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Learning Objectives

After reading this chapter you should be able to:

●● Understand the concept of multiple intelligences.
●● Explain the difference between intelligence quotient and emotional 

 intelligence.
●● Understand the relevance of emotional intelligence for tourism and 

hospitality.

1.1 Introduction

There have been two main motivations for this book. Firstly, emotional 
 intelligence is highly relevant for service environments and service encoun-
ters, especially in the tourism and hospitality sectors. Secondly, emotional 
intelligence can be developed, learned and improved through training and 
experience (Hasson, 2017). In this section, in addition to an introduction to 
the concept of emotional intelligence in general, the relevance of emotional 
intelligence for tourism and hospitality businesses is explained.

1.2 Intelligence and Emotional Intelligence

1.2.1 Intelligence

Intelligence can be defined as the ‘aggregate or global capacity of the indi-
vidual to act purposefully, to think rationally, and to deal efficiently and 
 effectively with one’s environment’ (Weschler, 1940). Originally, the word 
intelligence came from the Latin intelligentia, which in turn is derived from 
intelligere. The Latin word intelligere combines two terms, the first being 
inter (meaning between) and the second being legere (meaning to choose). 
Hence, etymologically the origin of the term intelligence refers to knowing 
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how to choose, i.e. intelligence allows people to choose or discern the best 
options from alternatives for a given problem.

The earliest use of the word intelligence in the English language can be 
traced back to a poem (The Teares of the Muses) written by English poet 
Edmund Spenser in 1591:

A stonie coldnesse hath benumbed the sence …
And dimd with darknesse their intelligence

Spenser’s lines above suggest some sort of an understanding of the 
 engagement of the environment with the individual’s internal capacities. In 
the Oxford English Dictionary (2018) the word intelligence is listed as a 
noun meaning ‘the ability to acquire and apply knowledge and skills’. In 
basic terms, intelligence is the mental ability to reason, learn and solve prob-
lems. Intelligence integrates cognitive functions such as perception, atten-
tion, memory, language and planning (Colom et al., 2010). It influences the 
capacity or ability to learn and understand, and hence influences all dimen-
sions of human conduct (Piaget, 2005).

Although a high level of intelligence (e.g. a high intelligence quotient 
(IQ) score above 120) can be seen as a predictor of success (Sternberg et al., 
2001; Duckworth et al., 2007), there are other types of intelligence and new 
perspectives on the concept of intelligence.

1.2.2 The concept of multiple intelligences

After Thorndike (1920) proposed three types of intelligence (mechanical, 
abstract and social) there was a shift in terms of the focus of intelligence 
from the brain to other aspects of human intelligence. Later, the theory of 
multiple intelligences was developed in the 1970s by the psychologist 
Gardner (1993). According to Gardner, individuals draw on different types 
of intelligence to solve problems at work, and in their daily lives to solve 
problems relevant to their contexts and societies (Gardner, 1993, 2008). The 
nine intelligences offered by Gardner (1999) are outlined in Table 1.1.

All the intelligences described in Table 1.1 are applicable to a range of 
life endeavours. However, the first two, interpersonal and intrapersonal 
 intelligence, are especially relevant for service environments and encounters 
in tourism and hospitality. Below, the concept of emotional intelligence and 
how it relates to tourism and hospitality service encounters is explained.

1.3 Emotional Intelligence and its Relevance  
for the Tourism and Hospitality Industry

Emotional intelligence is the ability of an individual to perceive, understand, 
use and manage not only her/his emotions but also the emotions of other 
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Table 1.1. Gardner’s multiple intelligences construct. (From Gardner, 1999.)

Multiple intelligences Explanations

Interpersonal  
intelligence

The ability:
 • to understand other people’s moods, temperaments, 

motives and intentions;
 • to have empathy;
 • to recognize differences and distinctions among people;
 • to appreciate other people’s perspectives.

