
Vol. 27, No. 4/2019

English-language editing of that article was financed under Agreement 672/ P-DUN /2019 with funds from the Ministry 
of Science and Higher Education allocated to the popularization of science.

© 2019 Authors. This is an open access article distributed under the Creative Commons  
Attribution-NonCommercial-NoDerivs license (http://creativecommons.org/licenses/by-nc-nd/3.0/)

„Central European Management Journal”  
Vol. 27, No. 4/2019, p. 23–47, ISSN: 2658-0845, e-ISSN: 2658-2430

DOI: 10.7206/cemj.2658-0845.8

An Investigation into the Relationship between Emotional Labor 
and Customer Satisfaction

Bilal Mohammad Eneizan1, Asaad Ahmad abdelqader Alsakarneh2,  
Kamel A.AL-kharabsheh3, Hadi AL-Abrrow4, Alhamzah Alnoor5

Submitted: 25.07.2019. Accepted: 13.11.2019

Abstract

Purpose: This study primarily aims to provide insight into the role of deep acting and surface 
acting effects on customer satisfaction, with job satisfaction as the mediating and mentoring as the 
moderating variable. 
Methodology: The study employs SPSS 21 for the analysis of data gathered with a survey question­
naire. The survey involved a sample of 291 employees of Jordanian service firms. 
Findings: Obtained findings indicate significant direct relationships, with surface acting negatively 
related to both job satisfaction and customer satisfaction and deep acting positively related to both. 
The results support the mediating role of job satisfaction on the relationship between surface act­
ing and customer satisfaction, along with deep acting and customer satisfaction. Moreover, the 
outcome substantiates the moderating role of mentoring on both acting types with job satisfaction. 
Implication: This is the first study to empirically examine the mediating role of job satisfaction on 
the employee emotional labor relationship with customer satisfaction in service companies of 
a developing country.
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Introduction

Organizational emotions constitute a crucial research topic, particularly when in 
regard to organizational behavior. Employees in organizations go through different 
emotional experiences, whether their tasks pose a challenge to them, or they face an 
interactive process (Lin and Chang, 2015). Front line employees, who directly interact 
with customers, perceive emotional labor (EL) to be a significant matter, because 
emotions are a crucial part of employee work, particularly in the service industry that 
has proliferated in the modern society (Bitner et al., 1990). In the context of Jordan, 
the role of service workers experienced expansion, which proliferated the verbal and 
physical abuses piled up on service workers by customers. Hence, workers experience 
physical and mental stress that has now escalated into a social problem (Kim et al., 
2012). Moreover, scholars describe EL as employee use of different strategies for emotio­
nal regulation in interaction with customers to meet the requirements of organizational 
emotional display; in short, to fulfill job requirements (Hochschild, 1983). Furthermore, 
EL may need one to express higher emotions, and it entails strict rules, diversity, and 
disharmony in emotions, which could result in a low level of satisfaction from work 
(Morris and Feldman, 1996). Some proved that the phenomenon could bring about 
burnout and depression (Kim et al., 2002), pervasive in all aspects of life. Others say 
it promotes an awareness of people, objects, and events that may influence thoughts, 
motivations, goals, and behaviors (Diefendorff et al., 2005). 

In the hospitality industry, service workers must have the skills and training to provide 
excellent customer service (Purcell, 1993), and they are expected to follow the rules 
and regulations established by their workplace. Hence, employees experience EL as 
a reaction to their perceptions of the regulations (Diefendorff and Richard, 2003; 
Al-Abrrow et al., 2018). Emotional labor studies evidence that the display of positive 
emotions in interaction with customers (e.g., smiling and being friendly) is associated 
with positive customer return intention along with the intention to market the overall 
perception of the service quality received (Pugh, 2001). In other words, service workers’ 
positive emotions in interactions with customers lead to higher customer satisfaction. 
Recent empirical studies evidence a positive relationship between emotional display 
rules and the use of emotional regulation strategies (Bozionelos and Kiamou, 2008) 
or between emotional regulation strategies and performance (Diefendorff and Richard, 
2003). However, the identification of psychological processes entailed in emotional 
display remains largely untouched. Hence, there is little information available on 
whether emotional display influences employees affectively and behaviorally, and 
whether emotional display influences such outcomes. 
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The subject of EL attracts increasing attention, as it is deemed a stress factor in public 
mental health, especially due to its potentially negative effect on employees. EL refers 
to the process by which workers must keep their feelings under control based on the 
demands of their organization and the role of their occupation (Brotheridge and 
Grandey, 2002). Nevertheless, scholars mostly investigate EL in relation to commercial 
and customer-service jobs, overlooking insurance employees. 

