service encounter: an
encounter during which bad news is delivered. Wdébvering bad news to customers may
be a routine task for many employees (Berry anddBpudi, 2007), the literature has not yet
devoted attention to the role of the employee ostauer emotions and evaluations during
such circumstances. However, after receiving suath fews, customers may have strong
emotional needs that have to be fulfilled by thepkryee (Ostrom et al., 2010). When an
employee adequately responds to customer need# ianetionally charged encounter,
greater customer satisfaction can result even thabg customer experiences negative
emotions (Menon and Dubé, 2000). Although our neseases the delivery of bad news to
customers to create an emotionally charged seenceunter, the results found are likely to
apply to all encounters during which customers d@gpee strong negative emotions such as

service recovery encounters (Bonifield and Col&7)0patient-physician encounters (Brown
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and Kirmani, 1999), and encounters with call cemigstomer service representatives for a
deficient product such as the breakdown of the ederghard drive (Grandey et al., 2004).

Second, while much attention has been devoted sdiy® customer emotions (e.g.,
Hennig-Thurau et al., 2006), little attention haei devoted to negative customer emotions
even though negative emotions are generally mdiensapotent, and dominant than positive
ones (Rozin and Royzman, 2001). In a service erieowontext, research has demonstrated
that more intense negative customer emotions leddwer customer satisfaction with the
encounter (e.g., del Rio-Lanza, Vazquez-Casielled, Diaz-Martin, 2009). Also, negative
customer emotions have harmful effects on key cnstamutcomes such as negative word-of-
mouth and boycott of the firm (Grace, 2007). Acaogty, by investigating negative
customer emotions, we respond to calls for furteeearch on this topic (e.g., Hennig-Thurau
et al., 2006; Menon and Dubé, 2004). More spedificave address an important gap in the
literature about customer emotions (McColl-Kennedyal., 2009; Menon and Dubé, 2000,
2004) by providing empirical evidence that two freqtly cited employee competencies (i.e.,
EEC and ETC) can temper negative customer emotwies bad news is delivered.

Third, previous studies have suggested that (agraployee can create a positive
impression in customers by appearing both inteqmeiéy and technically competent
(Tedeschi and Norman, 1985) and that (b) both EB€ EBTC are critical in dealing with
customer evaluations of non emotionally chargedenters (Berry and Bendapudi, 2007;
Giardini and Frese, 2008; Grandey et al., 2005aftaaman et al., 1985) and hedonic
encounters (Price et al.,, 1995b). We contributeptevious research by simultaneously
examining the main effects of both EEC and ETCanc(stomer emotions, (b) rapport, and
(c) service encounter satisfaction in emotionaligrged service encounters.

Fourth, we also examined the interaction effectsvben both EEC and ETC in

emotionally charged service encounters. We fourat 8EC moderates the relationship
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between ETC and customer outcomes. Indeed, ET@rhaffect on customers (i.e., customer
emotions, rapport, and service encounter satisfactvhen the employee displays high EEC.
When EEC is low, the impact of ETC on those vagah$ weakened or even non significant.
Previous studies support the need for EEC amondosegs—especially in labor-intensive
and interactive services (Kidwell et al., 2011). Wantribute to this stream of research by
illustrating the importance of EEC in service entews. In particular, while research has
emphasized the role of ETC in service encountegs, (®adhavan and Grover, 1998), we
demonstrate that ETC alone is not sufficient to tmeestomer expectations during
emotionally charged service encounters. A highllefd&EC is needed for ETC to have an
effect on negative customer emotions and rapparthErmore, EEC enhances the effect of
ETC on customer satisfaction. Accordingly, whenhb&EC and ETC are high, customer

evaluations of the encounter are at their highest.

4.7.3 Limitations and future research

One of the limitations of this study is its expeemtal design using actors and with
students as respondents. Consequently, we did aoipoiate actual employee behaviors or
measure real customer reactions in this study.oMlgh the use of a student sample is
sometimes considered as a limitation, drawing student sample in experimental designs is
well accepted (Hennig-Thurau et al., 2006). Furtiere, our participants have experience
with travelling by airplane (most of them had trde® at least one time in the last twelve
months). In addition, the scenarios were perceivgdhe students to be highly realistic.
Nevertheless, to counteract possible drawbacksméranents with students, future research
could conduct field studies in real service encetsit

In addition, other studies should be conductedédtteb understand the role of EEC
compared to ETC in emotionally charged service entars. Our results suggest that

employees with high levels of ETC may be the bastlates for a focused training in EEC
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because these people may have the most potentaictbfavorable customer perceptions.
Employees scoring low on ETC should first focusb@esoming more technically competent
before further developing their EEC. To answer ribeent call of research on the impact of
employee training on his/her performance (Grewal havy, 2007), future research could
investigate these propositions by testing the imp&&EC training on technically competent
versus less technically competent employees tondissh if and to what extent favorable
customer perceptions of the encounter might inereas

Next, a possible final outcome of the emotionallyarged encounter was never
revealed to the respondents. Depending on the matdoe., favorable versus unfavorable),
the role of EEC and ETC during service encounterghindiffer. Future research could
employ a 2 (low versus high ETC) x 2 (low versughhiEEC) x 2 (favorable versus
unfavorable outcome) experiment to examine thedgblEEC and ETC when both the service
process and outcome are ‘revealed’ to respondents.

Finally, this study has been conducted in a contéx¢motionally charged service
encounters during which customers experience stragative emotions (e.g., encounters
during which bad news is delivered). Future redeaauld investigate the role of EEC and
ETC in service encounters during which customepeBgnce strong positive emotions (e.g.,
encounter with a wedding dress designer for a $odye bride) or non-emotionally charged
service encounters (e.g., encounter to buy a trelet). Although EEC may be patrticularly
helpful in emotionally charged service encountbessause customers want recognition of the
uniqueness of their personal experience (Pricé,et305b), its effect may be much weaker in
non-emotionally charged service encounters. An exyntal design—similar to the one we

have used—could examine this proposition.
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5 CONCLUSIONS
In this chapter, we first provide a synopsis of thesertation. Then, we expose the
main conclusions of each of the three studies. N&gt present the overall theoretical and

managerial contributions. Finally, we suggest aesrfor further research.
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5.1 Synopsis

This dissertation investigates the role of emplogseotional competence (EEC)
during critical service encounters because an itapbaspect of a firm's performance rests on
its capability to ensure that these encountersaale managed by employees. This focus is
well summarized by the following quote:

“The virtual impossibility of standardizing the dedry of emotional content

poses special burdens for service providers. Intemally charged encounters,

customers want recognition of the uniqueness af ffegsonal experience. They

want providers to interact with them on the bagitheir emotional state, rather

than according to a standardized scripfPrice et al., 1995b, p. 87)

