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Abstract  

The success of industry depends on the service quality it provides for its customers. Studies 
show that employees‘ emotional labor is a crucial factor which influences service quality. 
However, past research on how the surface acting and deep acting of emotional labor 
impact staff‘s performance has demonstrated inconsistent results, which indicates a 

possible moderator variable, might exist. According to the social cognitive theory, the 
present study holds the view that personal behaviors can be influenced by both personal 
and environmental factors. Taking this notion into account, the current study is to 
investigate the moderating effect of aesthetic labor and aesthetic value combination of 
supervisor-subordinate. 

The findings of the current study suggest that in a high-level aesthetic labor context, staff 
that employ surface acting can enhance the positive impact on service quality. Those who 
employ deep acting in a high-level aesthetic labor context can also help enhance the 
positive impact on service quality. Furthermore, the high aesthetic labor and aesthetic value 
combination of supervisor-subordinate can increase the positive impact of surface acting on 
service quality. Likewise, the high aesthetic labor and aesthetic value combination of 
supervisor-subordinate can further improve the positive impact of surface acting on service 
quality. 

Keywords: emotional labor, aesthetic labor, aesthetic value, service quality 
I. Introduction 

As far as service-oriented industry is concerned, its success 
can be guaranteed by a crucial factor that is making sure its 
staff can provide top quality service since service quality 
influences customer satisfaction.  Front-line staff is essential 
to the competitiveness of an organization as they represent 
corporate image and bring the organization and its customers 
together (Brotheridge & Grandey, 2002). In the recent years, 
research on organizational behavior has focused on issues 
regarding emotional labor and emotional management of work 
roles, which has demonstrated emotional labor impact 
significantly on service quality (Barger & Grandey, 2006). 
Grandey (2000) points out that surface acting refers to the act 
of suppressing one‘s real inner feelings and at the same time 
faking an expected emotion. Deep acting, on the other hand, 
means to actually change one‘s inner emotions so as to 

express appropriate emotions. 

Nonetheless, the studies on the meta-analysis of emotional 
labor indicate inconsistent results as some suggest that the 
deep acting of emotional labor has a positive correlation with 
its impact on work performance and others, on the hand, 
demonstrate insignificant results. As for surface acting, some 

studies show it has a weak positive correlation and a negative 
correlation with its impact on work performance while others 
suggest an insignificant weak correlation (Huang, Chu, Chang 
& Kuo, 2014 ； Hülsheger & Schewe, 2011 ；
Kammeyer-Mueller, Rubenstein, Long, Odio, Buckman, 
Zhang, & Halvorsen-Ganepola, 2013). As it can be seen, the 
results of the past research on the relationship between surface 
or deep acting and employees‘ work performance are 

inconsistent. Therefore, the present study bases itself under 
the notion that a moderator variable may exist in the 
relationship between emotional labor strategies adopted by 
service staff and service quality.   

According to the representation theory of aesthetics, an 
organization creates an environment with aesthetics by 
applying aesthetic elements to service space and the process 
of service encounter in order to bring its customers a pleasant 
feeling as they are simulated by the aesthetic atmosphere. In 
this way, the customers are more likely to show 
word-of-mouth behavior and to repurchase, and have a 
positive evaluation of the overall organizational performance 
(Bloemer et al., 1999；Grandey et al, 2005). From the views of 
the social cognitive theory, factors that influence personal 
behavior include environmental reasons and also personal 
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reasons (values). The value of aesthetics refers to a person 
with aesthetic belief who strives to live an aesthetic life and 
emphasizes the importance of aesthetics. A superior‘s value is 

crucial in establishing the core value of a department 
(Giberson, Resick & Dickson, 2005). This value is also often 
regarded as essential in creating the atmosphere of a work 
environment. For a superior with aesthetic value, it is 
important to apply aesthetic elements to different service 
contexts to make customers feel the simulation of aesthetics. 
This display of aesthetics ranges from the furnishings to 
staff‘s service, making the service environment have a 

aesthetic feel. Hence, it is interesting to see how the 
compatibility of a superior‘s value and a subordinate‘s value 

can impact an employee. Based on the supplementary fit 
theory, the similarity between an employee and a work 
environment (i.e. direct manager‘s values) can help improve 

the employee‘s work performance (Muchinsky & Monahan, 

1987). Moreover, the employee would feel satisfied with the 
work environment (Taris & Feij, 2000). 