There are two reasons behind the general interest in EL. First, EL is core to making 
profits and productivity. Second, EL is related to both job dissatisfaction and burnout 
(Bono and Vey, 2005). Past relevant studies show EL to lead to negative outcomes in 
health, psychology, well­being, job attitude, and employee performance. For instance, 
Johnson and Spector (2007) indicate that EL influences the well-being of employees, 
Kim (2008) evidences EL’s impact on emotional exhaustion, while Yang and Chang 
(2008) report EL’s influence on job satisfaction and employee organizational commit­
ment. Other studies like the one by Ghalandari et al. (2012) evidence the impact of EL 
on the intention to leave and job performance, while Grandey et al. (2005) find EL to 
burden the performance of the whole organization.

Figure 1. Proposed conceptual model

Source: own elaboration.

Studies devoted to examining the effects of EL in the service sector in light of job 
satisfaction and customer satisfaction are still scarce. Some focus on the relationship 
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of EL with job performance, while only a few on the influence of EL on job and custo-
mer satisfaction. We focused on Jordanian service employees, because the sector is 
diverse in terms of employment, which means that it needs talented and capable 
people in nearly every area of the service industry. Thus, we conducted the current 
study in the service industry to achieve three objectives. First, to examine the relation-
ship between EL (surface acting and deep acting) and customer satisfaction. Second, 
to scrutinize whether job satisfaction has a mediating role on the relationship between 
EL, job satisfaction, and customer satisfaction. Third, to inspect whether mentoring 
has a moderating role on the relationship between EL and job satisfaction. Figure 1 pre­
sents the hypothesized model for the above relationships. The next subsection provides 
a discussion on relevant theories and the development of hypotheses.

Theory and Hypotheses Development

The Influence of Emotional Labor on Customer Satisfaction

Several key definitions appeared for customer satisfaction. To begin with, Howard 
and Sheth (1969) refer to customer satisfaction as the buyer’s cognitive state of being 
in/adequately rewarded for the sacrifice made in a buying situation (Yuksel and Yuksel, 
2001). Moreover, others analyze the concept specifically in the field of operations 
management (Sáenz et al., 2018). Zhang et al. (2003) describe customer satisfaction as 
the level of customer perception of products and services as worth more than just the 
price. Customer satisfaction dimensions relate to the ratio of price to value, quality, loyalty, 
or performance of delivery (Yao et al., 2009). A good portion of literature is dedicated 
to emotional labor and its influence on the well-being of workers in light of the follow-
ing: job stress (Grandey, 2003), job burnout (Brotheridge and Lee, 2002), job­induced 
tension (Liu et al., 2004), job satisfaction (Diefendorff and Richard, 2003; Al-Abrrow 
et al., 2019), and affective delivery (Grandey, 2003). Nevertheless, limited studies 
consider the effect of emotional labor on customer loyalty intention, service quality, 
and customer satisfaction (e.g., Hennig-Thurau et al., 2006; Groth et al., 2009). More 
specifically, Hennig-Thurau et al. (2006) reveal that the authenticity (deep acting) of 
employee emotional labor directly affects the emotional states of customers in a simu-
lated service interaction, whereas Groth et al. (2009) show that – individually – emo­
tional labor strategies of employees (deep and surface acting) have a distinct influence 
on customer satisfaction, with deep acting having a positive relationship with positive 
results of service delivery (e.g., perceived customer orientation and quality of service).

The source EL relies on the premise that effective emotional regulations of service 
workers have a major role in service interactions, while such regulations influence 
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customer emotions, attitudes, and behaviors. In turn, EL influences customer satis­
faction with received services. In fact, scholars prove that emotion management among 
service employees is a requirement in customer loyalty maintenance (Albrech and 
Zemke, 1985; Schneider and Bowen, 1985), because the emotional cues of service 
workers displayed to customers impact the latter’s assessment of events (Schmit and 
Allscheid, 1995). Customer satisfaction measurement bases on customer expectations 
and performance perceptions, although not openly acknowledged by researchers, as 
some of them argue that customer satisfaction is akin to the concept of service quality 
(Yuksel and Yuksel, 2001). This is because the definitions of both concepts allude to 
comparisons between customer expectations and their perceptions of the actual pro-
duct’s performance (Iacobucci et al., 1995). 

In a related study, Oliver (1993) explains that – in contrast to service quality – non- 
-equality issues may influence judgments of satisfaction, because perceptions of satis-
faction require one to experience the service provided, and various factors may have 
a hand in creating satisfaction. This is a premise supported by other studies that view 
perceived service quality as an attitude while viewing satisfaction as linked to a busi­
ness transaction (Bitner, 1990; Bolton and Drew, 1991). As for cognitive and emotional 
evaluations of customers – with regards to the expectations and needs met by the 
product/service (Wilson et al., 2012) – customers often view employee emotional dis­
plays and its regulation as part and parcel of service provision (Grove and Fisk, 1992). 
Such perception produces a specific degree of expectations concerning the positive 
emotional expressions of workers, which eventually influences customer satisfaction 
levels (Tsai, 2001). In other words, customer satisfaction greatly depends on the atti­
tudes and behaviors of employees (Wharton and Erickson, 1993).

