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Abstract 
This study aims to examine the impact of surface acting and deep acting on customer satisfaction 
directly and with the mediation of job satisfaction. As well, we investigate the moderating effect 
of gender and emotional intelligence on emotional labor (surface acting and deep acting) and on 
job satisfaction. The data are collected through questionnaires from a sample of 364 banking 
professionals working in the Libyan banking industry, with data analysis being performed using 
SPSS software. Our research findings suggest significant relationships between surface acting and 
customer satisfaction, deep acting and customer satisfaction, surface acting and job satisfaction, 
deep acting and job satisfaction, and job satisfaction and customer satisfaction. The results also 
indicate that partial mediation of job satisfaction is also found in the relationship of emotional 
labor and customer satisfaction. Additionally, the moderating effect of gender and emotional 
intelligence was found to be significant on the relationship of deep acting and job satisfaction. 
The results are discussed with reference to previous studies. Study limitations and ideas for 
future research directions are also presented. 
Keywords: Emotional Labor, Deep Acting, Surface Acting, Emotional Intelligence, Customer 
Satisfaction 

 
Introduction 
Some people assume that human resources and marketing are two separate principles, but the 
reality is that they are connected to each other in a variety of ways. The main objective of an 
organization is to earn a profit and increaser sales, but to increase sales, an organization must 
satisfy the customers’ needs. Satisfaction of customers’ needs starts with attaining and retaining 
talented employees. In short, to attract the target market and build profitability, companies must 
have employees who are both good at their jobs and enjoy their jobs. Therefore, in the present 
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highly competitive era of globalism, it is critical for organizations to have a quality marketing staff 
to sell their product in the global marketplace.  
Emotions are generated by the interaction of an individual with society. These interactions, and 
thus the emotions attached to them, can be positive or negative (Erdoğan, 2007; Ejike, 2018). 
Emotions are variables that change from person to person and situation to situation. They also 
depend on personal skills and attitudes (Bhave & Glomb, 2016). Hochschild (1983) introduced 
the wider concept of emotional labor in her book The Management of Heart. According to the 
author, emotional labor involves applying social values and norms to individual behavior. 
Humphrey, Ashforth and Diefendorff (2015) defined emotional labor as an act or scene to express 
behavior in a workplace environment, claiming that emotional labor can be classified into four 
major dimensions: emotional labor, attention of emotional labor, emotional dissonance, and 
frequency of emotional labor. 
 
More recently, Chapman and Evans (2016) presented a two-dimensional theory (deep acting and 
surface acting), defining deep acting as emotive effort and surface acting as emotive dissonance. 
In other words, surface acting is the difference between true emotions and fake emotions, or the 
expression of an emotion which is untrue and thus does not exist (Lee & Chelladurai, 2018; Laban 
& Deya, 2019).  Deep acting, on the other hand, is the intensity of the expression of true emotions 
in the workplace (Chapman & Evans, 2016). In this state, an employee attempts to comply 
existing emotions with required emotions. Deep acting allows the employee to focus on 
emotional expressions that are mandatory in the organization  
 
The concept of emotional labor can be defined as a process that manages the emotions and 
feelings of an individual employee. As such, emotional labor helps to fulfill the need for the 
expression of emotions in the workplace. To achieve the goals of the organization, it is important 
for employees to maintain their emotions and express them while coordinating with co-workers, 
managers and customers. Individuals typically express their emotions during meetings, decision-
making, and dealing with customers. Sometimes, employees feel emotions but fail to express 
them or they feel emotions too strongly and express them too strongly as well, resulting in 
problems at the workplace. 
 
Emotions make up a large part of our lives. Whether directly or indirectly, the presence of 
emotions can be seen in reasoning and rationality, so disregarding emotions through lack of 
management, neglect to express them, or over-expression of them can come at a high cost to 
human beings. At the same time, feelings are as much a part of organizational life as they are of 
personal life, because organizations are made up of humans and humans are hard-wired to feel. 
Organizations can be a means by which people express, control, or deny their emotions; 
organization can also have the ability to modulate or intensify the emotions of individuals [1]. 
 
Management experts believe that organizations can achieve better performance by managing 
and organizing their employees’ feelings. Hence, organizational emotion management is an 
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important capability within organizations. This valuable resource can create a competitive 
advantage, and since emotional expression and management are based on natural capabilities, 
it would be difficult for competitors to imitate this capability. Emotions expressed within an 
organization are a basic factor of that organization and a very present reality for employees (Hu, 
& King, 2017).  These emotions may be direct or indirect, and used while making decisions or in 
any rational assessment. However, some organizations do not care about their employees’ 
emotional expressions during their work hours and so ignore this critical factor. For this reason, 
employees may experience frustration, which then affects their job performance and job 
satisfaction. 
 