II. Literature Review 
The Moderating Effect of Aesthetic Labor 
on the Relationship between Emotional 
Labor and Service Quality  

Emotional labor means that while serving a customer the 
worker strives to adjust his/her emotions to meet the standards 
of the organization. Hochschild (1983) suggests that workers 
of emotional labor must possess the following three 
characteristics. First, the workers must be in contact with the 
public in person or through voice interaction. Next, the 
workers should be able to express appropriate emotions when 
facing the customers. Third, to a certain extent the 
organization constrains the workers emotionally through 
monitoring or setting regulations. With the development of a 
service-oriented society, an organization would usually adopt 
emotional display rules to specifically require its workers to 
show appropriate emotions while serving customers (Rafaeli 
& Sutton, 1987; Wilk & Moynihan, 2005). In this way, the 
workers would abide by the emotional display rules so as to 
meet the service quality expected by the organization. 
Henning-Thurau and colleagues (2006) define emotional 
display rules as the anticipated emotions and emotions that are 
expected to be suppressed when staffs interact with customers. 
When the staff express positive emotions, these emotions 
would lead to the positive evaluation of the service quality 
through infecting process (Grandey et al., 2005), which would 
consequently make the customers have a good impression on 
the organization and enhance the service quality. Staffs adopt 
acting strategies to create these emotional expressions which 
including surface acting and deep acting.  

The term ―aesthetics‖ refers to employing senses to 

perceive things. German philosopher, Alexander Baumgarten, 
argues that the significance of aesthetics is to discuss the 
essence of beauty and the meaning of it. It is a subdivision of 
philosophy, which concerns the understanding of beauty and 
interests, and the appreciation of art, literature and styles 
(Chao, 2002). In the past, western philosophers made inquiries 
about what beauty was. Plato once stated that ―beauty is really 

brilliant.‖ Being real means to be harmonious, balanced, and 
delightful in form. In general when we mention beauty we 
refer to the feelings of delight (Hs, 2009). While in the past 

aesthetic experience was only applied to the appreciation of 
artwork, it has now acquired a more generalized definition. It 
now stands for the personal sensory perception of beauty in 
any situation that can result in the feeling of pleasure.  

Based on Bandura‘s (1977) social cognitive theory, people, 

behavior and environment interact. Individual behavior could 
be affected by personal factors such as attitudes, behavioral 
intentions and environmental factors. Warhurts and colleagues 
(2000) present the concept of aesthetic labor. They suggest 
that ‗emotional labor‘ proposed by Hochschild (1983) merely 
emphasizes that an organization should require its employees 
to become workers who are full of positive emotions and 
overlooks employees‘ external expression during the actual 

service process. Aesthetic labor means through the concept of 
aesthetics an organization provides its customers with 
aesthetic experience during its service process. That is, the 
organization applies aesthetics to its service including how its 
staff behave, speak and dress, and its purpose is to 
demonstrate the aesthetics of service (Nickson et al., 2005).  

