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ABSTRACT
The goal of the study was to understand how consumers use

their intrinsic resources in situations of service failures. Specifi-
cally, we examined how consumers applied their Emotional Intel-
ligence (EI) to deal with negative emotions when facing service
failures with varying degrees of recovery, to implement their
copying strategies and to engage in negative word-of-mouth. We
also assessed idiosyncratic effects of the four EI dimensions.
Overall, consumer EI played a critical role in managing negative
emotions and activating relevant coping strategies but EI dimen-
sions exhibited some antagonistic effects. Recovery efforts by a
service provider moderated some EI effects.

INTRODUCTION
Research has established importance of emotions in market-

ing and consumer decision making (Luce 1998, Nyer 1997, Pham
1998, Ruth 2001); however, the question of how consumers man-
age and use their emotional capabilities in their everyday consump-
tion remains unanswered. The notion that customers are able to
harness and draw on emotions as a resource is based on the
assumption that emotions can be understood and managed. Emo-
tions are merely one element of an individual’s psychological
resources that are instrumentally applied in a range of circum-
stances (Averill et al. 1994). Mayer and Salovey (1997) refer to this
ability as emotional intelligence (EI), i.e., one’s ability to skillfully
use emotional information to solve problems and reach desired
outcomes.

What makes EI of a particular importance to consumer behav-
ior is that it corresponds to a mental process involved in the
recognition, use, understanding and management of one’s emo-
tional states to solve problems and regulate behaviors (Mayer and
Salovey 1997). Understanding consumer employment of emo-
tional resources can assist marketers in better serving customers
and in predicting their consumption choices and behaviors. Even
though this construct has been widely applied in interpersonal
conflict situations (e.g. work productivity, intimate relationships,
education and health), only a few studies of buyer-seller interac-
tions that focus solely on customer-oriented selling (Manna and
Smith 2004, Rozell et al. 2004) and service provider competency
(Bardzil and Slaski 2003, Kernbach and Schutte 2005) have exam-
ined it; however, none of these takes the perspective of customers.
A recent study by Kidwell, Hardesty and Childers (2008) applies
the construct of EI to consumer decision making and calls for more
extensive research on EI across multiple consumption contexts,
including coping with negative emotions.

The goal of the present study is to examine the role of
consumer EI in situations of service failures where negative emo-
tions are inevitably evoked and consumers are forced to cope with
them. Several factors make service failures an attractive context for
the study. First, service failure is an unavoidable occurrence in
service encounters. Second, in an attempt to gain a deeper under-
standing of the service failure process the emphasis of research has
been recently directed toward examining the role of customers in
unfavorable service incidents. The way customers manage and
express their emotions, cope with stress and evaluate recovery
outcomes requires researchers to develop a richer, more fine-
grained understanding of the role of consumer personality in the
service encounter. Third, understanding the role of consumer EI in

service failures can help providers mitigate negative consequences
of such failures and potentially re-establish positive relationships
with customers.

Our second goal is to understand consumer processes of
coping with event-induced stress, a realm that has largely been
neglected in consumer research. Recent research in this area has
focused on development of coping scales (Duhachek 2005) and
conceptual framework (Moschis 2007); however little research has
empirically tested antecedents or outcomes of the coping process.
In this paper, we investigate effects of consumer EI on coping and
negative word-of-mouth. Our third goal is to explore individual
effects of EI dimensions in service failures. Although these dimen-
sions typically form a composite EI construct, their individual
effects on consumer behavior in certain contexts may diverge and
therefore it is crucial to understand how they impact the overall
consumption process (Kidwell, Hardesty and Childers, 2008). We
address a gap in consumer research by devising and empirically
testing a framework that captures consumers’ emotional states
under stressful conditions of various degrees.

