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Abstract: Little research has been conducted specifically on emotional intelligence (EI) and perceived
quality of service in the hospitality industry. The main goal of this research consists of providing
empirical evidence related to EI regarding its importance in quality of hospitality service (QHS). To
do so, a hypothetical and conceptual model was tested by Partial Least Square-Structural Equation
Modeling (PLS-SEM) techniques based on a sample of 408 employees in the hospitality sector in the
region of Murcia (Spain). The findings of this work reveal the incidence that EI has on the QHS of
human capital, despite a scenario that is characterized by a high rate of talent shortage worldwide
and an increasing digitalization that could reduce human interaction. Also, implications are given so
that EI could be more deeply analyzed for EI strategy-building within organizational behavior and
human resource management areas from a practical approach, increasing engagement and preventing
the so-called quality service sabotage.

Keywords: emotional intelligence; hospitality management; quality of hospitality service; job
performance; Trait Meta-Mood Scale; SERVQUAL; PLS-SEM

1. Introduction

Emotional Intelligence (EI), as conceptualized by ref. [1], denotes the capability to
identify, comprehend, and manage one’s own emotions and those of others. This capac-
ity has garnered increasing recognition within the workplace due to its demonstrated
impact on job performance, job satisfaction, and other organizational outcomes. EI’s rel-
evance extends across various workplace outcomes, including leadership effectiveness,
decision-making processes, and interpersonal relations [2], signifying its integral role in the
professional realm.

The importance of emotional management is also an essential part of professions
with a high degree of human interaction and attention like hospitality [3,4], including not
only food and beverages but also tour guiding [5] and even the services provided in the
lodging industry [4]. This is similar to other professional services such as healthcare [6,7]
or education [8], among others.

According to one of the most accepted definitions of quality service, it is defined as the
overall excellence of a service based on the discrepancy between customers’ expectations
and perceptions [9].

However, little research has been conducted specifically on emotional intelligence (EI)
in the hospitality industry, and, specifically, on contrasting its relationship with quality
service [10].

On the one hand, EI is analyzed as a process in which customer incivility indirectly
leads to employee incivility by increasing employees’ burnout that can be mitigated with
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EI [11]. Ref. [12] suggests that this also becomes an opportunity for hospitality managers
to build competitive advantages and to differentiate a hospitality business based on hu-
man attention.

On the other hand, EI is supposed by the literature to contribute to the regulation of
the emotions of hospitality workers, affecting their job performance and satisfaction [13,14]
and also affecting the quality of hospitality service (QHS) [15,16].

Despite the apparent importance of EI in enhancing service quality and organizational
performance, the hospitality industry faces challenges such as talent shortages that could
compromise QHS [17,18]. Addressing these challenges requires a nuanced understand-
ing of how EI can be leveraged for employees to not only navigate but thrive in such
a competitive landscape. This study aims to contribute to this understanding by exam-
ining the direct effects of EI on QHS, employing the Trait Meta-Mood Scale (TMMS-24)
for EI assessment [1] and the SERVQUAL model for measuring QHS [9], through a Par-
tial Least Square-Structural Equation Modeling (PLS-SEM) approach based on data from
408 hospitality sector employees in the region of Murcia, Spain.

The findings of this work reveal the incidence that EI has on QHS, despite a scenario
that is characterized by a high rate of talent shortage worldwide and an increasing dig-
italization that could reduce human interaction. Also, implications are given so that EI
could be more deeply analyzed for EI strategy-building within organizational behavior
and human resource management areas from a practical approach, increasing engagement
and preventing the so-called quality service sabotage [19].

2. Literature Review
2.1. Socio-Labor Dimensions and EI Interrelationships

EI and socio-labor characteristics have been widely analyzed in literature research.
Ref. [20] suggests a correlation between experience, age, professional category, and specific
job positions with EI. These authors argue that managerial decisions are emotionally in-
fluenced, with leadership roles and professional status enhancing service quality through
strategic decision-making, thereby establishing a direct and significant relationship be-
tween EI and service quality. This is echoed by ref. [21], which also finds experience and
professional categories to align with EI attributes. Ref. [22] remarks on the relevance of age,
educational level, years of experience, and job tasks, asserting a correlation within the hos-
pitality sector, especially noting a positive association between non-university education,
experience, and years worked in the sector with EI.

