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Title of Study: Determinants on Mechanism of EmoéibMarketing: Emotional
Intelligence, Perception of Emotional Labor’ Actjdffficacy and
Customer’ Coping Strategy on Customer Satisfaction

Major Field: Hospitality Administration

Abstract: This study was to examine to identify dle¢erminants on mechanism of
emotional marketing in the restaurant business.preeious studied mostly examined to
find out the service failure from the service gtiedi by service employees and by the
service facilities. Limited studies were condudiedlentify the service failure based on
the emotional relationships among customers’ ematimtelligence, and interactions to
recover service failure from emotional labors a#l a®from customers.

The purposes of this study were conducted threus skerst, this study examined
to identify how different characteristics of custnmcharacteristics of emotional
intelligence such as perceiving emotion, social agement, understanding emotion, use
of emotion, and managing emotion can interact Wjtbustomer’ perceptioon
emotional labor’ acting-out (deep and superficid))customer’ efficacy (for self and for
other), 3) customer’ coping strategy (emotionalicggocus and problem coping focus)
under unexpected service failure circumstancesorgitg, these three major theoretical
constructs were tested to identify the statistasslociations with customer’ participation
and satisfaction. Lastly, the group differencesanemnducted to test the mean
differences between gender in customer’ emotiontalligence, ethnicity, nationality and
interactions between ethnicity and nationality.

The total of 598 responses was used for the grdtgyehces and the final
structural equation modeling. Independent samplesttwas used to identify the mean
differences between gender, and the Multivariatalysis of Variance (MANOVA) was
conducted to test the vector differences betweevtb ethnicity groups and nationality
origins from the western countries and the easteuamtries.

The findings from the group differences explaingdustomer’ emotional
intelligence has statistical differences betweeteraad female customers, 2) customer’
El had significant meanings in the vector diffeemamong ethnicity, nationality, and
interactions of ethnicity and nationality betweka tvestern countries and eastern
countries. The comparative fit index of the finahtpeting structural model was 0.918,
RMSEA = 0.059, thus the overall SEM fit indices wewer the cut-off of the powerful
model fits. Thus, the this study identified theetgtinants on mechanism of emotional
marketing using the theoretical constructs of Eipgonal labor’s action, customer
efficacy, coping strategy on customer satisfaatinder unexpectedly encountered
service failure and the interactions among emotiohanges in the service recovery from
emotional labors as well as customers. This stogyributes to establish theory on how
customer’ different characters of the El can asgeawith different emotionaonstructs
in this studies for hospitality, tourism and senacented industries.
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CHAPTER |

INTRODUCTION

Problem Statements

In order to understand the characteristics of evnatimarketing, this study
focuses on how different characteristics of custsh@motional intelligence would have
relationships on the variety of customers’ emotioagponses on customer satisfactions
when they may encounter unexpected service fatiocamstances. Understanding the
importance of an individual’'s emotional status =ad to their attention, decision making
process, and behavioral responses (Kidwel, Hariesth and Sheng., 2011; Kim, H.J.
& Agrusa, J., 2010). Managing emotions effectivslgritical to its social functioning as
this skill enables one to exhibit socially appraggiemotions, and behave in a socially
acceptable ways (Gross,1998). Mayer, Salovey, amd€0 El Test (MSCEIT) (1998,
2002, 2005) identifies four interrelated emoticalailities: i.e., 1) the perception, 2) use,
3) understanding, and 4) management of emotioneltngve been few research studies
on emotional intelligence (El) and coping behaviarthe hospitality and tourism fields,
and the studies pertaining to the relationshipsranamographic variables, El, and

repurchase behaviors have been minimal.



Questions of this Study

First, if the emotional intelligence demonstrateslationship between the El and
employees from the organization behaviors, thenlaviliese findings support the causal
relationships among the construct of the emotiontalligence on customer from the
marketing perspectives?

Second, the previous theoretical models on El baea discussed in two
different models of El; namely, ‘ability model’ ahaixed model.” Can one discern if the
mixed model which combines those two construcesctiffely describes the construct of
the El better and can the MSCEIT or Bar-Ons moidielstify any cross-cultural
influences from demographic characteristics onamsts’ satisfaction? There might
have limitation on accessing MSCEIT due to the tamd cost, and the argument on
reliability and validity on the El scales, this dyuquestions to examine the survey
instrument which proved to have as the equivalergls of the reliability and validity on
the El scale.

Third, in order to understand the characteristicGaotional marketing, this study
focuses on identifying the determinants’ impachomw customers’ emotional
intelligence effect customer loyalty to brand comipa by relating the brand association
mechanism and by mediating customers’ perceptiorenootional labors’ actions,
customers’ efficacy, and customers’ coping strateggsolve the situations with service

failure by service providers?



Purposes of this Study

To achieve the research goals, the following objestare specified.

First, this study investigates the overall relasioips among customers’ emotional
intelligence and customer satisfaction with ser¥aleire or customers’ and service
providers’ attempts to recover after a servicaufail

Second, this study examines how customers’ charstits of emotional
intelligence effect customers’ perceptions on eonati labors’ actions with regard to
service quality by emotional labors and servickifai

Third, how do the attributes of emotional laborstians, customers’
participation, customers’ efficacy and their copgtiategies may work as mediators to
customers’ satisfaction under service failure $itunes.

Lastly, this study examines whether customers’ @nat intelligence can have
significant moderating relationships on customéstaction under service failure

situation.

Contributions of this Study

Given that these constructs of previous researgfiraothe interaction between
promotional cues, including price promotion, peveeiservice and brand image,
marketers should emphasize emotional marketingesf brand and stress functional

aspects of the product that are related to theefiveen promotion and brand loyalty.

Literature reviews on the restaurant industry mifferdin results and findings

from general manufacturing industry and other itiuend research fields due to the
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different unique characteristics of service manag@rOther qualities such as self-
efficacy relates to customer own self-efficacy attters or efficacy associated with
brand image, atmosphere in the restaurant brareb@ppealing to the brand attributes,
location of restaurant, and any convenient and apyebrand propensity could le&al

the different results for the restaurant industry hiseapurchasing service in the
restaurant can reflect customers’ potential deeitbe social classes which they want to

be in by their consumptions.

Contributions to the Academic Perspectives

This study identified the determinants on mechamg§emotional marketing
which included the theories of emotional intelligenperception of emotional labors’
action, efficacy and customers’ coping strateggwostomer satisfaction under the
specified scenarios, unexpectedly encounteredceefailure circumstance. The overall
hypothesis is the different characteristics of eamal intelligence may be able to operate
in the different levels of customer efficacy, capstrategy, customer participation on
satisfaction depending on their levels of the pgtio@ on emotional labor which were
service provider at the hotel and restaurant inglust

There are lots of unfinished arguments on the cocst of the emotional
intelligence. This study adopted the Self-Rated &wnal Intelligence Scale (SREIS)
(Brackett, Rivers, Shiffman, Lerner, and Salove)@) of which the reliability and
validity of the SREIS in this study was tested byesal researchers, and proved its scale

can be substituted by the MSCEIT (Mayer, Salovag, @aruso, 2003; 2000) which was



the most highly evaluated among the El scales.k@thdRivers, Shiffman, Lerner and
Salovey (2006) invented the total of 19 items awne ¢onstructs in their SREIS.

Thus, the adoption of the SRIES for testing thetustomers’ emotional
responses under service failure and recovery waiktsignificantheoretical contributions
on marketing research. Also, the findings fromniean differences of two groups
(Western and Eastern) on the emotional intelligegeeder, ethnicity, and nationality
will have critical information for as well hospitgland tourism industry as other service
industry. The findings of these group differencalgses can contribute on the theories of
emotional intelligence which can imply there argpairities in the characteristics of the El

by gender, ethnicity, nationality and the interacs of ethnicity and nationality.

Managerial Contributions

The major practical contributions for the hospitaindustry are that the
determinants on mechanism of emotional marketingcomtribute when managers
establish service training for employees, this rmegm on emotional marketing will
guide managers and service providers in front-lindsave big pictures on how different
characteristics of customers’ emotional traits eesgily, emotional intelligence can
perceive their actions. Furthermore, the findingsleterminants of emotional marketing
would have significant meanings and service tamlsriderstand the profound
psychological interactions based on customer empdéigpecially in the specified

scenarios, unexpectedly encountered service failuzemstance.



This study shows the historical relationship todbademic applicatioof
original streams of research on El and other rdlegsearch, for example, (1) emotional
labors actions, (2) customer efficacy levels, (Btomer coping strategy, (4) customer
participation, and (5) customer satisfaction. ®bigly will contribute when marketing
professionals consider customers’ emotional reastamd interaction with other
influential internal and external factors can tieap have useful thoughts how these
tested constructs and the finding of this studgl@gth service management consideration

for overall emotional marketing.



CHAPTER Il

LITERATURE REVIEW

Overview

The customers' perception of value for a servigarsicularly important as it is
linked to market share, customer relationship margeand their repurchase intention.
Perceived value is frequently conceptualized asliing a consumer's assessment of the
portion of perceived benefits and perceived caditdl, B., & Newman, B.Il. , 1999;
Monroe, 1985; Parasuramn, and Zeithaml, 1988). &el@®n sales promotions has
focused primarily on the effects of price promosiaf brand product sales (Kumar and
Leone, 1988) and market share (Kumar, V., RajkWesntkatesan, and Werner Reinartz ,

2008).

Research in services marketing clearly indicataspgbople and organizations buy
services differently than they buy goods (Parasargr., Zeithaml, V. A., & Berry, L.
L., 1993). “Intangibility, heterogeneity, perishil#ly, and simultaneous production and
consumption” are critical the differences betweeads and services that suggest the
need for different marketing approaches (Zeithd&alasuraman, & Berry, 1993).

Moreover, customer satisfaction measurement ibacited up with in-depth learning in

7



the perspective of customer value and is relatetdlems that underlie their evaluations,
which may not provide enough of the customer's svemgjuide managers where to
respond (Woodruff, 1997).

This study identified the determinants on mecharm@éemotional marketing
therestaurant business. The previous studied mosdmaed to find out the service
failure from the service qualities by service enyples, what we definég@motional
labor” in this study in hospitality industry. Limited slies were conducted to identify the
service failure based on the emotional relatiorsshipong customers’ emotional
intelligence, and interactions to recover servakife from emotional labors as well as
from customers.

This study reviewed how different characteristitsustomer’ characteristics of
emotional intelligence such as perceiving emotsmtjal management, understanding
emotion, use of emotion, and managing emotion wamact with first, customer’
perception on emotional labor’ acting-out (deep sumglerficial), secondly, customer’
efficacy (for self and for other), and lastly, ausier’ coping strategy (emotional coping
focus and problem coping focus) under unexpecteitpuntered service failure

circumstances.



EMOTIONAL INTELLIGENCE

Emotion management skills may determine how th&viddals’ emotions are
dealt with once activated in. For the marketingspectives, consumers have been
motivated more attractive and impressive advertesgrand marketing promotions. So,
this research study questions why subjects who higleer or better emotional
intelligence would perceive more sensitively bramatketing promotions and customer

satisfaction in the restaurant industry.

Perceiving Emotion in Consumer Behavior

In psychology literature, the effects of individsis#gmotions on behavidrave
been widely discussed (Zajonc, 1985; Abraham, 1B8&heridge & Lee, 2008).
Emotion provides a critical bridge in understandingsumer behavior in that emotions,
compared to evaluate assessment of the stimulijgggqudgmental responses that are
more consist across individuals and better predicf people’s thoughts (Pham,
Cohen, Pracejus, & Hughes, 2001). This new persagews the mechanism of
emotions as a core motivator for enabling custdmenake decision tpurchase, clearly
a departure from the traditional perspectivestbgarded consumers as rational and
cognitive decision makers. From the emotion theptige efforts of concepts on
emotional intelligence may attempt to be adopteekiaain the relationships with

individuals’ behaviors in marketing studies (Ash&garHartel, and Daus, 2002).



What Role does Brand Play in Emotional Marketing?

According to Wyer and Srull (2000)’s associativenak memory model,
memory is viewed as consisting of a network of rsa@presenting storedformation and
representing the strength of association betwesmtbrmation and concepts. Any type
of information can be stored in the memory networkluding information that is verbal,
visual, abstract, or contextual in nature. Whatkatars need is an insightful way to
represent how brand knowledge exists in consumeimory. An influential model of
memory developed by psychologists is helpful it tegard (Anderson, and Gerbing,
1988; Wyer, N, Sherman, and Stroessner , 2000).0Dtie challenges in marketing
services is that, marketing is less tangible anderikely to vary in qualitydepending
on the particular customer or employees involvedrovialing expected service quality.
Consequently, branding can be particularly impdrtarservice firms in addressing
potential intangibility and variability problemsrd&hd symbols may also be beneficial as
they can help to make the abstract nature of ssswiwore concrete. Brands can help to

identify and provide meaning to the different seeg provided by a firm.

Emotional Intelligence Theory and Measurement

Accordingly, the theory of El postulates that thiEermation value of emotions can
make thinking more intelligent. El theory was atlveloped as the concept of intelligence
was extending to include of mental abilities whinblude social, practical and personal
intelligence (Cantor and Kihlstrom, 1987; Davies,, [8tankov, L., and Roberts, R.D.,

1998; Sternberg, 2002). EI may work on cognitionsirdormation processing that
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involves matters of personal and emotional impaario individuals and their
relationships (Zajonc, 1980; Mayer, Salovey, andu€aEl Test (MSCEIT), 2005). El can
be different from other mental skills, and also ceptually and empirically distinct from
personality traits, such as neuroticism (Mayero%ey, and Caruso, 2000; Salovey and
Mayer, 1990).

El can capture the accurate processing of emotref@tant information, for
example, the facial and body expressions, andliiéydo use emotions in reasoning in
order to solve problems (Mayer, Salovey, and Car2804; Mayer and Mitchell, 1998;
Salovey and Mayer, 1990).

So far, the two distinct types of El theories areshsurements haveen developed
Mayer, Salovey, and Caruso (2000) distinguishedabiity model’ whichwasdeveloped
from ‘mixed model with four abilities of emotiond his Ability Model of Mayer, Salovey
and Caruso conceptualizes El as a set of menthd ghiich can be assessed with
performance tests (MSCEIT, Mayer-Salovey-Carusotimal
Intelligence Test (MSCEIT), version 2.0; Mayer, @ay, and Caruso, 2002). For a
performance test, the MSCEIT evaluates the aliditpanage emotions, so, the construct
of El plays key all to connect emotion theoriesiarketing studies.

From the literature reviews, the major three magceptual models in the El
were classified from the researchers: (1) The Ssldviayer model (1997), “defined the
El construct as the ability to perceive, understamahage and use emotions to facilitate
thinking,” either MESI(Mayer El Scale, Mayer-Salgy&997; its latest version,
MESCEIT v. 2.0, Mayer et al., 2000). (2) The Golemaodel (1998), which discuss

with a view to stating competencies and skills enagerial performance by faulti-

11



rater assessment named Emotional CompetenciesdmydfCl (Boyatzis et al., 2000).
(3) The Bar-On model(1997b, 2000), ‘a cross-seatifdnterrelated emotional and social
competencies, skills and facilitators that impattliigent behavior, measured by self-
report in the Bar-On Emotional Quotient Inventde@-1(1997a, 1997b).

More specifically, Bar-On'’s views the EI to includ®jor four factors;
Intrapersonal, Interpersonal, Stress Managemend, Adaptability(Bar-On, 1997), and
each has the detailed itenhstrapersonal- emotional self-awareness, assertiveness, self-
regard, self-actualization, independent&grpersonal- empathy, interpersonal
relationships, social responsibili§iress Managementproblem solving, reality testing,
flexibility and Adaptability— stress tolerance, impulse control).

Also, the research on expression of emotion aaolégre was provided:
Matsumuto et al. (2008), which recognized thatvidialistic cultures enforce more
emotion expression, whereas members of colledtiwsitures endorse less. Van Hemert
et al. (2007) explained a substantial part of tless-cultural differences in emotions
were identified in a view of ‘model of subsistenpelitical variables, stability of a
country, and aggregated psychological variabldga®it al., (2003), and Salovey, P.,
Mayer, J. D., Goldman, S. L., Turvey, C., and RalfaP.(1995), this research paper
illustrated about 10 more studies regarding therémiag construct validities of cross-

cultural impacts on EL.
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Table 2.1 Selecting a Measure of Emotional Intehlice

Ability Model  Ability Model Mixed Model  Mixed Model  Mixed Model
Multifactor Mayer-Salovey- Bar-On- EQ-Map Emotional
Emotional Caruso EQi(Bar-On,  (Cooper,1996; Competence
Intelligence Emotional 1997) 1997) Inventory(ECI
Scale(MEIS)(M Intelligence )(Boyatzis,
ayer, Salovey, Test(MSCEIT) Goleman, &
& Caruso, (Mayer, Hay Mc/Ber,
1997/1999) Salovey, & 1999)
Caruso,
2000)(updated
MEIS)
Emotional Perceiving Intraperscnal Current Self -
Perception Emotions Environment  Awareness
Identifying Recognize Emotional self- Life pressure Emotional
emotionsin One’s own awareness life satisfaction <self-
faces, designs  feelings andthe ascertiveness awareness
music, and feelings of self-regard, accurate self-
stories others. self- assessment,
Accurately actuali zation, self -
decode facial independence confidence
expression: and
tones of voice
Emotional Usinc Emotions Interperscnal Emotional Saocial
Fadilit ation Literacy Awareness
Translating Take feelings Empathy, Emotional SeEmpathy,
feeling into accounito  interpersoral awareness Organizational
(Synestresia), reesor oul relationship emotional awareness
Usin¢c emotions  situation anc sccial expression service
to make determinehow  responsibilty  emotional orientation
judgments to act. Crective awareness of
(Feeling Biases) problem solving others
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Table 2.1 Selecting a Measure of Emotional Intelice (Continued)

Ability Model

Emotional

Understanding

Defining
emotions
Complex
emotional
transitions
emotional
persgectives

Emotional
M anagement

Managing own

emotions
managing
other’'s
emotions

Ability Model  Mixed Model
Understanding Stress
Emotions Management
Understand howProblem

emotions solving, reality
combine and testing,
change with flexibility
time; interaction
with others
Managing Adaptability
Emotions

Work with Stress
emotions tolerance,
judiciously impulse control

General Mood
Happiness,
Optimism

Mixed Model

EQ
Competencies
Intentionality,
credtivity,
resilience,
interpersonal
conrections
constructive
disconient

EQ Values &
Attitudes
Outlook,
compassion
trustiradius
persoral power,
integrated self

EQ Ouicomes

Mixed Model

Self-
Management
Self-control,
trustworthires
S,
conscientiousr
€SS
adaptability,
achievement
orientation

Sacial Skills

Developing
others,
leedership
influence,
communicetio
n, change
cetalyst,
conflict
management,
building
boncs,
teemwork

General health,

quality of life,
relationshiy
guotient,
optimal
performance

Note: Recited, Selecting a Measure of Emotionallligence based on “Selecting a
Measure of Emotional Intelligence”, Mayer, Carusd &alovey, inThe Handbook of
Emotional IntelligenceBar-On and Parker, Editors, (2000), p.322
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Two distinct types of El theories: 1) the ability nodel, and 2) mixed model

Definitions of the ability model of El;

Ability modelconceptualize El as a set of mental skills thatmassessed with
performance tests. The first comprehensive perfoomgest of EI was the Multifactor El
Scale (Mayer, Caruso, and Salovey, 1999), whicthlea briefer test version MSCEIT
v.2.0 (Mayer, Salovey, and Caruso, 2002a). Forfopeance test, the MSCEIT assesses
the ability to manage emotiordixed modelin contrast, is based on the three classes of
construct: perceived emotional (and other abiljitiesmpetencies,
and personality traits (Bar-On, 1997). Table 2 ms1arized the definitions of the ability

model and the mixed model on the emotional intefiice.

Two of the most widely used self-report inventorigtee Emotional Quotient

Inventoryand the Self-Report EI Test

The importance of this study is based on the iatiip between emotional
ability and social functioning has yet to be examdifbbecause there have been lack of
reliable and valid performance measures and sptirt&l measures. Previous research
on El has used ‘Self-report measures’, howeverelialed to incorporate El theory,
thus, this study measured self-rated El in thregswttaat can map onto a theoretically

derived performance test of El, and MSCEIT.
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One of the El research, for instance, the resedgsign includes that participants,
291(65% female) at a state university and the nitgjof participants (27%) were in their
first year at the university. In their research,NiEgasures uses the MSCEIT v.2.0 (Mayer
et al., 2002a), a performance measure of El bygusiar dimensions: the perception,
use, understanding, and management of emotiont fidssarch design established
experimental design; “ThRISCEITmeasures Perceiving Emotions by asking respondent
to identify the emotions expressed in photographeoples’ faces and feelings in

artistic designs and pictures.”

Verbal Intelligence MeasureSelf-rated verbal intelligence and estimated perfance

task

The SRIES was developed by 1) Trait Meta-Mood S(@ddovey, Mayer,
Goldman, Turvey, & Palfai, 1995), and 2) Self-rapoeasure of El by Schutte et al.
(1998). Not many but several research was doingl@nd Socio-demographic variables
on El and Socio-Demographic Variables (PetirdesFamdham, 2003; Ciarrochi et al.,
2000; Extremer et al., 2006; Mayer et al., 1999%tédy which the Self-Rated El, verbal
intelligence measures, MSCEIT, post-MSCEIT examingl the procedures to test
verbal intelligence measures of the SREIS. And&glet al., (1995) studied El,
Neuroticism, Extraversion, and Coping behaviorgifighich the previous literatuon
the effects of EI on coping behaviors mostly identifteree intrapersonal EI dimensions;
such as emotional attention, emotional clarity, ambtional repair, and emotional

repair, named TTMS (Salovey et al., 1995).
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Why is the research question important?

The most of previous studies used Mayer and SaleWegory of EI (1997) and
Bar-Ons (1997) as a research framework to exarhmeole of emotional abilities in
social functioning. Most of El literature examin@dprove the construct of the El is
conceptually and empirically distinct from persatydraits, such as neuroticism (Mayer,
Salovey, & Caruso, 2004; Salovey & Mayer, 1990) Tteory specifies that the four
abilities contribute to the higher order constifcEl; Perceiving emotiori)sing emotion,
Understanding emotion, Social management and Maugegimotion

From the literature reviews, the ability model byayér and Salovey’s theoof
El (1997) has some restrictions for this study topadtoeir EI measures, thus, this study
adopted the SREIS (Brackett, Rivers, Shiffman, egrand Salovey, 2006) which were
proved the validity and reliability by the stud{&dwel, Hardest, Murth and Sheng,

2011). The definitions of the SREIS in this study summarized as follows:

Definitions of each dimensions of El(Brackett, ReShiffman, Lerner, and

Salovey, 2006):

e Perceiving emotiors defined as “it pertains to the ability to idépgmotions
in oneself and others, as well as in other stinmtiuding voices, stories,
music, and works of art (Brackett, Rivers, Shiffmeerner, and Salovey,

2006).”
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Using emotionthe ability to control “feelings that assist in t@@n cognitive
construct, such as problem solving, decision malang interpersonal
communication” that create diverse mental setsdnage reasoning tasks.
Understanding emotioripertaining verbal ability of language and
propositional opinions that reflect the capacitgéscribe emotion,”
Managing emotionit pertains to the ability to reduce, increase, arudlify

emotional response in oneself &acial Management (for others).
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2. Emotional Labor

A number of authors have suggested that emotiabal|(EL) in response to
organizational display rule is critical to emplogeespecially, front-line employees in the
service industry (McClure, E. B. , 2000; Kim andgdrasa., 2011; Grandey, 2000). The
characteristics of emotion responses from the eetsges of emotional labor have been
studied from a number of studies in organizatiteddaviors, for example, emotional labor
of the tour leaders (Wong and Wang 2009) and ensgl®yJohnson and Spector,

2007), whose studies defined emotions can be eskintemotional dissonance; that is the
separation of experienced emotion from emotionesg®ed to encounter external
expectations (Hochschild, 1983). This disparity amthe experienced emotion could be
stressful or pleasant, resulting in for employeeménage their emotions in front of the
customers. Thus, some research has shown linkeeet&l and influences on
organizational environments (Sharma, S., Biswal[Rller, J., & Mandal, M.K., 2009,
Johnson & Spector, 2007, Kim et al., 2009, Adelma®®5, Warton, 1993). However,
there is limited research on the relationships betwthe EL traits and characteristics of

the customers’ El in the hotel and restaurant itrgius

Most of the studies define that the effects of Elthie type of acting or emotional
labor strategy, used similarly to organization thigpules. The organization display rules
determine the traits of the EL as surface or supalfacting-out and deep acting-out by
service providers (Grandey, 2000, Hochschild, 1988perficial acting consists of
managing only observable expressions to obey displas, while deep acting

corresponds with managing emotions to actuallytteedeep internal emotion through
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display rules (Wong and Wang 2009), Kim et al.,20Brandey, 2000, Hochschild,
1983). Consequently, it would be definite thatrésponses upon different characteristics
of the customers’ El traits and the choice of eori regulation by service providers
would lead different interactions especially in tieumstances of service failure in

restaurant industry (Kim, Yoo, Lee & Kim, 2012).

Thus this study, from the literature review, thisdy establishes the following hypothesis

as follows:

Hypothesis | a-e: The characteristics of the Ematal intelligence (El) are associated

with Perception on Emotional labors’ superficial &iaog-out.

Hypothesis la: The Perceiving Emotion in the Emmaiantelligence (El) is
associated with Perception on Emotional laborsesfipal acting-out.

Hypothesis Ib: The Social Management in the Ematiartelligence (El) is
associated with Perception on Emotional laborsésifigal acting-out.

Hypothesis Ic: The Understanding Emotion in the Eomal intelligence (El) is
associated with Perception on Emotional laborsésfigal acting-out.

Hypothesis Id: The Use of Emotion in the Emotianglligence (El) is
associated with Perception on Emotional laborsésifigal acting-out.

Hypothesis le: The Managing Emotion in the Emotiamizlligence (El) is

associated with Perception on Emotional laborsésiigal acting-out.
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Hypothesis | f-j: The characteristics of the Emotial intelligence (El) are associated

with Perception on Emotional labors’ deep actinguo

Hypothesis If: The Perceiving Emotion in the Emo#bintelligence (El) is
associated with Perception on Emotional laborspdesting- out.

Hypothesis Ig: The Social Management in the Ematiortelligence (El) is

associated with Perception on Emotional laborspdesing- outHypothesidh:

The Understanding Emotion in the Emotional inteltige (EI) isassociatedvith

Perception on Emotional labors’ deep actiogt

Hypothesis li: The Use of Emotion in the Emotiométlligence (EI) is associated
with Perception on Emotional labors’ deep actingt- o

Hypothesis |j: The Managing Emotion in the Emotiangelligence (El) is

associated with Perception on Emotional laborspdesing-out.
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3. Customer patrticipation and Customer Strategy forCoping

Customer participation (CP) in the service productand service delivery
process is emphasized to have interests becagdeeiieved to lead customers meet their
expected service quality and service controlstieirtpreferences when they were
encountered the customer participation needed (@kdh1990, Xie, Agozzi, and Troye
2008, Yim, Chan, and Lam, 2012). This new logicgasys that customers are viewed as
proactive co-creators rather than passive recewies they would need to react to the
specific situations (Payne, Storbacka, and FloWw820Chan, Yim and Lam (2010)
examined that the customer participation offersecaic benefits such as customized
services, better service qualities, and worked refieetives for customers to strengthen
relational linkage between customers and employdss, customergarticipation could
increase employees’ job stresses as well as adwditsence on customers’ own

satisfaction.