THEORETICAL PERSPECTIVES

Emotional Intelligence and Negative Emotions
Emotional intelligence has evoked a great deal of interest with

its further theoretical and empirical developments in psychology,
education, clinical settings (Petrides et al. 2007), and management
(Jordan et al. 2002). Although the concept is not new, it has gained
popular interest with the release of Goleman’s bestseller (1996) in
which he argues that emotions and intelligence do not belong to
separate domains and that any fundamental distinction between the
two is arbitrary. The intersection of emotional and cognitive pro-
cesses implies that people posses “the ability to perceive accurately,
appraise and express emotion; the ability to access and/or generate
feelings when they facilitate thought; the ability to understand
emotion and emotional knowledge; and the ability to regulate
emotions to promote emotional and intellectual growth” (Mayer
and Salovey 1997, 35). This mental ability is captured by the EI
concept, which differentiates it from other so-called mixed models
of EI (e.g., Bar-On 1997, Cooper and Sawaf 1997, Goleman 1996)
that combine mental abilities with a variety of characteristics, such
as motivation, states of consciousness and social activity (Mayer et
al. 2000).

Ability models of EI claim that four distinct processes define
the construct: perceiving, facilitating, understanding and managing
emotions (Salovey et al. 1999). The first three processes are quite
abstract (Kidwell et al. 2008). Perceiving refers to consumer
emotional appraisal and expression; facilitating refers to consumer
ability to access, generate and use emotions to facilitate problem
solving and thinking; and understanding involves consumer ability
to analyze and comprehend emotions. Managing is the least ab-
stract dimension that refers to consumer emotional regulation to
achieve desired outcomes. Because of varying degrees of abstract-
ness, these individual dimensions are likely to exhibit differentiat-
ing effects on consumption and its outcomes across specific con-
texts.

Even though service recovery efforts have been shown to
impact customer behavioral responses to a service failure (Wirtz
and Mattila 2004), the role of EI in managing service failures
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remains unexplored. In circumstances of a service failure, the
disparity between customer expectations and perceived delivery of
service inevitably creates negative emotions (Kelley and Davis
1994, Smith and Bolton 2002). Consumers EI is likely to minimize
this negativity. Salovey et al. (1999) suggest that EI is used to
rebound from negative feelings and to repair damage created by
negative moods. Those with high levels of EI are not only attentive
to their emotions but have the ability to gain emotional clarity;
hence, demonstrate better coping with negative events and are less
likely to engage in a prolonged ruminative process. When service
providers minimize emotional damage of a service failure by
engaging in recovery efforts with a maximum of excellence, effects
of EI are likely to be stronger. We predict:

H1a: Consumer EI decreases negative emotions elicited by a
service failure.

H1b: Effects of consumer EI on negative emotions are mod-
erated by service recovery efforts: negative effects of EI
are stronger when excellent recovery efforts are made.

Because of limited research on individual EI dimensions, we ask:

RQ1: Which EI dimensions decrease negative emotions elic-
ited by a service failure?

Emotional Intelligence and Coping
Coping in the psychological literature is defined as an indi-

vidual response mechanism that involves “the constant changing of
cognitive and behavioral efforts to manage specific external and/or
internal demands that are appraised as taxing or exceeding the
resources of the person” (Lazarus and Folkman 1984, 141). This
suggests that, when faced with negative consumption-related ten-
sions, customers respond by engaging in coping strategies to
regulate their emotions and adjust their cognitive and behavioral
dispositions in order to better cope with the stressful environment
(Nyer 1997, Luce 1998, Yi and Baumgartner 2004).

Coping encompasses a myriad of thoughts, emotions and
behaviors that present a challenge to capture and classify in a
meaningful typology (Folkman and Moskowitz 2004). The manner
of coping is situation-specific and multidimensional. One of the
main approaches to coping stems from earlier work by Folkman and
Lazarus (1980), which distinguishes problem-focused (managing
the problem) and emotion-focused (managing elicited emotions)
coping. In the consumption context, Yi and Baumgartner (2004)
developed a typology of eight coping strategies and mapped them
against these two strategies. Although the two coping strategies are
commonly conceptualized at opposite ends of a spectrum, research-
ers have argued that they should be treated as complementary rather
than contrasting (Lazarus 1996).

In contrast, Duhachek (2005) proposed a more universal scale
of coping, which can be used in a range of stressful consumption
episodes. This scale consists of three dimensions: active coping,
expressive coping and avoidance/denial that, in turn, capture eight
constructs of coping. The “active” dimension resembles the prob-
lem-focused coping and captures the idea of consumer employment
of resources to deal with the problem at hand. The “expressive”
dimension resembles the emotion-focused coping but captures the
idea of consumers’ support seeking behaviors to deal with negative
emotions and stress. The “avoidance/denial” dimension reflects an
alternative way of coping that is more related to problem dismissal
rather than problem solving.