Recent investigations delve into how age affects EI and emotional behavior in the
workplace [23], with findings indicating that emotional regulation and handling emotion-
ally challenging situations effectively develop with age [24]. Additionally, older workers
tend to adopt a more positive life outlook, potentially enhancing their job performance
and satisfaction [25]. Ref. [26] highlights the support provided by older, more experienced
hospitality workers and managers to lower-ranking, less-compensated employees, fos-
tering professional growth and service quality improvement both individually and as
a team. Ref. [5] concurs that age influences EI’s attentional capacities and the resultant
service quality.

The relationship between salary and EI has also piqued research interest. Higher
salaries may offer financial security and alleviate economic-related stress, positively affect-
ing self-efficacy and job satisfaction [27]. Yet, the precise nature of the salary–EI relationship
remains debated, calling for more targeted research designs.

Regarding gender and EI, findings are mixed. While some studies suggest women
exhibit greater emotion recognition and expression capabilities than men, others find
insufficient evidence to assert significant gender differences in EI [28]. This discussion must
consider the influence of societal gender roles and expectations on emotional expression
and management in the workplace. Refs. [15,29] note gender differences in EI and quality
outcomes, with women showing higher EI levels in their research. Similarly, refs. [7,20]
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report stronger EI development among women, potentially mitigating counterproductive
work behaviors.

Education level and work experience are also relevant factors, with higher education
possibly offering additional skills for emotional understanding and management, while
work experience promotes EI skills through real-world practice and feedback [30].

Given the nuanced interplay between EI and socio-labor characteristics (age, experi-
ence, gender, and educational background) and their collective impact on organizational
outcomes and service quality, we propose the following hypothesis:

Hypothesis 1. Socio-labor characteristics of hospitality employees are significantly interrelated
with their EI.

This hypothesis is grounded in the premise that socio-labor characteristics of hospi-
tality influence EI development and expression, which in turn affects service quality and
customer satisfaction. Understanding these dynamics allows for targeted improvements
in HR practices and service strategies, aligning with the overarching goal of elevating
hospitality experiences through enriched emotional intelligence.

2.2. EI and QHS Interrelationships

Recent studies across various sectors spotlight the role of EI in influencing job outcomes
and quality of service. Ref. [31] explored, within an Israeli public hospital framework,
the intricate relationship between EI and job outcomes, shedding light on the nuanced
ways in which EI contributes to quality of service. Similarly, a study involving 78 real
estate agents in Kosovo [32] corroborated the positive impact of EI on job performance,
highlighting its significance across diverse occupational landscapes. Ref. [33] suggests that
an individual’s EI influences organizational performance, and it becomes a crucial factor to
better guarantee quality of service.

The ability of an individual to regulate emotions and mood has especially significant
effects on job performance in the hospitality sector [34]. Ref. [35] hypothesizes the rela-
tionship of team emotional intelligence and knowledge-sharing on team performance in
several organizations. Thus, team EI could also be analyzed as an accumulative sum of
both individuals’ EI and job outcomes.

In the hospitality sector, where emotional regulation and mood management are
essential, the effects of EI on job performance become even more pronounced [34]. The
guest–host relationship during the service encounter combines several tangible and intan-
gible aspects that are related to the customers’ judgment of the service experience [10]. The
service encounter is diagnosed as being emotionally charged through discussing tourism
offerings, emotional labor performance, and tourist attributions [13]. For example, individ-
uals with advanced EI are skilled at identifying the emotions of those around them and
using this understanding to inform their behavior. Such abilities significantly improve their
chances of precisely interpreting customers’ emotional needs and adjusting their emotional
expressions to meet those needs effectively [3].

The hypothesis proposed by ref. [35] regarding the synergy between team EI and
knowledge-sharing describes the potential for collective EI to enhance team performance
across various organizations. This perspective suggests that team EI might be conceptual-
ized as the aggregate of individual members’ EI, contributing significantly to job outcomes
and, by extension, to organizational success.

Ref. [12] conducts a qualitative study on middle-level managers in UK-based tourism
and hospitality organizations revealing EI’s substantial impact on staff satisfaction, mo-
tivation, and overall business productivity. By highlighting the importance of quality
relationships among staff and the role of emotionally intelligent middle management, their
work proposes EI as a competitive advantage for organizations on QHS.