For staffs that employ surface acting in an organization 
where an environment of aesthetic service is created and the 
delivery of staff‘s emotions is demanded, they abide by the 

emotional display rules of the organization to keep their job 
(Grandey, 2003). Hence, they would also fulfill the 
requirement of the organizational aesthetic service. The 
organization creates an aesthetic environment, makes the 
employees wear uniform, and provides the employees with 
related training courses. By doing so, the organization hopes 
to satisfy its staff‘s need of aesthetics. When individual needs 

are satisfied, intrinsic motivation would be enhanced (Deci & 
Ryan, 1985), which would then result in higher involvement 
in work and higher service motivation. This type of behavior 
not only can increase the efficacy of the organization, but can 
also enhance staff‘s service quality and customers‘ overall 

evaluation of the organization (Grandey et al., 2005). The 
aesthetic service environment established by the organization 
is meant to provide a service encounter with aesthetic 
experience for the customers, to generate a delightful feel, and 
to result in high evaluation of the organization. For the staffs 
that adopt deep acting they think the aesthetic service and the 
service attitudes shaped by the organization aim to offer the 
customers a nice service experience. Hence, they feel content 
to work in this kind of environment. In his model of attitudes, 
intentions and behavior, Bagozzi‘s (1992) proposes that the 
employees, who have a positive evaluation on the work 
environment, would have higher work satisfaction and tend to 
stay in a positive mood at work. When the employees are in a 
positive emotional state, they are more likely to act helpful to 
the customers (George, 1991). The two proposed hypotheses 
are as follow.  

H1:Aesthetic labor would strengthen the positive 
relationship between surface acting and service quality.  

H2:Aesthetic labor would strengthen the positive 
relationship between deep acting and service quality.  

The Moderating Effect of Aesthetic Value 
Combination of Supervisor-Subordinate 
on the Relationship between Emotional 
Labor and Service Quality  

 Based on Bandura (1977), the interaction between 
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service staff and customers would influence the effect of 
service quality; however, other factors might still affect 
service quality (Schenider et al., 1998). In Liao and Chuang‘s 

study (2004), they suggest that the organizational environment 
has a direct or moderating effect on service quality. For the 
present-day hotel industry, it emphasizes the value of 
aesthetics and applies the aesthetic elements to the service 
situations. This makes the work environment filled with an 
aesthetic feel and further puts an emphasis on staff‘s display 

of aesthetic service during the service process. In this case, 
supervisors often play an important role in creating the 
atmosphere of the work environment and their personal value 
would shape the core value of the department (Giberson, 
Resick & Dickson, 2005), which would influence staff‘s 

behavior. According to the concept of Supplement fit theory, 
the interaction between personal factors and environmental 
factors means that personal behavior would be affected by the 
compatibility of personal factors and environmental factors. 

Here, the interaction between environmental factors and 
personal factors is represented by supervisors‘ personal value. 

Hence, this subsection would explore how supervisors‘ 

personal value affects staff‘s work performance. As hotel 

industry emphasizes on aesthetics, the present study departs 
from the aspect of aesthetic value combination of 
supervisor-subordinate to investigate its effects on the two 
strategies of emotional labor and service quality. That is, the 
present research attempts to examine the moderating effect of 
aesthetic value combination of supervisor-subordinate. From 
the above, the present study infers the followings.  

H3:The aesthetic value combination of 
supervisor-subordinate would strengthen the positive 
relationship between surface acting and service quality.  

H4:The aesthetic value combination of 
supervisor-subordinate would strengthen the positive 
relationship between deep acting and service quality.

III.  Research Methods 

Research Framework 

The notion of the present study is indicated in Figure 1.  

 
Sampling and Procedures 

The sampling population of this research was from the 
established tourist hotels recognized by Tourism Bureau, 
Ministry of Transportation and Communications. The 
questionnaires were distributed to the supervisors and service 
staff from the food and beverage departments of these hotels. 
In total, 50 hotels were selected and 110 
supervisor-subordinate paired-comparison questionnaires had 
been given out (including 435 staff questionnaires and 110 
supervisor questionnaires). Each supervisor is pair with 3 to 5 
staffs. In the end, the number of the valid paired 
questionnaires was 289. The valid response rate is 66.4 %. 
Among the valid questionnaires, 69.9% of the subjects are 
female. 62.6% of the subjects have a university or above 
degree. As for the age, 50.2% of them are below 25 years old. 
Finally, 51.6% of the subjects have already worked one to 
three years. 