Research that examines the impact of EI on coping is not
particularly advanced (Zeidner et al. 2006). Rozell et al. (2004)
highlight the fact that emotionally intelligent individuals are more

aware of their own feelings as well as the feelings of others, better
able to identify emotions and communicate emotions when appro-
priate. Salovey and Mayer (1990) also suggest that through EI
customers can regulate their own emotions by maintaining positive
moods and relieving negative affective states. As Zeidner and
Roberts (2002) note, an emotionally intelligent person is not just
successfully adapted but adaptable, in the sense of being competent
to deal with new challenges (p. 26). Given this adaptability, we
expect consumer EI to increase consumer engagement in more
approach-oriented coping styles (active and expressive coping) but
do not relate to more passive avoidance/denial coping. We hypoth-
esize and posit:

H2: Consumer EI has a positive effect on consumer engage-
ment in “active” and “expressive” coping but is not
associated with “avoidance/denial” coping.

RQ2: Which EI dimensions impact a) “active”, b) “expres-
sive” and c) “avoidance/denial” coping?

Emotional Intelligence and Word-of-Mouth
Word-of- mouth is a complex outcome of a service encounter.

On the one hand, a positive word-of-mouth is a desired outcome for
any service provider as it ameliorates efforts of an organization in
promoting its service or products. On the other hand, word-of-
mouth is to some degree an extension of the coping process,
particularly in negative incidents. Engaging in repeated conversa-
tions about one’s own experience with a service provider helps
consumers organize and better understand their own thoughts and
emotions. By using language to disclose their inner psychological
state, customers who experience a service failure are likely to see a
negative experience in a more coherent way, i.e., to position it more
meaningfully in their world (Salovey et al. 1999). Furthermore, the
theory of stress and coping states that successful coping assumes
that individuals are open to their emotional experiences and EI
plays a central role in how these emotional experiences are framed.
Specifically, individuals who use “balance in emotion words (mod-
erate amount of negative words accompanied by a greater amount
of positive emotion words)” (Salovey et al. 1999, 155) when
disclosing their negative incidents exhibit less distress and cope
more effectively overall.

Past consumer research found consumption emotions to be
significant predictors of complaining and both positive and nega-
tive word-of-mouth (Nyer 1997, Westbrook 1987). Although it can
be speculated that the majority of consumers recognize that service
failures are inevitable, we expect that customers with higher EI are
more likely to arrive at this reasoning due to higher emotional
control and more successful coping; thus, they are less likely to
engage in negative word-of mouth as compared to those with lower
EI. Given that consumer EI is a personality variable that impacts
both emotional reactions to a service failure and coping strategies,
its effects on the service outcome (word-of-mouth) are likely to be
mediated by the salience of emotional reactions and customer
engagement in coping. We predict and posit:

H3a: Consumer EI decreases negative word-of-month in
circumstances of service failure.

H3b: Effects of EI on negative word-of-mouth are mediated
by negative emotions elicited by a service failure and
consumer active and expressive coping.

RQ3: Which EI dimensions impact consumer negative word-
of-mouth?
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METHOD

Design
To ensure variability of negative emotional reactions to a

service failure, we manipulated recovery efforts expressed by
service providers to a service failure in our scenario-based design.
The use of scenarios avoids the expense and ethical consideration
associated with observing or enacting an actual service failure
while avoiding the response bias due to memory lapses and
rationalization likely to be present in recall-based surveys
(McCollough et al. 2000) and is frequently employed in service
failure studies (Bitner 1990). The service failure context was a hotel
reservation for a summer vacation trip to a foreign country. In all
scenarios, participants experienced a double booking on their
reservation. Next, participants either did not receive any room from
the hotel staff (poor recovery), received the only vacant room
available of smaller size and lower price (weak recovery) or got an
upgrade to a suite at the initial price (excellent recovery). After
reading the scenario, participants reported their levels of emotional
responses to the service failure. Next, they completed questions
regarding their coping styles and word-of-mouth. Participants were
also asked basic demographic and EI questions.

