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Abstract 
This paper presents an analysis of the relationships of Customer satisfaction and customer 
perceptions in higher education on emotional employee’s performance. To gather 
information, questionnaires were applied to 670 students distributed in the Fucalty of 
Business and Economics at Badr University. The researcher used the methodology of 
correlation that explains such effects. The results show that when there is a high level of deep 
acting, this affects the customer satisfaction positively. The researcher also found that the 
customer perception has positively related to deep acting while surface acting has negative 
relationships to both customer satisfaction and customer perceptions. 
Keywords: Customer Satisfaction, Customer Perceptions, Emotional Labor, Deep Acting, 
Surface Acting  
 
Introduction 
All over the world, professors and teaching assistants occupy a central role in the delivery of 
quality higher education to students. Unfortunately, there has been increasing evidence to 
suggest that they face many problems while discharging their duties that may affect their 
performance as emotional labors.  
Research on emotional labor has shown that displaying positive emotions in service 
interactions, such as smiling and conveying friendliness, is positively associated with the 
intention of customers to return, with their intention to recommend the service to others, 
and with the overall perception of service quality (e.g., Pugh 2001). The findings concluded 
that the more positive emotions are displayed in service interactions, the higher the 
satisfaction of customers will be. Such positive emotions could be developed and displayed 
when service providers modified their inner feelings to match the required expressions (deep 
acting) (e.g., Pugh 2001). 
 
Performing emotional labor requires effort and presents an occupational demand. This 
management of emotions in the context of work is recognized as a labor process that is sold 
for a wage and, therefore, is commoditized and has exchange value (Hochschild, 1983). 
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Emotional labor because it possesses an aspect of control over workers, can result in negative 
psychosocial outcomes such as job stress and burnout and dissatisfaction. More specifically, 
emotional labor creates routinized, processed feelings and emotional dissonance that 
threaten workers' sense of self, dislike workers from their true feelings, and produce an 
impression of "inauthenticity" (Hochschild et al., 1983). Because emotional labor occurs in 
jobs involving direct contact with customers, service work sometimes entails interactions with 
angry, hostile, or uncooperative customers. These interactions can be emotionally charged 
and a source of increased demand (Morris et al., 1996). 
Interactive service workers engage in emotional labor through two methods: surface acting, 
by pretending or regulating one's emotional expressions; and deep acting, by consciously 
modifying one's emotions to express a desired emotion (Grandey et al., 2000).  
 
Distinction between these methods are considered critical with respect to the consequences 
of carrying out emotional labor. As (Hochschild, 1983) originally described, surface acting is 
associated with inauthenticity which in turn reflects the dissonance between emotions truly 
felt by the service worker and those that must be expressed according to organizational 
expectations mandated onto service interactions. 
 
In this study, the researcher aims to investigate the relationships between professors and 
teaching assistants’ performance in Badr University and the student’s satisfaction and their 
perceptions of the work performance of their professors and teaching assistants. 
With few exceptions (e.g. Moon et al., 2013), most previous studies have focused on coworker 
or supervisor support. Little is however known concerning whether emotional labor has an 
effect on the students’ satisfaction and their perception of their professor’s performance, so 
this study is going to fill this gap. 
 
Problem Definition  
In this paper, the researcher presents the results of a quantitative study on the question 
whether the emotional labor performance has a relationship with customer satisfaction and 
perception or not using a convenience sample. It draws on data from multiple sources. This 
study was carried out in the Faculty of Business and Economics at Badr University in Egypt 
.Thus, the problem of this study can be identified in a key research question, which is: “What 
is the relationships between customer satisfaction, customer perception and the emotional 
labor performance?” 
 
Research Objective 
To investigate the emotional labor performance of the professors and teaching assistants of 
the Faculty of Business and Economics at Badr University in Egypt by using customer 
satisfaction and customer perception of the work performance of employees as sources of 
performance rating. 
 
 
 
Research Importance 
This research primarily seeks to examine emotional labor performance affects customer 
satisfaction and perceptions of work performance. While professors and teaching assistants 
are required to do much interaction with students, they are expected to ensure the orderly 
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self-conduct (e.g., be warm and polite to students) throughout the day, every working day. 
The researcher seeks to detect any conflicts between required and true performance 
following strict regulation of their emotions and to determine how significant the conflicts 
might be for customer satisfaction and perceptions for professors and teaching assistants, 
whose jobs demand a high degree of emotional display. In addition, as educational service 
providers have to show or exaggerate some emotions and minimize or suppress the 
expression of unfriendly emotions. Professors and teaching assistants may easily feel 
inconsistencies between their true feelings and displayed emotions. 
 
In addition, although there has been a rush of interest in emotional labor customer 
satisfaction, as they continue to appear as core concepts in recent organizational behavior 
studies these concepts appear to be somewhat in immature stage in the higher educational 
context. 
 