Measures  

The present study employed questionnaire investigation to 
collect data. In order to decrease the common method 
variance (CMV) bias, two questionnaires were designed – one 
for the supervisors and the other for the service staff (Kirkman 
& Rosen, 1999). Two questionnaires must be completed to 

form a pair of valid questionnaires. In the data collection 
process, this research matched data from different sources so 
as to segregate the sources (Peng, Kao & Lin, 2006) and lower 
the effect of CMV on the results. Therefore, the service staff 
completed for sections, which were ‗emotional labor‘, staff‘s 

personal ‗aesthetic value‘, ‗aesthetic labor perception‘ and 

basic personal information. As for the supervisors, they had to 
answer two sections, which were supervisors‘ personal 

‗aesthetic value and their matching staff‘s ‗service quality‘.  

Emotional Labor  

In Grandey‘s (2003) scale of emotional labor strategies, 

emotional labor has been divided into two aspects – five 
questions about surface acting and three questions about deep 
acting. A five-point Likert scale is applied as 1 stands for 
‗never‘ and 5 stands for ‗always. The confirmatory factor 
analysis was first conducted to examine the reliability and 
validity of the scale. The results of the Cronbach‘s alpha 

analysis were .70 and .72. The factor loading of the questions 
regarding the surface acting ranged from .50 to .65. On the 
other hand, the factor loading of the deep acting questions 
ranged from .61 to .76. The composite reliability was .70 
and .74 and the average variance extracted was .32 and .48 
respectively.

Service Quality 
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Table 1. The Discriminant Analysis of Emotional Labor Acting Strategies 

Hypothesized Model Δχ
2 Δdf CFI GFI NNFI SRMR RMSEA 

Non-Restricted  .98 .97 .97 .04 .06 

Restricted 34 1 .94 .94 .92 .06 .09 

Note:1.CFI = Comparative Fit Index  2.GFI = Goodness of Fit Index  3.NNFI = Non-normed Fit Index   

4.SRMR = Standardized Root Mean Square Residual  5.RMSEA = Root Mean Square Error of Approximatio

  The Aesthetic Value Combination 
The personal value measurement proposed by Giberson and 

colleagues (2005) was employed in the present study. 
Originally, it contains ten categories of personal value, but this 
study has only adopted the six questions in the ‗aesthetic 

value measurement‘ section. A five-point Likert scale is 
applied as 1 stands for ‗very unimportant‘ and 5 stands for 

‗very important‘. The confirmatory factor analysis was first 
conducted to examine the reliability and validity of the scale. 
The result of the Cronbach‘s alpha analysis was .82. The 

factor loading of the questions ranged from .61 to .69. The 
composite reliability was .82 and the average variance 
extracted was .43. He and Wang (2004) suggest the notion ‗fit 

as moderating‘. 

  Aesthetic Labor  

Research on aesthetic labor is mainly exploratory and 
qualitative. The present research has reviewed studies related 
to aesthetic labor and organized all the questions stated in the 
previous empirical studies. Nickson and colleagues (2005) 
inquired the employers and employees in hotel industry about 
the actual practice of aesthetic labor in the organizations. 
Their questions items were modified and in the end 11 
aesthetic labor questions were used in the present study. A 
five-point Likert scale is applied as 1 stands for ‗strongly 

disagree‘ and 5 stands for ‗strongly agree‘. The result of the 
Cronbach‘s alpha analysis was .89. As this scale was formed 

after the review of the literature, an exploratory factor analysis 
was first used to understand the factor loading of the questions. 
The factor loading of the questions ranged from .49 to .83, 
which meets the standard value of .30 or above (Hair, 
Anderson, Tatham & Black, 1998). Next, the confirmatory 
factor analysis was then conducted to examine the reliability 
and validity of the scale. The composite reliability was .89 
and the average variance extracted was .45. 