Ref. [16] suggests there is a need for hospitality organizations to measure the level
of EI among workers to foster affection toward their job and, thus, to assure a proper
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QHS standard. Despite EI and human capital being important from the supply and
demand sides, the hospitality sector is suffering from a talent shortage that could endanger
QHS [17,18]. Thus, working on EI organizational programs could become an opportunity
for fostering a higher engagement rate once an optimal hypothetical and conceptual model
can be validated.

As a result of this research landscape, our second hypothesis was formulated as follows:

Hypothesis 2. EI of hospitality employees has a significant effect on perceived QHS of customers.

This hypothesis remarks on the anticipated direct impact of EI on enhancing the
service quality within the hospitality industry, suggesting that EI’s role transcends mere in-
terpersonal effectiveness to significantly influence customer satisfaction and organizational
performance.

3. Materials and Methods

According to the main goal of this research, a hypothetical conceptual model was
tested to measure the effect of EI hospitality employees on perceived QHS by customers in
line with H2, after testing H1 (Figure 1).
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Figure 1. Conceptual framework for emotional intelligence (EI) and hospitality service (QHS).

On the one hand, to measure the EI of hospitality employees, the Trait Meta-Mood
Scale (TMMS-24) was taken as reference.

On the other hand, the perceived quality of the QHS of customers was measured
based on the so-called SERVQUAL questionnaire [9].

The Partial Least Square-Structural Equation Model (PLS-SEM) [36] was the used
methodology to test this hypothetical conceptual model. This is one of the most accepted
techniques for theory-building [36,37], as it analyzes the cause–effect relationships between
latent constructs that measure theoretical concepts through proxy variables.

This research focuses on the case study of the hospitality sector in the region of Murcia
(Spain) and includes both employees and customers regarding EI and QHS.

3.1. Sampling Process and Data Collection

Between 15th January and 30th September 2023, data were collected from a total of
47 hospitality establishments including bars, coffee shops, and restaurants located in the
region of Murcia (Spain). The typology of the establishments is mixed, including both
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hospitality chains and small and medium food places. A sample of this work includes
hospitality employees of these establishments.

Before collecting data, the owners of the establishments were contacted to validate the
purpose of the research to gain permissions and offer them practical implications once the
data were collected.

In this work, hospitality workers were included in the analysis to measure their EI.
A total of 710 questionnaires were distributed by an external data manager (DM) to be
fulfilled anonymously within a team-building campaign. The response rate was 57%; thus,
408 questionnaires were returned as valid examples.

The inclusion criteria of this sample were being a member of the staff. The exclusion
criteria consisted of having at least 1 year of experience at the company and a minimum of
20 working hours contracted.

On the other hand, the perception of quality service was measured according to the
perception of hospitality customers regarding the performance of each staff member in
these establishments. To do so, an electronic questionnaire was given to customers when
paying the bill. Each ticket had a specific code that was attributed to individuals of the
sample so that the scoring could be attributed to the corresponding staff member.

Given the difficulties of obtaining data during the initial stage, a 15% discount for
certain products was offered to respondents. Despite this measure, the response rate was
still limited. Finally, a total of 2083 valid questionnaires were obtained concerning the
perception of QHS to be attributable to each individual of the sample.

The data manager collected data once the service was provided to the customer.
All subjects gave their informed consent for inclusion before they participated in the

study. The study was conducted in accordance with the Declaration of Helsinki, and the
protocol was approved by the Ethics Committee of Catholic University of Murcia (protocol
code CE051503).

3.2. Constructs Measurement
3.2.1. Emotional Intelligence (EI)

The EI construct was measured through the Trait Meta-Mood Scale (TMMS-24) de-
signed by ref. [1]. This questionnaire evaluates the meta-knowledge of the emotional states
of hospitality employees. This scale consists of 24 items with 5 options of valuation or
conformity by means of a Likert Scale. The test is grouped into 3 dimensions: (1) emotional
attention; (2) clarity of feelings; and (3) emotional repair.

The TMMS-24 has already been used in other contexts to test EI among several collec-
tives and/or groups [38] according to age ranges or professional sectors, among others.