However, Bateson (1985) and Bitner et al., (199gpested that customers’
participation can also be intrinsically attractteecustomers who derive enjoyment from
participating in service delivery with or withoutroducing the unusual economic
incentives such as discounts or coupons leadingdxt visits also psychological
rewards, e.g., enjoyment, emotional achievemerte@®a, 1985, Bitner et al., 1997,

Dabholkar, 1990).

From the literature review, this study establisiheshypotheses as follows:
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Hypothesis Il a-e: The characteristics of the Emonal intelligence (EI) are
associated with Customers’ Participation
Hypothesis llla: The Perceiving Emotion in the Eimoal intelligence (El) is
associated with Customers’ Participation.
Hypothesis llib: The Social Management in the Eadi intelligence (El) is
associated with Customers’ Participation.
Hypothesis llic: The Understanding Emotion in thedfional intelligence (El) is
associated with Customers’ Participation.
Hypothesis llld: The Use of Emotion in the Emotibiméelligence (EI) is
associated with Customers’ Participation.
Hypothesis llle: The Managing Emotion in the Empébintelligence (El) is
associated with Customers’ Participation.
Hypothesis X a-b: Customers’ Participation is redat to Customers’ Efficacy (Sedéind
Other).
Hypothesis Xa: Customers’ Participation is relaie@ustomers’ Efficacy for
Self Hypothesis Xb: Customers’ Participation isatetl to Customers’
Efficacy for Other
Hypothesis XI a-b: Customers’ Participation is rekd to Customers’ Copingtrategy
(Problem focus and emotional focus).
Hypothesis Xa: Customers’ Participation is reldte@ustomers’ Emotional
Focus Coping Strategy.
Hypothesis Xb: Customers’ Participation is relaie@€ustomers’ Emotional

Focus Coping Strategy.

23



Hypothesis XII: Customers’ Participation is negagly related to Customer

Satisfaction under service failure circumstances.

Coping spells generally refer to a cognitive anddworal response to external
events (Carver et al., 1989; Endler et al., 1990rig and Wang 2009, Kim and Agrusa
2011). Lazarus and his studies (Lazarus, 2000;ruaza Launier, 1978) conceptualize
the coping as a relationship process between ttsepand the specific events. The
emphasis on the process leads to the approackepiofy as a circumstance —
dependents (state or situation-oriented). The @hproach is called disposition-based
coping. McCrae and Costa (2000) and other authodsesl the coping from the
perspectives afircumstance-dependerdad disposition-based coping, whether the
theories of the coping are dispositional or situai responses, coping behaviors are
divided into two basic frameworks: problem focusl @motional focus (Lazarus, R.S.,

2000).

Problem-focused coping refers to coping efforts imeolve the management or
alteration of the person-environment relationshat ts the source of negative moods.
Emotional-focused coping refers to the internal agment of emotions experiences

from unexpected stressful encounters and events@ia Tsarento, and Mok, 2010)

This study hypothesized the customers’ differematrabteristics of the Self Report
Emotional Intelligence Scale (SREIS) could be dédfe sources to associate with the
customer preferences of selecting customer copiategies whether the probldotus or
emotional focus under circumstances of servicerai{Gabbott, Tsarento, and Mok,

2010; Lent, Robert W. and Frederick G. Lopez, 2002and Baumgartner, 2004).
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From the literature review, this study establisiheshypotheses as follows:

Hypothesis IV a-e: The characteristics of the Emmtial intelligence (El) are

associated with Customers’ Problem Focus Copingagy.

Hypothesis IVa: The Perceiving Emotion in the Ermndl intelligence (EI) is
associated with Customers’ Problem Focus Cofinategy.

Hypothesis IVb: The Social Management in the Emm@tiantelligence (El) is
associated with Customers’ Problem Focus CoPBinategy.

Hypothesis IVc: The Understanding Emotion in thediional intelligence (El) is
associated with Customers’ Problem Focus Cofinategy.

Hypothesis IVd: The Use of Emotion in the Emotioimélligence (EI) is
associated with Customers’ Problem Focus Cofinategy.

Hypothesis IVe: The Managing Emotion in the Emagiantelligence (El)s

associated with Customers’ Problem Focus CoBinategy.

Hypothesis IV f-j: The characteristics of the Emotnal intelligence (El) areassociated
with Customers’ Emotional Focus Coping Strategy.
Hypothesis IVf: The Perceiving Emotion in the Erootl intelligence (Eljs
associated with Customers’ Emotional Focus Coptrat&yy.HypothesidVg:
The Social Management in the Emotional intelligeftti¢ is associatedvith
Customers’ Emotional Focus CopiStrategy.
Hypothesis IVh: The Understanding Emotion in thedBional intelligence (El) is

associated with Customers’ Emotional Focus Cofimgtegy.
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Hypothesis IVi: The Use of Emotion in the Emotiomaeélligence (El) is
associated with Customers’ Emotional Focus Copinat&yy.
Hypothesis 1Vj: The Managing Emotion in the Emoabmtelligence (El)s

associated with Customers’ Emotional Focus Cofimgtegy.
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4. Efficacy and Customer Satisfaction

Efficacy is defined as efficacy for self and fohet (Bandura, 1997). The self-
efficacy is defined as “believe in one’s capalabtio organize and execute the course of
action required to produce given attainments”(Baadi©97) can work as a cognitive
mediator of action. Under the unexpected circunt&sthat demand engaging customers
or employees in difficult situations to manage tleenotions, self-efficacy can influence
their choices of activities (Ellen, Bearden, anai@ia, 1991, Yim, Chan, and Lam,
2012),

Yim, Chan & Lam (2012), examined the relationshipsveen self-efficacy,
work engagement and job satisfaction and foundthieageneral self-efficacy scale, work
engagement scale and Minnesota job satisfactide s@ae applied to identify the
relationships and based on social cognitive thaadywork engagement events and using
regression modeling, results indicated that botfrescacy and work engagement
influence job satisfaction. Their study tests {batsatisfaction of certified public
accountants was directly predicted by self-efficangl work engagement.

Also, there are some research on the synergiséctsfof self-efficacy and
efficacy for others (Lent and Lopez, 2002, Hartlamel Ferrell, 1996, McCrae, R. R. ,
2000). Thus this study, from the literature reviéms study establishes the following

hypotheses:
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Hypothesis Il a-e: The characteristics of the Emotial intelligence (EIl) areassociated

with Customers’ Efficacy for self.

Hypothesis lla: The Perceiving Emotion in the Emodl intelligence (El) is
associated with Customers’ Efficacy for self.

Hypothesis llIb: The Social Management in the Emmatiantelligence (El) is
associated with Customers’ Efficacy for self.

Hypothesis lic: The Understanding Emotion in thedBonal intelligence (El) is
associated with Customers’ Efficacy for self.

Hypothesis Ild: The Use of Emotion in the Emotiom&tlligence (EI) is
associated with Customers’ Efficacy for self.

Hypothesis lle: The Managing Emotion in the Emadilantelligence (El) is

associated with Customers’ Efficacy for self.

Hypothesis Il f-j: The characteristics of the Emanal intelligence (El) areassociated

with Customers’ Efficacy for others.

Hypothesis IIf: The Perceiving Emotion in the Enoogl intelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis llg: The Social Management in the Emmatiantelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis Ilh: The Understanding Emotion in thedional intelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis lli: The Use of Emotion in the Emotiomaelligence (El) is

associated with Customers’ Efficacy for others.
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Hypothesis llj: The Managing Emotion in the Emoabimtelligence (El)s

associated with Customers’ Efficacy for others.

5. Group Differences

One of purposes of this study is to identify ifrénare significant relationships of
the characteristics of the customer emotionalligegice among gender, two ethnicity
groups, western and eastern, nationality origiosfthe western and eastern countries.
The Wong and Law Emotional Intelligence Scale (W&HR002) was tested across
ethnic groups (Whites, Blacks, and Hispanics) amttigr groups. Results supported the
four-dimension, second-order factor structure offd indicated that scores on the

WLEIS are comparable across gender and ethnic group

Austin (2011) tested the El and a social perceptispection time task were
applied in which participants (Caucasian and FatBaian) were required tdentify the
emotion on Caucasian and Far-East Asian facesvirathappy, sad, or angry. Van
Rooy, D. L., & Viswesvaran, C. (2004) tested thenyand Law Emotional Intelligence
Scale (WLEIS) in their study to examine across ietfWwhites, Blacks, and Hispanics)
and gender groups Results supported the four-dilm@rsecond-order factor structure of
El and indicated that scores on the WLEIS are coaippa across gender and ethnic

groups (Van Rooy, Alonso, and Viswesvaran, 2007).

Mandell and Pherwani (2005) studied the El anddestdp, in which a significant
predictive relationship was found between transtiromal leadership style and

emotional intelligence, however, not significanatmnships between gender differences.
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Wong, C., Law, K.S., (2002). administered the EQ<¢0 undergraduates from various
fields of studies who had foreign education backgtb This study showed that foreign

undergraduates have a higher El score than thakdagal education background. Their
findings (Yim, Chan & Lam, 2012) showed the EI litifliered from age, gender, year of

study in foreign countries.

Based on the these literature reviews, this ststhbdéish the following

hypotheses,

Hypothesis XV: The characteristics of the Emotiontalligence (El) are statistically

different from gender groups.

Hypothesis XVI a-o: The characteristics of the Haratl intelligence (Elgare
statisticallydifferent from ethnicity (Hypothesis XVI a-e),inatlity (Hypothesis
XVI f-i), and the interactions of ethnicity and ioaality groups (Hypothesis XVI

k-0).
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Figure 2.1 Conceptual Model of Determinants on M&dtm of Emotional Marketing
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5. The Theoretical Framework and Hypotheses

Hypothesis | a-e: The characteristics of the Emotal intelligence (EIl) are associated

with Perception on Emotional labors’ superficial #ag-out.

Hypothesis la: The Perceiving Emotion in the Emmaiantelligence (El) is
associated with Perception on Emotional laborsesfipal acting-out.

Hypothesis Ib: The Social Management in the Ematiartelligence (El) is
associated with Perception on Emotional laborsesfigial acting-out.

Hypothesis Ic: The Understanding Emotion in the Eomal intelligence (El) is
associated with Perception on Emotional laborsésifigal acting-out.

Hypothesis Id: The Use of Emotion in the Emotianglligence (EI) is
associated with Perception on Emotional laborsésfigal acting-out.

Hypothesis le: The Managing Emotion in the Emotiomizlligence (El) is
associated with Perception on Emotional laborsésiigal acting-out.

Hypothesis | f-j: The characteristics of the Emotial intelligence (El) are associated

with Perception on Emotional labors’ deep actinguo

Hypothesis If: The Perceiving Emotion in the Emo#bintelligence (El) is
associated with Perception on Emotional laborspdesting- out.

Hypothesis Ig: The Social Management in the Ematiortelligence (El) is

associated with Perception on Emotional laborspdeging- outHypothesidh:

The Understanding Emotion in the Emotional inteltige (EI) isassociatedvith

Perception on Emotional labors’ deep actiogt
Hypothesis li: The Use of Emotion in the Emotiométlligence (EI) is associated

with Perception on Emotional labors’ deep actingt- o
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Hypothesis |j: The Managing Emotion in the Emotiangelligence (El) is

associated with Perception on Emotional laborspdesting- out.
Hypothesis Il a-e: The characteristics of the Emoiial intelligence (El) areassociated

with Customers’ Efficacy for self.

Hypothesis lla: The Perceiving Emotion in the Ermodil intelligence (El) is
associated with Customers’ Efficacy for self.

Hypothesis llb: The Social Management in the Emmationtelligence (El) is
associated with Customers’ Efficacy for self.

Hypothesis lic: The Understanding Emotion in thedfional intelligence (EI) is
associated with Customers’ Efficacy for self.

Hypothesis Ild: The Use of Emotion in the Emotiom&tlligence (EI) is
associated with Customers’ Efficacy for self.

Hypothesis lle: The Managing Emotion in the Emagidntelligence (El) is
associated with Customers’ Efficacy for self.

Hypothesis Il f-j: The characteristics of the Ematnal intelligence (El) areassociated

with Customers’ Efficacy for others.

Hypothesis IIf: The Perceiving Emotion in the Enoogl intelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis llg: The Social Management in the Emmatiantelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis Ilh: The Understanding Emotion in thedional intelligence (El) is

associated with Customers’ Efficacy for others.
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Hypothesis lli: The Use of Emotion in the Emotiomaelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis llj: The Managing Emotion in the Emotbimtelligence (El) is
associated with Customers’ Efficacy for others.

Hypothesis Il a-e: The characteristics of the Emonhal intelligence (El)are

associated with Customers’ Participation

Hypothesis llla: The Perceiving Emotion in the Eimoal intelligence (El) is
associated with Customers’ Participation.

Hypothesis llIb: The Social Management in the Eai intelligence (El) is

associated with Customers’ Participation.

Hypothesis llic: The Understanding Emotion in thedEional intelligence (El) is

associated with Customers’ Participation.

Hypothesis llld: The Use of Emotion in the Emotibingelligence (EI) is
associated with Customers’ Participation.

Hypothesis llle: The Managing Emotion in the Empé&bintelligence (El) is

associated with Customers’ Participation.

Hypothesis IV a-e: The characteristics of the Ematial intelligence (El)are
associated with Customers’ Problem Focus Copinga&tgy.
Hypothesis IVa: The Perceiving Emotion in the Eronél intelligence (El) is
associated with Customers’ Problem Focus Copiraf&yy.
Hypothesis IVb: The Social Management in the Enratiantelligence (El) is

associated with Customers’ Problem Focus Copira&yy.
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Hypothesis IVc: The Understanding Emotion in thediional intelligence (El) is
associated with Customers’ Problem Focus Cofinategy.
Hypothesis IVd: The Use of Emotion in the Emotioimélligence (EI) is
associated with Customers’ Problem Focus Cofinategy.
Hypothesis IVe: The Managing Emotion in the Emadiantelligence (El)s
associated with Customers’ Problem Focus CoBinategy.
Hypothesis IV f-j: The characteristics of the Emotial intelligence (El) areassociated
with Customers’ Emotional Focus Coping Strategy.
Hypothesis IVf: The Perceiving Emotion in the Erootl intelligence (Eljs
associated with Customers’ Emotional Focus Copiragt&yy.HypothesidVg:
The Social Management in the Emotional intelligeftil¢ is associatedvith
Customers’ Emotional Focus CopiSgrategy.
Hypothesis IVh: The Understanding Emotion in thedBional intelligence (El) is
associated with Customers’ Emotional Focus Copingt&yy.
Hypothesis IVi: The Use of Emotion in the Emotiomaeélligence (El) is
associated with Customers’ Emotional Focus Coptrat&gy.Hypothesis
IVj: The Managing Emotion in the Emotional intekigce (EIl) isassociated
with Customers’ Emotional Focus CopiSgategy.
Hypothesis V a-d: Perception on Emotional laborgtang-out (Superficial and Deep)
are related to Efficacy (Self and Others) under g&e failure circumstances.
Hypothesis Va: Perception on Emotional labors’ $figal acting-out is related

to Customers’ Efficacy for self.
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Hypothesis Vb: Perception on Emotional labors’ $fipial acting-out is related
to Customers’ Efficacy for others.

Hypothesis Vc: Perception on Emotional labors’ Deepis related to
Customers’ Efficacy for self.

Hypothesis Vd: Perception on Emotional labors’ Deapis related to
Customers’ Efficacy for others.

Hypothesis VI a-d: Perception on Emotional laboratting-out (Superficial and Deep)
are related to Customers’ Coping strategy (Problénus and emotional focus)
under service failure circumstances.

Hypothesis Vla: Perception on Emotional labors’ &tipial acting-out is related
to Customers’ Problem Focus Coping Strategy.

Hypothesis VIb: Perception on Emotional labors’ &tipial acting-out is related
to Customers’ Emotional Focus Coping strategy.

Hypothesis Vic: Perception on Emotional labors’ peeit is related to
Customers’ Problem Focus Coping Strategy.

Hypothesis VId: Perception on Emotional labors’ peeit is related to
Customers’ Emotional Focus Coping strategy.

Hypothesis VII a-b: Perception on Emotional laboracting-out (Superficial and
Deep) are related to Customer Participation undengce failure
circumstances.

Hypothesis Vlla: Perception on Emotional laborsp&dicial acting-out is related

to Customers’ Participation.
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Hypothesis VIIb: Perception on Emotional laborsp8dicial acting-out is related
to Customers’ Participation.

Hypothesis VIII a-b: Customers’ Efficacy (Self an@thers) are associated with
Customers’ Participation.

Hypothesis Vllla: Customers’ Efficacy for Self slated to Customers’
Participation.

Hypothesis VIIIb: Customers’ Efficacy for Othersredated to Customers’
Participation.

Hypothesis IX a-b: Customers’ Efficacy (Self and l@rs) are associated with
Customers’ are associated with Customers’ Probleotks Coping Strategy.
Hypothesis 1Xa: Customers’ Efficacy for Self isatd to Customers’ Problem

Focus Coping Strategy.
Hypothesis IXb: Customers’ Efficacy for Othersesated to Customers’ Problem
Focus Coping Strategy.

Hypothesis IX c-d: Customers’ Efficacy (Self and I@&r) are associated with
Customers’ are associated with Customers’ EmotioRaktus Coping strategy.
Hypothesis IXc: Customers’ Efficacy for Self isatdd to Customers’ Problem

Focus Coping Strategy.
Hypothesis IXd: Customers’ Efficacy for Other isated to Customers’ Problem
Focus Coping Strategy.
Hypothesis X a-b: Customers’ Participation is redat to Customers’ Efficacy (Self and

Other).
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Hypothesis Xa: Customers’ Participation is relate€ustomers’ Efficacy for
Self Hypothesis Xb: Customers’ Participation isatetl to Customers’
Efficacy for Other

Hypothesis XI a-b: Customers’ Participation is rétd to Customers’ Copingtrategy

(Problem focus and emotional focus).

Hypothesis Xa: Customers’ Participation is reldte@ustomersEmotional
Focus Coping Strategy.

Hypothesis Xb: Customers’ Participation is relate€ustomers’ Emotional

Focus Coping Strategy.

Hypothesis XII: Customers’ Participation is negagly related to Customer

Satisfaction under service failure circumstances.

Hypothesis Xl a-b: Customers’ Coping strategy (@tslem focus and emotiondbcus)
are related to Customer Satisfaction under serviadure circumstancesHypothesis
Xla: Customers’ Problem Focus Coping Strategyleted to Customer Satisfactiander
service failurecircumstances.

Hypothesis XlIb: Customers’ Emotional Focus Copitrgiggy is relatetb
Customer Satisfaction under service failcreumstances.

Hypothesis XIVa-b: Customers’ Efficacy (Self and ladrs) are associated with
Customers’ are associated with Customers’ Satistacunder service failure

circumstances.
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Hypothesis XIVa: Customers’ Efficacy for Self idated to Customer
Satisfaction under service failure circumstances.
Hypothesis XIVb: Customers’ Efficacy for Othergédated to Customer

Satisfaction under service failure circumstances.

Hypothesis XV: The characteristics of the Emotiomiglligence (EI) are statistically

different from gender groups.

Hypothesis XVI a-o: The characteristics of the Homal intelligence (Elare
statisticallydifferent from ethnicity (Hypothesis XVI a-e),inatlity (Hypothesis
XVI f-i), and the interactions of ethnicity and ioaiality groups (Hypothesis XVI

k-0).
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Figure 2.2 Path Diagram for the Proposed Measureméodel
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CHAPTER IlI

METHODOLOGY

Overview

Based on the review of literature, the theoreficahework defined and the latent
constructs and the variables were selected astepakbconstructs. This section
demonstrates the research framework, researchngdesigyey instrument design, data

collection, and data analysis methods.

Research Framework

The research framework for this study utilized evey instruments for primary data
collection. The questionnaire instruments consibthe main constructs of emotional
intelligence (Self-Rated Emotional Intelligence B¢&REIS Schutte, Malouff, et al, 2006)
emotional labor (superficial acting and deep agtiefficacy (for self and for others),
customer coping strategy (problem focus and ematimcus), customer participation and
customer satisfaction.

The descriptive analysis of frequency and valictpetage explored the participants’
demographic profiles and group characteristicseEigly, the group characteristics were
examined by the independent sample t-test, andvanéte analysis of variance

(MANOVA). The independent sample t-test was appleedxplore the significant group
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differences in 19 items and 5 major constructswdtonal intelligence among gender,
ethnicity, and nationality to examine if the gradifferences had significant differences of
mean values on emotional intelligence.

The principal component factor analysis and thdiooatory factor analysis (CFA)
tested the reliability and validity of ten constisicStructural equation modeling (SEM) was
employed to analyze the causal relationships antbegnajor constructs of the emotional
intelligence (Self Report Emotional Intelligenceats; SREISSchutte, Malouff, et al, 2006)
emotional labor (superficial acting and deep agtiefficacy (for self and for others),
customer coping strategy (problem focus and emalifmtus), customer participation and

customer satisfaction

Research Design

The study uses experimental and causal researi@ndeshe experiment was
designed as a three-group, and randomized expeaahtsign which tested the influences
of the 19 items of emotional intelligence on customerceptions. The influences of
emotional labors’ actions (surperficial acting atesp acting), efficacy (for self and for
others), customer coping strategy (problem focukseanotional focus), and customers’
participation were tested to identify the relatioips with the customer satisfaction.

This conceptual design (see Figure 2.1) was chioserer to better determine
whether customers’ characteristics of emotionalligence would be different in the
unexpected service failure scenario by the sepioeiders, especially the front-line

employees, what we defined as “emotional laborsoas.” This conceptual design of the
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study would determine how and which factors infleeshand the anticipated meditated
interactions among major constructs that may impastomers’ satisfaction under service

failure scenario.

Survey Instrument Design
All constructs consisted of multiple-item measwaed used a five-poirtikert interval
scales. Survey instrument consists of eight pétjsEEmotional Intelligence (2) Perception on
Emotional labors’ acting-out (Superficial and Ded) Efficacy (for self and others), (4)
Customers’ Coping strategy (Problem focus and ematifocus), (5) Customer

Participation, and (6) Customer Satisfaction.

¢ Independent variables: Emotional Intelligencei{ééns has five latent
constructs)

e Dependent variables: (2) Perception on Emotitafedrs’ acting-out
(Superficial and Deep), (3) Efficacy (for self amithers), (4) Customers’
Coping strategy (Problem focus and emotional fad@3)Customer
Participation, and (6) Customer Satisfaction. Altof the 24 items were

used for the data analysis.

Table 3.1 demonstrates the detail specificatiorie@burvey instruments designs

which consist of the constructs, the number of #@md constructs, scales for the each

construct and description of the socio-demograptuotles in this study.
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Table 3.1 Survey Instrument Design

Constructs Items and Scales
Constructs
I Emotional Intelligence Total = 19 Interval scale
Self-Rated Emotiondhtelligence Scale5 Constructs | Five point Likertscale
(SREIS) (Brackett, Rivers, Shiffman,| P(4), 1=Verylnaccurate
Lerner & Salovey, 2006): Five R(4), 5=VeryAccurate
constructs-Perceiving Emotion, Social M2((4),
Management, Understanding Emotion,U(3),
Use of Emotion, and Managing M1(4)

Emotion(Mayer, Salovey, & Caruso,
2003, 2000; Stankov & Roberts, 199

3)

Emotional Labors’ Action

(Kim & Agrusa, 2009; Wong & Wang,
2009; Johnson and Spector, 2007;
Krohne, Pieper, Knoll, Breimer,
2002;Grandey, 2000; Hochschild, 198

2 Constructs

Deep Acting3)

Superficial
Acting(3)

3)

Interval scale

Five point Likertscale
1=Strongly Disagree
5=Strongly Agree

[l | Efficacy 2 Constructs | Interval scale
(Yim, Chan, & Simon, 2012;Yakin & | Self(4) Five point Likert scale
Erdil, 2012; Walters & Raybould, Other(4) 1=Strongly Disagree
2007;Kuo, Feng-Yang, 2004) 5=Strongly Agree

IV | Customer Participation Single Interval scale
(Yim, Chan, & Simon, 2012; Bateson | Construct (4) | Five point Likert scale
1985; Bitner et al., 1997 1=Strongly Disagree

5=Strongly Agree

V | Coping Strategy 2 Constructs | Interval scale
(Kim & Agrusa, 2011; Matthews, Problem Five point Likert scale
Falconer, 2002, 2000;Salovey, Bedell, Focus(6) 1=Very Unlikely
Detweiler, & Mayer, 1999; Emotional 5=Very Likely

Focus(5)

VI | Customer Satisfaction Single Interval scale
(Mattila, Cho, & Ro, 2011; Watson, | Construct (4) | Five point Likert scale
2012; Kim, Kim, & Kim, 2009Mittal, 1=Strongly Dissatisfied
Huppertz, John. et al., 2008) 5= Strongly Satisfied

VIl | Socio-demographic profiles 7 items Nominal scale
Frequency to eat-out (Bvels);

Averagecheck in eating-out(5);Gender
(2); Ethnicity (5);Nationality origins
(5); Education(3); Age (6)
Total | Six constructs 52 (41) items

Exogenous construct: One, 5 factors
Endogenous construct: Five, 6 facta

519 (17) items
r83 (24) items

Interval scale
Nominal scale

Note: EI=P=Perceiving Emotion, M2=Social Management, R=Usi@@ding Emotion,
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Data Collection

The simple random sampling, convenience samplidgsaowball sampling methods
were used for data collection. Online survey thiotige Qualtrics method was used for the
random sampling and the both online and the orsgiu¢-surveys were conducted for the
convenience sampling method and the snowball rarsgonpling method. For maximizing
the valid and effective data gathering, the twostjo@naire instruments were used to collect
data. The first one is written in English only, &hd second one is written in English and
Korean translated paragraph by paragraph. Thenstauments were used meet to examine
the purpose of the study to determine the grouifigrdnces on emotional intelligence by
gender, ethnicity and nationality are examined. fileesurvey instruments and the
modifications of the data collection methods wdraaproved by the Institutional Review
Board of the Oklahoma State University. Data welgected from March 6, 2013 through
May 5, 2013.

A total of the 6,102 email sources were used ferahline absolute random sampling.
Two hundreds ninety eight responses were collgbtedigh the convenient sampling
method. Among the total 689 responses receivedr&ginses were collected through the
simple random sampling as the probability sampivaghod and 321 were gathered through
the convenience and snowball samplings as the nbapility method. Three hundred thirty
four responses were collected through the conveaisampling method.

The total response rates are 10.76% (689 out dd)o4te response rates for the
simple random sampling shows 6.19% (368 out of p&A8H convenience sampling 98.3%

(298 out of 303) and snowball sampling 23.47% (28098) respectively. Data were
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collected through the eight undergraduate, foudggée student classes, and staff members

via the online data collection process at the usityein mid-west of the USA, as well as

from the universities in Seoul, Korea via the oa-$pot data collection process.