Sample
Our sample was recruited by a marketing research firm from

their existing customer database. Within a week, we collected 655
responses (poor recovery: n=251; weak recovery: n=251; excellent
recovery n=153). The sample of respondents was composed of 327
(50%) men and 328 (50%) women, ranging in age from 18 to 79
(M=48.77, SD= 14.46). In terms of education, 50.8% of respon-
dents had a college degree or higher, while 49.2% had a high school
diploma or less. ANOVA tests did not indicate any significant
differences among participants in relation to their gender
(F(2;653)=1.52, p>.05), age (F(2;653)=1.48, p>.05), and education
(F(2;653)=1.94, p>.05) composition across the three conditions.

Measures
All measures employed seven-point scales. Based on past

research (Jordan et al. 2002, Mayer et al. 2003, Kidwell et al. 2008,
Schutte et al. 1998), we adapted 16 items of CEIS to the context of
service failures that tapped into four distinct dimensions of EI:
perceiving (3 items, α =.76, M=5.26, SD=.84), facilitating (5 items,

α=.81, M=5.04, SD=.84), understanding (3 items, α=.80, M=4.40,
SD=1.08) and managing (5 items, α=.82, M=2.78, SD= .69).
Pearson correlation coefficients between dimensions were in the
.29-.51 range. We also averaged all items to derive a composite
measure of EI (α=.88, M=4.37, SD= .64). To measure consumer
coping, we adapted Duhachek’s (2005) three-dimensional eight-
factor coping style scale comprised of 32 items. The three coping
styles in our study were “active” coping (16 items, α=.93, M=5.20,
SD= .87), “expressive” coping (13 items, α=.88, M=4.44, SD= .94)
and “denial” (3 items, α=.86, M=2.46, SD= 1.21). To measure
consumer negative emotional reactions to a service failure, we
asked participants how strongly they felt six emotions: anger,
frustration, anxiety, threat, fear and worry after their exposure to a
given scenario. EFA resulted in a uni-dimensional resolution ex-
plaining 69% of variance (α=.91, M=4.01, SD= 1.47). We asked
two questions (reverse-coded from Maxham and Netemeyer 2002)
to measure negative word-of-mouth (α=.96, M=2.83, SD= 1.84).
We coded manipulation of recovery efforts as 1=poor, 2=weak and
3=excellent.

RESULTS

Manipulation Check
To assess effectiveness of our manipulation of recovery ef-

forts, we used ANOVA to compare participants’ means across
recovery conditions. Consistent with our manipulation, partici-
pants experienced the weakest negative emotional response when
facing excellent recovery efforts and the highest negative emo-
tional response when facing poor recovery efforts. Participants also
expressed highest levels of all types of coping (active, expressive
and denial) and lowest negative WOM when facing excellent
recovery efforts. ANOVA did not reveal any significant differences
among participants on their composite EI or any of its dimensions
across the three conditions (see Table 1 for means and F-tests).

Analyses
To test our hypotheses and answer research questions, we used

simultaneous and hierarchical multiple regression analyses. Our
first set of hypotheses and a research question related to effects of
EI on the negative emotional response elicited by a service failure
(see Tables 2 and 3). As predicted in H1a, consumer EI decreased
consumer negative emotional response (β= -.12). As predicted in

TABLE 1
Means and ANOVA F-test by Recovery Conditions

Poor Recovery Weak Recovery Excellent Recovery F-test

Negative Emotions 4.78 3.85 3.03 89.69***

Active Coping 5.10a 5.19a 5.40 6.16**

Expressive Coping 4.13 4.41 4.66 16.27***

Denial Coping 2.30 b 2.43 b 2.78 7.76***

Negative WOM 6.15 5.43 3.14 218.52***

Composite EI 4.36 4.35 4.42 .56 n.s.
EI: Perceiving 5.21 5.24 5.35 1.35 n.s.
EI: Managing 2.80 2.77 2.76 .15 n.s.
EI: Understanding 4.36 4.39 4.47 .46 n.s.
EI: Facilitating 5.07 4.99 5.08 .83 n.s.

