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1. Background

Aristotle noted that feeling are conditions that cause us to change and alter our judgement. So customers feeling might change their perception of service quality. Prior research suggests that customer's feeling may be influenced by the displayed emotion of employee through the process of emotional contagion (Hatfield, Cacioppo, & Rapson, 1994). Also some researches focus on the connections between employees and customers during service transactions (Pugh, 2001; Parasuraman, Zeithaul & Berry, 1988). The result from Pugh (2001) indicates that the display of positive emotion by employee is positively related to customers' positive effect and their evaluation of service quality consequently.

But the relationship between displayed emotion and service quality perception has not been clearly identified. The inner feeling of the employee might have a moderate effect on the relationship. Qualitative studies suggest the real feeling of the employee remain a powerful influence on displayed emotions of the employee. Van Maanen and Kunda (1989) suggest that the real feelings of the employee can influence the emotional expression to the customers. Ekman (1985) also indicates that facial cues and vocal expressions can reveal the concealed feeling. Such evidences support that customers can not only catch the display emotion of the employee, but also read the real inner feeling of the employee in some cases. Therefore, it is necessary to analyse the effect of the inner feeling of the employee. In sum, I hypothesized: 

Hypothesis 1: The inner feelings of the salesperson moderate the link between displayed emotion by the salesperson and the service quality perception.

Likewise, as some customers would like to have more human interaction in the service transaction, others would focus on the service itself rather than the displayed emotion of the employee, or they prefer serious attitude with less emotion. Rafaeli and Sutton (1989) suggest that the emotional expression of the employee is determined by the social expectation. Customers will have personal expectation of employee-displayed emotion. Therefore, displayed emotion might not have effect on some customers, while having strong effect on other customers. So I am going to examine whether the customer’s preference would determine the association between displayed emotion and the service quality perception. In sum, I hypothesized:

Hypothesis 2: Customer preference moderates the link between displayed emotion by the salesperson and the service quality perception.

The research is an extension of the research on the role of emotion in employee-customer linkages. It will clarify the boundary conditions for the relationship between displayed emotion and service quality perception. If the results support both hypotheses, the research can answer the question why the emotion contagion are not always effective during the service transaction and identify customer's individual preference. The research help frontline employee improve their service and understand the truth of service quality and use specific strategy when contact with varied customers. 

2. Method

Sample and setting

The research strategy is correlation survey. Subjects in the study are the salespersons in department stores and the customers who have contacted with the salespersons. I choose three Farmers located in New Lynn, Takapuna and City. They have several clear defined sectors, such as clothing, make-ups, house ware, electronics and stationary. I would find other department store if fail to get approval from Farmers. There are three tasks I need to do before conducting the project. First, I will ask for a letter from our supervisor or principal, saying what I am doing and why I need cooperation from them. Second, I would ask for their cooperation by telephone contact with their human resource department or sales department. I would introduce me and explain the purpose of the research and the full detail of the project. They would be interested in the study, since I can share the outcome that is possible to guide their salesperson in service transaction and let them realize the customer’s pattern, eventually improve their service quality. Third, I would discuss the conditions and make an appointment with they. 

Procedure and measure

The construct is shown in Figure 1. There are four key variables involved in the research. The diagram shows that the link between the employee-displayed emotion and the service quality perception from the customer is moderated by two variables, which is the customer preference and the employee inner feeling.

Figure 1 diagram of the construct





The data that generate the variables would come from three resources. First, I want volunteers from each sector of the department stores. Considering the feedback of John Monin, I was suggested to use the popular instrument for measuring the employee inner feeling. Employee inner feeling would be measured with the positive affect scale of the Positive and Negative Affect Schedule (PANAS; Watson, Clark, & Tellegen, 1988).  This scale has been widely used in social psychology research, just as Greenberg and Solomon (1992) that analysed people's self-esteem with PANAS. Before conducting the survey, I would have a group interview to identify the effect of the items in their service transaction, so I can confirm the validity of the scale using in the specific retail environment and choose the most relevant statements composing my questionnaire. Then I would dispatch questionnaires to sales persons who are willing to participate this research. The salespersons would then think about their feeling and conditions of that day and rate the statements about them. They would answer whether they agree or disagree with a series of statements from the scale ranging from 1 ("strongly disagree") to 5 ("strongly agree"). I would reverse the negative statements, compose all items into a scale and generate the key variable that is the employee inner feeling. 