Moreover, the emotional service worker-customer interaction generally affects the 
service experience of the latter along with his/her perception of the service quality; 
a finding supported by Bowen (1990) and Tsai (2001). In this regard, as we mentioned 
above, customer satisfaction is gauged by comparing consumption, expectation, and 
experience, which most deem to be achieved when the final outcome meets expecta­
tions (Khristianto et al., 2012; Alnoor et al., 2018). Others contend that the emotional 
regulation of employees in service interactions with clients influences the clients’ 
outcomes (customer satisfaction), which are crucial for successful service. In the same 
vein, emotional labor strategies employed by employees – like displaying genuine 
emotion (deep acting) or fake emotion (surface acting) – influence customers in different 
ways. Customer satisfaction is a major factor in business profitability (Guo et al., 2012), 
because satisfied customers have a higher likelihood of making repetitive purchases 
compared to their dissatisfied counterparts (Garcia et al., 2012).
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Surface acting concentrates on customer response that appears after employees modify 
their visible expressions on the surface without showing what they really feel on the 
inside (Grandey, 2003). Bluntly put, surface acting of service employees limits their 
negative emotions to only display positive emotions, as if they put on masks in front 
of customers, without displaying their actual feelings (Grandey, 2003). The expression 
of fake emotions is known as “bad faith,” when service workers deceive customers 
with their emotions (Rafaeli and Sutton, 1987). On the other hand, deep acting attempts 
to change the inner emotional state of employees by modifying antecedents like a situa-
tion or its perception in order to display authentic emotions (Grandey, 2003).

Customer satisfaction evidently plays a key role in consumer perception and judgment, 
which could lead to repetition in purchases. Currently, end-user experience became 
the central factor in businesses as the end­user decides which services and products to 
purchase. Thus, new product characteristics – like quality, perceived ease of use, appeal, 
aesthetics, or value for money – must be met to exceed customer expectations of prod­
ucts/services. For enhanced business performance and consumer satisfaction, organi­
zations should have a deep insight into the satisfaction antecedents in the environment 
(Tandon et al., 2018). 

Behind the purpose of deep acting is the genuine display of feelings to the customer; 
to satisfy the desired display rules laid out by the organization. This makes deep 
acting a “good faith,” as employees must motivate themselves to have better emotions 
(Diefendorff et al., 2005) that could positively influence customer satisfaction. Consi-
dering the above discussion, this study proposes the following hypotheses:

H1: Surface acting is negatively related to customer satisfaction. 
H2: Deep acting is positively related to customer satisfaction.

Influence of Emotional Labor on Job Satisfaction

According to Gosser and Diefendorff (2005), EL calls for displaying organizational rules 
notwithstanding employee emotions, and it requires them to follow emotion regulation 
work strategies. In theory, some mechanisms explain EL engenders burnout among 
employees (Brotheridge and Lee, 2002). The majority of works dedicated to EL strategies 
concentrate on two – surface acting and deep acting – most commonly used to regulate 
emotional work displays. In surface acting, the individual’s actual emotions are especially 
suppressed and replaced with the desired yet fake ones; meanwhile, in deep acting, 
the desired emotions are experienced genuinely (Diefendorff et al., 2005; Chen et al., 
2012). The experience of interpersonal stressors is acknowledged among the top stress 
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sources that threaten one’s self-image and may result in heightened cortisol-response 
and perceived distress in comparison to other stressors (Almeida, 2005). Using emotional 
strategies seeks to change emotional displays to align them with the display of rules esta-
blished by the organization and, as a consequence, continuous stress exposure due to 
excessive emotional demands may trigger the stress system in the body (Lim et al., 2016).

More importantly, the majority of studies evidences the positive and negative conse­
quences of emotional labor in job satisfaction, according to the EL form adopted by 
employees. Prior studies generally agree that deep acting results in positive outcomes, 
such as increased service performance and job satisfaction, while surface acting results 
in negative outcomes, such as deviant service behaviors and burnout. In particular, 
Totterdell and Holman (2003) report that deep acting increases service performance. 
Moreover, employees who engage in EL suffer from job dissatisfaction compared to 
those who do not. Studies show the negative correlation of surface acting with job 
satisfaction and its positive correlation with deep acting. Meanwhile, Kaur and Malodia 
(2017) indicate that job satisfaction may be increased by the use of EL and the rela­
tionship of EL with work conditions like job involvement, autonomy, self-monitoring, 
and identification with the organization; they all appear to increase the complication 
of EL relationship with job outcomes. 