Note: identical letter superscripts indicate no significant differences in the means on a given variable. ** differences are significant
at p<.01, *** differences are significant at p<.001.
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H1b, the interaction term of EI with recovery efforts was also
significant (β= -.32). Specifically, EI had a strong negative effect on
consumer emotional reaction when recovery efforts were excellent
(β= -.21, p <.01); but this effect was only marginally significant in
the weak and poor recovery conditions (β= -.08 and β= -.10, p <.10).
In response to our RQ1, regression analysis indicated that only the
managing dimension of EI had a significant negative effect on
consumer emotional response (β= -.18). Similarly, the interaction
between recovery efforts and the managing dimension was signifi-
cant (β= -.28). The managing dimension of EI had the strongest
negative effect when excellent recovery efforts were made (β= -.30,
p <.001), followed by weak (β= -.20, p <.001), and poor (β= -.12,
p <.10) recovery.

Our H2 and RQ2 discussed effects of EI on consumer coping.
We used hierarchical regression analysis where consumer emo-
tional response and recovery efforts were entered at step 1 as
controls and consumer EI (model 2a) or its dimensions (model 2b)
were entered at step 2. As predicted, consumer EI significantly
increased “active” coping (β=.43) and “expressive” coping (β=.19)
but had no significant effect on “denial” (β= -.02). Interestingly,
consumer negative emotional response had a significant negative
effect (β= -.18) on “active” coping but a positive effect (β=.49) on
“expressive” coping. Excellence in recovery efforts had a signifi-
cant positive effect on “denial” (β=.11). Effects of all interactions
were not significant (p>.10) and were consequently omitted (see
Table 4, model 2a). Next, we examined effects of the four EI
dimensions on consumer coping. Three EI dimensions had signifi-

cant positive effects on “active” coping: facilitating (β=.30), per-
ceiving (β=.21), and managing (β=.10). Two dimensions had
significant positive effects on “expressive” coping: facilitating
(β=.14) and understanding (β=.10). In relation to “denial” coping,
we found antagonistic effects of the two EI dimensions. On the one
hand, perceiving emotions had a significant negative effect on
“denial” (β= -.24). On the other hand, managing emotions had a
significant positive effect on “denial” (β=.12). Understanding
emotions also increased denial coping (β=.09). All interaction
effects were not significant (p>.05) (see Table 4, model 2b).

Finally, we examined effects of EI on consumer negative
word-of-mouth. Consistent with H3a, the effect of EI was negative
and significant in a bivariate regression (F(1;654)=10.56, p<.01, β=
-.13). However, this effect became non-significant when consumer
coping, emotional response and recovery efforts were entered into
the hierarchical regression model. Both “active” coping (β= -.12)
and “denial” (β= -.20) decreased negative WOM, whereas “expres-
sive” coping increased it (β= .08). Excellence in recovery efforts
had a negative effect (β= -.46) and negative emotional response had
a positive effect (β=.18) on the word-of-mouth (see Table 5, model
2a). Interaction effects were non-significant (p >.05). Consistent
with Baron and Kenny’s (1986) mediation steps, 1) EI had signifi-
cant effects on the negative emotional response, active and expres-
sive coping 2) consumer emotional response, active and expressive
coping had significant effects on the word-of-mouth, and 3) the
effect of EI on the word-of-mouth became non-significant with the
three mediators in the regression. Thus, effects of EI on consumer

TABLE 2
Regression Analysis on Negative Emotional Response with Composite EI

Variable Model 1 Model 2

β t-value β t-value

Recovery Efforts -.46 -13.37*** -.07 -.69
Composite EI -.12 -3.65** -.10 -3.65**

Recovery Efforts x EI -.32 2.62**

R2 .22 .23
F 93.99*** 63.22***

TABLE 3
Regression Analysis on Negative Emotional Response with EI Dimensions

Variable Model 1 Model 2

β t-value β t-value

Recovery Efforts -.47 -13.68*** -.47 -13.68***

EI: Perceiving .01 .31 .01 .31
EI: Managing -.18 -4.63*** -.18 -4.63***

EI: Understanding .01 .29 .01 .29
EI: Facilitating .01 .21 .01 .21
Recovery Efforts x Perceiving .01 .03
Recovery Efforts x Managing -.28 -1.99*

Recovery Efforts x Understanding -.12 -.71
Recovery Efforts x Facilitating -.17 -1.62
R2 .24 .25
F 41.83*** 23.95***



308 / Consumer Response to Service Failures: The Role of Emotional Intelligence and Coping