Therefore, The second aim of this study is to investigate the relationship between Professors 
and teaching assistants emotional labor and the intensity of students satisfaction and 
perception they experience. 
 
Next to investigate the emotional labor– customer satisfaction and perceptions relation, the 
present study also aims to extend emotional labor research by focusing on the potential 
moderating role of customer satisfaction and perceptions in this relationship. 
 
Accordingly, the third aim of the present study is to examine whether emotional labor helps 
professors moderate the impact of the emotional labor inherent in their job. Because 
customer satisfaction has major significance for both employees and organizations, it is thus 
crucial to continue searching for mechanisms and strategies by which professors can reduce 
the harmful impacts of emotional labor. The present study thus, further contributes to the 
literature by attempting to deepen our understanding of the emotional labor that can explain 
when and how emotional labor may result to customer satisfaction specifically in higher 
education as educational service providers’ organizations. 
 
 Literature Review 
Previous studies on Emotional Labor Performance 
(Ji Wena et al. ,2019) examined the effects of emotional intelligence and emotional labor on 
job satisfaction in a moderated mediation model, which posits surface and deep acting 
strategies as mediators between emotional intelligence and job satisfaction and perceived 
organizational support as a moderator to the mediation effects. Based on a sample of 279 
Chinese hotel employees, results showed that while deep acting partially mediated the effect 
of emotional intelligence on job satisfaction, surface acting did not mediate; and also, 
Perceived organizational support effectively moderated the mediation of deep acting 
between emotional intelligence and job satisfaction; but the moderated mediation was not 
found with surface acting as a mediator. The study contributes to a better understanding of 
the roles of emotional intelligence and emotional labor strategies in affecting hotel 
employees’ job satisfaction and how organizational support can function as an organization 
resource in changing the psychological mechanisms underlying emotional labor and job 
satisfaction. 
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(Wang, 2019), the study was based on the job demands -resources model (Bakker et al., 2004) 
and conservation of resources theory (Hobfall, 2001) by using three levels of variables, 
namely, company (i.e., perceived organizational support), department (i.e., abusive 
supervision), and employee (i.e., deep acting, surface acting, and self-efficacy) levels, to 
investigate its interactions with contextual influences on service quality and its linkage with 
customer loyalty. A three-level hierarchical linear model were examined in research settings 
by using a couple data set of 1,082 service employees and customers in international tourist 
hotels. Findings revealed that deep acting as an emotional labor strategy relates positively to 
service quality while, surface acting as another emotional labor strategy relates negatively to 
service quality, and service quality relates positively to customer loyalty. For the three-level 
interactions, the positive relationship between deep acting and service quality was 
strengthened by perceived organizational support (POS) and self-efficacy but weakened by 
abusive supervision. By contrast, the negative relationship between surface acting and service 
quality was mitigated by POS and self-efficacy but exacerbated by abusive supervision. The 
study contributed to the importance of emotional labor research in the hospitality industry 
and to the areas of service quality and customer loyalty and also, suggests future directions 
for hospitality research. 
 
(Riaz et al., 2018) examined the effect of perceived organizational support on emotional labor 
with the mediating role of emotional intelligence. Questionnaire survey method was adapted 
and data were collected from 370 employees of telecommunication sector through Simple 
Random Sampling Technique. Hypotheses were tested and analyzed by AMOS. Results 
showed that POS positively affects deep Acting but has a negative impact on surface acting. 
Results enlightened that emotional intelligence significantly mediates the relationship 
between perceived organizational support and emotional labor. The study also revealed the 
significant relationship of emotional labor and counterproductive work behavior. Surface 
acting positively and significantly effect on counterproductive work behavior whereas deep 
acting influence negatively on counterproductive work behavior. Findings also disclosure that 
the relationship of emotional labor and counterproductive work behavior is significantly 
moderated by emotional intelligence 
(Jamshed, 2018) developed a conceptual understanding on two major perspectives that 
makes the sense of teams becoming emotionally intelligent by focusing how individuals 
apprehend the emotions they possess and simultaneously emotions of their team members 
via strengthening their emotional capacity that ultimately leads them to the higher level of 
performance. The author assured that across the globe individuals’ that embraced 
emotionally intelligence are working individuals who strive hard to develop and practice 
emotional intelligence skills to be effective team members. 
 