Moreover, Bono and Vey (2005) find surface acting to be significantly related to 
decreased job satisfaction, with deep acting being a non-factor. Hulsheger and Scehwe’s 
(2011) meta-analytical regression analysis shows the same result. However, the dif­
ferences in the findings of prior studies call for an in-depth examination in the public 
service context. In relation to this fact, studies confirm the threat of surface acting on 
job satisfaction among public service employees (e.g., Hsieh et al., 2012; Sloan, 2014), 
upon which the authors conclude that hypocritical acting indicates self­denial that 
has an adverse impact on job attitudes (Shamir, 1991). Current scholarship deep acting 
effects are still ambiguous. 

In a related study, Dick (2011) determines the top most frequent EL strategies used by 
mental health workers as they interact with their patients, with outcomes ranging from 
burnout to job satisfaction. Moreover, employees who engage in deep acting are found 
by Lee and Ok (2012) to have a higher likelihood of being satisfied with their jobs in 
comparison to their surface acting counterparts. In a similar vein write Kim (2008) 
and Lee and Ok (2014; 2015), whose findings indicate that surface acting may lead to 
tension, stress, poor service quality, job dissatisfaction, burnout, and service misbe­
havior. According to a study of the same caliber, surface acting is not a good experience 
to feel, as employees force themselves to manage their emotions and fake their way 
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to display positive emotions while limitations accumulate stress, eventually causing 
their dissatisfaction (Grandey, 2000; Abdulaali et al., 2019).

Furthermore, the meta-analysis conducted by Bono and Vey (2005) finds the same 
negative consequence of surface acting and job satisfaction. According to them, per­
ceived negative display rules are not expected to produce the same effect on job satis-
faction, as Bono and Vey focus on the negative emotions of individuals. In the work 
environment, such rules engender labor burden, as workers must focus on their out­
ward expression and control negative feelings like sadness, anger, concern, or even 
fear (Hsieh, 2014). In this regard, surface-acting leads to repeated emotional dissonance 
of employees during customer interactions, so much so that they feel intense psycho­
logical and emotional distress and eventually lose control of their emotions. 

Because employees who surface act experience the draining of psychological energy, 
they may not have the ability to harness their emotional resources and steer clear of 
further drain; they become disinclined to interact with customers, treat them in a callous 
manner, or dehumanize own perception of others. Such employees may also experience 
a limited sense of personal achievement from an unsuccessful performance on the 
job and minimized productivity, which rank among the top job dissatisfaction sources. 
In contrast, employees who try to understand the perspective of the customer through 
deep acting often do not experience emotional dissonance but, instead, feel emotional 
consonance, as they evoke real emotional displays in agreement with the required 
organizationally established emotions. In this way, customers react well to positive 
and sincere emotional expressions generated from deep acting while their needs are 
being met. According to Lee and Ok (2012), this results in the heightened confidence 
and personal achievement of employees, which also means their job satisfaction. Thus, 
the current study proposes the following hypotheses:

H3: Surface acting is negatively related to job satisfaction.
H4: Deep acting is positively related to job satisfaction. 

Job Satisfaction as a Mediating Variable

Surface acting of employees entails the modification of emotional displays without 
actually changing their inner and actual feelings. In surface acting employees gene­
rally adhere to display rules to maintain their jobs, but not because they are concerned 
with the organization’s customers (Chen et al., 2012). Such employees fake their emo­
tions, thus decreasing the authenticity of service quality. According to Grandey (2003), 
there is a negative relationship between surface acting and service performance. In 
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relation to this, Leiter et al. (2013) explain that burnout is quite a significant social con­
cern, as evidenced by the attention it receives from scholarship in the past decades. 
In fact, a significant impact of burnout is its impact on job satisfaction among employees, 
as Hombrados-Medieta and Cosano-Rivas (2013) report. Surface acting employees 
control and suppress their negative moods but use superficial expressions that can easily 
crack and, as such, prior findings provide a direct link (Grandey, 2003). Others also pro­
pose the job satisfaction as a mediator, because surface acting affects job performance 
by confining positive attitude to the job but increasing emotional exhaustion level.

Similarly, deep acting may directly influence service performance rating, whenever employ­
ees attempt to change their feelings or internalize them in order to evoke feelings aligned 
with the required ones. Such good intentions generally result in providing higher service 
quality with the employees feeling empathy for the concerns of higher quality customers, 
which would benefit the whole organization (Grandey, 2000). With burnout, employees 
suffer from the long-term consequences of aversive working conditions, characterized 
by the symptomatic experience of exhaustion and job disenga gement (Demerouti et 
al., 2010). Employee participation in decision-making using clear communication would 
make them feel important and satisfied with their jobs, which will make them do 
above and beyond to meet the expectations of their organi zation (Piccolo et al., 2010).

In line with Ashforth and Humphrey (1993) are Gosser and Diefendorff (2005), who 
evidence a direct, positive relationship between deep acting and service performance 
among working adults from different professions (services and sales, professionals, 
technical, management, clerical, education and healthcare). Exhaustion normally ensues 
after intensive physical, affective, or cognitive stress experienced after long-term 
exposure to job demands. Moreover, disengagement from the job occurs when employees 
distance themselves from the work objective, content, or work as a whole. 