TABLE 4
Regression Analyses on Consumer Coping

Active Coping

Model 1 Model 2a Model 2b
Variable

β t-value β t-value

Step 1
Recovery Efforts .05 1.08 .06 1.48 .06 1.60
Emotional Response -.18 -4.25*** -.13 -3.42** -.13 -3.48**

Step 2a
Composite EI .43 12.39***

Step 2b
EI: Perceiving .21 4.99***

EI: Managing .10 2.30***

EI: Understanding -.03 -.64
EI: Facilitating .30 7.40***

R2 .04 .23 .27
F 14.96*** 63.45*** 40.54***

Expressive Coping

Model 1 Model 2a Model 2b
Variable

β t-value β t-value β t-value

Step 1
Recovery Efforts -.01 .23 .01 .36 .00 .07
Emotional Response .49 12.64*** .51 13.42*** .49 12.64***

Step 2a
Composite EI .19 5.52***

Step 2b
EI: Perceiving .08 1.87
EI: Managing -.06 -1.56
EI: Understanding .10 1.99*

EI: Facilitating .14 3.51***

R2 .24 .27 .28
F 100.05*** 79.88*** 42.21***

Denial Coping

Model 1 Model 2a Model 2b
Variable

β t-value β t-value β t-value

Step 1
Recovery Efforts .11 2.55* .11 2.54* .13 3.05***

Emotional Response -.07 -1.68 -.08 -1.72 -.06 -1.51

Step 2a
Composite EI -.02 -.46

Step 2b
EI: Perceiving -.24 -5.04***

EI: Managing .12 2.78***

EI: Understanding .09 2.00*

EI: Facilitating .03 .63
R2 .03 .03 .07
F 8.49*** 5.73** 7.90***
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negative word-of-mouth were fully mediated by consumer “active”
and “expressive” coping and their negative emotional responses to
a service failure. Hypothesis 3b was supported. A similar pattern of
results was observed for the two EI dimensions: managing and
understanding emotions. Although initially they had significant
negative effects on the word-of-mouth (β= -.10 and β= -.12 corre-
spondingly, p <.05), these effects became fully-mediated in a
hierarchical model (see Table 5, model 2b). Interaction effects were
non-significant (p >.05).

DISCUSSION
Research in services marketing has traditionally conceptual-

ized behavioral and emotional responses of the service provider as
the main drivers of the service encounter. The customer’s role in
service encounters has often been simplified to be that of a passive
appraiser that matches pre-established expectations and perceived
delivery of the service to evaluate the encounter. This research not
only answers the call for a greater understanding of the role of
emotions in service encounters and consumption experiences
(Bardzil and Slaski 2003, Kernbach and Schutte 2005) but most
importantly accounts for the consumer as a co-producer of the
unfolding consumption experience. Specifically, we investigate the
role of emotional intelligence as an antecedent to customer negative
emotional responses, coping, and subsequent word-of-mouth in
situations of service failure. Although EI has been extensively
applied in psychological and managerial studies (e.g., Jordan et al.
2002, Mayer et al. 2003), examination of consumer EI is a relatively
novel topic. A recent study by Kidwell et al. (2008) developed and
applied a measure of consumer EI and its individual dimensions to
consumer decision making. Our work extends their research on EI
to the context of negative service encounters. Additionally, we
evaluated effects of individual EI dimensions that in some contexts
differed from those of a composite EI measure (consistent with
Kidwell et al. 2008). Understanding effects of these dimensions is

TABLE 5
Regression Analysis on Negative Word-of-Mouth

Model 1 Model 2a Model 2b
Variable

β t-value β t-value β t-value

Step 1
Active Coping -.13 -4.44*** -.12 -3.41** -.13 -3.41**

Expressive Coping .06 1.87* .08 1.93* .08 1.93*

Denial -.20 -6.87*** -.20 -6.84*** -.20 -6.84***

Emotional Response .18 4.72*** .18 4.59*** .18 4.59***

Recovery Effort -.46 -13.87*** -.46 -13.95*** -.47 -13.95***

Step 2a
Composite EI -.05 -1.65

Step 2b
EI: Perceiving .07 1.81
EI: Managing -.05 -1.58
EI: Understanding -.06 -1.46
EI: Facilitating -.04 -1.18
R2 .46 .46 .48
F 109.98*** 92.35*** 63.83***

crucial to better serving customers and their needs. Finally, we
gained a deeper understanding of consumer coping with the event-
induced stress and the role of EI in consumer coping.