In the introductory Chapter 1, we specified that dlverall aim of this dissertation was
to uncoverthe effect of customer perceptions of employeeienabtcompetence on customer
evaluations of critical service encountefdext, we developed more specific objectives for
the individual chapters based on our general abgctn Chapter 2, the focus was on the
effect of customer perceptions of EEC on custonaéisfaction and loyalty in high-contact
services and the examination of the mediating afleapport. Chapter 3 dealt with the
conceptualization of EEC that is appropriate forviee encounters as well as the
development and validation of a customer-based mead EEC. In Chapter 4, we examined
the influence of EEC as well as employee technomathpetence (ETC) on key customer
variables in emotionally charged service encountarthe concluding Chapter 5, we attempt
to tie together the results that have been predantthe separate chapters. First, we provide
the most important conclusions. We then discusgdbalts of our three main studies with
respect to our central research question, and gotheoretical implications. Next, we
summarize the managerial implications of this dissen. Finally, we consider limitations

and suggest avenues for further research.
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5.2 Main conclusions of the chapters
5.2.1 Chapter 2

This study examines the impact of customer peroeptiof EEC on customer
satisfaction and loyalty and investigates the ntewjarole of rapport. By identifying the
relationships between EEC, rapport, satisfactiod, layalty, this study contributes to a better
understanding of the benefits that customer peecel"EC may bring to service companies.
The results offer support for linking EEC to cuswansatisfaction and loyalty. Rapport

partially mediates the effects of EEC on custonaéisfaction and loyalty.

5.2.2 Chapter 3

This chapter proposes (1) a conceptualization of Efat is appropriate for service
encounters; (2) a concise, customer-based measueE=®©; and (3) an evaluation of the
impact of customer perceptions of EEC on key custamutcomes during service encounters.
Because customer perceptions of employees duringceeencounters largely determine
customer satisfaction and loyalty (Bitner, 1990¢ wontend that customer perceptions of
EEC are of utmost importance. In contrast with mes EEC studies with amternal
perspectivewe adopt austomer perspectivef EEC and develop and validate a customer-
based measure that predicts variables of greatstteo service managers.

We conceptualize EEC as customers’ perceptionsnplayees’ abilities to perceive,
understand, and regulate customer emotions in \aceeencounter to ensure harmonious
encounters. Customers evaluate EEC on three caatlgptand empirically distinct
dimensions that refer to employees’ abilities tocpeve, understand, and regulate customer
emotions. Our study shows that EEC influences laables of interest of service managers,
such as affective commitment to an employee, sergi@counter satisfaction, and loyalty to

the employee and company.
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5.2.3 Chapter 4
This study examines the effects of two influentadd frequently cited distinct

competencies—employee emotional competence (EE€eamployee technical competence
(ETC)—and their interaction effects on customerl@at@ons in emotionally charged service
encounters. ANCOVA results suggest that when eng@symust deliver bad news to
customers, EEC enhances the impact of ETC on tetomer experience (i.e., decreases
negative customer emotions and increases rappdrse@mvice encounter satisfaction). When
EEC is low, the impact of ETC on the customer elgmee is weakened or even non

significant.

5.3 Contributions
5.3.1 Theoretical contributions

The concept of emotional competence differs froheptelated concepts which have
been discussed in the service literature such gty or rapport. The marketing literature
has highlighted the importance of empathy for sssfté employee—customer interactions
(Homburg, Wieseke, and Bornemann, 2009). Empaththe fifth dimension of the
SERVQUAL model - refers to “caring, individualizedttention the firm provides its
customers” (Parasuraman, Zeithaml, and Berry, 1p8&3). Given this definition, while an
employee can demonstrate empathy by for instandgadpéhe customer best interests in heart
or by giving personal attention, he/she may notabke to perceive and understand subtle
customer emotions and thus fail to find the beasttegy to regulate customer emotions. Some
customers may not appreciate empathy such as @ératiantion (e.g., a groom helping a
customer to get out of a car or helping him to cdris/her suitcases, or a waiter in a
restaurant interrupting at different moments a ialumonversation between two customers to
check if everything is all right). Empathy may bes@ategy among others to regulate

customer emotions but may not be the most apptepoae in all situations. Emotional
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competence might help the employee to decide gheeheeds to demonstrate empathy to the
customer or not.

Another potentially related concept is rapport Whis “a customer’s perception of
having an enjoyable interaction with a service ptewemployee, characterized by a personal
connection between the two interactants” (Gremladt &winner, 2000, p. 92). Emotional
competence differs from this concept since rappadates to a customer attitude or evaluation
of the quality of the interaction with the employebkile EEC relates to a customer perception
of an employee behavior. Also, it might be possibiat two individuals have an immediate
rapport without displaying emotionally competenh@aeiors. Indeed, two citizens from the
same country meeting each other in a foreign cgunight build immediate good rapport —
through a process of social identity (i.e., by grgming that they are part of the same social
group) — without the help of emotional competeiwile displaying emotional competence
can be one path through which one individual caidbapport, other paths exist such as
discovering common ground, sharing personal inféiona being courteous, authentically
smiling, or being uncommonly attentive (Gremler &@winner, 2008; Hennig-Thurau et al.,
2006). Having examined the conceptual distinctiggn®f the concept of EEC, the
dissertation contributes to the literature on ery@doemotional competence and on service
encounters in different ways.

First, while previous research has focusecdomployee emotional intelligendee. the
potential that one employee has to display emoliprt@mmpetent behaviors, we focus on
employee emotional competenice. the effective display of emotionally comp#tbehaviors
by the employee. This is an important distincti@cduse being emotionally intelligent does
not guarantee that employees will display emotigrampetent behaviors. However, despite

this fact, most studies focus employee emotional intelligence.
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Second, since the context of our study is serviceoenters and since we are
interested in the demonstration of emotionally cetapt behaviors, customer perceptions of
EEC are examined. We contend that customer peoreptif EEC are of utmost importance
during service encounters since customer perceptbremployee behaviors during service
encounters are crucial in predicting customer feation and loyalty (Bitner, 1990) and since
customers are a valuable source of informatiorséovice quality improvement (Berry et al.,
1994). By adopting austomer perspectiv@.e., a perspective which takes into account
customer perceptions of EEC) instead ofiaternal perspectivedi.e., a perspective which
takes into account employee, or supervisor permep)j our study builds a first bridge
between the social and organizational psychologlythe service literature about EEC.