(Kima, 2017) examined the moderating roles of perceived supervisor, coworker, and 
organizational support in the relationship between emotional labor and job performance in 
the airline service context. A sample of flight attendants working for one major airline 
company in South Korea participated in this study. The flight attendants’ official job 
performance data were provided by the airline company. For data analyses, a series of 
hierarchical moderated regression analyses were employed. The results showed differential 
moderation effects of the three sources of support at work. Specifically, the positive 
relationship between deep acting and job performance was strengthened by perceived 
supervisor and coworker support. The negative relationship between surface acting and job 
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performance was exacerbated by perceived supervisor support, indicating the reverse 
buffering effect. Perceived organizational support showed only main effects on employee 
performance with no moderation effects. 
(Hur  et al., 2015) investigated how emotional labor strategies (i.e. surface acting and deep 
acting) affect job performance through job satisfaction and to see whether perceived 
organizational support (POS) moderates the relationship between emotional labor strategies 
and job-related outcomes (i.e. job satisfaction and job performance) or not. Structural 
equation modeling analysis provided support for the hypotheses from a sample of 309 South 
Korean department store sales employees. The authors found that surface acting had a 
negative effect, whereas deep acting had a positive effect on job satisfaction. In addition, the 
relationship between emotional labor strategies (i.e. surface acting and deep acting) and job 
performance was significantly mediated by job satisfaction. Finally, POS significantly 
moderated the relationship between surface acting and job satisfaction, as well as the 
relationship between deep acting and job performance. The study contributed to the 
literature by identifying the relationship between surface and deep acting on organizational 
outcomes (i.e. job satisfaction and job performance), especially in a collectivist society (i.e. 
South Korea). Besides, the study also confirmed the important role of POS based on the norm 
of reciprocity between an organization and its members. 
(Edith A. Anomneze et al., 2015) investigated the moderating role of perceived organizational 
support on emotional labor–burnout relation among 323 secondary school teachers in Enugu 
State, Nigeria. Participants completed the Teacher Emotional Labor Scale (TELS), Survey of 
Perceived Organizational Support (SPOS), and Maslach Burnout Inventory (MBI). Results 
showed that surface acting, deep acting, and POS significantly predicted emotional 
exhaustion. Only deep acting and POS significantly predicted depersonalization whereas 
surface acting did not. Both the two-way interaction terms between surface acting and POS, 
and that between deep acting and POS were not significant in predicting either emotional 
exhaustion or depersonalization. 
(Marchand et al. ,2015) examined the time-lagged relationship between perceived 
organizational support (POS; measured at Time 1), emotional exhaustion (measured six 
months later), and turnover (measured one year after Time 1), and included negative 
affectivity (NA) as a moderator. Drawing upon a sample of employees from multiple 
organizations (N = 135), the authors found POS to be unrelated to emotional exhaustion but 
the latter to be negatively related to turnover. NA moderated the relationship between POS 
and emotional exhaustion and POS’s indirect relationship to turnover, these relationships 
being stronger and positive at high levels of NA. Moreover, NA moderated the link between 
emotional exhaustion and turnover, this link being stronger and positive when NA was low. 
The authors discussed the relevance of conservation of resource theory as a useful framework 
for interpreting POS’s effects. 
(Hur et al. ,2013) examined whether and how the perceived organizational support (POS) 
influences emotional labor and the relationship between emotional labor and flight 
attendants' outcomes. A Structural equation modeling analysis provided support for the 
hypotheses from a sample of 256 flight attendants in South Korea. The results showed that 
POS has a positive effect on deep acting. Furthermore, it was found that surface acting has a 
positive influence on emotional exhaustion, whereas deep acting has a negative influence on 
emotional exhaustion. In addition, emotional exhaustion has a negative influence on 
organizational commitment, while organizational commitment has a negative influence on 

https://www.emerald.com/insight/search?q=Won-Moo%20Hur
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turnover intention. Furthermore, POS moderated the relationship between deep acting or 
surface acting and emotional exhaustion. 
(Burch et al., 2013). This study extends almost three and a half decades of emotional labor 
research into the study of entrepreneurship by proposing an Affective Entrepreneurial Events 
Model. Continuing to organizational behavior research and recent, relevant entrepreneurship 
models, this conceptual model established four areas of understanding. First, it proposed a 
method by which affect influences the entrepreneurial processes. Second, it demonstrated 
how what we already know from emotional labor research that can affect the outcomes for 
entrepreneurs and their stakeholders. Third, it discussed how the entrepreneur’s 
performance of emotional labor shapes the entrepreneurial environment. Lastly, the 
researchers used the extreme emotional conditions provided by the entrepreneur’s 
environment to further understand the concepts associated with emotional labor. 
 
(Goodwin et al. ,2011) investigated the relationship between the emotional labor strategies 
surface acting and deep acting and organizational outcomes, specifically, employees' overall 
job performance and turnover. Call center employees from two large financial service 
organizations completed an online survey about their use of surface and deep acting. Their 
responses were matched with supervisors' ratings of overall job performance and 
organizational turnover records obtained 9 months later. Results indicated that surface acting 
is directly related to employee turnover and emotional exhaustion and that the relationship 
between surface acting and job performance is indirect via employee affective delivery. Deep 
acting was not linked to these outcomes. Theoretical and practical implications were 
discussed from the perspective of emotional labor theories. 
 