Individuals cannot survive without feelings (Tepeci & Pala, 2016). However, in many firms, the 
expression of feelings is not welcome, so individuals are forced to deny or heavily control their 
emotions. In some cases, individuals are expected to control their emotions during certain 
situations, especially in firms that equate emotional stability with good job performance (Tepeci 
& Pala, 2016). Hence, emotion management within organizations can be for the benefit of the 
company or the benefit of individual employees, or it can work against both by stifling creativity 
and forcing the employees to work in a cold, controlled, emotionless environment. 
  
A customer’s responses are handled through surface acting (Abdelqader Alsakarneh et al., 2018). 
This requires an employee’s original expression of emotions to surface without any variation in 
feeling (Grandey, 2003). Diefendorff et al. (2005) defined deep acting as a type of good faith and 
buyer cognition as a form of consumer satisfaction. In such an exchange, the customer effectively 
rewards the organization with the purchase of a goods and services (Kundu & Datta, 2015). 
Similarly, an employee’s job satisfaction can be measured through job contentedness. Job 
satisfaction includes aspects of the workplace such as organizational culture, the nature of the 
work, and relations with upper management (Chen et al., 2012). 
Researchers also claim that emotional labor affects the organization’s image as well as the job 
satisfaction of an employee (Diefendorff & Richard, 2003; Grandey, 2003). Furthermore, 
emotional labor has an impact on employees’ loyalty, quality of work, productivity, and even 
customer satisfaction (Hennig-Thurau et al., 2006; Groth et al., 2009). The study also shows a 
direct impact of deep action on customers’ emotions, with surface acting and deep acting each 
having different impacts. Customer satisfaction and deep acting appear to have a positive 
relationship.  
Previous research shows evidence that emotional labor increases stress in employees, leading to 
negative job satisfaction and overall negative organizational performance (Nixon et al., 2010). 
Numerous studies argue the negative impact of emotional labor on workers’ outcomes, including 
job dissatisfaction, employee turnover, intention to quit, and bad organizational performance (Lv 
et al., 2012; Chau et al., 2008; Bartam et al., 2012). Bank employees are particularly stressed due 
to the nature of their job, as they are responsible for handling cash and cash-related transactions 
that are sensitive. Hence, in such cases, emotional labor can have a more adverse effect. 
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However, emotional intelligence can be brought into the equation and help to check the 
relationship of emotional labor and job satisfaction.  
Researchers based in Europe and North America have studied emotional labor very extensively. 
Their results show that workplace culture varies from organization to organization. Libyan 
organizations pay very little attention to emotional labor and as a result face a high rate of 
corruption, conflicts, and unrest within the organization (Guy, 2011). These problems create even 
more difficulties emotionally for employees. The current study expects to find a direct effect of 
deep and surface acting on customer satisfaction and an indirect influence through employee job 
satisfaction. The focus will be employees in the service industry, where customer interaction has 
more possibilities. 
 
Moreover, the results of previous investigations indicate contradictory findings regarding the 
impact of emotional labor. There is also a lack of research using emotional labor and gender as 
moderators. Therefore, because of the strong support showing that emotional intelligence can 
impact job satisfaction, work/life balance and job performance (Lee & Ok, 2012; Jordan & Truth, 
2011; Sony & Mekoth, 2016), the present study examines the moderating role of emotional 
intelligence, which is the main contribution of the work to the research field.  
 
Aim of Study 
The current study is interdisciplinary in the sense that it involves concepts from psychology, 
human behavior, organizational psychology and organizational behavior. The main aim of the 
current study is to examine the relationship between emotional labor (i.e., surface acting and 
deep acting), job satisfaction and customer satisfaction. A secondary aim is to examine the extent 
to which job satisfaction mediates the relationship between emotional labor and customer 
satisfaction. Figure 1 below presents the hypothesized model for the relationships between 
emotional labor, job satisfaction, and customer satisfaction.  
 

 
 
 
 
 
 
 
 
 
 

 
 
Figure 1: Model showing relationships between emotional labor, job satisfaction, and customer 
satisfaction. 
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Literature Review 
Emotional Labor and Customer Satisfaction  
A number of studies have been conducted on how emotional labor improves employees’ work 
environment by reducing job stress (Grandey, 2003), increasing job satisfaction (Diefendroff & 
Richard, 2003), and enhancing performance delivery (Grandey, 2003). To date, however, very 
few studies have covered the effect of emotional labor on the consumer with regard to loyalty, 
quality of services, and customer satisfaction (Groth et al., 2009). Emotional labor can have a 
direct impact on a customer’s emotional behavior through the quality services evaluation 
(Hennig-Thurau et al., 2006). Employees’ emotional labor strategies are directly associated with 
customer satisfaction, and deep acting has significant relations with employees’ service delivery 
to the customers (Groth et al., 2009). 
 