Table 3.2 Data Collection and Response Rate

Method Technique Distribution Number | Response
of Survey of Rate
Instrument | Collection
I Probability Simple Random 6005 368 6.19%
Sampling Sampling
Il Nonprobability | Snowball Sampling 98 23 23.47%
Sampling
1l Convenience 303 298 98.29%
Sampling
Total 6406 689 10.76%
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Data Analysis

This part in the methodology section presentséilsalts of the statistical analysis of
the data. The characteristics of the sample fotlog/introduction. Next, the descriptive
statistics of the customer orientation construet@esented. This is followed by a discussion
of the reliability and validity of the measures dise this research. Finally, this study will
examine the results of the tests of the hypothaséshe model presented in the preceding
chapter, and provided the final model derived thiotihhe use of the Statistical Pack&gethe

Social Science (SPSS) version19 and Lisrel vei@ibn

This independent samples t-test examined the hgpiXVI. The MANOVA was
applied to explore the significant mean vectoratghces in ethnicity, nationality and the
interaction effects of the ethnicity and nationaéimong the 5 major constructs of emotional
intelligence. This test was used to test the hygmthXVI. These procedures were to examine
for testing hypothesis la — XIVb. CFA tested théhpaoefficients in the measurement model
and used to identify the proposed model, then tergene the
competing Structural Equation Model (SEM) aftetitegmajority of hypotheses which were

established in Chapter 2. (see Figure 2.2)
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Table 3.3 Overall Frameworks for Data Analysesim $tudy

Description Data Analysis
Step One | Overall mean values Descriptive analysis
Check missing data and outliers Frequency
Step Two | Group Differences Independent sample t-test
Gender Difference Multivariate Analysis of Variance
Ethnicity Difference (MANOVA)
Nationality Difference
Interactions of ethnicity and nationality
Step Three Identifications of Constructs Exploratory factor analysis
Define individual indicators Simple regression
Correlation analysis
check multicollinearity
Specify and Confirm Indicators Confirmatory factor analysis
Step Four| Model Specification Confirmatory factor analysis;
Structural Equation Model
Step Five | Model Identification Confirmatory factor analysis;

Structural Equation Model
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1. Group Characteristics of Respondents

One of the interesting hypotheses XVI in this stisdhe characteristics of the
emotional intelligence which are statistically difént from the gender, ethnicity, and
nationality. For the tests of the group differendist, independent samples t-test were
applied for the test of the gender group, and ssamiltivariate analysis of variance were

conducted for the differences of ethnicity and ovziity.

Gender Differences on Emotional Intelligence

First, the situations in which both population eaces are known as male and
female.
The sample size of the two gender groups are ma@8=and female = 290, thus the two
groups met the requirements of the assumptioneo$tidindard normal distribution.
Hypothesis tests and confidence intervals are wéthising the distribution of the

statistics.

Hypothesis fedtingpin ghintglligen istatistically different fram. the. geépder groups.
Hy =H1- 2% = (@@l H2) oovvnvninnnnnnn(2)

H.l - 50 >
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Thus the inferences on the difference (Freund &Wi| 2003),

Here, the point estimates(is
To test the hypothes¥s, t3tgst statistics useth®two independent samples t- tests

(Freund & Wilson, 2003),

(1 — ¥2)- 0o
1 1
S;%(ﬁ + ﬁ)
(4
- - 5514 55,
Here, S5 = TLdraog e, %)
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Ethnicity differences on Emotional Intelligence

Differences among t-test, Analysis of Variance (ANK), and Multivariateanalysis
of variance (MANOVA) can be summarized: t-test isest two sample groups in one
variable, or two independent samples when thentresat groups are thiedependent variables,
for instance, the findings in Table 4.3. Howevereatment group has threemorethan
three groups, then ANOVA can be utilized to tesidthiesis. The basic concept of the
MANOVA has differences from the assumption of tié@VA. Thus, the vectomatrix is
explained as follows (Hair, Anderson, Tatham, atatB 1998). When there are multiple
treatment variables to test mean differences itoveof multiple dependent variables, the
MANOVA would be the best solution to test the riglaships in hypothesis.
MANOVA has generally three assumptions. The datewerified to ensure all the
assumptions of MANOVA were all satisfied; equabfycovariance, normality, and the
linearity and absence of multicollinearity (Haimderson, Tatham, and Black, 1998).
Differently from the t-test and ANOVA, multivariatnalysis of variance is to test the
differences in the vectors, and the null hypothears be shown from the null hypothesis of t-

test as follows (Freund and Wilson, 2003; Haiglet1998):

[ U11 Uq o T Uk

Figurg 3.1 \¥dil| Hypdthepis Testingd 8PMANOVA

Up1 Up2 Upk
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2. Reliability and Validity

Regarding reliability and validity on Emotion anm@tional intelligence, the
previous research support the significance oratghit constructs in this study.
The principal component factor analysis and thdiooatory factor analysis (CFA) tested the
reliability and validity of all constructs. Struct equation modeling (SEM) was employed to
analyze the causal relationships among the majwtaacts of the emotional intelligence
(Self Report Emotional Intelligence Scale, SRESsHutte, Malouff, et al, 2006¢motional
labor (superficial acting-out and deep acting-ceffjcacy (for self and for others), customer
coping strategy (problem focus and emotional faatisgtomer participation and customer
satisfaction.
A path analysis was performed in order to estirttegeelationships among the observed
variables and test all the proposed hypothesesdKH#005). For these analyses, maximum

likelihood (ML) estimation was used.

3. Structural Equation Modeling

There are a variety of model fit indices descrilvethe SEM literatureHair et al.’s ,
2006; Kline, 2005, Schumacker and Lomax, 1998, &ild994, Bentler and Saratoi894)
The most basic fit statistic was the model chi-squatech tests if the null hypotheses in the
model were correct, in other words, if the modelrained had perfect fit in the population.
However, relying solely on the model chi-squarsfitistic has several problems, including
that it may be unrealistic to expect a model toehaerfect population fit, and that it is highly
influenced by sample size (Kline, 2005).
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The model fits would be measured to assess ideatiibn and evaluate tmeodel.

Thefit indices consist of 1) absolute fit indices,i2¢remental fit indices, and 3)
parsimonious fit indices (see Table 3.3 EvaluatibStructural Model with Goodness-of-Fit
Measures).

However, the overall fit indices for the structumedel are mostly demonstrated to
indicate the overall fit for the SEM. The overattfare evaluated by examining the Chi-
square statisticg®), the goodness of fit index (GFIl), normed fitéxd NFI) ornon-normed
fit index (NNFI), comparative fit index (CFl), standered root mean square (SRMR) or root

mean square error of approximation (RMSEA).

Table 3.4 summarized the values of overall mod@hdlices for measurement model

and structural model testing (Kline, 2005).

Table 3.4 Overall Model Fit Indices for SEM

Measurement Fi\cceptance Acceptable range
RangeMeasure ofit
x2and pvalue Probability value (P > .05)
GFI >.9
NFI >.9
CFlI >.9
SRMR <.10
RMSEA <.08

The overall fit of the structure model is evaludbgydexamining the Chi-square
statistics £2). Chi-square statisticgd) is used to assess the goodness of fit difference
between observed and estimated covariance matizegree of freedom (df) represents the

amount of mathematical information available toreate model parameters. SEM estimated
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covariance matrices are influenced by how manymaters are free to be estimated, so the
model degree of freedom also influencesyeest.

The two-step approaches to identify measuremenehawlysis and structural
model analysis, were implemented (Anderson andiGgrth988). From the measurement
model analysis, the reliability and discriminanlidity of research variables was examined,
seeking a foundation for their structural relattwps in the model. A principal component
factor analysis was conducted to identify individadicators, and simpleegression
analysisalso needed to check the statistical influenceessgd on dependent constructs.

Finally, the confirmatory factor analysis (CFA) wamducted to confirm the
individual indicators and to check residual inflaues on possible constructs and paths. And
the results from the CFA were calculated to estnia¢ validity and reliability for the final

competing structural equation model.
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Seven Stages in Establishing Structural Equation Mdel

Stage 1: Develop a Theoretically Based Model

This step was to develop a conceptual model devetapbased on literature reviews
and to specify theoretical model. All indicatorsreveesulted from the previous literature,
which had been statistically examined with religpéhnd validity of measurement constructs
and indicators. And causal relationships or coti@ia should be specified to establish the
overall hypothesized conceptual model. In ordexvoid specification errors, a pre-test or
pilot test would be recommended to conduct. In &tage, the exogenous variables, the
emotional intelligence factor was hypothesizeddaneine the relationships among the
endogenous variables which were customers’ pemepth emotional labors’ actions,
customers’ efficacy, customers’ coping strateggtaoners’ participation and satisfaction

under unexpectedly encountered service failureioistances.

Table 3.5 was adapted from the Hair et al.’s (2@@¥Een stage processes in SEM for

testing a full structural equation model.
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Table 3.5 Seven Stages in Structural Equation Moglel

Stage Description

Stage 1 Develop a Theoretically Based Model

Define individual constructs based on literaturgees
Conceptual model development - Specify theoretraadel
Specify causal relationships or correlations

Avoid specification error based on conducting pst-t

Stage 2 Construct a Path Diagram
Define exogenous and endogenous constructs
Link relationships in path diagram

Stage 3 Convert the Path Diagram
Establish the structural equations
Specify the measurement model
Determine the number of indicators
Account for construct reliability
Identify correlations of Constructs and Indicators

Stage 4 Choose the Input Matrix Type
ResearchProblem

Check Assumptions of | Assess Adequacy of Select M ethod of

SEM Sample Size Model Estimation
Multivariate normality | Model misspecification| Direct
Remove outliers Model size Simulation

Treat missing data

Stage 5 Assess the Identification Model
Determine the Degree of Freedom
Diagnosis and Remedy of Identification Problem

Stage 6 Evaluate Model Estimates and Goodness-of-Fit
Identify/Correct Offending M easurement Model Fit
Estimates Composite reliability
Check Overall model fit measures Variance extracted
Absolute fit Structural model fit
Incremental fit Comparison of competing model(s)
Parsimonious fit

Model Interpretations
Examine standardized residuals
Consider modification indices
Identify potential model changes

Stage 7 Model Modifications
If modifications are indicated, can theoreticalifisation be found for the
proposed model changes? (go to the stage 5 oizieamlcompeting SEM)
Final Competing Model

Note: Adapted from Seven Stages in SEM (Hair, Asdey Tatham, and Black, 2006)

56



Stage 2: Construct a Path Diagram

This step was to define exogenous and endogenosgaots and tonk
relationshipgo the path diagrams. One exogenous construcgizeional intelligence was
identified with five latent factorgerceiving emotion, social management of emotion,
understanding emotion, use of emotion, and managgifeemotion The paths were
examined the relationships with the endogenousibbas which were customers’ perception
on emotional labors’ actioméep acting-out and superficial acting-putustomer efficacy
(for self and for otheps customer coping strategyroblem focus and emotional fogus
customer participation and satisfaction under ueetqally encountered service failure

circumstances.

Stage 3: Convert the Path Diagram

In Stage three, descriptive and principal analysesl to be conducted to establish
the structural equations. First, the explanatoirygipal component factor analysis were
conducted to account for each constructs and tckdhe reliability by Cronbach’ alpha for
internal consistency. Secondly, simple regressmatyaes were conducted to identify
correlations of constructs and indicators, thedetermine the number of indicators for the
proposed measurement model. Lastly, the confirpdidmtor analyses were conducted to

specify the measurement model in this stage three.
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CHAPTER IV

FINDINGS

Overview

This chapter explains the findings of the studyiolltomprises of the four main
sections. The first section presents the demogecagbtairacteristics of the participants.
Descriptive analysis applied to the analysis ofdamographic characteristics of participants.
The second section shows the mean differencesertdndifferences on the major
independent latent construct, emotional intelligebg gender, ethnicity, and nationality.
Independent samples t-test and multivariate arsabfsrariance (MANOVA) were applied to
explain the differences among the groups with resfgeemotional intelligence. The third
section tests for the content validity and religjaithe principal component factor analysis,
reliability tests are applied first, and then tlafirmatory factor analysis is conducted

eachconstruct to prove the construct validity andaieility.

Lastly, the fourth section is the model specificatand identification. In order to
identify the final structural equation competingaed the mediator construct effects are
examined for each path, and the proposed structhwdeél and the final competing structural

equation model were estimated. Also, the impacte@Emotional intelligence on the eight
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dependent latent constructs are supported by #rarchical regression analysis. SPSS

version 19.0 and Lisrel version 9.1 version werduer statistical analysis for this study.

1. Respondent Demographic Characteristics

The absolute random sampling, convenience samalidgsnowball random sampling
methods were used for the data collection. Onlimeey through the Qualtrics program was used
for the random sampling and the both online andth¢he-spot surveys were conducted for the
convenience sampling method and the snowball rarsgonpling method. For maximizing the
valid and effective data gatherings, the two qoesiaire instruments were used to collect data.
The first one was written in English only, and seeond one was written in English and Korean
translations paragraphs by paragraphs. The twaumsits were designed to examine the
purpose of the study in which the groups’ differemon emotional intelligence by gender,
ethnicity and nationality are examined.

There were totally, 6,102 email sources used fotiline absolute random sampling
method, 298 responses were collected through tieeotence sampling method. Among the
total 689 responses received, 385 responses wieted through the absolute and snowball
random sampling and 298 responses through the nmmee sampling method.

Eighty-five responses were deleted for excessiwsimy data and as being identified as
outliers, thus, a total of 598 responses were feettie data analysis in this study. Two
hundreds ninety eight responses were collectedghrthe convenience sampling method. Minor
missing values were replaced via mean value subefit which was appropriate with small

numbers of missing values in the dataset (Hail. €2@06).
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Table 4.1 shows that the demographic charactesigtithe respondents. Of the 598
respondents, approximately 51.5% were male (3084&b% were femal@90).
Approximately13.9% (83) of the participants in the educatimele were 2 year college or high
school, 20.4% (122) were graduate students or gtadiegree holders, and the majority , 65.7%
(393) were undergraduate students or bachelor dégreers. About 69.4% (415) respondents
were between 18-24 years old, 21.6% (129) weredmi25-34 years old, 7.2% (43) were
between 35-44 years old and 1.2 %(7) were 21.6%d=at 45-54 years old and less than 1% (4)
were over 55 years old.

Ethnicity were asked for five category; African Anoan shows 2.8%(17), the major
two group were the one for the Asian & Pacific t&lar (51.5% 308) and the other for the
Caucasian and other Europeans (38.8% + 2%, 23a+tPHispanic (4.8%, 29). Of the 598
respondents, approximately 51.2 % (306) show tiegionality from Asia & the Pacific
Islanders, 42.3% (252) from the North and South Araeabout 6% (36) from Europe and

less than 1% from the Africa continent.
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Table 4.1 General characteristics of respondents

Socio-demographic variables

Frequency (n) Valic@stage (%)

Gender

Male
Female

Ethnicity

African American
Asian & Pecific Islander
Caucesian

Hispanic

Others

Nationality from

The North America
The Soutt America
Asia & Pecific Islander
Africa

Europe

Education

2 year college or less
4 year college
Graduate

Age (years old)

18-24
25-34
35-44
45-54
Over 55

308
29C

17
30¢
232
29
12

251

30¢€

36

83

39¢
122

415
12¢
43

51.5
48.t

2.8
51.t
38.¢
4.€
2.C

42.0
0.2
51.2
0.t
6.0z

13.9
65.7
20.4

69.4
21.¢
1.2
1.2
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Table 4.2 shows the characteristics of respondeatsig-out in restaurants.
Regarding the characteristics of respondents’ g@atut in restaurants, the 57.2% (342)
respondents answered that they go to the restaoraat-out once a week, approximately
32% (191) responded 2 — 3 times a week, 6.5% (8%dting-out 4 -5 times a week, and

about 4.1 % (25) indicated that they go to theanasints more than 6 times a week.

Among them, 52% (140) respondents spent $10.01991f@r their average check,
21.2% (57) shows less than $10, 18.6% (50) respbtitsr average check between $20.00
and $29.99, and 8.2% (22) explains they usuallynts$80.00-$39.99 or above $40.00. Thus,
according to the levels of the average checksrabturant less than the meal price of $10 is
considered as fast-food or sandwich/ light meatispheestaurant, and the $10.01-$19.99 and
$20.00-$29.99 for the upper casual dining restasrahhe above $30 or above may be

considered as the upscale full-course dining reatds.
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Table 4.2 Characteristics of Respondents’ EatirigroRestaurants.

Eating-out Frequency (n) Percentage (%)

Average check in eating-out

Less thar$10 57 21.2
$10.(1-$19.9¢ 14C 52
$20.(0-$29.9¢ 50 18.¢€
$30.00-$39.9¢0or 22 8.2
above $4000

Frequency in eating-oft
1 time aweek 34z 57.2
2-3 times a week 191 31.¢€
4-5 times a week 39 6.5
6-7 times a week 11 1.8
More than 8 times a week 14 2.3

Note. a. per capita, b. a week (n=598)
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2. Group Characteristics of Respondents and Test dlypothesis : Independent

Samples t-Test

One of the interesting hypothesis in this studhéscharacteristics of the emotional
intelligence are statistically different from themgler, ethnicity, and nationality. For the tests
of the group differences, first, independent sas\plest were applied for the test of the
gender group, and second, multivariate analysi@oénce were conducted for the
differences of ethnicity and nationality, also exaead the interactions of ethnicity and

nationality.

Hypothesis fedEimgpbn alinteligen isetatistically different from. the. gergder groups.
Hy =H1- 1275 = (@®ffr Jip2) oo 2
Hy = 6o >
After the test of two group differences,
Hypothesis XVI: Emotional intelligence is statistily different from the gender

groups. (Partially supported)

Of the 19 items in the Self Report Emotional Ingelhce Scale (SREIS), 9 items are
supported by the hypothesis of the gender diffexsnEspecially, the 1Gtem ofsocial
managemerihdicates major differences among the emotion&dihces by gendéet| am
thetype of person to whom others go when they negzviiéh a difficult situation”(absolute
t-value =4.52*), the mean value of the female indicates thenkigscores. Also, female

groups has statistically highperception of emotiqril am aware of the nonverbal message
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other people send” (absolute t-valug2.35*). Interestingly, the biggest mean differences
between male and female is “When making decisidisten to my feelings to see if the
decision feels right” (absolute Mean Differenc8.85and absolute t-value 426**), in which
the female refers to theiise of emotioslightly more than the male do when they make their

decision. Here, ** denotes 0.05).

According to the results of the independent saniglest, the male groups have
statistically the higher mean differences amongghtems in the only MMManaging
Emotion “I can handle stressful situations without gegtioo nervous,” (absolute Mean
Difference =0.18and absolute t-value 216**), | am able to handle most upsetting
problems, (absolute Mean Differenc®24and absolute t-value 3:07**), and “I know how
to keep calm in difficult or stressful situationgdpsolute Mean DifferenceG17and absolute
t-value =2.22**). Here, ** denotes (g 0.05).

Therefore, according to the findings of the indegeart two sample t-test, the female
group presents statistically the higher means miffees in verbal excellence when managing
in social managemeniyhen they need to make decision, refer topreeption of emotign
and use of emotioslightly more than male group do. Interestinglg thale groups show

higher mean score iManaging Emotioin especially in difficult and problematic situat®

65



Table 4.3 Gender differences on Emotional Intelige(Independent Samples t-test)

Gender Mean SD Mean
1.Male iy F t
(n=308) (1-2)
2.Female
(n=290)
P: By looking at people’s facial expressions, bigguze the emotions the 1 3.97 (0.82) -0.06 2.86 -1.02
ale expernencing 2 4.03 (0.70
U: | am e rational persor and | rarely, if ever, consult my feelings to nake 1 297 (0.91 -0.2¢ 4.8: -2.96**
a dedsion. 2 3.2C (1.01
R:1 have arich vocebulary to cescribe my emoticns. 1 3.4C (0.€8) -0.07 0.4¢ -0.84
2 3.47 (1.03)
MZ1:1 have problems cealing with my feelings of anger. 1 3.51 (1.22) -0.0t 5.0C -0.4¢
2 3.56 (1.12)
M2: When soneone | know is in € bad mood | can help the petsoncalm 1 3.6z (0.S6) 0.1C 0.1< 1.31
down and feel better quickly. 2 3.52 (0.96)
P: 1 am aware of the nanvetbal message other people send. 1 3.7 (0.95 -0.17 13.1¢ -2.35*
2 3.92 (0.82
U: When making decisions | listen to my feelings to <ee if the decision 1 3.1t (1.02 -0.3t 0.54 -4.26**
feels right. 2 3.5C (0.99
R: I could easily write alot of synanymsfor emotionwords like happiness 1 3.44 (1.13 -0.17 5.34 -1.96**
or sadness 2 3.6z (1.01
M1: | can handle siressful situationswithout getting too rervous 1 3.4 (1.00 0.1¢& 1.87 2.16**
2 3.24 (1.08
M2: | know the sirategies to make or improve other people’s moods 1 3.5€ (0.S6) 0.04¢ 0.3z 0.54
2 3.52 (0.90)
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P: 1 cen tell when e person islying to me by looking at his o1 her facial
expression

U: | am arational persor and dor’t like to rely on my feelings to make
decisions

R: I have the vocabulary to describe how mostemotions frogressfrom
simple to complex feelings.

M1: | am able to handle most upetting problems

M2: | am not \ery good at helping others tofeel better when trey are
feeling down o1 angry.

P: My quick impressions owhat people ate feeling are ustally wrong.

R: My “feeling” vocabulary is probably better than most otler persons
“feeling” vocabularies.

MZ1: | know how to keep celm in difficult or siressful situations

M2: | am the type of person towhom otters go when they need help with

a difficult situation.

[EEN

P NMNPFP NMNEFEPDNPEFEP NDMNEPDNMNEDN

NFE, NEDN

3.39

3.40
3.2¢
2.97
3.31
3.36

3.6€
3.4z
SR
3.56
3.6¢
3.74
3.2z

3.19
3.75
3.5¢
3.44
3.77

(1.07)

(0.89)
(0.99)
(1.07)
(0.58)
(0.98)

(0.96)
(0.91
(1.C6)
(1.00)
(0.22)
(0.88)
(1.C0)

(0.89)
(0.92
(1.00
(0.93
(0.85)

-0.01

0.3C

-0.0%

0.24

0.04

-0.0¢

0.0

0.17

gUESE

11.44  -0.09
0.1: 0.54
0.1¢ -0.65
0.1z 3.07*
0.92 0.4z
2.2¢ -1.0¢

12.1( 0.4C
3.8z 2.22*
7.94 -4.52%*

Note: Equal variances assumed
Independent Sample t-test, ** P<0.05 (two-tailegh8icance)
SD: Standard Deviation; Mean DIFF: Mean Difference

Self-Rated Emotional Intelligence Scale (SREIS)P&reeiving Emotion, M2=Social Management, R=Und&erding Emotion,
U=Use of Emotion, and M1=Managing Emotion (Brdatkieivers, Shiffman, Lerner & Salovey, 2006)
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Ethnicity differences on Emotional Intelligence: Mitivariate Analysis of Variance

(MANOVA)

Differences among t-test, Analysis of Variance (AWK), and Multivariate
analysis of variance (MANOVA) can be summarizetdtis to test two sample groups
in one variable, or two independent samples wherrdatment groups are the
independent variables, for instance, the findimgEable 4.3. However, a treatment group
has three or more than three groups, then ANOV Abeantilized to test hypothesis.

Differently from the t-test and ANOVA, multivariagaalysis of variance is to
test the differences in the vectors, and the ngdbithesis can be shown from the null

hypothesis of t-test as follows (Freund & Wilso03; Hair, et al., 1998):

U1t Uq T Uik

Figure 4.1 Null Mybothegi?Fgsting of MERONVA (Releal)

upl upz upk

When the differences between ethnicity are tested,
Hypothesis XVII: Emotional intelligence is statcslly different from the

ethnicity and nationality, and their interactiorishe ethnicity and nationality.

In Figure 4.1,u,,, d enotes means of dependent varfalpe19, emotional

intelligence) and grougk (k=2, gender: male and femal@his study tests the three
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groups of the characteristics, “ethnicity”, “natadity” and the “interactions of ethnicity *
nationality” on dependent variables of the 19 iteamEmotional Intelligence section.

The data was recorded as the two groups, Westdraastern and the
characteristics of ethnicity among 598 participdaez Table 4.1), nationality origins
were also recorded as the two groups, Western gesigsind Eastern countries to meet
the equal variance of the vector groups and to theedssumptions of the standard

normal distribution for the homogeneity test.

The characteristics of ethnicity and nationalitjwEen-subject factors were summarized
in Table 4.4

Table 4.4 is the results of the differences ofrtieans of the independent two
vectors. The two vectors were tested by generahfimodel of multivariate analysis of
variance (GLM-MANOVA) to test effects of 1) ethrtigi 2) nationality, and 3) the
interactions of ethnicity * nationality because ttaracteristics of nationality are
combined into the one group which may not easihasate the characteristics from the

two groups.

Table 4.4 The characteristics of ethnicity andoratlity between-subject factors

Between-Subjects Factors
N
Ethnicity Western 287
Asian 307
Nationality Western countries 288
Eastern countries 306

Note: Missing values and systematic missing arecaobted. Total sample size=598
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The findings from Table 4.5 and Table 4.6 are b tiee Hypothesis XVI,

Hypothesis XVI a-t: The characteristics of the Eowwl intelligence (El) are
statistically different from ethnicity (Hypothe3i¥I -1-5a-d, Supported),
nationality (Hypothesis XVI -1-5, Supported), theractions of ethnicity and
nationality groups (Hypothesis XVI-3, Not Suppo)tud the corrected model
(Intercept+ Ethnicity + National Origins + Interamin Effects of Ethnicity and

Nationality Origins: Supported).