(Humphrey et al., 2008) aimed to argue that leaders perform emotional labor whenever they 
display emotions in an attempt to influence their subordinates' moods and motivations. It is 
a conceptual paper that integrates the literature on leadership with the research on 
emotional labor. The researchers developed 15 propositions that distinguish emotional labor 
performed by leaders from that performed by front‐line service workers. The study suggested 
that leading with emotional labor is a fruitful research topic, and that considerable research 
could be done in this area. Findings lead to Instead of conducting business in a non‐emotional, 
“business‐like manner”, leaders would benefit by expressing their emotions in the workplace. 
Emotionally expressive leaders are more charismatic and are better motivators. 
 
Clearly, though a considerable amount of effort has been devoted to understanding what 
emotional labor is, there is a lack of clear definitions and valid measures. The existing study 
on emotional labor is not far off the subject treated in early study. Also, as researchers are 
explaining various conceptualizations and processes about emotional labor with quite 
different theoretical viewpoints, there are problems such as drawing mixed research results. 
As these researchers are testing diverse precedence factors and result variables on how they 
define and measure emotion management with opposing sides against one another, it is 
difficult to measure research results.  
Though this is a common phenomenon undergone in the process of theoretical development, 
for the development of a research on emotional labor, a research to approach emotional 
labor more synthetically is necessary here and now. Perceiving these problems, this study 
integrated and refined the conception and variables of emotional labor based on preceding 
researches.  

https://www.sciencedirect.com/science/article/abs/pii/S000187911100025X#!
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Methodology  
Theory and hypotheses development 
The effect of emotional labor on customer satisfaction and customer perceptions 
Research on emotional labor seeks to describe how employees manage their emotions as part 
of their work roles (Brouwers et al., 2011). Emotional labor entails organizational display rules 
regardless of one’s felt emotions and requires employees to use emotion regulation strategies 
at work. Most studies have focused on two emotional labor strategies, namely, surface acting 
and deep acting, which are commonly used for regulating emotional displays at work. Surface 
acting involves suppressing felt emotions and faking the desired emotions, while deep acting 
involves actually experiencing the desired emotions. 
 
The aim of using emotional labor strategies is to alter one’s emotional displays in order to be 
consistent with the display rules of one’s organization that is because surface acting is “acting 
in bad faith” (i.e., faking the desired emotion) while deep acting is “acting in good faith” (i.e., 
trying to experience the desired emotion so that a natural display will follow), these emotion 
regulation strategies may not have uniform effects on affective and behavioral outcomes.  
 
On the other hand, in today market-oriented business environment, it can be said arguably 
that the question how to satisfy customers becomes the ultimate concern of most of the 
companies in any kind of business. In private universities it is the same. Therefore, 
understanding customer satisfaction (CS) dimensions, measuring it and taking advantage 
from these measurements become the urgent need for managers and establish the 
mainstream in academic literature about CS in the recent past. CS is important to be 
measured because of its significant impacts on firms’ long-term performance and also 
customer purchasing behaviors. In the academics, consistently providing high CS is well 
acknowledged to be associated with higher customer loyalty and enhanced reputation 
(Wangnheim & Bayon, 2004).  
 
CS can also supply a higher barrier against switching to other competitors. Loss cost and 
move-in cost were positively significant related to the CS (Kim et al. 2004). Exploring the 
relationship between CS and the economic return is also one of the most interesting topics. 
(Anderson et al., 1994) attempted to explore the relationship between CS and financial 
returns using a national customer satisfaction index (NCSI) and ROI (return on investment). 
They found the significantly positive association between ROI and CS but not immediately 
realized. (Ittner & Larcker ,1998) found that CS is a leading indicator of customer purchasing 
behavior, growth in the number of customers, and accounting performance.  
(Yu, 2007) found that “higher CS leads to higher customer revenue and higher customer 
costs at the same time, and thus customer profits remain unaffected”. There is obviously a 
tradeoff and lead to the question of probability. Thus, in order to achieve more practical 
implications, CS measurements do not only need to respond to the evaluation of current 
situation but also being a leading indicator for financial performance.  
 
 
 
Therefore, the researcher proposes the following hypotheses: 
H1 a. Surface acting is negatively related to customer satisfaction. 
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H1 b. Deep acting is positively related to customer satisfaction. 
H2 a. Surface acting is negatively related to customer’s perceptions of the work performance 
of professors and teaching assistants. 
H2 b.  Deep acting is positively related to customer’s perceptions of the work performance of 
professors and teaching assistants. 
 
Research Variables 
Independent variable: Emotional labor performance 
 

 
 
Emotional labor was first defined by (Hochschild ,1983) as "the management of feeling to 
create a publicly observable facial and bodily display" in the context of service work. Three 
principal characteristics of jobs involving emotional labor are they: 
• Require face to face or voice to voice contact with the public. 
• Require the worker to produce an emotional state in another person (i.e., client or 
customer). 
• Allow employers, through training and supervision, to exercise a degree of control over the 
emotional activities of employees. 
 