The socio-labor characteristics of hospitality employees in this work also includes
factors such as gender, salary, years of experience, working hours, professional category,
and establishment type in which that individual is working.

3.2.2. Perceived Quality of Hospitality Service (QHS)

The perceived quality of QHS was measured through the so-called SERVQUAL ques-
tionnaire [9]. This tool allows for measuring the QHS by means of standardized questions
and items. A Likert-type scale was used for data collection, measurement, evaluation,
and segmentation. The test discriminates between the dimensions of perception versus
expectations for measuring service in hospitality establishments, including the following:
(1) service reliability; (2) responsiveness; (3) assurance; (4) empathy; and (5) tangibles. This
questionnaire includes a total of 24 items.

The Measured Latent Marker Variable Method (MLMV) [39] was applied to address
any potential common method variance (CMV) that could exist in the collected data.
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4. Data Analysis and Results
4.1. Sample Profiles

This section presents the socio-demographic and professional profiles of the hospitality
employees who participated in our study. Table 1 shows the sample description, consisting
of 408 employees from various establishments in the region of Murcia, Spain, encompassing
a wide range of ages, education levels, years of experience, job categories, and types
of establishments.

Table 1. Hospitality employees.

N %

Gender
Male 224 55.6

Female 179 44.4
Age

18–30 180 44.1
31–45 175 42.9
46–60 49 12
>60 4 1

Education level
No degree 54 13.3
Secondary 138 34
Technical 153 37.7

University 61 15
Years of experience

<1 66 16.3
1–3 98 24.3
4–8 100 24.8
>8 140 34.7

Category
Manager 52 13

Middle management 88 22.1
Technical 146 36.6
Assistant 113 28.3

Establishment type
Bar/Coffee shop 155 39.2

Restaurant 139 35.2
Events 66 16.7
Hotel 35 8.9

Working hours
<10 h/week 45 11.1

10–20 h/week 38 9.4
20–30 h/week 43 10.6

Full time 278 68.8
Salary

<EUR 800 107 26.6
EUR 800–1100 206 51.1

EUR 1100–1400 71 17.6
>EUR 1400 19 4.7

According to a total of 408 hospitality customers (Table 1), the age ranges of the
respondents were as follows: 44.1% of the respondents were between 18 and 30 years old;
42.9% between 31 and 45; 12% between 46 and 60; and respondents of more than 60 years
old represented 1%.

According to the education level, 13.3% did not hold a degree, 34% held a secondary
degree, and 37.7% a technical one. Finally, 15% of the respondents held a university degree.

The sample was also chosen in relation to the years of experience. A total of four
categories were found: <1 year of experience (16.3%); 1–3 years (24.3%); 4–8 years (24.8%);
and more than 8 years (34.7%).
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Regarding the category of the employees in the enterprise: 13% of respondents were
managers; 22.1% were in intermediate position; 36.6% were technical; and 28.3% were
assistants.

The kind of establishment represented by respondents is divided in four groups:
bar/coffee shop (39.2%); restaurants (35.2%); events (16.7%); and hotels (8.9%).

Regarding the number of working hours, four categories were represented: <10 h/week
(11.1%); 10–20 h/week (9.4%); 20–30 h/week (10.6%); and full time (68.8%).

According to the salary range, most of the respondents earned between EUR 800 and
1100 per month (51.1%). However, other ranges were also represented: less than EUR
800 per month (26.6%); EUR 1100–1400 per month (17.6%); and more than EUR 1400 per
month (4.7%).

4.2. The Relationship between EI and SL

First, an initial correlational analysis was performed concerning EI and the socio-labor
characteristics of hospitality (Table 2).

Table 2. Correlations between EI and social and labor characteristics.