Emotional labor impacts customers through employee performance in dealing with customers. 
This performance drives customer behavior, attitude and emotions towards specific satisfaction 
levels. Research shows that employees’ emotions are required in order to develop loyalty among 
customers, as employees’ emotions are reflected through increases in service quality and 
customer satisfaction (Delcourt et al., 2016; Alsakarneh et al., 2019). In fact, customers’ informal 
mental and behavior analyses of employees meeting their desired expectations about products 
or services (including customer interaction) is a continuous process that can be encountered daily 
by employees as part of the job (Collier et al., 2018). If customers to obtain high quality services 
from employees, there is an increase in customer satisfaction level (Goodman, 2019). 
 
Some studies suggest that employee attitude is highly influenced by employee behavior (Jung & 
Yoon, 2015). Employee and customer interaction are a social factor that increases the ability of 
customers to analyze employee service, including their efforts towards satisfying their 
requirements (Tsai, 2001). Employees who are not satisfied with their job show direct (negative) 
impacts on the customers, leaving customers with poor quality services and an overall bad 
experience. In particular, employees who display “fake” or surface emotions strongly negatively 
influence customer behavior, emotions, attitude and satisfaction. 
 
Surface actions include facial expressions that are observed by customers during 
employee/customer interactions and that directly indicate the behavior of the employee 
(Grandey, 2003). If, during an interaction with a customer, an employee’s surface acting relays 
negative emotions in the form of anger while showing positive emotion in the form of smile, the 
customer will read these expressions as “fake” (Grandey, 2003). Such emotions indicate that the 
employee is operating in bad faith, disrespecting the customer and therefore having a negative 
impact on the customer. On the contrary, employees who use deep acting display different 
gestures when dealing with customers (Grandey, 2003). By using deep acting, employees act 
according to the organizational requirement to treat and deal with customers. Therefore, deep 
acting shows the employee acting in good faith, resulting in high levels of customer satisfaction 
(Diefendorff et al., 2005). 
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In view of the discussed emotions, the following hypotheses are developed: 
Hypothesis 1: Surface acting is negatively associated with customer satisfaction. 
Hypothesis 2: Deep acting is positively associated with customer satisfaction. 
 
Emotional Labor and Job Satisfaction 
On the basis of the conservation of resources model, staff members are being encouraged to 
preserve their energy and develop resources in order to reduce the load of the work through 
effective means. However, emotional demands and performance requirements are not in 
balance with each other, so employees are not able to produce quality services and are thus not 
likely satisfied with their jobs (Pines, 2017). Surface acting includes employee motivation to 
exhibit seemingly natural emotions at work (Gabriel et al., 2016). Hence, surface acting is used 
by employees when they have a lack of interest in their job or are experiencing burnout; this is 
well supported by studies of employees working in Western countries (e.g., Beal et al., 2006) as 
well as those in China (e.g., Cheung & Tang, 2009; 2010). Deep acting, on the other hand, exhibits 
an employee’s psychological strength as represented through job satisfaction and sense of 
achievement towards personal objectives (Grandey, 2003). In the case of employees, fair work 
emotions suggest job satisfaction, better service quality towards customers, and low levels of 
stress at the workplace (Cheung & Tang, 2010).  
Hypothesis 3: Surface acting is negatively associated with job satisfaction. 
Hypothesis 4: Deep acting is positively associated with job satisfaction. 
 
Employee Job Satisfaction and Customer Satisfaction  
In the current market, the relationship between employee job satisfaction and customer 
satisfaction is exhibiting direct and significant results. It is evident from the above-mentioned 
research that an employee’s job satisfaction plays an important role in the satisfaction of 
customers; this has been observed in various industries beyond banking as well (Doucet, 2004). 
There are two different schools of thought that suggest that employee satisfaction is directly tied 
to customer satisfaction: these schools are emotional satisfaction and job benefits (Brown & Lam, 
2008). The relationship between employee satisfaction and customer satisfaction belongs to the 
theory of emotional contagion (Hatfield et al., 2018) and has been discussed in the literature 
(Barsade et al., 2018). From the studies, it is evident that customers are capable of assessing the 
behavior of employees who develop the service quality that can be offered to them (Hatfield et 
al., 2018). Organizational employees and customers have direct contact, which includes emotions 
and behavior combinations within quality of service. Once employees are satisfied with their job, 
their satisfaction will cause significant changes to their behavior. These changes will be noted by 
customers and they will become satisfied customers (Barsade et al., 2018). 
 