  Service Quality 

Hui and colleagues‘ (2003) staff service quality scale was 

adopted, which included nine questions regarding internal 
customer service and seven questions about external customer 
service. A five-point Likert scale is applied as 1 stands for 
‗strongly disagree‘ and 5 stands for ‗strongly agree‘. The 
result of the Cronbach‘s alpha analysis was .91. The factor 
loading of the questions ranged from .50 to .72. The 
composite reliability was .91 and the average variance 
extracted was .40. 

  Control Variables 

In order to control the possible moderators of other 
variables, the service-related literature was reviewed. As can 

be seen, studies usually regard sex, age, education, and years 
of work experience as control variables. Hence, in the present 
study sex, age, education, and years of work experience were 
the control variables so as to avoid possible moderating 
effects. 

  The Confirmatory Factor Analysis 

Data was submitted to LISREL to conduct the confirmatory 
factor analyses of the variables, including surface acting, deep 
acting, aesthetic labor perception, aesthetic value and service 
quality. The results revealed that the goodness of fit index was 
up the standard as CFI = .95, NFI = .91, SRMR = .07 and 
RMSEA = .07 

  Data Analysis 

After the data collection, data were submitted to SPSS and 
LISREL. First, the reliability analysis and the confirmatory 
factor analysis were carried out. Next, the hierarchical 
regression analysis was conducted to verify the hypotheses. 

IV. Results and Discussion 

Research has shown inconsistent results of the relationship 
between staff‘s emotional labor and work performance, and 
has suggested that the situational factor could be the 
moderating variable. Therefore, the present study, from the 
aesthetic perspective, attempts to investigate whether the 
situation of aesthetic labor and aesthetic value could be the 
moderating variable between emotional labor and service 
quality. The results of this study have found that staff‘s 

perception of aesthetic labor and aesthetic value combination 
of supervisor-subordinate are the important variables that 
moderates with the effect of emotional labor on service quality. 
The findings of the present study are listed below. 

With high aesthetic labor, surface acting 
would increase the positive effect of the 
service quality.  

Researchers suggest that staff often employ surface acting 
and abide by the organizational requirements of emotional 
expression so as to keep their jobs, not because they sincerely 
would like to help the customers (Grandey, 2003). Compared 
with the staffs that employ deep acting, it is not certain that 
they could provide good service quality. When an 
organization added aesthetic elements to its work environment, 
such as the aesthetics of work space and the provision of 
aesthetic service courses, this would satisfy the staff‘s pursuit 

of aesthetics and consequently enhance their intrinsic 
motivation (Deci & Ryan, 1985). Hence, when employees are 
content with their work environment, their intrinsic 
motivation would be increased and they would feel satisfied 
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with their work environment, which would then result in their 
higher involvement in work and higher service motivation. 

With high aesthetic labor, deep acting 
would increase the positive effect of the 
service quality. 

Employees, who adopt deep acting, have a friendly and 
assiduous personality (Diefendorff et al., 2005). They would 
consider customers‘ needs from within and express sincere 

emotions. Employees‘ deep acting is an extra role behavior in 

the service encounter. This concept is similar to that of 
organizational citizenship behavior. These employees would 
take the initiative to understand customers‘ needs and help 

them solve their problems, which surpasses the service quality 
required by the organization. When an organization puts 
emphasis on aesthetic service, it would design related service 
training for its staff to realize the aesthetics of its service, and 
would adopt related regulations to make its staff have the 
aesthetic quality. These employees tend to demonstrate 
prosocial behavior, which could lead to higher satisfaction of 
the customers and the service quality (Bagozzi, 1992；Payne 
& Webber, 2006). Furthermore, staffs with high work 
satisfaction are more likely to generate positive mood and 
emotions at work, and consequently they are more likely to 
act helpful to the customers (George, 1991). 

When the Aesthetic Value Combination 
of Supervisor-Subordinate is High, 
Surface Acting’s positive Relationship 
with the Service Quality Could be 
Enhanced.  