In Table 4.5, Self-Report Emotional Intelligencaleq SREIS) for the emotional
intelligence was used: P=Perceiving Emotion, M238ddanagement, R=Understanding
Emotion, U=Use of Emotion, and M1=Managing EmotiBrackett, Rivers, Shiffman,
Lerner & Salovey, 2006). From the findings, the tmoajor differencesvere identified in
M1: I am able to handle most upsetting problemd the second top two variables among
the El items wer®: By looking at people’s facial expressions, lagaize the emotions

they are experiencingndP: | am aware of the nonverbal message other pesgte.
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Table 4.5 Differences of the Main effects in Ettyiand Nationality (General Linear Model-MANOVA)

Corrected Modél

Dependent Variables Type Mean F
Il SSP Square R

P: By looking at people’s facial expressions, bguze the emotions they are experiencing 27.45 9.14 08| 17.00**
U: I am a rational person and | rarely, if evemsdt my feelings to make a decision. 3.89 1.30 .01 1.40ns
R:l have a rich vocabulary to describe my emotions. 72 0.24 .01 0.24ns
M2: When someone | know is in a bad mood, | cap tied person calm down and feel better quickly.36.03 14.34 07| 14.03*
P: I am aware of the nonverbal message other pseplk 34.28 15.52 .08| 15.53*
R: | could easily write a lot of synonyms for enaotiwords like happiness or sadness. 4.70 1.34 .01 1.34ns
M1: | can handle stressful situations without gefttioo nervous. 22.02 6.96 .04 6.97**
M2: | know the strategies to make or improve otewple’s moods. 31.35 12.67 07| 12.89*
P: I can tell when a person is lying to me by logkat his or her facial expression. 8.82 3.07 .02 3.07**
U: I am a rational person and don't like to relyrap feelings to make decisions. 45 0.14 .01 0.14ns
R: I have the vocabulary to describe how most emestprogress from simple to complex feelings. .65 0.23 .01 0.23ns
M1: | am able to handle most upsetting problems. 52.28 17.43 10| 21.73*
M2: | am not very good at helping others to fedtdravhen they are feeling down or angry. 35.66 11.89 06| 11.89**
P: My quick impressions of what people are feelingusually wrong. 17.87 5.95 .06 7.54**
R: My “feeling” vocabulary is probably better thenost other persons; “feeling” vocabularies. 2.49 0.83 .01 0.92ns
M1: | know how to keep calm in difficult or stresbsituations. 9.79 3.27 .02 3.58**
M2: | am the type of person to whom others go witkery need help with a difficult situation. 17.73 5.91 .04 7.47**

Note: Test of Between-Subjects Effects, *P<0.1®<8.05, **P<0.001, NS denotes Not Supported.
Independent Variables = ethnicity and nationality
Self-Rated Emotional Intelligence Scale (SREIS)PPreeiving Emotion, M2=Social Management, R=Una@erding Emotion, U=Use of Emotion, and
M1=Managing Emotion (Brackett, Rivers, Shiffmansher & Salovey, 2006)
a. Corrected Model Design: Intercept + Ethnicitiationnality + Ethnicity * Nationnality
Box’ M2= 389.55*** F=2.47***(p=.000), df = 3 in ethnicitgnd nationality
Box's Test of Equality of Covariance Matrices oé tBender groups tests the null hypothesis thatliserved covariance matrices of the dependent
variables are equal across groups.

b. Type 1l Sum of Squares denotes tests of Betv&drjects Effects, and c. Exact statistics of Ragsyest Root.
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Box’s Test of Equality of Covariance Matrices exptaone of the assumptions of
MANOVA. The significances of probability of the Fales about the two vectors,
ethnicity, and nationality explain less than 0.85@.05), thus the null hypotheses are
able to reject, which means the equalities of dawaes of the vectors of ethnicity, and
nationality. The results of Box’s Test of EqualifyCovariance are satisfied one of the
assumptions of the MANOVA. However, the resultled Box’s M on gender is not
supported. Even though the equality of the covagam age vector is not statistically
supported, the sufficient sample may be able topmmsate the results (Chung & Choi,
2009).

In sum, the five constructs of the Self-Rated Eomwli Intelligence Scale
(SREIS), Perceiving Emotion, Social Management,&dstinding Emotion, Use of
Emotion, and Managing Emotion (Brackett, Riversff8tan, Lerner & Salovey, 2006)
have different mean vectors by three categori¢seéthnicity (Caucasian, Asian, and
Hispanics, and African) as well as the three graffibe nationality origins, such as
North America and Europe, Asia and Pacific Islamasl South America and Others.
Thus, the characteristics of EI can be generakiretidescribed as their own differences
by the ethnicity and nationality origins.

Thus,Hypothesis XVI a-t: The Perceiving Emotion of tinecEonal intelligence (El) are
statistically different from ethnicity (Hypothe3i¥I -1a, Supported), nationality
(Hypothesis XVI -1b, Supported), the interactiohstbnicity and nationality
groups (Hypothesis XVI-1c, Not Supported) and treected model (Hypothesis
XVI-1d, Intercept+ Ethnicity + National Origins +nteraction Effects of Ethnicity

and Nationality Origins: Not Supported).
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From the findings of the mean vector differencesvben the two groups of the

ethnicity and the nationality, this study may cdnite the ways of “capacity of handling

most upsetting problems,

ability by looking atqpde’s facial expressions and

awareness levels of nonverbal message other pecgidie statistically different.

Table 4.6 The main effects and Interaction effe€tsthnicity and Nationalitgpn

Emotional Intelligence (General Linesliodel-MANOVA)

Multivariate Test$)
Hypothesis
Effect Value F df
Intercept Pillai's Trace 0.80 130.97a** 17.00
Wilks' Lambda 0.21 130.97a** 17.00
Hotelling's Trace 3.89 130.97a** 17.00
Roy's Largest Root 3.89 130.97a** 17.00
Main effects
Ethnicity Pill ai's Trace 0.07 2.418**  17.0C
Wilks' Lambda 0.93 2.41la** 17.00
Hotelling's Trace 0.08 2.41a** 17.00
Roy's Largest Rcot 0.08 2418  17.0C
Nationality Pillai's Trace 0.08 2.6la** 17.00
Wilks' Lambda 0.93 2.6la** 17.00
Hotelling's Trace 0.08 2.6la** 17.00
Roy's Largest Root 0.08 2.61la** 17.00
Two-way interaction effects
Ethnicity * Nationélity Pill ai's Trace 0.04 1.25n¢  17.0C
Wilks' Lambda 0.97 1.25ns 17.00
Hotelling's Trace 0.04 1.25ns 17.00
Roy'sLargestRoot 0.04 1.25ns 17.00

a. Exact statistic

b. The statistic is an upper bound on F that yialttsver bound on the significance level.
c. Design: Intercept + Ethnicity + Nationality Higicity * Nationality
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Table 4.6 shows the tests of the multivariatestisfy the one of the assumptions
of MANOVA. The results of the significances frormetiilk's Lambda indicates atif the
covariances of the main effects as well the twaigsoof the ethnicity (Western vs
Eastern) as the the two groups of the nationalitggtern vs Eastern). The two-way
interactions of the ethnicity and nationality, hewe were not statistically supported by
the probability less than p< 0.05. Thus the nufidtheses of the main effects which
postulated that there were differences among #tedesectors’ means, were not rejected,
which prove the two variables of ethnicity and oatility have the differences by the main
effects. However, the interaction effects of etligiand nationality did not have mean
vector differences, which captured the interacéfiacts of these two variables among the
two groups; Western and Eastern might not have.

Pillai’'s Trace, Wilks’ Lambda, Hotelling's Tracen@Roy's Largest Root statics
were used to determine the significant differerasesng the groups on the set of the
tested vectors simultaneously this study examinbd.results of Wilks’ Lambda
indicated the significance of the probability wlssapported statistically on the main
effects ofEthnicity and NationalityBox’s Test of Equality of Covariance conducted to
test equality tests of covariance and the MANOVé&daal designs of the main effects,
two-way interactions on the tested variab&@sptional intelligencevere all statistically
supported by the ethnicity and nationality. Thessailts are verified to ensure that the

equality of covariance, one of the assumptions AN@VA is satisfied.
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Table 4.7 Tests of Between-Subjects Effects andiiulate Tests

Type
Source [l Sum  Mean Multivariate Tests
Squares Square F R Wilks' Lambda (F)
Corrected | Eil_P 27.444  9.15 17.00* 0.08
Model Ei6_P 34.272 11.42 15.52** 0.08
Eill P 8.818 294 3.07* 0.02
REi16 P 17855 595 7.54* 0.40
Intercept Eil P 274.66 274.66 510.31*
*
Ei6_P 24531 245.31 333.31* 169°69
*

Eill P 205.70 205.70 214.49*

*

REi16_P 203.59 203.59 257.77*

Ethnicity Eil P 0.08 0.08 0.15ns
Ei6 P 0.05 0.05 0.06ns 1.00%
Eill P 0.01 0.01 0.01ns
REil6 P 2.27 2.27 2.87ns

Nationality | Eil_P 0.42 0.42 0.77ns
Ei6 P 1.54 1.54 2.10ns 1.614s
Eill P 0.39 0.39 0.41ns
REil6 P 4.54 4,54 5.75ns

Ethnicity* | Eil_P 0.87 0.87 1.63ns

Nationality | Ei6_P 1.24 1.24 1.69ns 1.21%
Eill P 0.27 0.27 0.28ns
REil6 P 3.62 3.62 4.59ns

Note: Self-Rated Emotional Intelligence Scale (SREP=Perceiving
Emotion (Brackett, Rivers, Shiffman, Lerner & Sagy2006)

a. Design: Intercept + Ethnicity2 + NatnOrg2 + Edity2 * NatnOrg2
b. Exact statistic
c. Computed using alpha = .05
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Table 4.7 and Table 4.8 are the results of theeliig of the Emotional
Intelligence, and the findings would hypothesizeckitfactors of the El have the
differences among the four interaction effects v main effects. Thus, the following
analyses were the findings from the five latentstarcts of the EI which were examined
by two ethnicities (Western and Eastern) and byrationality origins (Western and
Eastern). Thus, Perceiving Emotion among the Eewatistically supported the mean
differences among the ethnicity, nationality orggand their interactions of ethnicity and
nationality origins (See Table 4.8). In sum, theected model of thBerceiving Emotion

was supported.

76



Table 4.8 Tests of Between-Subjects Effects andivulate Tests

Multivariate
Typellll Tests
Sum Mean Wil ks'
Source Squares  Square F R2 Lambda
Corrected | Ei5_M2 36.669 12.22 14.25** 0.07
Model Eil0_ M2 31.738 10.58 13.03** 0.07
REi15 M2 36.323 12.11 12.10** 0.06
Eil9 Mz  17.5%¢ 5.8¢ 7.41% 0.04 F
Intercept | Ei5_M2 206.40 206.40 240.64** 106.833
Eil0_M2 160.49 160.49  197.63**
REi15 M2  211.68 211.68  211.59*
Eil9 M2 218.48 218.48  276124*
Ethnicity2 | Ei5_M2 2.82 2.82 3.29*% 4.679
Eil0_M2 12.25 12.25 QEB*
REi15_M2 0.56 0.56  0.56ns
Eil9 M2 0.00 0.00 0.00ns
NatnOrg2 | Ei5 M2 7.20 0.2  8.40* 53T
Eil0_M2 17.11 17.11 OBk
REi15_M2 3.23 323 23
Eil9 M2 0.53 0.53 0.67ns
Ethnicity2 | Ei5_M2 1.62 1.62 1.89ns 2.805
* Eil0_M2 8.12 8.12  0.00*
NatnOrg2 | REi15_M2 1.20 1.20 1.19ns
Eil9 M2 0.92 092 1.17ns

Note: Self-Rated Emotional Intelligence Scale (SREM2 = Social Managment
(Brackett, Rivers, Shiffman, Lerner & Salovey, 2pP06

a. Design: Intercept + Ethnicity2 + NatnOrg2 + Edityg2 * NatnOrg2
b. Exact statistic
c. Computed using alpha = .05

77



3. Construct Validity and Reliability

Table 4.10 — 4.12 shows the construct validity ealidbility among the emotional
intelligence construct. Extract method is Varimatation, the Kaiser-Meyer-Olkins
(KMO) Measure of Sampling Adequacy test is .75@] tne Barteltt's Test of Sphericity
for the homogeneity test of the variancegis 2681.45(df=120), the significanoé
KMO and Bartlett’s Test is p = 0.000.

Table 4.10 — 4.12 explains the construct validitgt eeliability tests for the
constructs. One independent latent construct, Emailtintelligence and eight dependent
latent constructs were examined by principal congpofactor analysis. These stejs to
determine the items for the confirmatory factorlgsia. All constructs present that the
significances of probability are less than 0.05tFer homogeneity test€ustomer
participationandcustomer satisfactioare single factor and the other constrietge

eachtwo opposite content constructs in one latent itoots.
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Kline and Schumaker (Kline, 2005; Schumaker & LoX10) suggested that
factor loadings, or standard loading, and the ssplarultiple correlations between times
and constructs should be given attention to fomteasurement model testing. Table
4.10 — Table 4.12 summarized the results of théaegpory factor analysis (EFAnd the
confirmatory factor analysis (CFA). In the analysishe measurement model, each item
on hypothesized constructs is significant, p <0n0dll cases. Aside from the significant
loading of all items to their latent construct® #nalysis of the squared multiple
correlations demonstrated that the majority iterthia study met the recommended
criteria of 0.40 (Bentler and Raykov, 2000; Tayod Todd, 1995). Only the four items
out of forty two measurement items has a squardtipteucorrelation below 0.4,
however, they are very close to the benchmark&ftbus considered fine; most of the
coefficients are higher or closer to the benchnoéik4, and demonstrated a satisfactory
reliability.

The results of the internal consistency, was adsessed by means of the
Cronbach alpha coefficient. The Cronbach alphafierfit ranged from 0.59 to 0.89, so
the results presented from Table 4.8 to Table dtte3ted to the middle-high or high
internal consistency of the instrument in whichvallues were close or above 0.70 levels

for scale robustness (Nunnally and Berstein, 1994).
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Validity tests are assessed by the internal carsigtamong the variables in the
used constructs, and also, the composite relighititl the average variance extracted can
be used for analysis purposes. When the princkgahaatory component factanalysis

is conducted, the internal consistency is testedoykach’s alphd).

Table 4.9 The Criteria for the Cronbach’s alpharinal consistency

Cronbach's alpha Internal Consistency

a>0.9 Excellent (High-Stakes testing)
0.8<0<0.9 Good (Low-Stakes testing)
0.7<0<0.8 Acceptable (Surveys)
0.6<0<0.7 Questionable

0.5<0<0.6 Poor

a<0.5 Unacceptable

Only one construct, the managing emotion amongithetional intelligence
construct showed the below .60, however, the sasipdesufficiently larger (about
sample size = 600), thus this results should bsidered fine for the further analysis.
The internal constancy is assessed by means @frtirdbach alpha coeffiencient,
however, when confirmatory factor analysis is canedd, the two statistics, composite
reliability (CR) and average variance extracted E)\support the internal consistency

for the content convergent validity.

In the results from the Table 4.10 to Table 4.1Z2stimates were generated

through a maximum likelihood (ML) technique by wginsrel version 9.1.
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Table 4.10 Construct Validity and Reliability of Btronal Intelligence

Constructs and Indicators

Emotional Intelligence -

Loadings SMC TVE CR AVE

Perceiving Emotiona = .67) (Eigenvalues = 4.07)

By looking at people’s facial expressions, | redagrthe
emotions they are experiencing .76
| am aware of the nonverbal message other peopte se .72
| can tell when a person is lying to me by lookaidnis or

her facial expression. .55
My quick impressions of what people are feeling are
usually wrong. .55

Social Managemenfa = .73) (Eigenvalues = 2.05)

When someone | know is in a bad mood, | can haedpth 78
person calm down and feel better quickly.

| know the strategies to make or improve other peEsp

moods. .67
| know the strategies to make or improve other peEsp
moods. .61
| am the type of person to whom others go when tesg

help with a difficult .60
Understanding Emotior{a =.79) (Eigenvalues = 1.70)

| have a rich vocabulary to describe my emotions. .78
| could easily write a lot of synonyms for emotwords .60

like happiness or sadness.
| have the vocabulary to describe how most emotions

progress from simple to complex feelings. 17
My “feeling” vocabulary is probably better than nhosher
persons; “feeling” .65

Use of Emotion(a = .79) (Eigenvalues = 1.20)
| am a rational person and | rarely, if ever, cdinsly

feelings to make a decision. .84
| am a rational person and don't like to rely on feglings
to make decisions. -.79

Managing Emotion(a = .59) (Eigenvalues = 1.08)
| can handle stressful situations without gettmng t
nervous. .70
| am able to handle most upsetting problems. .62
| know how to keep calm in difficult or stressfitstions. .75

2540 0.82 0.54

57
.52

38
38
12.83 0.78 0.51
51
44
42
42

10.57 0.81 0.52
.60

42

.58

44
7.51 0.82 0.69

.70

.61
6.75 0.76 0.52

49
43
.59

Note: Overall Fit indicesy?=2340.0, df=718, P-value=.0000, RMSEA=.59, CFI £8,9
NNFI=.906; Std. Loadings = Standard loadings; SM€&tjgared multiple
correlation; CR = composite reliability; AVE = aagle variance extracted;

TVE=total variance explained;= Cronbach’s alpha
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Composite reliability and average variance extietdimates were calculated as

follows (Fornell & Larcker, 1981).

Composite reliability is estimateding th e following fauka:

- o _ Ca)°*
te reliability (CR) =—==3—— ... iiiiiiiieeeeenn. (6
Composite reliability (CR) R (6)

Average variance extracted

o 92
Average variance extracted (AVE)—=%‘1")— N ¢4
EA7) +2(=)

Where, in theform ula), (lambda) represents completely standardized loadings
ando (theta-epsilond,) o r theta-deltaf)) rer presents measemesrror of each
loading ( Hair & Anderson, et al., 2006; Kline, Z)Bagozzi’s et al., 1980).

These composite reliability coefficients rangedir®.75 to 0.73, and were
displayed for all of the studied variables from [Ea.10 to Table 4.12. They were
shown that all constructs have a higher composlighility than the benchmark of
0.60 recommended by Fornell and Larcker (1981)sé&ledicators suggested that a

high internal reliability for the data exists iretmeasurement model.
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Table 4.11 Construct Validity and Reliability of Btronal Labor and Efficacy

Constructs and Indicators

Std.

Loadings SMC TVE CR

Emotional Labor: Superficial Acting out
(o = .63) (Eigenvalues = 1.86)
Employee resists expressing his/her feelings.
Employee pretends to have emotions that
he/she doesn’t really have.
Employee his/her true feelings about a
situation.

Emotional Labor: Deep Acting out
(o = .66) (Eigenvalues = 1.41)
Employee makes an effort to actually feel the
emotions that | need to display to others.
Employee tries to actually experience the
emotions that | must show.

Efficacy for Self
(o =.89) (Eigenvalues = 3.31)
| do not doubt my ability to participate
effectively.
| have excellent participation skills and ability.
| am proud of my patrticipation skills and
ability.

Efficacy for Others
(o =.81) (Eigenvalues = 1.1)
| have confidence in his/her ability to respond
to my participation effectively.
| do not doubt his/her ability to respond to my
participation.
| am proud of his/her skills and ability in
responding to my participation.

75
.56

.57

.63

.78

75

.88
.90

.70

.62

.62

.57
.38

.39

40

.60

.55

72
.81

49

41

41

37.0 0.75

28.3 0.76

55.2 0.91

17.5 0.75

AVE
0.60

0.52

0.77

0.50

Note: Overall Fit indicesy*=2340.0, df=718, P-value=.0000, RMSEA=.59,
CFI =.918, NNFI=.906; Std. Loadings = Standardlilogs;

SMC = squared multiple correlation; CR = compotability;,

AVE = average variance extracted; TVE=total vareaexplained;

a = Cronbach’s alpha
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Table 4.12 Construct Validity and Reliability of &samer Participatioand
Satisfaction

Constructs anthdicators
Std.
Loadings SMC TVE CR AVE
Customer Participation 675 0.83 0.55

(o =.84) (Eigenvalues = 2.7)
| spent a lot of time sharing information about .69 .35

my needs and opinions with the service staff

during the service process.
| put a lot of effort into expressing my personal .66 .44

needs to the service staff during service

process.
| always provide suggestions to the service staff .82 .67

for improving the service outcomes.
| am very much involved in deciding how the 84 .71

services should be provided.

Coping Strategy: Problem-focused coping 43.5 0.76  0.52

(o= .84) (Eigenvalues = 2.17)

| will let the service staffs know how upset | .80 .64

am.

| will talk to the manager to complain about .78 .60

the situation.

| will express my feelings of displeasure to the .62 .39

service staffs without reservation.

Coping Strategy: Emotion- focused coping 23.3 0.78 0.65
(o = .84) (Eigenvalues =1.16)
| do not doubt my ability to participate 81 .66
effectively.
| have excellent participation skills and ability. 34 .76
Customer Satisfaction 745 0.93 0.77
(o =.89) (Eigenvalues = 2.98)
| am satisfied with the services provided. .73 .53
This restaurant is a good bank to do business .80 .64
with.
The service of this restaurant meets my .88 .77
expectations.
Overall, | am satisfied with this restaurant’s .84 .70
service.

Note: Overall Fit indicesy*=2340.0, df=718, P-value=.0000, RMSEA=.59,
CF1=.918, NNFI=.906; Std. Loadings = Standardllngs;
SMC = squared multiple correlation; CR = composgtability;,
AVE = average variance extracted; TVE=total vareexplained;
a = Cronbach’s alpha
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The average variance extracted indicates (AVE) whatentage of the variance
of the construct is explained by an individual itérhe results of the AVE are ranged
from 0.50 to 0.77, and the all of the constructgehan average extracted variance higher

than the benchmark of 0.5 recommended by ForndlLancker (1981).

The total variance explained (TVE) demonstrateeit@ained variances among
their latent constructs from the explanatory faetoalysis (principal component factor

analysis).
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4. Model Specification

Emotional Intelligence is exogenous constructs withtent variables. The mat,

with factor loadings for the latenkge dentt arvab : de: uas

A Ay

_ |4
Figure 4.2 Maix\
a1

Here thej, rep resent the valuesAn

ralod
A1z Az Aa Ags
Aoz Az s Aps
A5 thelEl inthe measuraodel
/142 /134 0 O

t might be parameters of int&t 2 nd would

for
X
constitute free parameters. After factor confirnmgfactor analysisj , appears as in the

constructs of the Emotional Intelligethée,

_’lxl'_l 0 0 0 0 ]
A 0 0 0 0
AxZi 0 0 0 0 |
Ax31 0 0 0 0
)641 Axs2 0 0 0
0 Ax62 0 0 0
0 Ax72 0 0 0
0 0 0
0 Axg2
Ax = 0 0 Ax93 0 0
0 0 Ax103 0 0
0 0 Ax113 g G()}
0 0 Ax123
0 0 0 A3a g
0 0 0 Ax144
0 0 0 0 Axiss
| 0 0 0 0 Ax165
) 0 0 0 Ax17s

Figure 4.3 MatrixA , with factor loadings for the El in the measure model
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In this studyA, models have the 8 endogenous latent variables, askttond

and the third endogenous latent variables, ar@#neeptions on Emotional Labor’s

AieeNadanh Pesi g raetdnodf Supergtigial Acting-bare identified as the

y1 apped
;'-yll 0
A
Ay! — }}021 AySZ
0 Ayaz
0 Ays2

Figure 4.4 Matrix\,, with factor loadings for the Perceptions on Emotidraddor’s
Actions in the measuraodel

In Y measurement model,, has 8 endogenous lat€€ ¢ yariables, ahd

second and the third endogenous Iaégr%vgﬁgw are the ca&dfi for self and for
» 44

others are identified as the follown‘![;y}F L

[Ay13
Ay23

Ayf = |33 Ayas
0 Aysa

0 Aym

Figure 4.5 MatrixA .- with factor loadings for the latent the Efficacy
in the measurenodel
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Likewise, in Y measaement modelj ,, , thesixth and seventh endogenous latent

variables, nq and n; , are thhe Gsfomers ' Coping Emotional Focus and Prolf®cus

are identified as the following. ,,. matrix:

Aylﬁ 0

Ayze 0

Aye = Ay3e AO
a V4T
0 ;{yS?

Figure 4.6 Matrix\,,. with factor loadings for the Customers’ Coping Focuthin
MeasureModel

And the endogenous latent constructs of Customiicpation and Satisfaction
are a single latent variable in this study andetheh Y measurement models are follows

respectively:

Ay1s
Ayas|
Ay, = Ayss and,

Ayss

Figure 4.7 Matrix\,,,, with factor loadings for the Customer Participationherneasure
model
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Ay1s

Asis
A o V8
¥ ;ly38
Ay48

Figure 4.8 MatrixA ,; with factor loadings for the Customer Satisfaction i Measure
Model

Here,A,,, denoiles Y measurement matric of Customer Participatiah A ¢

denotes Y measurement matric of Customer Satiefaaes well as the eventual

endogenous latent variable in this study.

Then, if the eaciA A ariance matrices are organized as the matrix
equation for the latentindep n  riable measurement model,
yandl , cov
ampda-X mode| i¥ = A 0
tamBga- mode |§ e 4 ((%3
end€at va
< + 0,an
yn+ €.
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The elements of the matricks= A& + § (3 are:

[Ax11 0 0 0 0 ]
Ax21 8 8 0 0
0 0
jx31 0 0 0 0
x41
[ X1 ] 0 jxsz % 8 8 [ 61 ]
X 0 ‘ez 5
X 0 X72 B 5
3 0 i 0 0 0 £y 3
: x82
=1 o o “xo3 0 0 [l1&]+
0 o Axiez O 8 £, "
A 0 g
X16 8 8 Axi:: 0 0 $s 016
X1z 0 0 xo M3a 0 017
0 0 0 Ax144 0
0 0 0 0  Axiss
| 0 0 0 0  Axies
| 0 0 0 0 Ax173

Figure 4.9 Independent Constructs, X-axis withdatdadings
among the Latent Constructs in the measure model

In the final competing structural equation modegfgenous variables X1- X17
are the elements of Emotional Intelligence, andBheonstructs are factored into the five
exogenous latent variables, EI1 = P, PerceivingtitmpEI2 = M2, Social Management,
ElI3 = R, Understanding Emotion, El4 = U, Use of Emo and EI5 = M1, Managing

Emotion.
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Thus, where,

X1- X17 are the elements ohioti 14 = Intelligence,

Theexogenous latent variablés — &. ,Ksi represent,

&, =Ell is the P, Perceiving Emotion,

& = EI2 is M2, Social Management,

&; = EI2 is R, Understanding Emotion,

&, = El2 is U, Use of Emotion, and

¢s = EI2 is M1, Managing Emotion.

Then,

8, — 8,7, Deltas are the error terms for the each X variables.
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The matrix of X measurement model can be reorgdrasdollows:

Ax11 g 0 0 0 ]
A 0 0 0
Aﬂl 0 0 0 0
Ax31 0 O O 0
x41
_ ellp 3 n AXS.Z O O O _61-
E’l_ u 0 e 0 0 0 Perrceiving Emotion 2
ei3, 0 U 0 0 0 Social Management 83
=| o o  xes 0 0 ||Understanding Emotion|+ | }
0 0 Axioz g 8 Use of Emotion
’ : /'1 ! . H
ei16pm1 8 8 Ax1'1'3 0 0 Managing Emotion Sie
8.'..177;.12 0 0 x(l)zs ,1134 0 517
0 0 0 Ax144 :
0 0 0 n  Axiss
0 0 0 0  Axies
0 0 0 0 Ax175

Figure 4.10 The Full Matrix of X-axis with factarddings in the Measurement Model

92



Likewise, the elements of the matricés= A ,n + ¢ (9) are:

[ 1 0 0 0 0
0 0 0 0
ygl {1 0 0 0
0 Y 8 8 8
0 Vis2
0 0 1 0 0
0o o Ym0 0 o o o
[V 0 0 Yrss 1 0 0 0 0 ) €11
Y2 0 0 0 0 0 0 17 |42
vl o o o Yaw 8 o o5 0 ["2 &
! 0 0 0 Yra 1 0 0 0 33 :
4 .
: : : lo 0o o ° ipls[ 0 0 0 “25 :
.= pl4s 0 0 6
I 0 0 0 0 yp165 0 8 0 N7 + S':—
0 0 0 0 ||n8 823
| ¢ 9 9 N
vl 1O 0 0 8 s 8§ 8| |
bl e o s 00 b
|| 0o O o |l |
|| 0 0 o 0 ! o O
lo o 0 0 O Yags 0 0
| o 0 0 0 8 Ye196 ?7 6
| 0 0 0 0 0 0 Yp21; 0
|
0 0 0 0 8 1
| o 0 0 0 0 0 Ys228
lo o 0 0 0 0 0 Yess
| o 0 0 0 Y248
| 0 0 0 0 248

Figure 4.11 The Full Matrix of Y-axis with Factoo&dings in the Measurement Model
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In the final competing structural equation models,

Thus, where,

Y1- Y24 are the elements of dapken vati  ables,

The endogenous latent variableg, — ng , Eta represents,

n, = Perception on Emotional Labor’'s Deep Acting-out,

n, = Perception on Emotional Labor’s Superficial Actiogt,

n3 = Efficacy for Self,

n4 = Efficacy for Others,

ns = Customer Participation,

Me = Customers’ Coping Problem Focus,

17 = Customers’ Coping Emotional Focus, and

Ng = Customer Satisfaction.