This study seeks to represent the required outcomes and behaviors that directly serve 
organizational goals. We emphasize the instrumentality of individual performance 
in organizational goals, as – despite its importance – the literature must yet provide 
a description of the whole human work performance range. Modern economic turmoil 
and dynamic technological developments make firms expect employees to be adaptive. 
Hence, notwithstanding the global economic crisis (2008), pressures increase towards 
efficiency, costs minimization, and new means of working (at any time, place, and with 
any tool; Brummelhuis et al., 2012), which enables increased work flexibility. Shafer 
(2002) reports a positive job satisfaction relationship with job performance, with mana-
gers promoting job performance of employees by utilizing strategies to facilitate job 
satisfaction among them (Springer, 2011). 
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In relation to the above, highly satisfied employees work above and beyond their work 
descriptions to increase overall work productivity. According to Chen et al. (2012), job 
satisfaction positive affects job performance. The adaptive habits of employees at work 
can be conceptualized as a positive attitude to changes in the organization or modi­
fication of behaviors (Van den et al., 2013). Hence, deep acting on service outcomes may 
be mediated by satisfaction on the job, so we propose the following hypotheses:

H5: The relationship between surface acting and customer satisfaction is me ­ 
diated by job satisfaction.

H6: The relationship between deep acting and customer satisfaction is mediated 
by job satisfaction. 

The Moderating Effect of Mentoring on the Relationship  
Between Emotional Labor and Job Satisfaction

Employees can be mentored when it comes to interpersonal social resources in the 
form of support for working relationships and coaching, which allow them to address 
their emotional demands in jobs related to customer interaction (Chi and Wang 2016). 
In this regard, a mentor is an individual that provides different functions of support, 
guidance, protection, exposition, and counsel for efficient working among young adults 
(Weng et al., 2010). Mentoring refers to the interpersonal work relationship, in which 
an experienced senior worker supports less experienced colleagues in developing their 
careers/professions (Thomas and Lankau, 2009).

There are several mentoring functions that the literature highlights, which include 
psychosocial support, counseling to employees, friendship, and encouragement to 
enhance their perceived psychological and social support (Scandura and Ragins, 1993). 
For instance, the psychosocial support provided by mentors can give employees a sense 
of trust and assistance in their jobs (Kram, 1985).

Moreover, the mentor’s job is to pave the way for the employees to enter social networks, 
including 1) repositories of information that cannot be accessed via formal channels 
of communication (Dreher and Ash, 1990); 2) career development to develop the 
employee’s career via coaching and sponsorship; 3) mentors are the employee’s role 
models as they show suitable attitudes and behaviors (Young and Perrewe, 2004; 
Johnson and Ridley, 2015; Erdem and Aytemur, 2008; Alhamdi et al., 2019).

Evidence shows that mentored employees experience higher levels in job satisfaction 
(e.g., Collins, 1994), with the psychosocial support provided by the mentor, which 
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enhances the personal resources of employees for them to engage in deep acting 
(Schaufeli and Taris, 2014). Positive treatment and support from mentors can lead to 
positive work mood among employees (Cole et al., 2006). Mentoring functions – including 
protection, coaching, exposure, and role modeling – are linked to higher satisfaction 
on the job (Scandura and Viater, 1994), which minimizes the gap between experienced 
moods and required expressions, while making it easy for employees to employ deep 
acting. Moreover, learning from mentors can help clarify employees what customers 
think, so that the employees can reevaluate service situations and improve their deep 
acting effectiveness. In mentoring, protection entails mentors’ exercise of protective 
methods and behaviors through which the employees learn new skills/tactics to protect 
them from damaging contact with key actors, which eventually leads to job satisfaction. 
As a coach, the mentor guides, listens, questions, praises, develops rapport, encourages, 
trusts, supports, and allows employees to focus on potential job opportunities that could 
increase their satisfaction. Mentors may also make employees more visible at work by 
appropriating important responsibilities and frequently complimenting them through 
the progress report to raise their job satisfaction. In some instances, mentors sponsor 
their protégés in challenging assignments, which further contributes to the latter’s 
satisfaction (Lee and Montiel, 2011; Alhamdi et al., 2019). 

Furthermore, the activity of counseling intends to engender mentee satisfaction through 
the use of client problem-solving and decision-making skills. The friendly attitude 
and role model acting of the mentor can also contribute to mentee job satisfaction. 
When mentees experience the proper use of mentoring functions like the ones men­
tioned above (role modeling, acceptance, friendly attitude), their job satisfaction rises 
(Jung and Tak, 2008; Lentz and Allen, 2009). The mentor builds value and character 
of protégés by being a role model, which results in the latter’s sense of job satisfaction. 
Many studies dedicated to this topic show the increase of job satisfaction among men­
tees through mentoring (Allen et al., 2004). Lastly, Ashforth and Saks (2002) explain 
that mentee observance of and learning from their mentor’s attitudes and behaviors 
enables them to identify and understand the service norms and values in the organi­
zation and, thus, to effectively modify their cognitions and thoughts to pursue excel­
lence in services by focusing on customer needs, resolving their problems, and optimal 
service. Thus, this study proposes the following hypotheses:

H7: Mentoring moderates the negative relationship between surface acting and 
job satisfaction. 