(Ashforth & Humphrey, 1993) offered a perspective operationalizing emotional labor as "the 
act of displaying the appropriate emotion." They reframe Hochschild's notion of feeling rules 
as display rules. This modification emphasizes external observable behavior (i.e., that which 
is displayed) rather than the internal emotional experience (i.e., that which is felt) of the 
service worker. Refocusing from the internal to the external decouples the experience of 
emotion from the expression of emotion. 
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(Morris & Feldman, 1996) Defined emotional labor as "the effort, planning, and control 
needed to express organizationally desired emotion during interpersonal transactions" they 
claim a view rooted in an interactionist model of emotion. 
 
Surface Acting (SA) & Deep Acting (DA)  
SA involves employees simulating emotions that are not actually felt, by changing their 
outward appearances (i.e., facial expression, gestures, or voice tone) when exhibiting 
required emotions. Using the SA technique, people alter the outward expression of emotion 
in the service of altering their inner feelings. By changing facial or bodily expressions, such as 
slumped shoulders, bowed head, of drooping mouth, inner feelings can be altered to a 
corresponding state (Hochschild, 1993).  
DA occurs when employees' feelings do not fit the situation; they then use their training or 
experience to work up appropriate emotions. Unlike SA, DA involves changing inner feelings 
by altering something more than outward appearance. In SA, feelings are changed from 
"outside in", whereas feelings are changed from the "inside out" in DA (Hochschild, 1993). 
(Hochschild,1983) classified DA as (1) exhorting feeling, whereby one actively attempts to 
evoke or suppress an emotion, and (2) trained imagination, whereby one actively invokes 
thoughts, images, and memories to induce the associated emotion(thinking of a wedding to 
feel happy or a funeral to feel sad). In other words, employees use their training or 
experiences to help conjure up appropriate emotions or responses (empathy, cheerfulness) 
for a given scene (Kruml& Geddes, 2000a).  
 
The two strategies suggested by (Hochschild ,1983), Deep Acting (DA) and Surface Acting (SA), 
have a common ground in that they both are a kind of complementary emotional labor 
strategy that employees use when they cannot naturally express their emotion (Diefendorff 
et al., 2004), and both the two let employees perform emotional labor in the same way as 
normative emotion that an organization requires them to express to customers (Grandey, 
2003). However, intentions of the two strategies are definitely different from each other.  
SA is to make only the visual aspect of employees’ emotion correspond to the emotional 
expression principle of an organization. Accordingly, emotional dissonance could be easily 
induced ( Grandey, 2003) 
DA is not only to create externally expressed emotion but to change internal emotion in the 
direction of the emotional expression principle. For this, empathy, and thoughts and images 
that trigger specific emotion are actively utilized (Grandey, 2003).  
The two emotional labor strategies suggested by (Hochschild,1983), DA and SA, have a 
common ground that both the two attempt to perform emotional labor in the same way as 
normative emotion that an organization requires employees to express, when they cannot 
appropriately express their emotion (Grandey, 2003).  
 
However, these two emotional labor strategies have a clear difference. The SA strategy 
attempts to make only external expressions correspond to normative emotion required by an 
organization regardless of employees’ internal emotion. This could cause emotional 
dissonance due to conflicts between employees’ internal feeling and normative emotion. In 
this light, the SA strategy is different from the DA strategy, and can be named ‘fake in bad 
faith’. The DA strategy tries to change even employee’s internal emotion in the direction of 
normative emotion. In this regard, the DA strategy can be named ‘fake in good faith’.  
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Existing studies showed that SA results in negative emotional labor and DA results in positive 
emotional labor. For example, they reported that while SA is related to negative results such 
as depersonalization, emotional exhaustion, or dissatisfaction, DA is related to positive results 
such as sincerity or a sense of fulfillment.  
 
DA and SA have different results and effectiveness. That is, because while DA is not only to 
create externally expressed emotion but to change even internal emotion in the direction of 
the emotional expression principle, SA is only to make the visual emotional aspect correspond 
to the organizational emotional expression principle (Hochschild, 1983), DA is highly relevant 
to a positive outcome variable and SA is highly relevant to a negative outcome variable.  
There is a conceptual model by using emotion regulation theory through characterizing 
emotional labor. Gross suggested this emotion regulation theory (1998), which indicates ‘the 
process that influences what emotion individuals have, when they feel that emotion, how 
they experience emotion, and how they express it’. The importance of SA and DA during the 
process of performing emotional labor. The argue is that SA and DA could bring about both 
positive and negative results upon emotional labor. For example, SA could have a negative 
effect on job satisfaction due to the discord that individuals experience. On the other hand, 
DA could positively influence job satisfaction because it makes individuals feel a sense of 
fulfillment that they have expressed their emotion appropriately. It includes not only the 
outcome variable of emotional labor but situational, individual, and organizational factors 
that influence emotional labor. 
 