Third, service researchers thus far have had yooreldefinitions and scales developed
by psychologists, all of which use an internal pective, to predict organizational outcomes.
Our conceptualization of EEC in Chapter 2 & 3 ahd measure developed in Chapter 3
contributes to service literature by providing aameto define and measure EEC specifically
in service encounters. The measure developed &=© @ potential independent variable for
researchers interested in predicting customerstiemal, cognitive, and behavioral responses
to service encounters.

Fourth, the results from the experiment of Chagtgrovide further insight into the
role of EEC on customer outcomes in emotionallyrgbd service encounters. The impact of
employee technical competence (ETC) on customduawans of the service encounter is
weakened when EEC is low while the impact of ETCtloose evaluations is strong when
EEC is high. Overall, this study supports that EECcrucial to enhance the customer
experience in those encounters. Service excellsnaehieved when an employee appears to

be not only technically competent but also emotigr@mpetent.
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5.3.2 Managerial contributions

This dissertation provides service managers witerse important implications. First,
this dissertation calls the attention of manageset particularly aware of the management of
critical service encounters. Indeed, those enceosimbay elicit intense emotions in customers.
Otherwise, negative emotions have more impact divioluals than positive ones, negative
information is processed more thoroughly than pasiinformation. Also, bad impressions
are quicker to form and more resistant to change tiood ones (Baumeister et al., 2001)
which leads these authors to the conclusion‘tied is stronger than godd

Second, service managers should be aware thatepelfted scales of emotional
competence are subject to faking and distortionpeBusor-reported and peer-reported
measures are also subject to biases such as thputaéion of the appraisal system to affect
rewards (Prendergast and Topel, 1993). In facttoousrs, employees, and supervisors use
different criteria to evaluate the performance led employee (e.g., Mattila and Enz, 2002).
Therefore, if managers want to measure in the mdstjuate way the emotionally competent
behaviors by their employees during service enaranthey can do it by measuring customer
perceptions of EEC. Our findings from Chapter 3 psup that service managers need to
encourage employees to identify emotions on thés lescustomers’ language, appearance,
and behavior (i.e., perception); recognize thosetiems and interpret their causes (i.e.,
understanding); and manage customer emotions bpeténg negative ones and enhancing
pleasant ones (i.e., regulation). In so doing, ey improve interactions with customers and
customer evaluations of the service encounter.

Third, the measure of EEC developed in Chapterdbles managers to (1) observe
and assess EEC in service encounters, (2) detetheneorrelation of EEC with outcomes of
interest, and (3) use EEC in recruitment and tngrprocesses. This measure allows service

managers to measure employee strengths and weaknessre precisely and use this
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knowledge to design training to overcome a lackrabtional competence. For example, if an
employee earns a low score on his/her perceptiocustomer emotions, he/she should
participate in role playing exercises and obseovatiof the physiological signs of emotions to
improve his/her capabilities in this area. Servi@nagers can also use our scale to track EEC
over time and across employees. By tracking EEC tinee for example, service managers
gain insight into the returns on training, accogdio a customer perspective.

Fourth, service managers may already know that B&Can effect on general well-
being (Kotsou et al., 2011), job satisfaction ($gle 2006), and job performance (Joseph and
Newman, 2010) such as sales performance (Kidwaell.e2011). Most important, we suggest
additional insight to managers. As demonstrate@hapter 2, 3, and 4, EEC also influences
key customer outcomes such as customer satisfaatidnoyalty. Accordingly, to improve
key customer outcomes in critical service encosntservice managers can stimulate the
display of emotionally competent behaviors in themployees. Studies in psychology have
demonstrated that EC can be taught, learned, apbued with training (e.g., Kotsou et al.,
2011; Nelis et al., 2009). This increase in EC lmagurn, an effect on key variables of the
well-being of individuals. Thus, service managernsowvant to improve the EC of their
employees can rely on scientifically validatedrnag programs (e.g., Kotsou et al., 2011) in
an attempt to improve key customer outcomes sushtéfaction and loyalty.

Fifth, Chapter 4 provides further insight into haw improve the customer’s
experience in an emotionally charged service eneoulfhe customer’s experience is the best
when an employee appears to be not only emotior@iypetent but also technically
competent. While service firms insist heavily irve®ping the technical competence of their
personnel, they give less emphasis to develop thetienal competence. However, our
findings suggest that EEC can significantly enhatieeimpact of ETC on the customer’s

experience in emotionally charged service encoaniénerefore, we suggest a much greater
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emphasis needs to be given to EEC training. Semviaeagers should be aware that the
impact of ETC on customers is the strongest wherethployee has high EEC.

Sixth, service managers could consider EEC durimgl@yee recruitment. A meta-
analysis of employee selection methods suggestshbaest procedures combine cognitive
tests with work sample or personality tests (Huatest Schmidt, 1998), but no existing scale
has been available to determine a job applicamil#yato perceive, understand, and regulate
customer emotions during service encounters. Semianagers might assess candidates’
EEC through role playing, such that the applicanisimtassume the role of an employee
serving a customer who is experiencing negativetiema At the end of the role play, both

the person playing the customer and observers dloauhplete the EEC scale, which should

reveal the applicant’s ability to perceive, undamst, and regulate customer emotions.

5.4 Suggestions for further research

We provided specific directions of future reseaattihe end of each chapter. In this
concluding paragraph, we would like to focus thgcdssion on some general directions of
future research on EEC in service encounters.,Fh customer perceptions of EEC and
customer outcomes were reported by customers ipt€ha and Chapter 3. As mentioned by
Derbaix and Poncin (2005), when a customer is awaiehe is subject to measurement, this
can modify his beliefs, attitudes, and behaviorsabbse of biases such as social desirability
and rationalization. Also, this can inflate theules due to common method bias. In line with
other studies which have investigated service emeosi (Hennig-Thurau et al., 2006;
Lemmink and Mattsson, 2002), other measures shoeilthken into account (e.g., customer
non verbal displays recorded thanks to an hiddeitadlivideo camera) to overcome self-

reported data and, thus common method bias andl stegirability bias.
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Second, we did not investigate for cultural diffezes even if cultural differences exist
with respect to customer expectations of employs®abiors (Hui and Au, 2001; Winsted,
1997), customer evaluations of service encountéattila, 2000), and emotional displays
during service encounters (Grandey et al., 20X@®)eéd, cultures vary in their expectations
for regulating and expressing emotions in the wiakg (Cooper, Doucet, and Pratt, 2003).
For instance, French people (e.g., customers gmehasors) are more likely to think that one
should express anger than American people (Graedal, 2010). Scholars and practitioners
need to be sensitive to differences in culture espect with customer expectations of
employee emotionally competent behaviors and witloteonal displays during service
encounters. Accordingly, future research could stigate if the links between perceived EEC
and customer outcomes differ across cultures.