H8: Mentoring moderates the positive relationship between deep acting and job 
satisfaction. 
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Research Methodology

This study employed the survey method as the data collection tool and – accordingly 
– developed a questionnaire with items adapted from different literature. The entire 
items were measured using a 5-point Likert scale and, in effect, quantitative techniques 
were used to analyze the responses. The survey took prior consent from respondents 
to collect and use their data in the current study. The participants received all relevant 
information about the study and that their informed consent was implied through 
survey completion. Data were analyzed using SPSS. From the distributed 400 question-
naires, we retrieved 291, thus obtaining a rate of response of 70%. The respondents were 
selected randomly, while the questionnaire’s validity and reliability were confirmed 
through a pre-test and pilot study. We conducted data analysis by employing demo­
graphic analysis to provide a description of the respondents’ demography. The rest of 
the data concerning constructs were exposed to descriptive statistics, correlation, and 
regression analysis. The mediating role of job satisfaction was tested with the method 
proposed by Baron and Kenny (1986), whereas the moderating role of mentoring was 
tested using the interaction terms technique.

To confirm scales’ validity and reliability, measurement items were adapted from litera-
ture sources. In particular, surface acting and deep acting items were adapted from 
the study by Diefendorff et al. (2005), job satisfaction items from Choo et al. (2009), 
customer satisfaction from Stathopolou and Balabanis (2016), and items that measured 
mentoring from Hu et al. (2011).

Research Analysis and Results

Table 1. Demographic Profile of the Participants

Respondent’s Profile Frequency Percentage (%)

Gender
Male 163 56.0

Female 128 44.0

Age

20–30 93 32.0

31–40 116 39.9

41–50 54 18.6

Above 50 28 9.6
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Income

Below $500 74 25.4

$501-$1000 145 49.8

Above $1000 72 24.7

Education

Undergraduate 75 25.8

Postgraduate 144 49.5

Other 72 24.7

Source: own elaboration.

The results of the demographic analysis indicate that, among the 291 respondents, male 
respondents constituted 56%, while the remaining 44% were female respondents. 93 of 
the respondents were aged between 20–30, 116 were aged between 31–40, and 54 between 
41–50. The remaining 28 of the respondents were over 50 years of age. With regards to their 
income, 25% of the respondents had $500 or lower income, 50% had $501 to $1000 in- 
come, and 25% had an income of over $1000. 26% of all respondents held undergraduate 
degrees, 50% received postgraduate education, while the remaining 24% other education.

Table 2. Reliability Analysis and Descriptive Statistics

Variables No. of 
Items Mean Standard 

Deviation Skewness Kolmogorov 
– Smirnov

Inter-Items 
Coefficiencts

Cronbach
 α

SA 04 2.7569 1.10268 .160 0.11 0.586 0.851

DA 04 3.0507 .94789 -.023 0.07 0.500 0.801

JS 04 3.5619 1.07581 .049 0.11 0.633 0.872

CS 04 2.9187 1.1186 -.393 0.10 0.491 0.795

MEN 04 2.9296 1.0788 .123 0.09 0.631 0.872

Note: SA = Surface Acting, DA= Deep Acting, JS = Job Satisfaction, CS = Customer Satisfaction, MEN= Mentoring.
Source: own elaboration.

The above table displays the descriptive analysis results, with mean values ranging 
from 2.75 to 3.56 and standard deviation ranging from 0.94 to 1.11. Skewness values 
were absolute from 0.023 to 0.393, which indicates good factor indicators. We ran the 
Kolmogorov-Smirnov Test to reveal a good significant result (p-value > 0.05) of the 
entire variables (refer to Table 2). The study used Cronbach’s alpha coefficient to con­
firm the items’ internal consistency. Cronbach’s alpha values should ideally be above 
0.70, as suggested by Pallant (2011). In this study, the values of Cronbach’s alpha were 
far from the cut-off, ranging from 0.79 to 0.87. This supports strong consistency among 
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items for every factor (refer to Table 2). The inter­item correlations were also gauged, 
considering the number of scale items was less than ten. A strong correlation occurs 
when the values range from 0.2 to 0.5. In this study, the inter­item correlation ranged 
from 0.49 to 0.63, which confirms a strong inter-item relationship. 

Table 3. Correlation Matrix

JS CS SA DA

JS 1.00

CS .588** 1.00

SA -.107 -.152** 1.00

DA .405** .340** .149* 1.00

* Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).
Source: own elaboration.