Intrapersonal  
intelligence

The ability:
 • to assess one’s own feelings, moods and motivations;
 • to use one’s own feelings, moods and motivations to 

guide behaviours;
 • to understand oneself;
 • to be aware of one’s weaknesses and strengths;
 • to plan efficiently and effectively to achieve personal 

goals.
Kinaesthetic intelligence The ability:

 • to control one’s body movements and to manipulate 
objects;

 • to think in movements;
 • to use one’s body in a skilled and complicated way; 

for expressive and goal-directed activities;
 • to have the sense of timing and the ability to  

coordinate whole-body movement.
Linguistic intelligence The ability:

 • to use language in an efficient and effective manner;
 • to think in words and to use language;
 • to express and understand complex meanings;
 • to be sensitive towards the meaning of words: order 

among the words, sounds, rhythms, inflections.
Logical–mathematical 

intelligence
The ability:
 • to discern logical and numerical patterns;
 • to manipulate numerical processes;
 • to think of cause-and-effect connections;
 • to understand relationships among actions, objects 

or ideas;
 • to have inductive and deductive reasoning skills;
 • to be critical and to solve problems creatively.

Musical intelligence The ability:
 • to produce and understand rhythm, pitch and timbre 

of music;
 • to think in sounds, rhythms, melodies and rhymes;
 • to recognize, create and reproduce music by using 

an instrument or voice;
 • to connect music with emotions;
 • to be critical and to solve problems creatively.

Continued
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people the individual interacts with (Salovey and Mayer, 1990; Goleman, 
1996).

Research findings demonstrate that as much as 60% of success in a wide 
variety of sectors can be attributed to emotional intelligence (Goleman, 1996; 
Wong and Law, 2002; Coetzee and Harry, 2014). An important proportion 
of people (90%) who show extraordinary success and performance appear 
to have relatively higher levels of emotional intelligence (Bradberry and 
Greaves, 2006, 2009). Senior executives believe that emotional intelligence 
is among the top ten skills for business success and will continue to be 
 important in the future (World Economic Forum, 2015). The World Economic 
Forum (2015) developed a report and identified the crucial abilities for the 
21st century. These abilities or competences included collaboration, commu-
nication, critical thinking and problem-solving, or character qualities such as 
social and cultural awareness, understanding others, curiosity and adapt-
ability. This means that 21st-century skills and abilities are very much parallel 
with emotional intelligence abilities and skills. Many studies show that the 
above skills, which are often referred to as soft skills, are, and will continue 
to be, more important than technical skills (Young, 1996; Rojas, 2014; Nikhil 
and Arthi, 2018). It is also believed that jobs requiring soft skills will be less 
 influenced by automation and artificial intelligence in the future (Cherniss, 
1999; Aydin et al., 2017; Nokelainen et al., 2018). Kolbjørnsrud et al. (2017) 

Table 1.1. Continued.

Multiple intelligences Explanations

Naturalist intelligence The ability:
 • to understand the natural world – plants, animals and 

scientific studies;
 • to recognize individuals, species and ecological 

relationships;
 • to interact effectively with living creatures and discern 

patterns of life and natural forces.
Spatial intelligence The ability:

 • to think in pictures and to perceive the visual world 
accurately in three dimensions;

 • to transform one’s perceptions;
 • to re-create aspects of one’s visual experience via 

imagination.
Spiritual intelligence The ability:

 • to perceive and manipulate a visual–spatial world;
 • to think that there is an ultimate power that  

determines people’s destiny;
 • to believe in the destiny that influences people’s 

attitudes and behaviours to achieve harmony and 
peace and God’s blessings.
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showed that sales personnel with higher levels of emotional intelligence are 
able to meet their sales targets more easily than those with lower levels of 
emotional intelligence. Moreover, employees with higher levels of emotional 
 intelligence tend to be more capable of coping with stress and burnout at 
work than those employees with lower levels of emotional intelligence 
( Hasson, 2012, 2014; Wiens, 2016).

Mayer and Salovey’s theory of emotional intelligence suggests that, 
 unlike IQ, skills of emotional intelligence can be acquired and improved 
through learning and experience (Mayer and Salovey, 1997). The basic skills 
of emotional intelligence comprise self-awareness, self-regulation, motiv-
ation, empathy and social skills. The emotional intelligence skills usually re-
ferred to as the five components of emotional intelligence are self-awareness, 
self-regulation, motivation, empathy and social skills (Goleman, 2006) (see 
Table 1.2). Based on Goleman’s components, Koc et al. (2017) developed a 
framework to show how the components of emotional intelligence relate to 
service encounters and service quality, especially in tourism and hospitality. 
This model is explained in Chapter 2 of the book.