TMMS-24

Emotional Attention Clarity of Feelings Emotional Repair

Years of experience

r = 0.085
(p = 0.009)

r = 0.126
(p = 0.002)

r = 0.132
(p = 0.009)

<1
1–3
4–8
>8
Category

r = 0.185
(p = 0.440)

r = 0.145
(p = 0.026)

r = 0.115
(p = 0.028)

Manager
Middle management
Technical
Assistant
Establishment type

r = 0.185
(p = 0.692)

r = 0.244
(p = 0.676)

r = 0.197
(p = 0.268)

Bar/Coffee shop
Restaurant
Events
Hotel
Working hours

r = 0.185
(p = 0.692)

r = 0.244
(p = 0.676)

r = 0.197
(p = 0.268)

<10 h/week
10–20 h/week
20–30 h/week
Full time
Salary

r = 0.298
(p = 0.174)

r = 0.238
(p = 0.879)

r = 0.008
(p = 0.345)

<800 €
800–1.100 €
1.100–1.400 €
>1.400 €
Gender
Male r = 0.432 r = 0.384 r = 0.008
Female (p = 0.001) (p = 0.003) (p = 0.001)

EI seems to have a significant and direct relationship with the years of experience
of hospitality workers. Specifically, the emotional attention (r = 0.085), clarity of feelings
(r = 0.126), and emotional repair (r = 0.132) seem to become higher as professionals gain
years of experience. These findings could reveal that the hospitality sector tends to build EI
among workers.

Regarding the professional category of workers, emotional attention (r = 0.185) does
not seem to be a determinant for the position and responsibility of workers. However,
clarity of feelings (e = 0.145) and emotional repair (r = 0.115) tend to increase as these
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responsibilities also grow in the hospitality sector. Also, female hospitality professionals
tend to have more EI than male hospitality professionals.

On the other hand, the type of hospitality establishments, salary, and working hours
did not reveal any correlation with EI. Thus, H1 is partially supported.

4.3. The Measurement Model

According to Table 3, relationships between EI and QHS were revealed:

Table 3. Summary of results for the Measurement Model.

Latent Variable Items
Convergent Validity Internal Consistency Reliability Discriminant Validity

Outer
Loading AVE CR Cronbach’s Alpha Confidence Intervals of HTMT

Do Not Include Value 1

Emotional
Intelligence (EI)

EA1. 0.468

0.743 0.764 0.74 Yes

EA2. 0.768
EA3. 0.561
EA4. 0.668
EA5. 0.673
EA6. 0.516
EA7. 0.674
EA8. 0.516
CF1. 0.724
CF2. 0.728
CF3. 0.659
CF4. 0.675
CF5. 0.655
CF6. 0.653
CF7. 0.823
CF8. 0.454
ER1. 0.565
ER2. 0.423
ER3. 0.674
ER4. 0.654
ER5. 0.782
ER6. 0.454
ER7. 0.543
ER8. 0.761

Perceived QHS

SR1 0.719

0.892 0.852 0.804 Yes

SR2 0.746
SR3 0.754
SR4 0.637
SR5 0.732
SR6 0.706

RES1 0.454
RES2 0.532
RES3 0.485
ASS1 0.673
ASS2 0.589
ASS3 0.779
ASS4 0.626
EMP1 0.782
EMP2 0.731
EMP3 0.659
EMP4 0.675
TAN1 0.655
TAN2 0.623
TAN3 0.506
TAN4 0.674
TAN5 0.586
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Convergent validity [36] was analyzed according to outer loadings and Average
Variance Extracted (AVE). All outer loadings of the reflective constructs should be above
0.70 to confirm their belonging to their corresponding construct [40].

However, items with loads 0.40> and <0.70 were retained in the model, after checking
that the AVE and Composite Reliability (CR) did not increase [41].

The AVE values are above 0.5, which means that the construct explains more than half
of the variance of its indicators, including convergent validity [40].

Internal consistency reliability is assessed using Cronbach´s Alpha and composite
CR [23]. While Cronbach’s alpha tends to underestimate the internal consistency reliability,
the CR overestimates them; thus, it is appropriate to consider both indicators.

According to Cronbach´s Alpha, all constructs show values above 0.70 [42]. Regarding
CR, all constructs show values above 0.70, which implies that they have high levels of
internal consistency reliability.

On the other hand, no value is higher than 0.90, which means that none of the variables
measure the same aspect and, thus, there are no redundant constructs [43].

The Heterotrait–Monotrait (HTMT) ratio of correlations was used to test discriminant
validity. With all HTMT values lower than 0.85, validity is confirmed.

The results of analyzing the measurement model confirm that all evaluation criteria
are valid and that the constructs and indicators must be included in the nomogram.