Dependent Variable 
Customer Satisfaction 
The concept of customer satisfaction occupies a central position in marketing thought and 
practice. Satisfaction is a major outcome of marketing activity and serves to link processes 
culminating in purchase and consumption with post purchase phenomena such as attitude 
change, repeat purchase, and brand loyalty. The centrality of the concept is reflected by its 
inclusion in the marketing concept that profits are generated through the satisfaction of 
consumer needs and wants. The need to translate the philosophical statement of the 
marketing concept into pragmatic operational guidelines has directed attention to the 
development and measurement of customer satisfaction. 
 
 In the early 1970s, customer satisfaction began to emerge as a legitimate field of inquiry. The 
U.S. Department of Agriculture's Index of customer Satisfaction (Pfaff, 1972) was the first 
study to report direct information on customer satisfaction to policy makers. Since the early 
1970s the volume of customer satisfaction research has been impressive. Numerous 
theoretical structures have been proposed to examine the antecedents of satisfaction and 
develop meaningful measures of the construct. The vast majority of these studies have used 
some variant of the disconfirmation paradigm which holds that satisfaction is related to the 
size and direction of the disconfirmation experience, where disconfirmation is related to the 
person's initial expectations.  
 
 
 
Customer Perceptions 
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Customer perception is a “Marketing concept that encompasses a customer’s impression, 
awareness, or consciousness about a company or its offerings.” 
Customer collects information about a product and interprets the information to make a 
meaningful image about a particular product. This is called as customer perception.  
 
In this study, the researcher ran a context analysis about emotional labor performance 
identifying the barriers and facilitators that professors encounter during their work. Through 
the strategies surface acting and deep acting, by considering the right issues and facilitators 
and barriers, the faculty will better understand how to plan and manage them to end up in 
better conditions to reach the expected customer satisfaction and perceptions of the work 
performance of employees. 
 
The Proposed Research Model 
The research hypotheses can be represented by the following model figure (1)  
A-Independent variables: Emotional Labor Performance (Surface acting and deep acting) 
B-Dependent variables: (customer’s satisfaction and customer‘s perception) 
  
                                                                  
  
   Emotional Labor 
       Performance            
                                                              
 H1.a Customer’s Satisfaction 
 H1.b 
  Surface acting    H2.a 
                                               
 
 Customer’s Perceptions 
 H2.b 
 

Figure (1) 
Research Proposed Model 

 
 
Research Design 
Design of the questionnaire 
As a basis for this research, the researcher built 2 questionnaires one to measure the 
customer satisfaction, customer perception, beside the benefits for both customers and 
businesses. And a second was assessed   with the Surface Acting and Deep Acting subscales 
to measure emotional labor. This research was conducted in electronic databases such as 
Elsevier, Science Direct, Springer, Google Scholar, and academic textbooks. Subsequently, a 
pilot test was conducted applying the questionnaire to 30 students’ studying in different 
universities in Egypt.  
 
The first questionnaire was divided into three sections, with a total of 30 questions related to 
customer satisfaction, customer’s perception, in addition to the personal questions. The 

Deep acting                                                 
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second one was delivered to professors and teaching assistants and it was divided into three 
sections. 
 
Data Collection Process 
The final questionnaires were administered in print and electronically via the tool Survey 
Monkey. The researcher sent it to 300 students in the Faculty of Business and Economics at 
Badr University, and 20 professors and teaching assistants. The aim of the survey was 
explained and the students were invited to participate in the research. Suitable students to 
answer the questionnaire were: level one, two, three and four in all tracks. 
 
Measures 
Emotional Labor 
Emotional labor was assessed through (Surface Acting and Deep Acting) subscales of (Çukur’s 
,2009) Teacher Emotional Labor Scale (TELS), which was specifically designed to measure 
emotional labor that teachers experience in the course of their interactions with students, 
coworkers and supervisors while discharging their duties. Both subscales contain five items 
each. Ratings were made using a 5-point scale, ranging from 1 (not at all) to 5 (very true). 
Items on both the Surface Acting and Deep Acting subscales of the TELS were slightly modified 
in the present study such that the terms ‘your’ was replaced with ‘my’, while ‘you’ was 
replaced with ‘I’ or ‘me’, in order to refer more directly to the particular professor responding 
to the items. Sample items include “I try to control my feelings to have emotions I need to 
display for my job when sharing sad news with students”, and “I try to put an effort to actually 
feel the emotion I need to display when discussing frequently with students about grades”, 
for the Surface Acting and Deep Acting subscales, respectively.  
 