Thus, employees who experience high levels of satisfaction with their job exhibit positive 
behavior towards their customers. In turn, the customers feel the positivity in the behavior of 
the employees, which increases their satisfaction level (Zablah et al., 2016). In view of the 
organizational benefit, employees who are highly satisfied are generally able to produce quality 
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services, and this feature is transferred to customers through their performance and ability to 
satisfy the customers. It is also as relayed through their services that directly or indirectly impact 
organizational profitability (Sharma et al., 2016). 
 
Organizational benefits are associated with employee job satisfaction, which in turn is associated 
with customer satisfaction as analyzed through service quality. Employees who are highly 
satisfied with their jobs tend to have high motivation to perform according to the organization’s 
mandated standards, which then produces quality services and provides optimal value to the 
customer (Zablah et al., 2016). On the basis of this, the following hypothesis was developed: 
Hypothesis 5: Job satisfaction is positively associated with customer satisfaction. 
 
The Mediating Role of Job Satisfaction on the Emotional Labor and Customer Satisfaction 
Relationship  
Different studies in the area of emotional labor literature emphasize the relationship between 
emotional labor and employee job satisfaction (Diefendorff & Richard, 2003; Grandey, 2000) or 
emotional labor and customer satisfaction (Hennig-Thurau et al., 2006; Groth et al., 2009), 
without looking at employee satisfaction in relation to customer satisfaction. It is argued here 
that service workers involved in emotional labor influence not only customer satisfaction but also 
job satisfaction at the workplace. Emotional contagion can be expressed as a two-concept model 
(Hatfield et al., 2018) and a service profit chain (Hogreve et al., 2017). A study on the relationship 
between emotional labor and customer satisfaction is actually a focus on job satisfaction, as this 
factor is the most essential mediating construct influencing employee emotional labor. 
 
On the basis of the above, it is suggested that emotional regulation strategies are effective for 
both surface and deep acting, Surface acting and deep acting can significantly influence customer 
satisfaction in relation to employee satisfaction that directly influences customer satisfaction. 
Employees habitually exhibiting surface acting are likely to have low satisfaction levels with their 
job, which then leads to a lack of quality service and decreases the satisfaction level of the 
customers. Surface acting refers to the expression of obviously fake or superficial concern 
exhibited by employees towards customers, and it exerts a negative influence on customer 
satisfaction (Grandey, 2003). This is because the customers discern cognitive dissonance, where 
what is being expressed by the employee is not what is being relayed (Festinger, 1954). If 
employees are depressed and feel burdened by their workload, they “surface act” with 
customers, which creates a negative impact upon customers with regard to their satisfaction 
level. 
 
On the other hand, research shows that deep acting by employees is highly effective and 
indicates that employees are satisfied with their job, which contributes positively towards overall 
employee satisfaction. Employees that are involved in surface acting reveal a lack of interest in 
the job and feel dissatisfied, whereas deep acting employees are more satisfied and thus offer 
better quality service to customers, increasing their satisfaction level (Adelman, 1995). Deep 
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acting requires changes in internal behavior. Rather than becoming an emotional burnout 
(Arnold et al., 2015), deep acting encourages the attainment of personal objectives, self-
confidence, and a sense of personal responsibility (Brotheridge & Lee, 2002; Brotheridge & 
Grandey, 2002). Deep acting includes positivity in the mind of employees that reflects their job 
satisfaction and translates to high levels of customer satisfaction. On the basis of this discussion, 
the following hypotheses are developed:  
Hypothesis 6: The relationship of surface acting and customer satisfaction is mediated by job 
satisfaction.  
Hypothesis 7: The relationship of deep acting and customer satisfaction is mediated by job 
satisfaction.  
 
Moderating Role of Emotional Intelligence 
Emotional intelligence is a capability that helps individuals analyze their emotions and those of 
others as well (Wong & Law, 2002). Individuals with high emotional intelligence are likely to be 
aware of their emotions and have a different perspective and aesthetic sense compared to 
others. They have the capability of formulizing their emotions in a self-constructive way and 
avoiding or mitigating psychological pressure. Individuals with high emotional intelligence are 
successful at displaying emotions that accord with organizational rules and standards and thus 
help customers gain satisfaction through their services. Those individuals with high emotional 
intelligence are considered skilled emotional laborers because they are likely to adapt to the felt 
and expressed behavior quickly (Geofroy & Evans, 2017). Thus, deep acting is not only self-
evident to them but is able to be successfully engaged by them in presenting their positive 
emotions to customers. Deep acting individuals require less effort in comparison to those with 
low emotional intelligence. Therefore, it is suggested that emotional intelligence is the main 
feature that enables employees to bring their performance of emotional labor through the 
effective use of emotional strategies. 
 