Research shows that, in service environments, employees with higher 
levels of emotional intelligence appear to be more capable of service encoun-
ters (Min, 2011; Jung and Yoon, 2012; Kwek et al., 2014; Lee et al., 2018), 
be more capable of working with and managing teams (Wolfe and Kim, 
2013; Jung and Yoon, 2016), have higher levels of service orientation (Lee 
and Ok, 2015) and be better prepared to manage service failures (Solnet and 
Paulsen, 2006; Kralj and Solnet, 2010; Kim et al., 2012; Wang et al., 2017). 
As stated above, and as will be explained in Chapter 2, unlike IQ, people can 
develop their emotional intelligence (quotient) through training, exercise, 
practice and experience.

Table 1.2. Components of emotional ability. (From Goleman, 2006.)

Skill Explanation

Self-awareness The ability of an individual to understand her/his emotions, 
strengths, weaknesses, needs and drives, as well as their 
influence on other people

Self-regulation Having an ability to control and/or redirect disruptive  
impulses and moods and the propensity to suspend 
judgement – thinking before acting

Motivation A passion to work for reasons that go beyond money or status, with 
a propensity to pursue goals with energy and persistence

Empathy The ability to understand the emotional make-up of other 
people, with skill in treating people according to their 
emotional reactions

Social skills Proficiency in managing relationships and building networks, 
with an ability to find common ground and build rapport
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As service encounters can be strongly emotion laden and they take place in a 
social servicescape (Tombs and McColl-Kennedy, 2003), within which frequent 
and intense social interactions occur, service providers need to understand the 
emotions of customers and be able to recruit staff with  emotional abilities. 
Service employees and managers with higher levels of emotional intelligence are 
expected to not only serve and satisfy customers better but also function better 
with other employees and managers in the tourism and hospitality business.

Studies on interpersonal skills and gender show that, in general, women 
tend to have a higher level of emotional intelligence than males (Schutte et al., 
1998; Sánchez-Núñez et al., 2008; Fernández-Berrocal et al., 2012; Danguah, 
2014). A higher level of emotional intelligence in tourism and hospitality 
service environments contributes to a greater level of customer and employee 
job satisfaction (Barlow and Maul, 2000). Women tend to have greater abil-
ities regarding service quality elements (e.g. SERVQUAL – physical evidence 
(tangibles), reliability, assurance, responsiveness and empathy). For instance, 
research shows that women can be better at interpreting other people’s emo-
tional messages than men (Noller and Fitzpatrick, 1990) and dealing with 
negative stimuli in their environment (e.g. a service-failure situation) (Meyers- 
Levy and Loken, 2015). As women can also be more patient and conscien-
tious (Meyers-Levy and Loken, 2015), they may be more able to support 
reliability in service environments (Koc, 2017).

Other factors, such as social anxiety and social avoidance, may be influ-
ential in determining the service employees’ level of emotional intelligence. 
Koc’s (2018) study showed that in Turkey a significant proportion of tourism 
and hospitality students had social anxiety and social avoidance, which 
caused these individuals to refrain from social interaction and relationships.

Various factors such as the above may influence customer satisfaction. 
Customer satisfaction is closely related to customers’ emotional experience 
during the service encounters. Hence, in addition to the empathy point of 

Activity

Visit the website below to measure your emotional intelligence. Make a per-
sonal evaluation based on the outcome. Identify your strengths and weak-
nesses in terms of your emotional intelligence. Search for ways to reduce your 
weaknesses and to bank on your strengths.