Third, service encounters are dynamic in naturewél@r, we collected cross-
sectional data at the end of the encounter. Ifréustudies apply a dynamic approach to
service encounters by collecting time series digg, (Collecting data at different points in
time during the service encounter), this couldvalb better understanding of the social and
emotional exchange during the employee and th@westduring service encounters.

Fourth, all three studies have examined face-te-fancounters. However, an
increasing number of encounters are voice-to-vaneounters (de Ruyter and Wetzels,
2000). A certain number of differences exist betwdace-to-face and voice-to-voice
encounters. Communicating remotely rather than-fadace means that many helpful visual
cues (e.g., body language) are missing. Accordjnglyoice-to-voice encounters, customers
can only express verbally and not visually theindons to the employee and can feign their
emotions because there are fewer display signatsattage (Totterdell and Holman, 2003).

All this makes it harder for employees to percearad understand customer needs and
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emotions, which might thus impede relationship tgw@ent (Axtell, Parker, Holman, and
Totterdell, 2007).

As a general conclusion on future research on EE€2ivice encounters, we can only
hope this dissertation contributes to more insayid stimulates others to explore this field.
By developing an in-depth understanding of the equnences of EEC on customer outcomes
in critical service encounters, we hope that corrggmhave a better understanding of how to

drive customer satisfaction and loyalty in thogsetyof encounters.
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Appendix A: Definitions of constructs related to EEC

Construct  Definition Comparison between the constrat and EEC

Empathy Caring, individualized attentioDemonstrating empathy can be one way
the firm provides its customerslemonstrate emotional competence. However, while
(Parasuraman et al., 1988, p. 23an employee can be highly empathetic, he/she can

lack emotional competence by not recognizing that
the customer does not need the employee to be
empathetic (e.g., the nurse helps the patientttorea
get dressed while the patient would like to do that
alone).

Assurance  Knowledge and courtesy ddemonstrating emotional competence can elicit
employees and their ability toassurance among customers. However, assurance is
inspire trust and confidencdlifferent with EEC since an employee can score
(Parasuraman et al., 1988, p. 23high on assurance and low on emotional

competence (e.g., an old good-looking employee
can elicit immediate assurance among customers
while he/she does not recognize, perceive, nor
manage customer emotions).

Rapport A customer's perception obDemonstrating emotional competence can be a route
having an enjoyable interactiorthrough which an employee can create rapport.
with  a  service provider However, these two concepts are different since
employee, characterized by #&here might be rapport without the demonstration of
personal connection between themotional competence by the employee (e.g., the
two interactants (Gremler andemployee tells a joke about the last match of
Gwinner, 2000, p. 92) football with a customer dressed with a football

blouse)

Positive The extent to which a persorWhile emotional competence has to do with

Affectivity feels enthusiastic, active, an@motions, the concepts of positive and negative
alert (Watson et al., 1988, paffectivity have to do with mood. However, mood is
1063) a longer lasting (from a few hours up to days) and

Negative A general dimension oflower in intensity than an emotion (Bagozzi et al.,

Affectivity  subjective distress andl999). Emotions are intentional (i.e., they have an

unpleasurable engagement thabject or referent), whereas moods are generally
subsumes a variety of aversiveonintentional and global or diffused. Moods are
mood states, including angemot as directly coupled with action tendencies and
contempt, disgust, guilt, fear, an@éxplicit actions as are many emotions (Bagozzi et
nervousness (Watson et alal., 1999).

1988, p. 1063)
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Appendix B: Questionnaire Items and Descriptive Ststics of the Measurement Items

(Chapter 2)

Loa t-Value M
ding

SD

Employee Emotional Competencéadapted from Law et al., 2004)
Self-emotion appraisal (SEA)

The hairstylist has a good sense of why he haaingrelings most of the time.
The hairstylist has good understanding of his omotons.

The hairstylist really understands what he feels.

The hairstylist always knows whether or not heappy.

Others’ emotion appraisal (OEA)

The hairstylist always knows customers’ emotionsritheir behaviors.

The hairstylist is a good observer of others’ eomgi

The hairstylist is sensitive to the feelings and8ams of others.

The hairstylist has good understanding of the emnstof people around him.
Use of emotion (UOE)

The hairstylist always sets goals for himself dmghttries his best to achieve them718 12.968 4.611

The hairstylist always tells himself he is a comepétperson.

The hairstylist is a self-motivated person.

The hairstylist would always encourage himselfryohis best.

Regulation of emotion (ROE)

The hairstylist is able to control his temper aaddie difficulties rationally.
The hairstylist is quite capable of controlling bisn emotions.

The hairstylist can always calm down quickly whenisivery angry.

The hairstylist has good control of his own emadion

Rapport (adapted from Gremler and Gwinner, 2000)

| enjoy interacting with this hairstylist.

This hairstylist creates a feeling of “warmth” inraelationship.
This hairstylist relates well to me.

I have a harmonious relationship with this hailistyl

This hairstylist has a good sense of humor.

| am comfortable interacting with this hairstylist.

| feel like there is a “bond” between this hairityand myself. *
I look forward to seeing this hairstylist when sitithe hair salon.
| strongly care about this hairstylist.

This hairstylist has taken a personal interestén m

| have a close relationship with this hairstylist.

Customer satisfaction(adapted from Gremler and Gwinner, 2000; Oliver8@Pp
Based on all of my experience with my hairstylistm very satisfied with the
services he provides.

My choice to use this hairstylist was a wise one.

Overall, | am satisfied with the decision to chotse hairstylist.

I think 1 did the right thing when | decided to as® this hairstylist.

My overall evaluation of the services provided big thairstylist is very good.

Customer Loyalty (adapted from Zeithaml et al., 1996)

| say positive things about my hairstylist to otpeople.

| recommend my hairstylist to someone who seeksdwce.

| encourage friends and relatives to do businetis my hairstylist.

| consider my hairstylist your first choice to bsgrvices.

I wish to do more business with my hairstylisttie next few years.*

.7183.296 4.113
.851 39.564 4.186
832. 4.104 4.113
.655 13.180 4.186

.689
.623
.647
.840

.689 1.646 4.283
.854 25.772 4.397
.81225.167 4.401
.81B5.534 4.409

.851
.804
.810
754

.899
.876
754
.834

.64723.530 4.441
.812 33.107 4.502
.818 17.858 4.773

.84741.597 4.490
.88747.569 4.466
.79221.815 4.219
.883 52.436 4.417

.887
.854
.837
.796

.837 4.072 4.8141.195
.86747.206 4.8951.077
.831 39.216 5.393 .904
.837 38.249 5.0451.064
570 11.3495.2791.151
796 28.677 5.3681.070

.75121.888 4.4331.218
.800 26.521 3.7331.371
.738 2.6354.1701.392
754  2.424 3.7131.507

.903 58.9905.717 .817
.909 59.200 5.595
.942117.778 5.798
.94711.067 5.741
.89048.948 5.757

.896
.786
877
.878

.906 72.005 5.3441.126
.905 38.5105.1421.278
.871 36.527 4.7651.397
.835 4.443 4.8261.306

Notes: M = mean; SD = standard deviation.
* [tems deleted, according to the confirmatory dactnalyses.