4.4. Hypothesis Testing

First, the Variance Inflation Factors (VIF) of EI as predictors of QHS (H2) were exam-
ined to discard any collinearity problem with a VIF 5> [44].

To evaluate the predictive power of the proposed model, the goodness of fit of the
variables (R2) and Stone–Geisser’s criterion (Q2) were observed [45,46]. Ref. [47] established
that R2 measures of 0.67, 0.33, and 0.19 should be classified as substantial, moderate, and
weak, respectively. However, the values of R2 vary according to the complexity of the
model and the research discipline [36].

In this model, the R2 value of the endogenous construct is 0.471 for EI toward QHS.
Furthermore, since Q2 > 0 for all constructs, the model has an acceptable prediction power,
establishing the predictive importance of the endogenous construct in the model [44].

The significance of the proposed hypothesis was evaluated with a bootstrap resam-
pling technique that included 5000 resamples. Thus, none of the confidence intervals
included value 1 [36].

The p-value and t-value were used to test the hypotheses under two necessary condi-
tions: p-value being less than 0.05 and t-value being above 1.96.

The results contained in Table 4 confirm a direct and significant incidence of the EI of
employees on perceived QHS (β = 0.465, t-value = 9.845, p < 0.001). Thus, H2 is supported,
and EI becomes a direct factor on the customers’ perception about QHS. Figure 2 represents
the tested structural model.

Table 4. Model path coefficients of SEM and hypotheses test results.

Hypotheses β Influence Path Path
Coefficients t Value Results

H2 EI → QHS 0.465 *** 9.845 Supported
Note: *** p < 0.001.
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4.5. Discussion

The importance of EI on QHS was proved. Firstly, this work found direct and signifi-
cant relationships between EI and the social and labor characteristics of customers such
as years of experience, the managerial category of workers, and gender. This subsidiary
analysis makes it possible to analyze EI as a significant factor that could also be conditioned
by several factors.

Some studies suggest similar findings regarding the direct and significant effects
of EI with years of experience [21]. This is consistent with the findings of this work, as
professionals could gain EI while gaining years of experience.

Regarding variables such as gender, ref. [29] analyzes the capabilities of men and
women in terms of working performance and supervision of a wide variety of jobs, and
how these can influence clients’ perception of quality service. This work suggests that
female hospitality workers could have more EI than male workers, thus having a bigger
effect on QHS.

Other characteristics such as years of experience and the managerial category of
hospitality jobs become explaining factors of EI in this sector [21]. However, other variables
such as salary are still controversial, being direct [48] or inverse [49] to EI-building. This
work did not reveal any existing correlation regarding EI, type of hospitality establishments,
salary, age, education, or working hours.

On the other hand, regarding the tested hypothetical and conceptual model, the EI of
hospitality employees was revealed as a significant factor on perceived QHS.

This is in line with other works on EI, job performance, and quality of service.
Ref. [31] focuses on an Israeli public hospital to test the relationship between EI and

job outcomes. A direct effect was revealed between EI and the job outcomes of a total of
200 nurses in that hospital. Also, ref. [32], based on a total of 78 real estate agents in Kosovo,
proves how EI affects job performance in a direct way.

Ref. [34] is based on a sample of 166 hospitality employees and found a positive and
significant effect on job performance. However, it is also suggested that both EI and cultural
intelligence in hospitality have a direct effect on service satisfaction [8]. It implies that
individuals’ EI can enhance the better performance of an organization, but it becomes
necessary to obtain an optimal team emotional intelligence. This is consistent with the
findings of ref. [35].

According to ref. [50], the hospitality sector could be prevented from the so-called
service sabotage if corresponding EI strategies are built for human capital. Furthermore,
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engagement also becomes one of the main challenges in the hospitality sector, given its low
rate of talent retention [51].

Finally, despite EI and human capital being important in QHS, the hospitality sector
is suffering from a talent shortage that could endanger QHS [17,18]. Specifically, in the
case of Spain, there is a strong gap between demand and supply in the hospitality industry
job market. The lack of qualifications and experience of hospitality staff implies that a
significant number of jobs are filled with untrained people, thus making employment
become more precarious in this sector [52].