http://greatergood.berkeley.edu/ei_quiz/

http://greatergood.berkeley.edu/ei_quiz/
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view, emotional intelligence relates to all other SERVQUAL dimensions (re-
liability, assurance and responsiveness), except for tangibles (Koc, 2006; 
Koc, et al., 2017). Rehnman and Herlitz (2007) found that women were 
better at remembering the appearance of people and at recollection of facial 
identity than men. This is important as customers like being recognized by 
service people (Iacobucci et al., 1995; Kang, 2008). Research also shows 
that females have a better ability to recognize facial expressions of fear and 
sadness (Nowicki and Hartigan, 1988; Chong and Ahmed, 2017). Based on 
females’ superiority in reading non-verbal cues (Hall and Matsumoto, 2004; 
Farris et al., 2008), female employees may notice customer dissatisfaction 
more easily than their male counterparts. As will be explained in the fol-
lowing chapters, understanding facial expressions and emotions is an im-
portant indicator of a higher level of emotional intelligence (Koc, 2017).

It has also been noted that females are often superior to males in terms 
of social cognition, e.g. in terms of making inferences about the beliefs,  
intentions, emotional states and potential future behaviour of other people 
(Geary, 2002). Studies have found that a positive emotional display in service 
interactions, such as smiling and showing friendliness, may increase customers’ 
purchasing and repeat purchasing behaviours (Oliver, 1993; Tsai, 2001), posi-
tive word-of-mouth communication (Tsai, 2001; Tsai and Huang, 2002; Keh 
et al., 2013) and perception of a high level of service quality (Parasuraman 
et al., 1988) in tourism and hospitality service encounters. Research findings 
show that women are more likely to display positive emotions (e.g. they smile 
more often than males) (Deutsch, 1990; Ellis, 2006; Ellis et al., 2012).

Customer dissatisfaction may have extremely negative consequences for 
tourism and hospitality businesses (Carley and Lin, 1995; Koc, 2010; Koc 
and Boz, 2014; Roschk and Gelbrich, 2014; Van Vaerenbergh et al., 2014). 
The immediate consequences of dissatisfaction may be visible, as in the case 
of a customer making a formal complaint, or not so visible, as in the case of 
the alienation of potential customers due to the negative word-of-mouth 
communication of dissatisfied customers.

It is known that while a satisfied customer may express her/his content-
ment to only four or five people on average, a dissatisfied customer may 
 express her/his discontent to as many as nine or ten people (Brown and Reingen, 
1987). This means that the damage that may be caused by a dissatisfied cus-
tomer to a tourism and hospitality business may outweigh the benefit that 
may accrue from a satisfied customer. Moreover, it is estimated that 96% of 
all dissatisfied customers switch to other providers without making a com-
plaint (Mariani, 1993; TARP, 2007). This may mean that for every complaint 
received, there could be as many as 24 silent, unhappy customers.

The above explanations show the need for a more comprehensive and 
systematic education and training of prospective tourism and hospitality 
employees on emotional intelligence. Tourism and hospitality sector busi-
nesses are increasingly demanding graduates who can undertake service 
 encounters in an efficient and effective manner.



8 E. Koc

This book is written for two groups of audiences. Firstly, it is for aca-
demics teaching tourism and hospitality programmes at universities. In line 
with the increasing importance of emotional intelligence, academics in 
tourism and hospitality programmes may wish to offer and develop a new 
elective or a compulsory course in emotional intelligence to increase the 
scope and depth of both their undergraduate and postgraduate programmes. 
Additionally, academics teaching service management, human resource 
management and service quality courses in tourism and hospitality pro-
grammes can use this book as a supplementary text to support their teaching. 
Secondly, practitioners in tourism and hospitality (e.g. marketing and human 
resource managers) can use this book to design and implement training pro-
grammes for their businesses.

As this book has been written with the above audiences in mind, chap-
ters comprise plenty of student support materials including real-life ex-
amples, case studies, links to websites, activities and discussion questions, 
recent research findings from top-tier journals and presentation slides for 
in-class use by academics and trainers.