119



Appendices

Appendix C: Description of Scales to Examine Preditve Validity of EEC
(Chapter 3)

Construct and Items Loading

Positive Emotions(adapted from van Dolen et al., 2004)
To which extent did you feel these emotions jusrahe end of the service encounter?
Hopeful 791
Happy 941
Negative Emotions(adapted from van Dolen et al., 2004)
To which extent did you feel these emotions jusdrahe end of the service encounter?

Humiliated .945
Guilty 415
Scared 391
Sad .707
Service Encounter Satisfactior(adapted from van Dolen et al., 2004)
This encounter was exactly what | needed. 931
| am satisfied with this encounter. .933
I have truly enjoyed this encounter. .905

Affective Commitment toward the Employee(adapted from Gruen et al., 2000; Verhoef,
2003)

| appreciate to be a customer of this employee. .939

| have a positive feeling toward this employee. .952

| feel a strong attachment to this employee. 916
Loyalty Intentions to the Company(adapted from Zeithaml et al., 1996)

| say positive things about this company to otrespe. .900

| recommend this company to someone who seeks mgead .937

| encourage friends and relatives to do busineisthis company. .932

| consider this company as my first choice to bug type of services. .844
| have the intention to do more business with ¢oisipany in the future. .863
Loyalty Intentions to the Employee(adapted from Patterson and Smith, 2003; Zeithaml e

al., 1996 )

I will contact the same contact employee. 915

I will continue doing “business” with this contaaployee. .907

| would say positive things about this contact ewgpk to friends and relatives. 941
| would recommend this contact employee to frieaoid relatives. .963

I would encourage friends and relatives to do lessrwith this contact employee. .942

120



Appendix D: Summary of th

Appendice

e Service Encounter Script

(Chapter 4)

S

. As soon as the customer comes to the check-in eguhe employee makes eye contact

with the customer and greets him.

. The employee asks for passport and the

numbergufaoge.

. The employee announces to the customer that thghtflis delayed indefinite
postponement for an undetermined time due to ciowatuses. The employee adds that at

this stage, he does not know for how lon

From this stage, the four scripts differ:

g the ftligii be postponed.

High EEC

Low EEC

perceives that the customer is upset,

upsetting.

- He mentions that information will be
communicated with the objective of
reassuring the customer.

- He asks the customer to be attentive to
information that will be communicated
through the public address system.

- The employee says to the customer that h

recognizes that it is normal to be upset, ang
understands the reasons why the customer
upset: the situation is really exceptional and

e The employee does not react nor say anyth
in response to telling the customer of the fligh
delay. (Thatis, he does not say to the custo
that he perceives that the customer is upset,
does not recognize that it is normal to be ups
and does not say that he understands the reg
why the customer is upset.)

- He mentions that information will be
communicated.

- He asks the customer to be attentive to
information that will be communicated throug
the public address system or else he could
easily miss the plane.

ing
mer

et,
1SONS

=)

High ETC

Low ETC

- The employee quickly finds the reservatio

the customer’s questions about what to do
the customer misses the flight connection.

- He mentions to the customer that
information will be quickly communicated.

- He mentions to the customer that the
company is well prepared to deal with this
kind of situation.

- The employee precisely and directly answ

" The employee takes quite a bit of time to firj
the reservation.

er$he employee does not precisely and direc
fanswer the customer’s questions about what
do if the customer misses the flight connectig

- He mentions to the customer that informatid
will be communicated.

- He mentions to the customer that he canno
anything about this kind of situation.

d

ly
to
n.

n

t do

customer to wait in a nearby lounge for additian&rmation.
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Appendix E: List of Questionnaire Items
(Chapter 4)

Realism of the videogSchoefer and Ennew, 2005)

1.

| believe that such an incident can happen inlifeal

Employee emotional competencésee scale developed in Chaptgr 3
Perception of customer emotions

aOrwNE

The employee was entirely capable of recogniziag thvas upset.

The employee was entirely capable of perceiving hasas feeling.

The employee was entirely capable of identifying éimotional state | was in.
The employee was fully aware of my emotional state.

The employee perfectly interpreted my emotions.

Understanding of customer emotions

6.
7.
8.

The employee perfectly understood the reasons wiaslupset.
The employee perfectly understood the reasons ydiesiings.
The employee perfectly understood why | was bothere

Regulation of customer emotions

9.

10.
11.
12.
13.
14.
15.
16.

The employee had a very positive influence on me.

The employee did everything to make me feel well.

The employee behaved tactfully to make me feekhbett

| felt completely supported by the employee.

The employee positively influenced the way | waalifey.

By his behavior, the employee calmed me down.

| felt that the employee listened and understood me

The employee understood that the kind of emotiomad experiencing were normal.

Employee technical competencéPrice et al., 1995b)

During
1.
2.
3.

the service encounter, the contact employas
Capable

Efficient

Organized

Negative customer emotions at the end of the encaen (adapted from Schoefer and
Diamantopoulos, 2008a; van Dolen et al., 2004)

1.
2.
3.
4,

Enraged
Angry
Disgusted
Mad

Rapport: Enjoyable interaction (Gremler and Gwinner, 2000)
In thinking about the encounter with the employee:

orwnNPE

| enjoyed interacting with this employee.

This employee created a feeling of “warmth” in tekationship.
This employee related well to me.

| had a harmonious encounter with this person.

| was comfortable interacting with this employee.

Customer satisfaction with the encountefadapted from Schoefer, 2008; Tax et al., 1998)

1.
2.
3.
4,

The handling of the encounter was done as wetlstsould have been.

The contact employee did all | expected.

| was happy with the handling of the encounter.

| was pleased with the manner in which the cordgamployee dealt with the encounter.
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Executive summary

EXECUTIVE SUMMARY

The present dissertation is based on three studieming one common theme:
employee emotional competence (EEC). The ovenalldithis dissertation is to examitiee
effect of customer perceptions of employee emdtioompetence on their evaluations of
critical service encountersTo achieve this goal, each study builds a theaeframework
and presents empirical assessments of aspectseofssine under consideration. While
psychology scholars have conceptualized, measuaed,evaluated the impact of EEC in
work-related relationships (i.e@nternal perspectivef EEC), the role of EEC in customer-
related relationships (i.e., service encounters texeived little attention by marketing
scholars. We argue in this dissertation thatuatomer perspectivef EEC is necessary to
examine EEC in such context. Recent studies instheice literature have suggested that
EEC could be valuable in service encounters—edpeamcritical service encounters since
customers want employees to recognize the unigaesfabeir personal experience (Price et
al., 1995hb). Given the potential influential role BEC in a marketing context, researchers
have called for further investigation (Kidwell ét,2011; Verbeke et al., 2008).