The strength and direction of the linear relationship between dependent and indepen­
dent variables are generally determined by the correlation analysis. Table 3 tabulates 
the results of this study obtained from the analysis. The values of correlations are 
deemed to be very low when they are under 0.20; they are low when they are from 
0.20 to 0.40, moderate from 0.40 to 0.70, high from 0.70 to 0.90, and lastly, very high 
when over 0.90. According to Blean et al. (2009), a very high correlation among the 
predictors can mean the existence of multicollinearity. In the present study, SA, DA, CS, 
and JS had low to moderate correlations (refer to Table 3), while no multicollinearity issue 
existed between the independent variables, as none of them were very highly correlated.

Table 4. Measurement Model Result

Constructs Unstandardized 
Coefficient β SD Error Standardized 

Coefficient Beta t-value p-value VIF

SA → JS -0.167 0.052 -0.171 -3.201 0.002 1.023

DA → JS 0.489 0.061 0.431 8.045 0.000 1.023

SA → CS -.197 .052 -.207 -3.776 .000 1.023

DA → CS .412 .061 .371 6.775 .000 1.023

JS → CS .576 .047 .588 12.36 .000 –

Source: own elaboration.
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Table 4 contains the results of the conceptual framework of relationships analysis. The 
relationships were all significant, with p-values of less than 0.05, which indicates that 
surface acting and deep acting have significant relationships with customer satis faction 
and job satisfaction. The results also show that job satisfaction has a significant relation­
ship with customer satisfaction. Hypotheses’ results are tabulated in the Table 5. 

Table 5. Results of Hypotheses Testing (Direct Paths)

Hypotheses Path Standardised Path Coefficients P-value Result

SA → JS -0.171 0.00** Supported

DA → JS 0.431 0.00** Supported

SA → CS -.207 0.00** Supported

DA → CS .371 0.00** Supported

Note: ** Statistically significant at the 1% level (p-value <0.05).
Source: own elaboration.

The above table displays the direct impacts hypothesized in H1, H2, H3, and H4 and 
– based on the results – shows that all the direct relationships are significant and are 
thus supported. With regards to hypotheses H1 and H3, surface acting has a negative 
relationship with both job satisfaction and customer satisfaction. Similarly, in relation 
to hypotheses H2 and H4, deep acting has a positive relationship with both job satisfac­
tion and customer satisfaction. The results for the moderating and mediating relationship 
testing, which involves hypotheses H5, H6, H7, and H8, are presented in the next section.

Table 6. Results of Mediating Hypotheses Analysis (Job Satisfaction as Mediator)

Dependent Variable → (Step 1)  
Job Satisfaction

(Step 2)  
Customer Satisfaction

(Step 3)  
Customer Satisfaction

Job Satisfaction 0.515**

Surface Acting -0.171** -.207** -0.118**

Deep Acting 0.431** .371** 0.149**

F-Statistics 34.421 26.870 56.572

Probability (F-Statistics) 0.000 0.000 0.000

R-Square 0.193 0.157 0.372

Source: own elaboration.
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Results of Mediating Hypotheses

With regards to hypotheses H5 and H6 about the mediating role of job satisfaction on 
the relationship between surface acting, deep acting, and customer satisfaction, we 
followed the method developed by Baron and Kenny (1986). The mediating effect exists 
if the following criteria are met: the independent variable significantly predicts the 
mediating variable (Step 1), the independent variable significantly predicts the depend­
ent variable (Step 2), and the mediator significantly predicts the outcome variable, 
with the relationship between the predictor variable and outcome variable being lesser 
(refer to Step 2). Table 6 clearly shows that the relationships of independent variables 
(surface acting and deep acting) with a mediator variable (job satisfaction) are signifi-
cant, which meets the first criterion. In step 2, the independent variables (surface 
acting and deep acting) are significantly related to the dependent variable (customer 
satisfaction), which meets the second criterion. In step 3, the mediating variable’s (job 
satisfaction) relationship with the dependent variable (customer satisfaction) is signifi-
cant, which meets the third criterion, with the direct relationship of independent 
variables being lesser than that of the mediator and the dependent variable. In step 2, 
the surface acting coefficient was 0.298 with p<.0.05, and in step 3, it increased to 
0.216 with p<0.05, thus indicating the mediating role of job satisfaction on the rela­
tionship between surface acting and customer satisfaction. Similarly, in step 2, the 
deep acting coefficient was 0.282 with p<0.05, while in step 3, it increased to 0.208 
with p<0.05, thus indicating the mediating role of job satisfaction on the relationship 
between deep acting and customer satisfaction. Hence, we may state that H5 and H6 
are supported. 