A total of 11 prominent researchers and authors have worked dili-
gently for more than a year to bring this much-needed volume to life. The 
authors have explained the influence of emotional intelligence on various 
aspects of service encounters in tourism and hospitality and how emo-
tional intelligence as an important ability in tourism and hospitality can 
be developed. Based on the dyadic influence of emotional intelligence, i.e. 
for both the customer and employees, while some chapters have a strong 
marketing and consumer behaviour background, other chapters have a 
human resource management and organizational behaviour background. 
With these perspectives in mind, the book contains ten stand-alone chap-
ters as follows:

Chapter 1 Introduction to Emotional Intelligence in Tourism and Hospitality
Chapter 2  Emotions and Developing Emotional Intelligence in Tourism 

and Hospitality Businesses
Chapter 3 Measuring Emotional Intelligence in Tourism and Hospitality
Chapter 4 Emotional Intelligence and Service Encounters
Chapter 5  Development of Personal Expertise in Tourism and Hospitality 

Professions: Cognitive Knowledge, Personality and Learning  
Style

Chapter 6  Emotional Intelligence and its Relationship with Personality, 
Gender, Age and Culture in Tourism and Hospitality

Chapter 7 Developing Intercultural Sensitivity as an Emotional Ability
Chapter 8 Service Quality and Emotional Intelligence
Chapter 9 Service Failures, Recovery and Emotional Intelligence
Chapter 10  Mystery of Spiritual Intelligence: Predictions, Prophecies and 

Possibilities
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This introductory chapter by the editor explains the rationale for the 
book: the relevance of emotional intelligence for tourism and hospitality busi-
nesses. This chapter also presents the outline of the book. Chapter 2, written 
by  Erdogan Koc and Hakan Boz, explains how individual employees or stu-
dents as prospective employees can develop their emotional intelligence abil-
ities. In Chapter 3, authors Hakan Boz and Erdogan Koc explain how 
individuals and managers can measure the emotional abilities of themselves 
and their service staff. Tourism and hospitality encounters are based on fre-
quent and intense interactions, and these encounters may often be strongly 
emotion laden. In Chapter 4, Poh Theng Loo explains emotional intelli-
gence from the perspective of tourism and hospitality service encounters. 
Chapter 5, written by Beverley R. Wilson-Wünsch and J.N. Patrick L’Espoir 
Decosta, provides a review of the concepts of cognitive knowledge and 
learning styles and their relevance for the development of personal ex-
pertise in tourism and hospitality. In Chapter 6, David Rivera explains the 
relationship of personality, gender and culture with emotional  intelligence in 
tourism and hospitality. As tourism and hospitality service encounters are in-
creasingly becoming international and intercultural in nature, in Chapter 7 
Anna Irimiás and Mariangela Franch  explain the role and potential of intercul-
tural sensitivity from the perspective of emotional intelligence. Chapter 8, 
written by Melissa A. Baker, brings many facets of emotional intelligence to-
gether and explains the emotional intelligence and service quality relationship. 
As service encounters in tourism and hospitality are highly prone to failure 
due to the service characteristics of intangibility, heterogeneity, insepar-
ability and perishability (Koc, 2013), together with other tourism and hospi-
tality-specific features of these services, a whole chapter has been allocated to 
service failures and recovery. In this chapter, Heejung Ro and Eric D. Olson 
explain how emotional intelligence can be instrumental in recovering service 
failures. In the final chapter, Chapter 10, Atila Yüksel, a prominent tourism 
and hospitality researcher, introduces spiritual intelligence and its relevance 
for tourism and hospitality service encounters.

My wholehearted thanks go to all the contributors who have worked so 
hard to produce this exceptionally useful and original book, and to Gill 
Hasson, a prominent author, who has written many influential books on 
emotional intelligence, for writing the foreword. I hope readers will find this 
book both interesting and useful.

Questions

 1. What are the basic emotions people have? How do these emotions relate to 
service encounters, service failures and recovery?
 2. Explain the emotional intelligence abilities and their relevance for service encounters.
 3. Explain one activity for developing each emotional intelligence ability.
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Further Reading

Hasson, G. (2012) Brilliant Emotional Intelligence. Pearson, Harlow, UK.
Hasson, G. (2014) Emotional Intelligence: Managing Emotions to Make a Positive 

Impact on Your Life and Career. Wiley, Chichester, UK.
Hasson, G. (2017) Emotional Intelligence Pocketbook. Wiley, Chichester, UK.
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