In general, research shows that employees with high levels of emotional intelligence are very 
skilled at performing their emotions, feel less pressure, and get satisfaction from their job 
(Mohamad & Jais, 2016). At the same time, surface acting can, for workers with high emotional 
intelligence, be a highly positive feature that helps these individuals to present positive emotions 
that impact directly and positively on customer satisfaction. This ability shows the level of 
satisfaction of employees as well. Overall, then, emotional intelligence decreases negativity 
among deep acting laborers and increases positivity among them to perform their required 
expectations.  
 
Hypothesis 8: Emotional intelligence moderates the relationship of surface acting and job 
satisfaction. 
Hypothesis 9: Emotional intelligence moderates the relationship of deep acting and job 
satisfaction. 
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Moderating Role of Gender 
Studies on emotional labor and gender have had significantly different results in the past. In one 
study, it was suggested that emotional labor is not suitable for female flight attendants 
(Hochschilds, 1983), but women in jobs requiring emotional labor are highly satisfied in 
comparison with men in the same job capacity (Wharton, 1993). Furthermore, females are more 
adept than men at sensing intuitively the gestures and emotions that are suitable for the 
workplace (Grandey, 2000). As well, females are more effective at handling emotions while in 
service work, such that females are more effective at emotional management. This ability 
increases the positive work experience for them compared to male staff because such emotional 
management abilities in females are helpful in the capacity of emotional labor. 
 
Overall, then, female store clerks generally enjoy more positive emotions on the job as far as 
gender socialization is concerned (Rafaeli, 1989). At the same time, greater positivity is expected 
from women than men because they are more effective in presenting their emotions in a positive 
way. Consequently, women find it easier to work in adherence to organizational standards, as 
women are more successful at expressing their emotions authentically (Rafaeli, 1989). The 
outcome of this is that females have more job satisfaction than men (Bulan, Erickson & Wharton, 
1997). Service work is directly associated with females because they have a nature of caring and 
use their caring nature in their jobs (Bulan et al., 1997). The requirement for emotional labor 
coupled with the natural aptitude of women around emotional engagement enables women to 
adopt deep acting because it is attached to women’s emotions and thus will be effective in-
service work. 
There is a similarity between felt and expressed emotions because deep acting requires 
naturalness and showing care for customers. Most females have deep acting as part of their 
behavior, making them better at and more satisfied with their jobs compared to men. On the 
other hand, as mentioned, surface acting does not present real emotions but features instead 
expressions that are inauthentic in nature. These inauthentic expressions have a low likelihood 
of producing good quality services or job satisfaction. Therefore, because the genuine expression 
of emotions and feelings come more easily to females than males, they are naturally adept at the 
role of deep acting. This is directly associated with presenting positive emotions and satisfying 
customers. Females who resort to surface acting have more negative consequences than men in 
the role of surface acting.  
Hypothesis 10: Gender moderates the relationship of surface acting and job satisfaction. 
Hypothesis 11: Gender moderates the relationship of deep acting and job satisfaction. 
 
Methodology 
The study closely follows a quantitative research design and empirically tests the above-noted 
conceptualized relationships. The data were collected using a structured questionnaire. 
Information related to the measurements, data collection, sampling and data analysis are 
presented below. 
 



International Journal of Academic Research in Business and Social Sciences 

Vol. 9 , No. 11, November, 2019, E-ISSN: 2222-6990 © 2019 HRMARS 

 

1271 
 
 

 

Measures 
The measurement for the construct presented in the model were used from the existing 
researcher.  Each item was based on a five-point Likert scale. Four items were used to measure 
job satisfaction (Brown & Peterson, 1993; Brashear et al., 2003; Hur et al., 2015). In order to 
measure customer satisfaction, four items were adapted from studies done by Brakus et al. 
(2003) and Hur et al. (2015). Deep acting was then measured using four items, and surface acting 
was also measured using four items based on studies published by Diefendorff et al. (2005) and 
Hur et al. (2015). Based on the results of these measurements, emotional intelligence was 
measured using five items adapted from studies by Wong and Law (2002) and Johnson and 
Spector (2007). Note that, for measuring gender, female was coded as “1” and male was coded 
as “2”.  
 
Data Collection and Participants 
The study questionnaire comprised two main sections. Section A of the study denotes a variety 
of demographic information about the respondents, such as their gender, age, income and 
qualifications of the respondents, while Section B poses questions regarding the constructs 
included in the conceptual framework, such as the concepts of deep acting, surface acting, job 
satisfaction, customer satisfaction and emotional intelligence. All of the items were measured 
using a five-point Likert scale. 
The study sample was drawn from a pool of employees working in the banking industry in Libya. 
For that purpose, 500 bank employees were randomly selected, and questionnaires sent to them. 
At the initial stages, 252 of the original 500 questionnaires were filled out and returned; however, 
after the remaining employees were contacted, another 112 questionnaires were collected. In 
total, then, 364 questionnaires were completed by the bank employees and sent back to us. This 
response gave us a final sample size for the study of 364. 
 