The first finding of our study confirms that consumer EI plays
a significant role in consumption contexts that elicit strong negative
emotions. Consumers with high EI are able to control and minimize
negative emotions across various levels of service recovery. How-
ever, when service providers undertake a maximum of efforts to fix
a failure, consumer EI has the strongest effect on the negative
emotional response. Thus, appropriate service provider measures at
the point of failure corroborated by consumer EI can ultimately
minimize induced stress and restore broken customer relationships.
Next, we found that EI showed strong positive effects on active and
expressive coping. Thus, in stressful consumption contexts, EI
helps consumers actively seek issue-resolution and alleviate emo-
tional stress by engaging in expressive behaviors. As a composite
trait, EI did not yield any significant effects on denial coping. A
stronger negative emotional response to a service incident de-
creased consumer ability to seek problem resolution but increased
expressive coping. In addition, appropriate recovery efforts in-
crease likelihood of consumers denying the failure in the first place.
The latter finding is consistent with earlier work on adaptive coping
that suggests denial may be an opted choice for consumers who are
offered an appropriate and satisfying solution to a stressful event by
service providers (Pavia and Mason 2004). Effects of EI on con-
sumer word-of-mouth were fully mediated by emotional response,
active and expressive coping. Overall, then, when providers ensure
a maximum of recovery efforts, consumers with high EI are able to
experience lower levels of induced stress and actively seek resolu-
tions to a failure, which, in its turn, is more likely to result in a
positive outcome for the provider.

In addition to analyzing effects of the composite EI measure,
we evaluated potential contextual differences across its individual
dimensions. In general, consumers were likely to express higher
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levels of perceiving emotions and facilitating thinking to resolve
the problem rather than managing their emotions. Consistent with
Kidwell et al.’s (2008) proposition, perceiving, facilitating and
understanding are much more abstract in their nature than the
managing dimension. Our results showed that different dimensions
were responsible for different effects in situations of service failure.
Specifically, managing emotions had a vital role in lowering
negative emotions and for consumer active coping and denial.
Possibly, then, those who are capable of managing emotions are
more likely to either actively solve the issue at hand or deny it
depending on its complexity, relevance or importance. In contrast,
the most abstract dimension of perceiving decreased consumer
denial but increased active coping. Neither the most abstract dimen-
sion-perceiving-nor the least abstract dimension-managing-had
any effects on expressive coping. Thus, we confirm that different EI
dimensions have unique and even antagonistic effects on consump-
tion outcomes and should probably be examined along the compos-
ite EI trait.

Our findings suggest that consumer EI should receive atten-
tion across multiple aspects of the service process and delivery and
not be limited to a service failure alone. More significantly, integra-
tion of EI into a service setting reveals that consumer EI influences
both a coping response as well as evaluation of the service experi-
ence. Future consumer research is warranted that would assess
effects of EI on other stressful consumption experiences, purchas-
ing choices and decisions, product failures, and dyadic and group
conflicts in consumption situations. Examination of both the com-
posite measure of EI and its individual dimensions can provide
valuable insights for both consumer researchers and marketers.

This study is an early step toward integrating the theory of EI
in consumption experience, thus several caveats need to be raised.
First, the measurement of EI is based on a self-administered
questionnaire (for discussion see Dulewicz and Higgs 2000, Davies
et al. 1998). It would be of interest to conduct complementary
studies that assess customers’ level of EI by means of more
objective measures (Davies et al. 1998). Second, we relied on a
scenario-based methodology that minimizes biases due to memory
and recall limitations present in survey research (McCollough et al.
2000). Future observational and experimental studies that observe
or manipulate the experience of a service failure are warranted to
increase external validity of current findings. We examined only
one failure outcome-negative word-of-mouth. Future work should
examine additional measures, such as consumer complaining be-
haviors, re-purchasing behaviors, or actual customer patronage.
Finally, the scope of the study does not include illegitimate com-
plaint behavior and dysfunctional customer behavior described by
Harris and Ogbonna (2002). But it is acknowledged that the
execution of a coping response can be based on deviant intentions
facilitated by customers’ level of EI.
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