Customer satisfaction and Customer perceptions 
The SERVQUAL method was suggested to evaluate CS by (Parasuraman et.al, 1998). The 
central idea in this model is that service quality is primarily a function of the difference scores 
or gaps between expectations and perceptions (Jamali, 2007). The service quality research 
has been dominated by the SERVQUAL instrument which is usually cluster in five group quality 
determinants: Reliability, Responsiveness, Assurance, Empathy and Tangible (Wisniewski, 
2001). 
 
Results and Conclusion  
This section highlights the main findings of the study in a cohesive manner. It reviews the 
research background and findings, followed by recommendations for professors and teaching 
assistants, and concludes with future research ideas. 
Cronbach’s alpha (α) of .73 and .72 were obtained for the Surface Acting and Deep Acting 
subscales of the TELS, respectively, in the present study. Higher scores on either of these 
subscales indicate that the professor and teaching assistants made greater use of surface 
acting than deep acting in the process of discharging his or her duties. 
 
The initial survey contained 63 items. Three researchers (two familiar with the literature and 
one unfamiliar) sorted like items into five groups. Of the items, 26 dealt with 
acknowledgment, control, or manipulation of emotions during service encounters and were 
thus believed to tap the acting-based emotional labor construct. 
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Of the remaining items, 25 represented possible antecedent variables identified in previous 
emotional labor research and seen as relevant for an emerging model of emotional labor. 
These items appeared to fall naturally into four groups: (a) the company’s focus on quality 
versus quantity of interactions, (b) degree of latitude professors and teaching assistants feel 
they have when displaying emotions to students, (c) whether students are pleasant or 
unpleasant, and (d) training and guidance on how to deal with students’ emotions. A 5-point 
Likert-type response scale was used for the items (1 = never to 5 = always). The remaining 12 
items captured demographic and relevant job (e.g., job and occupational tenure) information. 
 
Test the Hypotheses of the Model Structure  
Presenting the Results from Correlation  
The results using Pearson correlation could be presented in a research report as follows.  
For hypotheses H.1a which predicted that Surface acting is negatively related to customer 
satisfaction.  Regarding H.1a this result seems to be accepted for the following: The 
relationship between Surface acting and customer satisfaction was investigated using 
Pearson product-moment correlation coefficient. Preliminary analyses were performed to 
ensure no violation of the assumptions of normality, linearity and homoscedasticity. There 
was a strong negative correlation between the two variables as follows: Where r refers to the 
strength of correlation, p refers to confidence level, while n is the number of cases and R 
square is the amount of confidence. 
 
r = .88 in students of level one, n = 220, p < .0005, 1.00 in students of level two indicates a 
perfect positive correlation n = 180, p < .0005, .98 in students of level three, n = 150, p < .0005 
and .96 in students of level four, n = 120, p < .0005, with high levels of Surface acting 
associated with high levels of the customer satisfaction.  
 
For hypotheses H.1b which predicted that Deep acting is positively related to customer 
satisfaction. Regarding H.1b this result seems to be accepted for the following:  
- The relationship between Deep acting and customer satisfaction was investigated using 
Pearson product-moment correlation coefficient. Preliminary analyses were performed to 
ensure no violation of the assumptions of normality, linearity and homoscedasticity. There 
was a strong, positive correlation between the two variables, r = .93 in students of level one, 
n = 220, p < .0005. r= 1.00 in student of level two, n= 180, p=< .0005. r= .94, n = 150, p < .0005 
in students of level three, n = 150, p < .0005 and .93 in students of level four, n = 120, p < 
.0005, with high levels of deep acting associated with high levels of the customer satisfaction.  
 
For H2 a. Surface acting is negatively related to customer’s perceptions of the work 
performance of professors and teaching assistants. The results showed that:  
- The relationship between Surface acting and customer’s perceptions was investigated using 
Pearson product-moment correlation coefficient.  
- Preliminary analyses were performed to ensure no violation of the assumptions of normality, 
linearity and homoscedasticity. There was a strong, positive correlation between the two 
variables, r = .65 in students of level one, n = 220, p < .0005, r=1.00 in students of level two 
because at least one of the variables is constant n = 180, p < .0005, .81 in students of level 
three, n = 150, p < .0005 and .77 in students of level four, n = 120, p < .0005, with high levels 
of Surface acting associated with high levels of the customer’s perceptions. 
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H2 b.  Deep acting is positively related to customer’s perceptions of the work performance 
of professors and teaching assistants. The results showed that: 
 
- The relationship between Deep acting and customer’s perceptions was investigated using 
Pearson product-moment correlation coefficient.  
- Preliminary analyses were performed to ensure no violation of the assumptions of normality, 
linearity and homoscedasticity. There was a strong, positive correlation between the two 
variables, r = .73 in students of level one, n = 220, p < .0005, r=1.00 in students of level two 
because at least one of the variables is constant n = 180, p < .0005, .86 in students of level 
three, n = 150, p < .0005 and.88 in students of level four, n = 120, p < .0005, with high levels 
of Deep acting associated with high levels of the customer’s perceptions.  
 