Data Analysis 
Analysis of the data was performed using SPSS software. The respondents’ demographic profiles 
are depicted in Table 1. As mentioned, we received a total of 364 completed questionnaires, 
which we used to perform the data analysis. From Table 1, by looking at the frequency of gender, 
one can notice that male respondents made up about 56% of the total, while females made up 
about 44%. Most of the respondents were between the ages of 31 and 40 years (51.6%), with the 
next largest age group of respondents being between the ages of 20 and 30 years (32.4%). 
Respondents between the ages of 41 and 50 years were the third-largest group (11%), and the 
remaining respondents (4.9%) were over the age of 50 years. Most of the respondents earned a 
monthly salary of between $500 and $1000 (59.3%), while the next largest group earned a salary 
below $500 (29.7%), and the remaining (11%) earned above $1000. As for the formal education 
qualifications of the respondents, most of them (59%) had earned Bachelor degrees, while then 
next largest group (29%) had earned either a Master or PhD degree, and the remaining (12.4%) 
held other qualifications. 
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Table 1: Demographic Attributes of the Respondents 

NO  Respondent’s 
Profile 

Frequency Percentage 
(%) 

1  
Gender 

Male 204 56 

Female 160 44 

2  
 

Age 

20-30 118 32.4 

31-40 188 51.6 

41-50 40 11 

Over 50 18 4.9 

3  
Monthly income 

Below $500 108 29.7 

$500 to 1000 216 59.3 

More than $1000 40 11 

4  
Highest Academic 

Qualification 

Bachelor 214 58.8 

Master / PhD 105 28.8 

Other 45 12.4 

 
Reliability, Descriptive and Inter-Correlation Analysis 
Reliability and descriptive analyses are presented in Table 2. As can be seen, the mean value for 
surface acting is 3.06; the mean value for deep acting is 3.02; the mean value for job satisfaction 
is 3.6; the mean for customer satisfaction is 2.86; and the mean value for emotional intelligence 
is 3.02. For these values, there is a standard deviation of 0.69, 1.09, 1.09, 1.07 and 0.89, 
respectively. Meanwhile, the skewness for all variables ranged between -0.46 and 0.25, showing 
no issue of abnormality. Specifically, the values for Kolmogorov-Smirnov all showed above 0.05, 
confirming normality. 
Next, the scale reliability of the construct was examined using Cronbach’s alpha. The ideal 
threshold for the alpha is 0.7 (Pallant, 2011). The scale reliability test for all constructs showed 
alpha values greater than 0.7 for all constructs. An inter-item correlation was also performed, 
and all values were found to be between the range of 0.70 and 0.81. These correlation values 
suggest a strong relationship (Briggs & Cheek, 1986). 
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Table 2: Descriptive Statistics and Reliability Analysis 

 
NO 

 
Variables 

 
No.of 
Items 

 
Mean 

Standard 
Deviation 

 
Skewness 

Kolmogorov
-Smirnov 

Inter-Items 
Coefficients 

 
Cronbach 
α 

1 SUR_ACT 04 3.069
4 

0.69988 0.071 0.09 0.713 0.795 

2 DEEP_ACT 04 3.028
2 

1.09990 0.059 0.17 0.701 0.715 

3 JOB_SAT 04 3.608
5 

1.09449 -0.462 0.12 0.752 0.881 

4 CUS_SAT 04 2.865
4 

1.07184 0.252 0.14 0.818 0.901 

5 EM_INT 05 3.022
5 

0.89998 0.111 0.11 0.771 0.870 

 
 