Second, I would employ several assistants to carry out the observation and the survey. Assistants would observe salespersons behaviour during the service transaction. I would follow the method taken by Rafaeli and Sutton (Rafaeli, 1989; Rafaei & Sutton, 1990) to measure the employee-displayed emotion. Also I would use their service norm as our reference to reconsider the method to fit for our research. I would compare their norm and the method from Rafaeli and Sutton, and clearly define the observation practice. Then all the motions would be record in the same way. Generally, I would record their detail behaviour such as attitude, manners, greetings, farewell and eye contact during service transactions. In this observation part, I produce the key variable that is the employee-displayed emotion.

Third, assistants would contact with the customers who agree to give their opinions on the specific service transaction after the service transaction finish. The customer would have an interview questionnaire. In the questionnaire, assistants would collect the demography of the customers, their preference of the displayed emotion and their service quality perception. Assistants would ask them how important the displayed emotion is and whether they would prefer more or less human interaction during the service transaction. The items, which construct customer's preference, would be the same as those in the scale of displayed emotion. The second part of the questionnaire is assessing the service quality perception with the SERVQUAL instrument (Parasuraman et al., 1988). Many researchers, such as Kassim (2002), had used this instrument, which has ten items on a seven-point liker-type scale. In this part, I would obtain the data for two key variables, which are the customer preference and the service quality perception. 

So each service transaction includes four elements.

In data analysis stage, I would have Chi-square tests of the differences in frequency distributions of locations and sectors to see whether there are significant differences. I also use the same methods to analyse the response according to the customers' demography. To test hypothesis 1, I would divide the sample into several group according to the level of the employee inner feeling, and examine the association between the displayed emotion and the service quality perception. Then I compare the significant levels of different groups. I expect the associations would get stronger as the employee inner feeling getting better, and hence the result would support hypothesis 1. After that, I use the same method to test hypothesis 2. I would separate the sample according to the level of the customer's preference. Finally, I could draw the conclusion about the emotional contagion processes between employees and customers in different circumstances. 

3. Ethnic issue

I might not get approval from the department store, as the process might expose their valuable commercial secretes. So I should guarantee that the detail information would keep confidential. I would inform all the participants. The salespersons are volunteers. And they should be honest. They might have psychological stress when they are being observed. Or they would be afraid of that their behaviour record will be identified. So they would reject to be observed and the records result would be influenced by the stress. Another consideration is that the customer's perception of service quality should handle confidentially and should not use in other purposes. There is no payment to the customers who would take part in the research. I would not include children as our participants, as they are unable to answer our questions. The customer's personal demography would not be exposed. All the participants cannot be identified. 

According to the ethnical checklist from Massey University Human Ethics Committee (MUHEC), our project has a potential negative affect to the salespersons and the sales of the department stores, and I need to require approval from the department stores. For these reasons, I should submit an application to MUHEC for further consideration.

4. Time Frame

The estimate length of the project is about 9 months. The details of length and tasks are shown in Table 1. Some of the tasks would overlap. 

Table 1 time frame for proposed research

	Time
	Task

	1 month
	Getting approval from MUHEC

	1 month
	Negotiating with department stores

	2 month
	Group interview and Questionnaire development

	1 month
	Consulting with supervisor 

	9 month
	Literature search

	2 month
	Survey and observation period

	3 month
	Data analysis

	3 month
	Writing up research results


5. Budget

The total cost of the project is about $1680. Table 2 illustrates the budget for this project. 

Table 2 budgets for the proposed research

	Cost
	Activity

	$100
	Travel within Auckland

3 locations.

	$200
	Group interview: drinks and compensation

Spring water: $2/bottle

	$120
	Preparing Questionnaires

$.06/page; about 2000 pages

	$1200
	Employing people to do observation

$10/Hour; about 120 hours

	$60
	Computer access and printing
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