Table 7. Results of Moderation Hypothesis Analysis (Mentoring as Moderator)

Constructs Unstandardized 
Coefficient β SD Error Standardized 

Coefficient Beta t-value P-value

SA -.118 .138 -.121 -.855 .394

DA .825 .143 .727 5.757 .000

MEN .728 .178 .730 4.081 .000

MEN _ X _ SA -.001 .045 -.005 -.028 .978

MEN _ X _ DA -.144 .051 -.595 -2.843 .005

Source: own elaboration.

The moderating analysis results are displayed in the table above. The interaction of 
mentoring with deep acting was significant, with the p-value of 0.005 (less than 0.05), 
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and the interaction of mentoring with surface acting was insignificant, with the p-value 
of 0.978, higher than 0.05. Therefore, mentoring moderated the relationship between 
deep acting and job satisfaction but not between surface acting and job satisfaction, 
thus supporting H7 but not H8. 

Discussion and Conclusion

This study sought to provide insight into the direct relationship of deep acting and 
surface acting with customer satisfaction and job satisfaction, with the mediating role 
of job satisfaction and the moderating role of mentoring. Employees of Jordanian ser­
vice companies were selected because of the sector’s diversity in employment, which 
means that the sector needs talented and capable people in almost every field of work. 
The study’s conceptual framework proposed the moderating role of mentoring on 
surface acting and deep acting relationship with job satisfaction. Both direct relation­
ships of surface acting with job satisfaction and deep acting with job satisfaction were 
supported, with the former in the negative direction and the latter in a positive direction. 
According to Bono and Vey (2005), surface acting refers to decreased job satisfaction, 
with deep acting being a non-factor. The majority of studies of this caliber confirms 
the adverse impact of surface acting on job satisfaction among public service workers 
(e.g., Hsieh et al., 2012; Sloan, 2014), along with a conclusion that hypocritical acting 
reflects self-denial, which negatively affects job attitudes (Shamir, 1991). 

In a related study, Lee and Ok (2012) reveal that deep acting employees have a higher 
likelihood of experiencing job satisfaction in comparison to their surface acting col­
leagues. The present study’s results, thus, agree with Lee’s and Ok’s (2012) findings. 
In contrast to Kim (2008) and Lee and Ok (2014; 2015), our findings reveal that surface 
acting leads to tension, stress, poor service quality, burnout, job dissatisfaction, and 
service misbehavior. In work environment context, the requirement of adhering to rules 
amplifies emotional burden, as workers must focus on their outward expressions and 
suppress their actual emotions without resolving them, hence the rise of counterproduc­
tive feelings (e.g., sadness, regret, anger, concern, or even fear; Hsieh, 2014). Moreover, 
surface acting can lead to the feeling of emotional dissonance in employees serving 
customers when there is the added pressure of psychological strain and emotional dis­
tress, which makes employees lose the ability to control emotions. Thus, this study supports 
the argument that surface acting has a negative relationship with job satisfaction. 

Moreover, deep acting promotes genuine feelings when dealing with customers while 
meeting expected organizational rules. Deep acting is labeled with “good faith,” as it 
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calls for putting one’s self in another’s shoes (Diefendorff et al., 2005), which can 
positively affect customer satisfaction. In this case, our results agree with the prior 
findings that find a positive relationship between deep acting and customer satisfac­
tion. Moreover, our results support the view that surface acting, which suppresses 
negative emotions like anger and frustration to present only positive emotions to 
customers (Grandey, 2003), can lead to negative effects on customer satisfaction.

As for moderating effects, mentoring refers to the mentor being a role model who plays 
a key role in the protégé’s development of value and character. Based on the majority 
of studies, mentoring enhances the job satisfaction of the mentee (Allen et al., 2004). 
Through the observation of mentors’ attitudes and behaviors, mentees gain an under­
standing of and begin to identify with the service norms and values of the organization 
(Ashforth and Saks, 2002). Consequently, the mentees/employees can modify their 
cognitions and thoughts in order to provide excellent services, meet customer needs, 
and resolve their issues. This study finds mentoring to have a significant moderating 
effect on the relationship between deep acting and job satisfaction but not surface 
acting and job satisfaction. The majority of our results support those reported in the 
literature and contribute by extending the literature dedicated to the study of variables 
in relationships.

Limitations and Future Research

This study is limited to the examination of mentoring as a mediating variable. Future 
studies should examine training and burnout as mediating variables. Research devoted 
to examining the effects of EL on the service sector in light of job satisfaction and cus­
tomer satisfaction is still scarce. Moreover, some focus on the relationship between 
EL and job performance, but only a few on the influence of emotional labor on employee 
job satisfaction and customer satisfaction. As this study was conducted among Jorda­
nian service companies, future studies could further test the relationships among them. 
This study is limited in the number of the study sample, which is 291, which future 
studies could extend to gain more accurate results. Methodologically, the study used 
only SPSS analysis and, as such, we recommend that future studies employ SEM for 
the relationships tested. SEM can more accurately confirm validity and reliability, as 
it has better statistical tools for this specific purpose.
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