 
Table 3: Correlation Matrix 

 
NO 

 Deep Acting Surface 
Acting 

Job 
Satisfaction 

Customer 
Satisfaction 

1 Deep Acting 1    

2 Surface Acting -.007 1   

3 Job Satisfaction .349** -.125* 1  

4 Customer Satisfaction .380** -.280** .345** 1 

** Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 
 
In order to determine the strength and direction of the linear relationship of dependent and 
independent variables, a correlation was performed. The results of the correlation are presented 
in Table 3. The correlation values under 0.20 show a very low correlation. Specifically, values 
between 0.20 and 0.40 mean that the correlation is low; values between 0.40 and 0.70 mean 
that the correlation is at a moderate level; values between 0.70 and 0.90 mean that the 
correlation is considered to be high; and values above 0.90 mean that the correlation is 
considered to be very high. However, a high correlation between predictors can be prone to 
multi-collinearity (Winship & Western, 2016). In the current study, surface acting was 
significantly correlated with job satisfaction and customer satisfaction. In the same way, deep 
acting was also found to be significantly correlated with job satisfaction and customer 
satisfaction, while job satisfaction was found to be correlated with customer satisfaction. 
However, none of the correlation coefficients of the independent variables were found to be 
higher. Hence, there is no issue of multi-collinearity. 
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Hypotheses Testing 
This section presents the hypotheses testing for the study. First, the direct relationships in the 
hypotheses are examined (H1 to H5), after which the mediated relationships are tested (H6 and 
H7), followed by testing of the moderated relationships (H8 and H9). 
The direct relationships of surface acting and job satisfaction, deep acting and job satisfaction, 
surface acting and customer satisfaction, deep acting and customer satisfaction, and job 
satisfaction and customer satisfaction were tested and found to be supported. Hence, 
hypotheses H1 to H5 were supported. 
 
Table 4: Results of Hypothesis Testing (Direct Relationships) 

 
NO 

 
Hypotheses Path 

Standardized 
Path 

Coefficients 

 
T-value 

 
P-

value 

 
Result 

1 Surface ActingJob Satisfaction -.122 -2.50 .013* Supported 

2 Deep Acting Job Satisfaction .348 7.11 .000* Supported 

3 Surface ActingCustomer 
Satisfaction 

-.252 -5.49 .000* Supported 

4 Deep Acting Customer 
Satisfaction 

.306 6.30 .000* Supported 

5 Job SatisfactionCustomer 
Satisfaction 

.207 4.23 .000* Supported 

*Statistically significant at the 5% level (p-value <0.05). 
 
Hypothesis Testing for Mediation Analysis 
In order to test the mediated relationships, a method proposed by Baron and Kenny (1986) was 
used and the four steps introduced by these researchers were followed to understand the 
mediated relationships. In the current model, customer satisfaction is affected by surface acting 
and deep acting through the mediation of job satisfaction. For that purpose, we first ran a 
regression to test the relationship of dependent and independent variables. From doing this, we 
found the relationship of surface acting and customer satisfaction to be significant. Moreover, 
the relationship of deep acting and customer satisfaction was also significant. In the second step, 
the relationships of independent variables (surface acting and deep acting) and mediating 
variable (job satisfaction) were tested. Again, the relationship of these variables was found to be 
significant. Next, the third step according to Baron and Kenny’s (1986) four-step method was 
done, which included using the mediating variable (job satisfaction) as an independent variable, 
along with deep acting and surface acting in the model. Meanwhile, customer satisfaction was 
kept as the dependent variable. The results showed that in the presence of the mediating variable 
(job satisfaction), deep acting and surface acting still has a significant impact on customer 
satisfaction, thus confirming the third step of the method. 
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The fourth step in the mediation testing process presented the results of the previous three steps 
of mediation testing in order to let us know whether or not the mediation was full or partial. Note 
that in cases where the independent variables significantly impacted the dependent variable, the 
presence of the mediator is called partial mediation. From this, we were able to see that the 
relationship of surface acting and deep acting with customer satisfaction is partially mediated by 
job satisfaction (for details, see Table 5 below). 
 
Table 5: Summary of Mediation Hypotheses Testing and Results (Baron and Kenny method) 

Hypothesis P-Values  

Surface ActingJob Satisfaction 
Customer Satisfaction 

SA CS SA JS SA CS 
(including 
JS) 

Result 

0.000 0.000 0.000 
Supporting 
(Partial 
Mediation) 

Surface ActingJob Satisfaction 
Customer Satisfaction 

DA CS DA JS DA CS 
(including 
JS) 

Result 

0.000 0.000 0.000 
Supporting 
(Partial 
Mediation) 

 
 
Table 5 shows that the hypotheses H6 and H7 were found to be supported, as the mediating role 
of job satisfaction is significant in the relationship of emotional labor and customer satisfaction.  
 
Hypotheses Testing for Moderation Analysis 
In order to test the moderation effect of gender and emotional intelligence, we created the 
interaction terms and ran them along with the dependent variables and moderators. The impact 
of the interaction term (surface acting x gender, deep acting x gender, surface acting x emotional 
intelligence and deep acting x emotional intelligence) on job satisfaction were then tested. The 
results are presented in Table 6 below. 
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Table 6: Results of Hypothesis Testing (Moderated Relationships) 