Therefore, this dissertation approaches the conoégEEC by first focusing on
emotional competence (i.e., the actual demonstratfieemotionally competent behaviors by
the employee) instead of emotional intelligence.(ithe potential one employee has to
demonstrate emotionally competent behaviors). Ilis tespect, we examine customer
perceptions—rather than employee perceptions aergigor perceptions of EEC—since these
last measures are subject to important biases iacd snly customers can evaluate if the
employee has actually displayed emotionally competeehaviors during the service
encounter. More specifically, the focus is on theleration of EEC and its effects on

customer outcomes. Based on a review of the liuezdtom various disciplines and research
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streams, comprehensive models are constructed, ariming theoretical propositions and
hypotheses.

The first study examines in a field study the imtpaiccustomer perceptions of EEC
on customer satisfaction and loyalty in high-cohtarvices. The mediating role of rapport is
examined. We found that EEC influence both custosaisfaction and loyalty. Rapport
mediates both relationships. The second study dmngonceptualize EEC in service
encounters and to develop a short, valid, andbielimeasure based on that conceptualization.
By using a rigorous scale development procedurejefime EEC asustomer perceptions of
employees’ abilities to perceive, understand, aedufate customer emotions in a service
encounter to ensure harmonious encounté&fis measure of EEC is strongly related to key
customer outcomes such as customer satisfactiom.thitd study aims to understand in an
experimental design the role of EEC compared toleyee technical competence (ETC) in
emotionally charged service encounters. We fourat #EC moderates the relationship
between ETC and customer outcomes such as negaistemer emotions, rapport, and
service encounter satisfaction. When EEC is low,itpact of ETC on those variables is low
or even non significant. When EEC is high, ETC gy influences those customer
outcomes.

Together, the three studies provide rich insightstiee impact of EEC on customer
outcomes in a service encounter context. To imptbeecustomer’'s experience in service
encounters, managers should encourage their copetaployees to display emotionally
competent behaviors by perceiving, understandingd,ragulating customer emotions. When
employees have high EEC, the impact of ETC on omsts is the highest. Rapport mediates
the relationship between EEC and key customer awtsosuch as customer satisfaction and

loyalty.
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NEDERLANDSE SAMENVATTING (SUMMARY IN DUTCH)

Inleiding

Voor veel klanten vormt de dienstverlening verdtreloor werknemers van de
klantendienst, hun eerste ervaring met bedrijvamé@s, Brown, en Meuter, 2000). Bepaalde
ontmoetingen in het kader van dienstverlening kartmeel kritiek zijn voor klanten vanwege
hun intieme karakter, affectieve geladenheid egdaauur (Brown en Kirmani, 1999; Grace,
2007; Price, Arnould, en Deibler, 1995). Voorbeald@n kritieke dienstverlening zijn: (a)
ontmoetingen die emotioneel geladen zijn (bijv.noo¢tingen waarbij de dienstverlener een
fout probeert te herstellen, ontmoetingen waarkects nieuws door de dienstverlener
meegedeeld wordt ...), en (b) ontmoetingen met nauwtensief contact (bijv. een bezoek
aan de kapper of aan de arts ....).

Deze ontmoetingen zijn moeilijk, niet alleen vooe #lanten maar ook voor de
dienstverlenende bedrijven. Als de klant tevredemet de manier waarop de dienstverlener
de ontmoeting aanpakt kan dit een hogere klantewteeid en klantloyaliteit met zich
meebrengen (Liao, 2007; Schoefer en Diamantopo@33). Daarentegen, als de klant niet
tevreden is, kan dit leiden tot negatieve monditotid reclame en tot wisselend gedrag
(McColl-Kennedy et al., 2009; Schoefer en Diamaatdps, 2008).

Bepaalde studies (Cartwright en Pappas, 2008; Kerbeal., 2008) suggereren dat de
emotionele competentie van de dienstverlener (afgdkCD) van belang kan zijn bij zulke
ontmoetingen. Dankzij de emotionele competentie dardienstverlener - waarbij bedoeld
wordt: “de vaardigheden die te maken hebben metveewverken, het beheren en het
aanwenden van emoties op de werkvloer” (GiardiniFezse, 2008, p. 155) - kunnen de
attitudes en de gedragingen van de klant posigéfiwoed worden (Verbeke et al., 2008 ).
Inderdaad, klanten ervaren emoties tijdens ontmgeti in het kader van dienstverlening
(Gabbott, Tsarenko, en Mok, 2011; Hennig-Thuraualet 2006; Pugh, 2001) — in het

bijzonder tijdens kritieke ontmoetingen (Menon eabB, 2004). De klantemoties geven de
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dienstverleners informatie over de behoeften vaklaet en ook over de manier waarop de
dienstverlening aangepast kan worden (Mattila em, 2002). Als de dienstverlener blijk

geeft van emotionele competentie (i.e., door detiemwan de klant aan te voelen en te
begrijpen), zal hij beter in staat zijn de behaeften de klant te begrijpen en hem dus
tevreden te stellen. Daarnaast beinvioeden de esngéin de klant diens evaluatie van de
dienstontmoeting (Bagozzi, Gopinath, en Nyer, 1998ander en Strandvik, 1997; Mattila

en Enz, 2002). Werknemers met een hoger niveauevaotionele competentie zouden
bijgevolg de klant beter tevreden kunnen stellenkdij een beter begrip van de informatie

betreffende diens behoeften die door zijn emotesgebracht wordt.

Doelstellingen

Dit proefschrift onderzoekt de rol van ECD tijddagtieke ontmoetingen in het kader
van dienstverlening omdat een belangrijk aspectdeuprestaties van een bedrijf steunt op
Zijn vermogen om te verzekeren dat dergelijke oetingen in goede banen geleid worden
door werknemers. De essentie van dit proefsclwifte volgende onderzoeksvraag: wat zijn
de effecten van de klantpercepties van de emogormhpetentie van de werknemer op zijn
evaluatie van kritieke ontmoetingen in het kaden vde dienstverlening. Om deze
hoofddoelstelling te kunnen benaderen vanuit eetegverscheidenheid aan perspectieven
ontwikkelen we meer specifieke objectieven vooveeschillende hoofdstukken.