Then

& — &34 , Epsilons are the error terms for the each Y vaembl

Then, and n,, repress ent the two factorshe same latentwestructs, Perceppt n io
on Emotional Labor’s Deep Acting-out and Superfiéieting-out,»; and n,, repress ent
the two factors in the same latent constructsckély for Self and for Others.
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And, s denotes the Customer Participatignand n represe¢ ~ Nts the@uss’
Coping Emotional Focus and Problem Focus, andagteehdogenous variablegg

denotes the construct, Satisfaction in the matrices

The full matrix of Y-axis structural equation moaeéasurement model can be

reorganized as follows:

1 0 0 0 0 0 0 0 7
Yizi 0 0 0 0 0 0 0
Q 1 1] 0 0 0 0 0
ELd[I,l T 0 Yiaz 0 0 0 0 0 0
Elda, 0 Ysz O 0 0 0 0 0
Flsay 0o 0 1 0 0 0 0 0 e
0 0 Y73 0 0 0 0 0 &
EFse g 8 }?3 ? g % % % ” Deep Acting — out E:?'
- 8 0 0 s O 0 0 o || Suverf L‘a.af Acting — out :
: 0 0 0 Ypis O 0 0 0 Efficacy Self :
cpot=lo 0o o o o 0 0 Ef ficacy Others i
:12 1o 0 0 0 Jpiss 0 0 0 Customer Pacticipation I
: 0 0 0 0 JYpias 0 0 0 ||Coping — Emaotional Focus :
CSpfie 2
F:wa 0 0 0 0 Jpiss 2 g 8 Coping — Problem Focus 3
: 0 0 o S : 2
CS&:'flg g 0 0 8 0 Ve 0 0 | Cutomer Satisfaction :
: 0 0 0 0 0 Yess O 0 €23
Satz; o 0 0 0 0 1 0 €23
i 0 0 0 0 0 0 Ypor O
Satzy 0 0 0 0 0 0 0 1
0 0 0 0 0 0 0  Yszes
0 0 0 0 0 0 0  Ys238
0 0 0 0 0 0 0  Yszas

Figure 4.12 The Full Matrix of Y-axis Competing Me@aement Model
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(Joreskog andsorbom, 1996),

The structural model is written in terms of thddaling matrix equation

n=Bn+ I's +¢

For the full structural equation model (see Figu?) in this study,

Satisfaction = Perceptions of Emotional Labor’siAnt+ Efficacy + Customer

Participation + Coping Focus + errat.....................

(1)

The matrices of the structural equation model wivaleh = By + ¢ + ¢ (1.0)

and the elements of the matrices in this final cetimg structural equation model are:

M2
M3
N4

Ne
nz
k!

17717

[ 1

0
B3
B
Bs1
Bs1
B
Pa1

0
1
P32
Baz
Ps2
ﬁﬁz
ﬁ??
.IGSZ

QRO o

Bss
ﬁ63
B3
)883

—_oo o

654
ﬁ64
ﬁ'?‘i—
;884

< T

ﬂSS

o o ooo ©

ﬂSG

= O o000 O

ﬁS?

ol
0
0
0
0
0
0
1

'7?1‘| [ Q
M2 0
M3 ¥a1
MNa Y41
Ns H ¥s1
Me Vo1
Nz 0
Ik 0

0

Y22
Vaz

V52
Yoz
0
0

0
V23

V34
V3
Ye3

0

0

Y23
Y24
Y34
¥ss3
Ye3
0
0

Yis

Y35
Yas

Yes

31

§3
$a

%
&
&
&
%
47
Fé

a

Figure 4.13 The Full Matrices of the Competing Stuwal Equation Model
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In the matrix, Figure 4.13, “1” in By, 22, ... and fgg diagonal matrix in B means
Byy itself,and “0” B,,, and By, means the value was not estimated becuase n, andn,,
represent the two factors in the same latent coecistrPerception on Emotional Labor’s
Deep Acting-out mlﬁypgmi@\i,ﬁlsggtmgjq’which meet thefosPnaeidBRiipaRs in factor
analysis, multicolknt the two factors in thg; seraeglatent eonstridtiacy for Self and
for &ihers 1Hisassthe factors in the same cemst require to mae theassumption, less
correlations among the constructs. Thédi, g;¢ and Bs7 also was not estimated with the

same reason of avoiding the multicollinearity amtrgylatent constructs of Customer Coping

Strategy; Emotional Coping focus and Problem Cofwmegs.

The Proposed Model estimated many paths whicharsupported statistically,
and the high error variance may decrease the niitgledo the fewer paths need to be

estimated for the final competing structural equatnodel.

Figure 4.14 is recalled for the model speculatifoms the Chapter 2.
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Figure 4.14 Path Diagram for the Proposed Measurem¢ Model (Recalled)
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Note: Path Diagram for the Measurement Model, Fit indices ¥*=2377.86, df=719, P-value=.0000, RMSEA=.062, CE£1, NNFI=.898
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Table 4.13 Path Specifications for the ProposedduieemenModel

Path Path from Path to Pathspecifications
ri Er’*_ = Intelligence  R.rcepion on Emotional  y11,v12,713,714,Y 15,
2ol = Labord- Action
71~ 55) 1= 2 Y 21,7 22,77 23,7 24,7 25,
“ustc ner (
r2 Er‘f_miofEll Intelligence lec"_‘cr 2”‘Cop|ng Strategy ve1,ve2,Y 63,764,765,
?1 i 25) ?;6 ij :;7') Y 71,Y72,Y 73,V 74,Y 75,
I3 Er ou0 . Inteligence o, Y31, 32,7 33,7 34,Y 35,
ks> mp Y 41,Y42,Y 43,Y 44,Y 45,
r4 Er‘;,t{ld,!id Intelligence C,,Mcmer Participation Y 51,752,753, 54, 55,
G522 Gz,
Bl Pécen f“m a n Emotional %j e B31, P32, Pa, Paz
La lJOI“-S '\Llion Lo )
s r,rz ??3 ?}‘4
l"(‘E‘l' ion ¢ .. -
B2 Pékcep thn a n Emotional (’? amer Participation Bs1, Ps2
Larors Acfon Q “).
?:'1 = ??2) 7e
B3 Pé’uﬂ thn' o n Emotional < )cr : Coping Strategy Pe1, P71, Be2, P72
Lal""”S ’\‘ion L Stem v
?1 - nz2) e - 17y
1ca \"
B4 Ef,ﬁw Cor 22 (f“_;cr”c;’_ Coping Strategy B 63, B73, Bes, P74
@7 (oz 22
B5 E ,,.L; :4) (,,Wcmer Participation B 53, Bsa
G (72,
B6 Cl,m,mer Participation (m;)“cr“ " Coping Strategy B es, f7s
@22, (zez 773
B7 Péen ton a n Emotional C o omer Satisfaction Bs1, Ps2
Lavors Acion & )
n1— n2 =
'[IC"‘I v
B8 Efjcaln 22 (”,scomer Satisfaction B 83, Psa
(:i:m- 7% (2.,
B9 Cl,m,mer Participation (nmomer Satisfaction Bss
==, L,
B10 Qmt) mr  oping C's 5) 'mer Satisfaction B 86, Ps7
St4%© Jisw
(r. 'e;” ,}.8
76 - 17)

Note: Model fit indices in the Proposed SEM=2377.86, df=719%-value=.0000,

RMSEA=.062,CFI=.911,NNFI=.898
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Figure 4.15. Standardized structural path coefficiats in the Proposed Model
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5. Measurement Model

Indirect and Total Effects of the Structural EqoatModel

The findings from the results of the proposed messent model and the
structural equation competing model, the indepehclamstruct, the emotional
intelligence have not estimated the direct pathbeaustomer participation and
customer satisfaction. The direct regressive ingpait examined to test the mediated
latent constructs directly to those two factordbl€at.14 and Table 4.15 shows the
highlighted cells indicates the indirect and addiél total effects on the specified latent
constructs even though the paths were not examiiege results are the new findings
from the checks of the indirect and total effedtthe structural equation model

identification.
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Table 4.14 Total and Indirect Effects of Emotiomélligence on Endogenous Latent Constructs

=)

X | Perceiving Emotionn  Social Management Understanding Use of Emotion Managing Emotio
Y Emotion
Indirect | Total Indirect | Total Indirectt  Total Indct | Total Indirect | Total
Deep Acting-Out - - - .36 - -14 - -17 - -
(5.59)** (-2.35)** (-3.06)**
Superficial Acting-Out - - - - - - - - - .19
(3.40)**
Efficacy-Self - .32 - .26 -.05 -.05 - -17 - .16
(2.75)** (2.57)** | (2.49)** | (-2.49)* (- 71)** (2.07)*
Efficacy-Others =21 22 .28 .28 - -.13 -.28 -11 - .5
(-2.46)** | (3.52)** | (4.45)** | (4.45)** (-3.29)** | (-3.31)** | (-2.31)** (2.84)*
Customer -.21 -.21 19 .19 .10 -.10 -.26 -.26 -.05 -.05
Participation (-3.20)** | (-3.20)** | (3.10)** | (3.09)** | (1.99)** | (1.99)** | (-3.86)** | (-3.86)** | (-.71)ns | (-.71)ns
Problem Focus -11 - 15 - - - -.15 -.16 - -
(-2.54)** (3.36)** (-3.89)** | (-3.08)**
Emotional Focus - - A7 A7 - 27 -13 -.40 - -
(3.54)** | (3.54)* (4.48)* | (-4.19)** | (-5.50)**
Customer .16 .16 .08 .08 -.02 -.02 -.07 -.07 .03 .03
Satisfaction (3.87)** | (3.87)* | (2.16)** | (2.16)** | (-.83)ns | (-.83)ns | (-2.28)** | (-2.26)** | (.94)ns | (.94)ns

Note: X = Independent Latent Construct; Emotion&tlligence has the 5 latent factors
Y = 8 dependent Latent Constructs
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Table 4.15 Total and Indirect Effects of Endogenbatent Constructs on Endogenous Latent Constructs

X Deep Acting-Out | Superficial Acting- Efficacy-Self Efficacy-Others Customer Problem Focus Emotional Focus
Out Participation
Y
Indirect | Total Indirect | Total Indirect | Total Indirect | Total Indirect | Total Indirect | Total Indirect | Total

Deep Acting- - - - - - - - - - - - - - -

Out

Superficial - - - - - - - - - - - - - -

Acting-Out

Efficacy-Self - 12 - A1 - - - - .18 = - - - -
(2.48)** (2.29)** (2.18)**

Efficacy-Others - A7 .22 .19 .45 .45 -.69 -.69 -.78 .20 - - - -
(7.05)** | (2.41)* | (3.40)** | (7.22)**| (7.22)** | (4.89)** | (-4.89)**| (-2.71)** | (4.04)**

Customer - .20 -1.30 A1 -17 .46 2.66 -.07 -.79 -.79 - - - -

Participation (3.61)** | (-2.21)**| (2.03)** | (-2.38)**| (5.03)** | (2.06)** | (-8.10)**| (9.45)** | (-9.45)**

Problem Focus - .22 - - - .26 - -.38 -.44 - - - - -
(3.67)** (3.94)** (-4.92)**| (-6.29)**

Emotional .06 .24 .09 .24 .08 .36 -12 -.19 -.20 .04 - - - -

Focus (2.62)** | (3.73)** | (3.48)** | (3.73)* | (2.65)** | (5.88)** | (-2.53)** | (-2.53)** | (-4.28)** | (-4.92)**

Customer .08 .27 27 .08 27 12 -.36 -.18 .28 .09 - .23 - -

Satisfaction (2.83)** | (5.91)* | (5.91)** | (2.83)** | (4.47)** | (2.32)** | (-3.68)** | (-2.36)**| (4.55)** | (3.30)** (3.93)*

Note: X = 8 dependent Latent Construct
; However, the last construct, Customer Satisfadgtidhe X column was not necessary to be produced.
Y = 8 dependent Latent Constructs
“-“= NS or not estimated in the structural equattmmpeting model
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Figure 4.16 Standardized structural path coefficiets in the Competing Model
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Tests of Hypothesis

The path analyses in SEM were judged by the t-galliee paths of the Gamma
(y) are identified as the relationships of exogenowendogenous constructs in Structural
Equation Model. Table 4.16 is the summaries ofrigstypotheses of the relationships

(Gamma) of El to endogenous constructs in the camgpmodel of this study.

Table 4.16 Tests of Hypotheses of the Relationgl@psnma) of EI t&Endogenous
Constructs: The Path Estimates in the Compétiadel

Path from Path to Ho Standardized-value
Solution

v1 Emotional Efficacy-Self(__ = H2.: Supported .18 1.87*
Intelligence: Efficacy-OtheZ'0), ) 1 H2s: Supported .42 5.60**
Perceiving Coping-Problent acus( pis) | H4z: Supported .28 2.95%
Emotion Coping-Emotional FOGl{_“]— H4:: Not Supported -.07 -.10

v2 Emotional Deep Acting- “””0'1.1‘ Hlg Supported .36 5.59**
Intelligence: Efficacy-Self ., ) YAl H2,: Supported .24 2.06**
Social Coping-Probl&: | Fm.ul S(z) H4: Supported  -21 -2.17**
Management

v3 Emotional Deep Acting-olit——_ Hiln: Supported — -.14 -2.26**
Intelligence: Efflcacy-Others{ t H2n: Supported -.19 -2.51*
Understanding  Coping-Problenfocus ye) | Hde: Not Supported .07 1.32
Emotion Coping-Emotional Focl{zﬂ}— H4n: Supported 26 4.23**

v4 Emotional Deep Acting- o—‘ﬂ AN Hi1: Supported -.17 -3.07**
Intelligence: Efflcacy-SeIf( H24: Supported -.20 -2.68**

Use of Emotion  Efficacy-Othé (;44) t H2;: Supported 17 1.94%

Coping- Problenrocug(yE;‘ !'H44: Not Supported-.03 -.48
Coping-Emotional Focp,(—ﬂ}— H4;: Supported -.25 -3.61**

v5 Emotional Superficial Ag’lﬂ-out (p<s)  Hle Supported 19 3.38*
Intelligence: Efflcacy-SeIf(t s H2e: Not Supported .12 1.42
Managing Efficacy-Othg's ()45) - H2;: Supported .18 2.05*
Emotion Coping- Emot|ora[ Facu. s@vm H4;: Supported -.29 -3.47**

Note: A total of thirty-fivegamma 1) paths were hypothesized in the proposed model
(see Table 4.10 and Figure 4.14). Among the B&ths, the 2§ paths were
estimated in the competing SEM (see Figure 4.15).

Model fit indices: y*=2265.30, df=718, P-value=.0000, RMSEA=.06, CR%7,

NNFI=.905. ** < 0.05(t-critical value=1.96, two-tad test), * < 0.1(t-critical value=1.74,
one-tailed test)Gamma (y) = Relationshps ofexogenousto endogenouscondructs
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The t-values in the paths which are supportingéhetionships between
Perceiving Emotionf the El and other latent constructsafficacy-self), H2
(efficacy-other), and HACoping-Problem Focus ) were statistically sigrfitat p <
.05, which postulated first, the abilities of thergeiving emotion have relationships
between their efficacy for self and others, posiilyand the relationships between
problem focus coping strategy positively. And teationships with emotional coping
were not supported statistically. Among the impattihe perceiving emotions in El, the
regressive influence on efficacy for others (t-estu5.6**) were identified the strongest
relationship. Thus, if the customer has the higtidlity to perceive others’ emotion on
their faces and gestures, they have the highexagffilevel for others, too.

The t-values in the paths which are supportingéfegionships betweebocial
Managemenof the El and other latent constructsafeep Acting-out), H2 (Efficacy-
Self), and H4 (Coping-Problem Focus ) were statistically sigrfitat p < .05, which
postulatedSocial Managememf the El have the positive relationship betweeee
Acting-out and Efficacy-Self . However, the pathSafcial Managememf the El and
Coping-Problem Focus had a negatively significéfieice (y62 = -.21, p < .05;value = -
2.17**), which hypothesized that the higher abilifysocial management thess
problem focus coping way under the unexpectedlpeniered service failure. Also, the
results postulated if customer has the higher $eokhbility for social management can
have the higher perceptiveness for the emotiobaka deepactionf 12 = .36t-value =

5.59%%),

106



Interestingly, the t-values in the paths whichsupporting the relationships
betweerlUnderstanding Emotioaf the El and other latent constructsiReep Acting-
out), H2, (Efficacy-Others), were statistically significantm< .05, which explained
emotional intelligence had a negative significdfec on Efficacy-Othersyd3 = - .19¢-
value = -2.51**) and Deep Acting-out3 = -.14 t-value = -2.26**). These results
captured that the higher understanding emotiosétirand other, the less perception on
even emotional labor’deep-acting out nor efficamydthers. And H{Coping-Emotional
Focus) had a positive relationship with understagemotion, thus, it can be inferred
that the ability of understanding emotion may beemriented to utilize for themselves
not for using to the others.”’

The paths which are supporting the relationshipklfetweerse of Emotiomf
the El and other latent constructsafeep Acting-out), H2 (Efficacy-Other), H2
(Efficacy-Self), and HACoping-Problem Focus ) had statistically significat p < .05,
which illustratedJse of Emotiof the EI have the positive relationship betweeawnise
employees who acted deeply when they took carergice failure. Also, the higher
ability of customers’ using emotion was statisticabsitive related with their efficacy
levels for themselves and for others. When the ematas used, customers more likely
have tedency i o refer their coping methods weightedmat®n, not on problem-

focused {.,., H 4).
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Lastly, the relationships dflanaging Emotiorfior customers themdees ha d
statistically positive impacts on their perceptionsSuperficial Acting-out ¢, ).
Surprisingly, the t-values in the paths fradanaging Emotiormf El to Coping-Emotional
Focusf., <) w ere statistically related with, but negayiwerhich postulated if customer can
handle their emotion well for themselves, they rhaye less probability to react to solve

any uncomfortable service failure less emotionally.
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Table 4.17 Tests of Hypothesis of the Relations{Bgsta) of Endogenous tendogenous
Constructs: The Path Estimates in the Compétiadel

Path from Path to Ho Standardized-value
Solution
1 Deep Acting-out Efflcacy-Se H5:: Supported A7 2.88**
H54: Supported .25 2.61**
oﬁﬁ?ﬁnotlonaﬁl%f t H7y: Suggorted 1.53 2.50**
I 'H6:: Supported .20 2.48**
(Bdl—i H64: Supported 17 1.89*
B2 Superficial  Efficacy-Selffsy) F2UF H5.: Supported 13 2.54*
Acting-out Efficacy-Othersf, Hb5b: Not Supported .07 .96
Customer Participion(Bs,) t H7a: Supported 51 1.94*
Coping-Problem Focugg,’ : H6a: Not Supported -.05 -.86
Coping-Emotional Focug?-; H6b: Not Supported .02 .31
B3 Efficacy-Self Customer Participatioﬁ@?“'t H8. Supported 2.20 3.06**
Coping-Problem Focuft:) " H9x Supported .16 1.88*
Coping-Emotional Foctif73) H9:: Supported .32 3.50**
H14.: Supported -.15 -1.89*
B4 Efficacy- Customer Participatioff’) + H8y: Supported -3.34 -2.57**

Others Coping-Problem Focugs) * H9: Not Supported -.20 -1.62
Coping-Emotional Focﬁﬁw) H94: Not Supported -.06 -.47

Customer SatlsfactloBE‘* - H14,: Supported .52 5.69**

B5 Customer  Efficacy-Selffss) *OE: H10.: Supported  -.23 -1.91*

Participation Efficacy-Othersg, _ | H10x: Supported .98 3.59**

Coping-Problem Ewg;aﬁs) | H11s: Supported A48 7.60**
Coping-Emotional FoctiP7s)] H11,: Supported 25 4.13**

Customer Satisfactioff®.—I H12: Supported ~ -.19 -2.30**
6 Coping- Customer Satlsfactloﬁlj’ H13.: Supported 22 3.81**
Problem Focus
7 Coping- Customer Satisfactiof(°”  H13,: Supported A2 1.79*
Emotional s
Focus

Note: A total of twenty-threbeta 3) paths were hypothesized in the proposed model (se
Table 4.10 and Figure 4.14). The all of the3%aths were estimated in the
competing SEM (see Figure 4.15).

Model fit indices: ¥y*=2265.30, df=718, P-value=.0000, RMSEA=.06, CF%7, NNFI=.905.
** < 0.05(t-critical value=1.96, two-tailed test},< 0.1(t-critical value=1.645, one-tailed
test); Beta = Relationships of endogenous to @adous constructs
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The paths of the betfl)(are identified as the relationships of endogertious
endogenous constructs in Structural Equation Mddsdle 4.17 is the summaries of
testing hypotheses of the relationships (beta)l &b Endogenous constructs in the

competing model of this study.

The t-values in the paths which are supportingéfetionships of customer’
perception of Deep Acting-out among other latemistaucts H5and d(efficacy-self and
others), H¥ (Customer Participation), and H&d ¢(Coping-Problem and Emotional
Focus ) were statistically significant at p < .@fjch can be explained first, the
customers’ abilities of perceiving emotional labalsep action-out in the service failure
circumstances have all positive relationships eratbove constructs.

However, secondly, customers’ abilities of peragguemotional labors’
superficial action-out in the service failure cintcstances were only suppledb vy
efficacy for self 32 = .13,t-value = 2.54**) and customer participati@n = 51,
t-value = 1.94**) under these circumstances alitpasrelationships on the above
constructs.

The t-values in the paths which are supportingéfegionships of customer’
Efficacy-Self among other latent constructs, l{Bustomer Participation), and Kfad d
(Coping-Problem and Emotional Focus ) were statfiii significant at p < .05, which
can postulate the higher levels of customer’ etfydar self, impacted strongly on the
constructs. Among the relationships, the relatignehefficacy-self on customer
participation showed the highest estiws (} 3 =52.20,t-value = 3.06**), then negative

influence on Customer Satisfactigiyg, p<Q10).

110



Differently from the results of the efficacy forls¢he relationships in the paths
from the efficacy for others to the constructs aaded the less number of the t-values
which were statistically supported. The customeffsicacy level for otherwere not
supported by customersbth co  ping strategies; Copiraplém FocudB4s, Hl1a) and
Coping-Emotional Focuf( s, H11b). Interestingly, the t-values of tifie;, shcwed the
highest impacts, which postulated the higher legéthe customers’ efficacy for other can
play role to decrease their participation when tweye in the service failure. The
assumptions between the lines, probably, custoleetiseir negative emotion have calmed
because their efficacy for others, especially talsdhe service provider, were relatively

high.

The relationships dEustomer Participation, Coping-Problem Focus, arap(g-
Emotional Focus on Customer Satisfactiogre all supported statistically. Thesmstructs
are all related to customers’ active reactionss the causal relationships with these
constructs on customers’ satisfaction would berassilreasonable even though customer
might have encountered uncomfortable service feslim their dining experienceXhilities
of perceiving emotional labors’ deep action-outhie service failure circumstances have all

positive relationships on the above constructs.

Interestingly, the t-value in the path frd@dustomer Participation to Customer
Satisfactiorhad statistically negative relationships, thus,chlgan postulate when

customer participation gotishger , and frequent ohhiginfluenced levels of their

satisfaction oppositely, todg: = —.19, and t-value = -2.30**).
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Lastly, customers’ both coping problem and emotifo@used strategies were
supported by customer satisfaction, thus we catufats, if customer would try to solve
the situation at least, they would be statisticsdliisfied with their reactions the service

failure circumstances.
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Comparisons of the Model Fit Indices

In Table 4.18, when the Maximum Likelihood Ratioiyuare %) , the number
of the degrees of freedontf), and the Root Mean Square Error of
Approximation(RMSEA)are the most major fit indices. The reason whydfia the

competing modeldf =718) is illustrated in the following equation.

Table 4.18 Summaries of Results of the Propaseld
Competing Confirmatory Factor AnalygiSFA)

Fit Indices Proposed Model Competing Model
e 2367.04 (P=.0000) 2239.99 (P=.0000)
Ay - -127.15
df 717 718
CFlI 911 .918
GFI .833 .839
NNFI .898 .906
RMSEA .062 .059

Note:y“ = Maximum Likelihood Ratio Chi-Squardf = Degrees of Freedom;
CFIl = Comparative Fit Index; GFI = Goodness ofliitex; NNFI = Non-Normed
Fit Index; RMSEA=Root Mean Square Error of Approaiion

Where,

Degrees of Freedom:

The number of degree of freedom for a proposed msdalculated as

df=2[(p+ Q) (PHA+L)] =t e (12)
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Where:

P = the number of endogenous indicators,
Q = the number of exogenous indicators,

T = the number of estimated coefficients in a model

Thus,

P =24, q=17¢f = ¥ [(24+17) (24+17+1)] - t
df= 861 —t =718

t=143 (the number of estimated coefficients of paththe competing model).

The number of estimated coefficients of paths enxdbmpeting (t = 143) is
consisting of the ones of the total summation efghrameter estimates in the competing
model. Thus, the way to increase the overall §ipezially, CFl and GFl is to decrease
the Maximum Likelihood Ratio Chi-Squang | and the number of the degrees of
freedom (f). In order to decrease thé researcher should select to consider what would
be the best parsimonious theoretical model andsitgith factors, and which can be

directly related to the numbers of estimate paramset
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CHAPTER V

CONCLUSIONS

Overview

There were three purposes in this study. Firststhey intended to proposad
testa theoretical model that measured the effectse&motional intelligence (EI) on
customer satisfaction under specific service faiktircumstance. Secondly, the study was
to test the relationships how different charactiesof customers’ emotional intelligence
traits would operate among other theoretical coestrwith their perceptions @motional
labors’ acting-out (superficial and deep), custaheificacy for themself and for others,
customers’ coping strategy (problem focus and emnatifocus), and with regard to
customer participation on customer satisfaction.

Lastly, the study was to develop managerial impilbees in thehospitality
industryas well as service-oriented industry, and acadanptications to generalize the
findings from the results. In this chapter, thedgtaoncluded with the findings of the
overall model evaluation and results of testingdifgpses in order to discuss the

purposes of the study.
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Overall Model Evaluation

Emotional Intelligence

First, there are limited publications on the cortaafization of customers’ El in
the hospitality literature as compared to the ssi0n employees’ El. So thegudy would
be important to test whether customers’ El scotedraracteristics predict the
customers’ emotional moods when they encounterpee®d service failure
circumstances by the emotional labors, what weedalind service providers in the front

lines.