A high aesthetic value combination of the employees, who 
adopt surface acting and their supervisors, could improve 
service quality. Staff often employ surface acting and abide by 
the organizational service requirements so as to keep their 
jobs. Recently, hotel industry has put a great emphasis on 
aesthetic service as the building of an aesthetic environment 
and the provision of relative aesthetic training and regulations 
have been the focuses. According to the framework of the 
value theory, one‘s value determines his/her behavior, 

attitudes and motivation (Meglino & Ravlin, 1998).  

  From the perspective of supplementary fit theory, having 
similar or the same characteristics to the work environment 
could help enhance employees‘ work performance 

(Muchinsky & Monahan, 1987), and would make the 
employees feel satisfied with and committed to the work 
environment (Cable & Judge, 1996). Research has shown that 
when an employee‘s value is compatible with the supervisor, 

the work satisfaction and commitment of the employee would 
be higher (Meglino, Ravlin & Adkins, 1989). 

When the Aesthetic Value Combination 
of Supervisor-Subordinate is High, Deep 
Acting’s Positive Relationship with the 
Service Quality could be Enhanced. 

A high aesthetic value combination of the employees, who 
adopt deep acting and their supervisors, could improve service 
quality. Different from the surface acting employees, who 

abide by the organizational service requirements so as to keep 
their jobs, deep acting employees do not merely comply with 
the internal regulations of the organization during the service 
encounter. This not only surpasses the organizational 
requirements, but also increase the efficacy of the 
organization; as a result, the service quality and the overall 
evaluation of the organization would be improved (Grandey, 
Fisk & Steiner, 2005). In the past years, hotel industry has put 
a great emphasis on aesthetic service as the building of an 
aesthetic environment and the provision of relative aesthetic 
training and regulations have been focused.  

V. Managerial Implications, Limitations 
and Future Studies 
1. Managerial Implications  

Hotel Industry should strengthen aesthetic labor. As the 
current social environment is service-oriented, service quality 
is the key factor that influences the competitive advantage of 
an organization (Jayasundara et al., 2009). The present study 
has shown that the friendly and warm attitude of the service 
staff is beneficial to the enhancement of the service quality. It 
would make the customers have the aesthetic experience 
during the service encounter, which would result in positive 
evaluation of the organizational service (Bloemer et al., 1999). 
An organization incorporates aesthetic perspectives into its 
service environment to equip itself with competitiveness. The 
organization could teach its staff to deliver aesthetic service 
through pre-employment training courses such as deportment, 
professional hairstyle or make-up, etc. Besides, hotel industry 
could utilize its signature brand to form a specialized internal 
lecturer team and organize a complete aesthetic program to 
pass on the skills of aesthetic service.  

Also, the present study suggests that it is crucial for the 
employees to have aesthetic value. As personal could be 
fostered through environment, a company could make its 
employees understand its emphasis on aesthetics through 
pre-employment training and job training programs. In 
addition, it could organize aesthetics-related courses to raise 
its employees‘ attention to aesthetics. Based on Maslow‘s 

hierarchy of needs, every individual has the need to pursue 
aesthetics. Whether or not a supervisor has aesthetic value is 
also important. Therefore, an organization must put emphasis 
on the training of aesthetic value for its supervisors. In this 
way, the aesthetic value could be conveyed and gradually 
establish the aesthetic value among the staff. 

2. Limitations and Future Studies 
This research inevitably involves certain limitations that 

should be acknowledged. First, the sampling of the present 
study is confined to the service staff and supervisors of the 
hotel industry. Therefore, the findings might not be applied to 
other staff in other industry. This study has decided to focus 
on single industry is to control the differences between 
industry (Seger, Inceoglu, Vloeberghs, Battram & Henderickx, 
2008). Future research could investigate how the application 
of aesthetics can be applied to other industry to understand its 
effects. Next, the staff‘s service quality in the present research 

was evaluated by the supervisors to avoid common method 
variance. Finally, the present study has investigated the 
moderating effects of the situations of the organizational 
aesthetic labor and the aesthetic value combination of 
supervisor-subordinate on emotional labor and service quality. 
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However, more aesthetics-related variables could be examined in the future. 
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