In hoofdstuk 2 focussen we op de klantperceptie B&D en onderzoeken we hoe
deze de klanttevredenheid en -loyaliteit beinvio®¥dé bestuderen ook hoe de kwaliteit van
de relatie het verband tussen ECD en de uitkomaiende klant (i.e., klanttevredenheid en -
loyaliteit) mediéert.

In hoofdstuk 3 hebben we als doel (1) een adeqc@eeptualisatie van ECD te

ontwikkelen; (2) een beknopte, goed onderbouwde betrouwbare meting van ECD

149



Summary in Dutch

gebaseerd op de klantervaring te ontwikkelen darujet kan worden zelfs voor unieke
ontmoetingen tussen een dienstverlener en een; ldan{3) de invioed van deze nieuwe
meting van ECD op de klantpercepties van de onimpét evalueren.

In hoofdstuk 4 hebben we als doel marketing theas@ruit te helpen door een model
te ontwikkelen dat ons in staat stelt de algemeffecten van twee facetten van de
competentie van de werknemer (namelijk emotionefapetentie en technische competentie)
alsook de effecten van de wisselwerking tussenebidesten op negatieve klantemoties in
het kader van dienstontmoetingen die emotioneelgetgden zijn (er wordt immers slecht
nieuws aan de klant meegedeeld). We bestuderendeoknpact van deze twee soorten
competenties van de werknemer op klantevaluatiasdeadienstontmoeting die van cruciaal
belang zijn voor service managers. Hierbij houdenoak rekening met de impact van beide
competenties op de kwaliteit van en de klanttevnadal met de ontmoeting — concepten die

zelden bestudeerd worden in het kader van diemstmeitngen die emotioneel geladen zijn.

Samenvatting van de bevindingen
Hoofdstuk 2

In dit hoofdstuk wordt nader ingegaan op de impact de klantpercepties van ECD
op de klanttevredenheid en -loyaliteit. De medideerol van kwaliteit wordt ook bestudeerd.
Door de relaties tussen ECD, kwaliteit, tevredethlezi loyaliteit te identificeren draagt deze
studie bij tot een beter begrip van de voordelee HCD, zoals die door de klant
gepercipieerd wordt, aan dienstverlenende bedrikenbrengen. De resultaten vormen een
argument om ECD in verband te brengen met klargtlamheid en -loyaliteit. Kwaliteit

mediéert de effecten van ECD op de klanttevredengreiloyaliteit partieel.
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Hoofdstuk 3

In dit hoofdstuk worden de volgende punten voomgdsi(1l) een conceptualisatie van
ECD die geschikt is voor ontmoetingen in het kaden dienstverlening; (2) een bondige
meting van ECD gebaseerd op de klantervaring; ¢re€8 evaluatie van de impact van de
klantpercepties van ECD op de cruciale resultat@m de dienstontmoeting voor de klant.
Doordat de manier waarop de dienstverlener tijagrisioetingen door de klant gepercipieerd
wordt, grotendeels de klanttevredenheid en -logialiiepaalt (Bitner, 1990), beweren we dat
klantpercepties van ECD van het allergrootste lgeiam. In tegenstelling tot eerdere studies
over ECD waarbij voor een intern perspectief gekomerd, volgen wij het perspectief van de
klant. Inderdaad, we ontwikkelen en valideren eatimg gebaseerd op de klantervaring die
variabelen voorspelt die van groot belang zijn veervice managers. We conceptualiseren
ECD als de klantperceptie van de vaardigheid dididestverlener toont om de emoties van
de klant in het kader van een dienstontmoeting@anelen, te begrijpen en te beheren, zodat
de interactie harmonieus verloopt. Klanten evaludf€D op basis van drie dimensies die
conceptueel en empirisch duidelijk van elkaar telesscheiden zijn. Die drie dimensies
verwijzen naar de vaardigheid van de dienstverlemmarde emoties van de klant aan te
voelen, te begrijpen en te beheren. Onze studrd ttet ECD sleutelvariabelen beinvloedt die
van belang zijn voor service managers, zoals dectdive betrokkenheid van de klant t.a.v.
de dienstverlener, de tevredenheid met de diemstmeitng en de loyaliteit tegenover de

dienstverlener en het bedrijf.

Hoofdstuk 4
In dit deel onderzoeken we de effecten van tweeschdiende en belangrijke
competenties die vaak aangehaald worden, namedijkeotionele competentie van de

dienstverlener en de technische competentie vadiatestverlener. We kijken ook naar de
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effecten van de wisselwerking van beide competerdfede klantevaluaties van emotioneel
geladen ontmoetingen in het kader van dienstvertenDe resultaten van ANCOVA

suggereren dat, wanneer de dienstverlener sleebtvsi moet meedelen aan klanten, ECD
een positieve invioed heeft op de relatie tussetedenische competentie van de werknemer
op de ervaring van de interactie (i.e., ze verminde negatieve emoties van de klant en
vergroot de kwaliteit van en de tevredenheid medidastontmoeting). Dit is vooral het geval

wanneer ECD groot is. Als deze laag is, is de irhpao de technische competentie op de

klantervaring beperkter.

Bijdragen
Bijdragen op theoretisch viak

Dit proefschrift draagt in verschillende opzichtdnj tot de wetenschappelijke
literatuur rond emotionele competentie van de wemker en dienstverlening. Ten eerste:
terwijl eerder onderzoek aandacht besteedde aarerdetionele intelligentie van de
werknemer(m.a.w. het potentieel van de werknemer om bgjlgéven van gedragingen die
emotioneel adequaat zijn), focussen wij opeteotionele competentie van de werknemer
namelijk het effectieve tonen door de werknemer gadragingen die emotioneel adequaat
zijn. Dit is een belangrijk onderscheid want het éiat een werknemer emotioneel intelligent
Is, garandeert niet dat hij inderdaad emotioneeljadte gedragingen vertoont. Ondanks dit
feit stellen we toch vast dat de meeste studiessken op de emotionele intelligentie van de
werknemer.

Ten tweede: aangezien de ontmoeting in het kadedienstverlening de context van
onze studie vormt en we aandacht besteden aamiet van emotioneel adequaat gedrag,
hebben we de klantpercepties van ECD onderzochtb®ieeren dat de klantpercepties van

ECD in de loop van de dienstontmoeting van hetr@ibotste belang zijn, daar de
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klantpercepties van het gedrag van de dienstverlgjgens de ontmoeting van cruciaal
belang zijn bij het voorspellen van kanttevrededhen -loyaliteit (Bitner, 1990). Daarbij
vormen klanten een betrouwbare bron van informaia de verbetering van de kwaliteit van
de dienstverlening (Berry, Parasuraman en Zeitha®84). Door het perspectief van de klant
aan te nemen (i.e., een perspectief dat de klazgpees van ECD in aanmerking neemt) in
plaats van een intern perspectief (i.e., een petighelat rekening houdt met de perceptie van
de dienstverlener zelf of van het diensthoofd) besbwe een eerste verband gelegd tussen de
sociale psychologie, de psychologie van de orgadesa&n de wetenschappelijke literatuur
rond dienstenmarketing met specifieke aandacht Q.