The five constructs of Emotional Intelligence wallehypothesized with the latent
constructs, are perception on emotional laborsoast efficacy, coping focus, and
customer participation on customers’ satisfactiothe initial proposed model. Thatal of
the 35y paths were estimated, then the relationshipssathe of the constructs were not
supported statically, thus those paths were nohattd in the final competing structural
equation model (SEM). Therefore, they2Paths and 2B paths were estimated in the
competing structural equation model(SEM).

The t-values in the paths which are supportingéhetionships amongerceiving
Emotionof the El and other latent constructs.fEficacy-self), H2 (Efficacy-other),
andH4, (Coping-Problem Focus ) were statistically sigrifitat p < .05. It postulated
first, the abilities of the perceiving emotion haeéationships between their efficacy for
self and others, positively, and the relationsbigisveen problem focus coping strategy

positively. Among the impacts of the perceiving ¢ioms in El, the regressive influence
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on efficacy for others (t-value = 5.6**) were iddietd the strongest relationship.
Therefore, if the customer has the higher abibtpérceive others’ emotion on their faces
and gestures, they have the higher efficacy lewebthers, too.

The t-values in the paths which are supportingéfegionships betweebocial
Managemenof the El and other latent constructsafeep Acting-out), H2 (Efficacy-
Self), and H4 (Coping-Problem Focus ) were statistically sigrfitat p < .05, which
postulatedSocial Managememf the El have the positive relationship betweeee
Acting-out and Efficacy-Self . However, the pathSafcial Managemermf the El and
Coping-Problem Focus had a negatively significéfieice (y62 = -.21, p < .05{-value =
-2.17*%), which hypothesized that the higher alibf social management the less
problem focus coping way under the unexpectedlpeniered service failure. Also, the
results postulated if customer has the higher $eokhbility for social management can
have the higher perceptiveness for the emotiobakta deepactionf 12 = .36t-value =
5.59%*),

The constructs of El, perceiving emotion and satiahagement had the highest
and the second highest total variance explainechwheprincipal component
explanatory factor analysis (PCA), and which wddle &0 postulate to play major roles
among the emotional intelligence traits. Interagiinthe paths betwedsnderstanding
Emotionof the El and other latent constructsik2eep Acting-out), Hz (Efficacy-
Others), were statistically significant at p < .@fich explained emotional intelligence
had a negative significant effect on Efficacy-Oth@43 = - .19t-value = -2.51**) and
Deep Acting-out{13 = -.14 t-value = -2.26**). These results captured thathigher

understanding emotion for self and other, the pesseption on emotional labor’ deep-
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acting out nor efficacy for others. And the caus#tionships on the coping-Emotional
Focus had a positive relationship with understagdmotion, thus, it can be inferred that
the ability of understanding emotion may be morerded to utilize for themselvest for
using to the others.”’

Use of Emotiomn the EI model had a positive relationship betwpeerceiving
emotions from service employees who acted deepgnwiey took care of a service
failure. Also, the higher ability of customers’ mgiemotion was statistically positively
related with their efficacy levels for themselvesl dor others. When the emotion was
used, customers more likely hassmden  cy to refer tbeping way weighted on
emotion, not on problem-focuseg,¢, H4i ). Surprisigly, the t-values in the paths from
Managing Emotiomf El to Coping-Emotional Focug(:) w ere statisticadliated with,
but negatively, which postulated if customer candt@their emotion wefor
themselvesthey may have less probability to react in sohang uncomfortable service

failure less emotionally.

Emotional Labor Acting

Most of the studies define that the effects of eamat labor is the type of acting
or emotional labor strategy, used similarly to aigation display rules. The literatures
on organization display rules determine the trafithe EL as surface or superficial
acting-out and deep acting-out by service provi¢@randey, 2000, Hochschild, 1983).
Those constructs are reflected by the display ywbgde deep acting corresponds with

managing emphasizing emotions to actually feetiep internal emotion by display
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rules (Wong & Wang, 2009; Kim et al., 2009). Howe\his study adopted theoretical
constructs, emotional labor’ actions are definethasperspectives; superficial acting
and deep acting-out.

The relationships of customer’ perception of Degtirfg-out among other latent
constructs H&and d(efficacy-self and others), H7(Customer Participation), and Hfd d
(Coping-Problem and Emotional Focus ) were statfii significant which can be
explained the customers’ abilities of perceivingpéional labors’ deep action-out in the
service failure circumstances have all positivatrehships on the above constructs.

However, secondly, customers’ abilities of peragguemotional labors’
superficial action-out in the service failure cintstances were only suppledb vy
efficacy for self fs2 = .13,t-value = 2.54**) and customer participatifng = 51,
t-value = 1.94**) under these circumstances alifpaesrelationships on the above

constructs.

Efficacy

Efficacy is defined as efficacy for self and fohet (Bandura, 1997). The self-
efficacy is defined as “believe in one’s capal@btio organize and execute the course of
action required to produce given attainments”(BaadlO97) can work as a cognitive
mediator of action. Under the unexpected circuntgathat demand engaging customers
or employees in difficult situations to manage tleenotions, self-efficacy can influence
their choices of activities (Yim, Chan, & Simon,12) Yakin & Erdil, 2012; Walters &

Raybould, 2007; Kuo, Feng-Yang, 2004)
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From the findings of emotional labor on the othemstructs for this study, the
relationships of customer’ Efficacy-Self on custesieoping problem-focused and
emotional-focused strategies were statisticallgificant. Thus, it can postulate the
higher levels of customer’ efficacy for self, imped strongly on the constructs. Among
the relationships, the relationship of efficacyksel customer participation showed the
highest estimat (B33 = 2.20,t-value = 3.06**), then negative influence on Custom
Satisfaction g5, p<Q10).

Differently from the results of the efficacy forlls¢he relationships in the paths
from the efficacy for others to the constructs aadied the lesser number of the t-values
phissvoene sfatistically sigpnritedidsy siopiess kel e @r othe 1yeiedClopivigorted
Emotional Focuf{ cepil 1b). Interestingly, the t-values of tifig ., [f1wed the highest
impacts, which pogtulated the higher levels ofahstomers’ efficggy for other can play
role to decrease their participation when they wvuetle service failure. The assumptions
between the lines, probably, customers let thegatiee emotion become calmed, because

their efficacy for others, especially towards tkevgce provider, was relatively high.
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Customer Participation

Chan, Yim and Lam (2010) examined that the custqurasdicipation offers
economic benefits such as customized servicegrisstvice qualities, and worked more
effectives for customers to strengthen relatioimkidge between customers and between
customer and employees. Also, customers’ particpatould increase employees’ job
stresses as well as adverse influence on customenssatisfaction. In this study, the
customer participation, t-value in the path fr@mstomer Participation to Customer

Satisfactiorhad shown a statistically negative relationshipsst which one can
Reslid e MdIE BTSN Rakkigipatab gpbsiier-. 19, apaueniloehigh, gomjuenced

85 — ~

Coping Strategy — Emotional/Problem Focus

Lastly, customers’ both coping problem and emotifo@used strategies were
supported by customer satisfaction, thus we catufats, if customer would try to solve
the situation at least, then they would be statdl{i satisfied with their reactions in the

service failure circumstances.
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Customer Satisfaction

The relationships dEustomer Participation, Coping-Problem Focus, arap(g-
Emotional Focus on Customer Satisfactroere all supported statisticallihese
constructsare all related to customers’ active reactionss tihhe causal relationships with
these constructs on customers’ satisfaction woelddsumed reasonable even though
customer might have encountered to an uncomforsaniece failures in their dining
experiences. The abilities to perceiving emotidalabrs’ deep action-out in the service

failure circumstances have all positive relatiopston the above constructs.

Group Differences

According to the findings of the independent twmpées t-test, the female group
presents statistically the higher means differeircesrbal excellence when managing in
social managemenihen they need to make decision, refer topeeption of emotign
and use of emotiaslightly more than male group do. Interestinglg thale groups show
higher mean score iManaging Emotiorn especially in difficult and problematic

situations.

From the findings of the mean vector differencesvben the two groups of the

ethnicity and the nationality, this study may cdnite the ways of “capacity of handling

most upsetting problems,” “ability by looking atqme’s facial expressions and

awareness levels of nonverbal message other pecgoidie statistically different. Thus,
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Perceiving Emotion and the traits of Social Managehamong the EI were statistically
supported the mean differences among the ethniatignality origins and their
interactions of ethnicity and nationality origiree Table 4.5 — Table 4.8). In sum, the

corrected model of the Perceiving Emotion was sttego
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Implications

Theoretical Implications

This study identifies the determinants on mechambemotional marketing
which included the theories of emotional intelligenperception of emotional labors’
action, efficacy and customers’ coping strateggt@umer participation and customer
satisfaction under the specified scenarios, undgeggcencountered service failure
circumstance. The overall hypothesis is the diffeokaracteristics of emotional
intelligence may be able to operate in the diffefevels of customer efficacy, coping
strategy, customer participation on satisfactigmetheling on their levels of the
perception on emotional labor which were serviaoler at the hotel and restaurant
industry.

There are lots of unfinished arguments on the cooist of the emotional
intelligence. Some study criticized the El traiysBar-On’s and would have aggressively
rejected the studies of El when the mixed modetett@n the Bar-On’s from the
management field, however, still the studies wiaipplied the El scales (Bar-Ons, 1999)
have published in hospitality and tourism fieldkisTstudy adopted the Self-Rated
Emotional Intelligence Scale (SREIS) (Brackett,ds; Shiffman, Lerner & Salovey,
2006). The reliability and validity of the SREIStims study was tested by several
researchers, and proved its scale can be subdtiiytthe MSCEIT (Mayer, Salovey, &
Caruso, 2003, 2000) which was the most highly eatallilamong the EI scales.

Brackett, Rivers, Shiffman, Lerner & Salovey (2006)ented the total of 19

items and five constructs in their SREIS, howetlez findings of this study needed to
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remove the two items due to the low communality emodsed factor loadings, which
decrease the model fit.

This study examined the mean differences of threags on the emotional
intelligence; gender, ethnicity, and nationalitirelfindings of these group difference
analyses can contribute on the theories of emdtintedligence which can imply there
are disparities in the characteristics of the Egbgder, ethnicity, nationality and the

interactions of ethnicity and nationality.

Practical Implications

The major practical implications for the hospitalitdustry are that the
determinants on mechanism of emotional marketingoegnefices when managers
establish service training for employees, this rmegm on emotional marketing will
guide managers and service providers in frontgiogitions to have a macperspective
asto how different characteristics of customers’ éomal traits, especially, emotional
intelligence can perceive their actions. Furtheemtire findings on the determinants of
emotional marketing would have significant meaniagg service tools to understand the
profound psychological interactions based on cust@motion, especially ithe

specifiedscenarios, unexpectedly encountered service éaliucumstance.
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Limitations and Future Research

Most of the emotional intelligence has been studidtie organization theory to
identify the relationships with employees and tloeganization. Very limited El research
has been conducted from the customers’ perspectives

Three data collection methods were conducted sstudy; simple random
sampling, convenience sampling and snowball sampBampling errors and bias are
induced by the sample design. A simple random sagd a basic type of sampling,

and an unbiased surveying technique, thus fretaes$iication error.

The first, selection bias can be occurred, wherrtreeselection probabilities may
be differed from those assumed in calculating ésellts. The second one is the random
sampling error, by which the random variation carrésulted due to the subjects in the
sample being selected at random. When the survestiqunaire were distributed to the
about 20 % of undergraduate, graduate, and staffsuniversity which is located in the

mid-west of the USA, the selection ways can havamim sampling error.

Also, the convenience and snowball sampling areobtiee nonprobability
sampling which involve the selection of subjectsdazhon assumptions regarding the
population of interests depending on their majohais, the subjects in tiselected
classe®f the business, and hospitality and tourism elassay have more knowledge on
service management, thus could lead them to redpsadevels at the interval scales

because their expectations for the service quiaday be already set relatively higher
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than the students whose majors are not in busihespitality, tourism, and social

sciences.

Thus, the findings from this study would contribtdgrovide the theoretical
reasons for the customer study, however, theredvoane a limitation for generalize the
findings to all industries. Test and retest thexadan be consolidated to increase the
reliability and validity for generalize the findiadrom the study on this determinants on

mechanism of emotional marketing.
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drawing. at the t0O «lht data c:oleCiiof periOd The <hwiwilltake plaoeonMardi 30,2013 Yourparticipationinlhis N Searjis
voluL1tity. Inefellao pen.dyfor retu$3Lto partcip.ate acoy<iu al't free10 W!MawyourconSMIMet partKtpabOan Iht$ proectal
any time.WJihoutpe118ilty

Allinlonn.!lon eboi.lt jo1.1willbt ktptoonlidentialand will not btt ItastcS OutstH>Makt VV/ rtootd forms Willlla. e «<*ttiftcabon
numbers,rather thannames. on themand lhe.n researchrecordswillbe stored securely e.ndonlyhe reseweherS and Indl
responsble for research oversight vAllhaveaccess to therecords For therandom draW|"Ifor Ihé giftcard. the last pagewhicn I.€
emall 41ddrtss i$ provided will btimne 1tlv Climn:ltdlight atr tMI'Mdom dtWinQ k>ftM gintar<lwhen1feetiYt the

responses fromthe electrorl«: surwy questionnaire from che onmme Surveysystem.The eteatone data ®he s edin CQmpvtets
atosu syS*Cmanct mylaptoc con'f)YtcrasweM AAd survey oatav.iU be protcetecs securdy ymJ M ft$Mrchis publiSMClas a
joumal artide.Tttey Will be proteced by me fct anothP,i3 years.. r1(ifleon, the so1-.eyc.tata Wlbe diS((W(led

YouMavooo1laclanv 011teresearchersatI'le1010W0 a res.ses endpt!Ooe numoers, sttookl YOUdCSire 10 diSC:U$$ your
P3rticipahonin!he $ludy acoror request \WIfonmlionaboutltleresuls of 11l SNc1yHyeyoung (tWirll,Park.PhO Canddalt.
hy.park@okstale edu.or Or. JerroldK..L.eong..Ph O.. 2l0HSW.Schoo' otHotel & Res'Uanl AOminis.ttallOn, Oilahoma State
Lanivers ty,Shlte r .OK 7-4078,405-7<4-4-6712,tryoo ha-.;e ques.tions about yOWrights as a reseateho olun™" youmayeontad
Dr.Shelxernlson,IRB Chair,ZlQCor(ﬁ North, $6!Moafer, OK 7A078_ A0S-74<4-3317 otirtl@okstate edu

Please, cllc:: NEXT dyouchoose to paniclpateBytUckingNEXT.you areindicating that y (xifreeo’y andJu. ntarlly aiICl agroe to
pericf)lte in this study 81fidyou also actnCMtedge It\8t you areat least 18 yews of aoe (0)
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Qualrrics Survey Software httpsJ/squdrrics.comControlPanei/?demAction—EditSurvey&Scct..

Q@

Jf yooare over 18ye,rsold,pleaseooninue otherwise Step! Thankyou for VOtK eooperatin)

I. The followings.ttof ttems 5 Ins to your nsightinto omotkms Please click below to descnbe newta<:curately each
staiUniCl'1tdescribes yol Qf i in tht. I\l bepo..!l1
1.LY:OU MnesUy see yoursell)n refabOn to otht!r people yov know of the same sex as you<'rc.and roughty your same age.
Please read-aehstatemert carefully, endthen dic:k Ihf fener that e:xptains hOw - acwtalely O ;JCCUratety each statemet'|1
describeS )IOU

Neither

InaCCJf<UC
. Vefy Mocle-rat Nor MOO&,.,..ely Very
“Inaccuate tnaCClitJ1s  Accurate  Accuralt Accuate

Sylooking at peopl€ sraciabl!Pfessions.1recoonile the
emotionsthey are eXJ)etierK:ing.

lamavrational person and 1rarefy,if ewr,corl.SL.It my tetmO$ k)
makea decisiOn.

Inave arich vocabWry to <Jescribe myemolions,
I have problems dealing with my feelings olenoer

v.Alen someonel knowisinabad mood,| can hp tr.e person
calmdovm and feet better quickly.

1am wate of thenonvilrbalmessage otner peooloe send

Whenmakng de a.. llistento my fee-ings to see if the
dec:iSil:mfc:<dsrighl .

loould easdy e alot of svnooynt foettnot;-On refslike
happinesor udnau,

Icanhandle stressful5oituatioos wilhOut g etoo nervout
Lknow the strategie-S to make orirrl)row herpeople.s me>0d$.

I cirl tel ™ = apersonislying tome bylooking at hisor her
faciale)()f'esn.

lam a ra.looaperson and don tlike to rely onmy teelings to
ma.Xededslons

Ihavethe\lOCab*-‘aryto dewibo how most emotions progre.ss
tromsimJ»e to oomP'ex feelings.

1&neble tohaf".dle mos.t upsetting problems.

lamnot very goodathelpni$)otfwes to feelbettef...men they Ne
ftehng down or angry

M'y QuiCk impressions of whalpeople are feeling are usually
<Mono ..

My “feetir\f \lOC&bllaryis pr<itiably better IMrl most O1lher
persond' "feeiiAQ" YOcabulaftes

I'”OWhow to keep Clinl In diffieuiDt ItrthtulSituations

lamtttetype of person to Vitlom otheiS go'MWin they needhetp
with a diffK;Uit &ilualion.

Q3 Il -11\e fdl owing quostions pertAinto your uptti9M"atrttt.lurant... PleeselldtbelowlOdescribe how muchead
suuemenlbest CICscribos your opinions.

Nel:her
Strongly Agrtenor Strongly
Disagree DesagrM Oisaorte Agre-e Agree
Ispentalol or time shaMglnlorrnalion about Myneeds and oplrk:ins
with the service staff during the s.ervice prooeu.
Iputalot of effort Into & xpressingmy petsonat n.teds to h&sOOiice staff
dUrinO.uti'Vica rxocess -
lafways prov de suggeslions lothe teflllCe S1llff tofimi)I'Oving the serViCe
OuiC.Omts
lam very mJCh InlfOirved 1,.<leddinQ now & a «=sh0UId be pro\A<Sed.
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Oudlrics Survey Soflware hnpsgis.quallrié.COn/Contrd PaeLI?Gienii\Cii on-EditSurvey&Secl.

11WN.Nyou =e,..n.ncen utN:amto@b!t «fwalonM fI1Yb

L youonHt <<.. .,.mut..to stMt Usnc:t Wo4.oktyou
oo0ssUbtirmigy!1..CTIPTNITIO YOyT iigHIIT am how doy

fMIK tht UMIH Siteltiit 't

Nedrer
Swongly Agres nor Stiangly
Dvsagres  Disapree  Dmigros  Agres  Agres
tttlle=txPteiiii'lO hishlerdMiti1Q.|
E=PfMtndsto Mile emollonsihat Wah®OtIntreally have
i

E toyet!'0t to rtflill true ftelinassbOUl+tigu1im

Employee™*M . ,effonto actuallyN tMOIIOnl fI1l htltne
MeCist <> 100It4fl

C VWIHID t Itle” IN\NM ftdt

eultlimMIDfeel Femoliians..... ,__hiJipJhow=_ _ d

[t.wvw 1I'1ICe il

IdoiioOCdoul;lil -bl topartiCipillle
I hive e.celtont*||OP | Ji##es. - Aebillty

1amproud01™Y bCiPttton | .M, Oal>hty
Ir" eonfldttt<:tin hisinefability to reSf)Ondto rtfy Plfliclpation

1d@motdoUbl hilltler ablliry 10respot41ltorwa N/ o
.__"Shenm PUlenc.UsMd aidy 1nNtpOndin; 10" "tp.Mt1Cipg!10t1
|.,.pt'Ouelotfi Ml«...__.-d....,n ID™Y

as

IV. Thot tottowif\g set or ititmt ptt'Uintto YOY' IMight Into custome'$™coping = illtwfHtn yoll. . peienct anuneonrottalo
stulUon 1 tervicewlitn you otdtr ot hht m.,It,howlikely would you focua the tmR!oytt!'ltefptlyltv [OVOY"
119lwial

ery Very

Unikely  Uniikely  Undecided  Likety  Likety

. = s-- - plliftofM*Inatid**'-1
1__.kIMiteMCHAillfs. know bow ups

to.eto aboiA--Ido“fI't. |Oft

wii=lIP'9"My HIInQSOlcispleatureto the ....,.01 Wi

M<«<IM *"10& at thisrKiautM1,rw!l ull tomeone trust to 0o wittt
neto,.,._compan.

Ate - Iht Mt\1101atthisrMlaufaM,.IWil ttll. 10 P"PitWNOknow more
te&lttutwl | — IfiM | dO

i,
tt11 minot " 10ofterme atloiw lOlItlofl thie IWillnot t

1 willfll "¥'MMIW.,.1imsomeiWigl<t .... h!lppent.... fili

-"OW.. ... todo f"|0|
mpellhlh"*"1Q..... .. ” iy

IMtwy not to I'Owthe tef\lk:e Sl.effhOwtre. _yf+tt
| Will tfy ID hepo hatk myt.itfllings

06 V. Thtrottowlng st tem.nua,.. bout; 0 g
Pl __..cliQt** ftl.tIbef for eachstat8!Nfl.t that bfti Indk:o!t ycwr opinion

|
| I
I .......llirtdwithth! s:esptiMdeC. [ )
=goa ce'SULiif8nlto pU'OfUe
*, . .MfYoCe0111'111-eST.auranmeets™" txpt<:&MIOrMo °
Ovowel 1em NIllitd wtih II'lil .-llaUtltll't: agrvoce [ ] -
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Qualtrics Suvey Sofware httpsi/squaltrics.om ControiPaneU?CintAction EditSurvey&Sect.

as

The fdklwfng statemttit$ are abaut your intention to rwpurchau at theresturart. Fleasetick Ole nunt>ef toreach
st.ernt'I'Yl!Mtbest ndicate your opinion.

ery Very
Unikaly  Unlikely  Undecided  Likely  Likely

How tke-lywollks you engageassotolt* wvioits pte)llided b\1
Ints re auraM onthe rutvre

Q7 VL. The fOllowing sutematsAre sbout yair dg'nerel info.rm¢ion.. Plescelide 1re ntJmbefor eachstatementthat best Indicae
yovtcplnb'l

Howonen<»yougo to Ihere:9taurant?

1M" eawek
2-3aiT'll& av,0eek
415 imesawes
BT times 8 week

more Olan81Jme.s a week

aa Whft Is your sveragegueSt cn ck vihen youdine Inyourfnorilereatairnt?

Less Ihan$10
$10.01-3999
520.00.$2999
$3000 $3999
AOovt$4000

Whatis = g+nder?

Malo Female

Q1o How catyou descrbe your ethnidey?

AR\(-MIAIttfific.an
Astan& pacll'ic Islarldor
Cwecasia

Others

Q11 Whatls your nationihy front?

The North Atetlea

The SouthAmerica
Wa

Mica

Europe

P&CilSIMCI and OU3tlit1

Q12 Whatit your htdutétle. elof fadueatfon?

h$Choo 20f41'BRrURWWSity firaduate schoal
o13 What iSyour age oroup?

1824 253< 35-4 45-54 GsorabOlie
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Oushric< SurveySoftare https| squahriccomCoriroiPanei”CiientAction= F.ditSurvcy&Scct.

Q14 Fotdn!Winf S20PaMNTGI fnd.aysGiftCenl? v. .?wn t)QI c.tn bt rindo"™Yc:hoHn fotont0120...elpitnts—

PSeugoto 11M Mid, .

Q15

Cou-ldtNveyour MMI+ddtHs fot d,.Wna S10P+nfQf1'Gl f'ltdevt Gttt C..nl?
WIShyou nn be r.ndomty chosfotone of 20 .-.c:"™*"tll —
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Request to complete a survey for a research in Hdtand RestaurantAdministration

S AT B AT MER| TR

Hello, my name is Hyeyoung (Helen) Park and | amrently working on my research at Oklahoma State
University in Stillwater, OK. | am conducting mysseertation on th& & HIAEZ Arfoll Mol AH|A}

X4, AHIRFS| MHIAEHALE CHS of B8 243 - Emotional Intelligence, Service Failure, and
Customers’ Coping Ways in Hospitality Industry- | am asking for your consideration to participiate
brief online survey which should take no longemntBal5 minutes of your time.

OHSHAIR, M © 28t 5 0HE, ALIElo] ARHEH S 2 8h= b F 20k stol KHststm UL,
951240/t T B LI K BN, 3 AL 2IE| Aol M T2 | 2RI, ME|A BT 120l
obofl BBt AT R UALSS] =22 Aot T QUALICH B 917 MR Mo| £2EE Alzre

The survey is not designed to sell you anything,sadicit money from you in any way. You will nogb
contracted at a later date for any sales or satioits. Participation is voluntary and anonymous$ah
responses will be kept confidential. You may notehto answer all of the questions and you mayajuit
any time. The data will be used only for statidtam@alysis and recorded in a manner that you cammot
identified.

B T IEAR 022, HojLt 2B S 278 K| aLich M0l SHF A ofziE 2 Hojet
THORZ Q01 25104 R F2HE M BAIEIX| 868 RULIch BT HR R ol oBE
a0l RE 852 HlYalol BaHE WULICH HEN R 0B R 2E W0 S K|
o8 MEI7t Yo, E3 B0 SES BT ME M aLICH HlolEs SHSMoRR 012 E

M, 5
Zo|H, IR #HRIMSHEE 7IS Xt 2 X

119
r
[ul

Questionnaires and record forms will have iderdiiien numbers, rather than names, on them and then,
research records will be stored securely and drdyésearchers and individuals responsible forareke
oversight will have access to the records. Forainedom drawing for the gift card, the last pagechiihe
email address is provided will be immediately dideal right after the random drawing for the giftcca
when | receive the responses from the electromigesuguestionnaire from the online survey systehe T
electronic data will be stored in computers at &$stem and my laptop computer as well. And survey
data will be protected securely until this reseasgbublished as a journal article. They will betected by
me for another 3 years, and then, the survey diithendiscarded.