5. Conclusions, Practical Implications, Limitations, and Future Directions
5.1. Conclusions and Practical Implications

The main goal of this research consisted of providing empirical evidence related to the
effects of EI on QHS. To do so, a theoretical and conceptual model was tested including
by Partial Least Square-Structural Equation Modeling (PLS-SEM) techniques based on a
sample of 47 establishments, including 408 employees in the hospitality sector in the region
of Murcia (Spain).

First, a positive correlation was found between the years of experience of hospitality
workers and their EI capabilities, such as emotional attention, clarity of feelings, and
emotional repair, suggesting that EI develops with professional growth in the hospitality
sector. However, while professional category impacts EI, factors like establishment type,
salary, and working hours showed no significant correlation, leading to partial support
for H1.

The results of this work also reveal that the EI of hospitality employees has a significant
direct power on job performance and, thus, on the perceived QHS of customers. Given
the low rate of talent retention in this sector as well as the high number of jobs that are
not filled in Spain, hospitality companies should work on dignifying these professions by
building effective EI and engagement strategies, in line with H2.

First, according to the relation between high- and low-responsibility positions, a
cooperative culture could be fostered to increase team collaboration, thus increasing team
emotional intelligence and team job performance for a better QHS. As stated by ref. [53], the
construction of a friendly work environment contributes to increased work engagement. To
do so, team-building events should be organized additionally with several informal events.

Secondly, an individual’s perception of rewards and recognition should be developed
based on a corporate system that improves performance outcomes at individual and
organizational levels, as well as making staff members become an important part of the
whole. Also, unfair situations should be corrected and solved in order to prevent employees
from lack of satisfaction in their jobs. This is also consistent with the findings of ref. [39].

Thirdly, leadership programs should be developed so that optimal EI mechanisms can
be made between upper- and lower-responsibility positions regarding job performance
so that work barriers can be overcome together. A short-, medium-, and long-term goals
system could be taken as a reference to do so.

Fourthly, working conditions such as salary and working hours should be standard-
ized according to other sectors that become more competitive from an employee point
of view. Additionally, career programs and other emotional salary items could be used,
such as professional courses, holiday flexibility, corporate discounts and offers, or the
enlargement of maternity and paternity allowance, among others. This could be the only
way to overcome such a structural problem in hospitality like talent capture and retention.

5.2. Limitations and Future Studies

This study has some limitations that should be noted. First, the novelty of this work
implies that the number of applied models about EI and QHS in hospitality is limited. This
implies that the tested hypothetical and conceptual model is a pioneering one, yet can serve
as an initial theoretical output that could be sharpened with other EI and QHS models
already validated in the literature. Thus, the TMMS-24 and the SERVQUAL models are
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proxy variables to measure both EI and QHS that could be replaced with other empirically
valid references.

Secondly, according to the two subsamples of this work and data collection, some data
inconsistencies were found and treated. While reviewing the responses from employees
and customers, questionnaires with incoherent answers where discarded. However, this
fact suggests that other possible inconsistencies could exist under a false real answer that a
customer or employee could give to align with universally accepted premises and which
may not be the real perception.

Another limitation relates to the cross-sectional study, which could make predictive
power diffuse and needs to be contrasted with other case studies to continue the testing of
the model that was proved in this work.

In relation to future studies, the hypothetical and conceptual model tested should be
contrasted with other proxy variables that measure EI and QHS, as well as other cross-
sectional studies that contribute to give a holistic approach to the analyzed phenomenon.

Additionally, in the transition from traditional to smart hospitality management, the
essential part that EI brings to both the supply and demand sides should be contrasted
with the effects of artificial intelligence (AI) penetration [13].

Also, in a near future, emotionally intelligent workers could represent a new com-
petitive advantage for hospitality businesses [54,55], according to the degree of adaption
of customers to the digitalization of this sector. In that scenario, the coexistence between
humans and humanoids in a hospitality organization could make the findings of this work
differ, while QHS remains directly related to EI and human capital interaction. Thus,
business strategies should focus on making a proper transition from a traditional to a smart
hospitality business based on EI integration with artificial intelligence (AI) and with the
new business models and processes.

Finally, it could also be an important factor to contrast the role of EI and human capital
in QHS regarding the new digital era, and to know whether the perception of the customers
in the hospitality sector is transformed at the same pace that the digitalization is reaching
hospitality businesses.
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