 
NO 

 
Hypotheses Path 

Standardized 
Path 

Coefficients 

 
T-value 

 
P-
value 

 
Result 

1 Surface Acting x gender Job 
Satisfaction 

-.108 -1.199 .231 Not 
Supported 

2 Deep Acting x gender Job Satisfaction .303 2.128 .034 Supported 

3 Surface Acting x EI Customer 
Satisfaction 

.087 .861 .390 Not 
Supported 

4 Deep Acting x EI Customer 
Satisfaction 

-.710 
-4.651 

.000 Supported 

 
Table 6 above shows that the moderation effect of gender on the relationship of deep acting and 
job satisfaction is significant. The relationship of deep acting and job satisfaction is also 
significantly moderated by emotional intelligence, hence supporting hypotheses H9 and H11. 
Meanwhile, the relationship of surface acting and job satisfaction is not moderated by either of 
the two variables (i.e., gender and emotional intelligence), which means that hypotheses H8 and 
H10 were not supported. 
 
Table 7: Overall Summary of Hypotheses 

NO Hypotheses Results 

1 Surface acting is negatively associated with customer satisfaction. Supported 

2 Deep acting is positively associated with customer satisfaction. Supported 

3 Surface acting is negatively associated with job satisfaction. Supported 

4 Deep acting is positively associated with job satisfaction. Supported 

5 Job satisfaction is positively associated with customer satisfaction. Supported 

6 The relationship of surface acting and customer satisfaction is mediated by 
job satisfaction. 

Supported 

7 The relationship of deep acting and customer satisfaction is mediated by 
job satisfaction. 

Supported 

8 Emotional intelligence moderates the relationship of surface acting and job 
satisfaction 

Not-
Supported 

9 Emotional intelligence moderates the relationship of deep acting and job 
satisfaction 

Supported 

10 Gender moderates the relationship of surface acting and job satisfaction Not-
Supported 

11 Gender moderates the relationship of deep acting and job satisfaction Supported 
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Discussion 
The present study was proposed to examine the impact of emotional labor on customer 
satisfaction both directly and with the mediation of job satisfaction. Additionally, the moderation 
of gender and emotional intelligence was also tested. The study findings make important 
contributions to the existing body of knowledge in the following ways. Firstly, the results indicate 
the impact of surface acting and deep acting on customer satisfaction both directly and with the 
mediation of job satisfaction. These relationships are supported in the literature (e.g., Söderlund 
and Rosengren, 2008, 2010; Groth et al., 2009; Hatfield et al., 2018). Furthermore, we identified 
employee job satisfaction as the factor most likely to mediate the link between employee 
emotional labor and customer satisfaction. Despite the important role of employee job 
satisfaction over changes in a customer’s affective state in service transactions (Hatfield et al., 
1994), no previous studies have yet highlighted the role of employee job satisfaction on the 
relationship between employee emotional labor and customer satisfaction. Our study 
contributes to the knowledge field by providing an empirical test of how employee job 
satisfaction mediates the relationship between employee emotional labor and customer 
satisfaction. Moreover, the study found a moderating effect of gender and emotional intelligence 
on the relationship of deep acting and job satisfaction, results that are supported by Johnson and 
Spector’s (2007) study.  
 
Conclusion 
The study examined the impact of surface acting and deep acting on customer satisfaction 
directly and with the mediation of job satisfaction. Moreover, the moderating effect of gender 
and emotional intelligence was tested on the relationship of emotional labor (surface acting and 
deep acting) and job satisfaction. As well, the direct relationships of surface acting and job 
satisfaction, deep acting and job satisfaction, surface acting and customer satisfaction, deep 
acting and customer satisfaction, and job satisfaction and customer satisfaction were tested and 
found to be supported. Hence, the hypotheses designated as H1 to H5 were supported. 
Furthermore, hypotheses H6 and H7 were also found to be supported, as the mediating role of 
job satisfaction is significant in the relationship of emotional labor and customer satisfaction. The 
moderating effect of gender on the relationship of deep acting and job satisfaction is significant. 
The relationship of deep acting and job satisfaction is also significantly moderated by emotional 
intelligence, which means it supports hypotheses H9 and H11. However, the relationship of 
surface acting and job satisfaction is not moderated by either of the two variables of gender or 
emotional intelligence, indicating that hypotheses H8 and H10 were not supported. 
 
Limitations and Future Research 
Although our study has several implications for the emotional labor literature, it also has 
limitations that must be taken into account in future research. First, the study sample is taken 
solely from banking professionals working in Libya, which can present an issue for the 
generalization of the research findings across other cultural environments. The implication is that 
future work should be done across different cultural contexts. Secondly, the study did not bring 
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any control variables into the equation, so future research should consider introducing some 
control variables. Finally, the mediating effect of job satisfaction and the moderated effects of 
gender and emotional intelligence were also considered in the present study. However, the 
mediating effects of organizational commitment and emotional exhaustion are recommended 
for further investigation in future research. 
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