2 MExI97|SS MEXACHE R J|S 5|0, JH2l O|E 2 VIS /K| ke LI Et iT IS e
OFEISh A B EI @ &| o1 TRl AT BRI B Gl O|Efol M2 IHSELICH EMABH BT A
SR Ho| AL E OHRIZ T Ol X|O| O|H YT AL TMABHEE 28 F FAIHYIY ZeLic
28tolo2 £ T HlOlElE 2 B et S 0HERICHS O T AIA RO QZIE HFE{SL & 47 Rt
THQIZIFEfoll OHI5H 7 B BHE|DY, QT E RO R HEE WNHR| o 3117 HBHE|THH H 7|
of&elLict

Through a random drawing, forty participants wéteive 10,000(Won) Book Gift Card at the end of the
data collection period. The drawing will take placeMay 15, 2013. If you would like to enter, spack
be provided at the end of the survey your emaiunfiersonal information will not be associated wyittur
survey responses. Should you be selected, yolbeavitiontacted via email on how to claim your

10,000(Won) Book Gift Card. Participants must béeast 18 years of age to participate in the survey
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e EMYEHSO0E+E0| SEE FFEFHE S510440F7M $10,%, 10,000 Workd 2
== O| dEafdof &8 F2re| F£X2 2013052 1501 0|F0{Z& ZI0|H, MEX|
|YHE = JATS, OlHIY 2 gZhol 7| sl Al ELICH 2Fef, ofE2{E 0|

ol

=

535104 T AHE T 10,000(WonHE e e MES =2

You may contact any of the researchers at theviotig addresses and phone numbers, should you desire
discuss your participation in the study and/or esfinformation about the results of the study: yyang
(Helen), Park, PhD Candidate, hy.park@okstate @dDr. Jerrold K., Leong, Ph.D., 210HSW, Schdol o
Hotel & Restaurant Administration, Oklahoma Statevérsity, Stillwater, OK 74078, 405 -744-6712. If
you have questions about your rights as a reseatohteer, you may contact Dr. Shelia Kennison, IRB
Chair, 219 Cordell North, Stillwater, OK 74078, 4084-3377 oirb@okstate.edu

= oi7of #Edstod FE0| AAIH, B8, Dr. Jerrold K., Leong, Ph.D., 210HSW, School of
Hotel & Restaurant Administration, Oklahoma State University, Stillwater, OK 74078, 405 -744-
6712 O[L} & ALK}, EFALEF 2|0l KL, 85| (&) hy.park@okstate.edu O Al Y425 A =

UELICH HE B EXZEAM, QI HE S 0f £5to4, 222t =0t FRICHE, CHEAF R T2 If you
have questions about your rights as a research volunteer, you may contact Dr. Shelia Kennison,

IRB Chair, 219 Cordell North, Stillwater, OK 74078, 405-744-3377 or

irb@okstate.edu.

Please, click NEXT if you choose to participate. dligking NEXT, you are indicating that you freednd
voluntarily and agree to participate in this staghy you also acknowledge that you are at leasea8syof
age.

A, MExMe 98 chaTlolx|E S2sto FAAS. CHEHOIXIE S2Ee, MRt Xt
OiEHER2 A7l oX|2 2 AFof F0o{stACtE A2 2l0|StH, HEH047t5 H-E2 184l
Ol olo{oF g Lct,

Please copy the link and paste it in a new windoparticipate!!!
https://okstateches.qualtrics.com/SE/?SID=SV_beE6bmHrZHaJPUx
Thank you so much again for helping with ttésearch,
= Ao @E 80 FMAM CHE S| ZH A= BILICH
Hyeyoung(Helen) Park,
PhD Candidate and PI, and,
Dr. Jerrold Kim Leong,
Advisor and the Co-PlI,
Associate Professor in School of Hotel and Restdukdministration
Human Science, Oklahoma State University
Stillwater, OK 74078
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[If you are over 18 years old, please continuegntiise, stop!, Thank you for your cooperation]

18 M| o| &2 SEstod FAIZ| HFRFLICH ZHARErLICH

l. The following set of items pertains to your ingjht into emotions.Please use the rating
scale below to describe how accurately each statedescribes you. Describe yoursasdfyou

generally are now, not as your wish to be in tharfi Describe yourself as you honestly see

yourself, in relation to other people you knowlod same sex as you are, aadghly your
same age. Please read each statement carefullihemdlick the letter that corresponds to

how inaccurately or accurately each statement descyou.

SET2 Sl Hdof et G alol azdol 2tEt EFAULICE CHE EEE0f CHal,

ct

YIS IHE H LIEHHE E 0l BHstod F A7 HERFLICH Lt o = F&lofOj2fo

galol E|n At Hi2hE Hhol otL|2t, FAlo| R & oM S alel ol el 7+

S

35l 25t
[

= =

o

ol 7|5t F A CHEMBEO| G Alo| HE, CHEF

2491 9423 of H| %0

S, 4ol =Rt Alol Cha £ X5t H o{EH MHEE +~ 2| ofoi| CHEH 7+ &
MUt 2ol 7|50 F A7 HFEFLICH

o< Hm* | ®3stx| | HlIA™ o<
B | RyEE | o HE | dHEE Hetg
St
oo
Ls A
By looking at people’s facial expressions, | redagrihe 1 2 3 4 5
emotions they are experiencing
CHEAIZ Ol Y2 EHS B, e T80
EHSI A st HHE LotxtE == ULt
| am a rational person and | rarely, if ever, cdinsyy 1 2 3 4 5
feelings to make a decision.
Lt Ol Xl AtEolH, At EHE & m, 742
goof x|t =ct.
| have arich vocebulary to describe my emotions. 1 2 3 4
L= Lte| HHE S22l B3de Bt olF[&2
XL UCH
| have problems dealing with my feelings of anger. 1 2 3 4
L= 2ol #™E Folst=ol 2 7+ /ICk.
When someone | know is in a bad mood, | can halp th| 1 2 3
person calm down and feel better quickly.
L= dThgrol 7|20l o E S, CHEAE S O
7122 tHAIZ| T 7|20| WEH Lot K| H & =
0I|:_|.
AA .
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| arr aware of the nonverbal mes:age other people send.
L= CHE MEE2| EUH= HIOE| X HAIRIE & =
AL,

When making decisions, | listen to my feelingsde &
the decision feels right.

oM™ M, Lh= O ZHo| 2% Lol #Ho
O|Est= Aol ULt

| could easily write a lot of synonyms for emotienrds

like happiness or sadness.
e 8= == o &2 EHsHE 245 olofo
S2l0{E &H £ A= o{%™o0|

| can handle stressful situations without gettimg t
nervous.

LHe LIS B2 IR stk St n D AEB AN Y S
He 4 9t

I know the strategies to make or improve other pEsp
moods.

LHE CHE AMRIOI 71 S B A AI- 4 8

&1 ot

7l&

rr
fijo

| can tell when a person is lying to me by lookaidnis
or her facial expression.
Lt dOig ol U= EHEE B0 T AFEOf Lol A|

HAg Let=x| L= ALt

| am a rational person and don't like to rely on my
feelings to make decisions.
Lt O] %@l ALZO|H, ol M AHE T, LH 2o

O|&stE W& Fotstx| b =L

| have the vocabulary to describe how most emotions
progress from simple to complex feelings.

LhE Bt 2R e 2R 2ol o2k
HESE S 7S & 261E = = ofF[=olUCtn
Mzbstct,

| am able to handle most upsetting problems.
L= ofF 3tLt= S EOILL Ol ES H CHE = /UE

s30| dct.

| am not very good at helping others to feel bettieen
they are feeling down or angry.

L= & ol 7|20l MESHHLE stL 2,
Jds9°|7|=0|LIotX| =5 0l & EX|= Réte
Holct,
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My quick impressions of what people are feeling are
usually wrong.

Mool Z ™ol CHEt Lol =2t THE 2 E&2 K|
ofrt

LS .

My “feeling” vocabulary is probably better than rhos
other persons’ “feeling” vocabularies.

‘Yol 2E Lol o{F[RI2 CHE E AR E 2|
‘WY o o{FHEC L2 Holct

I know how to keep calm in difficult or stressful

situations.

L= o@D AEHAMRI Y E M {EA LIE
I

A —
DAL S e

| am the type of person to whom others go when they
need help with a difficult situation.

FiHolot= ALRI S 0] of2d ol A3l U S,
JMNEEO =SS Yot LA LIE &fot 2Lt

| spent a lot of time sharing information about needs
and opinions with the service staff during the smrv
process.

L= SIAEZ A AL S, MH[A 22404 AH|
HAEZHM MBS EE MHUA Sof| 2 EH,
Lto| @FLE o|7dg ME st=0l, Hln ™ Alzts

£0|&= ®Ho|ct.

| put a lot of effort into expressing my personaéds to
the service staff during service process.

L= B2 E> MH[A S0 MH|A Z240{H Lt 2
IRl @AM 2 E¥sHE =3 g 7|22l

| always provide suggestions to the service staff f
improving the service outcomes.

LiE BIAER MHIATIIHMEIEE, MHIA
oA g et 5te Holct

| am very much involved in deciding how the sersice
should be provided.

L= B2 EZ 0l AALE i, MH|A AMH|ATE
M3 El= Yol B o| o E st Btot.
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Il. When you experience an uncomfortable situationn service when you order or have meals, to

what extend would you notice the employees’ receptty to your requests?
YLUOIHAEH M SAOILISEE FEY
Emst 4ol cHEh 7 @ T ol chal, MEIAZIRO

i, ofl 7| |

[ —|
ore =

AL =
+8HEE

R K, Ol0f SHE 3 220l T2 87| 7125404 T Al7| B LICH.

HARE Ol X{HCHH, T alo]
ol HE x|zt 4

oH< solst | 89t | SAF oH<
s2olst Xetg | Rlzet sSolF
Xl = RN
A=
Employee resists expressing his/her true feelings. 1 2 3 4 5
REPIEERONEIERIE S A
gy
Employee pretends to have emotions that he/shenioes 1 2 3 4 5
really have.
MHIAZH2 XHAIO| MA = UR| A2 HHERE
LIEFLHE{ D 6F= T Ol ERICH.
Employee makes an effort to actually feel the eomi 1 2 3 4 5
that | need to display to others.
MH|A S942 LH7FEFQION H| 345t TRt % 3t
HEE LR =25 ICH
Employee tries to actually experience the emotibasl| 1 2 3 4 5
must show.
MH[AZH2 o4& of CHaH L7t LIEHLH DR 5t =
HEE A2 Zo| 3#s= T ERRCH
Employee really tries to feel the emotions | havehow 1 2 3 4 5
as part of his/her job.
MH[A 222 MH|& SHSE o CHal L7 LHEFHH
Z73g 10| 5o YR 2 robE 0| T x| sHE X
A=
of <> solst | o5t | SoFE | oie
solst | K|S | Xz Solgf
IR = SHRIT
g
I have confidence in my ability to respond to paptate 1 2 3 4 5
effectively.
L= 20X o 2 048t 7| ChA{sh= L2l s230f
Ap&IZ ol QL.
| do not doubt my ability to participate effectiyel 1 2 3 4 5
Lt= 20X o 2 CHX{5t= LIo| 53 = AIEtot.
| have excellent participation skills and ability. 1 2 3 4 5
L= E88 #o{7|&1 53{0| UCH
| am proud of my participation skills and ability. 1 2 3 4 5
Lt= Lol CHAMs=nt 7|&of AH& & 0] RUCH.
| have confidence in his/her ability to respondrtp 1 2 3 4 5
participation effectively.
Lt B2 EE STHAFS O CHEF LEo 2to{&
SoistE MHIA X RO X 52{0| R Z A FLCE.
| do not doubt his/her ability to respond to my 1 2 3 4 5

participation.
Lt= LEo| #rodoll SCHstE MHIA X Rl S=of
5 o|algdol = AlEHC
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He/She has excellent skills and ability in respagdd 1 2 3 4 5
my participation.

HAER MH[A 2 Lo S HALE E 8o CHal

£8dl8stnaidste MH|ATV|E0 53

XL LCt.

| am proud of his/her skills and ability in respargito 1 2 3 4 5
my participation.

L= LH7E of28t &H ol M AMH|A = o] 12y

EHE 8O, MElo| E&StCtm Az et

[l The following set of items pertains to your irsight into customers’ coping ways when you
experience an uncomfortable situation in service wen you order or have meals, in what ways
would you focus the employees’ receptivity to yourequests?

'ZWOI HAEZUAM SEL SAS FEEM, o7|X 22 SHYSE | Mt A =} S i,
Mol @ ol CHal AMH[A =0 STl CHal, T 412 o{EH CHS st Kloi| 2tz et
%% IL|CH Q& st A 7|5t FA|Z| HFEfLICH

o< agst | ¥R | a2 | o9
a5t Xetg, | =¢t a24E.
Xl et2. JEXR|
TS
I will make a plan of action and follow it. 1 2 3 4 5
Lt= CHA{% 2 BHEZd0|0H, O|~E ZdolCh.
I will let the service slaffs know how upse | am. 1 2 3 4 5
L= LH7L ot 2 R38R = X MBI Z o]
2 H g Zolct.
I will talk to the manager to complain about thiiation. 1 2 3 4 5
Lt= Ol SEHYEO|LOIX | E S HAER
OHL| X ol AH| & & Zd ot
I will express my feelings of displeasure to theviee 1 2 3 4 5

staffs without reservation.
L= ME|AZ ol A Y elol Lt EFHEHEE
E#HE Xolct.

After the service at this restaurant, | will askmsone | 1 2 3 4 5
trust to go with me to make complaigtiA E & 9|
ol Z2 MU|Aaxo0f, L= W7t AEISHE X210l A|

0I7I'='.°_*i"£.=.EoH 35t 7| /5, Z ol A AEZ o
2l 7L EnlE 74nlrt

After the service at this restaurant, | will tatkgeople 1 2 3 4 5
who know more about restaurant services than | do.
HAEZO| 0|2t Z2 MH|A Fof, L= LECH
HAEZHIX|ILIAE & ot= X|Qlol| A LH7t 242
g g Aol

| want the service staff to offer me a better sohtbut | 1 2 3 4 5
will not fight for it.

L= MH|A Z| 0| 7HMEl MH|AE WMot E S
5t x|k, o Mol cHal M X|= et 2 Zdo|ct.

155




I will tell myself the next time something like ¢hi 1 2 3 4 5
happens again, | will know what to do.

CHEO Bl AER oA ol 22 EHYE O
AMEHCHEH, LHE oA CHAE K| QFCt

I will tell myself the hassle in this ordeal is@mal| price 1 2 3 4 5
to pay for a lesson learnt.

L= L7t H2 ol g& 25282 80|22
nE AAUCT EotSY ZolCt.

I will try not to show the service steff how | realy feel. 1 2 3 4 5
LE Ut Eidez =710l ™S

MHIAZHE|H B35 R|= f S Rolct.

I will try to hold back my feelings. 1 2 3 4 5
Lt= L 282 AiAstn 2o &ol chsh A& el
ok g Zdo|ct.

IV. The following statements are about your satisfetion in the circumstance of this restaurantPlease click
the number for each statement that best indicaiegpinion.0|2+ Zt2 A &2 T1E45t0d, ZAlo| =77
EHRE HAEYOICHB BIS 0 2HE BH S EVI5t0 FAAIR,

e | ERE [ pEz [ eS| ofe
goE | & EolE B g
T otd
| am satisfied with the services provided. 1 2 3 4 5
L= MBS 2 MH|&0f BFF o
This restaurant is a good restaurant to do pateoniz 1 2 3 4 5
OlHAER2 EHII7|o E2 AlF0ICH.
The service of this restaurant meets my expecttion 1 2 3 4 5
Ol HIAE™ O MH|AE LEo| 7|CHo| S FEICt.
Overall, | am satisfied with this restaurant’s sesv 1 2 3 4 5
MEtMOo 2 L= O] BIAEF 9| MH|A0f BHE Lt
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V. The following statements are about your generahformation. Please click the number for each
statement that best indicate your opinion.

How often do you go to the restaurant? 1) 1 orless1time a week,
2) 2 -3times a week,

3) 4-5times a week,

4) 6-7 times a week,

5) more than 8 times a week

What is your average guest check when you 1) Lessthan$10 1006d0(2F
dine in your favorite restaurant? 2) $10.01-$19.99 10000-2008D
EEHAEZ0M HoHE xIE st=71? 3) $20.00-$29.99 20000-300&H
4) $30.00-$39.00 30000-4008H
5) Above $40.00 4000B40|4

What is your gender? 1) Male
2) Female
How can you describe your ethnicity? 1) African American

2) Asian & pacific Islander
3) Caucasian
4) Hispanic
5) Other, please specify
[ ]

What is your nationality from? 1) The North America

2) The South America

3) Asia

4) Africa

5) Europe

6) Pacific Island and Oceania

What is your highest level of education? 7) High school
8) 2 or 4-year college
9) Graduate school

What is your age group? 1) 18-24
2) 25-34
3) 35-44
4) 45-54
5) 55-64
6) 65 or above

10,000(won) Book GiftCard( = A& & ) Please go to the next page!

=X E ?15+04?? Yes? Wish you carbe
randomly chosen for one of 20 recipients~
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Could you please leave your email address for
drawing 10,000(won) Book Gift Card? 12+¢d ™
TMYETS LM FHO SESHAITIE
AR, OlH Y FAE HHAFAM~!

2T+ 9

Wish you can be randomly chosen for one of 20
recipients ~~
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C. Approval Document for Survey Instrumeritem

Institutional Review Board of Oklahoma Stafeiversity

Oklahoma State Univerdty InstitutionalReview Board

Date. Wednesday. March 06.2013
IRB ApplicationNo  HE1316
Proposal Title: Emotional Intelligence, Service Fatlure, Customers' Coping Ways In

Hosphalty Industty

Reviewed and Exempt
Processed as

Status Recommenclecl by Reviewerjs): Approved  ProtocolExpires: 31512014

Pnncipal

Investigatcr(s)

Hyeyoung Park Jerrold K. Leong
2903 N Perkins ReiApt 0203 210 HES

Stiwater. OK 74075 Stillwater, OK 74078

The IRS app!Qtlonreferencedabove hal been approved ltis the judgment of the reviewers that the
rights and welfare Of tndlvldoals who may be asked 10 participate tn chis study willbe respected, and that
the re$eareh WtU be conductedina manner consistent with the tRB requ remertts as outJine-din sectn4S
CFR 46.

;)(he finalversions of any printedrecruitmetll. consenland assent documents bearing the IRS approval
stamp are attachedl o this 1ener. Theseare the vers ons that must be used during the sludy.

As Prioop.al InvestigatOl.itts your resp()(Is blity to do the folowing:

1 . Conduct this study exacty asillhas beenapproved. Any modifications to the reRatch protocol
must be submitted -Mth the appropriate signatures for IR B approval. ProtocolmodifiCations requiring
approvalmayinclu.de changes to the title, PJadVisor funding status or sponSOf, subject poptJiatioo
compostionor size. recruitment.mclusiontexelus on criteria_research site. re-seareh procedure$ and
consenva-sseot process or forms._

2. Submit a request for continuationlfthe study extends beyondthe approvalperiod of one calendar
year. Th s continuationmust reulve IRB review and approvalbeiore the research can continue.

3. Rtpon any adverse events to tM IRS Chair promptly. Adverse events are thOse wiich are
unamicipated andmpact the subjects during the COUCS.&f 1his researCh; and

o Notify the 1RB officein writiflg when your research project iscomplete.

Pleasen0le that approved protocols are subject to momtoring by 'he 1R8 and that the IRB office has the
authority to inspect reseatd\ records associated with this potocolat any time. If you have questions about the
IRB procedure« or need any assi6étance lromIhe Board.please contact DawneuWatkins 219 Cordell NO<Ih
(phone: 405-744-5700.dawnett watkins okstate.edu).

Slnceretv.

- fA_"//" °

Shelia Kenri son, Chair
I nst tutionalReview Board
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Oklahoma State University InstiutionaReview

Board
Date: Wednesday, March 06, 2013
IRB ApplicationNo- HE13-18
ProposalTtde: Emotionallnteligence. Service Failure, Customers' Coping Ways m Hospitality
Industry
Revewed and Exempt

Processed as:

Approval Status: Provs ionally Approved

Principal

Investigator(s):

Hyeyoung Park JerroldLeong

2903 N Perkins Rd 210 HES

Sliltwater. OK 74074 Stillwater, OK 74076

The researchprocedures of the IRB application referenced abOve have been reviewed by thelRB and
are provtstonally approved pending recelplof documentation of approvalfrom the Korean
unversiies,and recruitment statements to each instruc:tor at the Korean unversities. tf no IRB,
then approvamust be obtained from superintendent and principal (s)-

Once this documentatlonis received, full approvalwill be granted and a letter sen\ to the Pi(s). No
research activities 1nvding human subjects can begin prior \o receipt of finalapproval

Sincerely,

Shdia Kennison, Chair. Instituional Review Board
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Recruitment lor Survey

"My nameisHycyoung (Helen) Parkard | amcurrently workingon myresearctat Oklahoma
Stake University inStillwater. OK. | amconducting mydissmation onthe Emutiuod

lotelli gtnce Senicc Railure, Customas' Coping Waysin Hospitality Industry. | am asking
for yourconsgderaion to panidpate in a brief online survey which shauld take nolongerthan
120 minutesof your time. Could you pleasedlow your timeto canplete thissurvey for my
regach projed?If youhave any gadion regarding thissurvey, deasdeel freetolet mehave
your questiori:

Through arandomdrawing, rwenty panicipanswill recL-ive$20PancraGifl Card or $20TGlI
FridaysGifl Cardattheendof thedatacolleelion period The drawingwill take placen March
30, 2@3. If you would liketo enter.aseparde pacewill be provided at theendof the surveyfor
your email addres Y our personal informadn will not beassociated witlyour survey
responsesShoutl yau beselectedyou will be conlliC tedvia email on how taclaim your$20
I'arera Gift Cardor S20TGI Fridag Gift Cud. Panicipantsnustbeat least g yearsof ageto
partidpatein thesurvey.

Pleasedick thelink

Thank you so muchfor your cooperéon.

llycyoungHden) Park

PhD Candidate.

Scool of Hotel and Restarrant Ad ministration
llu man Sdence,Oklahoma Stae Universty
Sillwater, OK 74078
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Request tocomfeteasurvty for a nsrarcbin Hold andRestairant Administration

Hello.I "ould like to kindly remind)ou to allow yourtimefor doingsurveyon my searctthat
I sert outabout2 weeksaga My name iH)eyoungHelen)Pari.and | ancurrently workirgon
my researchalOtdaboméStateUniersityin Stillwater.OK | amconducting my dissenatioan
the Emotiond TnttlligcncSt..,ice Failure, Customa’ Coplnl( Waysin Hospitality
Industry 1 amasking for yourronsideraion to panicipatdn abrief onlinesurveywhichshould
takenolongerthan10-20 minuesof your time.

Thesurveyis notdesignedo sellyouanythirg, nor solicit money fromyouin anyway. You will
notbecontraGedat alaterdatefor anysalesosolicitatioos Partiépationis voluntaryand
anonymoandall s eswill bel.ernconfidential You maynot haveto answemll of tbe
questiongand younayqut & anytime.Thedala will be usedonly for slatistiealanalyssand
recordedin amannerthatyou canndbeidentilled..

Througha randomdrawing, twenty participantsvill receve$20 Panerdil\ Cardor $20TGlI
Fridays Gft Card attheendof the datacdllection period.Thedrawingwill take placeon
March3,2013. If youwould liketoerter,spacewill be providedattheend ofthesurvty your
email Your personainfonnatbn will not beassociatewith yoursurveyresponse$llould you
beselectedyouwill becontactedviaemail on howtoclaim your20 Panera GifCard
Participants mudbeatleast18 yearsf a.:eto participaten thesurvey.

I'leaseclick thelink below to participate

If youhaveanyquetionsaboutthisstudy, youmay contact either>r. JerroldK.Leongat
Jerrdd Icong@kstate.cdwr | JdenHycyoung Parkat hy.pak@okstate.elil.

for questiongboutyour rightsassubjectconracttheOklahoméaStateUniversity Institutional
Review Board1br the I'rotectionof luman SubjectsUniversity Researc@ompliance,
OklahomaStateUniversity,219Cordell North. Stillwate©klahoma74078 405-7443377or
irb@okstatcedu.

Link https/1

hnps:lqualtrics.can/SE/?SIBSV _90CuMViiYd52C:Z&Preview Survey&BrandiPlokstateches

‘lllank yousomuchaganfbr he ping with thisresearch.

llyeyoung(Helen)Parlr.

1'110Candidatdn

School ofllotcl andRestauranAdmini<tration
HumanScienceQklahomaStoleUniscrsity

Stillwater. OK 74078 Ohla. Simte Uniy,
L}
Anroved

(3.
Do 2% 1
)
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PARTICIPANT INFORINATION
OKLAHOMA STATE UNIVERSITY

Title:Emotiond IntelligenceService Failure Customers'CopingVays inHospitality
Industry

Park, HyeyounHeleg, PhDCandidate,and Dr.JefidK. Leong,AssociateProfessorHotel &
Restauranfdnlinistration OklahomaStateUniversity

"111c purposeof mydissertatim is toexamingherelationshipgmongtheconstrucof
Emotional Intelligence Serice Failure.CustomersCopingWaysandRepurchaséntentionsn
Hospitality Industry when customerpatronizetheirfavoriterestaurats in 'hotelandrestaurant
industry.You muwstbe 18 yearsorolddo participate.

Thisresearcistudyisadministerednline. Participatiorin this researctwillinvolve completion
of the questionnair@hequestionnaire wilask fa your thoughlon branidentificationabout
your favoriterestaurantsand what would bringyouto consider whethesr nottoswitchyour
favoritercstaur.mtgo other ones thenyour repurchasiatentionsfor goingto your favorite
restaurants

You must comete eak questionbefore movingonto the next, or youmaysk.ipany questioss
thatyou do not wisho answer. Youvill beexpectedocompletethequestionnairence lt
shoud takeyouaboutl0-20 minutes tccomfete.

There arc noisks associated witthisprojectwhichareexpectedo begreatethanthose
ordinarilyencountead n dailylife.

You maygainanappreciatiomndunderstandingf how researcisconductedTheknowledye
on Lhisresearchprojectn Il contributesignificantly tobuild themechanisnto inter-relation
effectsamong customebsrandidenti.ficationswitching behavisandrcpuTChasehaviors
n,en if yuu completdbis urvey instrument youwill contributethe theoriesin customer
behavigism.

You would havea probability 10 be oneof thetwentyrecipientsto receive$20Panem GiftCard
or $20 TGl Fridays Gift Cardthrougharandom dawingat theendof thedatacollectionperiod.
The drawing will takelaceon March 30. 2013.

Your participationin thisresearchs vquntaryTher_eis_noE_enalty for refusalo partidpate, and
youarell€€towithdraw yourconsentandparticipationin thisprojectat anytime, without
penalty.

All'information about youw.ill be keptconfidentialand willnotbe releaseduestionnaireand
record formswill haveidentification numbers, rather thammesonthemandthen reseath
recordswill bestoredsecuréy andonly ther -arckersand individualsre-ponsblefor research
oversghtwill haveaccestotherecords For therandom drawing for thegift cardthelastpage
which theemal addresis provided willbeimmediatelydiscardedright afterthe random
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drawing for tbc ¥ card wben recdvethe respasesfrom the electronicsurvey questonndre
from theonline survey systemThedectonicdaa will bestoredin computers &OSU systan and
my laptop conputer as well. Andsuvey datawill be protected securelyntil thisresearchs
pubished asajournd aricle. They will be protectedby me for another3 years,andthen, the
survey da will bediscarded.