Regression  
Step 1: Checking the Assumptions Multicollinearity  
According to (Pallant, 2011), this refers to the relationship among the independent variables. 
Multicollinearity exists when the independent variables are highly correlated (r=.9 and 
above).  
The correlations between the variables in the model are provided in the table labeled 
Correlations. The independent variables show strong positive relationship with the 
dependent variable as presented before for each student’s level.  

The results are presented in the table labeled Coefficients. Two values are given: 
Tolerance and VIF. Tolerance is an indicator of how much of the variability of the 
specified independent is not explained by the other independent variables in the model 
and is calculated using the formula 1–R squared for each variable. In this study, all 
variables are performed with the multicollinearity test and the results demonstrate the 
low inter-correlation between independent variables with all the VIF values less than 
10. 
 

Step 2: Evaluating the model  
According to (Pallant, 2011), from the Model Summary box the value given under the heading 
R Square that tells how much of the variance in the dependent variable. The Emotional labor 
is explained by the model. In this case, the value is.808 in students of level one , 1.00 in 
students of level two , .944 in students of level three and .922 in students of level four. 
Expressed as a percentage this means that our model explains 80 percent in level one, 100% 
in level two , 94% in level three and 92% in level four of the variance in Emotional labor. This 
is quite a respectable result (particularly when we compare it to some of the results that are 
reported in the journals!).  
To assess the statistical significance of the result, it is necessary to look in the table labeled 
ANOVA. This tests the null hypothesis that multiple R in the population equals 0. The model 
in this research reaches statistical significance (Sig. = .000; this really means p<.0005).  
The Sig. value of the independent sub-variable customer satisfaction 000 which is less than 
0.05, the variable is making a significant unique contribution to the prediction of the 
dependent variable in level one, level three and level four.  
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Step 3: Evaluating Each of the Independent Variables  
To know the contribution of each independent variable; the researcher used the beta values 
in the comparison. By looking down the Beta column to find which beta value is the largest 
(ignoring any negative signs out the front).  
In this study the largest beta coefficient is .934, which is for surface acting. This means that 
this variable makes the strongest unique contribution to explaining the dependent variable, 
when the variance explained by all other variables in the model is controlled for. The Beta 
value for customer satisfaction was slightly lower .523, indicating that it made less of a unique 
contribution.  
In this case the largest beta coefficient is .933, which is for surface acting in students of level 
three. This means that this variable makes the strongest unique contribution to explaining 
the dependent variable, when the variance explained by all other variables in the model is 
controlled for. The Beta value for customer satisfaction was slightly lower .523, indicating that 
it made less of a unique contribution. 

The Sig. value of the independent sub-variable customer perception 000 which is less 
than .0.05, the variable is making a significant unique contribution to the prediction of 
the dependent variable in level one, level three and level four. For models with 
dependent variable of surface and deep acting, the following variables are constants 
or have missing correlations in the students of level two: customer perception. They 
will be deleted from the analysis; therefore, Statistics cannot be computed. 
 
Conclusion 
These findings illustrate the importance of this study for higher education field, human 
resource (HR) managers, and career counsellors, as it gives insight into the relationship 
between emotional labor performance through surface and deep acting with customer 
satisfaction and customer perceptions of the work performance of professors and teaching 
assistants as performance ratings. 
 

Contribution 
This is the first paper to develop a theoretical model that describes emotional labor in higher 
Education; thus the propositions are original. 
 
Research limitations/implications  
The main limitations were linked with the source of the data as the researcher worked with a 
convenience sample and only analyzed the information provided by the customers (Students 
of 
Faculty of Business and Economics at Badr University). 
 
Second, the cross-sectional design of the study did not allow for causal inferences. As 
previously noted, it is possible that professors and teaching assistants may feel more 
emotionally exhausted if they do not see much success in their students’ learning despite 
their own teaching engagement.  
Finally, a third limitation already mentioned above is that the researcher was not able to shed 
light on the mediating processes that explain the association between professors’ emotions 
and students’ satisfaction and perception. Overall, this study underlines the importance of 
professors’ deep acting for students’ satisfaction and perception that professors’ surface 
acting symptoms are not only associated with important professor related outcomes, such as 
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health impairments or job turnover, but also with important student outcomes. This finding 
highlights the importance of professors well-being and of intervention programs (e.g., Roeser 
et al., 2013) to reduce professor stress and surface acting symptoms. 
 
Future Research 
The researcher recommends that the same questionnaire be applied to other faculties, both 
inside and outside Cairo, to explore and find better answers with respect to the relationship 
between surface and deep acting with customer satisfaction and customer perception. 
It would be also advisable to consider other fields in order to analyze these relationship and 
compare the results from another perspective. 
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