Ten derde: onderzoekers inzake dienstenmarketibypemezich tot nu toe moeten
baseren op definities en schalen ontwikkeld dogrcipsiogen. Dezen gebruiken een intern
perspectief om uitkomsten voor de bedrijfsorgamset voorspellen. Onze conceptualisatie
van ECD in hoofdstukken 2 en 3 en de meting vodedgtsn hoofdstuk 3 dragen bij tot de
wetenschappelijke literatuur rond dienstenmarketiogr een middel aan te reiken dankzij
welk ECD specifiek gedefinieerd en gemeten kan eworoij dienstontmoetingen. De meting
die we ontwikkeld hebben, biedt ook een mogelijeekiarende variabele voor onderzoekers
die geinteresseerd zijn in het voorspellen van elfragsrespons alsmede de emotionele en
cognitieve respons van klanten op dienstontmoetinge

Ten vierde: de resultaten van het experiment irfdstok 4 geven ons verder inzicht
in de omstandigheden waarin het het meest waandighiis dat ECD een rol speelt bij de
uitkomsten voor de klant. De impact van de techrastompetentie van de werknemer op de
klantevaluaties van de dienstontmoeting is sterknualerd wanneer ECD laag is. Over het
geheel genomen steunt deze studie op het ideeedathnische competentie niet voldoende
iIs om een uitstekende dienstverlening te hebbeze ¢ordt alleen bereikt wanneer een

dienstverlener competent blijkt te zijn zowel ophtieisch als op emotioneel viak.
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Bijdragen op het vlak van management

Dit proefschrift verschaft service managers meerdeelangrijke inzichten. In de
eerste plaats maakt dit proefschrift er de managerattent dat ze bijzonder veel aandacht
moeten besteden aan de aanpak van kritieke dig¢mgietingen. Inderdaad, deze
ontmoetingen kunnen intense emoties veroorzakekldmjen. Anderzijds hebben negatieve
emoties meer impact op individuen dan positieve t&aaoen negatieve informatie wordt
grondiger verwerkt dan positieve informatie. Slecimdrukken vormen zich ook viugger en
zijn minder vatbaar voor verandering dan goede Iiiszster et al., 2001).

Ten tweede zouden service managers er bewust vatemaijn dat schalen van
emotionele competentie waarover de dienstverleradf werslag uitbrengt, vervalst of
vervormd kunnen worden. Metingen die gegeven wouitsr een diensthoofd of door een
gelijke, kunnen ook afwijkingen vertonen (bijvooete een manipulatie in het kader van een
evaluatiesysteem waarbij beloningen toegekend wdr{rendergast en Topel, 1993). In
feite gebruiken klanten, werknemers en diensthaofaerschillende criteria om de prestatie
van de dienstverlener te evalueren (bijv., MatitaEnz, 2002). Als managers de emotionele
vaardigheden van hun werknemers tijdens dienstagtingen op de meeste adequate manier
willen meten, is het bijgevolg beter dat zij datedodoor de klantpercepties van ECD te
meten.

Ten derde stelt de meting van ECD zoals deze irfidstgk 3 wordt ontwikkeld, de
managers in staat (1) ECD waar te nemen en inht&ten tijdens dienstontmoetingen, (2) de
correlatie te bepalen tussen ECD en belangwekkeitkiemsten, en (3) ECD te gebruiken bij
rekruteringsprocedures. Deze meting maakt het njpgebor service managers om de
sterktes en zwaktes van hun werknemers preciezeeten en deze kennis te gebruiken om

een opleiding te bedenken waarbij de zwaktes inE&ie overwonnen kunnen worden.
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Ten vierde weten service managers ongetwijfeldE@2D een invioed heeft op het
algemeen welzijn (Kotsou et al., 2011), de werlddenheid (Sy, Tram en O’Hara, 2006) en
de werkprestaties (Joseph en Newman, 2010), zdpleotbeeld de verkoopprestaties
(Kidwell et al., 2011) maar het is belangrijk ertgpwijzen dat wij verder inzicht suggereren.
Zoals aangetoond in hoofdstukken 2, 3 en 4, be#alI&ECD ook cruciale uitkomsten voor de
klant zoals klanttevredenheid en -loyaliteit. Inreceenkomst hiermee en met het oog op een
verbetering van de cruciale uitkomsten voor de tkiarkritieke dienstontmoetingen kunnen
service managers het tonen van emotioneel adeqieateagingen bij hun werknemers
stimuleren.

Ten vijffde geven we in hoofdstuk 4 verder inzicimt de manier waarop de
klantervaring tijdens een emotioneel geladen d@mstoeting verbeterd kan worden. De
klantervaring is optimaal wanneer een werknemer pmient blijk te zijn zowel op
emotioneel als op technisch vlak. Terwijl dienskeeende bedrijven zwaar investeren in de
opleiding inzake de technische competentie van pensoneel, besteden ze vaak minder
aandacht aan de opleiding inzake ECD. Nochtansesaggn onze bevindingen dat ECD de
klantervaring heel sterk kan verbeteren in het kad® emotioneel geladen ontmoetingen.
We suggereren bijgevolg dat er meer nadruk gelegditwop de opleiding voor een betere
ECD.

Als laatste zouden service managers ook rekeningtanchouden met ECD bij het
rekruteren van nieuwe werknemers. Een meta-analgse de methodes gebruikt bij de
selectie van werknemers suggereert dat de beste&veaangsprocedures kennistests
combineren met persoonlijkheidstests en voorbeeld@enwerksituaties (Hunter en Schmidt,
1998) maar er is geen enkele schaal beschikbaabyvwde vaardigheid van een sollicitant om
de klantemoties tijdens dienstontmoetingen aaroétewn, te begrijpen en te beheren, bepaald

zou kunnen worden. Service managers zouden de E@Dsellicitanten kunnen evalueren
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aan de hand van rollenspelen waarbij de kandidaabddvan de werknemer speelt bij het
bedienen van een klant die negatieve emoties eérn@garhet einde van het rollenspel zouden
zowel de persoon die de klant speelt als de waarede schaal voor ECD invullen, wat de
vaardigheid van de sollicitant om de klantemotias & voelen, te begrijpen en te beheren,

aan het licht zou brengen.
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