Youmay ntaetany of theresarchersat the folbwing addresses amgbonenumbersshoud
you deste to discussyour participationin thesmdyand/orrequest infonnatiorabaut the resuts
of the sudy: I-lyeyoung(Helen), Park PhDCandidae, hy.pak(a'lOkstateedy,or Dr.JerroldK.,
Leong,Ph.D.,210HSW, Schoolof Hotel & RestaurantAdministration. Oklahom.&tate
Universty. Sti llwater OK 74078405 -744-672.1 f you have questions aboyour rightsasa
researchvolunteer, you may contactDr. Shdia Kennison,IR B Chair, 219 Cord# North,
Stillwater, OK 74078, 4057443377 or irb(a).okst;ne.cdu

Hease, clik NEXT if you chooseto paricipate. By dlicking NEXT, you are indicating that you
freelyand vduntariy andagrc..-eto partid pate ntbis study and/ou alsoacknowledgethat you
arcat least 18years of age.
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Recruitmentfor Survey

.My nameis Hycyourg (Helen) Parkand| am currentlyworkingon myresearctat Oklahoma
Suite Uni,ecrsityin Sillwater. OK.lam conduting my diS'iertatiurunthe Emotional

Intdli gene, Seviee Fail ure, Customen'Coping Waysin Howitality (oduurylamasking
for your consideratioto participaein a brief online surveywhich shauld wke nolongerthan
10-20minutesofyuur time Couldyoupleaseallowyourtimeto competethis survey fomy
researclprged?If youhaveany quetion regnrdil\g thissurveyplease felefroe to letmehave
your qucslionn

"lbrougha randomdrawing twenty participariswill receive S20 Panefaift Cardor S20TGI
FridaysGift Cardattbeendof the data colle<ion period.Thedrawing will takeplaceon March
30,2013.If youwould like to entera separate pace wille provided at the endbf the surveyfor
your email address. Your personal informatigii notbe associateavith yoorsurvey
responses.Shoulgbu beselected, you wilbe cortactedvia emailon howtoclaimyourS20
PaneraGift Cardor 0TGlI Fridays Gift CarelParticipantsmustbeatleast 18/easof ageto
participatein the survey.

‘fRank yousomuch foryour cooperation.

Hycyoung(HelcnpPark

PhD Candidate,

Schoolof I lotel andRestaUranAdminisuation
HumanScienceOklahoma Stat&niversty
Stillwater,OK 74078
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Oklahoma State University InstitutionalReview Board

Date: Friday, March08, 2013 ProtocolExpires: 31512014
IRB APoiiCabon No: HE1318
ProoosalTie: Emotional ntelligence. Service Failure. Customers' Coping Ways in

Hospitality Industry

Reviewed and Exempt
P d as:
rocessed ag Modification
Status Recommended bv Reviewer(s)  Approved

Pnncopal
Investigator(S):

Hyeyoung Park Jerrold K.Leong
2903 N Perlins Rd Apt 0203 210 HES
Stillwater. OK 74075 Stillwater. OK 74078

The requested modification to this IRB protocolhas beenapproved. Please note that the orginal
expiration date of the protOCOI has not changed. The IRB office MUST be notified in writingwhen a
project is complete. Allapproved projects are subgct tomonitoring by the IRB

The finalversions of any printedr<K:ritment.consent and assent documents bearing the IRS approval
stamp are attached tothislener. These are theversions that must be used durig the study

The reveewer(s} had these comments :

Removing data collection from uriversities in South Korea. Adding recruitment via ISS Also
adding snowballdata collection method.

Sillnature :
" Fiday.March 08. 2013
Shetia Kennison. Chair. Institutional Review Board Date
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Oklahoma State University InstitutionalReview Board

Date Tuesday, Aonl02,2013 Prolocol Elglires:  315/2014
IRB Aoolcabon No: HE1318
ProoosaTitle. Emot.onelintel ge tce,SeMCe Faiure Customers' CopongW™{S .,

Hospotaloty Induslr'{

Reviewed and Exempt
Pro<:essedas-
Modification
Status Recommended bV Reviewef{s) Approved
Princopel
Invaétlg8tor(a)
hyeyoung Park JerroldK Leong
2903 N Perkons Rd Apt 0203 210HES
Shllwater. OK 74075 Sbllwater, OK 74078

Ttla requested modfication to this IRB protocol has been approved. Please note thaihe onglnal
expiratiOn date of the protooolhas not changed. TheIRB office MUST be notofled on wntingwhena
prOjeCtls complete. Allapproved projects are subjectto rnorutonng by thelRB

I” T™M Hhivenions olany plinllid recnJlimenconsent and assenlidoc;......., labnnngthe IRBapp<<MI|
atampiiie 10lheser. These"™ the versions Ihat mull be uoed clunngll>o srudy

The relllewor(s) had these commenls:

Chango to add tile use of emaillst puChased from The Center or Hospitality and Tourism
Research.

Sopnature .
2 : — i WA A Tuescay Aprl02. 2013
Sheila Kennisoo.Cha . InstitulionalReview Board Date
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Oklahoma State University InstitutionalReview Board

Date: Tuesday, April 30. 2013 ProtocolExpires:  3/512014
IRB APPlkaton No: HE1318
PropasalTine: Emotionallrtelligence, Senice Fai ure, Customers' Copin g Waysin

Hosgtaity I nduslry

Revewed and Exempt

Processed as: Modiflcation

Status Recommended bv Reviewers)  Approved
PrinOlpal

Investigator(s):

Hyeyoung Park Jerrold K.Leong
2903 N Perkins Rd Apt D203 210 HES
Stillwater, OK 74075 Stliwaler. OK 74078

The requested modificatioo to this IRB protocol has beenapproved. Please note that the orignal
exprationdate of the protocol has not changed. The IRB offiCe MUST be nofified in writing whena
projectis complete. All approved projects are subject to monioring bylhel RB.

X The final versions of any printed recrutment,consentandassent documents bearing the IR6 approval
stamp are aHaehed to this letter . These are the versions tllat mustbe used dvnng the study

The reviewer(s) had these comments :

Change o add the use of Korean language survey and consentdocuments

Sinature :
= 45 -
4/ ; Et:"’ G TueSday April30.2013
Shelia Kennison.Cha r.InstitutionalReview Board Date
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Survey 1QllllItrics Survey Software https:/loksatechesjlllhrics.ccml!Sf/1SI0 SV_beE6brirZllaJPUx

Ode.S UIW.
ekl
—
1
Tille f>n>JKt:
Emotiona.lintelS..ViceFa - and CustomersCopingWays in HospitalityIndugry

Requuto completaa survey foro rHoan:hin Hotel and Restauram Adminlotrotion
JUHILTUIOIHIR? itX) RFI
Hello, my name osHyeyoung (Helen) Pari<and I €Mcurrenuy worl<ingonmy researchat Oklahoma Slato
University In SUl'waler.OK. lam oonduclingmy dluertabon on111<1li:!l:l:.1H/ &2:013d ©L £ [L.XII/ JJI<;>,
S MO il rA0Ls! 2121 - Emotlomlintelligence,Service Failure, and Cuslomorl0' Coping
Waye in Hospitality Industry 1 .am asking for your considerationto participatein a bnedrline survey whiCh
should take nolonger 'loan8-15 minutes of your time.

20\lelAtiR. ;lje 2iICJ201', 6111 i EI0G £QM 2fI?Ht01 11 OI1 1IiGtiN:.1 21.11/eiif JOICTII JU
Cl 1le till,:1rellittc.IEJD tIOIM TIZINMN>< I Idtlll::.Ite::ill01X] 2101111 21?2 1tztAftt
10 it 8NIaL: I?1eUO N > [iHIT ONlER'<I = Al2I@ 8-1SS:\\IUQ.

Theturvey is no1dHign<!d to sellyouanylhing,nor 10locrt money !rom you In arry way. YouWiltnot be oontrected
ata late<da'.e lor arry salesor —lION'S .PattoQpatoon Is -.ntary and anorrymousand alresponses''be

kept oonfldenllel. Youmay not haveto a.. . . -ololthequestiOnsan<l youmay quJi;,cany time The data wol be
used only for stalisticalanalysis andrec::onledin amanner lhat youcaMOC be idenlified

thi:;>e ULEAIXJI OICIlIMHILITIILT ii: HR'?&IXI SIOUQI!! O 861901218 e!OUIIEIQOII

elelOl J; J;le!SClat 2!JtliiAl 31:!leJUCL ' P IXIW ot..!MILiil S 8HII.S!Ifie lllic! 101
ITW:211.10  '<IXI 012.15!@5!1111M011 tiile!XI 315 2!CJ112.12011Ht 921018i;t'lel¥Al

S:PI151QUCLIfOItle JIIlit 2SI 018N ::10101. ; J3; WIPINI! S'TIIEIJJI/8 3! Utl.

Ouesuonnaores an<l record fonns wohave identifiCation numbers.rather thannames, on them and then research
records willbe stored securely and only Ihe researchers an<lindviduals responsible forresearch oversight wie
have access to tioe records. For the randomdrawing for the gift card, ttoe last page wllicto the emailaddress|Is
provided wiN be immedi31ely discardedright after Ihe random deawing for the gift card when 1 recO<ve the
retponses from Ihe electronic survey ques6onnaoro from!lot onhne survey system The electronic data wiA be
slofed Incomputers at OSU syslem andmy I<I'>IDP computer aswel. And SUO/ey data...;ube protectedsocurely
\.llolhos research is pubhed as a joumalerficle They wie be protected by me for another 3 yoatl.andthen.the
survey dalawill bediscarded.

J - XJE 'l Jlle!lOI188 1iiJJ31leU @e JISs!
IHiioightitis! i'nt :QI! OIEFR Jilllgw C1 £AI1 89111 \lie ;1" 1\11ivol Al8il 01
Allllloi013Jg010121 + M li2!IClI AlaJdillelUQ.@z/1112£ *8 IIOtEI:: 28c!|

§.01 iltl.1I2t.1A1gQJ 111:18 UUUII!: el;;>A)g JIlINII E1012! aldl s!t!tilllle!'? el2:ll
11l QIHIN3\II S QJI Jiii OUINUQ

Througharandom draw.nglofty parliCipants wi Irocelvo tQ()()()(Won)Book Gilt Card at theend ol the data
ooUectoonpenod Thedrawmgwilltakeplace on May 15.20t3. 1fyou would fol<e to enter.space Will bo provided
Itttoeend ot the survey yo..-emad. YOU< personalinforTnation will NOCbe assoaated with your survey responses
Shouldyoube selected. youwil be contactedia tmllit on how to claim your t0.COO(Won) Book Goft Card
Partcpantsmust be at least 18 years of age toparllelpatein the survey.

If@!. M 1tittli CiolEl* oilil:@ .lil'i* 1,5 3&014011J11 $10, . 10.000Wonille <=2;j OlItl

1.10.01 jliii:<'t00 t!'i'<Si @ 20t3L!!5il 15011 OI''OI'IOHII, 11: Al OIXINI 101 XI00 OICJ:!Ol lit
U P;.00IW £-10U I\ ol Al' SUU 11121, Olati'Ol flitif'l [joll NE!CJ.010181.6

8101J<I 111i11t0,000(WOn)2ui 11ie i9fol&i SoilI'elUCJ al ot J.le 1. 8)11>100101 t'UCI.

Youmay contactarry of the researchersat the foltow.ng addreues and phonenuml:>e<'s Shouldyou d"'re to
dfocuuyour p;ootocipalionio the study an<l/orroqo.outinlormabout the results of thesludy Hyeyoung
(I*len). Parle. PhD candidate.hypart<@olc$bte edu.or Dre .!mold K., Leong.Ph D.. 220HSW. School of Hotel &
Restil.nnt AgrnwotsiratiorOlaallomaSWe U.-soty.SIJ.r.0 Ct.OK 74078405 -7«-6712_1fyouNoee
questions about your ngttsas areseattn V<I\inteer you may contact Dr ShekK.enni$ontR8CNha2t9 CctOet

N, sty BIE 4 A PM
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Surveyl QualtnC's SurvC) Software hnpsJioksut=hcs.q<1.1hrics.comiSEI''SM_bcE&mHrZHalPUx

North, SMJwater, OK 74078, 405-744-3377 or orb@okstate edu

Il el-201 i"i'l1610)j11101 Jm Aie!, lil iil<>|:J. Or. Jenold K.. Leong,Ph.D, 210HSW, Schoolof Hotel &
Restaurant Adninistration, OklaiiOma Slate University, S liwater, QK 74078, 405 -744-6712 OLII T et> !l "t

1 11" 0l>.0lAL *Z1it I H!1)hy.pa<kCokatate eduOl:It 2!81 210LIQ <ilii.'XIEL.L, 111112 0! thal
o0L,ZiiliNrol i*. 1C] Ol el'? ¥ t11Jit!!, If youhave quetionslibout yourright$ as a rescamyolonteer,
you may contactor. sheba Kennison, IRS Chair 2 t9 Cotdetl North SbllwaterOK 74078,405-744-3377 OF
it>OokJtataedu.

Pteaw, CICk NEXT I youc:1>00sel0 palllClpat By el1clongNEXT,youareIndcat>ng lhat youlree'Y and
volun18r11y8I>Cl agree to pailX>pate in Ihil lludy 8>Clyou = == <\ youlte atleast 18yeiiBof age

XNt Tz YIgli r.IS1bDE 31 118101 CIAIQ. QIUIOLHB - .1t S. INHX1012.18:Q$111!11
XI<;1<" P*'OlIOUL2.1Cie!1 1018111 tiil HIOOis el fI8 1811 O1OIOIN WLICI

Please copy thdirk andpaste Il n a new win<low to participate!!!
hi\psJ/oksliltechcs quallrics. com/SEI7SI0>SV_beE60mHZHaJPU=

Thankyou eotn0.IChagainlor helpingwth **“reseam,
2= Gl3t0Lot Jil.o.ICIE1&1 . 11£11Litl.

Hyeyoung(Helen) Pari<. PhD candidate andPI,
And,

Or.Jerrold KIm Leong, Advl5<>rand \he Co-P,|
Associate Professor in

School ot Hdeland Restaurant Adniristration
Human Science, Oklahoma Slate Untvor$lty

Si dlwate<, OK D78

AT S0 e
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SorveylQualrlcsSurveySoftware hnpsJokstaeches.galtrics.comiSEti8>-SV_be ;6bmHczZHall'Ux

Particlpa on Inlormation: Oklahoma State Unversity

TIU. Project:
Emotionalintelligence,Service Failure,and Customers' Coping Ways InHospitality Industry

Request to complete a oourvey for ares.arch nHoteland Reslauront Administration
HI211 IHIM s> X IstittiHI
Hello,my name is Hyeyoung (Helen)Park and lam currently worl<ing on myresearCh at Oklahoma State
University in Stillwater, OK.lam conductin? my dissertationonthelH 121 .5 OlIM 2| tli><1i?! XI -
« mIXR21til it Aal atBoll E'IT 121> Emotionalintelligence,Service Failure . and Customers' Copin
Ways in Hospitality I ndustry-am asking for your condderation to participatein a brief onlih e survey Which
should take nolonger than8-15 ninutes of your time..

‘ilalfl sl XIl:' 2.'aol ;i i'%'1EIOlI »>el2it211201;;>\JCI Ol 0i.U e &I 012t:i! U
D. J1Al, 12 ntitC.IEI C! CiiAl Al ifi21 T o A<IUN i 1210 1Y Okt STILAl
eli'@ "til: *;1 2ICLI CI. Y 1l:> 111 I{It011 +i?S:IE" Al2'@ 8-tS!!.' #=LICI.

The surveyis not designedto segi(ouanything,nOs solicit money from youlnany Way. You Will not be contraded
ata later date for any sales Or solc atlons.PaltiCipabonis voluntary and al10nymous and allresponses willbe

kept confidenija) You may not haveto answerall Olthe questions and youmay quat any time. The data willbe
used only lor statisticalanalyds and recorded in amamer that you cannot be idertified

€111:>1; DIzAIL:! 012ill". MOML! iI5HIR.:;>0iAl 21@LIQ. 1%'011 Oil H 1 Ol 1111101121110/ 2tROI

8t01 S: O elliAl Bl g)UQ. @& Al OIlo iii '11001. 28 g 200
SI(Mit 31IUCL ittt ><I ot2ill'g 21801 §<;talX! 81if :IWI1 QOI,!H!!1 2 _*0il \: 1S LM
£ el<BPUQCHOIEIE g)UiilllI2EL!! 01S310101, A\ .11/11Jt:> Sl JIIENJ 813! UQ.

Questionnaires andrecord forms willhave identificationnumbers, rather thannames.on themand illen.research
records will be stored seCtirely and only the researchers and individua Is responsible for research oversight wilt
have access to the records. For the random drav.;ng for the gift card. the la$1page Which the emal addressis
provided willbe immediately discardedright after the random drav.;ng for the gift card When Ireceive the
responses fromtile eledronic survey questionnaire from the onl ne survey system. Th"elcclronic data wilt be
storedin computers at OSU system and my laptop comptter as well. And survey data willbe proteded securely
untilthis researChis published as a journalarticle. They wm be protected by me for another 3 years, and then_the
survey data wibe discarded.

C{llfrX121 M @IINX:EN It Eiot. He! 018Jiii'SIXI 81€1UQ ELLIIIL:;>J1118 [ICloidll

ell<ilil Z211i'X121 11T AIOIOIEIOIZIN<IVUQ. Sii<1 210! ai'l il o Al il 01
111311101X121 OI0I1iJiji02e 5;1<1 Gill9 11: C QAIlliiJI3N:UQ . e<!felQ9-8(I0IC.e 2i1CJ
OI-:;£ICIB121 cWAIIIOI e E liggWWI11112FiXI21 Jlle!  EHlIlelCI81J11 SHUEIOL AT 1i1Qi |

HIHHIIEXIBL<2! <1 <D JiliiiJiil OO UCI.

Through a random drawing, forty participants wilt recelve 10,000(Won) Book Gift Card at tlle end of the data
collection periad . Thedrawing wilt take place onMay 15,2013. Ifyou would like to erter,space wlllbe provided
at the end of the survey your email. Your personal nformation wift not be associated with your survey responses.
Should you be selectedyou will be contaded via emailon howto claim your 10.000(Won) Book Gilt Card.
Participants must be atleast 18 yearsof age to participatein the survey.

H 1 .5;1<1fililIS flO1EL;. Oi IS N. "i*1'Hili :Lilol40\MJ 1J1$10, - 10000 Won lii 1:.1>"Oil
UQ.OL 211i"oillttiilllth O 1.8 20131! 551501 Olitlotl!l "0101, 1 | OIXIIl/ OIXIOil OI2HI'0l

1 1 1lUXe olouiitit 11Ol 31234 ;;>AN JLIC. 1121, 0121101 <;I #INLIIOIN g 8CJIl!, 010121158
101 Si.M:SI10,000Won)ittti [!le NI:Nifiitiill Ei/3NILID.alfil Xle 18.11 0k/OI0ICi/UD.

You may contactany of thereseard>ers atthe fol owing addressesand phone numbers. should you desire to
discuss your participatiorin the study and/or request Information about the results Ol'th& study:Hyeyoung
(Helen).Park, PhD Candidate. hy.park@okstate.edu, or Dr.Jerrold K.. Leong.Ph.D.. 210HSW, S<:hool or Hotel &
Restaurant Administlatlon, Oklahoma State Univers"Y-Sollwater, OK 74078.405 -744-6712.1fyou have
questions aboutyour rights as a researCh v()(unteer, youmay contact Dr Sheha Kennison,IRB Chdr, 219 Cordell

IM 2 At ar sila skt P
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Survey | Quakno SU'tC) Software hitps://okstateches qualirics_com/SE?SID=5V_beE6bmiirZHalPUx

North, Stiwater, OK 74078.405-744-33770r +b@okstate. edu

" EL>0111111601 S O 1A, I8:iilkol5,0r Jerrdd K.. Leong, Ph.D ,210HSW, School of Hotel &
Restaurant Admmistradon, Oklahoma State Urhlersity. S611water-OK 74078. 405-744-671201 U 1 11"::>:0
ANOI .Q.IIIM2H: ) tty _palli@okstoteedu0ldl €1 ;. ii&LIC) fQ2 ;Q5;J.1,el<!D 181
01. 2ollitN0iL;ill:Clet, Cll Ale!"i*lljltlf ) 111 L If youhave questions aboUl your lights as a resean:llvolunteer.
youmay ccriICl Or Sl>eliaKennison. IRB Cllalr. 219 Cordell North. Sliwater OK 74078 40$-74.4-337 or
teedll

Please.dick NEXT Wyouchoose to @ «== By did<ing NEXT. you Me Indocatmgthatyoufreely and
votunlality andagree to partiCipate ***1hilsMy andyou adMtyou are atleast 18 years of age

At i casHlioxn Clllole!Oiliil>IAL2. C.I$JJON Allil ::llolele 1" 113 DIi. Fe Al ©J | |
XI1it 1" P<i'Oll RDI&I2!Cil= ;11"110ietO1NDI1J1 1!11:118/dl 01010101 WLICJ.

Please oopy the link and paste I I in a NEWwindow to partiapate! |l
httpsJ/okatateches quallrics.comiSEI?SIO.SV_beESbmHrZHaJPUx
Thank you so much agan for hetpong witlithis reseatetl,

el'olC D1 -lJlaaME UQ

Hyeyoung(Helell) Pa<k, PhD Candidate and P)
And,

Or. JerroldKim Leong, AdYisor and the Ca.Pt,
ASsodate Professorin

School of Hotel and Restaurant Admenlatration
Human Sdence. Cklahoma State Unlvmlly
Stilwater.01< 74078

AN 3 3047 PM
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Requesto completeasurvey for areseachin Hoteland RestaurnnAdministration

SHYAEZY B ATLARE HYRH

?Z{{ZlililinXfEl Al !AfEﬂ%OlI.g}'Z!-ll- Emotionalintelligence Servie Failurg and
Cugomers'Coping Ways in Hospitalty Industry- | am askirg for your consderdion to panicipatein a
brief online sureywhich should tak nolonger than8-15 minutesof your time.

——6o0u ;;r -6-B;;rQW OUDB21-5
171;19.! Lig0J.:0RIEle Ain8 1LS£LICL

11lesurvey is not designedo sdl you anythingnor sdicit moneyfrom you inany way. Yau will not be
cantractedat alater date for any saksor solicitationsPartiépation is vohmtaryand anonynousand dl
respmsaswill be kept confidentid You may not have to arsner dl of lhe quesionsand you may quitt any
time Thedata vill be usedonly for staisticd analysisand recordedn a manrerthat you canno be identified.

g.'2: IIJUARXE OletlJlLoHIL.f S R I"liAis.'t:Lig. otl-§0190t CJl.gg BDH2! BDKY 0J -LI5{0f
9Ji'2f £4il 8yl.lgX18."  Lit:1.I11: .g. 7tOIl;;r QjilJslo),2.eg.g. [l C.10J5!-t!  LICF.
-@qotee.g.ge W BI'N\\/2BIOUES -£B 8LI

&<e£0  10Lrmit2!713S!.e” 108 1J8" aq -

Questionnaireand recad formswill have identificationnumbersratherthan names,on them and then,
researchreardswill bestored securelyand only the researchesand individualsresponsibldor research
oversght will have accssto therecords. Fothe random drawindor thegill cardthe lag page which the
email addresis provided v.ill be immediatelydiscardedight after therancm drawing for the gil card when
| re®ivetheresponssfrom thedectroric surveyguestbnnairefrom the online survey sysem. The electronic
data will bestoredin computersat OSU systemand my laptopcomputr aswel. And surveydata will be
prateced seurdy until 'his researchis publishedas gournalarticle. They will be proteted by mefor andher
3 years.adthen, the surveydata will bediscarded

A 1d2171ME - GRELE 718190, 7121 0j8.g. 715: 11 8LICH 1€ 7k i57Q Sm.Ig0)
22.1,2f 20-I'D.,;F'21 iOIMOI 2 7ZHLICE. EAT ¥ —'i'otlA 1 OfXI21li0L 1£1

olNO: e £ABLIAINTIIL\C. g2 2£ > @1O0IEi 2 218Df9 tH'QIE

AICI10l @ g EEi2f,R1TH2-IYED I I'If/11 SLAqOjil g . 25. 11111 J1QI3 1.
SI8E CFfIPINI Ol OO -

Throuch a random drawin fony paricipanswill receéve 10,000(Won) Book Gift Cad at the end of theaa
oollection period. Thedrawingwill take placeon May 15,2013 If you woud liketoenter, spacewill be
provided al thecn<.lof thesurveyyour elllal. Yuur P'f>0Onal informatonwill not b.:a.so¢atcdwith your

1
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surveyresponsesShouldyou be selectedyou widl be con aeted viamail on howto claim your 10,000(Wa)
Book Gin C&d. Participantsnust be atleast 18yearsof age to p; nicipatdn the survey.

ULEAL §:rJU0EtTHI0t @.q.1't .;;>*15101404lllt SO, - 10,000won L i E.I!'Df'lj Ljq.0t

O t!If 1If.;;>g2013\:!5il15 0L OlifO1 O101.i; 1. I 0J;1.1i10t3,01 012101 2.1£.
OlOril15.11!oti 712J81;;>A1'2! LLiq."2!12/.0ICI OIJjl. I.;;> OI'6 8qg'2!,0llfl'il& -!If01
IrAH:II10,000(Won)lte tg':j* i! H "1 L.Jq. 15.1 ;>;1e1sAl OIOI0ICf tIL.Ict.

You may contatany of theresearber.; utthe following uddrcs:;cs and phonBwnhers should you desire to
discusg/our panidgpaionin thesudy and/a requestinfonnaionabout theresultsf the sudy: 1l yeyoung
(Helen),Park PhD Canddae,hy.oork@okstatc.cdior Dr. Jerrdd K., Leong, PhD., 21011SW Schoolof
Hotel & RestauranAdministntion, OklahomaState University, Stillwater, OK 74078,405-744-671Kyou

have questionsibout your rights asaresearchvoluntesr, you maycortad Dr. Shc:lia Kennison,|RB Chair,
219 Cadell Nonh Stillwater, OK 74078,405-7443377 or jrb@:0keta _y
11 11-'0l ::lilorOl - IfOI JLLIN. 22-i'f";1, Dr. JerroldK. Leong, Ph.R 210HSW.Schoolof Hote & Restaurant
Administration.Ol<tahomaStateUniversity, Stillwater, OK 74078.405 -744 6712 014-11 21;>:1  INIAI'l <It Jq.
Tt hy.park@esate.eddl.'l i:llll ;.. eL.lc.t.1J@ ;J.t.£"1.5! OLillfOl..21t21 ot
tl'l, CI'l"2!-i"¥ Pit!.Uyou have questions aboutour rightsas a researchvolunteeryoumay contactOr.
SheliakennisonIR8 Chair,219 Cordell North,Stillwater,0K 74078, 405 744-3377 or irb®dlcstatc.edu.

Please,clicKNEXT if you choose10 participateBy clicking NEXT, you are indocating that you freegnd

voluntarily and agreel1o participatein thisstudy andyou also acknowledgehat youareat leastl8 yeas of
age

Jg, —2q.&Jt0IXJ8101tIAI.2.qliIOIX[1 O 11 .1 IXI OlillXt 2J2IXE.?,
21:>01MOlorS2q j..QIDIOJt.l 01H!t £1!gg18.110I0I0I0t tiL.Ic.t.

Pleaseopy thelink and pasteit inanew window to pantipatt!!l

htops://okstate<|>es.oualtrics.com/SEI?SID=$€E6bntrZHaJPUx

Thark you somuth againfor helpin& wioh [hi< I'e'Clirtl>,

2 o170 RSO FAM CHERS| AALEGLIC

Ilycyoung(Helcn) Park, PhDCanddate andPI,
And,

Dr.JeiTOidKim Leong, Advisor and th€o-PI,
Assoclute Professorin

Schod of HotelandRestauranAdminigtration
HuormnScitllceOklahomaStateUnrversoty

Stillwater, &K 74078 Okia. State Univ.
"8

Acorova

Expivms.
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